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APPLIANCES AND ELECTRONICS 
SPECIALISTS IN SOUTH AFRICA - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 10% in current terms in 2022 to ZAR50.2 billion 

▪ JD Group Ltd is the leading player in 2022, with a retail value share of 11% 

▪ Retail sales are set to rise at a current value CAGR of 9% (2022 constant value CAGR of 4%) 

over the forecast period to ZAR76.7 billion 

 

 

2022 DEVELOPMENTS 
 

Price rises support value growth, while consumers gradually return to 
normal routines 

As the world reopened after months of lockdown in 2022, appliances and electronics 

specialists remained challenged by supply chain disruptions due to the combined effects of port 

congestion, China's “zero-Covid” policy and flooding in KwaZulu-Natal. The channel's 

performance was also affected by higher operating costs, exacerbated by rand depreciation, 

since it placed additional pressure on imported products, thereby driving up unit prices and 

value growth. In addition, the momentum gained during the pandemic due to remote working 

and schooling, which created demand for personal computers, smartphones, and routers, slowly 

dissipated as the government lifted lockdown restrictions and consumers' returned to their 

normal routines. On the other hand, poor economic performance and relatively high inflation 

resulted in consumers reducing spending on discretionary goods or trading down to more 

affordable alternatives such as subscription-based appliance rentals or second-hand products 

often found on social media marketplaces. 

As the trend unfolded, platforms such as Rentoza, which gives consumers access to the 

latest rental services for appliances and electronics, gained momentum, supporting a USD1.3 

million secured funding by June 2022. In response to the challenging operating environment, 

operators such as Lewis Group leveraged consumers' rising appetite for credit to boost their 

sales. The trend was illustrated in the group's overall credit sales, which rose from 50.9% in 

December 2021 to 58.3% in December 2022. In parallel, the challenging operating conditions 

were mitigated by an intensified power outage that spiked insurance claims in appliances and 

electronics, while increasing demand for energy-efficient products such as air fryers, LED 

lightbulbs and power stations. Furthermore, an increasing number of small and independent 

appliances and electronics specialists with limited digital capability joined leading online 

marketplaces as merchants to compete with hypermarkets and warehouse clubs positioned as 

one-stop shops. 

 

Xiaomi launches first store in South Africa 

Since its introduction to the South African market in 2017, Xiaomi has gained traction in 

smartphones and other devices. Demand has been supported by value-for-money offerings and 

innovation compared to household brands such as Apple, Samsung and Huawei, which usually 
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come with a higher price tag. In response to this momentum, the player opened its first store in 

Johannesburg in November 2022, an event marked by extensive promotional campaigns, 

including a 50% discount on selected items and strategically taking place ahead of South 

Africa's most popular shopping seasons; Black Friday, Cyber Monday and the Christmas period. 

The new store also allows consumers to test its latest offers, such as Redmi Note 11 Series 

and Xiaomi 12 Series, with updated features including charging speed, much needed 

considering intensified load shedding experienced in South Africa. Xiaomi further consolidated 

its presence in the country by launching a second outlet in Cape Town a month later, effectively 

setting its mark beyond access through department stores, apparel and footwear specialists and 

marketplaces such as Foschini, Edgars and Takealot. 

 

JD Group retains lead despite intensified online competition 

JD Group retained its leadership in 2022, supported by a diversified portfolio that caters for 

consumers across different income spectrums. The retailer also continued to develop targeted 

expansion plans to gain traction across the channel. On the other hand, the low-end Pepcell 

(Pepkor Retail) expanded its proximity to target markets, leading to other stores emerging 

across township neighbourhoods. The product mix remains different with JD Group offering an 

extended range of consumer appliances such as washing machines and dishwashers (with 

Incredible Connection continuing to attract more affluent consumers with the latest generation of 

technology and gadgets), while Pepcell predominantly offers entry-level smartphones. 

In response to the intensified competition from leading online marketplaces such as Takealot, 

JD Group launched Everyshop in April 2021, an online platform featuring over 500 local and 

international brands. The service leverages 16 nationwide distribution centres owned by JD 

group and, unlike other marketplaces, gives consumers access to credit finance solutions. 

However, Everyshop failed to effectively take off in 2022 due to lower momentum in marketing 

campaigns after launch, promotional campaigns targeting traditional media rather than online 

platforms, and the relatively low product diversity. Nevertheless, recent improvements via its 

online platforms for Hi Fi Corporation and Incredible Connection helped mitigate the issue and 

consolidated the group's positioning as a growing omnichannel retailer. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Further sales momentum likely as local economy recovers 

With the local economy anticipated to recover in the long term, appliances and electronics 

specialists will benefit from the expanding generation of tech-savvy consumers across 

Generation Z and millennials over the forecast period. The trend will be consolidated by the 

influx of affordable small appliances and electronics and the lowering of data prices. Since 2021, 

for instance, leading telecommunication providers have been reducing their data prices in 

response to recommendations from South Africa’s Competition Tribunal. The initiative has since 

been boosting demand for affordable smartphones. Although growth is expected to continue to 

be driven by value offerings, the significant divide among South Africa’s social classes offers 

further room for premium electronics and appliances targeting niche markets. For instance, 

premium brands such as Smeg continued to gain traction in 2022, despite economic challenges. 

Nevertheless, overall performance might be threatened by relatively slow economic growth 

over the short to medium term as it affects disposable incomes and encourages local 

consumers to embrace more affordable options such as subscription-based services and C2C 

second-hand social commerce services. In response to this trend, appliances and electronics 

specialists will likely reinvent the business model to include Buy Now Pay Now benefits through 
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strategic partnerships with emerging start-ups such as Payflex, a service that already includes 

renowned names such as iStore. As the trend unfolds, demand for energy-efficient products will 

continue, supported by persistent power outages. 

 

As more “digital budgeteers” emerge, competition will intensify 

Since the pandemic, the internet has become the primary point of price discovery for 

electronics and appliances in South Africa, a trend consolidated in 2022 due to consumers' 

rising price-sensitivity. The shift also gives room to a new generation of consumers, often called 

“digital budgeteers”. With over 86% of the South African population expected to be connected to 

the internet by 2027, the trend is expected to persist, leading to intensified competition within 

appliances and electronics specialists and against marketplaces such as Takealot and 

hypermarkets such as Checkers Hyper, which have been diversifying their offerings through 

strategic partnerships. For instance, in 2022, TCL South Africa joined forces with Pick 'n' Pay 

Hypermarket to display its range of Android Smart TVs. The player aimed to benefit from Pick 'n' 

Pay Hypermarket’s positioning as a one-stop shop and its growing online presence. 

On the other hand, Takealot, which has already built a solid reputation in appliances and 

electronics, reported power alternatives among the top 10 items in its platform. In response to 

the challenges, curated in-app experiences will become vital to retain consumers' interest. Along 

the same lines, differentiating offerings through aftercare and personalised services will remain 

pivotal to boosting demand among consumers increasingly showing a lack of loyalty. 

 

Changes to regulations will boost implementation of e-waste strategies 

The South African government implemented the e-waste management programme in 

November 2021 after reports indicated that the burning of appliances was hazardous and 

represented up to 10% of gas emissions in the country. The programme was created to 

complement the National Environmental Management Waste Act (NEMWA) act enforced in 

November 2021 to give producers, in addition to retailers, greater responsibility over post-

consumer packaging waste by requiring a recycling fee per ton of products. However, a year 

after implementation, the recycling rate remained relatively low, estimated at 2%-2.5% for 

lighting and 10%-12% for electronics and appliances. 

To cut e-waste, estimated at over 650,000 tonnes, of which 55% are located in Gauteng, the 

Department of Forestry, Fisheries and the Environment (DFFE) considered incentivising 

recycling by allowing consumers to benefit from a producer-driven return system that will entitle 

them to either scrap discounts or allow them to avoid levies on purchased products. Although 

there were concerns among critics about the cost involved in the recycling process, the new 

approach will likely allow appliances and electronics specialists to boost their sustainability 

profile and reduce operating costs by partnering with municipalities and insurance companies to 

support the collection. 

 

 

CHANNEL DATA 
 

Table 1 Appliances and Electronics Specialists: Value Sales, Outlets and Selling Space 
2017-2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales ZAR million 40,586.5 42,818.7 44,279.3 44,022.5 45,772.7 50,225.9 
Outlets 1,006.0 1,041.0 1,070.0 1,068.0 1,059.0 1,061.0 
Selling Space '000 sq m 444.5 456.6 458.7 470.1 416.9 418.6 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 2 Appliances and Electronics Specialists: Value Sales, Outlets and Selling Space: 
% Growth 2017-2022 

 

% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales ZAR million 9.7 4.4 23.8 
Outlets 0.2 1.1 5.5 
Selling Space '000 sq m 0.4 -1.2 -5.8 

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

 

 

Table 3 Appliances and Electronics Specialists GBO Company Shares: % Value 2018-
2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Steinhoff International 13.5 14.4 14.9 15.0 14.6 
    Holdings Ltd      
Lewis Group Ltd 0.9 0.9 0.9 1.0 0.9 
Foschini Group Ltd, The 0.4 0.6 0.7 0.8 0.7 
Walmart Inc 4.4 3.4 0.4 - - 
Pepkor Holdings Ltd - - - - - 
Shoprite Holdings Ltd - - - - - 
Others 80.8 80.7 83.1 83.2 83.7 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 4 Appliances and Electronics Specialists GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Hi Fi Corporation Steinhoff International 7.5 7.7 7.8 7.6 
 Holdings Ltd     
Incredible Connection Steinhoff International 3.4 3.7 3.7 3.6 
 Holdings Ltd     
Pepcell Steinhoff International 3.4 3.5 3.6 3.4 
 Holdings Ltd     
Best Home & Electric Lewis Group Ltd 0.9 0.9 1.0 0.9 
Hi Foschini Group Ltd, The 0.6 0.7 0.8 0.7 
Dionwired Walmart Inc 3.4 0.4 - - 
Pepcell Pepkor Holdings Ltd - - - - 
Power Express Shoprite Holdings Ltd - - - - 
Electric Express Steinhoff International - - - - 
 Holdings Ltd     
Others  80.7 83.1 83.2 83.7 
Total  100.0 100.0 100.0 100.0 

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

Data removed from sample 
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Table 5 Appliances and Electronics Specialists LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Pepcell (Steinhoff Pepkor Retail (Pty) Ltd 446 455 480 495 
    International      
    Holdings Ltd)      
Best Home & Electric Lewis Group Ltd 126 124 122 120 
Incredible Connection JD Group Ltd 72 74 74 74 
    (Steinhoff      
    International      
    Holdings Ltd)      
Hi Fi Corporation JD Group Ltd 40 45 47 47 
    (Steinhoff      
    International      
    Holdings Ltd)      
Hi Foschini Group Ltd, The 11 12 14 14 
Dionwired (Walmart Inc) Massmart Holdings Ltd 23 23 - - 
Electric Express JD Group Ltd - - - - 
    (Steinhoff      
    International      
    Holdings Ltd)      
Pepcell (Pepkor Pepkor Retail (Pty) Ltd - - - - 
    Holdings Ltd)      
Power Express Shoprite Holdings Ltd - - - - 
Others Others 352 335 322 311 
Total Total 1,070 1,068 1,059 1,061 

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

 

 

Table 6 Appliances and Electronics Specialists Forecasts: Value Sales, Outlets and 
Selling Space 2022-2027 

 

 2022 2023 2024 2025 2026 2027 
 
Value sales ZAR million 50,225.9 52,194.7 53,431.7 55,328.6 57,602.6 60,073.7 
Outlets 1,061.0 1,064.0 1,071.0 1,074.0 1,079.0 1,088.0 
Selling Space '000 sq m 418.6 419.9 423.3 425.5 427.1 429.0 

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

Note: Forecast value data in constant terms 

 

 

Table 7 Appliances and Electronics Specialists Forecasts: Value Sales, Outlets and 
Selling Space: % Growth 2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales ZAR million 3.9 3.6 19.6 
Outlets 0.3 0.5 2.5 
Selling Space '000 sq m 0.3 0.5 2.5 

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

 

 

 

 

 

 

 

 

 

Data removed from sample 

 

Data removed from sample 

 

Data removed from sample 

 



A P P L I A N C E S  A N D  E L E C T R O N I C S  S P E C I A L I S T S  I N  S O U T H  A F R I C A  P a s s p o r t  6 

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

Note: Forecast value data in constant terms 

 

 

 



A P P L I A N C E S  A N D  E L E C T R O N I C S  S P E C I A L I S T S  I N  S O U T H  A F R I C A  P a s s p o r t  7 

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

RETAIL IN SOUTH AFRICA - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Retail in 2022: The big picture 

After experiencing a 6.34% decline in real GDP in 2020 due to trading restrictions imposed to 

curb the pandemic, week-long civil unrest in Gauteng and KwaZulu-Natal, which affected over 

1,700 retailers and resulted in up to ZAR25 billion in operating losses, affected retailers' 

recovery in 2021. In 2022, businesses were again subject to a challenging operating 

environment due to relatively slow economic growth reflecting a 2% real GDP increase and a 

stagnating unemployment rate of over 33%. In parallel, the domino effects of the war in Ukraine, 

China's ongoing “zero-Covid” policy and floodings in KwaZulu-Natal continued to disrupt supply 

chains. The trend drove a spike in the overall cost of living, reflected in a 12% increase in the 

price of food and non-alcoholic beverages in 2022. With inflation reaching 8% towards the end 

of the year, significantly higher than the targeted 3-6% set by the South African Reserve Bank, 

the central bank started increasing the country's repo rate, which translated into the interest rate 

moving from a low 4.75% in December 2021 to over 8% by December 2022. 

The situation was exacerbated by escalating power shortages due to decades of low 

maintenance and poor management. As a result, Eskom, the only government entity mandated 

to supply electricity in the country, saw its Energy Availability Factor (EAF) fleet degrading from 

65% in 2020 to only 58.1% in 2022. According to the South African Reserve Bank, load 

shedding costs the country approximately ZAR900 million per day, as it forces businesses such 

as retailers to incur incremental charges to secure alternative energy sources, with smaller 

players compelled to close due to limited financial capabilities. For instance, despite Shoprite's 

earlier investments in energy alternatives, the player's financial bottom line was still affected by 

a ZAR560 million additional cost to operate generators across stores during the second half of 

2022. 

The operating conditions resulted in consumers' spending confidence remaining relatively 

low, subsequently affecting demand for discretionary goods. The rising cost of living also 

intensified price-sensitivity within grocery retailers, resulting in many households reducing non-

essential spending, trading down to private label or embracing channels such as discounters. In 

response to the challenge, retailers intensified promotional campaigns in the form of bundle 

offerings, a shift supported by the expansion of private label assortments in recent years. As 

loyalty slowly dissipated, reward programmes became a key differentiating tool to regain 

consumers’ interest, a trend noticeable across modern grocery retailers and pharmacies. In 

parallel, diversified offerings were pivotal across non-grocery retail formats, with The Foschini 

Group, for instance, benefiting from recently-acquired value brand Jet stores. As the trend 

evolved, the government's decision to retain a ZAR350 COVID-19 grant also alleviated pressure 

for lower-income groups. 

 

Competition intensifies as retailers diversify their portfolios 

With an increasing number of leading retailers such as Massmart divesting from regional 

operations to focus on the South African market, the move led to more players expanding their 

portfolios, either through innovation or strategic partnerships. In grocery retailers, the shift was 

marked by Pick ‘n’ Pay's move to split its corporate stores into two distinctive brands, namely 
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Pick ‘n’ Pay Qualisave, focusing on an extended value offering of 8,000 SKUs, and Pick ‘n’ Pay 

targeting more affluent shoppers. The initiative aimed to improve the player's positioning and 

effectively compete with Shoprite (Checkers) and Woolworths, predominantly catering for the 

premium segment. In parallel, Shoprite received approval from the Competition Tribunal to 

acquire 56 Cambridge Foods and Rhino cash and carry stores, despite objections from Pick ‘n’ 

Pay and Spar due to competition concerns. 

In non-grocery retailers, excitement was driven by The Foschini Group, which consolidated its 

presence in home products specialists through a ZAR2.34 billion deal that gave the player 

access to the Tapestry portfolio of 175 outlets under the Coricraft, Dial-a-bed, The Bed Store 

and Volpe's banners. In parallel, Mr Price also effectively tapped into the premium apparel and 

footwear segment with the acquisition of Studio 88, allowing it to take over Studio 88, Skipper, 

Bar Side Step, John Craig, and Speciality stores, including premium private label lines and 

exclusive distribution of international brands such as Sergio Tacchini and Ellesse. On the other 

hand, Dis-Chem acquired 23 Baby Boom stores and rebranded some to Dis-Chem Baby City 

outlets. As the trend unfolded, diversification across niche categories became increasingly 

common, with Shoprite introducing Petshop Science, a dedicated premium pet care store, while 

Clicks introduced Clicks Baby, a dedicated store for childrenswear. Furthermore, Walmart 

restructured Massmart's business operations by buying out external stakeholders. The move 

was set to create space for the player to finalise Massmart's restructuring plans away from 

public scrutiny. 

 

Retail e-commerce remains the fastest growing channel 

The influx of investments in digital services experienced since the pandemic resulted in 

omnichannel offerings becoming the new norm in South Africa’s retail landscape. The trend 

translated into accelerated momentum for on-demand grocery delivery services, resulting in a 

steady shift from third party platforms such as Uber Eats to first party offerings such as 

Checkers Sixty60. Demand for on-demand grocery delivery services was also supported by 

strategic partnerships such as between Pick ‘n’ Pay and Mr D Food, one of the leading on-

demand food delivery services in South Africa, which complemented Pick ‘n’ Pay’s ASAP! app 

launched in 2021. In parallel, Massmart leveraged recently-acquired OneCard and strategic 

partnerships with platforms such as VodaPay to expand its digital offerings. The player also 

relaunched Game's online platform and introduced a dedicated mobile app to support Makro's 

service. 

The review period was also marked by the emergence of new platforms, with Pick ‘n’ Pay 

launching a homewares website and Shoprite introducing Petshop Science Online. Despite the 

intensified competition, Takealot remained the leading e-commerce operator in the country, due 

to its digital capabilities and personalised offerings, supported by 90 collection points and over 

15,000 drivers to complete last mile delivery services. As inflation continued to rise, an 

increasing number of retailers partnered with emerging online Buy Now Pay Later platforms 

such as Payflex to help address demand from price-sensitive consumers. Nevertheless, 

consumers' revived routines mitigated overall growth of digital services due to the government 

lifting all COVID-19 restrictions, thereby impacting time spent online. On the other hand, 

economic constraints also affected overall spending confidence in online discretionary 

categories. 

 

What next for retail? 

The South African retail landscape is expected to benefit from improving economic conditions 

in the long term, with inflation expected to stabilise and real GDP expected to improve from 

2024. The rising population, expected to reach approximately 63 million by 2027, will support 
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demand across essential categories such as groceries and healthcare products. At the same 

time, higher urbanisation rates will boost demand across discretionary products such as 

homewares. In parallel, the government's decision to extend COVID-19 social grants until 2024, 

and possibly beyond, will also boost spending from unemployed and lower-income communities. 

In addition, the modern retailing landscape will benefit from expanding shopping centres 

nationwide, complementing over 2,000 commercial centres currently available in South Africa. In 

2022, Oceans Mall, a 36,000 sq m shopping centre located in Umhlanga, KwaZulu-Natal, was 

planned to launch in March 2023. The ZAR1.3 billion project was set to be followed by 13 

shopping centres in 2024 and beyond. 

As the trend unfolds, competition will intensify across channels and product categories, 

supported by retailers' diversified offerings through strategic partnerships and expansion. 

Recent acquisitions will also likely trigger further regulatory scrutiny over the forecast period, 

especially across apparel and footwear specialists, which will become more concentrated. In 

response to the trend, sustainability will grow to become an important differentiating tool, a trend 

likely to translate into the expansion of locally-sourced products, innovation in environmentally-

friendly products, and adoption of a more energy-efficient operating ecosystem to support 

activities. On the other hand, momentum of Buy Now Pay Later will continue to add specific 

value to services while boosting demand for discretionary goods. Moreover, improved internet 

penetration, innovation in payment options such as the new Rapid Payments Program (RPP), 

an influx of new entrants, and the growing base of tech-savvy consumers will continue booting 

demand for e-commerce services. 

Nevertheless, the short to medium term might remain subject to challenging operating 

conditions, with recent developments such as the country’s inclusion on a “grey list” likely to 

affect the influx of foreign investors. The situation could be worsened by power instability, 

tension due to socioeconomic gaps and political uncertainties, which is likely to lead to further 

delays in full economic recovery for South Africa over the forecast period. Moreover, the 

persisting inequality gap will continue to give room to informal retail, affecting modern channels' 

performance. 

 

 

OPERATING ENVIRONMENT 
 

Informal retail 

 

▪ As inflation affects consumers’ spending abilities, informal traders continue to receive support 

from lower-income income groups, due to their proximity to households, which avoids 

incremental spending on transport, and smaller customised packaging that meets demand 

from families with a limited budget. Informal traders are also witnessing an increased interest 

from entry-level product manufacturers with limited financial capabilities to expand their offer 

in modern grocery retailers. A noticeable example is Mfundo Xiniwethe, which has been 

improving the penetration of its Zepto dishwashing brand in KwaZulu- Natal with the support 

of spaza shops. 

▪ Informal traders are receiving greater support from fintech, due to the influx of impact 

investors since the pandemic. As a result, many operators have improved their operating 

efficiency by collaborating with start-ups such as Nomanini to access services including 

StockNow, with the latter providing affordable loans to support their working capital. Likewise, 

Yebo Fresh continues to expand its logistic services in lower-income areas to facilitate last 

mile delivery services and connect informal traders with manufacturers. 
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▪ The Department of Small Business Development announced plans to introduce a new licence 

framework to support the formalisation of informal traders. The change will complement the 

existing Spaza Shop Support Programme, which is helping to link informal traders with 

wholesalers, access small and medium businesses products and facilitate registration. The 

programme has also supported informal activities since the pandemic. The government 

reported spending ZAR36.9 million to support spaza shops between March 2020 and 2022. In 

parallel, the Gauteng department of Economic Development introduced a new bill to promote 

entrepreneurship in lower-income areas by facilitating access to business licences. 

 

Opening hours for physical retail 

 

Summary 1 Standard Opening Hours by Channel Type 2022 

Channel 24-hour 

opening? 

Monday-

Thursday 

Friday Saturday Sunday 

Supermarket

s 

No  08.00-

23.00hrs 

06.00-

23.00hrs 

08.00-

22.00hrs 

11.00-

17.00hrs 

Source: Euromonitor International 

 

 

Seasonality 

 

Christmas 

▪ Date: December 

▪ Shopping season: November until December 

▪ Primary products bought: Home furniture, electronics and appliances, toys and games, food 

and beverages, leisure and personal goods. 

▪ Retailer strategy: The momentum gained by Black Friday and Cyber Monday has led to a 

steady shift in the Christmas shopping period from December to November, with retailers 

conducting teaser advertisements from October, and extended offerings on discounted items 

during the entire month of December. Black Friday and Cyber Monday have also become 

increasingly relevant for general merchandise stores due to many households waiting for the 

event to purchase discretionary goods such as electronics and appliances. 

 

Back to School 

▪ Date: January to February, Mid-April to early May and Mid-August to early September 

▪ Primary products bought: Books and stationary supplies, personal accessories, school 

supplies such as uniforms and bags, as well as electronic devices. 

▪ Retailer strategy: Disruption to school activities due to the spread of the pandemic in 2020 

meant that the back to school seasons in the following years were even more relevant for 

retailers. As result, they were marked by intensified promotional campaigns. 

 

 

MARKET DATA 
 

Table 8 Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2017-2022 

 

ZAR million 
 2017 2018 2019 2020 2021 2022 
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Retail E-Commerce 12,503.3 15,054.9 17,552.5 30,505.6 40,407.8 49,034.1 
Retail Offline 982,417.6 1,023,450.3 1,057,216.3 1,015,749.0 1,079,057.8 1,171,643.0 
Retail 994,920.8 1,038,505.2 1,074,768.9 1,046,254.6 1,119,465.7 1,220,677.1 

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

 

 

Table 9 Sales in Retail by Retail Offline vs Retail E-Commerce: % Value Growth 2017-
2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Retail E-Commerce 21.3 31.4 292.2 
Retail Offline 8.6 3.6 19.3 
Retail 9.0 4.2 22.7 

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

 

 

Table 10 Sales in Retail Offline by Channel: Value 2017-2022 

 

ZAR million 
 2017 2018 2019 2020 2021 2022 
 
Direct Selling 8,696.1 8,244.6 8,862.0 7,546.1 7,693.2 7,877.0 
Vending 1,006.9 1,023.6 1,036.1 743.1 850.9 959.8 
Non-Grocery Retailers 421,096.4 435,163.7 446,354.2 410,479.6 436,670.4 473,044.5 
Grocery Retailers 551,618.2 579,018.4 600,964.1 596,980.2 633,843.3 689,761.7 
Retail Offline 982,417.6 1,023,450.3 1,057,216.3 1,015,749.0 1,079,057.8 1,171,643.0 

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

 

 

Table 11 Sales in Retail Offline by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Direct Selling 2.4 -2.0 -9.4 
Vending 12.8 -1.0 -4.7 
Non-Grocery Retailers 8.3 2.4 12.3 
Grocery Retailers 8.8 4.6 25.0 
Retail Offline 8.6 3.6 19.3 

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

 

 

Table 12 Retail Offline Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
Non-Grocery Retailers 86,849.0 90,734.0 94,072.0 91,761.0 90,291.0 90,859.0 
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Grocery Retailers 97,578.0 101,680.0 105,699.0 104,941.0 105,110.0 105,623.0 
Retail Offline 184,427.0 192,414.0 199,771.0 196,702.0 195,401.0 196,482.0 

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

 

 

Table 13 Retail Offline Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Non-Grocery Retailers 0.6 0.9 4.6 
Grocery Retailers 0.5 1.6 8.2 
Retail Offline 0.6 1.3 6.5 

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

 

 

Table 14 Sales in Retail E-Commerce by Product: Value 2017-2022 

 

ZAR million 
 2017 2018 2019 2020 2021 2022 
 
- Other Products E- 2,223.0 2,834.4 2,944.2 9,448.2 15,422.1 19,813.3 
    Commerce       
- Home Products E- 2,087.7 2,206.8 2,336.1 2,760.8 3,169.7 3,431.6 
    Commerce       
- Foods E-Commerce 538.5 735.4 945.8 1,832.3 2,570.3 3,125.4 
- Drinks and Tobacco E- 953.9 1,148.3 1,397.5 1,498.6 1,808.2 2,385.8 
    Commerce       
- Appliances and 3,384.9 4,196.1 5,129.5 7,792.3 9,637.8 11,542.1 
    Electronics E-Commerce       
- Health and Beauty E- 989.2 1,170.6 1,337.8 1,831.9 1,658.7 1,717.1 
    Commerce       
- Fashion E-Commerce 2,326.2 2,763.4 3,461.6 5,341.6 6,141.0 7,018.8 
Retail E-Commerce by 12,503.3 15,054.9 17,552.5 30,505.6 40,407.8 49,034.1 
    Product       

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

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 15 Sales in Retail E-Commerce by Product: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Products E-Commerce 28.5 54.9 791.3 
- Home Products E-Commerce 8.3 10.5 64.4 
- Foods E-Commerce 21.6 42.2 480.4 
- Drinks and Tobacco E-Commerce 31.9 20.1 150.1 
- Appliances and Electronics E-Commerce 19.8 27.8 241.0 
- Health and Beauty E-Commerce 3.5 11.7 73.6 
- Fashion E-Commerce 14.3 24.7 201.7 
Retail E-Commerce by Product 21.3 31.4 292.2 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 16 Grocery Retailers: Value Sales, Outlets and Selling Space 2017-2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales ZAR million 551,618.2 579,018.4 600,964.1 596,980.2 633,843.3 689,761.7 
Outlets 97,578.0 101,680.0 105,699.0 104,941.0 105,110.0 105,623.0 
Selling Space '000 sq m 9,715.7 10,103.8 10,367.3 10,317.4 10,316.4 10,369.0 

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

 

 

Table 17 Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 2017-
2022 

 

% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales ZAR million 8.8 4.6 25.0 
Outlets 0.5 1.6 8.2 
Selling Space '000 sq m 0.5 1.3 6.7 

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

 

 

Table 18 Sales in Grocery Retailers by Channel: Value 2017-2022 

 

ZAR million 
 2017 2018 2019 2020 2021 2022 
 
- Small Local Grocers 145,420.4 153,686.4 157,745.0 148,075.2 158,381.3 173,443.3 
- Foods/Drink/Tobacco 54,367.0 57,457.0 58,974.0 48,665.3 54,709.8 61,575.9 
    Specialists       
- Warehouse Clubs 17,745.0 19,281.4 19,682.4 18,473.9 19,907.5 21,379.7 
- Discounters 24,014.4 25,207.8 25,967.1 27,628.5 29,906.8 34,965.5 
- Hypermarkets 37,127.5 38,058.7 39,474.2 40,296.5 41,246.6 44,128.6 
- Supermarkets 228,075.5 238,703.7 251,820.8 268,441.1 282,712.2 305,537.6 
-- Forecourt Retailers 17,938.6 18,005.1 17,668.8 14,362.9 13,869.0 14,256.8 
-- Convenience Stores 26,929.8 28,618.3 29,631.8 31,036.7 33,110.1 34,474.3 
- Convenience Retailers 44,868.4 46,623.3 47,300.5 45,399.6 46,979.1 48,731.1 
Grocery Retailers 551,618.2 579,018.4 600,964.1 596,980.2 633,843.3 689,761.7 

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

 

 

Table 19 Sales in Grocery Retailers by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Small Local Grocers 9.5 3.6 19.3 
- Foods/Drink/Tobacco Specialists 12.5 2.5 13.3 
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- Warehouse Clubs 7.4 3.8 20.5 
- Discounters 16.9 7.8 45.6 
- Hypermarkets 7.0 3.5 18.9 
- Supermarkets 8.1 6.0 34.0 
-- Forecourt Retailers 2.8 -4.5 -20.5 
-- Convenience Stores 4.1 5.1 28.0 
- Convenience Retailers 3.7 1.7 8.6 
Grocery Retailers 8.8 4.6 25.0 

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

 

 

Table 20 Grocery Retailers Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
- Small Local Grocers 85,187.0 88,982.0 92,785.0 92,323.0 92,531.0 92,970.0 
- Foods/Drink/Tobacco 4,142.0 4,326.0 4,511.0 4,388.0 4,397.0 4,411.0 
    Specialists       
- Warehouse Clubs 21.0 21.0 22.0 22.0 22.0 22.0 
- Discounters 467.0 514.0 535.0 548.0 578.0 621.0 
- Hypermarkets 176.0 178.0 179.0 178.0 176.0 172.0 
- Supermarkets 2,833.0 2,877.0 2,927.0 2,933.0 2,971.0 3,005.0 
-- Forecourt Retailers 3,861.0 3,884.0 3,820.0 3,628.0 3,481.0 3,443.0 
-- Convenience Stores 891.0 898.0 920.0 921.0 954.0 979.0 
- Convenience Retailers 4,752.0 4,782.0 4,740.0 4,549.0 4,435.0 4,422.0 
Grocery Retailers 97,578.0 101,680.0 105,699.0 104,941.0 105,110.0 105,623.0 

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

 

 

Table 21 Grocery Retailers Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Small Local Grocers 0.5 1.8 9.1 
- Foods/Drink/Tobacco Specialists 0.3 1.3 6.5 
- Warehouse Clubs 0.0 0.9 4.8 
- Discounters 7.4 5.9 33.0 
- Hypermarkets -2.3 -0.5 -2.3 
- Supermarkets 1.1 1.2 6.1 
-- Forecourt Retailers -1.1 -2.3 -10.8 
-- Convenience Stores 2.6 1.9 9.9 
- Convenience Retailers -0.3 -1.4 -6.9 
Grocery Retailers 0.5 1.6 8.2 

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

 

 

Table 22 Non-Grocery Retailers: Value Sales, Outlets and Selling Space 2017-2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales ZAR million 421,096.4 435,163.7 446,354.2 410,479.6 436,670.4 473,044.5 
Outlets 86,849.0 90,734.0 94,072.0 91,761.0 90,291.0 90,859.0 
Selling Space '000 sq m 19,875.2 20,445.6 20,839.9 20,179.3 19,780.0 19,808.6 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 23 Non-Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 
2017-2022 

 

% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales ZAR million 8.3 2.4 12.3 
Outlets 0.6 0.9 4.6 
Selling Space '000 sq m 0.1 -0.1 -0.3 

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

 

 

Table 24 Sales in Non-Grocery Retailers by Channel: Value 2017-2022 

 

ZAR million 
 2017 2018 2019 2020 2021 2022 
 
- Other Non-Grocery 48,889.6 49,314.6 49,350.3 40,236.7 42,841.5 46,941.2 
    Retailers       
- Leisure and Personal 24,847.6 25,839.5 26,059.6 21,799.1 23,595.5 25,327.9 
    Goods Specialists       
- Health and Beauty 69,637.2 74,814.0 80,692.7 85,001.8 91,581.2 99,426.4 
    Specialists       
- Home Products 57,111.7 59,729.1 60,945.5 58,173.0 61,263.4 65,267.4 
    Specialists       
- Appliances and 40,586.5 42,818.7 44,279.3 44,022.5 45,772.7 50,225.9 
    Electronics Specialists       
- Apparel and Footwear 119,323.5 122,040.9 124,269.7 109,270.4 117,283.8 129,717.8 
    Specialists       
- General Merchandise 60,700.2 60,606.9 60,757.0 51,976.2 54,332.3 56,137.9 
    Stores       
Non-Grocery Retailers 421,096.4 435,163.7 446,354.2 410,479.6 436,670.4 473,044.5 

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

 

 

Table 25 Sales in Non-Grocery Retailers by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Non-Grocery Retailers 9.6 -0.8 -4.0 
- Leisure and Personal Goods Specialists 7.3 0.4 1.9 
- Health and Beauty Specialists 8.6 7.4 42.8 
- Home Products Specialists 6.5 2.7 14.3 
- Appliances and Electronics Specialists 9.7 4.4 23.8 
- Apparel and Footwear Specialists 10.6 1.7 8.7 
- General Merchandise Stores 3.3 -1.6 -7.5 
Non-Grocery Retailers 8.3 2.4 12.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 26 Non-Grocery Retailers Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
- Other Non-Grocery 31,362.0 33,177.0 35,216.0 34,220.0 33,190.0 33,328.0 
    Retailers       
- Leisure and Personal 7,321.0 7,534.0 7,666.0 7,213.0 7,107.0 7,166.0 
    Goods Specialists       
- Health and Beauty 11,211.0 11,552.0 11,829.0 11,773.0 11,756.0 11,839.0 
    Specialists       
- Home Products 6,239.0 6,254.0 6,252.0 6,232.0 6,261.0 6,306.0 
    Specialists       
- Appliances and 1,006.0 1,041.0 1,070.0 1,068.0 1,059.0 1,061.0 
    Electronics Specialists       
- Apparel and Footwear 24,895.0 26,169.0 26,972.0 26,373.0 26,091.0 26,318.0 
    Specialists       
- General Merchandise 4,815.0 5,007.0 5,067.0 4,882.0 4,827.0 4,841.0 
    Stores       
Non-Grocery Retailers 86,849.0 90,734.0 94,072.0 91,761.0 90,291.0 90,859.0 

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

 

 

Table 27 Non-Grocery Retailers Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Non-Grocery Retailers 0.4 1.2 6.3 
- Leisure and Personal Goods Specialists 0.8 -0.4 -2.1 
- Health and Beauty Specialists 0.7 1.1 5.6 
- Home Products Specialists 0.7 0.2 1.1 
- Appliances and Electronics Specialists 0.2 1.1 5.5 
- Apparel and Footwear Specialists 0.9 1.1 5.7 
- General Merchandise Stores 0.3 0.1 0.5 
Non-Grocery Retailers 0.6 0.9 4.6 

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

 

 

Table 28 Retail GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Shoprite Holdings Ltd 12.0 12.4 13.5 13.8 14.2 
Pick 'n' Pay Stores Ltd 8.2 8.2 8.8 8.7 8.8 
Internationale Spar 7.2 7.4 8.0 7.8 7.7 
    Centrale BV      
Woolworths Holdings Ltd 4.0 4.2 4.4 4.4 4.3 
    (South Africa)      
Steinhoff International 4.4 4.4 4.6 4.4 4.2 
    Holdings Ltd      
Walmart Inc 5.0 4.8 4.4 4.1 3.8 
Foschini Group Ltd, The 1.7 1.7 1.6 2.2 2.3 
Clicks Group Ltd 2.0 2.1 2.3 2.3 2.3 
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Dis-Chem Pharmacies (Pty) 1.8 2.0 2.2 2.2 2.2 
    Ltd      
Mr Price Group Ltd 1.9 1.9 1.8 1.9 2.0 
Naspers Ltd 0.4 0.6 1.1 1.2 1.3 
Truworths Group Pty Ltd 1.1 1.0 0.9 0.9 1.0 
Fruit & Veg City Holdings 1.1 1.0 1.0 0.9 1.0 
    (Pty) Ltd      
Retailability Group 0.2 0.2 0.2 0.7 0.7 
Checkout (Pty) Ltd 0.3 0.4 0.4 0.4 0.4 
Liquor Boys CC, The 0.3 0.3 0.3 0.3 0.3 
Lewis Group Ltd 0.3 0.3 0.3 0.3 0.3 
Cotton On Clothing Pty Ltd 0.3 0.3 0.3 0.3 0.3 
Bidvest Group Ltd 0.3 0.3 0.2 0.2 0.2 
Natura&Co 0.0 0.0 0.3 0.3 0.2 
Avon Products Inc 0.4 0.4 - - - 
Others 47.1 46.2 43.6 42.7 42.4 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 29 Retail GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Shoprite Shoprite Holdings Ltd 5.4 5.7 5.8 5.9 
Pick 'n' Pay Pick 'n' Pay Stores Ltd 5.1 5.7 5.6 5.6 
Spar Internationale Spar 4.7 5.3 5.0 4.9 
 Centrale BV     
Woolworths Woolworths Holdings Ltd 4.2 4.4 4.4 4.3 
 (South Africa)     
Checkers Supermarkets Shoprite Holdings Ltd 3.2 3.6 3.7 3.9 
Clicks Clicks Group Ltd 2.0 2.2 2.3 2.3 
Boxer Pick 'n' Pay Stores Ltd 1.8 2.0 2.0 2.2 
Dis-Chem Pharmacy Dis-Chem Pharmacies (Pty) 2.0 2.2 2.2 2.1 
 Ltd     
Makro Walmart Inc 1.9 1.8 1.8 1.8 
Pep Stores Steinhoff International 1.9 2.0 1.9 1.8 
 Holdings Ltd     
KwikSpar Internationale Spar 1.4 1.5 1.5 1.4 
 Centrale BV     
Mr Price Mr Price Group Ltd 1.3 1.2 1.3 1.4 
Checkers Hyper Shoprite Holdings Ltd 1.1 1.2 1.3 1.3 
Tops Internationale Spar 0.9 0.8 0.9 0.9 
 Centrale BV     
Game Walmart Inc 1.3 1.2 1.0 0.9 
Ackermans Steinhoff International 0.9 0.9 0.9 0.8 
 Holdings Ltd     
Truworths Truworths Group Pty Ltd 0.8 0.7 0.7 0.8 
Pick 'n' Pay Liquor Pick 'n' Pay Stores Ltd 0.8 0.7 0.7 0.8 
U-Save Shoprite Holdings Ltd 0.6 0.7 0.7 0.7 
Food Lover's Market Fruit & Veg City Holdings 0.6 0.7 0.6 0.7 
 (Pty) Ltd     
Others  58.2 55.5 55.8 55.6 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 30 Retail Offline GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Shoprite Holdings Ltd 12.2 12.6 13.8 14.1 14.5 
Pick 'n' Pay Stores Ltd 8.2 8.3 8.9 8.7 8.9 
Internationale Spar 7.3 7.5 8.2 8.1 8.0 
    Centrale BV      
Steinhoff International 4.4 4.5 4.7 4.6 4.4 
    Holdings Ltd      
Woolworths Holdings Ltd 4.1 4.3 4.4 4.4 4.3 
    (South Africa)      
Walmart Inc 5.0 4.9 4.5 4.1 3.9 
Clicks Group Ltd 2.0 2.1 2.3 2.4 2.4 
Foschini Group Ltd, The 1.7 1.7 1.6 2.2 2.3 
Dis-Chem Pharmacies (Pty) 1.9 2.0 2.2 2.3 2.3 
    Ltd      
Mr Price Group Ltd 1.9 1.9 1.8 1.9 2.0 
Fruit & Veg City Holdings 1.1 1.0 1.0 1.0 1.0 
    (Pty) Ltd      
Truworths Group Pty Ltd 1.1 1.0 0.9 0.9 1.0 
Retailability Group 0.2 0.2 0.2 0.7 0.7 
Checkout (Pty) Ltd 0.3 0.4 0.4 0.4 0.4 
Liquor Boys CC, The 0.3 0.4 0.3 0.3 0.3 
Lewis Group Ltd 0.3 0.3 0.3 0.3 0.3 
Cotton On Clothing Pty Ltd 0.3 0.3 0.3 0.3 0.3 
Bidvest Group Ltd 0.3 0.3 0.2 0.2 0.3 
Natura&Co 0.0 0.0 0.3 0.3 0.3 
Hub (Pty) Ltd, The 0.4 0.4 0.3 0.3 0.2 
Avon Products Inc 0.4 0.4 - - - 
Others 46.6 45.7 43.3 42.5 42.2 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 31 Retail Offline GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Shoprite Shoprite Holdings Ltd 5.5 5.9 6.0 6.1 
Pick 'n' Pay Pick 'n' Pay Stores Ltd 5.2 5.7 5.5 5.5 
Spar Internationale Spar 4.8 5.4 5.2 5.1 
 Centrale BV     
Woolworths Woolworths Holdings Ltd 4.3 4.4 4.4 4.3 
 (South Africa)     
Checkers Supermarkets Shoprite Holdings Ltd 3.2 3.7 3.9 4.1 
Clicks Clicks Group Ltd 2.1 2.3 2.4 2.4 
Boxer Pick 'n' Pay Stores Ltd 1.8 2.0 2.1 2.3 
Dis-Chem Pharmacy Dis-Chem Pharmacies (Pty) 2.0 2.2 2.2 2.2 
 Ltd     
Pep Stores Steinhoff International 1.9 2.0 2.0 1.9 
 Holdings Ltd     
Makro Walmart Inc 1.9 1.8 1.8 1.8 
KwikSpar Internationale Spar 1.4 1.6 1.5 1.5 
 Centrale BV     
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Mr Price Mr Price Group Ltd 1.3 1.2 1.3 1.4 
Checkers Hyper Shoprite Holdings Ltd 1.1 1.3 1.3 1.4 
Tops Internationale Spar 0.9 0.8 0.9 1.0 
 Centrale BV     
Game Walmart Inc 1.3 1.2 1.0 0.9 
Ackermans Steinhoff International 0.9 0.9 0.9 0.9 
 Holdings Ltd     
Pick 'n' Pay Liquor Pick 'n' Pay Stores Ltd 0.8 0.8 0.7 0.8 
Truworths Truworths Group Pty Ltd 0.8 0.7 0.7 0.8 
U-Save Shoprite Holdings Ltd 0.6 0.7 0.7 0.7 
Food Lover's Market Fruit & Veg City Holdings 0.7 0.7 0.7 0.7 
 (Pty) Ltd     
Others  57.7 54.5 54.7 54.4 
Total  100.0 100.0 100.0 100.0 

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

 

 

Table 32 Retail Offline LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Pep Stores (Steinhoff Pepkor Retail (Pty) Ltd 1,123 1,141 1,165 1,194 
    International      
    Holdings Ltd)      
Pick 'n' Pay (Pick Pick 'n' Pay Retailers 728 766 801 826 
    'n' Pay Stores Ltd) (Pty) Ltd     
Ackermans (Steinhoff Pepkor Retail (Pty) Ltd 735 760 763 812 
    International      
    Holdings Ltd)      
Tops (Internationale Spar Group Ltd 765 785 793 809 
    Spar Centrale BV)      
Clicks Clicks Group Ltd 667 704 750 788 
Pick 'n' Pay Liquor Pick 'n' Pay Retailers 464 470 504 546 
    (Pick 'n' Pay Stores (Pty) Ltd     
    Ltd)      
Shoprite Shoprite Holdings Ltd 490 507 525 536 
Foschini Foschini Group Ltd, The 457 474 492 515 
Pepcell (Steinhoff Pepkor Retail (Pty) Ltd 446 455 480 495 
    International      
    Holdings Ltd)      
Mr Price Mr Price Group Ltd 465 468 479 484 
Woolworths Woolworths Holdings Ltd 490 488 477 470 
 (South Africa)     
The Crazy Store Crazy Store (Pty) Ltd, The 362 382 412 446 
Lewis Lewis Group Ltd 419 415 412 418 
Jet Foschini Group Ltd, The - - 382 410 
Tekkie Town Pepkor Retail (Pty) Ltd 385 383 387 400 
    (Steinhoff      
    International      
    Holdings Ltd)      
Sasol Sasol Ltd 410 401 393 390 
Spar (Internationale Spar Group Ltd 377 379 379 379 
    Spar Centrale BV)      
U-Save Shoprite Holdings Ltd 345 347 362 375 
La Boutique (Total SE) Total South Africa (Pty) Ltd - 377 362 358 
FreshStop (Fruit & Chevron South Africa Ltd 307 316 330 340 
    Veg City Holdings      
    (Pty) Ltd)      
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La Boutique (Total SA) Total South Africa (Pty) Ltd 406 - - - 
Others Others 189,930 186,684 184,753 185,491 
Total Total 199,771 196,702 195,401 196,482 

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

 

 

Table 33 Retail E-Commerce GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Naspers Ltd 28.5 34.7 36.2 34.0 33.2 
Shoprite Holdings Ltd - - 3.9 6.3 7.4 
Pick 'n' Pay Stores Ltd 3.9 3.9 5.2 6.6 7.3 
Woolworths Holdings Ltd 2.7 3.3 4.0 4.4 4.2 
    (South Africa)      
Walmart Inc 3.8 3.1 2.8 2.4 2.4 
Apple Inc 3.4 3.2 2.1 1.8 1.8 
Foschini Group Ltd, The 1.5 1.9 1.7 1.9 1.7 
Mr Price Group Ltd 1.6 1.7 1.6 1.7 1.7 
Jumia Technologies AG 2.9 3.4 2.1 1.7 1.6 
Steinhoff International 1.4 1.4 1.2 1.2 1.3 
    Holdings Ltd      
HomeChoice Holdings Ltd 1.3 1.4 1.4 1.3 1.2 
Holdsport Ltd 1.6 1.6 1.3 1.1 1.0 
Netflorist SA 1.0 1.0 0.7 0.7 0.7 
Truworths Group Pty Ltd 0.6 0.7 0.6 0.6 0.6 
Global Capital (Pty) Ltd 1.1 1.0 0.6 0.5 0.5 
Amazon.com Inc 1.1 1.0 0.6 0.5 0.4 
Cybercellar Pty Ltd 0.7 0.7 0.3 0.3 0.3 
Dell Technologies Inc 0.2 0.1 0.1 0.1 0.1 
ASOS Plc 0.2 0.2 0.1 0.1 0.1 
Arcadia Home Shopping Pty 0.0 - - - - 
    Ltd      
Others 42.2 35.6 33.5 32.9 32.5 
Total 100.0 100.0 100.0 100.0 100.0 

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

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 34 Retail E-Commerce GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Takealot Naspers Ltd 16.6 13.6 12.3 11.2 
Superbalist Naspers Ltd 11.0 12.9 11.1 11.2 
Takealot Marketplace Naspers Ltd 7.1 9.7 10.5 10.8 
Checkers Shoprite Holdings Ltd - 3.9 6.3 7.4 
Pick 'n' Pay Pick 'n' Pay Stores Ltd 3.9 5.2 6.6 7.3 
Woolworths Woolworths Holdings Ltd 3.3 4.0 4.4 4.2 
 (South Africa)     
App Store Apple Inc 3.2 2.1 1.8 1.8 
Foschini Foschini Group Ltd, The 1.9 1.7 1.9 1.7 
Mr Price Mr Price Group Ltd 1.7 1.6 1.7 1.7 
Zando Jumia Technologies AG 3.4 2.1 1.7 1.6 
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Incredible Connection Steinhoff International 1.4 1.2 1.1 1.2 
 Holdings Ltd     
Makro Walmart Inc 1.5 1.3 1.2 1.2 
Homechoice HomeChoice Holdings Ltd 1.4 1.4 1.3 1.2 
Sportman's Warehouse Holdsport Ltd 1.6 1.3 1.1 1.0 
Builders Walmart Inc 0.7 0.7 0.8 0.9 
Netflorist Netflorist SA 1.0 0.7 0.7 0.7 
Truworths Truworths Group Pty Ltd 0.7 0.6 0.6 0.6 
Exclusive Books Global Capital (Pty) Ltd 1.0 0.6 0.5 0.5 
Amazon Marketplace Amazon.com Inc 1.0 0.6 0.5 0.4 
Makro Marketplace Walmart Inc 0.6 0.4 0.3 0.3 
Others  36.9 34.3 33.4 33.0 
Total  100.0 100.0 100.0 100.0 

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

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 35 Grocery Retailers GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Shoprite Holdings Ltd 20.8 21.3 22.7 23.4 24.0 
Pick 'n' Pay Stores Ltd 13.4 13.4 14.1 13.8 14.1 
Internationale Spar 12.2 12.6 13.4 13.1 13.0 
    Centrale BV      
Walmart Inc 7.4 7.2 6.5 6.0 5.6 
Woolworths Holdings Ltd 4.5 4.8 5.2 5.1 5.0 
    (South Africa)      
Fruit & Veg City Holdings 1.9 1.8 1.7 1.7 1.7 
    (Pty) Ltd      
Checkout (Pty) Ltd 0.6 0.6 0.7 0.7 0.7 
Liquor Boys CC, The 0.6 0.6 0.5 0.5 0.6 
Robinson Liquors (Pty) Ltd 0.4 0.4 0.3 0.3 0.3 
Engen Petroleum Ltd 0.7 0.6 0.4 0.4 0.3 
Total SE - - 0.3 0.3 0.2 
Shell Plc - - - - 0.2 
Sasol Ltd 0.2 0.2 0.2 0.2 0.2 
BP plc 0.2 0.1 0.1 0.1 0.0 
Royal Dutch Shell Plc 0.4 0.3 0.3 0.2 - 
Total SA 0.4 0.3 - - - 
Choppies Enterprises Ltd 0.2 0.1 - - - 
Others 36.2 35.5 33.6 34.4 34.1 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 36 Grocery Retailers GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Shoprite Shoprite Holdings Ltd 9.6 10.1 10.2 10.4 
Spar Internationale Spar 8.4 9.2 8.9 8.7 
 Centrale BV     
Pick 'n' Pay Pick 'n' Pay Stores Ltd 8.2 8.9 8.6 8.4 
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Checkers Supermarkets Shoprite Holdings Ltd 5.7 6.4 6.6 6.9 
Woolworths Woolworths Holdings Ltd 4.8 5.2 5.1 5.0 
 (South Africa)     
Boxer Pick 'n' Pay Stores Ltd 3.2 3.4 3.5 3.8 
Makro Walmart Inc 3.3 3.1 3.1 3.1 
KwikSpar Internationale Spar 2.5 2.7 2.6 2.6 
 Centrale BV     
Checkers Hyper Shoprite Holdings Ltd 1.9 2.2 2.2 2.3 
Tops Internationale Spar 1.5 1.4 1.5 1.6 
 Centrale BV     
Game Walmart Inc 2.4 2.1 1.8 1.6 
Pick 'n' Pay Liquor Pick 'n' Pay Stores Ltd 1.4 1.3 1.3 1.3 
U-Save Shoprite Holdings Ltd 1.1 1.1 1.2 1.2 
Food Lover's Market Fruit & Veg City Holdings 1.1 1.2 1.1 1.2 
 (Pty) Ltd     
Cambridge Foods Walmart Inc 1.6 1.4 1.1 0.9 
Checkers LiquorShop Shoprite Holdings Ltd 0.8 0.6 0.7 0.8 
Checkout Checkout (Pty) Ltd 0.6 0.7 0.7 0.7 
Liquor City Liquor Boys CC, The 0.6 0.5 0.5 0.6 
Shoprite LiquorShop Shoprite Holdings Ltd 0.4 0.3 0.4 0.4 
FreshStop Fruit & Veg City Holdings 0.4 0.3 0.3 0.3 
 (Pty) Ltd     
La Boutique Total SA 0.3 - - - 
Others  40.0 38.0 38.6 38.2 
Total  100.0 100.0 100.0 100.0 

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

 

 

Table 37 Grocery Retailers LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Tops (Internationale Spar Group Ltd 765 785 793 809 
    Spar Centrale BV)      
Pick 'n' Pay (Pick Pick 'n' Pay Retailers 509 541 561 561 
    'n' Pay Stores Ltd) (Pty) Ltd     
Pick 'n' Pay Liquor Pick 'n' Pay Retailers 464 470 504 546 
    (Pick 'n' Pay Stores (Pty) Ltd     
    Ltd)      
Shoprite Shoprite Holdings Ltd 490 507 525 536 
Sasol Sasol Ltd 410 401 393 390 
Spar (Internationale Spar Group Ltd 377 379 379 379 
    Spar Centrale BV)      
U-Save Shoprite Holdings Ltd 345 347 362 375 
La Boutique (Total SE) Total South Africa (Pty) Ltd - 377 362 358 
Shoprite LiquorShop Shoprite Holdings Ltd 281 315 337 340 
FreshStop (Fruit & Chevron South Africa Ltd 307 316 330 340 
    Veg City Holdings      
    (Pty) Ltd)      
Super Spar Spar Group Ltd 329 335 335 335 
    (Internationale Spar      
    Centrale BV)      
Quickshop Engen Petroleum Ltd 485 419 351 297 
Liquor City Liquor Boys CC, The 274 270 263 263 
Shell Select (Shell Shell South Africa - - - 260 
    Plc) Marketing (Pty) Ltd     
Checkers Supermarkets Shoprite Holdings Ltd 220 225 235 239 
Boxer (Pick 'n' Pay Pick 'n' Pay Retailers 172 184 199 229 
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    Stores Ltd) (Pty) Ltd     
Checkers LiquorShop Shoprite Holdings Ltd 189 190 205 217 
Woolworths Woolworths Holdings Ltd 191 193 194 195 
 (South Africa)     
Pick 'n' Pay Express BP South Africa (Pty) Ltd 170 170 178 190 
    (Pick 'n' Pay Stores      
    Ltd)      
KwikSpar Spar Group Ltd 127 129 129 129 
    (Internationale Spar      
    Centrale BV)      
Shell Select (Royal Shell South Africa 334 291 267 - 
    Dutch Shell Plc) Marketing (Pty) Ltd     
La Boutique (Total SA) Total South Africa (Pty) Ltd 406 - - - 
Others Others 98,854 98,097 98,208 98,635 
Total Total 105,699 104,941 105,110 105,623 

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

 

 

Table 38 Non-Grocery Retailers GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Steinhoff International 10.4 10.6 11.6 11.3 10.8 
    Holdings Ltd      
Clicks Group Ltd 4.7 5.0 5.8 5.9 5.9 
Foschini Group Ltd, The 4.1 4.0 4.0 5.4 5.7 
Dis-Chem Pharmacies (Pty) 4.4 4.7 5.5 5.7 5.6 
    Ltd      
Mr Price Group Ltd 4.4 4.4 4.5 4.7 5.0 
Woolworths Holdings Ltd 3.5 3.7 3.4 3.4 3.5 
    (South Africa)      
Truworths Group Pty Ltd 2.6 2.4 2.2 2.3 2.5 
Retailability Group 0.5 0.5 0.5 1.8 1.8 
Pick 'n' Pay Stores Ltd 1.5 1.6 1.6 1.5 1.5 
Walmart Inc 1.9 1.8 1.6 1.6 1.5 
Shoprite Holdings Ltd 1.0 1.0 1.0 1.0 1.0 
Internationale Spar 0.9 0.9 0.9 0.8 0.8 
    Centrale BV      
Lewis Group Ltd 0.7 0.7 0.8 0.8 0.8 
Cotton On Clothing Pty Ltd 0.7 0.7 0.7 0.7 0.7 
Bidvest Group Ltd 0.8 0.7 0.6 0.5 0.6 
Hub (Pty) Ltd, The 0.9 0.9 0.8 0.7 0.6 
Cashbuild Ltd 0.6 0.6 0.6 0.6 0.6 
Crazy Store (Pty) Ltd, The 0.4 0.4 0.5 0.5 0.5 
Holdsport Ltd 0.3 0.3 0.3 0.3 0.3 
HomeChoice Holdings Ltd 0.3 0.3 0.3 0.3 0.3 
Others 55.6 54.8 52.9 50.1 50.1 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 39 Non-Grocery Retailers GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
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Clicks Clicks Group Ltd 4.9 5.7 5.9 5.9 
Dis-Chem Pharmacy Dis-Chem Pharmacies (Pty) 4.7 5.5 5.5 5.4 
 Ltd     
Pep Stores Steinhoff International 4.6 5.0 4.9 4.6 
 Holdings Ltd     
Mr Price Mr Price Group Ltd 3.0 3.0 3.2 3.5 
Woolworths Woolworths Holdings Ltd 3.7 3.4 3.4 3.5 
 (South Africa)     
Ackermans Steinhoff International 2.1 2.3 2.2 2.1 
 Holdings Ltd     
Truworths Truworths Group Pty Ltd 1.9 1.8 1.8 1.9 
Jet Foschini Group Ltd, The - - 1.3 1.5 
Edgars Retailability Group - - 1.4 1.3 
Pick 'n' Pay Pick 'n' Pay Stores Ltd 1.2 1.2 1.2 1.3 
Foschini Foschini Group Ltd, The 1.1 1.1 1.1 1.1 
OK Furniture Shoprite Holdings Ltd 0.9 0.8 0.8 0.8 
Builders Warehouse Walmart Inc 0.9 0.9 0.9 0.8 
Build It Internationale Spar 0.9 0.9 0.8 0.8 
 Centrale BV     
Mr Price Home Mr Price Group Ltd 0.7 0.8 0.8 0.8 
Hi Fi Corporation Steinhoff International 0.7 0.8 0.8 0.8 
 Holdings Ltd     
Markham Foschini Group Ltd, The 0.8 0.8 0.8 0.8 
Waltons Bidvest Group Ltd 0.7 0.6 0.5 0.6 
The Hub Hub (Pty) Ltd, The 0.9 0.8 0.7 0.6 
Buco Steinhoff International 0.6 0.7 0.6 0.6 
 Holdings Ltd     
Jet Edcon Holdings Ltd 1.5 1.4 - - 
Edgars Edcon Holdings Ltd 1.6 1.3 - - 
Others  62.8 61.3 61.3 61.2 
Total  100.0 100.0 100.0 100.0 

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

 

 

Table 40 Non-Grocery Retailers LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
Pep Stores (Steinhoff Pepkor Retail (Pty) Ltd 1,123 1,141 1,165 1,194 
    International      
    Holdings Ltd)      
Ackermans (Steinhoff Pepkor Retail (Pty) Ltd 735 760 763 812 
    International      
    Holdings Ltd)      
Clicks Clicks Group Ltd 667 704 750 788 
Foschini Foschini Group Ltd, The 457 474 492 515 
Pepcell (Steinhoff Pepkor Retail (Pty) Ltd 446 455 480 495 
    International      
    Holdings Ltd)      
Mr Price Mr Price Group Ltd 465 468 479 484 
The Crazy Store Crazy Store (Pty) Ltd, The 362 382 412 446 
Lewis Lewis Group Ltd 419 415 412 418 
Jet Foschini Group Ltd, The - - 382 410 
Tekkie Town Pepkor Retail (Pty) Ltd 385 383 387 400 
    (Steinhoff      
    International      
    Holdings Ltd)      
Specsavers Specsavers SA Pty Ltd 285 280 290 330 
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    (Specsavers Optical      
    Group BV)      
Sheet Street Mr Price Group Ltd 284 300 322 326 
Build It Spar Group Ltd 321 321 321 321 
    (Internationale Spar      
    Centrale BV)      
Markham Foschini Group Ltd, The 316 312 312 312 
Truworths Truworths Group Pty Ltd 311 311 309 309 
OK Furniture Shoprite Holdings Ltd 335 315 304 302 
Exact Foschini Group Ltd, The 280 285 288 300 
Total Sports Foschini Group Ltd, The 300 299 295 298 
Sportscene Foschini Group Ltd, The 254 270 276 293 
Woolworths Woolworths Holdings Ltd 299 295 283 275 
 (South Africa)     
Jet Edcon Holdings Ltd 326 306 - - 
Others Others 85,702 83,285 81,569 81,831 
Total Total 94,072 91,761 90,291 90,859 

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

 

 

Table 41 Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2022-
2027 

 

ZAR million 
 2022 2023 2024 2025 2026 2027 
 
Retail E-Commerce 49,034.1 53,665.3 58,269.7 62,867.2 67,343.4 71,996.8 
Retail Offline 1,171,643.0 1,198,570.6 1,218,476.4 1,239,118.0 1,255,798.8 1,270,121.7 
Retail 1,220,677.1 1,252,235.8 1,276,746.2 1,301,985.2 1,323,142.2 1,342,118.5 

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

Note: Forecast value data in constant terms. 

 

 

Table 42 Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: % Value 
Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
Retail E-Commerce 9.4 8.0 46.8 
Retail Offline 2.3 1.6 8.4 
Retail 2.6 1.9 9.9 

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

 

 

Table 43 Forecast Sales in Retail Offline by Channel: Value 2022-2027 

 

ZAR million 
 2022 2023 2024 2025 2026 2027 

 
Direct Selling 7,877.0 8,242.5 8,508.7 8,748.6 8,938.5 9,043.1 
Vending 959.8 991.5 1,019.6 1,031.1 1,039.1 1,044.9 
Non-Grocery Retailers 473,044.5 482,103.2 487,940.5 495,066.0 502,063.8 508,406.0 
Grocery Retailers 689,761.7 707,233.4 721,007.7 734,272.2 743,757.4 751,627.8 
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Retail Offline 1,171,643.0 1,198,570.6 1,218,476.4 1,239,118.0 1,255,798.8 1,270,121.7 

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

Note 1: Forecast value data in constant terms. 

 

 

Table 44 Forecast Sales in Retail Offline by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
Direct Selling 4.6 2.8 14.8 
Vending 3.3 1.7 8.9 
Non-Grocery Retailers 1.9 1.5 7.5 
Grocery Retailers 2.5 1.7 9.0 
Retail Offline 2.3 1.6 8.4 

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

 

 

Table 45 Forecast Retail Offline Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
Non-Grocery Retailers 90,859.0 91,615.0 92,563.0 93,549.0 94,373.0 94,972.0 
Grocery Retailers 105,623.0 106,890.0 107,448.0 108,057.0 108,786.0 109,180.0 
Retail Offline 196,482.0 198,505.0 200,011.0 201,606.0 203,159.0 204,152.0 

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

 

 

Table 46 Forecast Retail Offline Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Non-Grocery Retailers 0.8 0.9 4.5 
Grocery Retailers 1.2 0.7 3.4 
Retail Offline 1.0 0.8 3.9 

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

 

 

Table 47 Forecast Sales in Retail E-Commerce by Product: Value 2022-2027 

 

ZAR million 
 2022 2023 2024 2025 2026 2027 
 
- Other Products E- 19,813.3 21,610.4 23,253.7 24,629.2 25,740.0 27,157.6 
    Commerce       
- Home Products E- 3,431.6 3,522.5 3,676.5 3,934.5 4,154.7 4,385.6 
    Commerce       
- Foods E-Commerce 3,125.4 3,557.1 4,017.7 4,536.7 5,097.8 5,342.0 
- Drinks and Tobacco E- 2,385.8 2,848.2 3,361.5 3,941.4 4,424.0 5,139.9 
    Commerce       
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- Appliances and 11,542.1 12,843.9 14,186.4 15,544.0 17,275.6 18,946.8 
    Electronics E-Commerce       
- Health and Beauty E- 1,717.1 1,773.4 1,816.1 1,889.5 1,958.5 2,028.2 
    Commerce       
- Fashion E-Commerce 7,018.8 7,509.7 7,957.9 8,392.1 8,692.8 8,996.7 
Retail E-Commerce by 49,034.1 53,665.3 58,269.7 62,867.2 67,343.4 71,996.8 
    Product       

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

Note 1: Forecast value data in constant terms. 
Note 2: Vending data captures vending systems installed in public and semi-captive environments only. For 

further details refer to definitions. 

 

 

Table 48 Forecast Sales in Retail E-Commerce by Product: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Products E-Commerce 9.1 6.5 37.1 
- Home Products E-Commerce 2.6 5.0 27.8 
- Foods E-Commerce 13.8 11.3 70.9 
- Drinks and Tobacco E-Commerce 19.4 16.6 115.4 
- Appliances and Electronics E-Commerce 11.3 10.4 64.2 
- Health and Beauty E-Commerce 3.3 3.4 18.1 
- Fashion E-Commerce 7.0 5.1 28.2 
Retail E-Commerce by Product 9.4 8.0 46.8 

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

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 49 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2022-2027 

 

 2022 2023 2024 2025 2026 2027 
 
Value sales ZAR million 689,761.7 707,233.4 721,007.7 734,272.2 743,757.4 751,627.8 
Outlets 105,623.0 106,890.0 107,448.0 108,057.0 108,786.0 109,180.0 
Selling Space '000 sq m 10,369.0 10,466.3 10,574.3 10,675.6 10,779.1 10,848.5 

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

Note: Forecast value data in constant terms. 

 

 

Table 50 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales ZAR million 2.5 1.7 9.0 
Outlets 1.2 0.7 3.4 
Selling Space '000 sq m 0.9 0.9 4.6 

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

Note: Forecast value data in constant terms. 
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Table 51 Forecast Sales in Grocery Retailers by Channel: Value 2022-2027 

 

ZAR million 
 2022 2023 2024 2025 2026 2027 
 
- Small Local Grocers 173,443.3 177,185.8 180,115.8 182,709.2 183,498.2 183,901.9 
- Foods/Drink/Tobacco 61,575.9 63,084.9 65,679.0 68,220.9 70,142.2 71,236.4 
    Specialists       
- Warehouse Clubs 21,379.7 21,986.8 22,980.6 23,984.9 24,886.7 25,573.6 
- Discounters 34,965.5 37,745.3 40,153.4 42,201.2 43,935.7 45,614.0 
- Hypermarkets 44,128.6 45,412.0 47,155.2 48,545.9 49,853.9 50,965.7 
- Supermarkets 305,537.6 311,190.0 312,341.4 314,059.3 314,718.8 315,190.9 
-- Forecourt Retailers 14,256.8 14,868.4 15,234.2 15,488.6 15,663.6 15,812.4 
-- Convenience Stores 34,474.3 35,760.2 37,347.9 39,062.2 41,058.3 43,332.9 
- Convenience Retailers 48,731.1 50,628.6 52,582.1 54,550.8 56,721.9 59,145.3 
Grocery Retailers 689,761.7 707,233.4 721,007.7 734,272.2 743,757.4 751,627.8 

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

Note: Forecast value data in constant terms. 

 

 

Table 52 Forecast Sales in Grocery Retailers by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Small Local Grocers 2.2 1.2 6.0 
- Foods/Drink/Tobacco Specialists 2.5 3.0 15.7 
- Warehouse Clubs 2.8 3.6 19.6 
- Discounters 8.0 5.5 30.5 
- Hypermarkets 2.9 2.9 15.5 
- Supermarkets 1.9 0.6 3.2 
-- Forecourt Retailers 4.3 2.1 10.9 
-- Convenience Stores 3.7 4.7 25.7 
- Convenience Retailers 3.9 3.9 21.4 
Grocery Retailers 2.5 1.7 9.0 

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

Note: Forecast value data in constant terms. 

 

 

Table 53 Forecast Grocery Retailers Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
- Small Local Grocers 92,970.0 94,111.0 94,557.0 95,058.0 95,677.0 95,983.0 
- Foods/Drink/Tobacco 4,411.0 4,431.0 4,440.0 4,463.0 4,480.0 4,495.0 
    Specialists       
- Warehouse Clubs 22.0 23.0 24.0 24.0 24.0 24.0 
- Discounters 621.0 685.0 744.0 799.0 848.0 881.0 
- Hypermarkets 172.0 174.0 176.0 178.0 181.0 184.0 
- Supermarkets 3,005.0 3,044.0 3,079.0 3,099.0 3,121.0 3,136.0 
-- Forecourt Retailers 3,443.0 3,411.0 3,387.0 3,367.0 3,359.0 3,354.0 
-- Convenience Stores 979.0 1,011.0 1,041.0 1,069.0 1,096.0 1,123.0 
- Convenience Retailers 4,422.0 4,422.0 4,428.0 4,436.0 4,455.0 4,477.0 
Grocery Retailers 105,623.0 106,890.0 107,448.0 108,057.0 108,786.0 109,180.0 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 54 Forecast Grocery Retailers Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
- Small Local Grocers 1.2 0.6 3.2 
- Foods/Drink/Tobacco Specialists 0.5 0.4 1.9 
- Warehouse Clubs 4.5 1.8 9.1 
- Discounters 10.3 7.2 41.9 
- Hypermarkets 1.2 1.4 7.0 
- Supermarkets 1.3 0.9 4.4 
-- Forecourt Retailers -0.9 -0.5 -2.6 
-- Convenience Stores 3.3 2.8 14.7 
- Convenience Retailers 0.0 0.2 1.2 
Grocery Retailers 1.2 0.7 3.4 

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

 

 

Table 55 Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2022-
2027 

 

 2022 2023 2024 2025 2026 2027 
 
Value sales ZAR million 473,044.5 482,103.2 487,940.5 495,066.0 502,063.8 508,406.0 
Outlets 90,859.0 91,615.0 92,563.0 93,549.0 94,373.0 94,972.0 
Selling Space '000 sq m 19,808.6 19,898.6 20,020.2 20,132.3 20,239.8 20,308.5 

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

Note: Forecast value data in constant terms. 

 

 

Table 56 Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % 
Growth 2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales ZAR million 1.9 1.5 7.5 
Outlets 0.8 0.9 4.5 
Selling Space '000 sq m 0.5 0.5 2.5 

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

Note: Forecast value data in constant terms. 

 

 

Table 57 Forecast Sales in Non-Grocery Retailers by Channel: Value 2022-2027 

 

ZAR million 
 2022 2023 2024 2025 2026 2027 
 
- Other Non-Grocery 46,941.2 47,856.6 48,655.8 49,409.9 49,993.0 50,637.9 
    Retailers       
- Leisure and Personal 25,327.9 25,669.3 25,939.4 26,268.8 26,497.1 26,646.4 
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    Goods Specialists       
- Health and Beauty 99,426.4 101,450.7 103,203.5 105,322.9 107,328.2 108,806.3 
    Specialists       
- Home Products 65,267.4 65,867.1 66,274.8 66,804.0 67,300.6 67,812.9 
    Specialists       
- Appliances and 50,225.9 52,194.7 53,431.7 55,328.6 57,602.6 60,073.7 
    Electronics Specialists       
- Apparel and Footwear 129,717.8 132,766.2 133,722.1 134,377.3 134,820.8 135,103.9 
    Specialists       
- General Merchandise 56,137.9 56,298.7 56,713.1 57,554.5 58,521.5 59,324.9 
    Stores       
Non-Grocery Retailers 473,044.5 482,103.2 487,940.5 495,066.0 502,063.8 508,406.0 

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

Note: Forecast value data in constant terms. 

 

 

Table 58 Forecast Sales in Non-Grocery Retailers by Channel: % Value Growth 2022-
2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Non-Grocery Retailers 2.0 1.5 7.9 
- Leisure and Personal Goods Specialists 1.3 1.0 5.2 
- Health and Beauty Specialists 2.0 1.8 9.4 
- Home Products Specialists 0.9 0.8 3.9 
- Appliances and Electronics Specialists 3.9 3.6 19.6 
- Apparel and Footwear Specialists 2.4 0.8 4.2 
- General Merchandise Stores 0.3 1.1 5.7 
Non-Grocery Retailers 1.9 1.5 7.5 

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

 

 

Table 59 Forecast Non-Grocery Retailers Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
- Other Non-Grocery 33,328.0 33,483.0 33,720.0 34,041.0 34,251.0 34,357.0 
    Retailers       
- Leisure and Personal 7,166.0 7,262.0 7,359.0 7,467.0 7,560.0 7,617.0 
    Goods Specialists       
- Health and Beauty 11,839.0 11,915.0 12,007.0 12,086.0 12,177.0 12,252.0 
    Specialists       
- Home Products 6,306.0 6,385.0 6,496.0 6,614.0 6,697.0 6,756.0 
    Specialists       
- Appliances and 1,061.0 1,064.0 1,071.0 1,074.0 1,079.0 1,088.0 
    Electronics Specialists       
- Apparel and Footwear 26,318.0 26,618.0 26,932.0 27,231.0 27,520.0 27,773.0 
    Specialists       
- General Merchandise 4,841.0 4,888.0 4,978.0 5,036.0 5,089.0 5,129.0 
    Stores       
Non-Grocery Retailers 90,859.0 91,615.0 92,563.0 93,549.0 94,373.0 94,972.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 60 Forecast Non-Grocery Retailers Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
- Other Non-Grocery Retailers 0.5 0.6 3.1 
- Leisure and Personal Goods Specialists 1.3 1.2 6.3 
- Health and Beauty Specialists 0.6 0.7 3.5 
- Home Products Specialists 1.3 1.4 7.1 
- Appliances and Electronics Specialists 0.3 0.5 2.5 
- Apparel and Footwear Specialists 1.1 1.1 5.5 
- General Merchandise Stores 1.0 1.2 5.9 
Non-Grocery Retailers 0.8 0.9 4.5 

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

 

 

 

DISCLAIMER 
Forecast closing date: 13 February 2023 

Report closing date: 11 April 2023 

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

performance in 2022 and beyond as of the dates above. For the very latest insight on this 

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

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

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during research include the following: 

 

Summary 2 Research Sources 

Official Sources Medipages 

 Statistics South Africa 
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 WorldPay 

Trade Press Business Day 

 Food & Beverage Review 

 Mail & Guardian Newspaper 

 Mybroadband 

Source: Euromonitor International 
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