
We surveyed 100 random recipients, 

evenly spread across five supermarket 

chains in South Africa and Namibia (see 

map). We asked consumers to identify, 

price and photograph a house brand. We 

then asked them to identify the highest 

and lowest pricing in that category, and 

give further insight of their own personal 

preferences and decisions.

Although Shoprite (Ritebrand) and 

Checkers (Housebrand) prices appear to 

be the lowest, the Woolworths brands are 

perceived as being at a lower price point 

than what our data showed. The Spar brand 

appeared to have been the most promoted 

and amongst those surveyed, had the 

highest favourability of house brands with 

a score of 8,55/10. Spar and Shoprite 

consumers were found to be most likely to 

switch to house brands during challenging 

financial times.

Shoprite,Spar and Woolworths had 

the highest proportion of housebrand 

spend. The highest perceived growth 

since last year was considered to be in 

the Woolworths brands. Woolworths 

consumers were surveyed as most likely 

to select a house brand over any other 

brand under equal pricing, and 95% of 

Woolworths consumers considered their 

brand to be superior to other brands. Pick 

n Pay, Shoprite, and Woolworths were 

considered to have the highest proportions 

of house brands among those consumers 

surveyed.

For more information, email us at:  
client@fieldagentsa.com.

Initially, house brands were produced with 

minimal packaging and marketing costs 

and were considered to be cheaper than 

other mainstream brands. In recent times, 

house brands have become more expensive 

as retailers focus on higher quality and 

increased market share.

In July, Field Agent assigned a survey 

across five major retailers. We wanted 

to understand shifts and behaviours 

around house bands among retailers and 

consumers alike. We looked at pricing, 

perceptions of quality, and consumer 

preferences and attitudes in response to 

retailer marketing strategies.

Crowdsourcing via smartphones provides 

an unbiased, real-time understanding of 

consumer shopping habits and frustrations, 

assisting retailers to focus on relevant 

operational issues and reinforce customer 

loyalty and shopper satisfaction. Feedback 

is collected through photos, videos, audio, 

timers and barcode scanners, capturing 

consumer insights instantly.

Successful product positioning of house 

brands can maximise margins, minimise 

supply risk and increase market share.

By investing more in the marketing 

of house brands, retailers can improve 

consumer perceptions of quality, while 

maintaining the overriding tradition of 

value, and in so doing, further lock in 

consumer spending. Understanding the 

latest trends and perceptions can play an 

important role in finding that “edge” to 

consumer satisfaction, and retention.
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S&R/FIELD AGENT BAROMETER 
S&R HOuSE BRANDS BAROMETER  
House brands – yes or no?
A house brand is defined as a brand name used by a retailer for a product or product 

line that is made specifically for or by the retailer. We also refer to these as “no-name 

brands”. 
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Housebrand median pricing 
vs alternative brands
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Categories Checkers Pick n Pay Shoprite Spar Woolworths

Canned corn, beans 
& Tomato

Lower Higher Lower 0 0

Cleaners & bleaches Lower Lower Lower 0 Higher

Milk Lower Lower Lower Higher 0

Peanut butter Lower Lower Lower 0 Higher

Rusks & biscuits Lower Higher Higher 0 0

Teas Lower 0 0 Higher Higher

White sugar Higher Lower 0 Lower Higher

Housebrand pricing versus average category pricing per unit  – some sampled products


