South Africa
Food Frugality Index: Measuring consumer value-seeking with groceries December 2024

Deloitte.
+ 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

Ta keaways 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).
+ YoVY 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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Note: A +2% difference mightbe observedin FFl fisures due to a change in the calculationtool from Jun-23 onwards
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https://www.statssa.gov.za/?page_id=735&id=3

South Africa

Underlying frugality behaviors across surveyed consumers at different income levels

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.
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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.
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