
Health, 
wellness 
and snacking
IRI, an American research outfit, 
through its South African office, 
has shared some interesting 
data on global and South 
African shopping patterns, 
while delivering some great 
insights of how manufacturers 
and retailers can get ahead  
of the game.
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FOOD TRENDS   By Hippo Zourides

Private Labels:
South African chains 

hover between 15% and 
20% of their total sales 

attributed to private label 
and it will grow further, 
as is the world trend.



The current scene  
in South Africa
Most readers are aware of all the current 

constraints in producing a decent bottom 

line in South Africa. These include

■	 Stagnant GDP growth;

■	 The high cost-of-living index growth 

(albeit slowing down in recent times);

■	 Pressure on retail margins;

■	 The emergence of online shopping;

■	 The dominance of the price/value 

equation; and

■	 The emergence of the savvy shopper 

irrespective of LSM level.

The effect  
on the consumer 
Private label
The most evident pattern that has emerged 

in recent times is the consumer’s swing to 

private label products, as they perceive the 

price/value/quality equation to be in their 

best interest.

Retailers are now tiering their product 

range into various levels (economy, regular 

and luxury) and entering categories that 

previously had been classified as “too 

personal” or “too defined”, such as personal 

care. 

The emergence of confined or dedicated 

private brands in this area have ensured 

that the retailer not only delivers a better 

price at an enhanced margin, but more 

importantly, hooks the consumer to their 

store brand (store loyalty), as these items 

are exclusive to the relevant chain. 

Some chains have developed certain 

differentiators, such as healthy snacking 

on the go (Dischem), Smart Bites (Clicks), 

organic products (Pick n Pay) and child-

friendly convenience meals (Checkers).

South African chains hover between 15% 

and 20% of their total sales as attributed 

to private label and it will grow further, 

as is the world trend. We are at the same 

level as Greece (16%) and Italy (18%). We 

have a long way to catch up with Germany 

(40%), Spain (42%) or the UK (52%).

Overseas certain categories have proven 

to be very prone to switching to private 

label and the following categories are 

leading: pet products (33% of all pet 

product sales are classified as private or 

confined label), ambient foods (35%), 

chilled foods (45%) and frozen foods 

(47%).

Other trends
Consumers worldwide are now shopping 

5,3 stores on average. This means that your 

customer is no longer just loyal to your 

store, but buys elsewhere in her search 

for value. She is not only looking for price 

but also, at times, for products, as many 

chains have rationalised their ranges so 

dramatically that the consumer cannot find 

her favourite product.

Consumers are looking for “close-to-

me” products – these are products that 

are meaningful to them and they require 

to shop regularly. The other category 

searched for by the consumer as defined 

by the research is “commodity products”. 

Interestingly, these are not as generally 

perceived (mealie meal, rice, oil, etc…), but 

rather categories where the consumer is 

invested, such as cleaning products.

Lifestyle shopping
This is probably the most important trend 

occurring worldwide and South Africa is at 

the forefront of this sea change.

With medical costs increasing, 

customers are self-medicating and their 

search for healthy alternatives is growing 

exponentially. Customers demand 

transparency with label information of 

what IS in the product, as well as what  

IS NOT in it. Wellness is the buzz word!

The statistics emanating from the South 

African research are illuminating.

■	 72% of shoppers are looking for  

a general sense of wellness;

■	 26% buy these products due to a 

health-related challenge;

■	 29% will select additive-free products;

■	 43% focus their purchasing power for 

weight loss purposes;

■	 22% are concerned about 

environmental protection; and

■	 30% are prepared to pay a higher price 

for a quality healthy product.

Increased spending in healthy alternatives, 

include:

■	 60% of respondents spend on healthy 

foods;

■	 50% are looking for organic alternatives; 

■	 38% focus on vegetarian menus; and

■	 39% are affected by food intolerance 

ingredients. 

All of the above trends are higher in South 

Africa than in Europe.

Retailers should be aware that 64% of 

persons interviewed include fresh produce 

in their basket, while a third read labels 

intensely while the same number has 

returned to traditional home-cooking to 

produce better-quality foods for their 

families.

Three quarters of the consumers 

interviewed source their health and 

wellness requirements from their regular 

stores, but pharmacies and health shops are 

increasing their penetration of this market 

exponentially. Ten percent of shoppers 

claimed that they source their fresh 

requirements from the source.

No wonder that new brands such as 

Montagu (nuts and dried fruit), Honest 

Chocolate (premium chocolates) and 

Hartlief (deli-style meats and cheeses) are 

emerging around the country. Local food 

markets are well supported where the 

shopper can talk to the cheese maker while 

tasting and experiencing the product and 

enjoying the sense of community and  

a social occasion.

Mr Manufacturer and Mr Retailer –  

how are you responding to this trend and 

how many of your products can truly be 

classified as supportive of wellness?

Next month we shall cover another 

aspect of this research – macro snacking. 

For further information on this research,  
go to www.iriworldwide.com
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Health Foods:
Consumers often source their health and wellness products 

from their regular stores. No wonder that new brands such as 
Montagu (nuts and dried fruit), Honest Chocolate (premium 

chocolates) and Hartlief (deli-style meats and cheeses)  
are emerging around the country.


