RICE, PASTA, MAIZE, PULSES, VEGAN & VEGETARIAN
By Albert Swanepoel, editor Supermarket & Retailer

Rice, pasta, maize and puilses, plus vegan and vegetarian

s affordability continues to influence shopping
habits, staple foods are becoming increasingly

important in helping consumers stretch their bud-
gets without compromising on versatility or nutri-
tion. For suppliers, one of the biggest challenges
is maintaining the balance between affordability,
consistent quality, and security of Manager, Cor-
porate Affairs, Africa at AGT Foods explains ...
“Agricultural and food businesses
are exposed to factors that are
often beyond their immediate
control. These include changing
weather conditions, crop avail-
ability, fuel and transport costs,
fertiliser and other agricultural
input costs, exchange-rate movements, and inter-
national shipping conditions.”

Consumers understandably want stable and
affordable prices, whilst farmers, processors, manu-
facturers and retailers need to operate sustainably
economically, without treating affordability as
lower quality.

For retailers, the category offers significant
opportunities to build value, drive basket size and
strengthen customer loyalty. While the agricultural
sector posted a R124.6 billion trade surplus in 2025
(AgriSA, 2026), the price of a basic household food
basket has climbed by 33% over the past five years,

Dean Miller,

1 Agricultural and food businesses are exposed to factors
that are often beyond their immediate control.
These include changing weather conditions, crop availability,
fuel and transport costs, fertiliser and other
agricultural input costs, exchange-rate movements,
and international shipping conditions. Rl

https://agtfoods.co.za/cover-crops/.

and an estimated 20% to 25% of households still
experience hunger. Clearly, there is an opportunity
for staple foods to rise to the challenge once again.

As of February 2026, the gap between a typical
low-income food basket and a nutritionally
complete one was approximately R1,076 per
month. Which is why staple foods are becoming
increasingly important in helping consumers
stretch their budgets without compromising on
versatility or nutrition. (source: SAHRC)

In South Africa, the ‘staple basket’ — comprising
rice, maize, pasta, and noodles — continues to

anchor household spending while evolving to meet
new consumer expectations around health and
value. Miller reiterates that these staples hold a key
position for South African consumers who have to
balance affordability, nutrition and convenience,
needing to stretch household supplies very far.
Looking to the future of staples, he says: ‘There

is probably no single staple that answers every
household’s need. Maize will remain fundamental
to the South African food basket because it is
familiar, versatile and provides affordable energy.
Rice and pasta also have an important place
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because they are convenient, easy to prepare and
can be used to extend a wide variety of meals.’

Having said that, Miller thinks that, considering
affordability, nutrition, and versatility, pulses may
have the greatest untapped potential. Beans,
peas, lentils, and chickpeas provide protein and
fibre, have a long shelf life, and can form the
basis of a complete meal or be combined with
maize, rice, pasta, vegetables or smaller portions
of meat. Using staples together intelligently
means taking, he says ...

K6 .. 2 relatively inexpensive combination
such as rice and lentils, samp and beans, or
maize with beans, which can provide both
sustenance and improved nutritional value. 1)

According to recent Euromoni-
tor data, retail value sales for
these essentials surged by 13%
in current terms in 2025,

\ reaching a total of ZAR

/ 19.9 billion. This upward
trajectory is not expected
to slow down. The market
is forecast to grow at a cur-
rent value CAGR of 13%
(and a constant value CAGR of 8%) over the
forecast period, eventually reaching a staggering
ZAR 37.0 billion.

This growth is largely underpinned by the
continued importance of home cooking and the
widespread practice of using leftovers among
cost-conscious households.

(Source: Euromonitor)

-

Ayesha Makuyi

Senior Communications Executive
Euromonitor International

https://www.foodnetwork.com/
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AGT Foods’ suggestions to retailers

Regard staples as more than basic commodity lines
competing only on price. Offer a sensible range of pack
sizes, including smaller packs that meet immediate
affordability needs and larger value packs that provide

a lower cost per meal. Clear pricing and easy comparison
between pack sizes are also important.

Help consumers to understand what they can do with
the product. Simple meal ideas, preparation instructions,
and combinations such as pulses with rice, maize or pasta
can turn an inexpensive staple into a nutritious family
meal.

Understand the value in giving greater visibility to pulses.
They are sometimes positioned as secondary or specialist
ingredients when they can be central to an affordable
and balanced diet.

Retailers and suppliers should work together on
forecasting and availability. Staple products must be on
the shelf when consumers need them.

Drivers of the new staple hasket

The primary engines of this growth are affordability,
innovation, and convenience. A significant shift

in consumer behaviour has bolstered these cate-
gories, namely substitution. As prices for red meat
and other expensive proteins rise, South Africans
are increasingly turning to rice, pasta, and noodles
as versatile, cost-effective carbohydrate sources.
Notably, white rice saw price declines on super-
market shelves in 2025, providing much-needed
relief to households also facing price pressure on
bread and maize. (Source: Euromonitor)

Euromonitor reports that ...

6 \While rice remains a cost-effective anchor,
noodles emerged as the most dynamic segment
of 2025. Retail value sales for noodles rose by
16% in current terms, totalling ZAR 3.9 billion.
This boom is fuelled by growing consumer
demand for authentic Asian flavours
and social-media-driven awareness,
particularly among younger consumers.

Smaller ‘niche’ players like Nongshim and
Samyang have successfully moved from
specialist shops to mainstream supermarket
shelves — something that is traditionally
challenging for new or imported products —
and high-growth e-commerce platforms

like Checkers Sixty60. Al

They gained visibility in instant noodles despite
still holding relatively small shares compared

with leading local brands. ° 6
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The competitive landscape

Despite the rise of smaller players, Tiger Consumer
Brands Ltd remained the market leader in 2025,
holding an 18% retail value share. Their dominance
is anchored by iconic brands like Tastic and Fatti's
& Moni’s, which benefit from deep consumer
recognition and wide distribution.

However, this leadership is being tested. Private
labels and smaller niche competitors are steadily
eroding the share of established giants. In response,
Tiger Brands has embarked on a multi-year internal
transformation programme to enhance operational
performance and supply chain efficiency while
streamlining its portfolio toward higher-growth
prod ucts. (Source: Euromonitor)

Health, weliness and regulation
Retailers must also navigate a growing consumer
interest in health and wellness.

While staples are generally seen as affordable
necessities rather than ‘unhealthy’ processed foods,
there is a rising demand for wholegrain, added-fibre,
and high-protein options. Retailers are increasingly
responding with healthier private label versions of
pasta and rice.

This evolution comes at a time of potential
regulatory change. The Department of Health is
considering mandatory front-of-pack warning
labels for foods high in sugar, sodium, or saturated
fats. While the timing of these regulations remains
uncertain, they are likely to impact future product
development and how consumers perceive
nutritional value. (Source: Euromonitor)

Amaranth (Amaranthus cruentus) is a New World crop, a staple of
the ancient Aztecs, who popped it and mixed it with honey to make
a treat somewhere between marzipan and Cracker Jacks. In fact it
was such a central part of their Precontact culture that the Spanish
Conquistadores felt a need to ban its cultivation and consumption.
Perhaps it didn't help that it was used in rituals, sometimes mixed
with the blood of human sacrifices. Anyway, amaranth use went
underground for centuries, grown and eaten in secret. Now its
reputation has been thoroughly rehabilitated, due largely to its
superior nutritional value and suitability for sustainable crop sys-
tems. Amaranth is classed as a ‘pseudo-grain’ because, although

its culinary use is as a cereal, much like quinoa and buckwheat, it is
not in the grass family (Poaceae), like wheat, rice, corn. It is also
used as a vegetable (again, like quinoa and buckwheat), its young
leaves and shoots providing highly nutritious and tasty greens.

www.mofga.org/resources/gardening/
amaranth-an-ancient-food-for-modern-gardens/

Strategic insights for retailers

Miller believes that ‘the future is not simply

about adding more products. It is about making
wholesome products more accessible and relevant
to the realities of the South African household.

With greater local dry-bean production and
improved coordination between seed, farmer,
processor, and retailer, domestic food security can
receive a boost, while creating opportunities for
South African agriculture.’

For retailers, the staple category offers a unique
opportunity to increase basket size and strengthen
shopper loyalty. By balancing value-led choices
with wellness-focused innovations, stores can
position themselves as trusted destinations for
both budget-conscious and health-conscious
shoppers. Strategic execution — such as focusing
on long-shelf-life products like noodles for busy
lifestyles — will be key to maximizing growth in
this essential aisle. Ultimately, while innovation
and health trends provide the ‘premium’ edge,
affordability remains the primary factor guiding
South African purchases across all income groups.

www.britannica.com/plant/Amaranthus
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In South Africa, amaranth is most commonly known as marogo
(or morogo) when referring to the leafy greens. Depending on
the specific language and region, it is also widely called imbuya
in isiZulu/isiXhosa, thepe in Sesotho/Setswana, and misbredie in
Afrikaans. In English, it is often called pigweed or African spinach.

The coming agricultural season

AGT's Miller says they remain cautiously positive,
but agricultural forecasts must always be approach-
ed with humility. Their focus is “not only on expect-
ing a bigger crop. It is on building a more resilient
supply chain: using appropriate seed varieties,
supporting responsible production, maintaining
quality standards, and developing more dependable
relationships between growers and markets.”
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“The opportunity for producers, processors & RE T A LE R
and retailers is to provide consumers with more 1

SUPERMARKET

R < than the cheapest possible calories. We should be
B helping households obtain dependable, nutritious,
and versatile food at a price they can manage.”

Planting a vegan seed
As consumers look for more affordable, nutritious
and sustainable ways to feed their families, the
conversation around staples increasingly overlaps
with the growth of plant-based eating. Pulses,
beans and lentils have long been pantry essentials,
but they are now also central ingredients in a grow-
ing range of vegetarian and vegan meal solutions,
- creating a natural bridge between traditional
Retail takeaway: staples and emerging consumer trends. =
Four ways to grow staple sales Health, environmental sustainability and animal
Lead with value. Position rice, pasta, noodles and pulses welfare are all influencing South Africans’ food
as affordable meal solutions thl’OUgh competitive pricing, ChoiceS, encouraging more consumers to adopt
promotions and value-driven private-label ranges. . .
plant-centred eating patterns. According to ProVeg
Merchandise complete meals. Cross-merchandise International, vegan, vegetarian and flexitarian
staples with sauces, canned goods, vegetables and ) o
proteins to inspire meal solutions and grow basket size. consumers accounted for an estimated 10% to
12% of the South African population by January

www.instagram.com/wander.da/

=

Offer smart choice. Balance everyday staple lines with

a carefully selected range of premium and international 2024. While the category remains relatively niche, e
products to cater for changing shopper tastes. demand continues to grow for plant-based pro-

Inspire and educate (build loyalty). Use in-store teins, meat alternatives and convenient meal

displays, recipes, digital platforms and social media to solutions. For retailers, the opportunity lies in

showcase the versatility, nutritional benefits and value l . l h th q p

of staple foods. complementing staple ranges with these products o »

while also showcasing naturally plant-based foods | Advertising opportunities

Miller provides some closing remarks ... such as beans, lentils, chickpeas and whole grains are available toyouin
“Staple foods are often discussed as though they through recipe inspiration and cross-merchandising | Supermarket & Retailer's
are ordinary products, but they sit at the centre that emphasises affordability, nutrition and digital publications
of food security, health, and household dignity. versatility. (Source: Proveg International) SR
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