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THE SNACK AISLE

In a category driven by impulse, frequency and 
familiarity, retail execution is the true differentiator. 

From SKU rationalisation and price-point packs to 
occasion-based merchandising and packaging visibility, 
snack performance is increasingly defined by how 
products are ranged, promoted and presented on shelf.

Retail strategy, merchandising  
and growth levers in snacks & treats
While consumer demand defines the snacks category, 
retail execution ultimately determines success. In an 
increasingly competitive and price-sensitive environ
ment, retailers are under pressure to balance margin, 
turnover and shopper experience – particularly in a 
category driven by impulse, familiarity and frequency.

Retailer behaviour and SKU strategy
Many retailers are actively rationalising ranges to 
streamline operations, reduce costs and manage 
shelf congestion. This has led to a stronger focus on 
high-turnover core SKUs, with slow-moving lines 
delisted more quickly. However, best practice suggests 
retaining a 10–15% innovation space to accommo
date new flavours, limited editions and better-for-
you alternatives. Speed-to-shelf trials – typically 
lasting eight to twelve weeks – allow retailers to test 
performance before committing to wider rollout or 
delisting decisions.

Winning the snack aisle
Retail decisions that shape shopper choice
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Promotions, price points and value perception
Promotional activity remains a key driver of 
snack sales, particularly in crisps and confection
ery. Retailers rely heavily on combo deals and 
price-point packs (R10, R15 and R20 SKUs) to 
maintain footfall and volume. Balancing deep 
promotions with value packs, everyday low 
pricing (EDLP) and clear value communication is 
essential to sustaining shopper trust and long-
term profitability.

Shelf efficiency and 
occasion-based merchandising
Traditional shelf layouts, often organised 
by manufacturer or rigid category blocks, can 
limit cross-selling opportunities. Increasingly, 
retailers are moving towards occasion-based 
merchandising strategies, creating clearly 
defined zones such as ‘Lunchbox Staples’,  
‘Entertainment & Platters’ and ‘Better-For-You’. 
Shelf callouts – including ‘New’, ‘Local Favourite’ 
and ‘Better For You’ – help simplify choice 
and drive discovery.

https://stockcake.com/i/shopping-for-snacks

Retail success in snacks  
depends on balance: protecting  

high-turnover core lines while intentionally  
creating space for innovation.

“
“



"The perfect companion for your toast, pancakes, and waffles—drizzle it over yogurt, 
stir it into tea, or enjoy it straight from the spoon!"
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Private label growth vs brand trust
Private label continues to grow as retailers seek 
margin expansion and differentiation. However, 
over-indexing private label in categories where 
brand trust is critical can undermine shopper 
confidence. A balanced strategy is recommended: 
private label for everyday value-driven snacking, 
and strong branded presence for indulgent and 
treat-led categories such as crisps and confection
ery. Packaging quality and flavour credibility are 
essential if private label is to compete effectively.

Space allocation and discovery
Emerging categories such as healthier snacks and 
premium adult snacking are often under-allocated 
shelf space in favour of established high-volume 
lines. Dedicated end caps or curated sections for 
healthier snacks, gourmet crackers and premium 
chocolate can improve trial and justify premium 
pricing. Rotating these features monthly helps 
maintain shopper interest.

Checkout and impulse optimisation
While some retailers minimise checkout mer
chandising to improve queue flow, well-organised 
impulse zones remain powerful sales drivers. 
Compact, clearly merchandised checkout displays 
featuring small, high-margin items – chocolates, 
biscuits, crisps and gummies – can boost value 
without creating clutter.

Case study 
Baked snacks and 
everyday relevance

Baked snacks remain a cornerstone of South 
African pantries, combining affordability, 

familiarity and versatility. According to Adina 
Smith, Marketing Manager at Biscoplus (Henro 
range), accessibility underpins the brand’s stra
tegy. “Henro believes that good quality products 
must be accessible, affordable and enjoyable for 
everyone,” she says. “Our focus is on creating 
products that fit naturally into everyday moments;  
whether that’s an on-the-go snack, a family 
gathering or sharing with friends.”

Smith notes that Henro’s expanding portfolio 
reflects both trusted favourites and evolving 
tastes. “We’ve worked tirelessly to grow our range 
across different categories to give consumers 
quality snacks and pantry staples they know 
and trust,” she explains. The range includes Choc 
Chip cookies, Lemon Creams, Marie biscuits, My 
Scotties shortbread and Ginger biscuits, alongside 
newer innovations such as wafers and the Henro 
Crispy Crave savoury crackers. Expansion into 
spreads, including peanut butter and honey, 
has further strengthened shelf presence.

From a retail performance perspective, Smith 
highlights the importance of fundamentals.  

Availability and clear shelf visibility  
are key drivers of strong biscuit sales.

Adina Smith, Marketing Manager
Biscoplus (Henro range) 

“Pricing must be easy to understand, and 
off-shelf displays play a major role in increas
ing accessibility and driving incremental sales.” 

While Lemon Creams and Marie biscuits 
remain core volume drivers, the Choc Chip 
range and Crispy Crave crackers are gaining 
momentum, underscoring the importance of 
balancing trusted staples with well-executed 
innovation.

Retailers who sell by occasion –  
not just by category – unlock higher conversion,  

discovery and basket size.“ “
Images courtesy of 
www.biscoplus.co.za “ “



Work in Consumer 
Goods?

Get medical aid from 
R983 p/m.
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Advertising opportunities  
are available to you in  
Supermarket & Retailer’s  
digital publications.  
Can you afford to miss out?

DELIGHT YOUR CUSTOMERS

â

Aki Kalliatakis is the managing partner of 
The Leadership LaunchPad, a company 
dedicated to helping clients become more 
customer driven. He can be contacted at 
(011) 640 3958, or via the website  
at www.leadershiplaunchpad.co.za

Image courtesy of Lisa Fotios, Pexels
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and friends, playing with a pet, physical touch, 
(like holding hands and hugging) and giving 
compliments to others. It produces feelings of love 
and connection, and it’s what binds human beings 
to each other.

While you need to think very carefully before you 
go out there and start hugging your customers, 
simple gestures like a handshake, or allowing 
a customer to feel a soft toy or similar can make 
a difference. 

A short personal chat  
can also work wonders, especially  

if it acknowledges that your customer  
is someone you know, recognise  

and appreciate. 

But it should also be obvious to you that simple 
acts of generosity and kindness achieve the same, 
especially if they hit some problem – like dropping 
some of their shopping, or being unable to find 
something, or reach something. But there is one 
very important factor that plays a role in this. 
Obviously, the person on the receiving end feels 
good, and the person who does something nice 
also gets a hit of oxytocin (which makes it more 
likely that we pay it forward again). But even an 
observer who witnesses someone being kind and 
generous gets a good feeling! 

It’s natures way of making sure that we take care 
of each other and protect other members of our 
tribe. But it must be authentic, and you can’t have 
any expectations in return.

And finally, endorphin, the pain killer chemical. 

Endorphins trigger positive emotions  
when you do something you enjoy  

such as laughing, exercising or having sex.  
Nostalgia about happy events sparks it off –  
and eating chocolate or pleasurable foods  

has a similar pain­masking effect. 

To a lesser degree some fragrances or a massage also help. 
Once again, what you can do is obvious, and you can manage 
these things in your business without spending a fortune. 

“
“

“
“

Now, one final  
word of advice …  
unless you are like 
my dad whose 
need to understand 
the science was so 
important … don’t 
get caught up in the 
terminology and try 
to identify which 
chemical plays what 
role. We’ve looked at 
a bunch of things that 
you can do to create 
positive feelings that 
result in loyalty. SR

DELIGHT YOUR CUSTOMERS

My dear old dad was an engineer and scientist, and 
he always insisted that all human issues revolved 

around chemicals and energy. So you can imagine how 
he felt when his oldest son informed him that he’d 
chosen a weird career in psychology and marketing. 

We disagreed – always with love – about what made 
human beings happy, what motivated and inspired them, 
why they were so irrational, illogical, and sometimes evil, 
and about all things spiritual. As a cocky young graduate 
I wasn’t prepared to concede. But in one area, my 
scientist dad was proven absolutely right … 

A lot of how we buy goes back  
to chemicals produced in the brain,  

and in particular the hormones dopamine,  
endorphin, serotonin and oxytocin. 

Before we take a look at these and how you can use 
them to your benefit, it’s also good to remind ourselves 
that, as sales trainer Zig Ziglar said, “People buy on 
emotion and justify on logic.” 

This was confirmed by Harvard Business School 
professor Gerald Zaltman who concluded (in his book 
How Customers Think: Essential Insights Into the Mind of 
the Market) that 95% of our purchase decision making 
takes place in the subconscious mind.

Let’s start with dopamine, produced by the 
hypothalamus in your brain, and often called ‘the reward 
chemical’. It’s an important part in your reward system, 
meaning the brain releases dopamine when you do things 
that feel good or pleasurable or when you complete 
a task. It helps you feel pleasure in a very powerful way.

When we develop addictions – to gambling, eating, 
smoking, drugs, online gaming, ‘likes’ on social media, 
and so on, it’s the dopamine that makes it so hard to 
stop. It’s the pleasure you get when you finish a particular 
task that’s important to you and includes all self-care 
activities. Even the anticipation of something pleasurable 
makes dopamine spike. And the best news is that you 
don’t have to do it every time. The principle of occasional 
reinforcement – a little surprise out of the blue – can 
also be potent. 

Aki Kalliatakis is the managing partner  
of The Leadership LaunchPad, a company 
dedicated to helping clients become more 
customer driven. He can be contacted 
at (011) 640 3958, or via the website at 
www.leadershiplaunchpad.co.za

Aki Kalliatakis
aki@leadershiplaunchpad.co.za
www.leadershiplaunchpad.co.za

From farm to fork.
Southern Africa’s Leader 
in Food Safety

www.assurecloud.co.za

Professional Lab Testing Services

We provide a broad range of Chemistry, Microbiological, 
Diagnostic and Molecular Testing in our custom-built, 
state of the art laboratories country wide.

Testing

What you need to know 
about nutritional profiling 

ADVERTORIAL

To consumers, a label on a food product is nothing 
but a guide to help them make purchasing choices. 

But to manufacturers of foodstuffs, the labels are much 
more than that. 
Labels on food products contain the nutritional profiling 
of the item. And, acquiring the correct information 
for these labels is a large responsibility. This is because 
it is legally required, and because it is there to protect 
consumers. 

What is nutritional profiling?
The World Health Organisation (WHO) defines 
nutritional profiling as the science of grouping or grading 
foodstuffs in relation to the nutrients that they hold. 
The purpose of this is to encourage healthier eating 
habits, and to mitigate foodborne disease. 

Organisations like the WHO have also placed an 
emphasis on nutritional labelling as a part of global 
efforts to reduce non-communicable diseases like 
hypertension. 

To describe it differently, nutritional profiling is the 
process of analysing the food items that you produce 
to determine its nutritional contents. After this process 
is complete, manufacturers can use the information to 
create labels for their products. 

The South African government, in their regulations 
relating to the labelling and advertising of food stuffs 
(like the Foodstuffs, Cosmetics, and Disinfectants Act 
(Act 54 of 1972), extensively lays out what information 
you need to present on these labels. 

How is it done? 
In short, nutritional profiling is done in a chemistry 
laboratory, by an accredited and reputable food testing 
facility. But what happens in the lab? 

After you provide the scientists with samples of your 
product, they analyse it using specialised equipment, 
like chromatographic and mass spectrometric 
instruments. Through their analysis, they can give 
you an overview of both the physical and chemical 
characteristics of your products. 

At the end of the process you’ll have a full nutritional 
profile of your product. 

Why should you do nutritional profiling?
If you’re in the business of producing food or feed, you 
are likely required by the law to have food labels. And if 
you need food labels, then you need nutritional profiling. 

When your samples are sent to the lab, you can select 
to have your products analysed for the regular factors 
like nutritional composition of the item. But you can also 
select to test for harmful components, example: heavy 
metals and trans fats.

With chemistry lab testing and nutritional profiling, 
you can avoid unnecessary expenses, legal claims, 
and damage to reputation. 

On top of this, we must remember that part of the 
reason for nutritional profiling is promoting good health. 
By doing nutritional profiling, you can help people make 
better food choices and contribute to overall public 
health.

In conclusion
To retain consumer trust and a good brand reputation, 
you must ensure that your products have undergone 
thorough testing and nutritional profiling. You 
can get this done easily, by sending your products 
to a chemistry lab. 

What makes this even better is that this can be  
a two-in-one activity. You can ensure your food is 
free of harmful components, and meets food quality 
compliance standards. SR

BACK TO CONTENTS

This article is one of a short series on how 
behavioural economics and ‘being human’ 
affects your business.

In the world of 
customers, emotion 

creates motion
Fighting emotion with logic  
is like bringing a calculator  

to a knife fight
Josh Sundquist

“
“
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People buy on 
emotion and justify 

on logic
Zig Ziglar “

“

““

When we develop 
addictions – to gambling, 
eating, smoking, drugs, 

online gaming, ‘likes’ on social media, 
and so on, it’s the dopamine that 
makes it so hard to stop. 

“

Image: right Tim 
Douglas, Pexels

Image below: 
Jonathan 

Petersson, Pexels

“
But you can also use dopamine effectively by 

celebrating things with your customers. Anything that 
you do to make them feel even a small win can trigger 
a positive reaction. You can use a reminder of something 
good that happened in the past in their lives. You can also 
give them positive feedback: pay them a compliment, tell 
them what a good choice they made, even emphasise at 
the end of the experience that the worst is over and they 
achieved something by completing their shopping task. 
Unlike serotonin, see below, it is the selfish hormone.

The second chemical is serotonin – another neuro-
trans mitter produced when you feel satisfaction, calm ness 
and in touch with your surroundings. It helps regulate 
your sleep, appetite and mood, and is triggered by 
being outdoors, meditation, relaxing activities, exercise 
and even just the sun. It’s a mood stabiliser that gives 
you a sense of calmness. As a result …

 Serotonin increases feelings  
of empathy, it connects people and  

increases trust. It is the selfless chemical  
because it strengthens our social bonds  

with others. 

Image courtesy of Singkham, Pexels

“
“

Some things you can do include looking out for things 
that do the opposite of creating calm in your business. 
Could it be too much noise, or hectic activity? Is the 
environment so artificial and cold that it creates stress? 
Is there enough light? But you can also build empathy 
and trust by being an example of empathy and trust and 
offering things like guarantees and reassurances. 

Don’t worry, I’ve got your back”  
is the message you want to transmit  

to customers. 

In some businesses you can also do this by showing 
that you are skilled and have expertise in what you do, 
and even offering social proof such as recommendations 
from other customers “just like me” to build that trust 
and confidence. 

But at a deeper level, serotonin is released whenever 
we feel respected and admired. That boosts our 
confidence and makes us feel great. You can see what 
actions you can take to get this going.

Oxytocin is sometimes called the ‘love hormone’, 
or ‘the cuddle hormone’, and we get it in our lives by 
spending time with family and friends, playing with a pet, 
physical touch, (like holding hands and hugging) and 
giving compliments to others. It produces feelings of love 
and connection, and it’s what binds human beings to 
each other.

While you need to think very carefully before you 
go out there and start hugging your customers, simple 
gestures like a handshake, or allowing a customer to feel 
a soft toy or similar can make a difference. 

A short personal chat  
can also work wonders, especially  

if it acknowledges that your customer  
is someone you know, recognise  

and appreciate. 

But it should also be obvious to you that simple acts 
of generosity and kindness achieve the same, especially 
if they hit some problem – like dropping some of their 
shopping, or being unable to find something, or reach 
something. But there is one very important factor that 
plays a role in this. Obviously, the person on the receiving 
end feels good, and the person who does something 
nice also gets a hit of oxytocin (which makes it more 
likely that we pay it forward again). But even an observer 
who witnesses someone being kind and generous gets 
a good feeling! 

It’s natures way of making 
sure that we take care of 
each other and protect other 
members of our tribe. But it 
must be authentic, and you 
can’t have any expectations 
in return.

Image courtesy of Lisa Fotios, Pexels
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And finally, endorphin, the pain killer chemical. 

Endorphins trigger positive emotions  
when you do something you enjoy  

such as laughing, exercising or having sex.  
Nostalgia about happy events sparks it off –  
and eating chocolate or pleasurable foods  

has a similar pain-masking effect. 

To a lesser degree some fragrances or a massage also 
help. Once again, what you can do is obvious, and you 
can manage these things in your business without 
spending a fortune. 

Now, one final word of advice … unless you are like 
my dad whose need to understand the science was so 
important … don’t get caught up in the terminology and 
try to identify which chemical plays what role. We’ve 
looked at a bunch of things that you can do to create 
positive feelings that result in loyalty.

“
“
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Packaging and merchandising:  
What matters most
Packaging plays a decisive role in a category driven 
by impulse. Bold colours, strong flavour cues and 
clear branding support faster decision-making, 
while pack architecture – including single-serve, 
multipacks and share formats – allows retailers to 
cater to multiple shopping missions.

Sustainability expectations are rising, particularly 
among younger consumers. Recyclable materials 
and paper-based packaging offer differentiation 
without compromising shelf appeal. Design 
elements that signal freshness and quality, such 
as resealable features and moisture barriers, are 
especially important in confectionery, where 
quality deterioration quickly erodes trust.

Prime placement remains critical. Till points, 
queue lanes, gondola ends and seasonal displays 
consistently outperform standard aisles. Retailers 
that treat snacks and treats as a margin-driving 
category rather than a commodity benefit from 
increased conversion and basket size.

Price-point packs and promotions  
drive footfall, but long-term value is built 

through clarity, consistency and trust.“ “

Looking ahead
As South Africa’s snack market evolves, retailer 
success will depend on balance: protecting high-
performing core ranges while creating space for 
innovation and discovery. Selling by occasion, 
optimising impulse touchpoints and collaborating 
with suppliers on data-driven trials will be key to 
driving footfall, consistency and margin. In a market 
where small bites continue to deliver big business, 
retailers that anticipate shopper needs – rather 
than merely reacting to them – will define the 
future of snacks and treats in South Africa. SR

https://stockcake.com/i/grocery-aisle-view

https://stockcake.com/i/toddler-chooses-snack
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