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South Africans spending more on snacks

Snacking is on the increase with South Africans spending more on snacks.

Currently, snack buying is at the highest level since Ipsos began tracking this in January 2020, and
with changing lifestyles and an increase in consumer sophistication and product awareness, it is
probably no surprise. Snacks are more than just treats for consumers, they are also big business for
manufacturers and retailers, with snacking becoming a daily occurrence for the modern consumer.

In the latest Ipsos Consumption and Shopper tracking study, the value of snack sales increased by
almost half (+43%) compared to the previous year, with cheaper brands gaining traction in various
categories. However, the study shows that there is a decline in purchase frequency - consumers thus
spend more than before on snacks on the occasions when they purchase snacks.

This value growth for snacks is largely attributed to the 4% growth of the total sweet category, with
ice cream (+5.9%) and sweets (+6.3%) recording significant increases. While ice cream and sweets
remained stable across most age groups, it is the sweet-toothed 25 — 34 year olds driving the growth.
Smaller in size but big in potential there is a slight push back from peanuts (+2.3%) in the total savoury
category.
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The role of retailers

In keeping with the increased sales of snacks, most retailers experienced an increase in crispy chips
shopping, bar traditional channels with a 1% decrease. Looking at individual retailers specifically,
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Shoprite benefited the most from an increased volume of sales (+6.5%) of chips, with sister company
Checkers in second with a 5.4% increase. Pick n Pay recorded a significant decrease (-12.2%) in chip

shopping.
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Snacking occasions are influencing pack size choice

Although at-home consumption of snacks sits at a comfortable 82%, compared to 18% of out-of-home
snhacking, the market is being driven by increased demand for convenient food products and on-the-
go trends, most likely with people increasingly returning to post-lockdown lives.

SNACKS: AT HOME AND OUT OF HOME OCCASION SHARE
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Snacking while walking has seen the sharpest increase (+12%), followed by snacking at the office
(+8%), and snacking while watching sports on TV at home (+5%). On the other hand, consumption
of snacks on public transport has declined sharply (-22%).

SNACKS: OCCASION SHARE SHIFTS
L;g‘i Out of Home ﬁ At Home

38.7%
24.7%
24.5%

30.5%
28.1%
16.1%
19.0%
15.0%
14.6%
14.5%
13.0%

15.6%

3.9%

B 4 b 3

Friend-

. .. Waiting . . . . . . Watching
- family On public Daily Watching Working/ Watching - Listening
Office Walking members transport for driving TV Studying amovie Relaxing to Music Sporton
h transport TV
ouse
S)IEﬁﬁffﬁ:lazuls spending more on snacks (11 October 2021). Results from an Ipsos study Q2 2020 . Q2 2021 @

With the gradual growth in snacking out of home, consumers are downsizing to smaller pack sizes
which is especially evident in the chip category. Small and medium pack size volumes have grown by
3.8% and 3.4%, respectively. Consequently, this has decreased volume share of large pack sizes by
5.7% and extra-large pack sizes by 1.5%.

“Snack time” can be any time
Looking at the time of snacking, traditional breakfast hours (05:00 — 10:00) is the most popular time
for both savoury (45.2%) and sweet (37.6%) snacks, followed by traditional dinner and evening time

(18:00 — 23:59).

Most interestingly, late at night and early morning (00:00 — 04:59) many consumers are looking for
something sweet to snack on (17.2%).
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Shopper Panel

The Ipsos Shopper panel is a unique Individual Shopper Panel of 2 000 Panellists, that
provides insights into end user continuous purchasing patterns across various
snacking categories. Consumers are contacted once a week on a continuous basis for
the past seven days of purchases

Categories measured: Snacks: (Chips, Peanuts, Popcorn, Savoury Biscuits/Crackers,
Sweet Biscuits, Energy Snack Bars, Chocolate Slabs, Chocolate Bars, Chocolate
Assortments, Sweets, Gum, Ice Cream, Yoghurt/Maas) and beverages (Carbonated
Soft Drinks, Fruit Juice, Sports & Energy Drinks, Bottled Water, Flavoured Milk, Mageu,
Iced Tea, Tea, Coffee, Beer, Wine, Ciders, Spirits)

Multi-modal methodology: CATI, Online, Mobile App with barcode scanning and
receipt picture capabilities

Consumption Panel

The Ipsos Consumption Panel allows for in-depth individual understanding on
consumption habits. With a sample of 1500 Panellists, understanding continuous
consumer consumption and choice has never been easier. Total sample of 1500 rolls
up over a quarter with the same sample of respondents. Consumers are contacted
three times a week (rotation-based Monday, Wednesday and Friday or Tuesday,
Thursday and Saturday) for the past 48 hours of consumption.

Categories measured: Snacks (Chips, Peanuts, Popcorn, Biltong, Savoury
Biscuits/Crackers, Sweet Biscuits, Other Savoury Snacks, Rusks, Dried Fruit, Energy
Snack Bars, Chocolate Slabs, Chocolate Bars, Chocolate Assortments, Sweets, Gum,
Ice Cream/Sorbet, Fruit, Yoghurt/Maas, Other Snacks) and beverages (Carbonated
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Soft Drinks, Flavoured Milk, Squashes and Cordials, Powdered Soft Drinks, Fruit Juice,
Sports & Energy Drinks, Bottled Water, Milk, Mageu, Iced Tea, Tea, Coffee, Other Hot
Beverages, Beer, Wine, Ciders, Spirits, Other Alcoholic Beverages

o Multi-modal methodology: CATI, Online

For more information on this news release, please contact:

Zibusiso Ngulube

Service Line Leader: Channel Performance, Ipsos South Africa
Mobile: +27 (0)82 808 2490

zibusiso.ngulube@ipsos.com

About Ipsos

e Ipsos is the world’s third largest market research company, present in 90 markets and
employing more than 18,000 people.

o Our passionately curious research professionals, analysts and scientists have built unique multi-
specialist capabilities that provide true understanding and powerful insights into the actions,
opinions and motivations of citizens, consumers, patients, customers or employees. We serve
more than 5000 clients across the world with 75 business solutions.

e Founded in France in 1975, Ipsos is listed on the Euronext Paris since July 1st, 1999. The
company is part of the SBF 120 and the Mid-60 index and is eligible for the Deferred Settlement
Service (SRD).

¢ ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP | www.ipsos.com
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