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There is light at the end of the tunnel

Å At day 141, daily new Covid-19 cases have started to decelerate across all provinces, suggesting that an end to 

the peak is in sight. Grocery sales remain similar to previous levels

Å Higher consumer spending continues across categories Baking, Yoghurt and Pantry staples as consumers cook at 

home. Juice and CSDs have shown declines throughout the lockdown period

Å Soap & Sanitizer and Vitamins remain at the top of consumersô lists. Household Cleaning, Wipes, Personal Care 

and Toilet Paper were previously declining, however they now show growth at the start of August

Å The alcohol ban impact has now extended into manufacturing as AB InBev, Heineken and Consol have announced 

the cancellation and postponement of projects that would have resulted in additional jobs for South Africans

Å E-Commerce remains a key focus area across retailers. This may be the boost the online contribution needed in 

ZA to be on par with other countries in the long term

Å Sales of DIY categories grew from lockdown level 4. Growth has been strong as shoppers take advantage of free 

time to work around the home and garden. Growth across Garden, Hand Tools, Power Tools and Flooring has 

been consistent across all lower LSM groups

Å Stock piling in March lead to declines for Analgesics and Cough & Cold across April and May, however this turned 

around into July. Total Cough & Cold growth over lockdown is at 2%, possibly indicative of a lower incidence of 

colds and flu due to social isolation 

Å Covid-19 poses a different set of opportunities for retailers and manufacturers and some are winning. See IRI 

U.Sôs webinar and article (https://www.iriworldwide.com/IRI/media/Library/U-S-CPG-Growth-Leaders-Webinar-Mid-

2020-8-5-2020-vFF.pdf) showing how brands are winning in the U.S through acquisitions supplemented by 

innovation, surgical pricing across portfolios, E-Commerce and a focus on emerging trends

https://www.iriworldwide.com/IRI/media/Library/U-S-CPG-Growth-Leaders-Webinar-Mid-2020-8-5-2020-vFF.pdf
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COVID-19 Update



É 2020 Information Resources Inc. (IRI). Confidential and Proprietary.5

167 749

103 099

46 216

15 260

10 751

53 929

21 501

13 475

10 178

28 581

0 50000 100000 150000 200000

5 305 957

3 112 393

2 332 908

902 701

566 109

492 522

489 680

410 451

376 616

373 692

USA

Brazil

India

Russia

South Africa

Mexico

Peru

Colombia

Chile

Spain

#

1

2

3

4

5

6

7

8

9

10

SA now ranks within the top 5 on COVID-19 cases, though deaths remain 

comparatively low

Cases Deaths

+8% vs. vs last week

https://www.worldometers.info/coronavirus/#countries 12th Aug 2020

20 541 758 globally
746 337 globally

+5% vs. last week

https://www.worldometers.info/coronavirus/#countries
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Daily case increase is dropping off across all provinces and SA anticipates a 

drop to Lockdown Level 2

Source (12th August 2020): 

https://sacoronavirus.co.za/2020/08/11/update-on-covid-19-11th-august-2020/

https://www.news24.com/news24/southafrica/investigations/infographics-prioritised-testing-leads-to-sharp-declines-in-reported-covid-19-cases-20200811

https://sacoronavirus.co.za/2020/08/11/update-on-covid-19-11th-august-2020/
https://www.news24.com/news24/southafrica/investigations/infographics-prioritised-testing-leads-to-sharp-declines-in-reported-covid-19-cases-20200811
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Jan 30

SA COVID-19 Timeline

WHO declares global health emergency

Mar 5 First South African tests positive for Coronavirus

Mar 15 Ramaphosa declares a National State of Disaster

Mar 26 Start of SA lockdown. Liquor and tobacco banned

Mar 27 First death in South Africa

Mar 26 Global cases: 500k

Apr 2 Global cases: 1 million

Apr 10 SA lockdown extended

Apr 27 Global cases: 3 million

May 1 SA lockdown level 4 begins

May 14 All online retail sales open (excl Liquor & Tobacco)

Apr 27 Global cases: 5 million

Jun 1 SA lockdown level 3 begins; alcohol sale unbanned

Jun 22 SA records 100k cases

Jun 27 Global cases: 10 million; deaths: 500k

Jun 81 SA records 50k cases

Jul 6 SA records 200k cases

Jul 12 SA alcohol ban announced with immediate effect

Jul 21 Global cases: 15 million

Jul 23 SA records 400k cases

SA spent 35 

days in 

level 5 

lockdown SA spent 

31 days 

in level 4

SA has spent 

75 days in 

level 3 (to date)

Aug 1 SA records 400k recoveries

Aug 9 Global cases: 20 million

Aug 8 SA records 500k cases
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Cancelled business investments due to the lockdown has resulted in lost job 

opportunities, however rumours of a lift persist

https://businesstech.co.za/news/business/422752/consol-glass-halts-r2-3-billion-investment-in-south-africa-due-to-alcohol-ban/

https://www.moneyweb.co.za/news/companies-and-deals/ab-inbev-heineken-halt-south-africa-projects-over-booze-ban/

https://www.news24.com/news24/southafrica/news/breaking-ramaphosa-told-to-lift-cigarette-alcohol-ban-and-move-to-level-2-

lockdown-sources-20200812

https://businesstech.co.za/news/business/422752/consol-glass-halts-r2-3-billion-investment-in-south-africa-due-to-alcohol-ban/
https://www.moneyweb.co.za/news/companies-and-deals/ab-inbev-heineken-halt-south-africa-projects-over-booze-ban/
https://www.news24.com/news24/southafrica/news/breaking-ramaphosa-told-to-lift-cigarette-alcohol-ban-and-move-to-level-2-lockdown-sources-20200812


É 2020 Information Resources Inc. (IRI). Confidential and Proprietary.9

E-Commerce continues to be a key driver of growth for retailers, as shoppers 

convert to online shopping

https://www.news24.com/fin24/companies/retail/checkers-grocery-delivery-app-eating-competitors-lunch-20200804

https://www.timeslive.co.za/sunday-times/business/2020-06-14-massmart-plans-big-online-expansion/

https://www.iol.co.za/business-report/companies/woolworths-sees-annual-sales-dip-as-covid-19-hits-881fc670-0fec-4316-9471-fe9b10865097

https://www.news24.com/fin24/companies/retail/as-coronavirus-strikes-clicks-is-staying-home-20200425

Online retailôs share of market is up 50% for the latest 6 

months versus last year

E-Commerce up 100% year to date vs last year

Online food sales up 88%

Launches online clothing store

Online is their fastest growing store

May 2020 online sales up 490% vs last year

https://www.news24.com/fin24/companies/retail/checkers-grocery-delivery-app-eating-competitors-lunch-20200804
https://www.timeslive.co.za/sunday-times/business/2020-06-14-massmart-plans-big-online-expansion/
https://www.iol.co.za/business-report/companies/woolworths-sees-annual-sales-dip-as-covid-19-hits-881fc670-0fec-4316-9471-fe9b10865097
https://www.news24.com/fin24/companies/retail/as-coronavirus-strikes-clicks-is-staying-home-20200425
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Lifting of restrictions has resulted in significantly higher time spent in Grocery & Pharmacy 

and Parks. Time at workplaces is down -9% vs. pre-lockdown

Retail & Recreation

-31%

Grocery & Pharmacy

-13%

Transit Stations

-52%

Workplaces

-9%

Parks

-13%

Residential

+11%

Google COVID-19 Community Mobility Report for South Africa, 9th August 2020

https://www.gstatic.com/covid19/mobility/2020-08-09_ZA_Mobility_Report_en-GB.pdf

How have visits & length of stay at different places changed compared to baseline?

South Africa lockdown vs. baseline period (5 wks to Feb 6th)

https://www.gstatic.com/covid19/mobility/2020-08-09_ZA_Mobility_Report_en-GB.pdf
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Latest Category 
Performance
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Panic 

Buying
Lockdown Level 5 Lockdown Level 4

Total Edible & Non-Edible Groceries (incl. Liquor)

Weekly Actual Value sales

Grocery sales remain consistent over the last few weeks

Lockdown Level 3

Liquor IncludedLiquor Included Liquor Excluded Liquor Excluded

22/03/2020 29/03/2020 05/04/2020 12/04/2020 19/04/2020 26/04/2020 03/05/2020 10/05/2020 17/05/2020 24/05/2020 31/05/2020 07/06/2020 14/06/2020 21/06/2020 28/06/2020 05/07/2020 12/07/2020 19/07/2020 26/07/2020 02/08/2020 09/08/2020

Last Yr This Yr Linear (This Yr)
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É 2020 Information Resources Inc. (IRI). 

Confidential and Proprietary.

Increased growth in the latest week, with a strong focus on baking & indulgent 

categories, as well as pantry staples
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Oil

Canned Food

Confectionery
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Fresh Meat
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Frozen Meats

Rice

Maize

Jul 19th Jul 26th Aug 2nd Aug 9th

Baking Ingredients
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Shoppers continue to purchase Soap & Sanitizers, Wipes & cleaning products. 

Juice and CSDôs continue to struggle
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Top and Bottom Lockdown Growth Categories by Month

Indulgent / Baking categories, Soaps & Sanitiser and pantry staples were consistently among the 

top-performing categories
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Categories outlined in red are declining, while the others are showing single digit growth. 

Total Period March April May June July

Baking Ingredients Wipes Baking Ingredients Baking Ingredients Wine Vitamins

Wheat Flour Wheat Flour Ice Cream Soaps & Sanitiser Spirits Soaps & Sanitiser

Soaps & Sanitiser Juice Wheat Flour Ice Cream Soaps & Sanitiser Wheat Flour

Ice Cream Soaps & Sanitiser Sugars & Sweetners Wheat Flour Baking Ingredients Baking Ingredients

Spreads Coffee & Tea Soaps & Sanitiser Sugars & Sweetners Dry Pasta Dry Pasta

Vitamins Toilet Paper Spices & Seasoning Yoghurt Wheat Flour Medicinal

Biscuits Sugars & Sweetners Spreads Spices & Seasoning Yoghurt Yoghurt

Sugars & Sweetners Spreads Yoghurt Condiments & Sauces Cheese Spices & Seasoning

Cereals Canned Food Oil Dry Pasta Sugars & Sweetners Spreads

Soup & Stock Biscuits Cereals Spreads Vitamins Rice

Total Period March April May June July

Juice CSDs & Water Juice CSDs & Water Juice Juice

CSDs & Water Confectionery CSDs & Water Frozen Meats CSDs & Water CSDs & Water

Canned Food Canned Food Confectionery Toilet Paper Maize Maize

Confectionery Bread Personal Care Medicinal Fresh Meat Canned Food

Rice Rice Toilet Paper Bread Toilet Paper Confectionery

Maize Frozen Veg/Potato Pet Wipes Pet Fresh Meat

Personal Care Household Cleaning Oral Care Fresh Meat Confectionery Pet

Pet Household Cleaning Rice Wipes Personal Care

Fresh Meat Wipes Maize Personal Care Bread

Household Cleaning Rice Pet Rice Wipes
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Top & Bottom Non-Grocery Growth categories by LSM Group: Both groups are purchasing more Cellular, 

Garden, DIY and Kitchen categories while Office & School supplies decline

LSM 1-6 LSM 7-10

Cellphone Hardware Cellphone Hardware

Airtime Garden Seeds

Small Cooking Stoves Computer Storage & Cabling

Garden Seeds Airtime

Power Tools Paint

Baking Gadgets Garden Tools

Garden Tools Frying Pans

Ladies Footwear Bread/Popcorn/Waffle Makers

Paint Power Tools

Home Audio Mens Winter Clothing

Frying Pans Baking Gadgets

Bread/Popcorn/Waffle Makers Hot Plates

Bedroom Linen Slippers

Hot Plates Kitchen Utensils

Slippers Home Audio

Mens Winter Clothing Hair & Beauty Appliances

LSM 1-6 LSM 7-10

Filing Stationery Women Magazines

Backpacks Phone Cards

Adhesives Pantihose

Colouring Stationery Adhesives

Writing Instruments Coolers & Ice Bricks

School Books Filing Stationery

Phone Cards Writing Instruments

Office Stationery Cut Flowers

Coolers & Ice Bricks Newspapers

Newspapers School Books

Top Non-Grocery Growth categories Bottom Non-Grocery Growth categories
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DIY Update

With people looking for ways to keep busy, the Garden category saw a notable increase in sales 

during lockdown

While paint saw some growth vs. year ago in the first weeks of Lockdown Level 4 and 3, the data suggests 

bigger DIY and home improvement projects are under way

Total Period April May June July August

Garden

Hand Tools

Power Tools

Paint & Accessories

Bathroom

Flooring

Lockdown Level 5:

Sales Restrictions on 

Non-Essential Items

Various hardware stores have taken advantage of the trend, offering online óHow-Toô videos, DIY ideas and 

workshops. (https://www.houseandgarden.co.za/diy/the-diy-trend-we-all-need-during-lockdown-48956062, https://leroymerlin.co.za/workshops-and-how-to, 

https://www.mica.co.za/category/diy-projects/)

https://www.houseandgarden.co.za/diy/the-diy-trend-we-all-need-during-lockdown-48956062
https://leroymerlin.co.za/workshops-and-how-to
https://www.mica.co.za/category/diy-projects/
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Cough & Cold Snapshot

Besides the stock piling behaviour (panic buying) in March, overall sales of off-the-shelf Cold & Flu 

medication are lower than expected

According to the World Health Organisation (WHO) and the National Institute for Communicable Diseases (NICD), the annual flu season has 

been delayed in 2020. This trend is attributed to social distancing, frequent hand sanitising and the wearing of masks.

While flu season in SA usually starts in April, the virus was only detected by the end of June, infection levels in SA (and globally) remain lower 

than expected.
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Value Growth vs. YA

Analgesics Cough & Cold

Uplift of Cough & Cold driven by notable 

spikes in the weeks of 12 and 19 July

Growth vs. YA: 12% for Analgesics, 2% for Cough & Cold

https://www.who.int/influenza/surveillance_monitoring/updates/latest_update_GIP_surveillance/en/

https://www.iol.co.za/saturday-star/news/experts-believe-the-lockdown-has-delayed-the-2020-flu-

season-50011956

https://www.who.int/influenza/surveillance_monitoring/updates/latest_update_GIP_surveillance/en/
https://www.iol.co.za/saturday-star/news/experts-believe-the-lockdown-has-delayed-the-2020-flu-season-50011956


É 2020 Information Resources Inc. (IRI). Confidential and Proprietary.19

IRI U.S. CPG Growth Leaders: COVID-19 edition

Growth Leaders in CPG: How 
to Start and Keep Winning in 
a COVID-19 World

https://www.iriworldwide.com/IRI/media/Library/U-S-CPG-Growth-Leaders-Webinar-Mid-2020-8-5-2020-vFF.pdf

For the full article or to view the webinar go to our website

https://www.iriworldwide.com/IRI/media/Library/U-S-CPG-Growth-Leaders-Webinar-Mid-2020-8-5-2020-vFF.pdf
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What strategies have the top growing companies followed?

Second Step
There are many  in variations 

passage of lorem ipsum 

available but the majority 

slightly

Third Step
There are many  in 

variations passage of lorem 

ipsum available but the 

majority 

slightly

Fourth Step

There are many  in 

variations passage of lorem 

ipsum available but the 

majority 

slightly

First Step
There are many  in 

variations passage of lorem 

ipsum available but the 

majority 

slightly

Fourth Step

There are many  in 

variations passage of lorem 

ipsum available but the 

majority 

slightly

Acquisitions 

Supplemented by 

Innovation

Surgical Pricing 

across Portfolio

Upsell

Focused on Emerging 

Trends

.

E-Commerce as a 

Growth Engine

Strategic acquisitions 

were relevant to business

Innovation is also a key 

driver of growth

Targeted price increases to drive 

value across portfolio

Driven by consumer insight and 

competitive landscape

Focus channel operations and 

merchandising to ensure right SKUs 

are available

Optimizing for pre-purchased in 

store pick ups

Investing in a digital commerce 

organization

Tapping into latest trends such as 

multi-functional beverages, protein-

on-the-go, natural self-care, better-

for-you-snacking and simplicity



É 2020 Information Resources Inc. (IRI). Confidential and Proprietary.21


