
 

 

Apparel Accessories in South 
Africa 

Euromonitor International 

November 2023 
 

 
This sample report is for illustration 

purposes only. 
Some content and data have been 

changed. 
 

To purchase a full version, please visit 
www.euromonitor.com 



A P P A R E L  A C C E S S O R I E S  I N  S O U T H  A F R I C A  P a s s p o r t  i  

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

LIST OF CONTENTS AND TABLES 
 

Apparel Accessories in South Africa - Category Analysis ............................................................ 1 

KEY DATA FINDINGS.................................................................................................................. 1 
2023 DEVELOPMENTS ............................................................................................................... 1 

Apparel accessories perceived as non-essential for many south africans ................................ 1 
Accessories such as scarves, hats and gloves are mostly seasonal purchases ...................... 1 
Price-sensitive consumers tend to only buy apparel accessories on promotion ....................... 1 

PROSPECTS AND OPPORTUNITIES......................................................................................... 1 

Apparel accessories struggle to adapt fast enough to meet current fashion trends .................. 1 
Consumers increasingly seek fashionable statement pieces from apparel accessories ........... 2 
Retail offline is key destination for consumers of apparel accessories ..................................... 2 

CATEGORY DATA ....................................................................................................................... 2 

Table 1 Sales of Apparel Accessories by Category: Volume 2018-2023 .................. 2 
Table 2 Sales of Apparel Accessories by Category: Value 2018-2023 ..................... 2 
Table 3 Sales of Apparel Accessories by Category: % Volume Growth 2018-

2023 ............................................................................................................. 3 
Table 4 Sales of Apparel Accessories by Category: % Value Growth 2018-

2023 ............................................................................................................. 3 
Table 5 NBO Company Shares of Apparel Accessories: % Value 2019-2023 .......... 3 
Table 6 LBN Brand Shares of Apparel Accessories: % Value 2020-2023 ................ 4 
Table 7 Forecast Sales of Apparel Accessories by Category: Volume 2023-

2028 ............................................................................................................. 4 
Table 8 Forecast Sales of Apparel Accessories by Category: Value 2023-

2028 ............................................................................................................. 5 
Table 9 Forecast Sales of Apparel Accessories by Category: % Volume 

Growth 2023-2028 ....................................................................................... 5 
Table 10 Forecast Sales of Apparel Accessories by Category: % Value Growth 

2023-2028 .................................................................................................... 5 

Apparel and Footwear in South Africa - Industry Overview .......................................................... 7 
EXECUTIVE SUMMARY .............................................................................................................. 7 

Apparel and footwear in 2023: The big picture ......................................................................... 7 
2023 key trends ........................................................................................................................ 7 
Competitive landscape ............................................................................................................. 8 
Retailing developments ............................................................................................................ 8 
What next for apparel and footwear? ........................................................................................ 8 

MARKET DATA ............................................................................................................................ 9 

Table 11 Sales of Apparel and Footwear by Category: Volume 2018-2023 ................ 9 
Table 12 Sales of Apparel and Footwear by Category: Value 2018-2023 ................... 9 
Table 13 Sales of Apparel and Footwear by Category: % Volume Growth 2018-

2023 ............................................................................................................. 9 
Table 14 Sales of Apparel and Footwear by Category: % Value Growth 2018-

2023 ............................................................................................................. 9 
Table 15 NBO Company Shares of Apparel and Footwear: % Value 2019-2023 ....... 9 
Table 16 LBN Brand Shares of Apparel and Footwear: % Value 2020-2023 ............ 10 
Table 17 Distribution of Apparel and Footwear by Format: % Value 2018-2023 ....... 11 
Table 18 Distribution of Apparel and Footwear by Format and Category: % 

Value 2023 ................................................................................................. 12 



A P P A R E L  A C C E S S O R I E S  I N  S O U T H  A F R I C A  P a s s p o r t  i i  

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Table 19 Forecast Sales of Apparel and Footwear by Category: Volume 2023-

2028 ........................................................................................................... 13 
Table 20 Forecast Sales of Apparel and Footwear by Category: Value 2023-

2028 ........................................................................................................... 13 
Table 21 Forecast Sales of Apparel and Footwear by Category: % Volume 

Growth 2023-2028 ..................................................................................... 13 
Table 22 Forecast Sales of Apparel and Footwear by Category: % Value 

Growth 2023-2028 ..................................................................................... 13 

DISCLAIMER ............................................................................................................................. 14 
SOURCES .................................................................................................................................. 14 

Summary 1 Research Sources ...................................................................................... 14 

 

 



A P P A R E L  A C C E S S O R I E S  I N  S O U T H  A F R I C A  P a s s p o r t  1 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

APPAREL ACCESSORIES IN SOUTH 
AFRICA - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 4% in current terms in 2023 to ZAR5.0 billion  

▪ Scarves is the best performing category in 2023, with retail value sales increasing by 5% in 

current terms to ZAR76 million 

▪ Pepkor Holdings Ltd is the leading player in 2023, with a retail value share of 11% 

▪ Retail sales are set to rise at a current value CAGR of 6% (2023 constant value CAGR of 1%) 

over the forecast period to ZAR6.7 billion 

 

 

2023 DEVELOPMENTS 
 

Apparel accessories perceived as non-essential for many south africans 

With many consumers struggling financially in South Africa, apparel accessories are regarded 

as non-essential purchases. With the high levels of inflation that impact the daily cost of living 

for South Africans, many consumers are reducing their expenditure on general apparel and 

footwear, hence making apparel accessories a niche. Consumers who are likely to spend on 

apparel accessories tend to have higher disposable incomes, thereby hampering stronger 

growth potential for the category.  

 

Accessories such as scarves, hats and gloves are mostly seasonal 
purchases 

Certain apparel accessories, such as scarves, hats and gloves, are often bought seasonally, 

such as during the winter. Many stores usually have a limited range of scarves, hats and gloves 

during other seasons, but as winter emerges in South Africa, these apparel accessory ranges 

tend to be extended. Taking into consideration that traditional demand for scarves, hats and 

gloves is highly seasonal dampens their stronger growth potential.  

 

Price-sensitive consumers tend to only buy apparel accessories on 
promotion 

As many local consumers are struggling financially, they have adopted a value-seeking 

attitude to purchases, and therefore, they are more likely to buy apparel accessories when they 

are on sale. Promotions and seasonal sales are often when most price-sensitive consumers 

purchase these products on impulse, with future volume growth likely to be driven by discounts.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Apparel accessories struggle to adapt fast enough to meet current 
fashion trends 

The fashion industry in South Africa changes rapidly according to current fashion trends. 

Therefore, some consumers search for apparel accessories that are able to address these 
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fashion trends to match their outfits. However, many local producers of apparel accessories are 

slow to adapt to current fashion trends. There is often a disconnect between general apparel 

fashion trends versus apparel accessories. A consumer’s fashion sense can evolve over a 

period of time, and unfortunately, apparel accessories can lag behind consumer requirements 

and the general fashion community. Potential opportunities for apparel accessories are linked to 

the ability to be able to quickly evolve alongside the broader fashion industry.  

 

Consumers increasingly seek fashionable statement pieces from 
apparel accessories 

More affluent consumers of apparel accessories increasingly seek fashionable statement 

pieces from apparel accessories, especially if they follow international fashion houses. They are 

constantly inspired by apparel accessories they see on social media and in the broader 

international community. South Africans often import apparel accessories from international 

brands that are able to convey a similar sense of luxury to elevate an outfit. Therefore, it is 

essential for local apparel accessories players to align their designs with international trends.  

 

Retail offline is key destination for consumers of apparel accessories 

Many local consumers continue to prioritise retail offline compared to online shopping. 

Despite this trend, various apparel and footwear specialists are focusing on expanding their 

omnichannel strategies. Although consumers often prefer to visit physical retailers to physical 

touch and try on accessories, many brands have discovered that having an online platform is 

equally important, especially if it is linked to a broader range of apparel, which might encourage 

impulse purchases at the virtual checkout.  

 

 

CATEGORY DATA 
 

Table 1 Sales of Apparel Accessories by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
- Belts 502.3 491.7 453.5 427.0 411.4 404.8 
- Gloves 515.3 518.0 411.5 359.9 344.7 336.6 
- Hats/Caps 1,043.9 1,058.1 892.0 810.5 782.4 769.7 
- Scarves 449.5 455.4 381.3 333.1 316.5 313.1 
- Ties 360.0 353.1 277.9 256.3 242.7 234.0 
- Other Apparel 5,817.3 5,875.2 16,292.3 16,167.6 15,646.3 16,085.5 
    Accessories       
Apparel Accessories 8,688.3 8,751.5 18,708.6 18,354.4 17,744.0 18,143.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Sales of Apparel Accessories by Category: Value 2018-2023 

 

ZAR million 
 2018 2019 2020 2021 2022 2023 
 
- Belts 76.6 78.9 73.8 71.8 74.0 76.5 
- Gloves 60.1 63.8 53.6 49.4 50.5 53.0 
- Hats/Caps 264.8 286.9 257.8 249.6 255.9 265.8 
- Scarves 80.2 85.7 75.9 70.0 72.4 76.0 
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- Ties 53.3 55.1 46.2 45.0 46.3 47.3 
- Other Apparel 1,193.6 1,269.1 3,491.3 4,208.7 4,348.5 4,530.2 
    Accessories       
Apparel Accessories 1,728.6 1,839.5 3,998.7 4,694.6 4,847.5 5,048.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Sales of Apparel Accessories by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Belts -1.6 -4.2 -19.4 
- Gloves -2.3 -8.2 -34.7 
- Hats/Caps -1.6 -5.9 -26.3 
- Scarves -1.1 -7.0 -30.3 
- Ties -3.6 -8.3 -35.0 
- Other Apparel Accessories 2.8 22.6 176.5 
Apparel Accessories 2.3 15.9 108.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 Sales of Apparel Accessories by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Belts 3.4 0.0 -0.1 
- Gloves 4.9 -2.5 -11.8 
- Hats/Caps 3.9 0.1 0.4 
- Scarves 5.0 -1.1 -5.2 
- Ties 2.2 -2.4 -11.2 
- Other Apparel Accessories 4.2 30.6 279.5 
Apparel Accessories 4.2 23.9 192.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 NBO Company Shares of Apparel Accessories: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Pepkor Holdings Ltd 24.8 11.1 10.3 10.5 10.7 
Truworths Group Pty Ltd 11.9 5.0 4.0 4.0 3.9 
Pick 'n' Pay Retailers 4.3 2.0 1.9 1.9 1.9 
    (Pty) Ltd      
Woolworths Holdings Ltd 6.3 2.2 1.8 1.8 1.8 
    (South Africa)      
Foschini Group Ltd, The 1.4 0.6 1.7 1.7 1.7 
Surtee Group 2.8 1.0 0.8 0.8 0.8 
adidas (South Africa) Pty 2.1 0.9 0.7 0.7 0.7 
    Ltd      
Retailability Group - - 0.5 0.5 0.5 
Cotton On Clothing Pty Ltd 0.8 0.3 0.3 0.3 0.3 
Mr Price Group Ltd 0.6 0.3 0.2 0.2 0.2 
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Kamnandi Retail (Pty) Ltd 2.0 0.8 0.7 0.4 0.2 
H&M Hennes & Mauritz AB 0.5 0.2 0.2 0.2 0.2 
Cape Union Mart Group 0.3 0.1 0.1 0.1 0.1 
Salvatore Ferragamo SpA 0.6 0.2 0.1 0.1 0.1 
Edcon Holdings Ltd 6.2 2.2 - - - 
Others 35.3 73.1 76.7 76.9 76.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 LBN Brand Shares of Apparel Accessories: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Pep Pepkor Holdings Ltd 7.2 6.7 6.9 7.1 
Ackermans Pepkor Holdings Ltd 3.9 3.6 3.6 3.7 
Truworths Truworths Group Pty Ltd 2.5 2.0 2.0 1.9 
Pick 'n Pay (Pick 'n' Pick 'n' Pay Retailers 2.0 1.9 1.9 1.9 
    Pay Stores Ltd) (Pty) Ltd     
Woolworths Woolworths Holdings Ltd 2.2 1.8 1.8 1.8 
 (South Africa)     
Jet Foschini Group Ltd, The - 1.2 1.2 1.2 
Hugo Boss (Hugo Boss Surtee Group 1.0 0.8 0.8 0.8 
    AG)      
adidas (adidas Group) adidas (South Africa) Pty 0.9 0.7 0.7 0.7 
 Ltd     
Truworths Man Truworths Group Pty Ltd 0.8 0.6 0.6 0.6 
Daniel Hechter Truworths Group Pty Ltd 0.7 0.6 0.5 0.5 
    (Miltenberger Otto      
    Aulbach GmbH)      
Edgars Retailability Group - 0.5 0.5 0.5 
Inwear (DK Co A/S) Truworths Group Pty Ltd 0.6 0.5 0.5 0.5 
Relay Foschini Group Ltd, The 0.6 0.5 0.4 0.4 
Cotton On Cotton On Clothing Pty Ltd 0.3 0.3 0.3 0.3 
Accessorize (Monsoon Kamnandi Retail (Pty) Ltd 0.8 0.7 0.4 0.2 
    Accessorize Ltd)      
H&M H&M Hennes & Mauritz AB 0.2 0.2 0.2 0.2 
Mr Price Sport Mr Price Group Ltd 0.1 0.1 0.1 0.1 
K-Way Cape Union Mart Group 0.1 0.1 0.1 0.1 
Miladys Mr Price Group Ltd 0.1 0.1 0.1 0.1 
Salvatore Ferragamo Salvatore Ferragamo SpA 0.2 0.1 0.1 0.1 
Jet Edcon Holdings Ltd 1.5 - - - 
Edgars Edcon Holdings Ltd 0.7 - - - 
Others Others 73.5 77.1 77.2 77.3 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Forecast Sales of Apparel Accessories by Category: Volume 2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
- Belts 404.8 399.0 393.6 389.0 386.9 385.7 
- Gloves 336.6 325.0 314.7 306.5 300.5 295.5 
- Hats/Caps 769.7 757.9 750.4 740.5 737.0 736.2 
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- Scarves 313.1 311.7 313.2 316.1 319.3 321.9 
- Ties 234.0 225.7 218.3 212.0 206.2 200.8 
- Other Apparel 16,085.5 16,531.2 17,144.8 17,828.2 18,475.5 19,050.1 
    Accessories       
Apparel Accessories 18,143.7 18,550.5 19,135.1 19,792.4 20,425.4 20,990.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 8 Forecast Sales of Apparel Accessories by Category: Value 2023-2028 

 

ZAR million 
 2023 2024 2025 2026 2027 2028 
 
- Belts 76.5 76.0 76.1 76.6 77.3 78.6 
- Gloves 53.0 52.6 52.1 51.9 51.7 52.1 
- Hats/Caps 265.8 264.2 264.6 265.8 270.2 277.7 
- Scarves 76.0 76.3 77.2 78.6 81.2 84.0 
- Ties 47.3 46.0 44.9 43.7 42.9 42.2 
- Other Apparel 4,530.2 4,535.9 4,574.0 4,647.5 4,729.0 4,808.0 
    Accessories       
Apparel Accessories 5,048.8 5,050.9 5,089.1 5,164.1 5,252.2 5,342.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 9 Forecast Sales of Apparel Accessories by Category: % Volume Growth 2023-
2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
- Belts -1.4 -1.0 -4.7 
- Gloves -3.5 -2.6 -12.2 
- Hats/Caps -1.5 -0.9 -4.3 
- Scarves -0.5 0.6 2.8 
- Ties -3.5 -3.0 -14.2 
- Other Apparel Accessories 2.8 3.4 18.4 
Apparel Accessories 2.2 3.0 15.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 10 Forecast Sales of Apparel Accessories by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
- Belts -0.6 0.6 2.8 
- Gloves -0.8 -0.4 -1.8 
- Hats/Caps -0.6 0.9 4.5 
- Scarves 0.3 2.0 10.5 
- Ties -2.6 -2.2 -10.6 
- Other Apparel Accessories 0.1 1.2 6.1 
Apparel Accessories 0.0 1.1 5.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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APPAREL AND FOOTWEAR IN SOUTH 
AFRICA - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Apparel and footwear in 2023: The big picture 

For many South Africans, apparel and footwear is perceived as a non-essential purchase, 

with price-sensitive consumers reducing their discretionary spending in 2023 due to the impact 

of high inflation on food, fuel and even electricity. Consumers are struggling to manage 

financially, and thus are less likely to spend regularly on apparel and footwear.  

With consumers remaining under financial pressure, they continue to search for affordable 

options and seek value for money. Therefore, as they trade down, value brands such as Mr 

Price, Pep and even Ackermans remain popular among local consumers for their affordability 

and value propositions. On the other hand, some consumers are increasingly attracted to 

international online platforms such as Shein, which offer fast-fashion items following the latest 

trends at affordable prices. Local consumers can directly import their various apparel and 

footwear items from Shein as the latter delivers to South Africa, thereby placing pressure on 

local producers. Shein is one of the most downloaded apps in South Africa and continues to 

gain traction. Despite incurring import taxes and delivery fees, some consumers will place a 

combined order with friends to help offset the additional costs. It has also become apparent that 

many local consumers only purchase from online platforms such as Shein for seasonal clothing, 

where they place three or four orders a year.  

Despite economic hardship, sportswear remains an extremely popular category. It is 

supported by the increasing focus on health and wellness, with consumers investing in 

appropriate clothing or footwear that supports their fitness goals.  

 

2023 key trends 

South Africa continues to be impacted by high inflation in 2023, placing pressure on many 

consumers’ disposable incomes, which is a contributing factor behind the less than dynamic 

performances of some categories. Nevertheless, as South Africans have fully returned to doing 

their monthly shopping in malls or centres, it is easier for them to make impulse purchases, a 

scenario that is more likely when stores run seasonal sales, discounts or promotions. Despite 

many local consumers remaining financially restricted, the likelihood of them impulse buying is 

rather high if they are attracted to a product that has been substantially reduced in price.  

Another key trend emerging towards the end of the review period is the number of brands 

now focusing on sustainability as part of their production plans. Although most consumers seek 

value for money, this is not the only deciding factor when they purchase apparel and footwear. 

Increasing numbers of South Africans are prioritising brands that have a more sustainable 

positioning as they become aware of the environmental impact of the fashion industry. In doing 

so, they are aligning themselves with brands that are shifting towards more sustainable 

manufacturing practices. For example, Foschini has introduced various sustainable initiatives, 

including local production where it employs South Africans rather than importing, which has 

been well-received by consumers interested in provenance and domestic industry.  
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Competitive landscape 

The competitive landscape of apparel and footwear in South Africa remains fairly fragmented 

in 2023, but continues to be led by Pepkor Holdings Ltd. While the likes of Mr Price Group Ltd, 

The Foschini Group Ltd, Truworths Group and Woolworths Holdings Ltd (South Africa) remain 

popular, Nike South Africa Pty Ltd continues to make gains in terms of position, driven by the 

popularity of sportswear in South Africa, where it trades places with Foschini Group Ltd to rank 

second in 2023. Grocery retailers such as Pick 'n' Pay are also ramping up their efforts to 

ensure their apparel and footwear offers remain relevant. For example, Pick 'n' Pay clothing 

aims to keep abreast of the latest fashion trends, whereas the UNIQ brand from Shoprite 

Holdings takes a different approach by only stocking essential categories of apparel and 

footwear, thereby embracing a slow-fashion strategy.  

Price-sensitive South Africans continue to trade down from premium brands to more 

affordable options, which benefits brands such as Mr Price, Pep and Ackermans. In line with the 

search for value brands, some consumers are increasingly attracted to online fast-fashion 

platforms such as Shein. The latter is set to disrupt the competitive landscape of apparel and 

footwear in South Africa, and could threaten the stability of local producers. Despite the financial 

struggles of many South Africans, sportwear remains a resilient category. Many consumers are 

still willing to purchase sportswear, either because they are physically active and prioritise their 

health or because they are attracted to aspirational sports-inspired brands which they wear 

casually, thereby benefiting global brands such as Nike and adidas.  

 

Retailing developments 

Post-pandemic, many South Africans have shifted from purchasing online back to previous 

habits of shopping in bricks-and-mortar stores, where they can try on different styles and sizes 

to ensure the correct fit. Therefore, retail offline, driven by apparel and footwear specialists, 

continues to dominate distribution, despite further share gain for e-commerce in 2023.  

This trend is likely to continue over the forecast period, as many retailers are attempting to 

create various in-store store experiences to further lock in new consumers. For example, adidas 

has opened a Home of Sport concept store in Durban’s Gateway Shopping Centre, which offers 

consumers technological experiences that allow them to personalise their apparel and footwear. 

Similarly, apparel and footwear store UNIQ from Shoprite Holdings, offers self-checkout 

services. Over the forecast period, other brands are expected to follow suit and ramp up their in-

store experiences, whilst understanding the importance of maintaining an omnichannel strategy.  

 

What next for apparel and footwear? 

Heading into the forecast period, with an unstable economy in South Africa, the main priority 

of many consumers will continue to be affordability in line with depressed disposable incomes. 

With an extremely high unemployment rate in South Africa, it is unlikely that many price-

sensitive consumers will prioritise apparel and footwear purchases over basic essential items 

such as food. In this scenario, value brands and discounts will continue to attract consumers as 

the economy remains challenging.  

Considering the fragmented competitive landscape of apparel and footwear in South Africa, 

domestic producers are set to experience stronger pressure from e-commerce giants such as 

Shein. Consumers will continue to be attracted to Shein for its lower prices for fashionable 

apparel and footwear. Hence, domestic producers will need to improve their efforts and product 

strategies to retain consumers’ attention. On the other hand, sustainability within apparel and 

footwear will remain a key consideration for some consumers when they make purchasing 

decisions. Hence, brands should identify how they can best incorporate sustainable initiatives 

into their business strategies if they want to retain a strong position over the forecast period.  
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MARKET DATA 
 

Table 11 Sales of Apparel and Footwear by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
Apparel 663,048.9 660,620.0 632,273.4 622,688.8 619,368.1 625,186.4 
Footwear 189,955.2 192,873.3 180,672.9 172,512.1 171,349.8 174,131.8 
Apparel and Footwear 853,004.1 853,493.2 812,946.4 795,200.8 790,717.8 799,318.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Sportswear volume not researched 

 

 

Table 12 Sales of Apparel and Footwear by Category: Value 2018-2023 

 

ZAR million 
 2018 2019 2020 2021 2022 2023 
 
Apparel 124,992.7 129,704.0 125,184.2 129,665.8 136,745.4 145,136.4 
Footwear 59,483.5 63,205.2 60,591.5 59,237.3 62,326.4 66,224.3 
Sportswear 73,148.3 77,870.9 74,265.0 76,704.6 82,285.0 88,903.0 
Apparel and Footwear 184,476.1 192,909.2 185,775.7 188,903.1 199,071.9 211,360.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 13 Sales of Apparel and Footwear by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Apparel 0.9 -1.2 -5.7 
Footwear 1.6 -1.7 -8.3 
Apparel and Footwear 1.1 -1.3 -6.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Sportswear volume not researched 

 

 

Table 14 Sales of Apparel and Footwear by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Apparel 6.1 3.0 16.1 
Footwear 6.3 2.2 11.3 
Sportswear 8.0 4.0 21.5 
Apparel and Footwear 6.2 2.8 14.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 NBO Company Shares of Apparel and Footwear: % Value 2019-2023 

Data removed from sample 
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% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Pepkor Holdings Ltd 7.2 7.3 7.6 7.7 7.9 
Nike South Africa Pty Ltd 5.1 5.7 6.2 6.6 7.1 
Mr Price Group Ltd 7.0 6.4 6.6 6.8 6.9 
Foschini Group Ltd, The 4.2 3.6 6.8 6.8 6.9 
Truworths Group Pty Ltd 6.9 6.4 6.4 6.3 6.2 
Woolworths Holdings Ltd 5.7 4.9 4.9 4.9 4.8 
    (South Africa)      
adidas (South Africa) Pty 4.1 3.5 3.4 3.4 3.4 
    Ltd      
Retailability Group - - 2.8 2.7 2.6 
Pick 'n' Pay Retailers 1.9 1.9 1.9 2.0 2.0 
    (Pty) Ltd      
Cotton On Clothing Pty Ltd 1.3 1.1 1.1 1.1 1.1 
Sabre Footwear (Pty) Ltd 1.0 1.0 0.9 0.9 0.9 
Jordan Footwear (Pty) Ltd 1.2 1.0 0.9 0.8 0.8 
Levi Strauss South Africa 0.9 0.7 0.7 0.7 0.7 
    Pty Ltd      
Reebok SA Pty Ltd 0.9 0.7 0.7 0.7 0.6 
H&M Hennes & Mauritz AB 0.8 0.6 0.6 0.6 0.6 
AVI Ltd 1.0 0.8 0.7 0.7 0.6 
Surtee Group 1.1 0.9 0.8 0.7 0.6 
New Balance SA (Pty) Ltd 0.5 0.5 0.4 0.4 0.4 
Hi-Tec South Africa Pty Ltd 0.6 0.5 0.4 0.4 0.4 
Nike Inc 0.5 0.4 0.3 0.3 0.3 
Puma AG 0.4 0.3 0.3 0.3 0.3 
Medicus Shoes (Pty) Ltd 0.5 0.4 0.3 0.3 0.3 
Busby Trading SA (Pty) Ltd 0.3 0.3 0.3 0.3 0.3 
Asics Corp 0.3 0.3 0.3 0.2 0.2 
ITX Fashion Retail SA 0.3 0.2 0.2 0.2 0.2 
    (Pty) Ltd      
Keystone Apparel (Pty) Ltd 0.3 0.2 0.2 0.2 0.2 
Cape Union Mart Group 0.2 0.2 0.2 0.2 0.2 
Bata (South Africa) Pty Ltd 0.2 0.2 0.2 0.2 0.2 
Footwear Trading (Pty) Ltd 0.2 0.1 0.1 0.1 0.1 
Blue Jean Traders Pty Ltd 0.2 0.2 0.2 0.2 0.1 
Edcon Holdings Ltd 7.0 6.0 - - - 
Private Label 1.0 0.9 0.9 0.9 0.9 
Others 37.4 42.9 42.4 42.2 42.0 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 LBN Brand Shares of Apparel and Footwear: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Nike (Nike Inc) Nike South Africa Pty Ltd 5.6 6.1 6.5 7.0 
Mr Price Mr Price Group Ltd 4.9 5.1 5.3 5.4 
Pep Pepkor Holdings Ltd 4.7 4.9 5.0 5.1 
Woolworths Woolworths Holdings Ltd 4.9 4.9 4.9 4.8 
 (South Africa)     
Jet Foschini Group Ltd, The - 3.2 3.2 3.2 
adidas (adidas Group) adidas (South Africa) Pty 3.3 3.2 3.2 3.2 
 Ltd     
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Ackermans Pepkor Holdings Ltd 2.6 2.7 2.7 2.8 
Edgars Retailability Group - 2.6 2.6 2.5 
Truworths Truworths Group Pty Ltd 2.3 2.3 2.3 2.2 
Foschini Foschini Group Ltd, The 2.1 2.1 2.1 2.1 
Pick 'n Pay (Pick 'n' Pick 'n' Pay Retailers 1.9 1.9 2.0 2.0 
    Pay Stores Ltd) (Pty) Ltd     
Truworths Man Truworths Group Pty Ltd 1.1 1.1 1.1 1.1 
Daniel Hechter Truworths Group Pty Ltd 1.0 1.0 1.0 1.0 
    (Miltenberger Otto      
    Aulbach GmbH)      
Levi's (Levi Strauss Levi Strauss South Africa 0.7 0.7 0.7 0.7 
    & Co) Pty Ltd     
Cotton On Cotton On Clothing Pty Ltd 0.7 0.7 0.7 0.7 
Reebok (Authentic Reebok SA Pty Ltd - - 0.7 0.6 
    Brands Group LLC)      
H&M H&M Hennes & Mauritz AB 0.6 0.6 0.6 0.6 
Hugo Boss (Hugo Boss Surtee Group 0.9 0.8 0.7 0.6 
    AG)      
Miladys Mr Price Group Ltd 0.5 0.5 0.5 0.5 
Toughees (Bata Ltd) Sabre Footwear (Pty) Ltd 0.5 0.5 0.5 0.5 
Mr Price Sport Mr Price Group Ltd 0.5 0.5 0.5 0.5 
New Balance (New New Balance SA (Pty) Ltd 0.5 0.4 0.4 0.4 
    Balance Athletic Shoe      
    Inc)      
Hi-Tec (Hi-Tec Sports Hi-Tec South Africa Pty Ltd 0.5 0.4 0.4 0.4 
    Plc)      
Relay Foschini Group Ltd, The 0.4 0.4 0.4 0.4 
Markham Foschini Group Ltd, The 0.4 0.4 0.4 0.3 
Inwear (DK Co A/S) Truworths Group Pty Ltd 0.4 0.4 0.4 0.3 
Jordan Nike Inc 0.4 0.3 0.3 0.3 
River Trader Mr Price Group Ltd 0.3 0.3 0.3 0.3 
LTD Kids Truworths Group Pty Ltd 0.3 0.3 0.3 0.3 
Puma (Puma SE) Puma AG 0.3 0.3 0.3 0.3 
Reebok (adidas Group) Reebok SA Pty Ltd 0.7 0.7 - - 
Jet Edcon Holdings Ltd 3.1 - - - 
Edgars Edcon Holdings Ltd 2.7 - - - 
Private label Private Label 0.9 0.9 0.9 0.9 
Others Others 50.4 49.7 49.3 48.8 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 Distribution of Apparel and Footwear by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 98.3 97.9 96.5 96.0 95.7 95.4 
-- Grocery Retailers 4.2 4.3 4.3 4.6 4.6 4.7 
--- Convenience Retail - - - - - - 
--- Supermarkets 0.2 0.2 0.2 0.2 0.2 0.2 
--- Hypermarkets 2.5 2.5 2.5 2.7 2.6 2.6 
--- Discounters - - - - - - 
--- Warehouse Clubs 1.5 1.6 1.6 1.7 1.8 1.9 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers - - - - - - 
-- Non-Grocery Retailers 94.1 93.6 92.2 91.4 91.1 90.7 
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--- General Merchandise 24.6 23.9 24.0 24.3 23.4 23.0 
    Stores       
---- Department Stores 19.2 18.5 18.7 19.0 18.2 18.0 
---- Variety Stores 5.4 5.4 5.4 5.3 5.2 5.0 
--- Apparel and 55.4 56.2 55.2 54.6 55.2 55.1 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty - - - - - - 
    Specialists       
--- Leisure and 5.9 6.1 6.0 6.4 6.8 7.0 
    Personal Goods       
    Specialists       
---- Bags and Luggage - - - - - - 
    Specialists       
---- Jewellery and - - - - - - 
    Watch Specialists       
---- Sports goods stores 5.9 6.1 6.0 6.4 6.8 7.0 
---- Traditional Toys - - - - - - 
    and Games Stores       
--- Other Non-Grocery 8.2 7.5 6.9 6.2 5.6 5.6 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling - - - - - - 
- Retail E-Commerce 1.7 2.1 3.5 4.0 4.3 4.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 18 Distribution of Apparel and Footwear by Format and Category: % Value 2023 

 

% retail value rsp 
 Apparel Footwear Sportswear 
 
Retail Channels 100.0 100.0 100.0 
- Retail Offline 95.2 95.9 98.9 
-- Grocery Retailers 6.1 1.7 2.2 
--- Convenience Retail 0.0 0.0 0.0 
--- Supermarkets 0.2 0.3 0.0 
--- Hypermarkets 3.6 0.6 0.0 
--- Discounters 0.0 0.0 0.0 
--- Warehouse Clubs 2.3 0.8 2.2 
--- Food/drink/tobacco specialists 0.0 0.0 0.0 
--- Small Local Grocers 0.0 0.0 0.0 
-- Non-Grocery Retailers 89.1 94.2 96.7 
--- General Merchandise Stores 26.6 15.3 30.3 
---- Department Stores 21.2 11.0 17.9 
---- Variety Stores 5.4 4.3 12.4 
--- Apparel and Footwear Specialists 52.9 59.8 45.8 
--- Appliances and Electronics Specialists 0.0 0.0 0.0 
--- Home Products Specialists 0.0 0.0 0.0 
--- Health and Beauty Specialists 0.0 0.0 0.0 
--- Leisure and Personal Goods Specialists 7.3 6.2 17.3 
---- Bags and Luggage Specialists 0.0 0.0 0.0 
---- Jewellery and Watch Specialists 0.0 0.0 0.0 
---- Sports goods stores 7.3 6.2 17.3 
---- Traditional Toys and Games Stores 0.0 0.0 0.0 
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--- Other Non-Grocery Retailers 2.3 12.9 3.3 
-- Vending 0.0 0.0 0.0 
-- Direct Selling 0.0 0.0 0.0 
- Retail E-Commerce 4.8 4.1 1.1 
Total 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Key: AP = apparel; FW = footwear; SW = Sportswear 

 

 

Table 19 Forecast Sales of Apparel and Footwear by Category: Volume 2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
Apparel 625,186.4 631,971.5 639,046.7 647,548.0 658,632.8 670,453.0 
Footwear 174,131.8 177,172.9 180,291.8 184,502.4 189,396.9 194,987.2 
Apparel and Footwear 799,318.2 809,144.3 819,338.6 832,050.5 848,029.7 865,440.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Sportswear volume not researched 

 

 

Table 20 Forecast Sales of Apparel and Footwear by Category: Value 2023-2028 

 

ZAR million 
 2023 2024 2025 2026 2027 2028 
 
Apparel 145,136.4 146,694.8 148,689.7 150,956.0 153,542.2 156,344.2 
Footwear 66,224.3 67,261.2 68,699.4 70,486.6 72,647.1 75,168.5 
Sportswear 88,903.0 91,722.7 95,140.5 98,954.1 103,326.6 108,192.6 
Apparel and Footwear 211,360.7 213,956.1 217,389.2 221,442.6 226,189.3 231,512.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 21 Forecast Sales of Apparel and Footwear by Category: % Volume Growth 2023-
2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Apparel 1.1 1.4 7.2 
Footwear 1.7 2.3 12.0 
Apparel and Footwear 1.2 1.6 8.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Sportswear volume not researched 

 

 

Table 22 Forecast Sales of Apparel and Footwear by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Apparel 1.1 1.5 7.7 
Footwear 1.6 2.6 13.5 
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Sportswear 3.2 4.0 21.7 
Apparel and Footwear 1.2 1.8 9.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 23 October 2023 

Report closing date: 7 November 2023 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2023 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis.  

 

 

SOURCES 
Sources used during research include the following: 

 

Summary 1 Research Sources 

Official Sources Clothing & Textiles Competitiveness 

Programme 

 Department of Trade & Industry 

 DTIC 

 Statistics South Africa 

 Trade Law Centre of South Africa 

Trade Associations Apparel Manufacturers of South Africa 

 National Bargaining Council 

 National Clothing Retail Federation of South 

Africa 

 National Wool Growers Association 

 Retailers Association 

 South African Clothing & Textile Workers' 

Union (SACTWU) 

 South African Footwear & Leather Industry 

Association 

 Textile Federation of South Africa 

 Wear 

Trade Press Aljazeera 

 Bizcommunity 

 BizNews 
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 Business Day 

 Business Maverick 

 BusinessInsider 

 BusinessLive 

 Fastmoving.co.za 

 Fin24 

 Getitmagazine 

 Guardian, The 

 Introducing SA 

 Mail&Gaurdian 

 MoneyWeb 

 My Broadband 

 News24 

 Tech Central 

 World Footwear 

Source: Euromonitor International 
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