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Retail & Consumer Products

The recovery of financial well-being is ongoing

Food Frugality Index (FFI) \ Travel & Hospitality \ Vehicle Purchase Intent Index (VPI) m C>

South African consumers are increasingly displaying optimism concerning their financial well-being, indicating positive
developments regarding their financial circumstances.

Financial Well-being Index: Spending Intentions Index:

Net anxiety levels are lower than Shoppers are open to spending in

those recorded in the previous year. both essential and non-essential
categories.

Food Frugality Index (FFI): Travel & Hospitality:

Consumers are getting less frugal. The In comparison to last year, there
trend of frugality in food spending has  has been a small increase in the
decreased in South Africa. intentions to book travel.

Retail & Consumer Products:

Even with high living costs, some
people still find ways to treat
themselves to the things they enjoy.

V) 4
Vehicle Purchase Intent Index (VPI):
The Vehicle Purchase Index in South

Africa indicates an increasing willingness
to purchase among consumers.
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Net anxiety & anxiety drivers

I'm more anxious than | was last week (% Agree - % Disagree)
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Have you felt worried about any of the following over the past week? B Dec23 MMIDec24
<2770 37570 51%
47% 48%
40% 380, 40%
32%33% 34%
My personal The direction Job or Personal My health Climate Political Societal unrest
financial of the economy employment family matters Change uncertainty
situation situation
Health & Global
Economy Well-being challenges
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Inflation concern & price expectations

% concerned about rising prices for everyday purchases
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@
9

Consumers’ purchasing
journeys will increasingly

become alend.of
shopping experiences
across categories.

Neville Hounsom
Director: Strategy and Business Design
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@
Spending Intentions Index

9,
Estimated spending amount, next 4 weeks (% change) (Sep/Oct/Nov 2021 = 0)
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Spending Intentions

Share of wallet - non-discretionary vs discretionary spending by income group in South Africa

e . e | ower

1% _
" Housing Medium
16% e Higher
6% . T
Everyday Household . 5% :
Goods © Healthcare - % = Average for South Africa

Discretionary

: s/ /A NN\
: Groceries 6%
""""""""" - Transportation
8% 7%
Education Savings & Investing

9%
Electronics & Home

Clothing & Personal Care Furnishings

11%
Recreation, Entertainment
& Leisure Travel

Source: Deloitte ConsumerSignals

Copyright © 2025 Deloitte Development LLC. All rights reserved.

®
9

Deloitte Consumer Industry Center | 10



m Retail &
Consumer
U Products

y 4“ J

Industry Center | 11



Financial Well-being Index \ Spending Intentions Index \ Retail & Consumer Products \ Food Frugality Index (FFI) \ Travel & Hospitality \ Vehicle Purchase Intent Index (VPI) m C>

SA retail sales 9

Retail trade sales increased to grow at 6.3% YoY in October 2024
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Splurge purchases <

Insight into where consumers are splurging, December 2024 (by age group)

45%

12% 4996 11%

5 3% 5% 5%

Clothing & Electronics &
Accessories Accessories

Food & Beverage Health & Wellness Home & Kitchen Personal care

W 1834 M 3554 Bl 55 and above

Source: Deloitte ConsumerSignals
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Food Frugality Index (FFI) )

Food Frugality Index, Base/September 2022=100
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Underlying Food Frugality Index Behaviours
W&, Prior Month

Trade-offs Economise
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Leisure travel intentions

% that plan to book within the next 3 months
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Reasons for not travelling

Among adults not planning to travel for leisure within the next 3 months

Travel & Hospitality Vehicle Purchase Intent Index (VPI)
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Source: Deloitte ConsumerSignals
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off from work spend my money in travelling
on other things

I'm planning to travel
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Plan to buy more

Plan to buy less
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Vehicle Purchase Intent (VPI) Index

Vehicle Purchase Intent Index, October 2021=100
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Vehicle Purchase Intent (VPI) Index

Copyright © 2025 Deloitte Development LLC. All rights reserved.

Top five drivers for @
acquiring a vehicle (% of
respondents)

2 7%

New vehicles on
the market have

| am just ready to
2 5% drive something
different.
O I want a more fuel-
O efficient vehicle.

| have been offered
an attractive deal.

Current vehicle is not worth
the cost to maintain it.

Travel & Hospitality

features | want now.

\ Vehicle Purchase Intent Index (VPI)

[ Lo ol ]

The Vehicle Purchase Index in
South Africa shows an increasing
willingness among consumers

to make purchases, though

it's important to note that

this intention has significantly
declined compared to the
previous year.

A significant number of consumers are
displaying a strong enthusiasm for acquiring
new vehicles that exhibit cutting-edge
features and the most sought-after models
currently trending in the marketplace.
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Study overview | Survey Fielding

Waves 1-22: April 2020 - Sept 2021

New metrics added
Wave 23-34: September 2021 - August 2022

New metrics added

Wave 35: September 22 - September 28 2022
Wave 36: October 27 - November 02 2022
Wave 37: November 24 - November 30 2022
Wave 38: December 22 - December 28 2022
Wave 39: January 26 - February 01 2023
Wave 40: February 23 - March 01 2023
Wave 41: March 23 - March 29 2023

Wave 42: April 20 - April 26 2023

Wave 43: May 25 - May 31 2023

Wave 44: June 22 - June 28 2023

Wave 45: July 27 - August 02 2023

Wave 46: August 24 - August 30 2023

Wave 47 September 21 - September 27 2023
Wave 48: October 26 - November 01 2023
Wave 49: November 23 - November 29 2023
Wave 50: December 21 - December 27 2023
Wave 51: January 25 - January 31 2024
Wave 52: February 22 - February 28 2024
Wave 53: March 21 - March 27 2024

Wave 54: April 25 - May 01 2024

Wave 55: May 23 - May 29 2024

Wave 56: June 20 - June 26 2024

Wave 57: July 25 - July 31 2024

Wave 58: Aug 22 - Aug 28 2024

Wave 59: Sep 26 - Oct 02 2024

Wave 60: Oct 24 - Oct 302024

Wave 61: Nov 21 - Nov 27 2024

Wave 62: Dec 20 - Dec 26 2024
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Germany (DE)

Canada (CA) France (FR) United Kingdom (UK)

Netherlands (NL)

Spain (D)) Italy (IT)

[ I Japan (JP)
United States (US) Portugal (PT) South Korea (KR)

Y
India (IN)
Mexico (MX) [

Bra2|l (BR)

-
South Africa (ZA)
e
Australia (AU)

Methodology

* Online consumer panel

* N=1,000 consumers per country each wave, Adults age 18+
* Fielded in 20 countries

* Margin of error +3%

* Response data for Australia, Canada, France, Germany, Italy, Japan, Netherlands, Spain, United Kingdom, and the United States are weighted at the country
level according to publicly available age and income profiles

* Response data for Brazil, China, India, Mexico, Saudi, Arabia, South Africa, and UAE are not weighted by income. Data represents higher-income consumers
compared to national income distributions. Soft quotas and weighting are used to hold sample income distributions consistent wave-to-wave.

*Survey fielding in Belgium, Denmark, Ireland, Poland, and Sweden discontinued from wave 44 (June 28, 2023)
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| et’s talk

Neville Hounsom
Director: Strategy and Business Design
Deloitte Africa

Sherika Mohammed
Marketing Manager: Consumer Industry
Deloitte Africa
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Food Frugality Index (FFI) \ Travel & Hospitality

Hannah Marais
Chief Economist | Senior Associate Director
Deloitte Africa

Thakhani Murulana
Deloitte Insights data analyst
Deloitte Africa

Vehicle Purchase Intent Index (VPI) m

Deloitte Africa

Mokibelo Magome
Senior Manager Industry Strategist
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