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At a glance | June 2025

Month to month (MTM): Volatility in card spending persists
MTM: Government category continued to feature in the top 10
Year to date (YTD) June 2025: A shift towards smaller basket sizes

Online gambling shaping consumer behaviour

Insights from the Absa Consumer Conference 2025
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Important: As of December 2024, there has been a significant change in our reporting. We have expanded our data sources to include both consumer issuing data and merchant transaction data. Previously, the report was solely based on merchant transaction data. This change may resultin
slight variations in the observed trends compared to previous reports.

The analysis presented in this report is based on the data available at the time of writing and is subject to change. Consumer spending data is inherently subject to limitations. Sampling methods and reporting lags can introduce some level of error. The findings presented in
this report are based on our interpretation of the data, and different interpretations are possible. This report may contain forward-looking statements about consumer spending trends. These statements are based on assumptions and are subject to risks and uncertainties.
We encourage this report’s users to carefully consider these limitations and to consult other information sources before making any decisions based on the information presented here.
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MTM | June 2025 overview

Volatility in card spending persists

June 2025 continued to reflect volatility in consumer card spending, with notable declines across
most categories. According to Absa’s internal data, total card spend dropped by 6% MTM, while
transaction volumes fell by 8%. This aligns with historical trends, as internal data suggests that June
typically experiences negative growth. Despite this decline MTM, year-on-year (YoY) performance

showed a modest 2% increase, suggesting some resilience in consumer activity over the longer term.

The average transaction value increased by 3%.

A closer look at category-level performance reveals a widespread downturn (table 2), as 28 out of 29
card spending categories recorded declines in June. The only exception was funeral services, which
posted negligible positive growth. However, due to its relatively low base, this category had minimal
influence on the overall card spend trajectory.

Top 10 core spending categories

The top 10 core spending categories* (table 2), which collectively account for 91% of total card
spend, remained unchanged from the previous month. The Government category continued to
feature in the top 10, maintaining its position in the place of Tourism, which has yet to recover its
previous standing. The Food category, despite a 2% decline in spending, gained 2% in market share
MTM and 1% YoY. This growth in share appears to have been driven by increased activity in the
Restaurants and fast food subcategory. Other categories’ market share remained largely stagnant
compared to May, reinforcing the subdued card spending observed across the board.

MTM: Card spending

MTM: Transaction volumes
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Source: Absa’s Merchant Spend Analytics

Top 10 core spending categories May-25 Jun-25
Food 45% 47%
Clothing 12% 11%
Business and Professional Services 11% 10%
Home and Garden 6% 6%
Garages 4% 4%
Building and Hardware 4% 4%
Speciality 4% 4%
Automotive 3% 3%
Health and Beauty 2% 2%
Government 1% 1%
Tablel

Source: Absa’s Merchant Spend Analytics
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Source: Absa’s Merchant Spend Analytics
Tracked card spending categories Jan-25|  Feb-25 Mar-25 Apr-25( May-25 Jun-25
Automotive* -5% -18% 24% -2% 3% -6%
Books and Newspapers -5% -18% 24% -2% 3% -7%
Building and Hardware* -20%] -16% 25% -7% 3% -3%
Business and Professional Services* -19% -8% 17% -11% 5% -19%
Care Services 15% -28% 22% -5%] 2% 1%,
Clothing* -42% -11% 24% 2% 6% -8%
Commercial and Industrial Services -2%] -13% 22% -5%] 9% 4%
Digital Print Media -16% -17% -12% -6% 72% -14%
Domestic and Cleaning Services 2% -30% 43% 0% 7% -8%
Education 494% -38% -48% -28% 16% -19%
Electronics and Computers -15% -10% 17% -15% -6% 6%
Food* -20% -8% 17% -5% 0% -2%
Funeral Services 0% -17% 18% -4% 11% 0%
Gambling -14% -36% 58% -1% 0% -2%
Games and Gaming -50% -13% 20% 6% -10% 5%
Garages* -7% -18% 32%] -8% 1% -5%
Government* 15%) -18% 16%| -4% 5%) 3%
Health and Beauty* -21% -18% 33% -3% 5% -6%
Health Practitioners 17% -9% 11% -8%] 7% -4%|
Home and Garden* -28% -7% 20%] -11% 2% -5%
Medical Services 6% -8% 38% -19% 0% -3%
NGOs, Social and Religious Services -52% -18% 52% 3% -19% -6%
Speciality* -42%] -14% 31% -1% -1% -7%
Sports, Outdoors and Travel -23% -31% 43% -9% -5% -5%
Stationery and Office Furniture 52% -65% 11%] -11% 10%] -16%
Telecommunication -20%] -6% 19% -7%] 3% -4%|
Tourism* -9% -22% 32% -7% -5% -6%
Transportation 189% 54% 17% -3% 12% -4%
Warehousing and Storage -38% -22% 7% -8% 6% -8%
Overall performance -22% -11% 20%] -5% 2% -6%

Table 2

Source: Absa’s Merchant Spend Analytics

*Core categories
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Heatmap | MTM 2023/2024

Card spending categories an'23 _|Feb’23 [Mar'23 |Apr'23 [May'23 [lun’23  Jul'23  |Aug’23 [Sep’23 [Oct’23 |Nov'23 [Dec’23 | [Card spending categories _ [Jan'24 [Feb’24 [Mar'24 |Apr'24 |May'24 [lun'24 Jul'24 24 [0ct’24 |Nov'24 |Dec’24
Automotive 9% -2% 4% 1% -4% 2% 6% 0%| |Automotive 2% 2% 3% -1%
Books and Newspapers -12% 6% -6% 8% 0% -5% 12% 25%| |Books and Newspapers -13% -8% 0% -13% 8% -7% 1% 5%
Building and Hardware -4% 3% -3% 7% 1% -2% 3% 0% -3%| |Building and Hardware 2% 2% 4% -2% 8% 0% -2%
Business and Professional Business and Professional
Services -1% 8% 2% 3% 0% 9% Services -14% 3% -4% 4% 6% -3%
Care Services -9% 1% 4% -5% 7% Care Services -5% 11% 0% -7% 13% -1% -4%
Commercial and Industrial Commercial and Industrial
Services -4% 11% -4% 3% -1% -2% Services 3% 0% 0% 13% -3% -3% -9% -7%
Digital Print Media 11% 8% 7% 11% 27% -11% -8% Digital Print Media 20% -11% 30% 40%
Domestic and Cleaning Domestic and Cleaning
Services -4% -9% -4% 3% 1% 1% 5% 0% -4% Services 7% -1% 0% 0% -2% 7% -2% -3%|
Education -4% -39% 30% -24% 18% -4% -9% Education -4%  -11% -35% 73% 23% -13% 43% 7%  -29%
Electronics and Computers -4% 9% -5% -6% -5% 9%  -10% 3% Electronics and Computers 5%  -13% -4% 4% 3% -4%
Food -7% 12% 6% -8% 0% 5% -3% 3% Food -7% 4% -1% 2% 2%
Clothing -14% 21% 13% -3% -1% -2% -9% 7% -4% Clothing -10% 20% -2% 3% 8% -8% -2%
Funeral Services -7% 6% -5% 3% -6% Funeral Services -6% 3% 5% 7% 4% 4% -2%
Gambling 5% 0%  -2% 6% 5% 1% 1% Gambling 8%  17% 3% 5%  -3% 5% 6%
Games and Gaming -3% 14% 12%  -15% 13% 3% -10% 8% -2% Games and Gaming -2% 17% -6% -3% 8% -5% 1%
Garages 1%  -8% 5% 1% Garages 2% 7%W 0 2% 2% -6% 4%  -2%
Government 2% 3% 9% 1% Government -4% -4% 6% 6% -5% 3%
Health and Beauty -3% 6% 2% 0%  -1% Health and Beauty 1% 2% 10% 7% 7% 4%
Health Practitioners -8% 0% 11% -10% 1 Health Practitioners 7% -8% 10% 2% -13% -4%
Home and Garden 0% 13% -5% 2% -5% 7% -4% -1% Home and Garden -4% 4% -5% 7% -4% 7% -3%
Medical Services 1% 8% 7% 0% 9% 6% Medical Services 8%  12%  -8%  -3% 0%
NGO, Social and Religious NGO, Social and Religious
Services -14% 21% 20%  -28% 6% 10% -2% 11% 15% Services -9% 42%  -22% -2% 10% -12% 7%
Speciality -7% 18% 7% -14% 5% 3% 0% 11% -5% Speciality 1% 20% -13% 6% 0% 0% 7%
Sports, Outdoor and Travel 18% -1% -6% 3% 5% -1% -5% Sports, Outdoor and Travel -6% 15% -15% 2% 1% 6% 6%
Stationery and Office Furniture -6% -11% 19% -18% 15% 9%  -16% 1 Stationery and Office Furniture -18% 5% 4%  -19% 24% -1%
Telecommunication 1% -2% -3% 3% -2% 3% -2% Telecommunication 10% -7% 2% 0% 5% 1%
Tourism 3% 7% 3% 3% Tourism 6% 9%  -5% 0% 1%
Transport 4% -2% 3% 6% 4% -2% Transport -7% -6% 4% -3% -5%
Warehousing and Storage -10% -9% 13% 0% 4% 9% -7% Warehousing and Storage -3% -1% 20% 7% 27% 13% -5% 20%
Overall performance 3% 5%  -1% 4% 2% 3%| Overall performance 11%  -6% 3% 1% 3% 2%  -3% 6%)
Table 3 Table 4
Source: Absa’s Merchant Spend Analytics Source: Absa’s Merchant Spend Analytics
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YTD I J u n e 202 5 YTD performance
25% 21%
A shift towards smaller transactions 0% 17%
15% o 13%
Absa’s internal data indicates a general slowdown in card activity, hinting at cautious consumer behaviour or tighter 10% 8%
budgets. Between H1 2022 and H1 2025, the average transaction value remained negative for four consecutive 5% _, °
periods, showing only a modest improvement from -5% to -3%. Despite this, transaction volumes continue to 5% I . 3% . .
outpace value growth, suggesting a shift toward lower-value purchases. This trend may reflect either a preference 0% == B ==
for smaller, more frequent buys or a conscious effort by consumers to economise amid rising living costs. For -5% o -3% .39
businesses, this evolving mindset signals an opportunity: success may lie in offering value-driven, small-ticket _10% 50 4%
items. This behaviour was echoed by retailers during a panel discussion at the recent Absa Consumer Conference in Card Spending Transaction Volume Average Transaction Value
Cape Town, where they also observed a rise in smaller purchases among their customers. For more insights from the
event, see page 15 of this publication. WH12022 ®WH12023 ®WH12024 ®H12025 2 bes's Merchant Soend Anlytice

Market concentration and category performance

Card spending YTD remains highly concentrated, with the top 10 core categories* commanding a dominant 87% of
total market share (see table on page 8). This concentration means that the overall performance of card spending,

Debit card vs credit card
17%

and transaction volumes is closely tied to the health of these leading categories. However, over recent years, these 18%
top categories have shown signs of fatigue. Their slowing growth has directly contributed to a broader deceleration 16%
in both card spending and transaction activity. While emerging categories such as Warehousing and Storage and 14%

12%
10%
8%
6%
4%
2%
0%

Transportation have posted strong percentage gains, these increases stem from a low base and therefore do not
significantly shift the overall market dynamics.

% Growth

Business and Professional Services, which holds the second-largest share of the card spending market, was once a
high-growth category, posting double-digit gains. YTD June’25, however, it has slowed to low single-digit growth
(3%), which may reflect deeper structural challenges. This category includes a wide range of small and medium
enterprises (SMEs). Recent data from the Small Business Growth Index** confirms the severity of the situation.
Introduced in February 2025 through a partnership between Absa Business Banking and the South African Chamber Graph

of Commerce and Industry, the index was developed with research conducted by the University of South Africa’s —Debitcard ——Credit card Source: Absa’s Merchant Spend Analytics
Bureau of Market Research. According to the index, 53% of small businesses are either contracting, operating under
financial strain, or at risk of closure. Alarmingly, only one in four reported any growth, while 55% indicated they may
not survive beyond the next year without improved access to working capital and market opportunities.

H1 2022 H12023 H12024 H12025

_ _ . _ Online spending vs in-store spending
Credit reliance and digital spending trends 30%
25% 23%
Credit card usage continues to outpace debit card usage — a trend that may be signaling that many consumers are 25% 22%/ 21%
looking to credit to manage rising living costs. Online spending remains strong, maintaining double-digit growth, £ 20% —
while in-store spending has slowed to just 1%. This decline is largely driven by the food category, which already has 2 . 14%
a high base of 48% (YTD Jun'24: 49%) and saw minimal growth of 1% YTD (YTD Jun’24: 3%). In contrast, online food 5 1% — 12%
related purchases surged by 49% (YTD Jun’24: 28%), although the category’s market share slightly dropped to 17% X 10%
(YTD Jun'24: 18%). (For more data detail, refer to pages 9 to 11.) 5o, 4%
0 1%
0% -
H1 2022 H1 2023 H1 2024 H1 2025
. . . raph
——Online spendlng —In-store spendlng gouprce?Absa’s Merchant Spend Analytics
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Heatmap | YTD June 2025

H12022 |H12023 [H12024 |H12025

Automotive* 12% 11% 6% 5%
Books and Newspapers 10% 17% 1%

Building and Hardware 4% 7% 0% 0%
Business and Professional Services* 52% 48% 16% 3%
Care Services 20% 14% 13% 5%
Clothing* 13% -10% 0% 2%
Commercial and Industrial Services 23% 6% 9% -1%
Digital Print Media 234% 92% 37% -4%
Domestic and Cleaning Services 29% 9% 2% 13%
Education 25% 22% 18% 24%
Electronics and Computers 9% 8% -1% 3%
Food* 9% 15% 4% 3%
Funeral Services _ 41% 13% 6%
Gambling 13% 63% 29% 16%
Games and Gaming 51% 20% 2% 6%
Garages* 27% 8% 0% -12%
Government 6% 19% 16% 19%
Health and Beauty* 20% -4% 8% 4%
Health Practitioners 6% 9% 10% 2%
Home and Garden* 0% 3% 11% 6%
Medical Services 9% 12% 9% 9%
NGOs, Social and Religious Services 4% 16% 11% 8%
Speciality* 26% 12% 8% 7%
Sports, Outdoors and Travel 21% 257% 4% 1%
Stationery and Office Furniture 10% 14% 11% 7%
Telecommunication 10% 3% 2% 14%
Tourism* 73% 25% 11% -2%
Transportation* 79% 15% -12% 54%
Warehousing and Storage 12% -10% 11% 64%

Table 5 (*Core categories)
Source: Absa’s Merchant Spend Analytics




YTD June 2025 | Online pending

H1 2024 H1 2025

Automotive

Books and Newspapers

Building and Hardware

Business and Professional Services
Care Services

Clothing

Commercial and Industrial Services
Digital Print Media

Domestic and Cleaning Services
Education

Electronics and Computers

Food

Funeral Services

Gambling

Games and Gaming

Garages

Government

Health and Beauty

Health Practitioners

Home and Garden

Medical Services

NGOs, Social and Religious Services
Speciality

Sports, Outdoors and Travel
Stationery and Office Furniture
Telecommunication

Tourism

Transportation

Warehousing and Storage

- 69% 27%

% Growth
H1 2022 H1 2023
42% 59%
-11% 19%
25% 22%
8% 34%
58% -5%
86% 32%
20% 24%
| 428% @ 114%
116% 9%
11% 32%
66% 13%
29% 3%
169%
-25%
45% 38%
| -73%
-30% 30%
7% 11%
-1% 28%
-6% 28%
16% 18%
-44% -4%
55% 13%
73% 97%
-25% -29%
11% 10%
88% 18%
63% 16%
28% -16%

213% 72%

186%  -72% 7%

8% 3%
-9% 1%
27% 1%
-3% 31%
23% 6%
18%) 1319%
44% -3%
-6% 7%
26% 71%
-3% 13%

28% 49%

12% 13%

35% 34%
10% 7%
22% -20%
34% 13%
15% 39%
15% 35%
-1% 21%
14% -3%
20% 18%
-15% 17%

15% -2%
-15% 73%
-8% -14%

Table 6
Source: Absa’s Merchant Spend Analytics

Absa’s Merchant Spend Analytics: June 2025
Consumer sector

% Contribution

H1 2022 H1 2023 H1 2024 H1 2025

Automotive

Books and Newspapers

Building and Hardware

Business and Professional Services
Care Services

Clothing

Commercial and Industrial Services
Digital Print Media

Domestic and Cleaning Services
Education

Electronics and Computers

Food

Funeral Services

Gambling

Games and Gaming

Garages

Government

Health and Beauty

Health Practitioners

Home and Garden

Medical Services

NGOs, Social and Religious Services
Speciality

Sports, Outdoors and Travel
Stationery and Office Furniture
Telecommunication

Tourism

Transportation

Warehousing and Storage

0%
1%
1%

20%

Table7
Source: Absa’s Merchant Spend Analytics

0% 0% 0%
0% 0% 0%
1% 1% 0%

18% 19% 20%

8% 8%

1% 2%
1% 1% 1% 1%
1% 2% 2% 1%
20%  21%  17%  18%
2% 1% 3% 4%
1% 1% 1% 1%
0% 0% 0% 0%
3% 2% 2% 2%
0% 0% 0% 0%
21%  21%  23%
1% 1% 1% 0%
0% 0% 0% 0%
2% 3% 3% 2%
0% 0% 1% 1%
3% 3% 2% 2%
5% 8% 8% 7%
6% 9% 8% 6%




June YTD 2025 | In-store spending

% Contribution
H1 2022 H1 2023 H12024 H12025

Automotive

Books and Newspapers

Building and Hardware

Business and Professional Services
Care Services

Clothing

Commercial and Industrial Services
Digital Print Media

Domestic and Cleaning Services
Education

Electronics and Computers

Food

Funeral Services

Gambling

Games and Gaming

Garages

Government

Health and Beauty

Health Practitioners

Home and Garden

Medical Services

NGOs, Social and Religious Services
Speciality

Sports, Outdoors and Travel
Stationery and Office Furniture
Telecommunication

Tourism

Transportation

Warehousing and Storage

Table 8
Source: Absa’s Merchant Spend Analytics

Absa’s Merchant Spend Analytics: June 2025
Consumer Sector

% Growth
H12022 H12023H12024 H1 2025
12%  11% 4%
24%  16%  -3%
4% 7% 0%
66%  51% 14%
20%  14% 13%
12% 1%
23% 5% 8%
86%  45%
25% 9% 3%
30%  19%
3% 7% 0%
9%  15% 3%
| 119 41% 12%
29%  17% 0%
55%  11%
27% 8% 0%
15%  17% 12%
20%  -4% 8%
6% 9% 10%
3%  -6% 0%
8%  11% 8%
29%  21% 10%
24%  12% 9%
15%  285% 3%
10%  14% 11%
10% 2% 5%
61%  31% 7%
9% 14%
12% 11%

3%
-31%
0%
3%
5%
2%
-4%
-6%
14%
5%
2%
1%
7%
1%
1%
-12%
16%
4%
2%
1%
7%
3%
6%
1%
6%
13%

-1%

Automotive

Books and Newspapers

Building and Hardware

Business and Professional Services
Care Services

Clothing

Commercial and Industrial Services
Digital Print Media

Domestic and Cleaning Services
Education

Electronics and Computers

Food

Funeral Services

Gambling

Games and Gaming

Garages

Government

Health and Beauty

Health Practitioners

Home and Garden

Medical Services

NGOs, Social and Religious Services
Speciality

Sports, Outdoors and Travel
Stationery and Office Furniture
Telecommunication

Tourism

Transportation

Warehousing and Storage

3% 3% 3% 3%
5% 5% 4% 4%
5% 8% 10% 11%
15% 14% 11% 11%
0% 0% 0% 0%

0% 0%
1% 1%

0%

5% 6% 6% 6%
1% 1% 1% 1%
2% 3% 2% 2%
1% 1% 1% 1%
5% 5% 4% 4%
1% 1% 1% 1%
| 0% 0% 0% 0%
3% 3% 3% 4%
0% 0% 1% 1%
0% 0% 0% 0%
1% 1% 1% 1%
0% 1% 1% 1%

Table9
Source: Absa’s Merchant Spend Analytics
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YTD June 2025 | Credit card versus debit card

Debit card Credit card
H1 2022 H1 2023 H1 2024 H1 2025 H12022 H12023 H12024 H12025

Automotive 12% 6% 4% Automotive 12% 11% 6% 7%
Building and Hardware -2% Building and Hardware 2% 11% 4%
Business and Professional Services 0% Business and Professional Services
Clothing 1% Clothing 23% -3% 4% 7%
Food 10% 15% 3% 1% Food 6% 13%
Garages 34% 7% 2% Garages 15% 10%
Health and Beauty 16% 0% 8% 3% Health and Beauty 32% 9% 8%
Home and Garden - 2% 11% 5% Home and Garden 5% 13% 8%
Speciality 25% 10% 8% Speciality 27% 18% 7% 8%
Tourism n/a n/a 12% 3% Tourism n/a n/a 10% -4%
Telecommunication 11%n/a n/a n/a Telecommunication 3%n/a n/a n/a

Table 10 Table11

Source: Absa’s Merchant Spend Analytics Source: Absa’s Merchant Spend Analytics
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Gambling category overview

Online gambling reshaping consumer behaviour

Understanding the gambling category

Before diving into the analysis, it's crucial to understand what this category entails. According to Absa'’s
internal merchant data, the gambling category includes sports betting, lottery, casino gaming chips, off-
track betting and wagers. These activities have seen a dramatic shift in consumer engagement, particularly
in the wake of digital transformation and economic pressure.

Trends in gambling spend and transactions

The merchant data reveals a notable increase in both card spending and transaction volumes in the gambling
category. In 2022, card spending rose by 32%, even as transaction volumes declined by 25% (graph 1).
However, 2023 marked a turning point: spending surged by 52%, and transaction volumes skyrocketed by
211%. As of June 2025 (graph 2), YTD card spending transactions rose by 17%, a deceleration from the 24%
growth recorded during the same period in 2024. Similarly, transaction volumes grew by 16%, down from
the 52% growth seen in the previous year.

Traditionally, gambling required visiting land-based casinos or purchasing vouchers in-store, venues that are
relatively accessible across South Africa. However, technological advancements have revolutionised the
industry, making gambling available at the tap of a screen. Internal data shows a clear shift: in 2024, in-store
gambling (land-based casinos) experienced a 1% YoY decline, while online gambling grew by 66%, albeit
more slowly than the 168% growth seen in 2023. Online gambling’s market share has expanded markedly,
rising from 26% of total gambling card spend in 2022 to 58% in 2024. As of June 2025 YTD, online
transactions account for 61% of activity in the category, underscoring the sector’s rapid digital
transformation.

The surge in gambling activity also reflects broader socio-economic pressures. The rapid growth of this
category aligns with the period during which many South Africans were grappling with financial strain. With
consumers facing high inflation, elevated interest rates and stagnant income growth, gambling may have
been perceived by some as a way to supplement their income. Furthermore, South Africa continues to
grapple with one of the highest unemployment rates globally, with Statistics South Africa reporting a 32.9%
rate in Q1 2025. Youth unemployment is severe (reaching 46.1%) and, according to Deloitte, this high rate of
joblessness among young people may help explain their significant involvement in online betting platforms.

Sources:
South Africa’s rising gambling phenomenon: Are sin taxes on gambling justifiable? | South Africa National Budget Speech 2025

PowerPoint Presentation - Stats SA

Absa’s Merchant Spend Analytics: June 2025
Consumer Sector

YoY: Card spending vs transaction volume YTD: Card spending vs transaction volume

250% 211% 60% 52%

200% 50%

150% 40%

100% 30% 24%

50% 32% 29% . 09
10%
. &, mE ZE |- i
0
-50% 20 -25% 2023 2024 YTD Jun'24 YTD Jun’25
® Card spending  ®Transaction volume B Card spending  ® Transaction volume
Graph 1 Graph 2

Source: Absa’s Merchant Spend Analytics

Source: Absa’s Merchant Spend Analytics

YoY performance: Online spending vs in-store spending Online vs in-store: YTD June 2025
200% 168%
150%
100% 66%
38%
50% 17% 12% .
0% [ - —
-1%
-50%
2022 2023 2024
EOnline ®In-store = Online = In Store

Graph 3 Graph 4

Source: Absa’s Merchant Spend Analytics

Online vs in-store: 2022

® Online ®In-store

Graph 5
Source: Absa’s Merchant Spend Analytics

Source: Absa’s Merchant Spend Analytics

Online vs in-store: 2023 Online vs in-store: 2024

® Online ®In-store

Graph 7
Source: Absa’s Merchant Spend Analytics

® Online ®In-store

Graph 6
Source: Absa’s Merchant Spend Analytics



https://www.deloitte.com/za/en/services/tax/perspectives/south-africas-rising-gambling-phenomenon.html
https://www.statssa.gov.za/publications/P0211/Presentation%20QLFS%20Q1%202025.pdf
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Insights from the Absa Consumer Conference 2025

A conference rich in insights and industry perspective
Corporate and

This year’s Absa Consumer Conference 2025 in Cape Town delivered a wealth of macroeconomic updates and industry insights, offering a . Investment Banking
comprehensive view of South Africa’s evolving consumer landscape. Spanning two days, the event brought together voices from across the consumer

ecosystem — from retailers sharing shifting shopper behaviour, to healthcare providers disrupting access models, to fibre innovators working to _ aps
deliver affordable internet in underserved areas. Even property strategists shared how they ensure malls are positioned in the right locations with . Unvelllng consum?r
the right tenant mix to meet changing consumer needs. The conference also featured leading senior economists from Absa and Professor Haroon |nS|ghts: Dec [ p he rn g

Bhorat, who provided valuable context on the broader economic environment.

Behavioural Patterns

For the purposes of this publication, the spotlight falls on the panel led by South Africa’s top retailers, which echoed the value-driven consumer
trends we explore regularly. The discussion highlighted how shoppers are increasingly opting for smaller pack sizes or opting for more affordable
brands in response to economic pressures. They added that erosion of brand loyalty has deepened, and customer stickiness has become a major Consumer Conference 2025
challenge, with loyalty programmes now functioning more as tools to encourage repeat visits than as indicators of long-term brand commitment. ,
This shift also presents a unique opportunity for local private label brands, which are often able to undercut global competitors on price. As ' cib.absa.africa

consumers gravitate towards affordability, local brands could gain market share, provided that they invest in visibility. Where global brands continue ' Your /'\
to dominate is in their ability to capture consumer attention through large-scale marketing campaigns. For local players, strategic investment in ' story (absa'
brand awareness and targeted marketing could be the key to unlocking growth. Retailers also pointed to several operational challenges they are 28 matters

facing including rising competition, high electricity and labour costs, inflation, insurance premiums, rental expenses and bank charges. R R cac? . \-/

That’s how we are invested in your story.

Another strong theme that emerged from the conference was the growing potential of township economies. Retailers identified these markets as
frontiers for growth, but emphasised that success will require innovation, cultural understanding and tailored go-to-market strategies.

Credit usage and consumer stress: Insights from Experian

In addition to the retailer-led panel discussion, Jaco van Jaarsveldt from Experian shared valuable insights at the conference. He presented data
indicating that consumer appetite for credit is at an all-time high driven largely by consumers attempting to manage the rising cost of living, but
approval rates have yet to return to pre-pandemic levels. This mismatch has resulted in a smaller credit-active population. Using Experian’s
Consumer Default Index (CDI), Jaco highlighted that low-affluent segments are showing the highest default rates. However, these figures reflect less
financial distress than seen pre-pandemic, largely because many individuals in this segment are unable to qualify for credit, limiting their exposure. In
contrast, high-affluent consumers are experiencing a sustained deterioration in CDI, with rising debt levels as they attempt to maintain their
lifestyles amid ongoing economic pressures.

He also noted sluggish growth in credit uptake among clothing retailers, a sector historically driven by young adults entering the workforce and
building credit history. However, this segment is now stagnating, largely due to high youth unemployment, which has significantly reduced the
number of new entrants into the credit market. This shift presents a broader challenge for both retailers and financial institutions: the traditional
pipeline of young, aspirational consumers is weakening, and strategies must evolve to reflect the changing dynamics of credit engagement

In closing, today’s consumer is more complex and unpredictable than ever - a true enigma in the retail landscape. Retailers are working hard to
decode shifting behaviours, trying to anticipate what shoppers want and how to bring them back over and over into their physical and digital stores.
The days of predictable patterns and brand loyalty are behind us. Yet, this unpredictability also presents immense opportunity. The competitive
landscape is rich with potential for those willing to adapt. Whether it’s unlocking growth in township economies, empowering local brands, or
reimagining credit engagement, the future belongs to businesses that listen closely, learn continuously, and lead with relevance and agility.
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Consumer Sector team

Isana Cordier: Managing Executive and Coverage Head: Consumer Sector
isana.cordier@absa.africa
Absa CIB

Chipo Butayi: Senior Coverage Banker
chipo.masawi@absa.africa
Absa CIB

Chriszelle Joseph: Senior Coverage Banker
chriszelle.joseph@absa.africa
Absa CIB

Mpho Dube: Senior Coverage Banker
mpho.dube@absa.africa
Absa CIB

Basil Howard: Coverage Banker
basil.howard@absa.africa
Absa CIB

Dale Spencer: Senior Coverage Banker
dale.spencer@absa.africa
Absa CIB

Adrian Moon: Senior Coverage Banker
adrian.moon@absa.africa
Absa CIB

Zama Nkalanga: Senior Sector Analyst
zama.nkalanga@absa.africa
Absa CIB

Palesa Manone: Sector Analyst
palesa.manone@absa.africa
Absa CIB

Digital Data Products team

Shalain Gopal: Head: Digital Data
shalain.gopal@absa.africa

Absa CIB

Mahlatse Raseala: Specialist Product Engineer
mahlatse.raseala@absa.africa
Absa CIB

John Leuner: Lead Product Engineer (PocketFlow)
john.leuner@absa.africa

Absa CIB
Sifiso Mokaile: Business and Technical Data Analyst: Client Data Products
Ashley Morebudi: Specialist Data Scientist: Client Data Products

Jonas Moapolela: Frontend Engineer: PocketFlow
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Spend analytics:
PocketFlow

A big-data web-based tool that takes you beyond the
limitations of traditional banking

Your story matters (absa)

Do you know who your customers are, what their spending behaviour at your store is,
or how you compare to competitors?

Now you can, with Absa’s spend analytics tool, PocketFlow.

This tool is designed to help you understand your customers better and optimise your
business strategies. Its interactive customer visualisations enable you to better
understand your business’s performance and give you further actionable insights.

PocketFlow is a self-service tool that doesn’t involve any complicated installation
processes, nor does it require specialist IT skills to implement or use.
© ot s ncsry spend
There are two offerings available, namely: ROLOS A o R9.8b 1o
* PocketFlow (for large corporates): Speak to your Business Banker to find out more.
* PocketFlow Lite (for small and medium enterprises): Register on the Absa Merchant
Access Online (AMAO) portal at https://absamerchantaccessonline.absa.co.za

e Performance by store
any

Start your PocketFlow spend analytics journey today!



https://absamerchantaccessonline.absa.co.za/

Absa Group Limited Reg No 1986/003934/06. All rights reserved.
Registered office: 15 Alice Lane, Sandton, 2146, Gauteng, South Africa.

The contents of this document may not be distributed unlawfully. Copyright subsists in
this brochure. No part of this work may be reproduced in any form or by any means
without Absa’s written permission. Any unauthorised reproduction of

this work will constitute a copyright infringement and render the doer liable under
both civil and criminal law. While every effort has been made to ensure that the
information published in this brochure is accurate, Absa, the editors,

publishers and printers take no responsibility for any loss or damage suffered

by any person as a result of the reliance on the information contained herein.

Terms and conditions apply.
Absa is an Authorised Financial Services Provider and a Registered Credit Provider.

You should check that the information provided in the brochure is still correct and relevant
before using it for your purposes.

Your story matters (absa)
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