AR FRTer | 59

YYYYY

The .New Normal. for Consumer Goods in Sub-
Saharan Africa

January 2021

Page 1 of 3



INTRODUCTION

Scope

Key findings

GDP growth heavily impacted while recovering over medium term
Disposable income to regain growth over medium term

INTRODUCTION: CONSUMER EXPENDITURE

Expenditure on ‘luxuries’ take back seat in favour of essentials

RETAIL CONTEXT

E-commerce gains as overall retailing market shrinks

PACKAGED FOOD

Impact on Packaged Food in South Africa

Impact on Packaged Food in Nigeria

Impact on Packaged Food in Kenya

Implications for Sub-Saharan African Packaged food players
Company reactions to the pandemic

ALCOHOLIC DRINKS

Impact on Alcoholic Drinks in South Africa

Impact on Alcoholic Drinks in Nigeria

Impact on Alcoholic Drinks in Kenya

Implications for Sub-Saharan African Alcoholic Drinks players
Kenya: order, deliver, drink

TOBACCO

Impact on Tobacco in South Africa

Impact on Tobacco in Nigeria

Impact on Tobacco in Kenya

Implications for Sub-Saharan African Tobacco players

South Africa: illicit cigarettes trade booming due to sales ban

BEAUTY AND PERSONAL CARE

Impact on Beauty and Personal Care in South Africa

Impact on Beauty and Personal Care in Nigeria

Impact on Beauty and Personal Care in Kenya

Implications for Sub-Saharan African Beauty and Personal Care players
Beauty consultation goes virtual

HOME CARE

Impact on Home Care in South Africa

Impact on Home Care in Nigeria

Impact on Home Care in Kenya

Implications for Sub-Saharan African Home Care players

Pwani Oil Kenya'’s acquisition and pricing strategy boosts growth

CONSUMER HEALTH

Impact on Consumer Health in South Africa

Impact on Consumer Health in Nigeria

Impact on Consumer Health in Kenya

Implications for Sub-Saharan African Consumer Health players
MyDawa : Kenya'’s only e-pharmacy

Page 2 of 3



CONCLUSION AND STRATEGIES TO CONSIDER
Key findings

How to adapt to the “New Normal” beyond COVID-19
Winning strategies to consider in Sub-Saharan Africa

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.

e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.

e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/the-new-normal-for-consumer-goods-in-sub-
saharan-africa/report.
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