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By Albert Swanepoel, editor Supermarket & Retailer

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

Affordable staples, endless opportunities
As 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, 

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.

“
“

Dean Miller,

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 

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

 … a relatively inexpensive combination 
such as rice and lentils, samp and beans, or 
maize with beans, which can provide both 
sustenance and improved nutritional value. 

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

“
“ AGT Foods’ suggestions to retailerss

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 basket
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 …

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. 

They gained visibility in instant noodles despite  
still holding relatively small shares compared  
with leading local brands.

https://www.foodnetwork.com/

“

“
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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 
products. (Source: Euromonitor)

Health, wellness 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)

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.

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.”

Rice, pasta, maize, pulses, vegan & vegetarian

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/

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.

www.britannica.com/plant/Amaranthus
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Retail takeaway:  
Four ways to grow staple sales

Lead with value. Position rice, pasta, noodles and pulses 
as affordable meal solutions through competitive pricing, 
promotions and value-driven private-label ranges. 

Merchandise complete meals. Cross-merchandise 
staples with sauces, canned goods, vegetables and 
proteins to inspire meal solutions and grow basket size.

Offer smart choice. Balance everyday staple lines with 
a carefully selected range of premium and international 
products to cater for changing shopper tastes.

Inspire and educate (build loyalty). Use in-store 
displays, recipes, digital platforms and social media to 
showcase the versatility, nutritional benefits and value  
of staple foods.

Miller provides some closing remarks … 
“Staple foods are often discussed as though they 
are ordinary products, but they sit at the centre 
of food security, health, and household dignity.

“The opportunity for producers, processors 
and retailers is to provide consumers with more 
than the cheapest possible calories. We should be 
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 
staples and emerging consumer trends.

Health, environmental sustainability and animal 
welfare are all influencing South Africans’ food 
choices, encouraging more consumers to adopt 
plant-centred eating patterns. According to ProVeg 
International, vegan, vegetarian and flexitarian 
consumers accounted for an estimated 10% to 
12% of the South African population by January 
2024. While the category remains relatively niche, 
demand continues to grow for plant-based pro
teins, meat alternatives and convenient meal 
solutions. For retailers, the opportunity lies in 
complementing staple ranges with these products 
while also showcasing naturally plant-based foods 
such as beans, lentils, chickpeas and whole grains 
through recipe inspiration and cross-merchandising 
that emphasises affordability, nutrition and 
versatility. (Source: ProVeg International)

Rice, pasta, maize, pulses, vegan & vegetarian
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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.

“
“

SR

SR
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Real flavour at your fingertips. 
No prep, no mess. 

Say goodbye to chopping, peeling and 
waste. Replace fresh ingredients with 
Liquid Seasonings and instantly infuse 
meals with flavour. Made with real 
ingredients, so you get real flavour at 
your fingertips. No prep, no mess.

Available at selected Pick ’n Pay and Food Lover's Market stores nationwide.
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