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LIBSTAR: 
A BRANDED AND PRIVATE LABEL AGGREGATOR

2005 2017Multiple rounds 
of private equity 

transactions

Disciplined acquisitions 
of owner - founded

businesses



LISTED ON THE JSE 

2018



LIBSTAR: 

AN OPERATOR

2023 TOGETHER,
WE ARE

Investment in 
processes 
and people

Organic growth  
and innovation

New CEO 
appointed

Senior executive 
leadership team 

appointed

Limited number 
of founders still 

involved

Category 
management 

expertise



A DECISION TO

BACK OURSELVES

2026



THE
JOURNEY



OUR 
THREE-PART STRATEGY

Simplify
Portfolio & 

Operating Model
 

Streamlining portfolio to 
focus on value -added 

food  categories

Grow
Categories, 

Channel & People

Accelerating earnings 
momentum & creating 
long - term stakeholder 

value

Sustain  
Operations & 
Cash Flows

Embedding  sustainability as 
a core business practice 

across operations



BEFORE

business units
20

managing executives
18

categories
5

Beverages

fresh mushrooms



TODAY

business units
20

managing executives
189

categories
5

super -categories 
(Ambient + 
Perishable 
Products)

2
sub -categories
7

managing executives Beverages

fresh mushroomsSOLD OR 
CLOSED



2 
CORE CATEGORIES

3 
BRAND SOLUTIONS

4 
SALES 

CHANNELS
Perishable ProductsAmbient Products

Dairy

Value - added Meats

Convenience Meals

Dry Condiments

Select Products

Wet Condiments

Baking

Private Label and Dealer - Owned  Brands 

Principal Brands 

Retail and 
Wholesale c.55.6%

Food Service c.20.6%

Exports c.11.0%

Industrial 
and Contract
Manufacturing

c.12.8%

Libstar Brands 

Owned Licensed
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Sustained  
consumer value -

seeking and 
down - trading

Rapid growth 
in private - label, 

increasingly 
tiered by 
retailers

Resilience  
of premium 

retail segments

Pressure  on 
domestic 

volumes τ 
diversification  

into under -
indexed 

channels

Resilient 
growth 

in food service

AHEAD OF MARKET TRENDS
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WELCOME TO
OUR WORLD

OUR MARKET REALITIES, 

AND HOW WEõRE CAPITALISING ON THEM

WENDY VAN ZYL: 
CATEGORY & CUSTOMER EXECUTIVE



EXTERNAL
FORCES





AI is adding 

complexity  

άIn 2026, AI will make 
commerce better and more 
personalized for consumers, 

but radically more 
ŎƻƴŦǳǎƛƴƎ ŦƻǊ ōǊŀƴŘǎΦέ

Wayvia

Gambling is 
devouring spend  

What would you have spent the 
money you spent on gambling 
ƻƴ ƛŦ ȅƻǳ ƘŀŘƴΩǘ ƎŀƳōƭŜŘ ǿƛǘƘ ƛǘΚ

1. Groceries:   44%

2. Clothing, shoes, personal  
care:  32%

3. Savings, investments:  32%

4. Entertainment, leisure:  26%

5. Fast food, takeaways:  25%

Impact of Online Gambling

1. Total wagered in 2024/5: 
R1.5tn

2. Total wagered daily by all 
gamblers: R4bn

3. Spent on online gambling: 
70%

Government is 
adding pressure

¢ƘŜ Ψ.ƛƎ CƛǾŜΩ ǊŜǘŀƛƭ ŎƻƳǇŀƴƛŜǎ Ŏŀƴ 
and must play a far greater role in 

making nutritious food more 
affordable for South African 

households.

President Cyril Ramaphosa

Retailers have historically given 
back, but now under increasing 
pressure to do so.

Late October 2025:  President 
Ramaphosa called for urgent 
collaboration between 
government, business, and civil 
ǎƻŎƛŜǘȅ ǘƻ ŀŘŘǊŜǎǎ {!Ωǎ ǿƻǊǎŜƴƛƴƎ 
food insecurity.

GEN Z&A are 
coming into their own

Breakdown: SA grocery 
shoppers by generation

1. Boomers (61+):  16%

2. Gen X (45 -60):  24%

3. Millennials (29 -44):  42%

4. Gen Z (16-28):  20%

5. Gen Alpha (15):  0%



WHAT'S 
SHIFTING OUR 
GOALPOSTS?



LANDSCAPE(S) OF
FRAGMENTATION



POWER IS NO LONGER CONCENTRATED IN BIG BRANDS

On the shelf

ï Proliferation of price fighters

ï Growth and premiumisation of 
private brands

ï {ƘƛŦǘ ǘƻ ΨƭƻŎŀƭΩ ŀƴŘ ΨŀǳǘƘŜƴǘƛŎΩ 

ôBig brandõ dominance 

diminishing

bƻ ΨƻƴŜ- size- fits -ŀƭƭΩ ǘǊŀŘŜ 
strategies

Retailer level

Supermarket types

Existing OK + OK Urban

Checkers Hyper + FreshX + Checkers Food

Supers + Cash & Carry

Existing SPAR / SUPERSPAR, etc. + SaveMor + SPAR Gourmet

PNP Corporate + PNP Franchise + PNP Hyper + Boxer

Woolworths Food (Local stores) + Woolworths + Food 
Emporium (Flagship)

Speciality store types

ï Pet 

ï Baby 

ï Outdoor



Retail media networks

Networks and retailer 
power are growing

Reward programmes

More reward 
programmes, more 
integration beyond 

grocery retail 

Private brands

More brands, more 
products, more 
premiumisation

E-commerce

More ς but slower ς 
growth to come

EMPIRES ARE STILL BUILDING
RETAILERS ARE SCRAMBLING FOR REVENUE 
AND MARGIN OUTSIDE OF THEIR CORE BUSINESS



700 
stores  by 2026
(currently 500)

DISCOUNTERS & INDEPENDENT

1 000 
stores by 2030
(currently 463)

7
stores in Gauteng
(current demand 
for more stores)

97 
current stores

Independent retail 
outperform  formal retail 

chains month on 
month over 2025

The ultra - luxury retailer 
expanding across 

South  Africa


