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HEALTH AND WELLNESS IN SOUTH 
AFRICA - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Health and wellness in focus 

The health and wellness industry continues to gain greater significance overall, particularly in 

the wake of the pandemic, as consumers have become more cognisant of the negative impact 

of processed food and a range of drinks on their health and wellbeing. The virus 

disproportionately affected those with underlying health conditions, such as obesity and 

diabetes, making people more conscious of the need to take care of their health and boost their 

overall immunity. As a result, people are increasingly seeking out healthier food and beverage 

options that make a range of claims, including natural, organic, good source of 

minerals/vitamins, no sugar/no added sugar (especially in beverages), low fat, and high 

protein/fibre. 

Another factor driving the popularity of health and wellness food and beverages is the 

increasing prevalence of chronic diseases, such as obesity, diabetes, and heart disease. The 

rise in these diseases has been linked to poor dietary choices, such as the consumption of 

processed foods high in sugar, salt, and unhealthy fats. Consumers are therefore seeking out 

healthier options to prevent or manage these conditions. 

In addition to heightened consumer awareness of the correlation between food and drink 

consumption and health, there is growing concern about the impact of the food industry on the 

environment. Consumers are increasingly aware of the role of agriculture and food production in 

contributing to greenhouse gas emissions and climate change. As a result, they are increasingly 

seeking out food and beverage options that are environmentally sustainable, such as plant-

based alternatives. The trend towards plant-based diets, driven by health and sustainability 

concerns, has also led to a rise in demand for vegetarian and vegan products. 

The introduction of sugar tax laws worldwide meanwhile has led to an increase in products 

with no added sugar, which has resulted in ingredient reformulations. Additionally, the 

prevalence of allergies in the general population has increased demand for gluten free (mostly 

in staple foods and snacks) and lactose-free (in dairy products and alternatives) products, which 

has been further fuelled by diet fads. 

Manufacturers are leveraging fortified/functional foods and beverages as a primary tool for 

premiumisation, particularly in view of the wider global cost of living crisis. Additionally, there is a 

growing trend for products marketed towards specific consumer needs, such as energy-boosting 

products, as manufacturers respond to consumer demands for products that benefit both the 

body and mind. 

 

Consumer weight trends 

According to Euromonitor International’s Economies and Consumers data, 26% of the over 

18-year-old population of South Africa was overweight (BMI 25-30kg/sq m) in 2023, whilst 30% 

was obese (BMI 30kg/sq m or more). Around 26% of both males and females were overweight 

in the same year, with 18% and 43% respectively classed as obese. Meanwhile, around 53% of 

the adult population took part in insufficient physical activity in 2023 (48% of males and 58% of 

females). 
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Globally, 27% of the over 18-year-old population was overweight in 2023 and 15% of the 

population was obese. Around 29% of the global adult population meanwhile was estimated to 

be taking part in insufficient physical activity in 2023. 

Obesity and overweight concerns are typically rising, with more importance placed on 

healthier diets as a result. However, consumption, especially among lower-income classes, 

often still revolves around unhealthy eating and drinking alternatives, meaning that there are 

rising prospects for health and wellness food and beverages, particularly those that do not 

compromise on taste and indulgence. 

In terms of BMI, the mean average stood at 28kg/sq m in South Africa in 2023 (25kg/sq m for 

men and [30kg/sq m for women). The global mean average stood at 25kg/sq m in the same 

year, with male and female figures also both standing at 25kg/sq m. 

 

Consumer diet trends 

Consumers in South Africa are becoming more concerned about their weight in general. 

Respondents to Euromonitor International’s most recent Voice of the Consumer survey from 

January-February 2024 claimed the following: 65% said “I look for healthy ingredients in food 

and beverages”, whilst 54% claimed “I actively monitor what I eat in order to manage my weight” 

and 18% responded to say “I am on a diet trying to lose weight”. These figures compare to 54%, 

40% and 21% of respondents globally respectively. 

In terms of watching what they eat to look after their weight, 51% of respondents in South 

Africa claimed “I closely read the nutritional labels of food and beverages”, compared to 40% 

globally. Consumers also tend to be watching their calorie intake: 37% of respondents to the 

same survey claimed “I keep track of the calories in the food that I eat” in South Africa, 

compared to 28% globally. 

According to Euromonitor International’s Economies and Consumers data, people typically 

consumed 85g of protein and 97g of fat per capita per day in South Africa in 2023, compared to 

92g of protein and 89g of fat globally. High levels of protein are typically seen as having a 

positive impact on health, whereas overconsumption of fat is a leading cause of cardiovascular 

issues and heart disease. 

With consumers increasingly keen to look after their health and eat and drink “better” in order 

to prevent medical problems, particularly in response to concerns raised since the COVID-19 

pandemic, items that are positioned as healthier than standard variants, such as those that are 

low in fat or high in protein, tend to be on the rise in consumers’ shopping baskets. 

In terms of per capita calories obtained from food, according to Euromonitor International’s 

Economies and Consumers data, these totalled 2,780 in 2023, which is slightly above the 

recommended intake to maintain a healthy weight. In comparison, individuals consumed around 

2,990 calories per capita globally in the same year. 

High calorie intake is typically associated with obesity and overweight and can lead to health 

issues as weight increases. While many consumers do not count the calories they consume 

each day, there is high awareness of the direct correlation between a high calorie intake and 

weight gain overall in South Africa and some consumers do take active steps to stay below the 

recommended daily average, either through watching what they eat or drink or through taking 

part in regular exercise. 

Being vegan or vegetarian is becoming more common globally. In South Africa, 3% of 

respondents to Euromonitor’s Voice of the Consumer Survey claimed “I am vegan” in January-

February 2024, compared to 4% saying “I am vegetarian”. Around 11% of survey respondents 

meanwhile claimed “I do not typically eat meat or fish, but will occasionally”. These figures 

compare to 5%, 7% and 12% respectively globally. There were around one million vegetarians 

in South Africa in 2023, compared to 533 million globally. 
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Health-related deaths 

Euromonitor International’s Economies and Consumers data reveals that deaths from 

ischaemic heart disease in South Africa stood at 31 per 100,000 population in 2023 (35 for 

males and 26 for females), whilst deaths from diseases of the circulatory system totalled 191 

per 100,000 population (177 for males and 204 for females). 

Globally, deaths from ischaemic heart disease totalled 115 per 100,000 population in 2023, 

whereas diseases of the circulatory system stood at 262 per 100,000 population. 

Consumers, the government and local health authorities are all looking for ways to prevent 

further deaths from either disease, with diet known to play a crucial role, among other factors. 

Through intake of healthier food and drink options, alongside increased exercise, many deaths 

could be avoided. 

Deaths from diabetes mellitus stood at 62 per 100,000 population in 2023 (49 for males and 

74 for females). This compares to 26 deaths per 100,000 population globally overall (25 for men 

and 27 for women) in the same year. 

Type 2 diabetes, which is a form of diabetes mellitus, is characterised by high blood sugar 

and resistance to insulin. Symptoms include more frequent urination, unexplained fatigue, 

increased thirst and weight loss without an apparent reason. This is oftentimes a preventable 

disease, with many people suffering from Type 2 diabetes encouraged to try and control their 

blood sugar levels through changes to their diet. 

 

Blood pressure and cholesterol levels 

In 2023, 39% of the over 25-year-old population had raised cholesterol in South Africa; figures 

for males and females stood at 35% and 42% respectively in the same year. High blood 

pressure was present amongst 26% of over 18-year-olds meanwhile, with 28% of males and 

25% of females suffering from the condition. 

This compares to 39% of the over 25-year-old population having raised cholesterol globally 

(37% of males and 41% of females) in the same year. Around 21% of over 18-year-olds had 

high blood pressure meanwhile in 2023, with it present amongst 22% of males and 19% of 

females. 

Cutting consumption of fatty food, especially food that contains saturated fat, whilst increasing 

consumption of nut, seed, fruit and wholegrain, is necessary in order to reduce cholesterol 

levels. Blood pressure meanwhile can be lowered through focusing on reducing salt intake and 

eating less processed food, at the same time as maintaining a healthy weight through diet and 

exercise. 

 

Diabetes prevalence 

In 2023, 11% of the 20-79-year-old population had diabetes in South Africa, compared to 10% 

globally. Diabetes prevelance is believed to be on the rise and typically higher in urban than 

rural areas. Access to healthy food is key to diabetes prevention, with other factors such as 

income and healthcare accessibility also playing a part. 

According to Euromonitor International’s Voice of the Consumer Survey from January-

February 2024, 5% of respondents in South Africa said “I am diabetic”, compared to 7% 

globally. High blood glucose levels were present amongst 14% of over 18-year-olds in 2023 in 

South Africa, and amongst 14% of males and 15% of females. Globally, the figures stood at 

11%, 12% and 10% respectively in the same year. 

Although there is rising awareness of health concerns such as diabetes, inactive lifestyles and 

unhealthy diets, many consumers struggle to refrain from consuming food and drink items that 

are high in sugar, fat and salt, with high sugar intake a major cause of diabetes, along with low 
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physical activity, overweight and obesity. Introducing food and beverage products that do not 

taste inferior to their higher sugar, fat and salt counterparts is therefore key. 

 

 

DISCLAIMER 
Forecast and scenario closing date: 24 June 2024 

Report closing date: 15 November 2024 

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. 

Euromonitor International’s newly launched health and wellness (HW) system has been built 

using the proprietary attribute-tracking capabilities of our data science-based Via platform, in 

conjunction with our market-leading Passport database. This new system is underpinned by 

decades-long experience of tracking the HW industry and its evolving trends. 
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HW HOT DRINKS IN SOUTH AFRICA - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ No caffeine is the leading health and wellness claim in hot drinks in 2023, with retail value 

sales totalling ZAR938 million, up by 20% in current terms on the previous year 

▪ AVI Ltd regains leadership of no caffeine hot drinks in 2023, with a retail value share of 31% 

▪ Over the forecast period, retail sales of no caffeine hot drinks are projected to rise at a 4% 

2023 constant value CAGR to ZAR1.2 billion 

 

 

2023 DEVELOPMENTS 
 

Vegan claim enters hot drinks in south africa 

Hot drink innovations in South Africa are primarily focused on new offerings addressing 

consumer demand for non-animal products, including healthy plant-based alternatives, across 

chocolate-based, malt-based and other plant-based drinks. While the vegetarian claim in hot 

drinks is already established, the vegan claim is only just starting to emerge more strongly. 

However, innovation in the vegan space is largely driven by smaller, albeit known, players, 

which are pushing their products across a number of distribution channels, ranging from large 

retailers such as Checkers, to franchise specialist stores, such as Faithful to Nature. 

They include Nomu Brands, a food and lifestyle manufacturer established in 2000, which 

targets higher-income consumers with its premium product offerings. Towards the end of the 

review period, Nomu launched its Vegan Hot Chocolate range, which does not use animal 

products, instead opting for organic dark chocolate pieces and cocoa powder (instead of milk 

powder). As a result, the product also caters for those who are lactose intolerant, along with 

consumers who are looking to reduce their animal product intake. Consequently, while the 

marketing of the product was focused on vegan consumers, the product is positioned to attract a 

wider audience with dietary requirements or preferences that fall outside the offerings of 

heritage manufacturers. 

In response, foodservice operators such as Vida e Caffe have also been expanding their 

vegan offers to cater for rising vegan and plant-based prevalence rates via on-trade. It has 

launched Vanilla Oat Milk Red Cappuccino and Vanilla Oat Milk Latte as an alternative to cow’s 

milk, while also being low in sugar. Alternative dairy products are creating access to a new 

target market, although sales are marginal compared to traditional milk-based options such as 

Nestlé’s hot chocolate. This new line also aims to compete with off-trade options from the likes 

of Nomu and private label, such as Dischem’s Lifestyle Food range, which stocks vegan 

options, or Woolworths with its Vegan Instant White Hot Chocolate sachets. 

 

No caffeine is leading health and wellness claim in hot drinks in south 
africa 

In 2023, as consumers looked for to reduce the number of potentially harmful ingredients they 

consumed, better for you claims in health and wellness hot drinks in South Africa recorded high 

sales. Many consumers now see no caffeine coffee and tea as a better hydration option, as no 

caffeine variants allow consumers to drink a large volume without concerns about side effects. 
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Therefore, no caffeine was the most popular claim in hot drinks in 2023, with sales of ZAR938 

million, driven by no caffeine tea, the strongest performer. Sales were supported by no caffeine 

other tea, mainly comprised of rooibos. The latter is an exclusive local tea varietal in the country, 

and has been a popular hot drink for South Africans over the years. It is naturally free from 

caffeine. Good source of antioxidants and natural are the most popular claim combinations 

associated with no caffeine other tea. 

No caffeine other tea is dominated by Laager from Tata Consumer Products Ltd. The local tea 

producer has continued to expand its portfolio, launching a new CBD variant under its Laager 

Plus range in early 2024. Two variants were initially launched: Rooibos CBD Tea, for general 

relaxation (CBD Rooibos Relax), and the other promoted as a sleep aid (CBD Rooibos Sleep), 

which also features chamomile. As a result, consumers are attracted to both the benefits 

traditionally associated with rooibos tea as well as CBD. 

No caffeine coffee comprises the remaining share under the no caffeine claim. No caffeine 

variants of coffee allow satisfaction to consumers who want to reduce their caffeine intake 

without relinquishing their appreciation of coffee. Some consumers have turned to no caffeine 

coffee entirely, whilst others drink caffeinated coffee most of the time, as they enjoy the energy 

boost it gives, but turn to no caffeine coffee at night to ensure restful sleep. Nescafé from Nestlé 

SA dominates this space. 

 

Natural remains strong claim as consumers look to reduce intake of 
artificial ingredients 

Post-pandemic, health and wellness hot drinks in South Africa have continued to benefit from 

greater consumer focus on products that potentially help to prevent health problems. Concerns 

that certain hot drinks are sometimes overprocessed have contributed to the positive 

performance of variants with natural claims, with consumers focused on purchasing natural 

beverage options with minimal additives. As a result, demand for natural hot drinks continued to 

rise in 2023. 

Natural coffee, driven by the instant format, generates the highest retail value sales within 

natural hot drinks in South Africa, with low sugar and no caffeine the most common claims used 

in combination with natural in instant coffee. Nevertheless, Lipton Teas & Infusions remained 

the leading player in natural hot drinks in 2023 with a retail value share of 40%, with its Joko and 

Lipton brands of tea. Natural tea holds considerable share within hot drinks, supporting the 

brands’ performances. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Rooibos tea expected to help drive future growth of hot drinks due to 
various health and wellness claims 

Rooibos, an exclusive local tea varietal to South Africa, is projected to be one of the key 

growth drivers of health and wellness hot drinks over the forecast period. Rooibos, defined 

under other hot tea, has been a popular hot drink for South Africans over the years, but its share 

of tea is expected to further expand, based on its health and wellness characteristics which 

have been scientifically tested. More importantly, rooibos tea benefits span across several 

health and wellness claims within hot drinks, including better for you, dietary and free from, and 

fortified/functional. 

In terms of better for you, rooibos contains no fat or salt, has no added sugar and no caffeine, 

making it an ideal hot drink when compared to other offerings, such as hot chocolate or coffee. It 

has also been proven to offer dietary and free from benefits such as hypoallergenic, while 
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studies are underway to determine if rooibos can be used as an effective beverage in treating 

nasal allergies, including chronic rhinitis and hay fever. Other studies have focused on its role in 

tackling obesity and subsequent weight management, due to its ability to stabilise an individual’s 

metabolic rate and assist in stabilising insulin production. 

In connection, rooibos has fortified/functional benefits, including being high in antioxidants, 

thereby potentially protecting consumers against non-communicable diseases, including heart 

disease and cancer. Antioxidants such as aspalathin and nothofagin also hinder the production 

of cortisol, a hormone associated with stress. Finally, this tea variety has anti-inflammatory 

properties, assisting in bone and joint health, as well and having immune support properties, 

providing health benefits to consumers. 

 

Further growth for weight management claim due to rising obesity 
concerns in south africa 

South Africa’s population with an overweight or obesity diagnosis continued to rise at the end 

of the review period, driving demand for the weight management claim in hot drinks. Weight 

management, which is a type of dietary and free from claim, offers strong growth potential over 

the forecast period as consumers look to enjoy their favourite indulgent drinks while being 

mindful of calorie intake. 

The highest contribution to retail value sales of weight management hot drinks comes from 

instant coffee, with sales totalling ZAR147 million in 2023. Vegetarian and no caffeine were the 

most common health attributes used together with weight management in instant coffee at the 

end of the review period, due to a desire among local consumers to adopt healthier lifestyles 

and look after themselves both mentally and physically. JDE Peet’s BV was the leading player in 

weight management hot drinks in 2023, with a retail value share of 70%. The player owns the 

Jacobs brand and sees the highest retail value sales in weight management instant coffee. 

 

Strong potential for energy boosting claim due to increasingly busy 
lifestyles 

Increasingly busy lifestyles in South Africa are likely to encourage consumers to reach for 

various beverages, including hot drinks, which offer an energy boost as they look to cope with 

the stresses of their day. As such, energy boosting, which is a health benefit type of health and 

wellness attribute, is expected to record dynamic in hot drinks over the forecast period. Within 

hot drinks, energy boosting generates its largest retail sales in other hot drinks, while good 

source of vitamins is the claim most commonly used together with energy boosting in the latter. 

Busy consumers are likely to search for alternative options to traditional energy drinks, or 

those with a greater focus on caffeine, such as coffee, with other tea varietals found in South 

Africa offering similar attributes, such as the Setšong African Tea varietals, which claim to have 

been tested and proven to offer several health benefits. The varietals are segmented by their 

associated health benefits to include sleep assistance, energy boosting, cold and flu assistance, 

immune boosting and detoxifying. However, new players are increasingly attracted to this 

space, including local independent brand, Brain Brew with its Mushroom-Infused Coffee, which 

aims to combine the standard cognitive benefits of coffee, with the cognitive benefits associated 

with Lion’s Mane and Cordyceps mushroom species. The brand claims to offer a wide range of 

benefits beyond providing an energy boost, including enhancing cognitive function and 

improving focus. 

 

 

CATEGORY DATA 
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Table 1 Sales of Hot Drinks by Health and Wellness Type: Value 2019-2023 

 

ZAR million 
 2019 2020 2021 2022 2023 
 
-- Low Fat Hot Drinks 20.6 41.2 49.5 62.0 74.8 
-- Low Salt Hot Drinks - - - - - 
-- Low Sugar Hot Drinks 86.2 80.2 95.6 138.7 130.5 
-- No Added Sugar Hot 2.8 3.3 3.6 10.7 41.3 
    Drinks      
-- No Caffeine Hot Drinks 585.4 746.2 896.4 780.2 937.6 
-- No Fat Hot Drinks 0.6 0.6 0.7 0.7 0.7 
-- No Salt Hot Drinks - - - - - 
-- No Sugar Hot Drinks 60.2 107.6 129.7 158.2 181.0 
-- Dairy Free Hot Drinks 2.6 39.4 52.9 66.4 47.3 
-- Gluten Free Hot Drinks - - - - - 
-- Hypoallergenic Hot - - - - - 
    Drinks      
-- Keto Hot Drinks - - - - - 
-- Lactose Free Hot Drinks 1.2 20.8 23.4 28.0 34.5 
-- Meat Free Hot Drinks - - - - - 
-- No Allergens Hot Drinks - 18.3 20.8 26.0 32.0 
-- Plant-based Hot Drinks - - - - - 
-- Vegan Hot Drinks - - - - 0.3 
-- Vegetarian Hot Drinks 37.8 35.9 28.3 134.3 125.7 
-- Weight Management Hot 35.8 59.8 48.2 142.5 153.6 
    Drinks      
-- Good Source of 208.7 296.7 346.8 225.5 310.2 
    Antioxidants Hot Drinks      
-- Good Source of 101.4 109.5 125.7 139.3 122.2 
    Minerals Hot Drinks      
-- Good Source of Omega - - - - - 
    3s Hot Drinks      
-- Good Source of 1,071.4 439.4 458.0 384.7 357.9 
    Vitamins Hot Drinks      
-- High Fibre Hot Drinks 38.5 37.2 41.1 42.2 37.7 
-- High Protein Hot Drinks - - - - - 
-- Probiotic Hot Drinks - - - - - 
-- Superfruit Hot Drinks - - - - - 
-- Bone and Joint Health 20.3 19.6 20.5 22.3 18.5 
    Hot Drinks      
-- Brain Health and - - 0.1 0.1 0.3 
    Memory Hot Drinks      
-- Cardiovascular Health 0.1 0.1 0.1 0.1 0.1 
    Hot Drinks      
-- Digestive Health Hot 0.3 0.5 0.5 0.4 0.6 
    Drinks      
-- Energy Boosting Hot 29.4 29.7 32.6 38.4 38.2 
    Drinks      
-- Immune Support Hot 19.4 52.8 30.8 78.9 147.3 
    Drinks      
-- Skin Health Hot Drinks - - - - - 
-- Vision Health Hot Drinks - - - - - 
- Natural Hot Drinks 312.3 428.5 445.0 511.6 646.3 
- Organic Hot Drinks 23.1 23.6 24.8 31.1 36.6 

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

 

 

Table 2 Sales of Hot Drinks by Health and Wellness Type: % Value Growth 2019-2023 
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% current value growth 
 2022/23 2019-23 CAGR 2019/23 Total 
 
-- Low Fat Hot Drinks 20.6 38.1 263.9 
-- Low Salt Hot Drinks - - - 
-- Low Sugar Hot Drinks -5.9 10.9 51.4 
-- No Added Sugar Hot Drinks 287.1 95.8 1,370.6 
-- No Caffeine Hot Drinks 20.2 12.5 60.2 
-- No Fat Hot Drinks 1.1 4.6 19.8 
-- No Salt Hot Drinks - - - 
-- No Sugar Hot Drinks 14.4 31.7 200.7 
-- Dairy Free Hot Drinks -28.7 106.4 1,714.8 
-- Gluten Free Hot Drinks - - - 
-- Hypoallergenic Hot Drinks - - - 
-- Keto Hot Drinks - - - 
-- Lactose Free Hot Drinks 22.9 129.3 2,662.8 
-- Meat Free Hot Drinks - - - 
-- No Allergens Hot Drinks 23.2 - - 
-- Plant-based Hot Drinks - - - 
-- Vegan Hot Drinks - - - 
-- Vegetarian Hot Drinks -6.4 35.1 232.8 
-- Weight Management Hot Drinks 7.8 44.0 329.7 
-- Good Source of Antioxidants Hot Drinks 37.5 10.4 48.6 
-- Good Source of Minerals Hot Drinks -12.3 4.8 20.5 
-- Good Source of Omega 3s Hot Drinks - - - 
-- Good Source of Vitamins Hot Drinks -6.9 -24.0 -66.6 
-- High Fibre Hot Drinks -10.7 -0.5 -2.1 
-- High Protein Hot Drinks - - - 
-- Probiotic Hot Drinks - - - 
-- Superfruit Hot Drinks - - - 
-- Bone and Joint Health Hot Drinks -17.2 -2.3 -9.0 
-- Brain Health and Memory Hot Drinks 180.5 - - 
-- Cardiovascular Health Hot Drinks 20.2 -2.0 -7.8 
-- Digestive Health Hot Drinks 67.5 16.9 86.7 
-- Energy Boosting Hot Drinks -0.3 6.8 29.9 
-- Immune Support Hot Drinks 86.8 66.0 658.9 
-- Skin Health Hot Drinks - - - 
-- Vision Health Hot Drinks - - - 
- Natural Hot Drinks 26.3 19.9 107.0 
- Organic Hot Drinks 17.8 12.2 58.4 

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

 

 

Table 3 Company Shares of Organic Hot Drinks (Biggest HW Type in Global Hot 
Drinks): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Nestlé SA 90.0 85.2 84.8 73.7 51.9 
Four Sigma Foods Inc - - - 10.2 10.5 
Nomu Brands (Pty) Ltd 3.7 7.2 7.7 7.9 8.5 
Others 6.3 7.6 7.5 8.3 29.0 
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 
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Table 4 Company Shares of Natural Hot Drinks (2nd Biggest HW Type in Global Hot 
Drinks): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Lipton Teas & Infusions 54.3 48.3 40.8 45.4 40.3 
Nestlé SA 35.7 37.3 41.5 37.9 37.1 
JDE Peet's BV 1.4 9.7 12.1 10.5 12.9 
Others 8.6 4.7 5.6 6.2 9.8 
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 5 Company Shares of Good Source of Vitamins Hot Drinks (4th Biggest HW Type 
in Global Hot Drinks): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Nestlé SA 24.8 64.1 66.2 83.3 88.7 
Cereal Partners Worldwide 75.1 35.7 33.7 16.4 11.0 
    SA      
Unilever Group 0.1 0.2 0.2 0.2 0.3 
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 Company Shares of No Allergens Hot Drinks (5th Biggest HW Type in Global 
Hot Drinks): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Nestlé SA - 100.0 100.0 99.9 99.5 
Teekanne GmbH & Co KG - - - - 0.2 
Laurens Spethmann Holding - - - - 0.2 
    AG & Co      
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 Hot Drinks by Health and Wellness Type: Value 2023-2028 

 

ZAR million 
 2023 2024 2025 2026 2027 2028 
 
-- Low Fat Hot Drinks 74.8 81.6 94.0 109.5 126.0 143.7 
-- Low Salt Hot Drinks - - - - - - 
-- Low Sugar Hot Drinks 130.5 141.4 153.2 166.4 180.6 193.6 
-- No Added Sugar Hot 41.3 45.7 50.4 55.0 60.0 65.6 
    Drinks       
-- No Caffeine Hot Drinks 937.6 987.9 1,040.4 1,084.9 1,127.0 1,158.1 
-- No Fat Hot Drinks 0.7 0.7 0.8 0.8 0.8 0.9 
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-- No Salt Hot Drinks - - - - - - 
-- No Sugar Hot Drinks 181.0 218.1 250.5 292.8 338.3 378.0 
-- Dairy Free Hot Drinks 47.3 50.8 55.5 59.9 63.7 67.6 
-- Gluten Free Hot Drinks - - - - - - 
-- Hypoallergenic Hot - - - - - - 
    Drinks       
-- Keto Hot Drinks - - - - - - 
-- Lactose Free Hot 34.5 47.7 56.8 67.6 79.0 78.6 
    Drinks       
-- Meat Free Hot Drinks - - - - - - 
-- No Allergens Hot 32.0 45.6 66.7 92.8 122.2 154.6 
    Drinks       
-- Plant-based Hot Drinks - - - - - - 
-- Vegan Hot Drinks 0.3 0.3 0.3 0.3 0.3 0.1 
-- Vegetarian Hot Drinks 125.7 142.6 163.6 189.1 215.7 241.4 
-- Weight Management 153.6 170.0 186.0 201.4 216.7 231.5 
    Hot Drinks       
-- Good Source of 310.2 412.9 432.2 449.1 464.4 444.6 
    Antioxidants Hot Drinks       
-- Good Source of 122.2 162.1 167.2 171.9 175.4 141.3 
    Minerals Hot Drinks       
-- Good Source of Omega - - - - - - 
    3s Hot Drinks       
-- Good Source of 357.9 449.1 513.7 578.0 637.1 703.8 
    Vitamins Hot Drinks       
-- High Fibre Hot Drinks 37.7 32.8 34.9 36.9 38.4 39.4 
-- High Protein Hot - - - - - - 
    Drinks       
-- Probiotic Hot Drinks - - - - - - 
-- Superfruit Hot Drinks - - - - - - 
-- Bone and Joint 18.5 10.8 8.3 8.4 9.0 9.5 
    Health Hot Drinks       
-- Brain Health and 0.3 0.2 0.2 0.1 0.2 0.4 
    Memory Hot Drinks       
-- Cardiovascular 0.1 0.1 0.1 0.1 0.0 0.0 
    Health Hot Drinks       
-- Digestive Health Hot 0.6 0.5 0.5 0.6 0.7 0.7 
    Drinks       
-- Energy Boosting Hot 38.2 51.9 59.7 70.2 81.7 92.3 
    Drinks       
-- Immune Support Hot 147.3 189.0 207.1 222.8 236.8 253.1 
    Drinks       
-- Skin Health Hot Drinks - - - - - - 
-- Vision Health Hot - - - - - - 
    Drinks       
- Natural Hot Drinks 646.3 700.0 749.0 784.5 812.8 830.7 
- Organic Hot Drinks 36.6 29.1 28.1 28.8 29.1 26.9 

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

 

 

Table 8 Forecast Sales of Hot Drinks by Health and Wellness Type: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
-- Low Fat Hot Drinks 9.1 13.9 92.0 
-- Low Salt Hot Drinks - - - 
-- Low Sugar Hot Drinks 8.4 8.2 48.4 
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-- No Added Sugar Hot Drinks 10.6 9.7 58.7 
-- No Caffeine Hot Drinks 5.4 4.3 23.5 
-- No Fat Hot Drinks -0.2 3.4 18.4 
-- No Salt Hot Drinks - - - 
-- No Sugar Hot Drinks 20.5 15.9 108.8 
-- Dairy Free Hot Drinks 7.3 7.4 42.7 
-- Gluten Free Hot Drinks - - - 
-- Hypoallergenic Hot Drinks - - - 
-- Keto Hot Drinks - - - 
-- Lactose Free Hot Drinks 38.5 17.9 128.0 
-- Meat Free Hot Drinks - - - 
-- No Allergens Hot Drinks 42.4 37.0 382.9 
-- Plant-based Hot Drinks - - - 
-- Vegan Hot Drinks -1.4 -17.3 -61.4 
-- Vegetarian Hot Drinks 13.4 13.9 92.0 
-- Weight Management Hot Drinks 10.7 8.5 50.7 
-- Good Source of Antioxidants Hot Drinks 33.1 7.5 43.4 
-- Good Source of Minerals Hot Drinks 32.7 2.9 15.6 
-- Good Source of Omega 3s Hot Drinks - - - 
-- Good Source of Vitamins Hot Drinks 25.5 14.5 96.6 
-- High Fibre Hot Drinks -13.1 0.9 4.5 
-- High Protein Hot Drinks - - - 
-- Probiotic Hot Drinks - - - 
-- Superfruit Hot Drinks - - - 
-- Bone and Joint Health Hot Drinks -41.4 -12.4 -48.5 
-- Brain Health and Memory Hot Drinks -19.4 8.8 52.7 
-- Cardiovascular Health Hot Drinks -10.8 -26.0 -77.8 
-- Digestive Health Hot Drinks -28.9 2.9 15.2 
-- Energy Boosting Hot Drinks 35.8 19.3 141.4 
-- Immune Support Hot Drinks 28.3 11.4 71.8 
-- Skin Health Hot Drinks - - - 
-- Vision Health Hot Drinks - - - 
- Natural Hot Drinks 8.3 5.1 28.5 
- Organic Hot Drinks -20.4 -6.0 -26.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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HW SOFT DRINKS IN SOUTH AFRICA 
- CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Energy boosting is the leading health and wellness claim in soft drinks in 2023, with retail 

value sales totalling ZAR15.0 billion, up by 17% in current terms on the previous year 

▪ Coca-Cola South Africa (Pty) Ltd remains the leading player within energy boosting soft drinks 

in 2023, with a retail value share of 27% 

▪ Over the forecast period, retail sales of energy boosting soft drinks are projected to rise at a 

11% 2023 constant value CAGR to ZAR25.3 billion 

 

 

2023 DEVELOPMENTS 
 

Energy boosting is leading claim in health and wellness soft drinks, 
encouraging new brands to enter 

As consumers seek permissible indulgence amid the cost-of-living crisis in South Africa, soft 

drinks with various health and wellness claims continue to perform well in the local market. 

These beverages provide consumers with accessible and affordable treats while also providing 

specific benefits to support wellbeing, with offerings targeting hydration, focus, weight 

management, energy and immune support, among others. Energy boosting was the largest 

health and wellness claim for soft drinks in South Africa, unsurprisingly dominated by energy 

drinks, which continued to record strong growth in 2023. 

Nevertheless, energy boosting also recorded strong growth in carbonates, concentrates and 

juice (from a low base) along with sports drinks, as consumers looked to refreshing and 

functional beverage solutions to support their daily activities. such as when studying to maintain 

concentration levels, when socialising, or when on the go, but they increasingly favoured options 

that featured perceived less harmful ingredients whilst offering higher specific value through the 

addition of vitamins, for instance. 

Energy boosting energy drinks continued to be led by Coca-Cola South Africa (Pty) Ltd 

(Monster Energy, Power Play) in 2023, but Red Bull (Red Bull South Africa) remained the most 

popular brand overall. These brands benefit from the considerable support and investment by 

their global owners, both in terms of product development and marketing. However, smaller 

players are gaining share in this space, attracted by further growth potential. For instance, one 

new product introduced by Drift Energy claims to be the first of its kind in the local market. The 

product combines the standard energy drink format, along with the benefits of casein micelles, 

tiny particles found in milk, which have numerous health benefits, and is called Dairy Mix Energy 

Float. 

A number of new flavours within energy drinks also emerged in South Africa at the end of the 

review period to appeal to consumers demanding excitement beyond the energy boosting claim 

and focusing on a target demographic, such as Switch Energy, which offers 37 unique flavours 

focused on local taste profiles. Using terms such as “limited edition” also encourages purchases 

by delivering brand intrigue. Monster Energy’s The Doctor, in collaboration with MotoGP 

champion Valentino Rossi, is an example of this marketing technique, attracting consumers’ 

attention away from its competitors. 
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No sugar is popular health and wellness claim in soft drinks as 
consumers focus on reducing intake of ingredients perceived as 
detrimental to health 

No sugar is another popular health and wellness claim in South African soft drinks. The no 

sugar claim benefits from a greater consumer focus on products that might help to prevent 

health problems, especially as South Africa has been seeing rising rates of obesity and other 

health issues. With direct correlations being made between high sugar, salt or fat intake and 

risks of high blood pressure, heart disease, and stroke, better for you claims have risen in 

popularity, particularly since the pandemic. No sugar cola carbonates generates the highest 

retail value sales within no sugar soft drinks, as consumers still want to enjoy their favourite soft 

drinks. 

Demand for and greater investment in no sugar soft drinks have also been supported by 

regulations in South Africa. No changes have been made to the Health Protection Levy (which 

includes the sugar tax) since its implementation in 2018. The tax has been highly successful as 

a revenue collecting tool, while also attempting to reduce the consumption of sugary beverages. 

In addition, recent studies on the impact of the sugar tax have been published, indicating that 

the tax has had an impact on the volume demand for sugary beverages, resulting in lower 

consumption. Nevertheless, government and health advocacies are currently lobbying for a 

further increase in the HPL, which could result in greater volumes of health and wellness 

beverages. 

Coca-Cola South Africa (Pty) Ltd retained its dominance of no sugar soft drinks in 2023, with 

a retail value share of 55%, with no other competitor offering such an extensive product range. 

The player produces the Coca-Cola brand and generates the largest share of its retail value 

sales from no sugar cola carbonates. Coca-Cola Zero Sugar, Sprite Zero, Coca-Cola Light, and 

Fanta Zero enjoy strong brand recognition in South Africa. Despite Coca-Cola’s dominance in 

this space, smaller brands have been gaining share. They include local brand Pura Soda from 

PURA Beverage Co Pty Ltd, which recorded a third consecutive year of double-digit retail value 

growth in 2023. In addition to its low sugar positioning, Pura Soda highlights that it features 

natural flavours, no colourants and no preservatives to appeal to health-conscious consumers. 

The brand has expanded its distribution from the local market to the UK, the US and Australia, 

among others. 

 

Dynamic growth for high fibre as consumers seek functionality in soft 
drinks 

Local consumers are increasingly searching for ways to boost their metabolism beyond the 

use of vitamins and dietary supplements as they look to expand their dietary habits. This is 

leading them to seek out specific functionality from the drinks they consume. As such, high fibre, 

which is a fortified/functional type of health and wellness attribute, is experiencing rising demand 

in South Africa. 

Within soft drinks, high fibre generates its largest retail sales in concentrates and juice. 

Natural and good source of vitamins are the claims most commonly used together with high 

fibre in concentrates, while good source of vitamins is the leading claim for high fibre juice. 

Producers of soft drinks are increasingly combining fruit and vegetables to create new products 

that provide wider nutritional benefits, compared to beverages that are either purely fruit- or 

vegetable-based. By doing so, consumers have access to a single product that provides the 

vitamin benefits that fruit juice or fruit-based concentrates provide. Following this trend, Sir Fruit 

launched “Green Machine”, which consists of apple, spinach, cucumber and spirulina, and 

contains a high level of vitamins and minerals. Due to a consumer desire to continue leading 
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healthier lifestyles post-pandemic, sales of fortified/functional products are expected to continue 

to rise, including the inclusion of soft drinks that are high in nutrients such as protein and 

vitamins to boost one’s overall metabolism. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Impending new sugar tax expected to positively impact soft drinks with 
better for you claims 

Sugar taxation has become commonplace in a number of markets, including South Africa, 

which has had a sugar tax in place since 2018 through the Health Promotion Levy. Studies have 

shown that there has been a meaningful impact in reducing high sugar content beverage 

consumption patterns. Despite this, health and wellness advocacy groups, such as HEALA, 

along with health-conscious consumers, have continued to lobby for the sugar tax to be 

doubled, with the intention to further curb high sugar beverage demand. 

There is also discussion to include fruit juice under this levy, which in the current regulations 

is exempt. However, following significant lobbying from various parties, including the Sugar 

Association of South Africa and South African Cane Growers Association, the government has 

once again decided to postpone a further increase in the Health Promotion Levy in both the 

2023/24 and 2024/25 periods. This allows manufacturers greater time to further develop soft 

drinks that would comply with the new legislation, while there are concerns that significantly 

raising the price of sugary beverages above the rate of inflation would result in a drastic decline 

in sugar demand from suppliers. 

Therefore, with further time to prepare, soft drinks players are expected to adopt certain 

strategies to address another potential rise in taxation of products high in sugar, either by 

absorbing a proportion of the tax with the remainer being passed on to the consumer to retain 

some level of margin, or further innovation in reduced or no sugar options. Thus, low sugar soft 

drinks in South Africa offer further growth potential over the forecast period, although players will 

remain mindful of flavour to avoid consumers migrating to other options. Albeit from a low base, 

low sugar soft drinks offers stronger growth prospects, as they might be an acceptable 

alternative for consumers concerned about taste differences whilst still remaining conscious of 

their overall health and wellbeing. 

 

Rising interest for immune support in health and wellness soft drinks 

Post-pandemic, an increasing number of South Africans are searching for soft drinks with 

functional benefits that help to support their general and immune health. Therefore, immune 

support offers considerable growth potential as a health and wellness claim in soft drinks over 

the forecast period. Immune support is considered a type of health benefit claim, and holds its 

highest retail value share within energy drinks. Energy boosting and good source of minerals 

are the most common health attributes used together with immune support in energy drinks, as 

consumers look for a wide range of health benefits in one appetising drink. 

Therefore, Red Bull dominates this space, but smaller brands continued to gain share at the 

end of the review period. 

They included the likes of local brand Happy Culture, which is an RTD kombucha featuring 

probiotics, antioxidants, electrolytes and vitamins, along with no sugar. As is the case with 

kombucha, the category provides significant health benefits, especially for gut health. This brand 

also claims to support mood, digestion, energy and skin, all properties that are frequently linked 

to a balanced immune system and gut health. 
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No caffeine to remain relevant health and wellness claim within soft 
drinks 

Increasingly busy lifestyles are likely to lead to more frequent stress-related conditions such 

as anxiety and sleep issues over the forecast period. Aside from seeking professional advice, 

other options that may be considered by consumers include reducing caffeine and sugar 

consumption; this is said to reduce anxiety and potentially improve the quality of sleep. As 

caffeine is a stimulant, consumers struggling with poor sleep quality and quantity are also 

interested in no caffeine alternatives, with no caffeine soft drinks expected to remain a strong 

claim over the forecast period, including in cola carbonates, RTD tea and energy drinks. 

Many local consumers now see no caffeine products as a better hydration option in cola 

carbonates, as no caffeine variants allow the consumption of a large volume without concerns 

about associated side effects. In addition, many parents are concerned about their children’s 

access to carbonates or energy drinks high in sugar and caffeine. Therefore, players are likely 

to continue to focus on a number of health and wellness claims when developing new soft 

drinks. The Coca-Cola Co, which dominates no caffeine soft drinks, seeks to strengthen its 

range to address changing consumer trends by introducing a Coca-Cola No Sugar No Caffeine 

Drink to reach a wider target audience concerned about a number of potentially harmful 

ingredients. This new product leverages South Africans’ sustained demand for Coca-Cola’s 

brands. 

 

 

CATEGORY DATA 
 

Table 9 Sales of Soft Drinks by Health and Wellness Type: Value 2019-2023 

 

ZAR million 
 2019 2020 2021 2022 2023 
 
-- Low Fat Soft Drinks - - - - - 
-- Low Salt Soft Drinks - - - - - 
-- Low Sugar Soft Drinks - - 1.5 1.3 47.0 
-- No Added Sugar Soft 846.0 906.6 918.6 1,235.3 1,067.3 
    Drinks      
-- No Caffeine Soft Drinks 3,351.3 4,816.8 5,311.0 6,347.4 6,507.4 
-- No Fat Soft Drinks - - - - - 
-- No Salt Soft Drinks - - - - 1.9 
-- No Sugar Soft Drinks 5,570.6 6,038.9 6,685.5 7,737.4 8,698.2 
-- Dairy Free Soft Drinks 1,285.0 1,228.2 1,340.4 1,754.7 2,013.0 
-- Gluten Free Soft Drinks - - - - - 
-- Hypoallergenic Soft - - - - - 
    Drinks      
-- Keto Soft Drinks - - - - - 
-- Lactose Free Soft Drinks 742.1 803.7 1,091.2 1,238.1 1,298.3 
-- No Allergens Soft Drinks 1,181.2 1,123.0 1,105.2 1,327.4 1,541.5 
-- Plant-based Soft Drinks - - - - - 
-- Vegan Soft Drinks - - - - - 
-- Vegetarian Soft Drinks - - - - - 
-- Weight Management Soft 7,014.3 7,013.6 7,698.4 9,464.9 10,404.5 
    Drinks      
-- Good Source of 400.8 385.4 253.6 228.3 352.0 
    Antioxidants Soft Drinks      
-- Good Source of 2,901.2 3,043.7 3,621.0 4,100.1 4,234.7 
    Minerals Soft Drinks      
-- Good Source of 4,526.7 5,104.7 5,701.7 6,641.7 6,889.4 
    Vitamins Soft Drinks      
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-- High Fibre Soft Drinks 52.5 59.8 65.7 123.7 306.4 
-- High Protein Soft Drinks - - - - - 
-- Probiotic Soft Drinks 26.0 38.7 49.0 46.9 36.5 
-- Superfruit Soft Drinks - 207.2 58.7 33.0 1.3 
-- Bone and Joint Health - - - - - 
    Soft Drinks      
-- Brain Health and 1,456.7 1,547.4 1,623.5 1,807.0 1,977.3 
    Memory Soft Drinks      
-- Cardiovascular Health - - - - - 
    Soft Drinks      
-- Digestive Health Soft - - - 20.2 11.2 
    Drinks      
-- Energy Boosting Soft 8,785.7 8,898.4 10,407.3 12,797.0 15,004.0 
    Drinks      
-- Immune Support Soft 104.3 101.8 120.3 145.9 144.5 
    Drinks      
-- Skin Health Soft Drinks - - - 20.2 9.4 
- Natural Soft Drinks 6,351.2 6,850.9 7,642.9 8,530.9 8,645.1 
- Organic Soft Drinks 905.0 929.7 1,058.0 1,177.7 1,092.5 

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

 

 

Table 10 Sales of Soft Drinks by Health and Wellness Type: % Value Growth 2019-2023 

 

% current value growth 
 2022/23 2019-23 CAGR 2019/23 Total 
 
-- Low Fat Soft Drinks - - - 
-- Low Salt Soft Drinks - - - 
-- Low Sugar Soft Drinks 3,600.5 - - 
-- No Added Sugar Soft Drinks -13.6 6.0 26.2 
-- No Caffeine Soft Drinks 2.5 18.0 94.2 
-- No Fat Soft Drinks - - - 
-- No Salt Soft Drinks - - - 
-- No Sugar Soft Drinks 12.4 11.8 56.1 
-- Dairy Free Soft Drinks 14.7 11.9 56.7 
-- Gluten Free Soft Drinks - - - 
-- Hypoallergenic Soft Drinks - - - 
-- Keto Soft Drinks - - - 
-- Lactose Free Soft Drinks 4.9 15.0 74.9 
-- No Allergens Soft Drinks 16.1 6.9 30.5 
-- Plant-based Soft Drinks - - - 
-- Vegan Soft Drinks - - - 
-- Vegetarian Soft Drinks - - - 
-- Weight Management Soft Drinks 9.9 10.4 48.3 
-- Good Source of Antioxidants Soft Drinks 54.2 -3.2 -12.2 
-- Good Source of Minerals Soft Drinks 3.3 9.9 46.0 
-- Good Source of Vitamins Soft Drinks 3.7 11.1 52.2 
-- High Fibre Soft Drinks 147.7 55.5 484.1 
-- High Protein Soft Drinks - - - 
-- Probiotic Soft Drinks -22.0 8.9 40.7 
-- Superfruit Soft Drinks -96.1 - - 
-- Bone and Joint Health Soft Drinks - - - 
-- Brain Health and Memory Soft Drinks 9.4 7.9 35.7 
-- Cardiovascular Health Soft Drinks - - - 
-- Digestive Health Soft Drinks -44.4 - - 
-- Energy Boosting Soft Drinks 17.2 14.3 70.8 
-- Immune Support Soft Drinks -1.0 8.5 38.5 
-- Skin Health Soft Drinks -53.7 - - 
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- Natural Soft Drinks 1.3 8.0 36.1 
- Organic Soft Drinks -7.2 4.8 20.7 

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

 

 

Table 11 Company Shares of No Sugar Soft Drinks (Biggest HW Type in Global Soft 
Drinks): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Coca-Cola South Africa 60.6 60.6 59.2 57.0 54.7 
    (Pty) Ltd      
Red Bull South Africa 7.0 6.8 6.9 7.1 7.0 
Clover SA (Pty) Ltd 0.1 2.1 1.9 1.9 2.3 
Other Private Label 1.5 1.5 1.5 1.7 1.7 
Others 30.7 28.9 30.4 32.2 34.2 
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 12 Company Shares of Energy Boosting Soft Drinks (2nd Biggest HW Type in 
Global Soft Drinks): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Coca-Cola South Africa 28.1 28.8 29.3 27.9 26.6 
    (Pty) Ltd      
Red Bull South Africa 26.7 26.9 26.0 24.8 24.3 
Beverage Co (Pty) Ltd, The 5.7 5.7 5.6 5.7 5.6 
Others 39.5 38.6 39.2 41.7 43.5 
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 13 Company Shares of Natural Soft Drinks (3rd Biggest HW Type in Global Soft 
Drinks): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Coca-Cola Co, The 43.6 44.1 43.0 42.4 42.4 
Red Bull GmbH 21.9 21.6 22.0 21.1 22.0 
Nestlé SA 7.6 6.6 11.3 12.3 11.6 
Others 26.9 27.7 23.6 24.2 24.0 
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 14 Company Shares of Good Source of Vitamins Soft Drinks (4th Biggest HW Type 
in Global Soft Drinks): % Value 2019-2023 
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% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Red Bull GmbH 43.1 38.8 39.3 39.4 44.1 
Monster Beverage Corp 13.8 12.6 11.3 11.3 11.5 
Clover SA (Pty) Ltd 9.3 12.9 12.3 13.6 9.9 
Others 33.8 35.7 37.2 35.6 34.6 
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 15 Forecast Sales of Soft Drinks by Health and Wellness Type: Value 2023-2028 

 

ZAR million 
 2023 2024 2025 2026 2027 2028 
 
-- Low Fat Soft Drinks - - - - - - 
-- Low Salt Soft Drinks - - - - - - 
-- Low Sugar Soft Drinks 47.0 119.8 135.4 151.5 167.3 163.6 
-- No Added Sugar Soft 1,067.3 1,156.2 1,232.1 1,337.5 1,443.2 1,408.2 
    Drinks       
-- No Caffeine Soft 6,507.4 6,731.1 6,999.4 7,254.3 7,388.4 7,550.2 
    Drinks       
-- No Fat Soft Drinks - - - - - - 
-- No Salt Soft Drinks 1.9 4.7 8.2 13.9 19.5 25.4 
-- No Sugar Soft Drinks 8,698.2 8,860.6 9,243.6 9,642.3 10,082.8 10,415.2 
-- Dairy Free Soft Drinks 2,013.0 2,284.5 2,548.4 2,872.7 3,206.2 3,532.1 
-- Gluten Free Soft - - - - - - 
    Drinks       
-- Hypoallergenic Soft - - - - - - 
    Drinks       
-- Keto Soft Drinks - - - - - - 
-- Lactose Free Soft 1,298.3 1,403.9 1,584.3 1,804.0 2,045.8 2,296.3 
    Drinks       
-- No Allergens Soft 1,541.5 1,581.0 1,645.5 1,738.3 1,812.1 1,888.4 
    Drinks       
-- Plant-based Soft - - - - - - 
    Drinks       
-- Vegan Soft Drinks - - - - - - 
-- Vegetarian Soft Drinks - - - - - - 
-- Weight Management 10,404.5 10,987.4 11,618.8 12,292.2 12,843.0 13,335.0 
    Soft Drinks       
-- Good Source of 352.0 367.7 366.3 360.6 350.2 336.0 
    Antioxidants Soft Drinks       
-- Good Source of 4,234.7 4,559.5 4,685.0 4,840.8 4,999.2 5,079.6 
    Minerals Soft Drinks       
-- Good Source of 6,889.4 7,525.1 8,107.0 8,751.9 9,464.8 10,027.7 
    Vitamins Soft Drinks       
-- High Fibre Soft Drinks 306.4 344.8 368.0 391.0 410.7 314.5 
-- High Protein Soft - - - - - - 
    Drinks       
-- Probiotic Soft Drinks 36.5 79.2 89.5 101.3 111.6 51.1 
-- Superfruit Soft Drinks 1.3 1.3 1.3 1.4 1.4 1.3 
-- Bone and Joint - - - - - - 
    Health Soft Drinks       
-- Brain Health and 1,977.3 2,218.2 2,454.6 2,728.8 3,035.0 3,344.2 
    Memory Soft Drinks       
-- Cardiovascular - - - - - - 
    Health Soft Drinks       
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-- Digestive Health 11.2 12.7 14.7 16.7 18.4 19.8 
    Soft Drinks       
-- Energy Boosting Soft 15,004.0 17,023.2 18,842.4 20,823.2 23,029.0 25,322.4 
    Drinks       
-- Immune Support Soft 144.5 277.8 311.3 326.0 328.4 227.9 
    Drinks       
-- Skin Health Soft 9.4 8.3 6.0 3.7 2.3 1.8 
    Drinks       
- Natural Soft Drinks 8,645.1 9,209.4 9,536.9 9,947.3 10,323.4 10,205.2 
- Organic Soft Drinks 1,092.5 1,093.8 1,092.8 1,080.7 1,062.7 1,051.6 

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

 

 

Table 16 Forecast Sales of Soft Drinks by Health and Wellness Type: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
-- Low Fat Soft Drinks - - - 
-- Low Salt Soft Drinks - - - 
-- Low Sugar Soft Drinks 155.0 28.3 248.1 
-- No Added Sugar Soft Drinks 8.3 5.7 31.9 
-- No Caffeine Soft Drinks 3.4 3.0 16.0 
-- No Fat Soft Drinks - - - 
-- No Salt Soft Drinks 149.0 68.5 1,256.7 
-- No Sugar Soft Drinks 1.9 3.7 19.7 
-- Dairy Free Soft Drinks 13.5 11.9 75.5 
-- Gluten Free Soft Drinks - - - 
-- Hypoallergenic Soft Drinks - - - 
-- Keto Soft Drinks - - - 
-- Lactose Free Soft Drinks 8.1 12.1 76.9 
-- No Allergens Soft Drinks 2.6 4.1 22.5 
-- Plant-based Soft Drinks - - - 
-- Vegan Soft Drinks - - - 
-- Vegetarian Soft Drinks - - - 
-- Weight Management Soft Drinks 5.6 5.1 28.2 
-- Good Source of Antioxidants Soft Drinks 4.5 -0.9 -4.5 
-- Good Source of Minerals Soft Drinks 7.7 3.7 20.0 
-- Good Source of Vitamins Soft Drinks 9.2 7.8 45.6 
-- High Fibre Soft Drinks 12.5 0.5 2.7 
-- High Protein Soft Drinks - - - 
-- Probiotic Soft Drinks 116.7 6.9 39.9 
-- Superfruit Soft Drinks 3.5 -0.1 -0.3 
-- Bone and Joint Health Soft Drinks - - - 
-- Brain Health and Memory Soft Drinks 12.2 11.1 69.1 
-- Cardiovascular Health Soft Drinks - - - 
-- Digestive Health Soft Drinks 13.2 12.0 76.2 
-- Energy Boosting Soft Drinks 13.5 11.0 68.8 
-- Immune Support Soft Drinks 92.2 9.5 57.7 
-- Skin Health Soft Drinks -11.7 -28.2 -80.9 
- Natural Soft Drinks 6.5 3.4 18.0 
- Organic Soft Drinks 0.1 -0.8 -3.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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HW SNACKS IN SOUTH AFRICA - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Gluten free is the leading health and wellness claim in snacks in 2023, with retail value sales 

totalling ZAR2.3 billion, up by 18% in current terms on the previous year 

▪ Chocoladefabriken Lindt & Sprüngli AG is the leading player within gluten free snacks in 

2023, with a retail value share of 26% 

▪ Over the forecast period, retail sales of gluten free snacks are projected to rise at a 4% 2023 

constant value CAGR to ZAR2.8 billion 

 

 

2023 DEVELOPMENTS 
 

Gluten free is leading claim in health and wellness snacks in south 
africa 

While health and wellness is not generally top-of-mind for many consumers in South Africa, 

post-pandemic, many of them are now more aware of healthy eating. Consumers, especially 

those with higher incomes, can afford healthier snacks accompanied by various claims, 

including snacks high in protein, low in fat, no sugar, or lactose free, especially as they become 

increasingly aware of food intolerances or allergies. South Africans have been examining their 

diets more closely in connection with specific health concerns, and are becoming more selective 

in terms of the ingredients and nutrients included in their foods. This has not only benefited 

alternatives to animal-based products, but also those that align with a specific type of diet. 

Although free from is traditionally focused on specific groups with intolerance needs, it has 

established its place in recent years among general consumers, not necessarily with any kind of 

imposed dietary restrictions or intolerances. The avoidance of ingredients such as lactose and 

gluten has been increasingly linked with health benefits in consumers’ minds, and is believed to 

improve digestive health alongside greater interest in fibre and probiotics. 

As a result, demand for gluten free snacks remained above pre-pandemic levels in 2023, 

despite a marginal retail volume decline. Gluten free, which is considered a type of dietary and 

free from claim, is the largest health and wellness claim in snacks, with retail value sales 

totalling ZAR2.3 billion in 2023. Gluten free confectionery generated the highest retail value 

sales within gluten free snacks in 2023, totalling ZAR1.1 billion, with a significant proportion of 

sales stemming from gluten free chocolate confectionery. Vegetarian and weight management 

are the most common claims used in combination with gluten free chocolate confectionery, 

benefiting Chocoladefabriken Lindt & Sprüngli AG, which produces the Lindt brand and 

dominates gluten free chocolate confectionery. 

 

Rising interest in plant-based claim in health and wellness snacks 

As consumers continue to pay closer attention to the health benefits which specific foods can 

offer, there is also increasing interest in particular diets, products which can be consumed by 

those with food intolerances, as well as plant-based and vegan alternatives. As a result of this 

trend, plant-based, a type of dietary and free from claim, is seeing rising demand. The highest 

contribution to retail value sales of plant-based snacks comes from ice cream, as an increasing 
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number of South Africans look to either move away from dairy products for ethical reasons or 

because of an intolerance of dairy. Vegan and low sugar are the most common health attributes 

used together with plant-based in ice cream. 

Despite the positive performance, plant-based remains a niche claim in overall snacks, with 

vegetarian and vegan larger claims in terms of sales share. Nevertheless, local players are 

leveraging this niche, including Fairview, which has a long history in South Africa, primarily as a 

wine and cheese producer, but has expanded to include plant-based cheese and ice cream. Its 

Fairview Plant Based Ice Cream range offers flavours such as Strawberry Cheesecake, Peanut 

Butter Chocolate Chip and Cookie Dough, among many others, with a base of nut, coconut and 

oat milk. Yococo is another local brand, with alternatives to dairy ice cream including innovative 

flavours such as Beetroot Chocolate based on coconut milk; the brand’s range is focused on the 

seven chakras with each flavour corresponding to a positive affirmation for mindful consumption 

with the Beetroot Chocolate option referred to as Strength. 

 

Cross-category expansion as weet-bix looks to leverage high fibre 
snack trend 

Sales of high fibre snacks continued to grow in South Africa at the end of the review period. 

Identifying the potential to expand across categories, popular breakfast cereal Weet-Bix from 

PepsiCo Inc launched breakfast biscuits in a Mixed Berries flavour. The on-the-go format is 

ideal for busy consumers who look for convenient breakfast solutions, especially as an 

increasing number of local consumers are replacing full meals such as breakfast with snacks. 

According to Euromonitor International research,15% of South African consumers replaced 

meals with snacks in 2023, while 25% of South Africans snack between 10.00-11.00hrs. 

Hence, there is growing demand for portable breakfast solutions such as biscuits, which are 

are a convenient meal replacement option, especially as the new Weet-Bix line markets that is 

high in fibre and promotes energy on its packaging. The busy, on-the-go lifestyles of local 

consumers is expected to boost the demand for portable breakfast options, such as breakfast 

biscuits. Finding the eight balance between price and convenience will be key to succeed in a 

price-sensitive consumer environment that persists in South Africa. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Growing concerns over lifestyle diseases set to drive demand for 
snacks accompanied by health claims 

Growing concerns over the rising incidence of non-communicable diseases (NCDs) in South 

Africa, especially health conditions such as hypertension and diabetes, will support strong value 

growth predicted for low and no added sugar snacks over the forecast period, although demand 

for no sugar is set to decline – snacks are considered an indulgent treat and any noticeable 

change to taste is likely to discourage repeat purchases. 

Mid- to higher-income consumers with different needs are more likely to pay extra for 

products that match their lifestyles. Hence, offering products with higher margins with health 

claims might be a strategy to win over these consumers. On the other hand, innovation in 

private label snacks, offering greater affordability, includes the use of new ingredients, unique 

flavours, and packaging designs that differentiate these products from those of national brands. 

Woolworths is the leading retailer within health and wellness innovation and offers a snack 

option for every diet, whether it is low carbohydrate, high protein or low sugar. Woolworths 

offers one of the largest ranges of vegan-friendly pastilles, gummies and jellies which are also 

free from artificial colours and tartrazine. 
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In January 2023, the South African government gazetted the Regulations Relating to the 

Labelling and Advertising of Foodstuffs, which is open for public comment for three months. An 

update is regulation is expected, especially since the introduction of the Health Promotion Levy 

on Sugary Beverages in 2018. One of the expected amendments suggested to the current bill is 

to introduce mandatory front-of-package labelling of any products deemed to be high in sugar, 

sodium and fat. Products with the mandatory labels will be prohibited from being marketed to 

children. This implicates many traditional snacks, such as potato chips, and pastilles, jellies and 

gummies to name a few. The use of words such as “smart food”, super-food”, “intelligent food” 

and “nutritious” will be prohibited, along with any other phrases or logos that may portray a 

similar meaning. Endorsements claiming a product is nutritionally balanced by celebrities, 

organisations and any medical practitioners will also be prohibited under the new regulations. 

This will impact snacks that are endorsed by organisations such as Diabetes South Africa. 

The new labelling regulations will also make local consumers more attentive to the sugar, salt 

and fat content of snacks they purchase, and help avoid confusion from the use of fashionable 

marketing jargon. It may also lead to reformulation of products, especially if the product is 

specifically marketed towards children as would be the case with some snack bars and sugar 

confectionery, thereby offering further growth potential to those with claims of low/no added 

sugar or fat. 

 

Gluten free snacks to remain leading health claim, driven by high-
income south africans 

Demand for gluten free, considered a type of dietary and free from claim, is expected to 

remain relevant over the forecast period, particularly among higher-income consumers, despite 

predictions for marginal retail volume declines. While gluten free confectionery will continue to 

generate the highest retail value sales within gluten free snacks, salty snacks will also contribute 

to significant share for this claim, predominantly accompanied by vegan and natural. Gluten free 

sweet biscuits, snack bars and fruit snacks is also predicted to record strong value growth, as 

consumers with food intolerances or health concerns still want to be able to enjoy small 

indulgences. 

 

High protein snack bars set to expand reach 

High protein snack bars is set to record strong growth rates over the forecast period. Snack 

bars high in protein are increasingly expanding their audience beyond gym-goers to now be 

consumed by a wider target audience. For instance, more people amongst the younger 

generations and office workers are likely to consume high protein snack bars as a healthy and 

nutritious snack, instead of as a way to build muscle, which will further bolster their popularity. 

The busy, on-the-go lifestyles of consumers will also continue to boost demand for these 

products, as they look for better for you options that are nutritious and filling. A key strategy from 

Tiger Consumer Brands is to focus innovation on products with higher margins, which are 

demanded by discerning consumers looking for products that carry health claims. While the 

player’s Jungle brand leads high protein snack bars, it has relaunched its range to also include 

other health and wellness claims, such as reducing the sugar content. Similarly, Futurelife 

(PepsiCo Inc), another major brand in high protein snack bars, launched a “smart” oats energy 

bar, an on-the-go energy bar with claims of less sugar and immune support. While Futurelife 

tends to focus on breakfast cereals, like Weet-Bix with its new breakfast biscuit, the brand has 

been expanding its profile to include more on-the-go snacking products to meet the growing 

demand. 

High protein nuts, seeds and trail mixes also offers strong growth potential. Consumers are 

looking for better for you options that are nutritious and filling. This is set to boost the 
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performance of these snacks that are high in protein as consumers look to sustain their energy 

levels between meals. 

 

 

CATEGORY DATA 
 

Table 17 Sales of Snacks by Health and Wellness Type: Value 2019-2023 

 

ZAR million 
 2019 2020 2021 2022 2023 
 
-- Low Fat Snacks 434.1 666.1 491.2 557.4 535.2 
-- Low Salt Snacks 69.2 95.8 76.3 84.7 75.5 
-- Low Sugar Snacks 33.1 27.6 26.3 139.3 129.4 
-- No Added Sugar Snacks 624.1 543.5 559.3 382.3 411.5 
-- No Caffeine Snacks - - - - - 
-- No Fat Snacks 290.8 297.6 141.0 143.4 420.2 
-- No Salt Snacks 12.7 21.0 18.3 30.2 21.9 
-- No Sugar Snacks 1,922.9 2,094.2 2,054.7 1,956.4 2,195.4 
-- Dairy Free Snacks 17.8 15.8 19.8 19.0 25.8 
-- Gluten Free Snacks 1,443.6 1,713.5 1,715.4 1,954.2 2,297.6 
-- Hypoallergenic Snacks - - - - - 
-- Keto Snacks - - - 14.1 16.0 
-- Lactose Free Snacks 84.9 101.4 78.7 128.2 196.5 
-- Meat Free Snacks - - - - - 
-- No Allergens Snacks 65.3 92.0 103.6 145.8 149.5 
-- Plant-based Snacks - - - 92.0 92.0 
-- Vegan Snacks 250.7 411.8 470.2 953.6 937.8 
-- Vegetarian Snacks 1,143.0 1,274.5 1,685.9 1,592.0 1,631.8 
-- Weight Management Snacks - - - 7.0 12.2 
-- Good Source of 191.2 225.6 210.4 219.4 234.6 
    Antioxidants Snacks      
-- Good Source of 18.5 30.2 63.8 82.0 104.0 
    Minerals Snacks      
-- Good Source of Omega 8.3 13.3 12.1 14.8 16.2 
    3s Snacks      
-- Good Source of 907.5 966.9 973.7 1,099.1 1,170.0 
    Vitamins Snacks      
-- High Fibre Snacks 1,461.8 2,046.0 2,110.9 2,147.0 2,237.6 
-- High Protein Snacks 106.8 166.6 104.3 210.9 228.4 
-- Probiotic Snacks 124.9 86.2 106.6 92.4 84.6 
-- Superfruit Snacks - - - - - 
-- Bone and Joint Health 0.7 0.7 3.9 25.5 17.9 
    Snacks      
-- Brain Health and 3.0 3.3 6.2 6.4 5.8 
    Memory Snacks      
-- Cardiovascular Health - - - - 1.5 
    Snacks      
-- Digestive Health Snacks 39.4 52.1 18.3 12.8 44.2 
-- Energy Boosting Snacks 392.1 466.2 391.6 349.8 393.3 
-- Immune Support Snacks 120.7 124.5 122.3 124.8 116.3 
-- Skin Health Snacks - - - 21.4 17.9 
-- Vision Health Snacks - - - - - 
- Natural Snacks 434.2 609.7 505.4 634.3 775.9 
- Organic Snacks 111.7 130.6 97.8 55.8 120.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 18 Sales of Snacks by Health and Wellness Type: % Value Growth 2019-2023 

 

% current value growth 
 2022/23 2019-23 CAGR 2019/23 Total 
 
-- Low Fat Snacks -4.0 5.4 23.3 
-- Low Salt Snacks -10.9 2.2 9.0 
-- Low Sugar Snacks -7.0 40.7 291.4 
-- No Added Sugar Snacks 7.6 -9.9 -34.1 
-- No Caffeine Snacks - - - 
-- No Fat Snacks 193.0 9.6 44.5 
-- No Salt Snacks -27.5 14.7 73.2 
-- No Sugar Snacks 12.2 3.4 14.2 
-- Dairy Free Snacks 36.0 9.7 44.6 
-- Gluten Free Snacks 17.6 12.3 59.2 
-- Hypoallergenic Snacks - - - 
-- Keto Snacks 13.6 - - 
-- Lactose Free Snacks 53.3 23.3 131.4 
-- Meat Free Snacks - - - 
-- No Allergens Snacks 2.6 23.0 129.0 
-- Plant-based Snacks 0.0 - - 
-- Vegan Snacks -1.7 39.1 274.0 
-- Vegetarian Snacks 2.5 9.3 42.8 
-- Weight Management Snacks 73.1 - - 
-- Good Source of Antioxidants Snacks 6.9 5.2 22.7 
-- Good Source of Minerals Snacks 26.8 54.0 462.6 
-- Good Source of Omega 3s Snacks 9.5 18.1 94.6 
-- Good Source of Vitamins Snacks 6.4 6.6 28.9 
-- High Fibre Snacks 4.2 11.2 53.1 
-- High Protein Snacks 8.3 20.9 113.9 
-- Probiotic Snacks -8.4 -9.3 -32.2 
-- Superfruit Snacks - - - 
-- Bone and Joint Health Snacks -29.8 128.9 2,643.3 
-- Brain Health and Memory Snacks -9.9 17.8 92.2 
-- Cardiovascular Health Snacks - - - 
-- Digestive Health Snacks 246.3 2.9 12.0 
-- Energy Boosting Snacks 12.4 0.1 0.3 
-- Immune Support Snacks -6.9 -0.9 -3.7 
-- Skin Health Snacks -16.4 - - 
-- Vision Health Snacks - - - 
- Natural Snacks 22.3 15.6 78.7 
- Organic Snacks 116.6 2.0 8.2 

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

 

 

Table 19 Company Shares of Gluten Free Snacks (Biggest HW Type in Global Snacks): 
% Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Chocoladefabriken Lindt & 38.6 27.4 29.8 26.7 25.9 
    Sprüngli AG      
Just Born Inc - - - - 6.9 
Joya Brands (Pty) Ltd 14.3 13.9 11.4 7.6 5.4 
Others 47.1 58.7 58.8 65.6 61.8 
Total 100.0 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 20 Company Shares of Vegetarian Snacks (2nd Biggest HW Type in Global 
Snacks): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Chuckles Foods (Pty) Ltd 18.0 28.1 40.4 45.1 43.8 
Chocoladefabriken Lindt & 8.6 8.3 6.5 7.0 6.9 
    Sprüngli AG      
Nestlé SA 7.9 7.5 4.5 5.6 6.7 
Others 65.5 56.1 48.6 42.3 42.7 
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 21 Company Shares of Organic Snacks (3rd Biggest HW Type in Global Snacks): 
% Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Mars Inc 19.3 19.2 25.8 54.9 27.8 
Galletas Gullón SA 11.3 16.1 18.8 22.8 13.9 
Chocoladefabriken Lindt & 11.2 7.6 11.3 22.3 8.6 
    Sprüngli AG      
Fonterra Cooperative 24.0 23.8 44.2 - - 
    Group Ltd      
Real Foods Pty Ltd 34.2 33.3 - - - 
Others 0.0 0.0 0.0 0.0 49.7 
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 22 Company Shares of Vegan Snacks (4th Biggest HW Type in Global Snacks): % 
Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Lakshmi & Sons Ltd - - - 9.1 9.0 
Chocoladefabriken Lindt & 25.0 14.9 13.7 7.3 8.1 
    Sprüngli AG      
Lorenz Snackworld GmbH - - - - 5.3 
Others 75.0 85.1 86.3 83.6 77.7 
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 23 Company Shares of No Allergens Snacks (5th Biggest HW Type in Global 
Snacks): % Value 2019-2023 
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% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
AVI Ltd 83.5 85.6 57.4 38.2 34.5 
Lakshmi & Sons Ltd - - - 23.9 18.8 
Chocoladefabriken Lindt & 16.5 14.4 16.6 12.3 10.8 
    Sprüngli AG      
Others 0.0 0.0 26.0 25.7 35.9 
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 24 Forecast Sales of Snacks by Health and Wellness Type: Value 2023-2028 

 

ZAR million 
 2023 2024 2025 2026 2027 2028 
 
-- Low Fat Snacks 535.2 577.3 619.3 651.0 674.5 706.8 
-- Low Salt Snacks 75.5 78.6 82.7 85.2 86.3 86.2 
-- Low Sugar Snacks 129.4 135.9 148.6 163.2 177.1 196.4 
-- No Added Sugar Snacks 411.5 424.4 460.0 495.7 526.9 573.1 
-- No Caffeine Snacks - - - - - - 
-- No Fat Snacks 420.2 445.1 459.4 472.4 481.9 475.0 
-- No Salt Snacks 21.9 22.7 23.4 23.5 23.3 23.4 
-- No Sugar Snacks 2,195.4 2,390.8 2,483.0 2,575.3 2,660.1 2,714.7 
-- Dairy Free Snacks 25.8 32.2 36.5 41.3 45.9 46.5 
-- Gluten Free Snacks 2,297.6 2,427.8 2,530.2 2,641.5 2,736.1 2,780.3 
-- Hypoallergenic Snacks - - - - - - 
-- Keto Snacks 16.0 21.9 26.1 30.2 34.1 33.5 
-- Lactose Free Snacks 196.5 200.2 208.1 223.2 238.6 240.1 
-- Meat Free Snacks - - - - - - 
-- No Allergens Snacks 149.5 158.4 151.6 141.5 130.0 122.3 
-- Plant-based Snacks 92.0 98.3 105.0 114.6 124.2 134.1 
-- Vegan Snacks 937.8 1,044.9 1,145.7 1,251.6 1,352.6 1,438.8 
-- Vegetarian Snacks 1,631.8 1,819.1 2,005.0 2,195.7 2,373.2 2,410.2 
-- Weight Management 12.2 13.2 15.5 17.8 19.8 21.3 
    Snacks       
-- Good Source of 234.6 278.1 335.7 367.9 389.4 432.2 
    Antioxidants Snacks       
-- Good Source of 104.0 108.2 120.8 134.8 148.6 162.8 
    Minerals Snacks       
-- Good Source of Omega 16.2 14.6 13.3 12.9 12.8 13.0 
    3s Snacks       
-- Good Source of 1,170.0 1,212.5 1,273.6 1,332.3 1,387.2 1,413.9 
    Vitamins Snacks       
-- High Fibre Snacks 2,237.6 2,379.8 2,498.4 2,606.1 2,689.6 2,747.1 
-- High Protein Snacks 228.4 259.1 283.9 313.6 343.5 370.5 
-- Probiotic Snacks 84.6 60.8 67.9 75.7 82.3 86.5 
-- Superfruit Snacks - - - - - - 
-- Bone and Joint 17.9 18.3 19.1 20.0 20.8 21.6 
    Health Snacks       
-- Brain Health and 5.8 5.5 5.4 5.2 5.0 4.8 
    Memory Snacks       
-- Cardiovascular 1.5 1.2 1.0 0.8 0.5 0.2 
    Health Snacks       
-- Digestive Health 44.2 46.9 47.4 48.1 48.5 44.5 
    Snacks       
-- Energy Boosting Snacks 393.3 434.3 470.2 497.3 519.1 548.1 
-- Immune Support Snacks 116.3 124.3 129.9 134.9 139.8 141.9 
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-- Skin Health Snacks 17.9 17.6 17.4 17.2 16.7 16.0 
-- Vision Health Snacks - - - - - - 
- Natural Snacks 775.9 826.0 866.0 892.2 905.9 917.0 
- Organic Snacks 120.8 127.4 144.8 162.2 176.5 204.5 

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

 

 

Table 25 Forecast Sales of Snacks by Health and Wellness Type: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
-- Low Fat Snacks 7.9 5.7 32.0 
-- Low Salt Snacks 4.2 2.7 14.2 
-- Low Sugar Snacks 5.0 8.7 51.7 
-- No Added Sugar Snacks 3.1 6.9 39.3 
-- No Caffeine Snacks - - - 
-- No Fat Snacks 5.9 2.5 13.0 
-- No Salt Snacks 3.5 1.3 6.7 
-- No Sugar Snacks 8.9 4.3 23.7 
-- Dairy Free Snacks 24.9 12.5 80.3 
-- Gluten Free Snacks 5.7 3.9 21.0 
-- Hypoallergenic Snacks - - - 
-- Keto Snacks 36.5 15.9 109.1 
-- Lactose Free Snacks 1.9 4.1 22.2 
-- Meat Free Snacks - - - 
-- No Allergens Snacks 5.9 -3.9 -18.2 
-- Plant-based Snacks 6.8 7.8 45.8 
-- Vegan Snacks 11.4 8.9 53.4 
-- Vegetarian Snacks 11.5 8.1 47.7 
-- Weight Management Snacks 8.3 11.8 75.0 
-- Good Source of Antioxidants Snacks 18.6 13.0 84.2 
-- Good Source of Minerals Snacks 4.0 9.4 56.6 
-- Good Source of Omega 3s Snacks -9.8 -4.2 -19.5 
-- Good Source of Vitamins Snacks 3.6 3.9 20.8 
-- High Fibre Snacks 6.4 4.2 22.8 
-- High Protein Snacks 13.5 10.2 62.2 
-- Probiotic Snacks -28.2 0.4 2.2 
-- Superfruit Snacks - - - 
-- Bone and Joint Health Snacks 1.9 3.8 20.6 
-- Brain Health and Memory Snacks -5.8 -3.7 -17.3 
-- Cardiovascular Health Snacks -16.6 -30.5 -83.8 
-- Digestive Health Snacks 6.2 0.1 0.6 
-- Energy Boosting Snacks 10.4 6.9 39.4 
-- Immune Support Snacks 7.0 4.1 22.1 
-- Skin Health Snacks -1.3 -2.2 -10.3 
-- Vision Health Snacks - - - 
- Natural Snacks 6.5 3.4 18.2 
- Organic Snacks 5.4 11.1 69.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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HW DAIRY PRODUCTS AND 
ALTERNATIVES IN SOUTH AFRICA - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Low fat is the leading health and wellness claim in dairy products and alternatives in 2023, 

with retail value sales totalling ZAR7.4 billion, up by 9% in current terms on the previous year 

▪ Groupe Danone is the leading player within low fat dairy products and alternatives in 2023, 

with a retail value share of 30% 

▪ Over the forecast period, retail sales of low fat dairy products and alternatives are projected to 

rise at a 5% 2023 constant value CAGR to ZAR9.3 billion 

 

 

2023 DEVELOPMENTS 
 

Low fat is leading claim for health and wellness dairy products and 
alternatives as south africa’s obese population continues to rise 

South Africa’s population with an overweight or obesity diagnosis is on the rise. According to 

Euromonitor International’s Economies and Consumers data, 26% of the over 18-year-old 

population of South Africa was overweight (BMI 25-30kg/sq m) in 2023, whilst 30% was obese 

(BMI 30kg/sq m or more). Approximately 26% of both males and females were overweight in the 

same year, with 18% and 43% respectively classed as obese. Meanwhile, around 53% of the 

adult population took part in insufficient physical activity in 2023 (48% of males and 58% of 

females). These figures are leading to growing concerns over the rising incidence of non-

communicable diseases (NCDs) in South Africa, especially hypertension and diabetes. 

However, better for you foods that can potentially help to address some of these issues 

continue to be perceived as not particularly appetising by many South Africans compared to 

their standard alternatives. As a result, demand for low fat dairy products and alternatives 

declined in 2023. Nevertheless, low fat, which is considered a type of better for you claim, 

remained the largest health and wellness claim in dairy products and alternatives at the end of 

the review period, with retail value sales totalling ZAR7.4 billion. Low fat yoghurt generates the 

highest retail value sales within low fat dairy products and alternatives, while good source of 

vitamins and probiotic are the most common claims used in combination with this product 

segment. 

Many South Africans perceive yoghurt as a guilt-free indulgence considering that it is a strong 

source of nutrients and minerals, despite the higher fat content. However, South Africa’s 

population with an overweight or obesity diagnosis is rising, including childhood obesity, with 

parents’ overreliance on convenient and highly processed food high in sugar and simple 

carbohydrates contributing to this growing problem. Therefore, rising weight concerns continued 

to support demand for dairy options with low fat content in 2023, as they looked to balance 

indulgence with healthier consumption habits. Groupe Danone was the leading player in low fat 

dairy products and alternatives in 2023, with a retail value share of 30%. The player produces 

the Nutriday brand, which dominates low fat yoghurt and sour milk products. 
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Yoghurt remains key area for fortification to help alleviate micronutrient 
deficiencies 

2023 was a challenging year for many South Africans due to continuous blackouts, rising food 

inflation and unemployment. While consumers reduced non-essential spending to help balance 

household budgets, healthy eating remained top of mind for some, as they searched for the 

best, nutrient-dense products they could afford. Given the financial background in South Africa, 

stunting and wasting as a result of malnutrition in children remain a challenge and this situation 

is expected to continue into the forecast period. 

As a result, good source of vitamins and probiotic are major claims within yoghurt and sour 

milk products, despite declines in 2023, while minerals is a growing claim in the category as 

fortification remains important for some consumers. However, mindful of price pressures due to 

inflation towards the end of the review period, some players invested in reformulation to ensure 

that their products remained affordable while still rich in nutrients. Groupe Danone’s NutriDay, 

South Africa’s leading yoghurt brand, underwent reformulation in 2022. NutriDay yoghurt is now 

fortified with vitamins A, B, D and E, in addition to zinc and calcium. In previous years, it had 

reduced the sugar and fat content while increasing the calcium content. 

 

Flexitarian population helps drive growth of plant-based, vegan and 
vegetarian claims in dairy products and alternatives in 2023 

An increasing number of local consumers are examining their diets more closely in connection 

with specific health concerns, and are starting to become more selective about the ingredients 

and nutrients included in their foods. This has not only benefited alternatives to animal-based 

products, but also those that align with a specific type of diet or lifestyle, such as 

veganism/vegetarianism. Therefore, the demand for plant-based, vegetarian and vegan claims 

within dairy products and alternatives in South Africa is rising. 

However, these products are not only being purchased by consumers following a vegan or 

vegetarian diet, as an increasing number of South Africans are adopting a flexitarian approach 

to their diets, whereby they occasionally consume animal products. This significant consumer 

segment shows a preference for plant-based alternatives, opting for products that align with 

their flexitarian lifestyle, rather than adhering strictly to vegan choices. The vegan claim is 

particularly strong in drinking milk products (vegan plant-based milk) and butter and spreads. 

Currently most dairy alternatives in South Africa are still labelled as plant-based milk, cheese, 

or yoghurt, despite greater scrutiny of alternatives to meat, whereby the Department of 

Agriculture, Land Reform and Rural Development issued an order for all plant-based meat 

alternatives that use names reserved for processed meat to be removed from shelves. While 

there has been no similar change for dairy alternatives, some brands have removed the word 

“milk” from the label to prevent any future scrutiny. Woolworths, for example, labels most of its 

shelf stable milk alternatives as “drinks”; for example, barista soya drink, oat drink, or almond 

drink. Similarly, its plant-based alternative to custard is called vegan vanilla dessert sauce, and 

plant-based yoghurt is called strawberry flavoured cultured soya. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

New food labelling regulations set to strengthen consumer awareness of 
fat content in dairy products 

In January 2023, the South African government gazetted the Regulations Relating to the 

Labelling and Advertising of Foodstuffs, which was open for public comment for three months. 

An update to regulations is expected, especially since the introduction of the Health Promotion 
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Levy on Sugary Beverages in 2018. One of the expected amendments suggested to the current 

bill is to introduce mandatory front-of-package labelling of any products deemed to be high in 

sugar, salt and fat. Products with the mandatory labels will be prohibited from being marketed to 

children, which implicates many dairy products, including cheese, full fat or double thick yoghurt, 

flavoured milk, and dairy desserts, among others. The use of words such as “smart food”, super-

food”, “intelligent food” and “nutritious” will be prohibited, along with any other phrases or logos 

that may portray a similar meaning. Endorsements claiming a product is nutritionally balanced 

by celebrities, organisations and any medical practitioners will also be prohibited under the new 

regulations. 

The claim “yoghurt cultures”, which refers to the inclusion of Lactobacillus delbrueckii subsp. 

bulgarius and Streptococcus thermophilus, is only permitted if the product contains at least 108 

cfu (colony forming units) per gram and is only permitted to be claimed on dairy yoghurt or 

fermented milk. Products that do not include the minimum cfu/gram will not be permitted to 

make any claims regarding added cultures. 

The new labelling regulations will likely make consumers more attentive to the sugar, salt and 

fat content identified on packaging labels. It may also lead to reformulation, especially if the 

product is specifically marketed towards children, as would be the case with some cheese 

products, yoghurt and flavoured milk, and further support for products such as no sugar and no 

added sugar dairy products and alternatives. This is also likely to support low fat, considered a 

type of better for you claim, which is expected to remain the most popular claim in dairy 

products and alternatives and offer further growth potential over the forecast period 

 

Rising demand for lactose free to encourage further new product 
development 

Over 80% of people in South Africa are considered lactose intolerant, with growing awareness 

helping to boost demand for dairy products and alternatives with a lactose free claim as the 

latter is set for strong growth over the forecast period. By making more lactose free products 

available in the local market, dairy players are able to recruit new consumers to their products 

which were previously avoided due to digestive issue concerns. Traditionally, amasi, a 

fermented sour milk, is widely consumed since it has a lower lactose content compared to milk. 

However, according to Euromonitor International’s data on VIA, there has been a 28% 

increase in the number of SKUs with a lactose free claim since 2020 (January 2020-January 

2023). Groupe Lactalis, with its Parmalat brand, is looking to gain greater share in the lactose 

free space by expanding its offer under the Parmalat EasyGest range. The latest launch from 

Parmalat in 2023 was EasyGest Cheddar Cheese, which is promoted as being easier to digest. 

This came after the launch of lactose free yoghurt and shelf stable desserts in 2021. Innovating 

with lactose free products allows Groupe Lactalis to attract new consumers to its Parmalat 

brand which were previously avoided due to digestive concerns. Many more launches from 

competitors are expected, especially from private label. 

 

Significant potential for low salt within dairy products and alternatives 

Concerns over how high sugar, fat and salt content in food and drinks can contribute to weight 

gain or cardiovascular issues will be a key factor in boosting demand for better for you options in 

the coming years. As such, low salt, which is a better for you type of health and wellness 

attribute, is anticipated to see rising demand in dairy products and alternatives over the forecast 

period. 

Within dairy products and alternatives, low salt generated its largest retail sales in cheese in 

2023. Good source of minerals and high protein are the claim most commonly used together 

with low salt in cheese. Consumption of better for you products is anticipated to benefit from 
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consumers increasingly looking at food attributes and seeking to reduce or avoid health issues 

linked to high salt intake, such as hypertension. 

 

 

CATEGORY DATA 
 

Table 26 Sales of Dairy Products and Alternatives by Health and Wellness Type: Value 
2019-2023 

 

ZAR million 
 2019 2020 2021 2022 2023 
 
-- Low Fat Dairy Products 6,246.9 7,321.4 7,100.2 6,804.1 7,436.5 
    and Alternatives      
-- Low Salt Dairy - - - - 72.9 
    Products and Alternatives      
-- Low Sugar Dairy 73.6 86.5 43.0 92.2 92.2 
    Products and Alternatives      
-- No Added Sugar Dairy 660.4 732.7 762.9 762.5 800.7 
    Products and Alternatives      
-- No Caffeine Dairy - - - - - 
    Products and Alternatives      
-- No Fat Dairy Products 1,383.9 1,581.1 1,716.8 1,607.6 1,702.7 
    and Alternatives      
-- No Salt Dairy Products - - - - - 
    and Alternatives      
-- No Sugar Dairy 175.0 116.9 69.7 179.4 167.1 
    Products and Alternatives      
-- Dairy Free Dairy 92.1 168.4 195.4 251.0 288.3 
    Products and Alternatives      
-- Gluten Free Dairy 29.3 50.9 67.1 84.5 83.1 
    Products and Alternatives      
-- Hypoallergenic Dairy 0.5 0.8 1.3 1.3 2.3 
    Products and Alternatives      
-- Keto Dairy Products - - - - - 
    and Alternatives      
-- Lactose Free Dairy 1,306.0 1,421.8 1,806.7 1,285.8 1,290.3 
    Products and Alternatives      
-- No Allergens Dairy - - - - - 
    Products and Alternatives      
-- Plant-based Dairy 60.0 95.9 39.7 81.3 83.4 
    Products and Alternatives      
-- Vegan Dairy Products 95.8 170.8 195.3 246.5 287.2 
    and Alternatives      
-- Vegetarian Dairy 2.2 5.5 8.0 8.5 12.2 
    Products and Alternatives      
-- Weight Management 1,649.2 2,752.2 2,744.5 2,347.0 2,369.5 
    Dairy Products and      
    Alternatives      
-- Good Source of - - - 15.7 15.3 
    Antioxidants Dairy      
    Products and Alternatives      
-- Good Source of 2,178.0 2,795.4 3,167.1 2,917.3 3,492.6 
    Minerals Dairy Products      
    and Alternatives      
-- Good Source of Omega 673.2 599.6 645.5 460.6 678.6 
    3s Dairy Products and      
    Alternatives      
-- Good Source of Plant - - - - - 
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    Sterols/Stanols Dairy      
    Products and Alternatives      
-- Good Source of 5,818.6 6,702.0 6,821.4 6,193.8 6,572.7 
    Vitamins Dairy Products      
    and Alternatives      
-- High Fibre Dairy 390.4 404.0 413.9 432.0 458.8 
    Products and Alternatives      
-- High Protein Dairy 743.7 1,087.6 882.3 1,239.9 1,491.9 
    Products and Alternatives      
-- Probiotic Dairy 2,673.7 3,596.4 3,632.4 2,036.2 1,992.5 
    Products and Alternatives      
-- Superfruit Dairy - - - - - 
    Products and Alternatives      
-- Bone and Joint Health 93.9 126.5 125.6 101.4 102.3 
    Dairy Products and      
    Alternatives      
-- Brain Health and 607.9 451.7 465.4 413.2 576.4 
    Memory Dairy Products and      
    Alternatives      
-- Cardiovascular Health 119.9 143.9 119.1 81.3 83.4 
    Dairy Products and      
    Alternatives      
-- Digestive Health Dairy 570.2 615.8 640.8 684.1 720.1 
    Products and Alternatives      
-- Energy Boosting Dairy 263.5 475.2 473.8 415.3 316.8 
    Products and Alternatives      
-- Immune Support Dairy 95.7 71.6 123.2 186.1 188.2 
    Products and Alternatives      
-- Skin Health Dairy - - - - - 
    Products and Alternatives      
-- Vision Health Dairy - 2.2 3.5 3.5 2.0 
    Products and Alternatives      
- Natural Dairy Products 219.5 195.7 223.4 144.4 315.0 
    and Alternatives      
- Organic Dairy Products 90.2 113.2 139.5 125.7 163.3 
    and Alternatives      

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

 

 

Table 27 Sales of Dairy Products and Alternatives by Health and Wellness Type: % Value 
Growth 2019-2023 

 

% current value growth 
 2022/23 2019-23 CAGR 2019/23 Total 
 
-- Low Fat Dairy Products and Alternatives 9.3 4.5 19.0 
-- Low Salt Dairy Products and Alternatives - - - 
-- Low Sugar Dairy Products and Alternatives 0.0 5.8 25.4 
-- No Added Sugar Dairy Products and 5.0 4.9 21.2 
    Alternatives    
-- No Caffeine Dairy Products and Alternatives - - - 
-- No Fat Dairy Products and Alternatives 5.9 5.3 23.0 
-- No Salt Dairy Products and Alternatives - - - 
-- No Sugar Dairy Products and Alternatives -6.9 -1.1 -4.5 
-- Dairy Free Dairy Products and Alternatives 14.9 33.0 212.9 
-- Gluten Free Dairy Products and Alternatives -1.7 29.7 183.4 
-- Hypoallergenic Dairy Products and 77.4 44.0 329.6 
    Alternatives    
-- Keto Dairy Products and Alternatives - - - 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

Data removed from sample 

 



E A L T H  A N D  W E L L N E S S  I N  S O U T H  A F R I C  P a s s p o r t  34 

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

-- Lactose Free Dairy Products and 0.4 -0.3 -1.2 
    Alternatives    
-- No Allergens Dairy Products and - - - 
    Alternatives    
-- Plant-based Dairy Products and Alternatives 2.6 8.6 39.1 
-- Vegan Dairy Products and Alternatives 16.5 31.6 199.8 
-- Vegetarian Dairy Products and Alternatives 44.4 54.1 463.4 
-- Weight Management Dairy Products and 1.0 9.5 43.7 
    Alternatives    
-- Good Source of Antioxidants Dairy -2.6 - - 
    Products and Alternatives    
-- Good Source of Minerals Dairy Products 19.7 12.5 60.4 
    and Alternatives    
-- Good Source of Omega 3s Dairy Products 47.3 0.2 0.8 
    and Alternatives    
-- Good Source of Plant Sterols/Stanols - - - 
    Dairy Products and Alternatives    
-- Good Source of Vitamins Dairy Products 6.1 3.1 13.0 
    and Alternatives    
-- High Fibre Dairy Products and Alternatives 6.2 4.1 17.5 
-- High Protein Dairy Products and 20.3 19.0 100.6 
    Alternatives    
-- Probiotic Dairy Products and Alternatives -2.1 -7.1 -25.5 
-- Superfruit Dairy Products and Alternatives - - - 
-- Bone and Joint Health Dairy Products and 0.9 2.2 9.0 
    Alternatives    
-- Brain Health and Memory Dairy Products 39.5 -1.3 -5.2 
    and Alternatives    
-- Cardiovascular Health Dairy Products and 2.6 -8.7 -30.4 
    Alternatives    
-- Digestive Health Dairy Products and 5.3 6.0 26.3 
    Alternatives    
-- Energy Boosting Dairy Products and -23.7 4.7 20.2 
    Alternatives    
-- Immune Support Dairy Products and 1.1 18.4 96.6 
    Alternatives    
-- Skin Health Dairy Products and Alternatives - - - 
-- Vision Health Dairy Products and -41.6 - - 
    Alternatives    
- Natural Dairy Products and Alternatives 118.1 9.4 43.5 
- Organic Dairy Products and Alternatives 30.0 16.0 81.0 

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

 

 

Table 28 Company Shares of Organic Dairy Products and Alternatives (Biggest HW Type 
in Global Dairy Products and Alternatives): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Hipp GmbH & Co Vertrieb KG 14.1 8.5 13.0 19.1 16.9 
Danone, Groupe - 17.7 16.0 19.4 14.7 
Holle Baby Food GmbH 14.1 9.5 12.1 13.7 7.6 
Others 71.7 64.4 59.0 47.8 60.8 
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 
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Table 29 Company Shares of Good Source of Minerals Dairy Products and Alternatives 
(2nd Biggest HW Type in Global Dairy Products and Alternatives): % V 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Nestlé SA 32.8 32.0 29.0 32.4 33.2 
Milco SA (Pty) Ltd 12.7 17.3 18.0 18.1 16.5 
Bel, Groupe 16.8 12.1 13.1 11.6 10.0 
Others 37.7 38.6 39.9 37.9 40.3 
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 30 Company Shares of Gluten Free Dairy Products and Alternatives (3rd Biggest 
HW Type in Global Dairy Products and Alternatives): % Value 2019-20 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Tiger Brands Ltd 61.3 59.2 58.2 54.7 49.6 
Danone, Groupe - 14.4 11.5 14.0 17.9 
Holle Baby Food GmbH 12.2 4.2 8.6 8.2 10.0 
Others 26.5 22.1 21.7 23.0 22.5 
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 31 Company Shares of Lactose Free Dairy Products and Alternatives (4th Biggest 
HW Type in Global Dairy Products and Alternatives): % Value 2019-2 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Bel, Groupe 26.1 21.5 20.8 18.5 19.8 
Milco SA (Pty) Ltd 15.9 19.4 17.1 16.9 16.9 
Epic Foods (Pty) Ltd 15.8 15.6 19.6 14.1 15.2 
Others 42.2 43.5 42.4 50.5 48.1 
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 32 Company Shares of Low Fat Dairy Products and Alternatives (5th Biggest HW 
Type in Global Dairy Products and Alternatives): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Danone, Groupe 41.7 37.9 38.3 28.3 30.0 
Lactalis, Groupe 8.8 14.0 16.3 16.7 15.2 
Milco SA (Pty) Ltd 21.2 20.8 18.0 15.7 12.3 
Others 28.2 27.3 27.4 39.3 42.5 
Total 100.0 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 33 Forecast Sales of Dairy Products and Alternatives by Health and Wellness 
Type: Value 2023-2028 

 

ZAR million 
 2023 2024 2025 2026 2027 2028 
 
-- Low Fat Dairy 7,436.5 7,768.9 8,150.1 8,545.5 8,930.6 9,327.7 
    Products and Alternatives       
-- Low Salt Dairy 72.9 96.1 122.3 151.3 180.5 211.1 
    Products and Alternatives       
-- Low Sugar Dairy 92.2 109.7 116.4 123.9 131.5 139.7 
    Products and Alternatives       
-- No Added Sugar Dairy 800.7 893.0 979.2 1,072.8 1,163.9 1,201.2 
    Products and Alternatives       
-- No Caffeine Dairy - - - - - - 
    Products and Alternatives       
-- No Fat Dairy 1,702.7 1,730.3 1,787.4 1,849.0 1,905.0 1,951.4 
    Products and Alternatives       
-- No Salt Dairy - - - - - - 
    Products and Alternatives       
-- No Sugar Dairy 167.1 209.2 249.9 294.0 336.0 360.0 
    Products and Alternatives       
-- Dairy Free Dairy 288.3 329.6 372.7 412.9 448.5 475.6 
    Products and Alternatives       
-- Gluten Free Dairy 83.1 97.4 109.8 124.2 138.6 150.3 
    Products and Alternatives       
-- Hypoallergenic Dairy 2.3 2.0 1.6 1.3 0.9 0.4 
    Products and Alternatives       
-- Keto Dairy Products - - - - - - 
    and Alternatives       
-- Lactose Free Dairy 1,290.3 1,753.0 1,955.4 2,186.1 2,408.4 2,115.4 
    Products and Alternatives       
-- No Allergens Dairy - - - - - - 
    Products and Alternatives       
-- Plant-based Dairy 83.4 88.4 94.1 101.9 109.5 116.3 
    Products and Alternatives       
-- Vegan Dairy Products 287.2 361.3 436.9 502.7 559.0 608.0 
    and Alternatives       
-- Vegetarian Dairy 12.2 10.2 8.3 6.4 4.5 2.5 
    Products and Alternatives       
-- Weight Management 2,369.5 2,534.1 2,707.5 2,872.5 3,025.9 3,175.5 
    Dairy Products and       
    Alternatives       
-- Good Source of 15.3 13.0 10.2 7.4 4.6 2.7 
    Antioxidants Dairy       
    Products and Alternatives       
-- Good Source of 3,492.6 3,642.8 3,802.0 3,963.1 4,107.8 3,990.9 
    Minerals Dairy Products       
    and Alternatives       
-- Good Source of Omega 678.6 689.9 695.0 695.7 694.2 668.7 
    3s Dairy Products and       
    Alternatives       
-- Good Source of Plant - - - - - - 
    Sterols/Stanols Dairy       
    Products and Alternatives       
-- Good Source of 6,572.7 7,038.5 7,345.9 7,654.4 7,960.3 8,297.2 
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    Vitamins Dairy Products       
    and Alternatives       
-- High Fibre Dairy 458.8 458.8 481.4 506.6 534.2 564.9 
    Products and Alternatives       
-- High Protein Dairy 1,491.9 1,804.5 2,010.6 2,218.5 2,412.1 2,343.9 
    Products and Alternatives       
-- Probiotic Dairy 1,992.5 2,162.1 2,291.9 2,448.8 2,600.6 2,650.4 
    Products and Alternatives       
-- Superfruit Dairy - - - - - - 
    Products and Alternatives       
-- Bone and Joint 102.3 118.4 111.7 105.2 95.6 54.0 
    Health Dairy Products       
    and Alternatives       
-- Brain Health and 576.4 620.0 621.2 623.7 620.8 540.0 
    Memory Dairy Products       
    and Alternatives       
-- Cardiovascular 83.4 71.7 73.7 74.6 74.9 83.0 
    Health Dairy Products       
    and Alternatives       
-- Digestive Health 720.1 703.3 727.3 760.6 794.7 820.5 
    Dairy Products and       
    Alternatives       
-- Energy Boosting 316.8 337.4 378.2 413.5 444.9 496.1 
    Dairy Products and       
    Alternatives       
-- Immune Support Dairy 188.2 204.0 221.8 245.0 263.8 260.7 
    Products and Alternatives       
-- Skin Health Dairy - - - - - - 
    Products and Alternatives       
-- Vision Health Dairy 2.0 0.9 0.4 0.1 0.1 0.1 
    Products and Alternatives       
- Natural Dairy 315.0 294.1 262.6 240.6 210.8 196.1 
    Products and Alternatives       
- Organic Dairy 163.3 167.0 169.6 170.2 168.0 167.7 
    Products and Alternatives       

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

 

 

Table 34 Forecast Sales of Dairy Products and Alternatives by Health and Wellness 
Type: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
-- Low Fat Dairy Products and Alternatives 4.5 4.6 25.4 
-- Low Salt Dairy Products and Alternatives 31.8 23.7 189.4 
-- Low Sugar Dairy Products and Alternatives 18.9 8.7 51.5 
-- No Added Sugar Dairy Products and 11.5 8.5 50.0 
    Alternatives    
-- No Caffeine Dairy Products and Alternatives - - - 
-- No Fat Dairy Products and Alternatives 1.6 2.8 14.6 
-- No Salt Dairy Products and Alternatives - - - 
-- No Sugar Dairy Products and Alternatives 25.2 16.6 115.5 
-- Dairy Free Dairy Products and Alternatives 14.3 10.5 64.9 
-- Gluten Free Dairy Products and Alternatives 17.3 12.6 80.9 
-- Hypoallergenic Dairy Products and -13.6 -28.3 -81.1 
    Alternatives    
-- Keto Dairy Products and Alternatives - - - 
-- Lactose Free Dairy Products and 35.9 10.4 63.9 
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    Alternatives    
-- No Allergens Dairy Products and - - - 
    Alternatives    
-- Plant-based Dairy Products and Alternatives 6.0 6.9 39.4 
-- Vegan Dairy Products and Alternatives 25.8 16.2 111.7 
-- Vegetarian Dairy Products and Alternatives -16.7 -27.1 -79.3 
-- Weight Management Dairy Products and 6.9 6.0 34.0 
    Alternatives    
-- Good Source of Antioxidants Dairy -15.1 -29.2 -82.2 
    Products and Alternatives    
-- Good Source of Minerals Dairy Products 4.3 2.7 14.3 
    and Alternatives    
-- Good Source of Omega 3s Dairy Products 1.7 -0.3 -1.5 
    and Alternatives    
-- Good Source of Plant Sterols/Stanols - - - 
    Dairy Products and Alternatives    
-- Good Source of Vitamins Dairy Products 7.1 4.8 26.2 
    and Alternatives    
-- High Fibre Dairy Products and Alternatives 0.0 4.3 23.1 
-- High Protein Dairy Products and 21.0 9.5 57.1 
    Alternatives    
-- Probiotic Dairy Products and Alternatives 8.5 5.9 33.0 
-- Superfruit Dairy Products and Alternatives - - - 
-- Bone and Joint Health Dairy Products and 15.7 -12.0 -47.2 
    Alternatives    
-- Brain Health and Memory Dairy Products 7.6 -1.3 -6.3 
    and Alternatives    
-- Cardiovascular Health Dairy Products and -14.0 -0.1 -0.5 
    Alternatives    
-- Digestive Health Dairy Products and -2.3 2.6 13.9 
    Alternatives    
-- Energy Boosting Dairy Products and 6.5 9.4 56.6 
    Alternatives    
-- Immune Support Dairy Products and 8.4 6.7 38.5 
    Alternatives    
-- Skin Health Dairy Products and Alternatives - - - 
-- Vision Health Dairy Products and -55.5 -46.1 -95.4 
    Alternatives    
- Natural Dairy Products and Alternatives -6.6 -9.0 -37.7 
- Organic Dairy Products and Alternatives 2.3 0.5 2.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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HW COOKING INGREDIENTS AND 
MEALS IN SOUTH AFRICA - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Vegetarian is the leading health and wellness claim in cooking ingredients and meals in 2023, 

with retail value sales totalling ZAR1.7 billion, up by 14% in current terms on the previous year 

▪ Unilever Group remains the leading player within vegetarian cooking ingredients and meals in 

2023, with a retail value share of 55% 

▪ Over the forecast period, retail sales of vegetarian cooking ingredients and meals are 

projected to rise at a 5% 2023 constant value CAGR to ZAR2.2 billion 

 

 

2023 DEVELOPMENTS 
 

Vegetarian is leading claim, addressing environmental and animal 
welfare concerns 

In South Africa, many consumers have been reducing their spending on non-essentials due to 

the rising cost of living and to balance household budgets. Despite these pressures, healthy 

eating remained top of mind with consumers of all income groups in 2023, as they looked for the 

best, nutrient-dense options they could afford. Therefore, retail demand for vegetarian cooking 

ingredients and meals continued to rise, with value sales recording another year of dynamic 

growth. Vegetarian, which is considered a type of dietary and free from claim, is the largest 

health and wellness claim in cooking ingredients and meals in South Africa, with retail value 

sales totalling ZAR1.7 billion in 2023. 

The motivation among lower-income consumers to follow a vegetarian or flexitarian diet is 

affordability, while a small base of higher-income consumers have either stopped eating animal 

products due to ethical concerns, or through the desire to follow a healthier lifestyle and diet by 

reducing consumption of meat and dairy products. Instead, they are shifting to plant-based 

options, due to rising environmental and sustainable concerns. 

Vegetarian sauces, dips and condiments generated the highest retail value sales within 

vegetarian cooking ingredients and meals at the end of the review period, with gluten free and 

vegan the most common claims used in combination with this product category. Unilever Group 

remained the leading player in vegetarian cooking ingredients and meals in 2023, with a retail 

value share of 55%. The player produces the Knorr brand and generates the largest share of its 

retail value sales from vegetarian soup. Knorr also remained the leading brand of vegan cooking 

ingredients and meals in 2023. The latter launched vegan stock cubes at the end of the review 

period, which are also fortified with iron. This was the first of its kind in the local market, and 

attempts to address a serious issue, especially among lower-income consumers, of nutrient 

deficiencies. While stock cubes are used across income groups, they are a staple in lower-

income households for home cooking. 
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Younger generation continues to drive demand for plant-based options 

Young consumers in South Africa, in line with global trends, are the key consumers of plant-

based foods, including vegan ready meals. South Africa ranks in the top five countries that 

ordered the most vegan dishes according to UberEats, with vegan burgers reported as the most 

popular choice. Local demand for plant-based products increased tremendously in the first half 

of the review period, albeit from a low base, but value sales of plant-based cooking ingredients 

and meals fell for a second consecutive year in 2023, although remaining above pre-pandemic 

levels. Nevertheless, a number of plant-based ready meals have been launched in South Africa, 

ranging from chickpea curries to crowd-pleasing Italian favourites, such as lasagne and 

spaghetti bolognaise. 

On the other hand, older consumers in South Africa seek to follow a more flexitarian approach 

to their diets, rather than a strict vegan or vegetarian diet. Private label plays a pivotal role in 

driving product innovation in ready meals, including plant-based options, with Woolworths 

Holdings leading the pack, along with Pick 'n' Pay Stores Ltd with its Live Well line, which 

focuses on healthy food options that meet various dietary needs such as plant-based. 

Nevertheless, the vegetarian claim within ready meals is significantly higher than vegan in South 

Africa, and offers a broader range of options, with these products not restricted to alternatives to 

animal products such as eggs or dairy. 

 

Low sugar and fat key considerations in health and wellness cooking 
ingredients and meals 

South Africa’s population with an overweight or obesity diagnosis is on the rise. According to 

Euromonitor International’s Economies and Consumers data, 26% of the over 18-year-old 

population of South Africa was overweight (BMI 25-30kg/sq m) in 2023, whilst 30% was obese 

(BMI 30kg/sq m or more). Approximately 26% of both males and females were overweight in the 

same year, with 18% and 43% respectively classed as obese. Meanwhile, around 53% of the 

adult population took part in insufficient physical activity in 2023 (48% of males and 58% of 

females). These figures are leading to growing concerns over the rising incidence of non-

communicable diseases (NCDs) in South Africa, especially hypertension and diabetes. While it 

was long thought that these diseases only plagued higher-income consumers who follow 

processed diets high in fat and sugar, reports from Stellenbosch University’s Faculty of Medicine 

and Health Sciences have shown an increase in NCDs among lower-income consumers as well. 

In January 2023, the South African government gazetted the Regulations Relating to the 

Labelling and Advertising of Foodstuffs which is open for public comment for three months. One 

of the expected amendments suggested to the current bill is to introduce mandatory front-of-

package labelling of any products deemed to be high in sugar, sodium and fat. Therefore, 

cooking ingredients and meals with claims of low fat, low sugar, no sugar and no added sugar, 

along with no salt, recorded strong growth rates at the end of the review period. These were 

partly bolstered by rising health concerns among South Africans, but also because players are 

having to review the composition of their packaged products to comply with potential labelling 

regulations. 

International players such as Nestlé and Dr Oetker have come under increasing pressure to 

reduce the amount of salt and sugar in their products. While many of these major players have 

made considerable efforts to address these concerns, the amount of reduced salt and sugar 

content is not often reflected on the product label, mainly because consumers are hesitant to try 

these options if they have been altered. Many South Africans struggle financially and players 

are mindful that they risk losing consumers as familiar flavour is a strong purchase driver. 

Hence, changes in the salt and sugar content tend to be introduced inconspicuously. 

Nevertheless, possible changes to legislation in South Africa on food labelling could further push 
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product reformulation among leading players, with consumers set to be increasingly warned 

about the content of the products they purchase deemed to be high in sugar, salt and fat. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

New proposed food labelling offers potential for cooking ingredients and 
meals with “no” or “low” health and wellness claims 

After a period of consultation in South Africa, there is potential for new front-of-package 

labelling regulations to be applied to packaged foods and beverages considered high in sugar, 

salt and fat over the forecast period. Products with the mandatory labels will be prohibited from 

being marketed to children, which implicates cooking ingredients and meals such as sweet 

spreads and ready meals. The use of words such as “smart food”, super-food”, “intelligent food” 

and “nutritious” will be prohibited, along with any other phrases or logos that may portray a 

similar meaning. Endorsements claiming a product is nutritionally balanced by celebrities, 

organisations and any medical practitioners will also be prohibited under the new regulations. 

This will impact cooking ingredients and meals that are endorsed by health organisations such 

as Diabetes South Africa or the Heart Foundation South Africa. 

The new labelling regulations will make consumers more attentive to the sugar, salt and fat 

content of products they purchase and help avoid confusion from the use of fashionable 

marketing jargon. It may also lead to the reformulation of products, especially if the product is 

specifically marketed towards children, as would be the case with some sweet spreads. In 2017, 

Pick 'n' Pay Stores Ltd set out to improve the nutrition of its private label line, PnP, paying close 

attention to salt and sugar content. In 2023, the retailer reported that it had reduced the sugar 

and salt content by 2,500 tonnes and 1,000 tonnes respectively, across multiple product lines, 

which places it in a strong position to address possible new food labelling regulations. These 

developments could help drive up interest in cooking ingredients and meals accompanied by 

claims of no, low, and no added salt along with no/low sugar or fat options. 

 

Vegetarian to remain leading claim in health and wellness cooking 
ingredients and meals over the forecast period 

Vegetarian is set to remain the most popular claim within cooking ingredients and meals in 

South Africa over the forecast period, despite predictions for marginal retail volume decline, as 

some consumers will remain under financial pressure and avoid specific health claims if they are 

considered more expensive. Albeit from a lower sales base, demand for plant-based and vegan 

cooking ingredients and meals is set to mostly rise over the forecast period. 

Plant-based products are likely to be driven by local consumers becoming increasingly 

interested in both the environment and animal welfare. This should benefit dietary and free from 

products. A desire to consume perceived less harmful traditional ingredients is also expected to 

boost sales going forward. 

 

Solid performance for natural honey due to perceptions of higher quality 

Post-pandemic, health and wellness remains top-of-mind for many consumers in South Africa. 

Consumers are likely to move away from fad diets, and look to adopt a more balanced approach 

to healthy living, which is expected to drive up demand for healthier alternatives. This trend is 

set to support sales of natural honey over the forecast period. 

Despite having a high price tag, growth is set to remain solid because of its perceived health 

benefits. Honey is considered a natural antimicrobial agent, and is believed by some to aid a 
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cough and soothe a sore throat. In addition, preliminary studies reveal that the antioxidants 

present in raw honey may play a role in helping to prevent the development of heart disease. 

The demand for honey will be supported by the perception that it is a naturally healthy choice 

to incorporate into their daily diet. 100% raw honey can be used as a natural sweetener, and as 

an alternative to white sugar. There has also been an increase in the number of pack sizes and 

product variety available, which means that consumers can buy the honey that suits their 

budget. However, the adulteration of honey persists, as some manufacturers mix it with sugar in 

an attempt to meet consumer demand and offer a more affordable product. Therefore, concerns 

among more health-conscious or affluent consumers will mean that they are more likely to 

choose honey accompanied by natural claims to ensure that the quality is high. 

 

 

CATEGORY DATA 
 

Table 35 Sales of Cooking Ingredients and Meals by Health and Wellness Type: Value 
2019-2023 

 

ZAR million 
 2019 2020 2021 2022 2023 
 
-- Low Fat Cooking 140.8 127.0 84.1 177.7 177.4 
    Ingredients and Meals      
-- Low Salt Cooking 23.3 22.5 25.8 30.4 23.8 
    Ingredients and Meals      
-- Low Sugar Cooking 23.0 24.8 29.6 56.6 62.3 
    Ingredients and Meals      
-- No Added Sugar Cooking 153.2 189.5 209.5 224.2 281.7 
    Ingredients and Meals      
-- No Caffeine Cooking - - - - - 
    Ingredients and Meals      
-- No Fat Cooking 10.5 5.8 9.7 13.0 14.3 
    Ingredients and Meals      
-- No Salt Cooking 252.7 264.3 292.0 244.6 278.9 
    Ingredients and Meals      
-- No Sugar Cooking 267.9 290.1 299.5 309.9 433.7 
    Ingredients and Meals      
-- Dairy Free Cooking 49.5 75.8 96.2 57.4 79.5 
    Ingredients and Meals      
-- Gluten Free Cooking 310.5 363.8 429.3 400.3 427.1 
    Ingredients and Meals      
-- Hypoallergenic Cooking - - - - - 
    Ingredients and Meals      
-- Keto Cooking - - - - - 
    Ingredients and Meals      
-- Lactose Free Cooking 46.5 50.7 57.5 50.8 54.6 
    Ingredients and Meals      
-- Meat Free Cooking - - - - - 
    Ingredients and Meals      
-- No Allergens Cooking 4.3 4.2 5.1 4.2 - 
    Ingredients and Meals      
-- Plant-based Cooking 1.7 10.6 13.5 7.3 6.6 
    Ingredients and Meals      
-- Vegan Cooking 344.7 429.3 565.2 547.6 590.4 
    Ingredients and Meals      
-- Vegetarian Cooking 1,329.4 1,481.0 1,360.8 1,505.0 1,720.8 
    Ingredients and Meals      
-- Weight Management 149.0 172.6 140.3 222.2 209.6 
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    Cooking Ingredients and      
    Meals      
-- Good Source of 56.1 73.2 17.4 129.1 152.5 
    Antioxidants Cooking      
    Ingredients and Meals      
-- Good Source of 139.4 156.3 169.4 237.3 359.1 
    Minerals Cooking      
    Ingredients and Meals      
-- Good Source of Omega 28.7 29.3 35.5 39.1 34.1 
    3s Cooking Ingredients      
    and Meals      
-- Good Source of 57.1 72.1 17.2 122.4 150.3 
    Vitamins Cooking      
    Ingredients and Meals      
-- High Fibre Cooking 170.4 191.8 229.8 242.5 305.2 
    Ingredients and Meals      
-- High Protein Cooking 242.3 285.3 290.8 375.8 430.9 
    Ingredients and Meals       
-- Probiotic Cooking - - - - - 
    Ingredients and Meals      
-- Superfruit Cooking - - - - - 
    Ingredients and Meals      
-- Bone and Joint Health - - - - - 
    Cooking Ingredients and      
    Meals      
-- Brain Health and - - - - - 
    Memory Cooking      
    Ingredients and Meals      
-- Cardiovascular Health - - - - 4.0 
    Cooking Ingredients and      
    Meals      
-- Digestive Health 4.3 4.2 5.1 4.2 5.5 
    Cooking Ingredients and      
    Meals      
-- Energy Boosting - - - 0.8 - 
    Cooking Ingredients and      
    Meals      
-- Immune Support Cooking 161.5 220.8 172.9 335.5 494.1 
    Ingredients and Meals      
-- Skin Health Cooking - - - - - 
    Ingredients and Meals      
- Natural Cooking 469.0 554.9 587.8 695.9 702.9 
    Ingredients and Meals      
- Organic Cooking 31.3 25.6 27.8 45.8 51.4 
    Ingredients and Meals      

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

 

 

Table 36 Sales of Cooking Ingredients and Meals by Health and Wellness Type: % Value 
Growth 2019-2023 

 

% current value growth 
 2022/23 2019-23 CAGR 2019/23 Total 
 
-- Low Fat Cooking Ingredients and Meals -0.1 5.9 26.0 
-- Low Salt Cooking Ingredients and Meals -21.9 0.5 1.9 
-- Low Sugar Cooking Ingredients and Meals 10.1 28.3 170.8 
-- No Added Sugar Cooking Ingredients and  25.6 16.4 83.8 
    Meals    
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-- No Caffeine Cooking Ingredients and Meals - - - 
-- No Fat Cooking Ingredients and Meals 9.6 8.0 36.2 
-- No Salt Cooking Ingredients and Meals 14.1 2.5 10.4 
-- No Sugar Cooking Ingredients and Meals 40.0 12.8 61.9 
-- Dairy Free Cooking Ingredients and Meals 38.6 12.6 60.7 
-- Gluten Free Cooking Ingredients and Meals 6.7 8.3 37.5 
-- Hypoallergenic Cooking Ingredients and - - - 
    Meals    
-- Keto Cooking Ingredients and Meals - - - 
-- Lactose Free Cooking Ingredients and Meals 7.5 4.1 17.4 
-- Meat Free Cooking Ingredients and Meals - - - 
-- No Allergens Cooking Ingredients and Meals - - - 
-- Plant-based Cooking Ingredients and Meals -8.7 40.3 287.5 
-- Vegan Cooking Ingredients and Meals 7.8 14.4 71.3 
-- Vegetarian Cooking Ingredients and Meals 14.3 6.7 29.4 
-- Weight Management Cooking Ingredients and -5.7 8.9 40.6 
    Meals    
-- Good Source of Antioxidants Cooking 18.1 28.4 171.6 
    Ingredients and Meals    
-- Good Source of Minerals Cooking 51.3 26.7 157.5 
    Ingredients and Meals    
-- Good Source of Omega 3s Cooking -12.8 4.4 18.7 
    Ingredients and Meals    
-- Good Source of Vitamins Cooking 22.7 27.4 163.3 
    Ingredients and Meals    
-- High Fibre Cooking Ingredients and Meals 25.8 15.7 79.1 
-- High Protein Cooking Ingredients and Meals 14.7 15.5 77.8 
-- Probiotic Cooking Ingredients and Meals - - - 
-- Superfruit Cooking Ingredients and Meals - - - 
-- Bone and Joint Health Cooking Ingredients - - - 
    and Meals    
-- Brain Health and Memory Cooking - - - 
    Ingredients and Meals    
-- Cardiovascular Health Cooking Ingredients - - - 
    and Meals    
-- Digestive Health Cooking Ingredients and 33.2 6.3 27.5 
    Meals    
-- Energy Boosting Cooking Ingredients and - - - 
    Meals    
-- Immune Support Cooking Ingredients and 47.2 32.2 205.9 
    Meals    
-- Skin Health Cooking Ingredients and Meals - - - 
- Natural Cooking Ingredients and Meals 1.0 10.6 49.9 
- Organic Cooking Ingredients and Meals 12.3 13.2 64.5 

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

 

 

Table 37 Company Shares of Organic Cooking Ingredients and Meals (Biggest HW Type 
in Global Cooking Ingredients and Meals): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Industria Alimentare 61.3 42.6 43.5 28.5 24.8 
    Colavita SpA      
Nando's Group Holdings Ltd 27.0 40.2 40.0 25.9 23.3 
Tazaki Foods Ltd - - - 22.6 22.6 
Others 11.7 17.2 16.6 22.9 29.3 
Total 100.0 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 38 Company Shares of Gluten Free Cooking Ingredients and Meals (2nd Biggest 
HW Type in Global Cooking Ingredients and Meals): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Andros SAS 37.1 34.1 34.5 30.1 20.2 
Ina Paarman Foods Pty Ltd 20.0 17.1 15.5 15.9 15.9 
Southern Oil (Pty) Ltd 15.9  20.8 22.4 14.3 14.6 
Others 27.0 28.0 27.6 39.7 49.3 
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 39 Company Shares of Vegetarian Cooking Ingredients and Meals (3rd Biggest 
HW Type in Global Cooking Ingredients and Meals): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Unilever Group 32.8 36.5 50.2 54.9 54.6 
Tiger Brands Ltd 38.0 36.9 17.2 17.2 16.1 
Ina Paarman Foods Pty Ltd 6.0 5.4 6.8 5.5 5.1 
Others 23.2 21.2 25.8 22.4 24.3 
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 40 Company Shares of Vegan Cooking Ingredients and Meals (4th Biggest HW 
Type in Global Cooking Ingredients and Meals): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Unilever Group 55.4 54.1 54.5 59.1 55.5 
Southern Oil (Pty) Ltd 14.4 17.7 17.0 10.5 10.5 
St Dalfour Frères - - - 4.4 5.8 
Others 30.3 28.2 28.5 26.0 28.1 
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 41 Company Shares of Natural Cooking Ingredients and Meals (5th Biggest HW 
Type in Global Cooking Ingredients and Meals): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Tiger Brands Ltd 11.8 16.6 17.7 17.9 20.4 
Borges International  9.2 10.3 - 13.2 13.9 
    Group SL      
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Andros SAS 24.5 22.3 25.2 17.4 12.3 
Others 54.5 50.8 57.1 51.5 53.4 
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 42 Forecast Sales of Cooking Ingredients and Meals by Health and Wellness Type: 
Value 2023-2028 

 

ZAR million 
 2023 2024 2025 2026 2027 2028 
 
-- Low Fat Cooking 177.4 167.0 177.6 187.9 198.0 204.7 
    Ingredients and Meals       
-- Low Salt Cooking 23.8 26.9 30.1 34.4 38.9 42.9 
    Ingredients and Meals       
-- Low Sugar Cooking 62.3 72.9 76.9 80.9 84.5 78.2 
    Ingredients and Meals       
-- No Added Sugar 281.7 291.8 309.6 333.4 358.9 379.4 
    Cooking Ingredients and       
    Meals       
-- No Caffeine Cooking - - - - - - 
    Ingredients and Meals       
-- No Fat Cooking 14.3 15.8 17.9 20.5 23.5 26.0 
    Ingredients and Meals       
-- No Salt Cooking 278.9 299.7 322.6 345.9 370.2 393.0 
    Ingredients and Meals       
-- No Sugar Cooking 433.7 483.9 505.3 531.6 565.1 590.6 
    Ingredients and Meals       
-- Dairy Free Cooking 79.5 99.2 101.8 104.3 104.7 76.9 
    Ingredients and Meals       
-- Gluten Free Cooking 427.1 404.6 456.6 502.7 543.8 634.9 
    Ingredients and Meals       
-- Hypoallergenic - - - - - - 
    Cooking Ingredients and       
    Meals       
-- Keto Cooking - - - - - - 
    Ingredients and Meals       
-- Lactose Free Cooking 54.6 17.5 19.0 22.3 25.1 28.0 
    Ingredients and Meals       
-- Meat Free Cooking - - - - - - 
    Ingredients and Meals       
-- No Allergens Cooking - - - - - - 
    Ingredients and Meals       
-- Plant-based Cooking 6.6 13.5 19.1 24.9 30.9 36.4 
    Ingredients and Meals       
-- Vegan Cooking 590.4 648.9 692.3 739.4 785.7 799.5 
    Ingredients and Meals       
-- Vegetarian Cooking 1,720.8 1,794.2 1,879.2 1,976.5 2,077.4 2,175.2 
    Ingredients and Meals       
-- Weight Management 209.6 217.0 223.3 231.5 237.8 232.3 
    Cooking Ingredients and       
    Meals       
-- Good Source of 152.5 156.7 162.2 166.6 169.7 169.6 
    Antioxidants Cooking       
    Ingredients and Meals       
-- Good Source of 359.1 386.6 417.6 450.0 482.2 514.0 
    Minerals Cooking       
    Ingredients and Meals       
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-- Good Source of Omega 34.1 30.7 29.5 29.8 30.2 30.4 
    3s Cooking Ingredients       
    and Meals       
-- Good Source of 150.3 170.0 191.2 213.4 235.8 258.7 
    Vitamins Cooking       
    Ingredients and Meals       
-- High Fibre Cooking 305.2 317.6 385.7 458.6 534.5 627.3 
    Ingredients and Meals       
-- High Protein Cooking 430.9 495.2 546.5 600.9 654.1 658.1 
    Ingredients and Meals       
-- Probiotic Cooking - - - - - - 
    Ingredients and Meals       
-- Superfruit Cooking - - - - - - 
    Ingredients and Meals       
-- Bone and Joint - - - - - - 
    Health Cooking       
    Ingredients and Meals       
-- Brain Health and - - - - - - 
    Memory Cooking       
    Ingredients and Meals       
-- Cardiovascular 4.0 2.7 2.8 3.0 3.2 3.4 
    Health Cooking       
    Ingredients and Meals       
-- Digestive Health 5.5 5.1 4.9 5.0 5.0 5.1 
    Cooking Ingredients and       
    Meals       
-- Energy Boosting - - - - - - 
    Cooking Ingredients and       
    Meals       
-- Immune Support 494.1 518.4 544.6 571.0 596.8 613.7 
    Cooking Ingredients and       
    Meals       
-- Skin Health Cooking - - - - - - 
    Ingredients and Meals       
- Natural Cooking 702.9 798.0 842.8 896.2 947.6 882.9 
    Ingredients and Meals       
- Organic Cooking 51.4 58.9 70.2 80.8 89.8 100.6 
    Ingredients and Meals       

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

 

 

Table 43 Forecast Sales of Cooking Ingredients and Meals by Health and Wellness Type: 
% Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
-- Low Fat Cooking Ingredients and Meals -5.9 2.9 15.4 
-- Low Salt Cooking Ingredients and Meals 13.3 12.5 80.6 
-- Low Sugar Cooking Ingredients and Meals 16.9 4.6 25.4 
-- No Added Sugar Cooking Ingredients and 3.6 6.1 34.7 
    Meals    
-- No Caffeine Cooking Ingredients and Meals - - - 
-- No Fat Cooking Ingredients and Meals 10.6 12.8 82.6 
-- No Salt Cooking Ingredients and Meals 7.5 7.1 40.9 
-- No Sugar Cooking Ingredients and Meals 11.6 6.4 36.2 
-- Dairy Free Cooking Ingredients and Meals 24.8 -0.7 -3.3 
-- Gluten Free Cooking Ingredients and Meals -5.3 8.3 48.6 
-- Hypoallergenic Cooking Ingredients and - - - 
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    Meals    
-- Keto Cooking Ingredients and Meals - - - 
-- Lactose Free Cooking Ingredients and Meals -68.0 -12.5 -48.6 
-- Meat Free Cooking Ingredients and Meals - - - 
-- No Allergens Cooking Ingredients and Meals - - - 
-- Plant-based Cooking Ingredients and Meals 103.7 40.7 450.5 
-- Vegan Cooking Ingredients and Meals 9.9 6.3 35.4 
-- Vegetarian Cooking Ingredients and Meals 4.3 4.8 26.4 
-- Weight Management Cooking Ingredients and 3.5 2.1 10.8 
    Meals    
-- Good Source of Antioxidants Cooking 2.7 2.2 11.3 
    Ingredients and Meals    
-- Good Source of Minerals Cooking 7.7 7.4 43.1 
    Ingredients and Meals    
-- Good Source of Omega 3s Cooking -9.9 -2.2 -10.6 
    Ingredients and Meals    
-- Good Source of Vitamins Cooking 13.1 11.5 72.2 
    Ingredients and Meals    
-- High Fibre Cooking Ingredients and Meals 4.0 15.5 105.5 
-- High Protein Cooking Ingredients and Meals 14.9 8.8 52.7 
-- Probiotic Cooking Ingredients and Meals - - - 
-- Superfruit Cooking Ingredients and Meals - - - 
-- Bone and Joint Health Cooking Ingredients - - - 
    and Meals    
-- Brain Health and Memory Cooking - - - 
    Ingredients and Meals    
-- Cardiovascular Health Cooking Ingredients -32.3 -3.6 -16.7 
    and Meals    
-- Digestive Health Cooking Ingredients and -7.8 -1.6 -7.8 
    Meals    
-- Energy Boosting Cooking Ingredients and - - - 
    Meals    
-- Immune Support Cooking Ingredients and 4.9 4.4 24.2 
    Meals    
-- Skin Health Cooking Ingredients and Meals - - - 
- Natural Cooking Ingredients and Meals 13.5 4.7 25.6 
- Organic Cooking Ingredients and Meals 14.5 14.4 95.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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HW STAPLE FOODS IN SOUTH 
AFRICA - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ High fibre is the leading health and wellness claim in staple foods in 2023, with retail value 

sales totalling ZAR6.9 billion, up by 3% in current terms on the previous year 

▪ PepsiCo Inc remains the leading player within high fibre staple foods in 2023, with a retail 

value share of 32% 

▪ Over the forecast period, retail sales of high fibre staple foods are projected to rise at a 5% 

2023 constant value CAGR to ZAR8.9 billion 

 

 

2023 DEVELOPMENTS 
 

High fibre is leading health and wellness claim due to greater 
understanding of the need for fortification in diets 

Persistent economic pressures in South Africa forced many consumers to prioritise their 

purchases and focus on essential groceries or more affordable options offered by private label 

in 2023. Therefore, demand for some fortified/functional staple foods suffered at the end of the 

review period, resulting in marginal retail volume decline for high fibre staple foods. 

Nevertheless, high fibre, which is considered a type of fortified/functional claim, remained the 

largest health and wellness claim in staple foods in South Africa, with retail value sales totalling 

ZAR6.9 billion. High fibre bread generates the highest retail value sales within high fibre staple 

foods, with retail value sales totalling ZAR3.2 billion in 2023. Vegan and good source of vitamins 

are the most common claims used in combination with high fibre in bread. 

White bread has historically been a staple product in the country. In fact, it remains extremely 

popular, especially with children. However, these products lack important fibre content which 

can be found in wholewheat or brown bread, and knowledge relating to the importance of fibre 

in diets has become increasingly widespread among South Africans, driving demand for bread 

fortified with protein, seeds and nuts. Typically, these bread types target affluent consumers 

who can pay more for products that meet their lifestyle needs. On the other hand, bread in 

South Africa is fortified with essential micronutrients, as stunting and wasting in children remain 

a challenge. Thus, there is increasing demand for affordable fortified products to address the 

nutritional needs of children, while education regarding balanced nutrition and the widening 

availability of healthier alternatives can also help to alleviate childhood obesity in the country, 

which is another major health concern. 

PepsiCo Inc remained the leading player in high fibre staple foods in 2023, with a retail value 

share of 32%. The player produces the Sasko brand and generates the largest share of its retail 

value sales from high fibre bread, which it now dominates. Sasko regained its leadership of high 

fibre staple foods from Blue Ribbon (Premier Foods Plc), with Jungle from Tiger Brands ranking 

third. 
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Health and wellness claims for breakfast cereals perform well despite 
inflationary pressures 

2023 saw many South Africans reduce their spending on perceived non-essentials as the cost 

of living increased. In many aspects, health and wellness demands from many consumers were 

less of a priority, given inflationary pressures. Major categories of staple foods, such as bread 

and rice, pasta and noodles, witnessed few innovations as local consumers focused on 

affordability. 

However, breakfast cereals witnessed the most efforts in terms of innovative launches within 

staple foods. Albeit from a lower base, high fibre breakfast cereals continued to perform well in 

2023, as the health and wellness trend supported demand for breakfast cereals such as muesli 

and granola, and breakfast cereals fortified with protein and fibre. Post-pandemic, local 

ingredients such as sorghum cereal (a type of ancient grain) have been hailed as superfoods 

due to immune-boosting properties. Private label players in particular have been making greater 

use of ancient grains to boost the fibre content of their breakfast cereals, while also educating 

consumers on associated health benefits. 

Futurelife (PepsiCo Inc) relaunched its Wheat Smart Foods line, which claims to offer 25% of 

a person’s daily dietary fibre requirements in one meal solution. The product is also fortified with 

essential vitamins and minerals with less sugar content, and available in small 50g packaging to 

help with portion control or for on the go, as well as a larger 500g pack size to suit an entire 

family. This follows the brand’s 2022 launch of Smart Oats, which is fortified with essential 

minerals that claim to aid immunity. Good source of vitamins is the second largest health and 

wellness claim within staple foods after high fibre, as well as being the most paired claim with 

high fibre breakfast cereals, alongside good source of minerals. 

 

Woolworths offers consumers inspiration on how to prepare quick meals 
using staple foods during blackouts 

Loadshedding in South Africa (or scheduled blackouts in certain parts of the country due to 

poor infrastructure) make it extremely difficult for families to plan meals, with some choosing to 

visit foodservice establishments in the evening for a quick meal, as many of these outlets use 

generators as backup power supply. In 2023, South Africa experienced close to 7,000 hours of 

rolling blackouts, which meant meal times, especially dinner, were challenging. However, with 

many South Africans struggling with the high cost of living under inflationary pressures, they 

have been looking for ways to stretch their budgets by preparing meals at home. 

As such, consumers looked for meal ideas that can be prepared quickly, for example in an air 

fryer or in a pan on a gas stove. Chained grocery retailer Woolworths highlights quick meals that 

they can cook during a power outage, with its in-store banners providing “Load Shedding 

Friendly” dinner inspiration. These eye-catching displays guide shoppers through the store to 

collect ingredients for meals that can be prepared in under 15 minutes. By strategically placing 

these banners throughout the store, convenient options that typically carry higher margins are 

highlighted. Some of the suggestions include a jar of pasta sauce alongside a packet of rice or 

pasta. With more retailers following suit, a number of health and wellness staple foods also 

benefited from the meal inspiration, in particular, rice, pasta and noodles with weight 

management, vegan and high fibre claims, along with shelf stable meat and seafood substitutes, 

as consumers looked to staples foods to quickly prepare filling meal solutions. 

 

 

PROSPECTS AND OPPORTUNITIES 
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Proposed rigorous food labelling to potentially disrupt breakfast cereals 

There are growing concerns over the rising incidence of non-communicable diseases (NCDs) 

in South Africa, especially health conditions such as hypertension and diabetes. While it was 

long thought that these diseases only plagued higher-income consumers who follow diets high 

in fat and sugar due to processed, packaged foods, reports from Stellenbosch University’s 

Faculty of Medicine and Health Sciences have shown an increase in NCDs among lower-

income consumers as well. 

In January 2023, the South African government gazetted the Regulations Relating to the 

Labelling and Advertising of Foodstuffs, which was open for public comment for three months. 

An update in regulation is expected over the forecast period, especially since the introduction of 

the Health Promotion Levy on Sugary Beverages in 2018. One of the expected amendments 

suggested to the current bill is to introduce mandatory front-of-package labelling of any products 

deemed to be high in sugar, sodium and fat. Products with the mandatory labels will be 

prohibited from being marketed to children, which implicates staple foods such as children’s 

breakfast cereals. The use of words such as “smart food”, super-food”, “intelligent food” and 

“nutritious” will be prohibited, along with any other phrases or logos that may portray a similar 

meaning. Futurelife offers a range of breakfast cereals called Wheat Smart Foods and Smart 

Oats, which might be impacted by the proposed new regulation. Endorsements claiming a 

product is nutritionally balanced by celebrities, organisations and any medical practitioners will 

also be prohibited under the new regulations. This will impact staple foods that are endorsed by 

health organisations, such as Diabetes South Africa or the Heart Foundation South Africa. 

The new labelling regulations are likely to encourage consumers to focus their attention on 

the sugar, salt and fat content in the staple foods they purchase and help to avoid confusion that 

may arise from the use of fashionable marketing jargon. It may also lead to the reformulation of 

products, especially if the product is specifically marketed towards children as would be the 

case with some breakfast cereals. Nevertheless, staple foods with claims such as low/no/no 

added fat, salt and sugar offer strong growth potential over the forecast period as a result. While 

breakfast cereals featuring these claims also offers growth potential, players will need to be 

mindful that taste is not compromised. If consumers notice a difference in flavour compared to 

their traditional favourite breakfast cereal, they might be tempted to try a different brand or 

product. 

 

High fibre to remain popular claim and offers further growth potential as 
consumers look to fortified staple foods as part of healthier eating plans 

Depending on the economic outlook in South Africa and the pending labelling regulations, 

many health and wellness claims in staple foods are predicted to record solid growth rates over 

the forecast period. Alongside concerns over sugar, fat or salt content, an increasing number of 

local consumers are likely to turn to foods that have a fortified/ functional positioning as they 

look to staple foods that will boost their metabolism and help them to stay healthy. 

Therefore, high fibre, considered a type of fortified/functional claim, is expected to remain the 

largest claim in staple foods over the forecast period, while offering further growth potential. 

High fibre is predominantly accompanied by vegan and good source of vitamins in bread. 

Consumers of all income groups will be looking for the best, nutrient- dense products they can 

afford. Given the financial background, stunting and wasting because of malnutrition in children 

remain a challenge and this situation is expected to continue into the forecast period. 

Fortification, with micronutrients such as zinc and essential vitamins, is mandatory according to 

local legislation; however, innovation from brands generally focuses on adding specific value to 

packaged leavened bread through other fortifications such as protein. 
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Niche of digestive health set to gain momentum 

Post-pandemic, many consumers remain aware of the need to support and boost one’s 

metabolism for overall health and wellbeing. A greater focus on gut health and immunity is part 

of this way of thinking, as consumers favour staple foods that support them through their hectic 

day or week, and will be key factors in the future growth of health benefit claims in staple foods 

in the coming years. As such, digestive health, which is a health benefit type of health and 

wellness attribute, is anticipated to record growth over the forecast period. 

Within staple foods, digestive health generated its largest retail sales in breakfast cereals in 

2023. High fibre and natural are the claims most commonly used together with digestive health 

in breakfast cereals, followed by probiotic due to the increasing focus on gut health. 

 

 

CATEGORY DATA 
 

Table 44 Sales of Staple Foods by Health and Wellness Type: Value 2019-2023 

 

ZAR million 
 2019 2020 2021 2022 2023 
 
-- Low Fat Staple Foods 279.1 370.2 327.7 405.0 452.3 
-- Low Salt Staple Foods 440.9 427.2 366.6 386.9 368.7 
-- Low Sugar Staple Foods 11.9 26.9 51.8 62.3 56.4 
-- No Added Sugar Staple 8.9 15.1 14.5 8.3 638.8 
    Foods      
-- No Caffeine Staple Foods - - - - - 
-- No Fat Staple Foods 27.8 28.6 58.0 42.8 21.7 
-- No Salt Staple Foods - - - - - 
-- No Sugar Staple Foods - 25.8 30.6 - 2.1 
-- Dairy Free Staple Foods - - - - - 
-- Gluten Free Staple Foods 418.9 752.7 742.6 840.4 954.0 
-- Hypoallergenic Staple - - - - - 
    Foods      
-- Keto Staple Foods - - - 8.3 8.2 
-- Lactose Free Staple 73.7 123.5 153.0 165.7 177.6 
    Foods      
-- Meat Free Staple Foods 24.8 24.8 26.7 23.2 25.3 
-- No Allergens Staple - - - - - 
    Foods      
-- Plant-based Staple Foods 41.4 64.0 70.7 79.0 83.6 
-- Vegan Staple Foods 288.3 955.1 1,163.1 1,229.8 1,719.6 
-- Vegetarian Staple Foods 792.1 859.5 1,054.4 830.8 778.6 
-- Weight Management 94.6 112.8 127.3 126.4 198.7 
    Staple Foods      
-- Good Source of 52.5 54.2 72.2 85.9 109.6 
    Antioxidants Staple Foods      
-- Good Source of 4,205.5 3,468.3 3,887.2 4,061.2 3,799.8 
    Minerals Staple Foods      
-- Good Source of Omega 513.7 497.0 578.8 749.9 1,049.8 
    3s Staple Foods      
-- Good Source of 4,422.4 4,987.7 5,654.0 5,979.7 6,150.0 
    Vitamins Staple Foods      
-- High Fibre Staple Foods 3,855.0 5,447.9 6,200.2 6,730.5 6,943.3 
-- High Protein Staple 1,273.0 1,733.1 1,949.4 1,949.1 1,408.1 
    Foods      
-- Probiotic Staple Foods 15.9 23.3 44.2 70.4 65.4 
-- Superfruit Staple Foods - - - - - 
-- Bone and Joint Health 11.9 15.1 14.5 34.7 33.4 
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    Staple Foods      
-- Brain Health and - - - - - 
    Memory Staple Foods      
-- Cardiovascular Health - - - - - 
    Staple Foods      
-- Digestive Health 20.2 26.1 26.7 30.7 29.4 
    Staple Foods      
-- Energy Boosting Staple 719.9 764.1 796.9 974.6 1,014.6 
    Foods      
-- Immune Support Staple 63.1 66.6 83.5 105.9 22.8 
    Foods       
-- Skin Health Staple Foods - - - - - 
-- Vision Health Staple - - - - - 
    Foods      
- Natural Staple Foods 617.7 581.6 787.7 736.4 904.4 
- Organic Staple Foods 124.2 131.3 167.7 201.4 292.2 

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

 

 

Table 45 Sales of Staple Foods by Health and Wellness Type: % Value Growth 2019-
2023 

 

% current value growth 
 2022/23 2019-23 CAGR 2019/23 Total 
 
-- Low Fat Staple Foods 11.7 12.8 62.1 
-- Low Salt Staple Foods -4.7 -4.4 -16.4 
-- Low Sugar Staple Foods -9.4 47.5 373.2 
-- No Added Sugar Staple Foods 7,614.8 191.0 7,072.4 
-- No Caffeine Staple Foods - - - 
-- No Fat Staple Foods -49.4 -6.0 -22.0 
-- No Salt Staple Foods - - - 
-- No Sugar Staple Foods - - - 
-- Dairy Free Staple Foods - - - 
-- Gluten Free Staple Foods 13.5 22.8 127.8 
-- Hypoallergenic Staple Foods - - - 
-- Keto Staple Foods -1.2 - - 
-- Lactose Free Staple Foods  7.1 24.6 141.0 
-- Meat Free Staple Foods 9.4 0.6 2.3 
-- No Allergens Staple Foods - - - 
-- Plant-based Staple Foods 5.8 19.2 102.0 
-- Vegan Staple Foods 39.8 56.3 496.4 
-- Vegetarian Staple Foods -6.3 -0.4 -1.7 
-- Weight Management Staple Foods 57.2 20.4 110.1 
-- Good Source of Antioxidants Staple Foods 27.6 20.2 108.8 
-- Good Source of Minerals Staple Foods -6.4 -2.5 -9.6 
-- Good Source of Omega 3s Staple Foods 40.0 19.6 104.4 
-- Good Source of Vitamins Staple Foods 2.8 8.6 39.1 
-- High Fibre Staple Foods 3.2 15.8 80.1 
-- High Protein Staple Foods -27.8 2.6 10.6 
-- Probiotic Staple Foods -7.1 42.4 311.5 
-- Superfruit Staple Foods - - - 
-- Bone and Joint Health Staple Foods -3.8 29.5 181.1 
-- Brain Health and Memory Staple Foods - - - 
-- Cardiovascular Health Staple Foods - - - 
-- Digestive Health Staple Foods -4.3 9.8 45.4 
-- Energy Boosting Staple Foods 4.1 9.0 40.9 
-- Immune Support Staple Foods -78.5 -22.5 -63.9 
-- Skin Health Staple Foods - - - 
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-- Vision Health Staple Foods - - - 
- Natural Staple Foods 22.8 10.0 46.4 
- Organic Staple Foods 45.1 23.8 135.3 

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

 

 

Table 46 Company Shares of Gluten Free Staple Foods (Biggest HW Type in Global 
Staple Foods): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
PepsiCo Inc 36.5 26.6 29.3 29.5 26.6 
Pick 'n' Pay Stores Ltd 5.3 23.6 7.6 19.4 19.6 
Ina Paarman Foods Pty Ltd 15.2 12.5 17.2 17.3 16.5 
Others 43.0 37.3 45.8 33.8 37.3 
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 47 Company Shares of Organic Staple Foods (2nd Biggest HW Type in Global 
Staple Foods): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Windmill Organics Ltd 42.3 41.3 43.1 42.7 34.6 
Blue Elephant 42.3 41.3 43.1 42.7 34.6 
    International Ltd      
Amar Singh Chawal Wala - - - - 19.8 
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 48 Company Shares of High Fibre Staple Foods (3rd Biggest HW Type in Global 
Staple Foods): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
PepsiCo Inc 38.5 32.3 29.8 29.5 31.6 
Tiger Brands Ltd 38.9 25.6 22.7 22.2 22.1 
Premier Foods Plc  - 23.0 24.7 24.8 19.0 
Others 22.6 19.1 22.8 23.4 27.3 
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 49 Company Shares of Vegetarian Staple Foods (4th Biggest HW Type in Global 
Staple Foods): % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
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Ina Paarman Foods Pty Ltd 8.0 10.9 12.1 19.9 23.7 
PepsiCo Inc 17.8 17.7 16.7 23.3 22.5 
Musgrave Group Plc 8.0 10.9 12.1 17.5 20.2 
Others 66.2 60.5 59.0 39.3 33.6 
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 50 Forecast Sales of Staple Foods by Health and Wellness Type: Value 2023-2028 

 

ZAR million 
 2023 2024 2025 2026 2027 2028 
 
-- Low Fat Staple Foods 452.3 508.8 567.2 630.0 691.8 699.4 
-- Low Salt Staple Foods 368.7 422.6 462.9 501.7 538.9 578.1 
-- Low Sugar Staple Foods 56.4 58.0 60.7 60.0 57.5 58.2 
-- No Added Sugar 638.8 690.3 735.7 771.3 799.4 821.5 
    Staple Foods       
-- No Caffeine Staple - - - - - - 
    Foods       
-- No Fat Staple Foods 21.7 17.0 15.8 14.5 12.9 9.5 
-- No Salt Staple Foods - - - - - - 
-- No Sugar Staple Foods 2.1 2.7 4.8 4.4 2.8 4.9 
-- Dairy Free Staple - - - - - - 
    Foods       
-- Gluten Free Staple 954.0 1,043.9 1,127.7 1,208.1 1,282.2 1,311.2 
    Foods       
-- Hypoallergenic - - - - - - 
    Staple Foods       
-- Keto Staple Foods 8.2 14.5 16.6 18.5 20.4 14.6 
-- Lactose Free Staple 177.6 160.6 172.6 187.5 201.0 182.1 
    Foods       
-- Meat Free Staple Foods 25.3 27.4 29.9 32.6 35.3 37.2 
-- No Allergens Staple - - - - - - 
    Foods       
-- Plant-based Staple 83.6 93.0 101.7 112.0 121.9 128.4 
    Foods       
-- Vegan Staple Foods 1,719.6 1,841.5 1,980.3 2,133.6 2,291.9 2,454.2 
-- Vegetarian Staple 778.6 882.7 975.4 1,065.0 1,145.4 1,147.4 
    Foods       
-- Weight Management 198.7 187.9 214.7 243.6 271.1 310.1 
    Staple Foods       
-- Good Source of 109.6 129.3 148.5 164.7 179.6 197.4 
    Antioxidants Staple Foods       
-- Good Source of 3,799.8 4,043.8 4,223.1 4,440.4 4,676.0 4,954.0 
    Minerals Staple Foods       
-- Good Source of Omega 1,049.8 1,156.8 1,268.7 1,361.6 1,448.0 1,555.1 
    3s Staple Foods       
-- Good Source of 6,150.0 6,439.0 6,674.2 6,994.8 7,354.5 7,596.9 
    Vitamins Staple Foods       
-- High Fibre Staple 6,943.3 7,431.7 7,798.4 8,214.4 8,637.5 8,681.8 
    Foods       
-- High Protein Staple 1,408.1 1,657.1 1,776.2 1,903.1 2,025.6 1,893.0 
    Foods       
-- Probiotic Staple Foods 65.4 63.7 67.9 72.3 76.7 81.0 
-- Superfruit Staple - - - - - - 
    Foods       
-- Bone and Joint 33.4 31.8 29.3 25.4 20.0 14.0 
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    Health Staple Foods       
-- Brain Health and - - - - - - 
    Memory Staple Foods       
-- Cardiovascular - - - - - - 
    Health Staple Foods       
-- Digestive Health 29.4 31.4 34.9 37.8 40.6 44.8 
    Staple Foods       
-- Energy Boosting 1,014.6 1,002.5 1,043.6 1,080.9 1,112.6 1,156.8 
    Staple Foods       
-- Immune Support 22.8 26.4 31.4 33.9 35.7 39.8 
    Staple Foods       
-- Skin Health Staple - - - - - - 
    Foods       
-- Vision Health Staple - - - - - - 
    Foods       
- Natural Staple Foods 904.4 978.6 1,047.2 1,111.5 1,161.9 1,184.4 
- Organic Staple Foods 292.2 294.2 294.0 300.5 308.2 317.5 

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

 

 

Table 51 Forecast Sales of Staple Foods by Health and Wellness Type: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
-- Low Fat Staple Foods 12.5 9.1 54.6 
-- Low Salt Staple Foods 14.6 9.4 56.8 
-- Low Sugar Staple Foods 2.8 0.6 3.1 
-- No Added Sugar Staple Foods 8.1 5.2 28.6 
-- No Caffeine Staple Foods - - - 
-- No Fat Staple Foods -21.7 -15.2 -56.1 
-- No Salt Staple Foods - - - 
-- No Sugar Staple Foods 26.0 18.1 129.8 
-- Dairy Free Staple Foods - - - 
-- Gluten Free Staple Foods 9.4 6.6 37.4 
-- Hypoallergenic Staple Foods - - - 
-- Keto Staple Foods 77.3 12.2 78.0 
-- Lactose Free Staple Foods -9.6 0.5 2.6 
-- Meat Free Staple Foods 8.1 8.0 46.7 
-- No Allergens Staple Foods - - - 
-- Plant-based Staple Foods 11.2 9.0 53.6 
-- Vegan Staple Foods 7.1 7.4 42.7 
-- Vegetarian Staple Foods 13.4 8.1 47.4 
-- Weight Management Staple Foods -5.4 9.3 56.1 
-- Good Source of Antioxidants Staple Foods 17.9 12.5 80.0 
-- Good Source of Minerals Staple Foods 6.4 5.4 30.4 
-- Good Source of Omega 3s Staple Foods 10.2 8.2 48.1 
-- Good Source of Vitamins Staple Foods 4.7 4.3 23.5 
-- High Fibre Staple Foods 7.0 4.6 25.0 
-- High Protein Staple Foods 17.7 6.1 34.4 
-- Probiotic Staple Foods -2.6 4.4 23.8 
-- Superfruit Staple Foods - - - 
-- Bone and Joint Health Staple Foods -4.9 -15.9 -58.0 
-- Brain Health and Memory Staple Foods - - - 
-- Cardiovascular Health Staple Foods - - - 
-- Digestive Health Staple Foods 6.9 8.8 52.5 
-- Energy Boosting Staple Foods -1.2 2.7 14.0 
-- Immune Support Staple Foods 16.0 11.8 74.5 
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-- Skin Health Staple Foods - - - 
-- Vision Health Staple Foods - - - 
- Natural Staple Foods 8.2 5.5 31.0 
- Organic Staple Foods 0.7 1.7 8.6 

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