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FOOD FRUGALITY INDEX (FFI)
G

e
tt

in
g

 

m
o

re
 f
ru

g
a
l

G
e
tt

in
g

 le
ss

 f
ru

g
a
l

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

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

Underlying Food Frugality Index Behaviours 

31%
Purchasing lower-

cost meats or cuts

29%
Purchased 

mostly store 

brands

28%
Purchased 

lower-cost 

ingredients

49%
Saving by reducing 

at home food 

waste

31%
Buying less than 

wanted

41%
Only buying 

essentials

Trade-offs Economise

Note: 
Deloitte’s Food Frugality Index measures longitudinal change in the percent of 

respondents engaging in the six cost-saving grocery behaviours featured.

Source: Deloitte ConsumerSignals, Unctad 

The FFI data for South Africa reveal that 

consumers are consistently more frugal in 

their food purchasing habits than those in 

other tracked countries, with the index 

remaining below the baseline level. This 

indicates a strong emphasis on cost-saving 

strategies, such as choosing lower-cost 

meats, opting for store brands, and 

prioritising essential items, along with actively 

reducing food waste.

Current geopolitical tensions may accelerate 

this trend, as global economic uncertainty 

can lead to volatility in commodity prices, 

including food and fuel. For South African 

consumers, this situation could exert 

additional pressure on household budgets, 

particularly if global supply chains are 

disrupted or if inflation rises due to higher 

import costs. As a result, South Africans are 

likely to become even more frugal, which 

could further intensify behaviours such as 

purchasing cheaper ingredients, limiting 

discretionary food purchases, and 

economising wherever possible.
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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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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 
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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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