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2.3%

Grocery price expectations and food inflation

% Consumers shopping frugally

Food Frugality Index: Measuring consumer value-seeking with groceries

Underlying Food Frugality Index Behaviors 
(change vs previous month)
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Engaged in 3+ frugal behaviors in the past two weeks
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Changes in consumer expectations seem to precede changes in the CPI
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Purchased lower-cost meats

Purchased mostly store brands

Purchased low-cost ingredient(s)

Saved by reducing food waste

Only bought essentials

Bought less than wanted

Purchased premium meats

Purchased popular name brands

Purchased premium ingredient(s)

Prioritized buying plenty of foods

Bought several nice-to-have items

Bought as much food as needed
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Source: Deloitte ConsumerSignals. Food & Non-alcoholic Beverages Index from Statistics South Africa 
Note: A  ±2% difference might be observed in FFI figures due to a change in the calculation tool from Jun-23 onwards 

Foo d Frugality  Index (FFI)

FFI September 2022 = 100

Everyone needs to 
eat, but food is 
becoming less 
affordable for 
some.

The Deloitte Food 
Frugality Index (FFI) is a 
monthly, proprietary 
measure of behaviors 
associated with 
financial stress at the 
grocery store—and how 
they may be shaping 
the way consumers 
shop for food.
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Frugal choices Premium choices

• With high food inflation already established, South African consumers may have been near peak levels of frugality when our index launched. This month, frugality among surveyed 
consumers increased 6 pp, driven consumers making more frugal choices and fewer premium choices.

• Though below baseline, South Africa has the highest rate of frugality among surveyed countries based on number of consumers adopting 3 or more frugal behaviors (43%, up 4 pp MoM). 
• YoY food inflation hit its lowest level in 2+ years, but 80% of consumers are expecting higher prices next month, a spike up in what had been a downward trend.
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Takeaways

South Africa
 December 2024
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Note: Food and Non-

Alcoholic Beverages 

inflation MoM = -0.4%

% Consumers expecting higher grocery prices next month

% Food and Non-Alcoholic Beverages Index Y-o-Y % change
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https://www.statssa.gov.za/?page_id=735&id=3
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Tradeoffs Economizing

Source: Deloitte ConsumerSignals

South Africa

High Income (> 400k Rand)Medium Income (86k Rand - 400k Rand)Low Income (< 86k Rand)

Use of frugal behaviors splits by income, as expected, but has generally trended downward for all surveyed consumers over the last 2 years. 
One potential exception – store brands seem to be sticking for low and medium-income consumers.

Underlying frugality behaviors across surveyed consumers at different income levels

Annual supplement, updated each October to assess long term change occurring between each anniversary of the index’s launch
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This presentation contains general information only and Deloitte is not, by 

means of this presentation, rendering accounting, business, financial, 

investment, legal, tax, or other professional advice or services. This 

presentation is not a substitute for such professional advice or services, nor 

should it be used as a basis for any decision or action that may affect your 

business. Before making any decision or taking any action that may affect 

your business, you should consult a qualified professional advisor.

Deloitte shall not be responsible for any loss sustained by any person who 

relies on this presentation.

About Deloitte

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited, a UK 

private company limited by guarantee (“DTTL”), its network of member 

firms, and their related entities. DTTL and each of its member firms are 

legally separate and independent entities. DTTL (also referred to as “Deloitte 

Global”) does not provide services to clients. In the United States, Deloitte 

refers to one or more of the US member firms of DTTL, their related entities 

that operate using the “Deloitte” name in the United States and their 

respective affiliates. Certain services may not be available to attest clients 

under the rules and regulations of public accounting. Please see 

www.deloitte.com/about to learn more about our global network of 

member firms.
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