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EDITORIAL COMMENT
Keeping up with a fast changing retail 
ops and consumer environment
Not all is doom and gloom. A number of retail groups have recently published 

results that show there is opportunity to grow and prosper and beat the odds in a 

challenging economic climate. You’ll find a brief overview of these retailers and their 

successes in our news section in this issue. 

What is clear is that we operate in an era of rapid change. While this is evident 

on many fronts, one area that is having the biggest impact is the way technology 

is affecting consumer shopping behaviour. A new report by KPMG International 

has analysed the online shopping preferences and behaviours of more than 18 000 

consumers in 51 countries by geography, generation and product category.

One of the key findings is that in a global online marketplace, competition is no 

longer limited to local shops during regular business hours. Consumers can easily 

buy from retailers and manufacturers located anywhere in the world – or from those 

with no physical retail locations at all. So, in our Retail Automation feature we look 

at omni-channel retailing and how important it is to be good at every aspect of it.

Then, with the plethora of products available in a modern supermarket, what 

makes a consumer choose one product over another? Well, it turns out that it is 

not only what is inside the product, but also what the packaging tells the consumer 

about it.

With a growing awareness of health and the importance of nutrition among 

many consumers Clean Label messaging continues to trend around the world. But 

with one third of US adults noting that high-quality food packaging is an indicator 

of product quality, and three in five UK consumers saying they pay attention to 

beverage packaging formats, the time is now for brands to roll out unique packaging 

that not only differentiates the product on-shelf, but also helps form and support 

brand identity. Good packaging protects your product; great packaging protects your 

brand. 

Home-meal replacement (HMR) is one of the strongest growth points in store 

today. One way to produce quality food in-store and keep your offer fresh, exciting 

and profitable is to have a good chef in your store. Cooking shows on television have 

turned ordinary people into foodies and customers are a lot more knowledgeable 

about food and nutrition than they were a decade ago. For this reason in our 

Supermarket chefs feature we look at how a trained chef can benefit your store 

and how to go about getting the best person for the job.

While all the new technology is having a huge impact on shopping, emotions are 

still the most critical element of any customer’s shopping experience. More than 

50% of any customer experience is determined by the emotions they feel. 

In Delight your Customers we look at emotions and the importance of 

introducing conversations about emotions in your company. 

There is of course a downside to all the modern technology changing the way 

people shop. In Staff Matters we look at employees and their cellphones. Although 

an employee has a right to privacy, it is not absolute. Do you have a right to the 

content of your employees’ phones? We help you navigate this very thorny issue. 

We also look at the new National Minimum Wage (NMW) and what it will mean to 

you.

We are also very excited to introduce a new column by Advocate Neville Melville, 

the Consumer Goods and Services Ombud. In this issue he writes about advertising 

and when a customer can hold a retailer to a price that was advertised.

We hope that this issue of Supermarket & Retailer gives you both the 

information and the inspiration to take your business to the next level in a fast 

changing retail and consumer environment. Enjoy the read.

Stephen Maister



of the juice. It can be stored in the 

cupboard and once opened, in the fridge. 

This means that the longevity of the juice 

allows consumers to enjoy it fresh, every 

time. The Tomato, Mango, Strawberry & 

Banana, Grapefruit and Apple juices have a 

low Glycemic Index (GI), which is endorsed 

by Diabetes South Africa. Rhodes 100% 

fruit juices are also comes in 2ℓ or 200ml 

cartons and are available at all major 

retailers countrywide.  The Tomato, Mango, 

Strawberry & Banana, Grapefruit and Apple 

juices have a low Glycemic Index (GI) and 

are endorsed by Diabetes South Africa.

Brew it gently and enjoy!
People are increasingly choosing green 

tea as a refreshing hot drink because of its 

lower caffeine content and reputed health 

benefits. Black Forest health tea range has 

just launched Black Forest Green Tea, which 

is available from Pick ‘n Pay, Checkers, 

Spar, Clicks and Cash ‘n Carry nationwide 

at a cost of around R26,95 for 10 teabags. 

(Black Forest Green Tea does not have the 

laxative properties of other teas in the 

Black Forest Herbal Tea range).

Lose weight just like that
Evox Garcinia is a 

superfruit native to India 

and Southeast Asia. 

Weight loss benefits 

of Garcinia Cambogia 

can be attributed to 

its Hydroxycitric Acid 

(HCA) content, which 

has shown to support  

a healthy and natural 

appetite. It is available in bottles containing 

60 soft gel capsules. Evox also offers a low-

calorie, balanced meal replacement shake, 

which is ideal as a mid-morning and mid-

afternoon snack to support weight control. 

It is available in three flavours: Double-

Thick Chocolate, Strawberry Whipped-

Cream and Vanilla Ice-Cream. It is available 

in pack sizes of 900g and 1,9kg

The sandwich evolution is here
Blue Ribbon Sandwich Squares are designed 

to fit perfectly in lunchboxes and hold all 

your favourite fillings. They can be enjoyed 

topped, toasted or filled. Available in both 

White and Brown, these better-for-you 

baked squares are convenient to use and 

are high in fibre. Each pack of Blue Ribbon 

Sandwich Squares contains six pre-sliced 

squares.

A family cereal
As a busy mum 

you want your 

children to excel in 

every way. It’s your 

responsibility to 

give them the best 

possible start to 

their day. With your 

busy schedule this

is now a possibility with the delicious and 

nutritious Cerevita. Cerevita has a signature 

taste and aroma that comes from gently 

grilling nutritious wholegrain cereals into 

a big biscuit before crumbling it into 

delicious flakes, fortified with Grain Smart 

a smart combination of micro nutrients 

and is available in Corn and Wheat, Corn 

and Banana and Corn and Chocomalt

Fresh and convenient
Rhodes will be 

upgrading its 100% 

1ℓ fruit juice range to 

a more convenient 

one-step-open carton. 

Consumers will now 

be able to break the 

carton’s seal with 

just one easy twist, 

guaranteeing the 

juice’s freshness. The 

range, compromising 

13 delicious flavours, has no preservatives 

or added sugar and is packaged in cartons 

that keep out light, protecting the quality 

Choosing a dog shampoo
If you’re a pet owner, then you’ll agree 

that your pet is a very valuable creature 

in your home. It’s more than just a pet, 

but a family member who is always 

there for you to keep you and the whole 

family happy. With that, it is important 

to ensure that your dog is regularly and 

thoroughly cleaned. Fortunately, Pet 

Patrol has launched a complete range 

of dog shampoos that will cater for all 

your dog bathing needs. The Pet Patrol 

range of dog shampoo contains Byotrol, 

which is a revolutionary hygiene active 

that is proven to be very effective against 

germs, especially odour-causing bacteria. 

The following variants are available: Tea 

Tree Doggie Shampoo (250ml), Aloe Vera 

Nourishing Shampoo (250ml), Puppy Love 

Puppy Shampoo (250ml), Coat Brightening 

Doggie Shampoo (250ml) and 2 in 1 

Conditioning Doggie Shampoo (250ml).
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WHAT’S NEW?

Buyers 
Guide

Get this service online at
supermarket.co.za

Our Mobi New Products site is 
dedicated to the latest in product 

and packaging innovation and sends 
a notification right to the palm of 
your hand as the launch happens.

Go to m.supermarket.co.za to see  
the products featured. A free 

subscription  
offers you the  

full functionality  
of the mobi site. 
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■ Enoki mushrooms – these tiny-capped 

mushrooms that grow in clusters and have 

fragile, long stems, are best eaten raw as a 

garnish for salads, soups or Asian-inspired 

dishes.

■ Porcini mushrooms – these fungi 

are one of the most sought-after wild 

mushrooms, boasting a meaty texture and 

lovely flavour.

■ Chanterelle mushrooms – these 

flavourful mushrooms are frilly and lily-

shaped and have a unique flavour with 

hints of apricot and almond.

■ Morel mushrooms – available in yellow 

and black varieties, morels are characterized 

by nutty, earthy flavours with honeycomb 

crevices that are perfect for sauces.

■ Truffle mushrooms – ah, truffles, the 

most expensive mushroom, possess a 

powerful flavour, a little of which goes a 

long way. (We love truffle olive oils because 

they lend truffle scent and flavour sans the 

steep price.)

ON PROMOTION

2 APRIL 
Peanut Butter and Jam Day
3 APRIL 
Chocolate Mousse Day
5 APRIL 
Deep Dish Pizza Day
7 APRIL 
World Health Day
10 APRIL 
Chelsea Bun Day
12 APRIL 
Grilled Cheese Sandwich Day
14 APRIL
Good Friday
15 APRIL
Easter Saturday
16 APRIL
Easter Sunday
Day of the Mushroom
17 APRIL
Easter Monday
20 APRIL 
Banana Day
22 APRIL 
International Mother Earth Day
23 APRIL 
Picnic Day
27 APRIL 
Prime Rib Day

APRIL 2017  
PROMOTIONAL 

CALENDAR

It may be a good day to try something 

“outside the box”. Following are a few ideas 

to help you out!

■ Peanut Butter and Jam Cupcakes

■ Peanut Butter and Jam French Toast

■ Peanut Butter and Jam Pie

■ Peanut Butter and Jam Cookies

■ Peanut Butter and Jam Donuts

■ Peanut Butter and Jam Pancakes

■ Peanut Butter and Jam Fudge

All hail mushrooms
Who knew there was a holiday dedicated 

to fungi? 16 April is Day of the Mushroom 

in select foodie circles (pretty much any 

group that loves food-centric holidays and 

can’t get enough mushrooms) so we’ve got 

a list of different types of mushrooms for 

you to forage and find ways to include in 

your vegan menus. Types of mushrooms:

■ White button mushrooms – the most 

familiar of fungi, these mushrooms have a 

mild flavour that intensifies when cooked.

■ Brown cremini mushrooms – related 

to the white button, these mushrooms are 

darker in colour and denser in flavour.

■ Portobello mushrooms – a perfect 

vegan substitute for animal-based burgers, 

portobellos have a meaty flavour and 

texture.

■ Shiitake mushrooms – these wild 

mushrooms have frilly umbrella caps and a 

meaty texture when cooked.

■ Oyster mushrooms – considered the 

most graceful of the mushrooms, oyster 

mushrooms have fluted caps, a velvety 

texture and a mild flavour.

The happy sandwich
National Peanut Butter and Jam Day is 

celebrated annually on 2 April. This food 

holiday is a classic favourite of many. 

Peanut butter was considered a delicacy 

in the early 1900s and was only served 

in New York City’s finest tearooms. In a 

May 1896 article published in the Good 

Housekeeping magazine, a recipe “urged 

homemakers to use a meat grinder to make 

peanut butter and spread the result on 

bread”. That same year, in June, the culinary 

magazine Table Talk published a “peanut 

butter sandwich recipe”.

It is thought that the first reference of 

peanut butter paired with jam on bread to 

be published in the United States, was by 

Julia Davis Chandler in 1901. In the late 

1920s the price of peanut butter declined 

and the sandwich became very popular 

with children.

According to the Peanut Board, both 

peanut butter and jam were part of the 

United States soldiers military ration list 

during World War II.

In 1968, The J.M. Smucker Co. introduced 

Goober, a jarred product that combined 

alternating vertical stripes of peanut butter 

and jam.



I truly believe that the only way to do this 

is by maximising value for customers first. 

As Jeff Bezos, founder of Amazon.com 

stated: “Be very afraid of our customers, 

because they are the folks that have the 

money. Our competitors are never going to 

send us money.” 

Bearing this in mind, let’s now look 

Colin Shaw’s four levels of emotions that 

customers experience.

1. The destroying cluster: These 

are the negative feelings that evoke 

resistance, resentment and a desire 

for revenge in customers. They include 

feelings like irritation, being rushed, feeling 

neglected, unhappy, dissatisfied, stressed, 

disappointed, frustrated, uncertain or 

confused, wondering about mistakes, and 

being kept waiting. This cluster of emotions 

is the first place you need to focus on 

when looking to improve your customer 

experience. Your company often does 

things that, knowingly or unknowingly, 

evoke these emotions – and it pays a high 

price. This cluster not only destroys value 

but it also costs you money, for example 

dealing with customer complaints, returns, 

and so on. You need to focus on reducing 

these actions and making it as effortlessly 

as possible to transact with your company. 

2. The attention cluster: The first 

group of emotions that drive value – but 

they tend to be quite short term. They

I have become more convinced than 

ever that emotions are the most critical 

element of any customer’s experience – 

and now the evidence is in. More than 50% 

of any customer experience is determined 

by the emotions that customers feel, and 

this is true for ALL businesses, both those 

that deal with consumers, as well as those 

companies that sell their products and 

services to other businesses. 

But the subject of feelings and emotions 

is not one that we like to talk about in 

boardrooms that are inevitably filled with 

scientifically trained executives, whose 

lives and decisions are based on cold hard 

facts. The truth is however inescapable, 

and it is naïve to think that we deal with 

unemotional, rational and logical human 

beings in business. 

UK-based consultant and author, Colin 

Shaw, and his company Beyond Philosophy, 

have identified four broad groups or 

clusters of emotions that either destroy 

value or create value for organisations. 

Before we look at these, however, it’s a 

good idea to define exactly what I mean by 

“value.” 

Peter Drucker stated that the purpose 

of any business organisation is to create 

and keep its customers. In today’s 

highly competitive world, this task has 

become far more difficult, as competitors 

undercut prices or offer greater value, or 

both. Market space gets more crowded 

as supply exceeds demand, and this is 

compounded by globalisation. There is 

accelerated commoditisation of previously-

differentiated products, (think about air 

travel as an example,) and prices decrease 

even more. The ability to differentiate 

brands becomes even more difficult, and 

niches and monopolies disappear. Prospects 

for profit and growth become gloomy. 

Therefore, when I define creating value 

for your organisation, I’m talking about 

mitigating this bleak picture, and focusing 

on maximising the value of your business 

– financially for the owners, in terms of 

your reputation in your chosen markets, 

and for the benefit of all stakeholders like 

customers, employees and others. And 

include the emotions that have a proven 
link to increased customer spend in that 
they attract customers to your business 
for a while. They include feelings like 
finding something that you do interesting, 
energetic, filled with enthusiasm and 
passion, stimulating, sparking curiosity 
or need to explore, or just something 
indulgent for themselves. Customers will 
spend more money with you in the short 
term, and provided you are in a business 
where this is appropriate – such as the 
fashion business, or you produce a new 
show or music concert – this cluster can 
give you a temporary high and attract 
customers to your company.

3. If you want to have loyal customers 
and build a long-term relationship with 
customers, then you need to focus on the 
recommendation and advocacy clusters of 

emotions. Taking the recommendations 

cluster first, we have called it this to reflect 
the fact that it is about gaining customers 
who will recommend you. Evoking these 
emotions will create loyal customers and 
they include feelings like trust, (trusting the 
company and also feeling trusted by the 
company,) valued, cared for, knowing that 
they are focused on me, and a sense  
of safety and security. This cluster is called 
the “recommendations cluster” to reflect 
the fact that this is more of a reactive 

state. For instance, if a friend or colleague 
asks if you could recommend a doctor or
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DELIGHT YOUR CUSTOMERS 
The power of emotions in  

customer experience
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What can your business do to maximise value for your customers? 

■ A great place to start would be to stop focusing too much 

energy on your competitors. Instead, focus on your customers, 

their needs and offer such an enormous and massive leap in 

value that your rivals become irrelevant.

■ As mentioned, be relentless about identifying and then 

eliminating, (or at least reducing or controlling,) the emotions 

that destroy loyalty.

■ At the other extreme, identify and then introduce whatever 

actions it takes to evoke the emotions in the attention, 

recommendations and advocacy clusters.

■ Always, always look for ways to reduce the amount of effort 

needed to transact with your company, and make things easy 

and simple for your customers.

As a final point, I would like to suggest that conversations about 

emotions be introduced in your company. It may not come 

naturally, but you may be the only company in your industry  

that actually considers these – resulting in specific advantages  

over your rivals. 

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

a restaurant or a holiday venue, you can tell them but you may not 

proactively go out of your way to rave about them. That happens in 

the next cluster…

4 The advocacy cluster: Shaw identifies only two emotions 

in this cluster, although I would suggest that there are many 

other positive emotions that lead to what Ken Blanchard called 

“raving fans.” (Shaw’s work is based on proper research, however.) 

The emotions that create and drive loyalty include being happy 

and pleased, but I’d also use words like delighted, thrilled, excited, 

surprised, “wowed,” and an attitude of “that was unbelievable!” If a 

customer is an advocate, they proactively tell people about your 

organisation without prompting. They say things like, “Do yourself 

a favour. No matter what, don’t miss this show. It was brilliant!” This 

has to be the ultimate aim of any business because it drives loyalty, 

and thereby results in the cheapest form of marketing there is. There 

are other benefits: repeat purchases, opportunity for cross-sales 

and upgrades, lower cost to serve, reduced price sensitivity, greater 

cooperation and forgiveness of mistakes, completely differentiated 

from rivals’ offers, and so on.
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(CGSO) has ruled the sale becomes final 

when the consumer takes the selected 

goods out of the trolley or basket and 

places them on the counter. By so doing, 

the CGSO reasoned, the consumer is tacitly 

communicating, “I accept these goods at 

the displayed prices.”

In the CGSO case, a couch had a display 

price of R2 199,99 instead of the correct 

price of R2 999,99. The CGSO decided that 

the mistaken displayed price was not that 

much lower than the true price so there 

was no obvious error. 

Steps that might be considered 

reasonable in informing customers include: 

withdrawing the product from sale, fixing 

the pricing error price or label on a shelf, 

and then making the product available for 

sale again; putting up notices at the stores 

affected or making an announcement over 

the public address (tannoy) system.

Where the price is advertised through 

the media or electronically, Section 30 of 

the CPA comes into play. In subsection 

30(1), it prohibits a supplier from 

advertising any particular goods or services 

as being available at a specified price in a 

manner that may deceive a consumer. The 

CGSO has followed the Australian approach 

of applying a reasonable-person test 

when making an assessment of whether 

the advertisement did or may mislead or 

deceive a consumer or consumers. Applying 

this approach, consumers would not be 

misled by a massive error.

In a case CGSO ruled that where the true 

price of a couch was R3 700 and the

Everything has a price, it is said. 

The trouble is, knowing what the 

correct price is, particularly in  

a supermarket environment. 

There is perhaps nothing that annoys 

customers more than being told that the 

advertised price is an error, particularly 

if they have had to travel a considerable 

distance to get to the store. 

Despite what you might have learned in 

Law 101, the answer regarding the price 

that applies is not that straightforward, 

especially since the Consumer Protection 

Act (CPA) came into effect. Different rules 

apply, depending upon the circumstances. 

There are four pieces of law that come into 

play: 

■ The common law of contract

■ Section 23 of the CPA

■ Section 30 of the CPA

■ The Electronic Communications and 

Transactions Act (ECT Act)

In terms of the common law, an 

advertisement is generally not treated 

as a binding offer that a customer may 

accept, but merely as an announcement 

of the shopkeeper’s intention to sell at 

the advertised price (this is known as 

an invitation to treat (do business)). The 

courts were swayed by a concern that 

if a shopkeeper had sold out the goods, 

thousands of customers may nevertheless 

hold him to the offer. An advertisement 

might, however, be treated as a binding 

unilateral offer to all the world which could 

be accepted by any person, depending on 

how it is worded.

Section 23 of the CPA seems on the 

face of it to do away with the invitation-

to-treat approach by stating a supplier 

must not require a consumer to pay a 

price for goods or services higher than the 

displayed price for those goods or services. 

The supplier is not, however, bound by 

a display price if it is an inadvertent and 

obvious error and the supplier corrects it 

and informs the customer.

The question arises, up to what point 

can the supplier still correct the price? If 

it is when the item is rung up on the till, 

the section would be useless to customers 

because the supplier would always be able 

to say, “Sorry, there was an error in the 

price.” Taking this into consideration, the 

Consumer Goods and Services Ombud

advertised price was R1 599, which is 43%  
or less than half of the correct price, the 
discrepancy between the actual price or 
the price that a reasonable consumer might 
expect the price to be and the advertised 
price was so great that the customer was 
not deceived and the incorrect price was 
not binding.

Subsection 30(2) binds a supplier who 
advertises particular goods or services 
as being available at a specified price 
and expressly places a limitation on the 
number/ amount available to make those 
goods or services available at that price, to 
the extent of the expressed limits.

Where the entire transaction takes place 
online, the ECT Act applies. Unlike the CPA, 
it does not specify how errors in price  
must be dealt with. The widely held view  
is that when the customer clicks on the  
“I accept” button, the transaction becomes 
binding. However, section 21 of the ECT 
Act says the parties may reach agreement 
on the issue. So a supplier may stipulate 
that the contract will be formed only if the 
customer’s order is accepted by the seller 
or when the goods are dispatched. Even  
if the supplier fails to stipulate this, it will 
not be bound if the customer ought to 
have been “alive to the real possibility of  
a mistake.” 

Bearing in mind the possibility of 
e-businesses losing literally millions if they 
get it wrong, they need to exercise extreme 
care.

Advocate Neville Melville is the Consumer Goods 
and Services Ombud. Visit www.cgso.org.za for more 
information.

PRICING & THE LAW By Neville Melville

It’s a bargain – or is it? 



Consumer electronics | Home appliances | Toys | Gadget | Homeware | Household | Lighting | Fashion

jewellery & accessories | Giftware | Garden & horticulture | Outdoor furniture & furnishing | DIY & home | Offi ce

Improvement | Building supplies | Hardware | Tooling | Medical | Beauty | Fragrances | Auto & machinery 

THE SHOW 
FOR RETAILERS, 
WHOLESALERS, 
DISTRIBUTORS, 
EXPORTERS & 
ENTREPRENEURS

MEET
MANUFACTURERS 

AND SUPPLIERS FROM 
ACROSS THE GLOBE

ATTEND
LIVE FEATURES & 
CONFERENCE

SOURCE THE VERY 
LATEST RETAIL & 

TRADE PRODUCTS

Gallagher Convention Centre
Johannesburg | 25 – 27 June 2017

Co-located with: Organised by:Strategic Partners:

Association of Representatives for the 
Electronics Industry

(formerly ADEC)

arei

REGISTER NOW FOR FREE ENTRY!
www.saitexafrica.com
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My phone, my photos!
By Samantha Coetzer & Fiona Leppan, 

Cliffe Dekker Hofmeyr

Although an employee has a right to 

privacy, it is not absolute. The employee’s 

case, in NUMSA and Another v Rafee N.O. 

and Others (JR1022/12) [2016] ZALCJHB 

512, was that the employer’s instruction 

that he hand over his mobile phone for 

inspection violated his right to privacy.

The employer’s instruction emanated 

from a report that the employee had 

taken photographs using his mobile phone 

of the company’s production line, shift 

machines and letter trays. The employee 

was instructed to delete the photographs 

relating to the company’s confidential 

business operations and to confirm that 

he had done so. When the employer asked 

for confirmation that the photographs 

had been deleted from his mobile phone, 

the employee replied “no comment”. 

Thereafter, the employer instructed the 

employee to make his phone available to 

confirm that the disputed photographs  had 

been removed.

The employee refused on the basis that 

it was his private phone that contained his 

personal information. The employee also 

argued that the employer had no right to 

look at his phone.

The Company asserted that its business 

operations needed to be kept confidential 

and that it operated in a competitive 

environment. The employee was charged 

and dismissed for failing to delete the 

photographs or confirm that he had done 

so and for refusing to make available 

his mobile phone to confirm that the 

photographs had been deleted. The 

employee challenged the fairness of his 

dismissal at the CCMA, where he denied 

that he took the photographs.

The CCMA arbitrating commissioner 

found that, in the circumstances, the 

employer’s instruction to hand over 

the phone was reasonable and that the 

employee’s failure to obey the instruction 

warranted dismissal.

Dissatisfied with the arbitrator’s out come,  

the employee applied to the Labour Court  

to review the award. The Labour Court 

referred to the employee’s right to main tain  

the confidential nature of informa  tion on 

his mobile phone as well as the employer’s 

right to maintain the confidential

information about its business. It held that 

although the employee is entitled to the 

privacy of the information on his mobile 

phone, “that does not entitle him to use 

his personal phone as a camera to capture 

confidential information belonging to his 

employer in which it has a proprietary 

interest. When he did that, he could hardly 

maintain that his right to preserve the 

confidentiality of his personal data entitled 

him to retain data about the company he

Deputy President Cyril Ramaphosa 

recently announced that representatives 

of government, business, the community 

sector and two of the three labour 

federations represented at The National 

Economic Develop ment and Labour Council 

have con cluded an agreement on the 

intro duction of a National Minimum Wage 

(NMW).

The emphasis of the agreement was that 

the NMW will be R20 per hour. 

However, a number of other important 

factors have also been dealt with in the 

agreement.

Firstly, the NMW is subject to annual 

adjustment. The following factors will be 

taken into account when determining 

the amount by which the NMW must 

be increased – the cost of living and 

minimum living levels, the alleviation of 

poverty, wage differentials and inequality, 

conditions of employment, the health, 

safety and welfare of workers, employment 

levels, inflation, GDP growth, productivity, 

collective bargaining, the aspirational target 

and the impact of a NMW adjustment on 

employment. It is, therefore, important that

had obtained without permission, which 

was stored on the same device.” It also held 

that “the action of taking such 

photographs is indistinguishable 

in principle 

from copying 

plans of the 

company’s 

production layout 

and putting those 

copies in a personal brief case.”

The Labour Court 

dismissed the employee’s 

review application and held 

that it was not unreasonable 

to infer that it was likely  

that the employee took the 

photographs, failed to delete them, and 

retained them on his mobile phone. It 

also held that this conduct seriously 

undermined the trust relationship between 

the employer and employee. 

This case is important as it captures 

the fact that the right to privacy has its 

limitations and cannot be relied on by an 

employee acting with ulterior motives 

to retain an employer’s confidential 

information.

employers consider making the requisite 

representations to the NMW Commission 

on an annual basis regarding any proposed 

adjustments to the NMW.

Secondly, small, medium and micro 

enterprises (SMMEs) and start-up business 

are not exempt from the implementation 

of the NMW. However, they will be able 

to apply for an exemption under certain 

circumstances.

Thirdly, when the NMW is introduced, 

domestic workers will be paid 75% of 

the NMW and agricultural workers will 

be paid 90% of the NMW. It is envisaged 

that these sectors will be brought up to 

100% of The NMW level within two years, 

pending research by the NMW Committee 

on this timeframe.

Finally, sectoral determinations, collective 

agreements, bargaining council agreements 

and individual contracts of employment 

must comply with the NMW Act, still to be 

promulgated.

Having regard to the above, it is 

imperative that the cost of the NMW is 

taken into account when employers are 

planning their staffing requirements.

STAFF MATTERS 

The devil is in the detail
By Aadil Patel and Kirsten Caddy, Cliffe Dekker Hofmeyr



We looked at holiday migration patterns, and the general 

approach and planning that shoppers undertook toward 

their seasonal food requirements.

Crowdsourcing via smartphones provides an unbiased, 

real-time understanding of consumer shopping habits 

and frustrations, assisting retailers to focus on relevant 

operational issues and reinforce customer loyalty and 

shopper satisfaction. Feedback is collected through 

photos, videos, audio, timers, and barcode scanners, 

capturing consumer insights instantaneously. 

Conditions and support  
of the sales process
Retailer performances depend on the ability to read 

and understand consumer behaviour throughout the 

Christmas shopping season. Holiday migrations as 

well as consumer preparedness can affect timely and 

geographic demand across different regions. How 

retailers understand and react to holiday needs can have 

an impact on their performance.

We surveyed 200 shoppers, randomly spread across 

both South Africa and Namibia between 19 December 

and 31 December 2016.

We found that only half of the surveyed shoppers 

took a holiday over the Christmas and New Year period, 

with the most popular destinations being the Western 

Cape and Kwazulu-Natal. Both provinces had the highest 

number of shoppers that holidayed in their own province. 

Over 40% of shoppers holidayed for less than a week. 

Only 21% were comfortable with the shopping 

experience, and over 50% of all Christmas food shopping 

was done at the last minute. 62% of the shoppers we 

surveyed preferred to shop at a number of different 

shops as opposed to just one. The primary motivation 

for this was pricing. 49% of shoppers enjoyed a sit 

down formal meal on Christmas day, while 42% spent it 

around a braai or picnic. 

For more information on targeting, surveys, and results, email us at:  
cℓient@fieℓdagentsa.com.
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CONSUMER 
BEHAvIOUR
– retail 
Christmas 
shopping

Holiday destinations within South Africa
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No queues  
and convenient
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2%
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Why do 62% shop at multiple stores?

In order to better understand the shopping patterns of our Christmas food shoppers,  

Field Agent assigned a shopping survey across all regions of South Africa and Namibia. 

How long is your holiday?

Over a month

Over two weeks

Over three weeks

Less than a week
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“Supermarkets must be aware of the 

different customers that buy different 

meals on different times of the day and 

they must make sure that the cater for 

these preferences. Some customers buy 

breakfast on their way to work, while 

others buy lunch to eat at the office or 

a snack somewhere during the day. And 

then there are the people shopping for 

supper for the family. You need to have 

the right food at the right time of the day. 

To be able to do this, you need to know 

your customers and you need to plan very 

carefully,” Billingham says. He says one of 

the biggest challenges is that people from 

different walks of life stop at supermarkets 

to buy food and you have to cater for them 

all – from the working mother buying 

supper to the construction worker looking 

for a cheap, filling lunch.

A trained chef can make a big difference 

when it comes to planning and costing, as 

well as the designing of a suitable menu. 

A chef also has the necessary product and 

nutritional knowledge and will be able to 

advise customers who need a little bit of 

help when making a choice. This is also 

an excellent opportunity to sell them 

something they were not planning on 

buying. A proper knowledge of food pairing 

can help in this regard.

Another sign of the times that we are 

living in is the different diets people are 

following. A supermarket chef should have 

a thorough knowledge of the latest and

By Tarina Coetzee

A good chef in your store is good for the 

bottom line, and he will earn his keep.

Home-meal replacements (HMR) is 

one of the strongest growth points in the 

modern supermarket and you should be 

ready if you want to get your piece of the 

pie.

According to Stephen Billingham, 

president of the South African Chefs 

Association, the right person can make all 

the difference in a time when busy parents 

often stop at the supermarket on their way 

home to buy something for supper.

It is the era of home-meal replacement 

and to really benefit from this new trend, 

supermarket owners must be ready to give 

customers what they want.

Cooking shows on television have turned 

ordinary people into foodies and customers 

are generally a lot more knowledgeable 

about food and nutrition than they were a 

decade ago.

To appeal to these more sophisticate 

customers, supermarket owners must be 

much more aware of what they serve in 

their food-to-go section.

Just because it is a supermarket and not 

some fancy restaurant does not meant that 

you do not have to be professional. Chefs 

need to be dressed properly and hygiene 

should be of the utmost importance. 

They must be presentable and be able 

to communicate with customers in a 

professional manner.

greatest diet trends so that he/she 

can advise customers with specific 

dietary requirements, allergies, religious 

considerations or medical conditions. 

Customers feel at home in your store if you 

understand their diets and can advise them 

on what they can and can’t eat.

One thing that all chefs understand is 

that people eat with their eyes.

“Often when you go into a supermarket, 

the food on offer does not look very 

appetising and there is not a lot of variety. 

A qualified chef will be more innovative 

with presentation and will be able to apply 

a variety of cooking methods, which will 

make the offering more interesting for 

the consumer,” says Billingham. He says 

het would like to see more colour and a 

bigger variety of vegetables on offer in 

supermarkets. “Sometimes everything looks 

brown. Not very appetising.”

He refers to “menutainent”, where 

the chef does some cooking where the 

customer can see. A little bit of a show and 

friendly banter will attract more customers 

to the food-to-go counter. Good examples 

are making sushi or pancakes that are sold 

from a dedicated counter.

Another very important consideration 

when planning is the recipes that you are 

going to use. The recipes should be good 

and the should be foolproof. Customers 

want consistency and they want their 

favourite chicken pie to taste the same 

every day. The recipes should be easy to
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Call Amotz Golan on  
082-552 0763 or 011-728 3947

email: agpe@global.co.za
www.foodpackagingsystems.com

Selling hot food take-aways or  
pre-packing cut fruit and veggies?
The new SK-MA1 Deli-top tray sealer is the machine 
to make your containers Leak-Proof and look good.

Simple, robust and strong, this quality easy-to-operate 

machine comes with a template that fits locally made 

containers. We supply the lidding film and you can 

source containers from us or your current supplier. 

… and look goodLeak-Proof your take-aways and pre-packs

Eliminate leaking containers  
in your customer shopping 
bags and you’ll look real good.

follow and should consist of ingredients 

that are readily available. It is also a good 

way to use ingredients that you have an 

over-supply of. In-season, local ingredients 

are cheaper, and the menu should be 

planned around using these ingredients 

creatively.

Another option to expand you HMR 

section is to sell par-cooked meals that 

customers can buy and put the finishing 

touches to at home. Your chef can explain 

the cooking instructions to customers 

and advise on food pairing. This is an 

excellent way of up-selling and building a 

relationship with customers. Customers will 

learn to trust the chef and come back for 

more meals and advice, which will benefit 

your store.

What to look for  
when appointing a chef  
for your supermarket
■ A chef should have an outgoing 

personality and he has to entertain 

customers by putting up a bit on a show 

for them. He/she should have good 

communication skills.

■ He/she should be well-groomed and 

presentable

■ He/she should have a good posture 

and be physically fit. Being a chef is 

hard work over long hours and a person 

needs to be strong to keep it up.

■ He/she must be good at calculating and 

measuring.

■ He/she must be keen to impart 

knowledge about food to customers.

■ He/she must be enthusiastic about food 

and it must show.

■ He/she must understand the 

environment that a chef works in. It 

means hard work for long hours and 

often dealing with difficult customers.

Must have’s
Great cooking skills: It goes without saying 

that the food prepared by your next top 

chef should meet the standards you’d 

expect from your restaurant. In the hiring 

process, have each candidate develop and 

cook a dish for you. Act as if you’re dining 

at the restaurant and be critical of the 

food’s taste. Hopefully, the dish will “wow” 

you, so you can be completely confident 

with your next chef.

Consistently creating high-quality 
dishes: Your chef must demonstrate his or 

her ability in every dish created. You will

want to try a variety of meals prepared 

by a potential chef so you can make sure 

they’re consistently creating delicious meals.

Experienced: Some situations may arise 

where you have the option of selecting 

a new chef who is fresh out of culinary 

school. Maybe this is the route you’d like 

to go. If it’s not, make sure there’s a strong 

background of cooking experience at other 

supermarkets.

Budget-minded: If your chef is selecting 

and purchasing all the ingredients used in 

your restaurant’s dishes, then you must 

make sure they can stay within allotted 

budgets, so you’re not losing money.

Leadership: Your chef is in charge of 

everyone in the kitchen, including all of 

the other food preparers. You must have 

a chef who understands how to lead, and 

ultimately creates other leaders in the 

process. This is the only way your kitchen 

will run efficiently.
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per year, or 1,25 per month. Generation X 

consumers (born between 1966 and 1981), 

averaged nearly 19 transactions per person 

per year, and they made more online 

purchases in the past 12 months than any 

other age group. They made 20% more 

purchases than the “tech-savvy” Millennials 

(born between 1982 and 2001).

“Stage of life and income levels 

are certainly primary factors, driving 

both online and offline shopping, and 

Generation X consumers, many of whom 

are more established in their careers and 

may be building homes and families, 

are likely buying more consumer goods 

than the younger Millennials overall. As 

Millennials continue to enter the workforce 

and adulthood, however, their online 

shopping activity is expected to surge 

and even far surpass the levels currently 

exhibited by older generations.”

While it may be presumed that the more 

traditional Baby Boomers (born between 

1946 and 1965) are less inclined to shop 

online than younger generations, the 

survey revealed that in fact they shop

“Today’s consumer no longer goes 

shopping but is shopping, all the time and 

everywhere. Moreover, in a global online 

marketplace, competition is no longer 

limited to local shops during regular 

business hours. Consumers can easily buy 

from retailers and manufacturers located 

anywhere in the world — or from those 

with no physical retail locations at all,” 

comments Dean Wallace, industry leader 

for consumer markets and technology at 

KPMG in South Africa.

“Increased competition, combined with 

consumer demand for richer experiences, 

means that retailers need to rethink their 

online strategy. For many retailers, creating 

an online shopping experience, enhanced 

by technology such as augmented and 

virtual reality or 3D, is becoming at least 

as important as providing convenient 

and personalised ordering, payment and 

delivery options.”

Behaviour basics
The number of online transactions made by 

survey respondents averaged 17 purchases

online just as frequently as Millennials. 

Furthermore, Baby Boomers were more 

likely to spend more per transaction than 

the younger consumers were (average 

purchase for Baby Boomers was US $203, 

US $190 for Generation X and US $173 for 

Millennials).

Online or offline?
When comparing the impact of online 

versus offline touch-points that create the 

first trigger moment, of note is that 52% 

of consumers cited at least one offline 

channel as a source of initial awareness and 

59% cited one or more online channels.

Retail websites or online shops were the 

most common source of initial awareness, 

cited by nearly a third of consumers, and 

online advertisements were cited by 15%. 

At the same time, physical shops were the 

second most popular source of awareness, 

cited by 22% of consumers. 

Millennials were not only more likely 

than the older generations are to be 

influenced by online sources, such as social 

media or peer reviews, they were also
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KPMG survey details  
what online shoppers really want

A new report by KPMG International analyses the online shopping preferences and behaviours of  

more than 18 000 consumers in 51 countries, by geography, generation and product category.

▲
Make the physicaℓ shopping trip convenient 
and hassℓe-free for your customer by merging 
the digitaℓ experience with the reaℓ store.



Endorsed Brand Lockup

Transition Lockup Option 1

Transition Lockup Option 2

J22106_Kemtek_SuperMarket&Retailer_FA3.indd   1 2017/02/23   11:01 AM

17
SUPERMARKET & RETAILER, FEBRUARY 2017



Earning trust
When it came to earning trust, consumers 

said that protecting their data and 

information was most important (63%). 

Although Millennials were the generation 

least concerned about data protection, it 

still ranked high as a priority for earning 

their trust (cited by 56% of Millennials, 

66% of Gen Xers and 71% of Baby 

Boomers). 

“While most companies are of course 

making a concerted effort to protect their 

customers’ personal information, frequent 

media reports on data breaches around the 

world continue to make consumers anxious 

and keep the issue top of mind.” 

Keeping consumers loyal
Excellent customer support was the 

number one loyalty-earning attribute, 

cited by 65% of the respondents. The 

second-most successful loyalty strategy 

was providing exclusive promotions and 

offers (cited by 45%), followed by loyalty 

or membership programmes (37%). These 

top three loyalty drivers were consistently 

effective across all generations, with Baby 

Boomers placing a higher importance on 

customer support (74%) than Gen Xers 

(66%) or Millennials (59%). 

Taking a deeper look at the differences 

by generation, younger consumers tend 

to be more loyal to companies that offer 

personalised interactions (customised 

promotions, anticipation of needs, having 

a sense of community, one-on-one 

engagement in social media, online games 

and other interactive experiences, as well as 

concierge services).

“The more traditional attributes such as 

excellent consumer support, loyalty offers 

and membership programmes will remain 

important for all companies to consider 

more likely to be influenced by offline 

channels. Millennials were 25% more likely 

than Baby Boomers to have seen their 

most recent online purchase in a shop, 

nearly 50% more likely to have talked to 

a friend about it and more than twice as 

likely to have seen someone with it. 

“E-commerce is not an online-only 

affair. Both online and offline channels are 

effective in creating consumer awareness 

and demand, especially when used 

together. Furthermore, despite the rise of 

online shopping, e-commerce still makes 

up a relatively small percentage of total 

retail spending. Retailers’ brick and mortar 

strategies need to continue to evolve to 

attract customers into their stores and 

to compete with online retailers opening 

their own physical outlets. Increasingly, 

we are seeing innovative marketing 

strategies, as well as new technologies such 

as smart shelves, robots, self-checkout 

and interactive and virtual reality being 

deployed in stores, as retailers strive to 

compete on all fronts.” 

Why and where  
they shop online
The number one reason that consumers 

said they shop online is for the convenience 

of shopping at any hour of any day (cited 

by 58% as a top reason). 

This is followed by having the ability to 

compare prices (54%), or to find online 

sales or better deals (46%). All age groups 

reported the same top three drivers. 

However, when it came to locating harder 

to find items, Baby Boomers reported 

having a higher motivation for shopping 

online (26% of Baby Boomers versus 20% 

for Gen X, 17% for Millennials and 20% 

overall). 

When asked what is most important 

when deciding where to buy an item 

online, consumers were most likely to buy 

from the website with the lowest price 

they could find (57%) followed by websites 

with enhanced delivery options (43%) or 

easy return policies (40%). There was a 

notable difference between generations 

when it came to the importance of being 

able to see online whether a product is in 

stock. Millennials were the least concerned 

about being able to see real-time product 

availability (cited as important by 28%) 

versus 36% of Gen Xers and 37% of Baby 

Boomers. 

as part of their mix. The challenge will be 

for companies to find ways to offer more 

personalised services to satisfy Millennials 

who, in 10 years, will be the mainstream 

consumer. One-on-one engagement will 

become an expectation for the majority of 

the market.”

Rise of sharing feedback online
Overall, 31% of the consumers responding 

to the KPMG survey said they shared a 

product review online. The Millennials were 

the most likely to post a review (34%) 

followed by Gen Xers (29%) and Baby 

boomers (28%). Furthermore, nearly all 

(92%) reported reviews were positive.

“The growing trend for consumers to 

post positive reviews is driven by factors 

including the rise of social media, where 

consumers subtly compete with their peers 

by publicly sharing their latest purchases 

and experiences; the rise of bloggers, whose 

business models are based on providing 

product reviews that drive affiliate clicks; 

and sellers, who proactively solicit ratings 

from happy customers.” 

Consumers responding to the survey 

said they were most likely to post feedback 

directly to sellers’ websites (47%) followed 

by posts on Facebook (31%) then on a 

manufacturers or the brands websites 

(18%). This was consistent across all age 

groups, with Millennials also frequently 

posting on WhatsApp, Instagram and 

Twitter. 

“The implication for companies is that 

user-generated reviews are being posted 

on sites that are increasingly out of their 

sphere of control or influence. Companies 

need to integrate these social media 

sites into their marketing and customer 

strategy,” Wallace concludes. 

– www.bizcommunity.co.za
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Companies invested in an omni-channeℓ 
strategy are carefuℓ to ensure that their 
customers receive the same experience and 
message across different channeℓs and device.

Benefits of automating 
cash management
Contrary to many predictions, the days of 

physical cash are not numbered. 

According to Richard Phillips, joint CEO 

of Cash Connect Management Solutions, 

automated cash handling saves money and 

time, and allows the business owner  

to focus on his business. 

Here are a few ways in which automated 

cash management systems add value to  

a business:

1. Business efficiency

Automated cash management improves 

efficiency. It is fast, accurate and safe 

since it eliminates all staff touch points 

associated with manual reconciliations and 

banking, counting, shrinkage, double-count 

supervision, insurance costs and overhead 

costs, as well as the exposure to crime both 

in store and én route to the bank.

2. Cash is guaranteed 

Cash is guaranteed from the time it is 

deposited into the cash vault until it 

appears in the customer’s bank account. 

3. Streamline cash flow

Well-organised cash flow means more 

cash on hand, because cash reflects in your 

bank account on the same day that the 

cash-in-transit company collects from your 

premises. 

4. Improve employee  

and customer retention

When a store is attacked, it will have 

an emotional impact on employees. 

Businesses can also expect to have a 

reduced footfall of customers for up to 

six months after a violent attack. With an 

automated cash-management environment 

employees will go about their work with  

a greater sense of security. 

Know me (personalised interactions) 

– recognise me, my existing subscription, 

service and interactional history. 

Acknowledge my recent actions across 

various channels and weave them into your 

strategy

■ Show me you know me (targeted 

promotions and marketing techniques) 

– do you have personalised offers that 

interest me at the right price? Help me 

understand the benefits of your offering 

in simple-to-understand language suited 

to my profile, my likes and my capability

■ Enable me (invest in social, mobile and 

retail channels) – make my physical 

shopping trip convenient and hassle-free 

by merging my digital experience with 

the real store. Allow me to express my 

passions and recognise my insights and 

preferences. Equip me with the correct 

resources to help me understand the 

benefits of my choices as a complete 

solution that suits my needs.

■ Value me (the customer now controls 

the shopping process) – I now have 

complete flexibility to control my 

product and service bundles. It 

allows me to be a loyal customer 

(please reward me) and it gives 

me extraordinary influence over all 

purchasing decisions.

Answer these questions adequately and 

talk to your hardware/software suppliers, 

and you will be on your way to an 

integrated omni-channel strategy that will 

delight your customers. 

By Hippo Zourides

As you consider the next step for your 

business to become even more automated, 

overseas experience indicates that the 

best way to plan for such automation is to 

consider everything under an omni-channel 

umbrella.

Omni-channel refers to the goal of 

delivering a consistent brand experience 

across all channel activity. 

Companies invested in an omni-channel 

strategy are careful to ensure that their 

customers receive the same experience 

and message across different channels and 

devices involved within their interactions 

with the brand. The customers’ shopping 

journey is not disjointed, but completely 

seamless.

As you consider the future steps to be 

taken, it is wise to talk to experts who can 

facilitate the above integration. Your store 

IT system is vital. Has it been designed to 

cope with all of these component parts?

Retailers are often tempted to get 

involved in ad hoc initiatives, such as 

loyalty-card programmes or a click-and-

collect strategy or maybe a mobile solution 

for coupons.

The best way forward is to integrate all 

of the above into one common platform so 

that the customer experiences a seamless 

process when dealing with your business.

Research has indicated the consumers 

ask the following questions when 

considering your store’s omni-channel 

offering.
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Today’s consumer no ℓonger goes shopping but is shopping aℓℓ the time and everywhere.

RETAIL AUTOMATION  
– it all ends up in the omni-channel

RETAIL AUTOMATION ▲



bread! In 2008, 2 800 million 

loaves of bread were sold in 

South Africa, which equated 

to the consumption of about 

62 loaves per person that 

year, or three slices of bread 

per person per day. However, 

many South Africans don’t 

realise exactly what they’re 

getting from their everyday 

sandwiches, especially when 

it comes to nutrition and incorporating 

bread as part of a balanced, healthy diet,” 

she explains.

Badham’s review found that bread 

contributed to South Africans’ meeting 

their daily nutrient needs and acted as a 

vehicle to improve diversity in people’s 

diets through the multitude of toppings 

and fillings with which it could be paired. 

She also noted that bread played a role in 

achieving two of the 11 South African Food 

Based Dietary Guidelines, namely make 

starchy foods part of most meals and enjoy 

a variety of foods, which were developed 

by local scientists to help South Africans 

consume a healthy, optimal diet.

This is critical, given that poverty 

precludes so many South Africans from 

eating healthily. “A survey found that some 

13.3% or 2.2 million households had to 

skip a meal in the last 12 months, and one 

fifth of households did not have enough 

money to buy food. Looking at the increase 

in the cost of the food basket, it’s not hard 

to see why. As such, a healthy diet remains 

largely unachievable for many South 

Africans,” Badham adds.

Although the cost of bread has also 

risen accordingly, Badham’s review shows 

it remains a competitively priced starch. 

Based on the serving size listed on the 

packaging by the manufacturer, which 

might differ from what consumers eat or 

what dietitians recommend, regular brown 

and white bread are priced second after 

rice (uncooked), with a 29c differential 

per serving; are almost the same price as 

maize meal (mealie meal being 5c more 

expensive per serving); and are significantly 

less expensive than pasta, with a R1.68 

differential.

These findings are important, given that 

recent SA National Health and Nutrition 

Examination Survey (SANHANES) data 

indicates that price is the main driver 

behind food choices. And with bread having 

so much to offer, it is a sound food choice 

indeed.
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SA bread: great value 
in every slice 
South African bread offers consumers good 
all-round value: it is not only an affordable 
staple available in multiple varieties but 
also has many health benefits.

Lorraine Bezuidenhout, Bakery Business 
Director Anchor Yeast, says since 2003, 
most breads have been fortified with a 
number of vitamins and minerals, including 
vitamin A, iron and zinc, which are 
important from a public health perspective. 
But last year, bread manufacturers also 
reduced the amount of salt (and thus 
sodium) added to their loaves. 

“Bread is now required, under legislation 
restricting the salt content of many foods, 
to have a reduced sodium content. This 
is significant, given that the average salt 
intake in South African adults is 8.6g/day – 
well above the World Health Organisation’s 
recommended 5g/day. The legislation 
ensures that bread remains an important 
staple by providing vital vitamins and 
minerals, but without negatively adding 
to South Africans’ overall sodium intake,” 
says Bezuidenhout adding that bread still 
contains salt, just much less than before.

In addition, in recent years retailers and 
bakeries have added significantly to the 
category by offering consumers many 
different types of breads to suit not only 
varying budgets, but different tastes and 
specific dietary requirements as well. This 
has further cemented bread’s position as a 
much-loved household staple.

Despite these positive strides, and the 
fact that bread is one of the five most 
commonly consumed foods bought by 
eight out of 10 South African households, 
many consumers don’t realise their regular 
loaf of bread has so much value to offer.

This is just one of the findings coming 
out of a recent review of the local bread 
industry by well-known dietitian Jane 
Badham, which was commissioned by 
Anchor Yeast. “South Africans love their

It’s hard to manage stock visually 
when you have more than 1000 sku’s.
Sure you get to fix problems, but how soon you can 
do it? Our experience says most lost sales and profits 
come from products missing from the shelf for just 
7–9 days. Does not sound much, but collectively this 
has a huge impact on your net profit.

Solution
So what if you could cut your  
days missing on shelf in half 
without adding a single staff 

member or carrying extra stock?
Now there’s a low cost service that identifies 
products missing from the shelf within 12 hours of 
it happening. Maxishelf will deliver a chase 
list of missing products and the action required to 
fix them on your desk early every morning.

In these tough trading conditions reducing 
days missing from the shelf will make a real 
contribution to your net profit.

Find out how it works and what it will do for you. 
Call Chris du Preez on 

074-997-7922

email: analyst@maxishelf.com

Out-of-stock

eating into 
your net profit?

SHELF



US adults noting that high-quality food 

packaging is an indicator of product quality, 

and three in five UK consumers saying 

they pay attention to beverage packaging 

formats, the time is now for brands to roll 

out unique packaging structures that not 

only differentiate on shelf, but also help 

form and support brand identity, as well 

as give consumers an incentive to spend 

time with them. The bottom line: good 

packaging protects your product. Great 

packaging protects your brand.

Looking ahead, Mintel’s Global Packaging 

Team sees a current and continued 

emphasis on package functionality and the 

emergence of structures that work hard for 

consumers and build equity for brands.

The face and role  
of packaging online
As e-commerce grows, brands must explore 

both the opportunities and threats that this 

can bring, as the shift from in-store to in-

home shopping becomes a core part of the 

packaging design conversation and brief.

While shoppers are embracing 

e-commerce for everything from 

convenience to luxury, the majority of 

grocery brands have yet to capitalise on 

the role of packaging in the e-commerce 

shopper moment. Although still niche, the 

importance of e-commerce is growing as 

an increasing number of consumers

Looking ahead to 2017, Mintel has 

announced five key trends set to impact 

global packaging markets during the 

next year, and the implications for 

consumers, brands, retailers, and package 

manufacturers.

 “Consumers often and easily get caught 

up in the unending ebb and rapid flow of 

commercial fads, social issues and branded 

messages. With so much activity constantly 

vying for their attention, packaging 

becomes white noise – an often silent, 

but steady force in consumers’ daily lives. 

However, the impact of the combination of 

superior structures and succinct branding, 

the way packaging and our mobile devices 

are becoming inextricably intertwined, 

and the way brands are using packaging 

to reach out to consumers beyond their 

traditional categories – to include the 

influence of online shopping – is having 

more of an impact than consumers realise. 

At least for now,” says David Luttenberger, 

global packaging director at Mintel.

The [re] union of package 
structure and branding
The time is now for brands to roll out 

unique packaging structures that not only 

differentiate on shelf, but also help form 

and support brand identity.

Clean label messaging continues to trend 

around the world. But with one third of

supplement brick-and-mortar shopping 

with online shopping. This trend is only 

going to grow, as three quarters of UK 

consumers say that in 10 years’ time, they 

expect to do most of their shopping online.

What this means for packaging is less 

clear in the short-term, but, currently, 

brands are failing to impress with 

the delivery of their online packaging 

experience.

Looking ahead, brands must explore both 

the opportunities and threats that online 

shopping can bring, while considering the 

implications for packaging to remain an 

integral piece of the purchasing decision.

In the coming year, Mintel’s Global 

Packaging Team expects the online 

experience and the shift from in-store to 

in-home to become a core part of the 

packaging design conversation and brief.

Packaging gets smart, active 
and intelligent
While there is a lack of standardised 

definitions for smart, active, intelligent, and 

even mobile-enabled packaging, there are 

still clear and measurable connections with 

consumers and in some cases it is even 

saving lives.

Increasing demands for food safety, 

waste reduction, patient compliance, and 

the removal of consumers’ exposure to 

hazardous or fraudulent products – these
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PACKAGING 

What the future holds  
for global packaging companies



It’s all about size
For the packaging industry, flexibility 

in terms of pack sizing with brands 

placing particular emphasis on smaller 

pack sizes will be a key trend in 2017. 

Rosemarie Downey, head of packaging 

at Euromonitor, notes, “Smaller pack 

sizes that will answer consumers’ 

health concerns both in portioning 

confectionery and snacks alongside 

specific sugar concerns in soft drinks.”

“Smaller packs that will enable simple 

consumer affordability in populous 

growing emerging markets with India 

set to lead global growth for packaging 

in 2017. And smaller packaging sizes 

that will serve to facilitate product 

portability, ease of use and elevate 

consumers’ experience with brands 

as increasingly apparent across food, 

beverages and beauty products.”

are just a few of the core drivers now 
propelling the rapidly emerging genre of 
smart, active, and intelligent technologies 
for packaging. While there is a lack of 
standardised definitions for smart, active, 
intelligent, and even mobile-enabled 
packaging, there are still clear and measurable 
connections with consumers and in some 
cases it is even saving lives.

Mintel’s Global Packaging Team sees 
current opportunities for brands to engage, 
entertain, and educate consumers in real 
time. While future-forward, smart, active, 
and intelligent packaging technologies 
are complex by design, they are easy for 
consumers to use and benefit from.

The experience of packaging
Packaging design has become dominated by 
the need for brand recognition and variant 
identification and information. Consumers are 
increasingly looking for brands to entertain 
and engage them.

Packaging design has become dominated 

by the need for brand recognition and 

variant identification and information. 

In fact, 52% of US food shoppers report 

being drawn to packaging with unusual or 

eye-catching designs and 44% of Chinese 

consumers are interested in personalized 

packaging for carbonated soft drinks. 

This, alongside a monotonous retail 

experience driven by globalization and the 

need for speed and efficiency, has led to 

a sea of packaging that all looks the same 

and suffers from information overload. 

The next generation of branded products, 

particularly those aimed at difficult-to 

engage younger consumers, or the more 

cynical, such as the aging hipsters of  

Gen X, are looking at design as a bigger 

part of the brand, not just to create 

connections, but to drive experiences. All 

along the way, consumers are increasingly 

looking for brands to engage and entertain 

them. Mintel’s Global Packaging Team 

sees packaging as a key component to the 

creation of memorable consumer shopper 

and user experiences, which, either in-store 

or in use, build on brand values, such as fun, 

community or authenticity as a means of 

motivating purchase intent and repurchase 

consideration.

Extend my brand
Price is a key factor in consumers’ 

purchasing decisions, but brand trust also 

plays a pivotal role. Brands can leverage 

trust to create loyalty and extend a product 

portfolio well beyond traditional categories.

Price is a key factor in consumers’ 

purchasing decisions, but brand trust also 

plays a pivotal role. According to Mintel 

Purchase Intelligence, in the US when 

reacting to new product launches, brand 

trust can reach as high as 94%.

Indeed, 35% of Brazilian consumers 

only buy hair care brands that they 

consumers say they are quite loyal to a 

brand they like. Brands can leverage that 

familiarity to create loyalty and extend a 

product portfolio well beyond traditional 

categories. It’s here that the development 

and exploitation of unique and functional 

packaging decorated with clear, on-pack 

messaging can be a primary motivator of 

the purchase decision process.

In the coming year, Mintel’s Global 

Packaging Team sees packaging performing 

a more pivotal role in helping brands 

gain entry into, and acceptance in, new 

categories.
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Clean packaging linked to healthier lifestyles
In a recent study, consumers aged between 24 and 35 stated their preference for eco-

friendly product choices. What else did they say?

■ The health and environmental impact of product packaging influences their buying.

■ They have concerns about plastic food and beverage packaging.

■ It’s important that grocery stores help them buy healthy products and eco-friendly 

packaging.

Most importantly, they often feel that natural and environmentally responsible products 

are healthier products.

Labels still matter
A total of 67% of Millennials are changing what they buy in order to reduce exposure to 

chemicals from food or beverage packaging. A whopping 64% say labels informing them 

that the packaging is recyclable are extremely or very important, and 54% want labels 

identifying Bisphenol A (BPA)-free packaging.

How can you address this growing packaging trend?
■ Make it local. Collaborate with local retailers or municipalities to get the word out 

about what packaging is recyclable in their community.

■ Keep it clean. Think of packaging materials as an extension of your product’s ingredient 

list. Grocery shoppers want to avoid chemicals whenever possible. Millennials are 

particularly attuned to not consuming accidental ingredients from packaging and 

processing.

■ Think innovation. Millennials are smart shoppers. They read labels and demand more 

from producers and manufacturers.

■ Listen to your customers. Meeting their needs and sharing their values goes a long 

way.
Source: 2016 EcoFocus Worldwide Trend Study, interviewing 4 000 US adults ages 18-65.



According toe Joe Santo, the store manager, 

the secret of their success is good deals 

and good customer service. Staff member 

are constantly on the shop floor, engaging 

with customers, helping them find items 

and making them aware of promotions and 

specials.

“We embrace the Big Save ‘Good Life!’ 

slogan and work very hard to give our 

customers exactly that.”

The store at the Johannesburg Market is 

the seventh Big Save store and the group 

is expanding rapidly, with a similar store 

at the Tshwane Market, which has been 

trading since 1997.

The store is only 1 000m2 in size, 

including storage, and it is a constant 

challenge to optimise the space in a way 

that is best for the customers and the 
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STOREWATCH By Tarina CoeTzee

The store is onℓy 1 000m2 in size, incℓuding storage, and it is a constant chaℓℓenge to use the space 
optimaℓℓy. The store is stiℓℓ being restructured to bring in more sheℓving, more checkouts and 
better dispℓay units.

Saving BIG at the Joburg Market

Staff member are constantℓy on the shop floor, engaging with customers, heℓping them  
find items and making them aware of promotions and speciaℓs.

Last year, the supermarket group Big Save became partners in an existing store  
at the Johannesburg Market and managed to improve the turnover by three-and-a-half times  

in just a few months.



and competition is rife. But, says Santo, the 

Big Save recipe works and customers are 

happy to support the store. 

The store has some retail customers, but 

sells only in bulk.

“Our prices are based on wholesale, so 

we will loose money if we sell single items,” 

Santo says.

The store has a mixed customer base 

and includes everything from spaza-shop 

owners to owners of bigger supermarkets.

Stock is mostly bought from the Big Save 

distribution centre, but store managers can 

choose their own suppliers. The Big Save 

head office also help managers to find 

suppliers when necessary.

The store currently has 17 full-time 

employees, managers included, and the 

trading hours are from 05:30 to 15:00 

seven days a week to coincide with the 

hours of the fresh-produce market on the 

same premises.

store owners. There are no different 

departments, such as a bakery or a 

butchery, because the limited space simply 

does not allow for it. Santo says he would 

definitely like to increase the size of the 

store if the opportunity to do so arises.

He says they are still restructuring the 

store and the aim is to bring in more 

shelving, more check-outs and better 

display units.

“We want the store to be more attractive 

and visually pleasing for our customers,” 

he says.

The store currently have two check-

out points where items are scanned and 

customers receive a slip, and one secure 

payment counter where they pay for their 

purchases. 

“About 70% of our business is cash, 

so we need to pay a lot of attention to 

security. We make use of a cash machine 

from ABSA to make sure our cash is safe,” 

says Santo.

“Because our customers buy in bulk, they 

spend large amounts of money with us.”

The store does mostly wholesale 

business and is aimed at retailers who visit 

the Joburg Market to buy groceries for their 

stores. The area is packed with wholesalers
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▲

 The store seℓℓs mostℓy whoℓesaℓe to retaiℓers with their own shops



Santo says they are busy every day of 

the week, except for Mondays when it is a 

bit quieter after the busy weekend. 

The store runs a promotion once every 

month and it runs for the whole month. 

Leaflets are printed and distributed to 

customers at the entrance of the store. Text 

messages are sent to regular customers 

and specials are also advertised on a 

promotional trailer that is parked outside 

the store. Social media is also used to 

promote the Big-Save brand.

Santo says he is very happy with the 

store’s progress.

“Although we still have a lot of work 

to do, we have managed to implement 

a number of improvements and we have 

increased the turnover by quite a margin.”
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STOREWATCH ▲

The store currentℓy has two check-out points where items are scanned and customers receive a sℓip,  
and one secure payment counter where they pay for their purchases.

Speciaℓs are advertised on  
a promotionaℓ traiℓer that is parked 
outside the store.

There is a fridge for deℓi items. There are no different departments, such as a bakery  
or butchery, because the ℓimited space simpℓy does not aℓℓow for it.



The store has a mixed customer base and incℓudes everything from spaza-shop owners  
to owners of bigger supermarkets.

The BIG SAVE group trades in food 

and liquor across seven outlets and 

one distribution centre allocated in the 

greater Tshwane area that serves both the 

wholesale and retail market in South Africa.

Big Save prides itself in offering the best 

prices across a wide range of brands. Bulk 

volumes are available to traders, serving the 

wholesale market, and smaller quantities 

are available to the retailer. 

Five stores are situated in the greater 

Tshwane area: Big Save Waltloo, Big Save 

Hammanskraal, Big Save Mabopane, Big 

Save Tshwane Market Wholesaler and 

Big Save JHB Market. Big Save Evaton 

(Vaal Triangle) and Big Save Marble Hall 

(Limpopo) recently opened in these areas, 

as the Company begins its expansion 

strategy across South Africa. 
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Stock is mostℓy bought from the Big Save distribution centre, but store managers  
can choose their own suppℓiers.

The area is packed with whoℓesaℓers and competition is rife. But, says Santos,  
the Big Save recipe works and customers are happy to support the store.

Big Save aℓso has its own private-ℓabeℓ 
products.

The store has some retaiℓ customers, but seℓℓs 
onℓy in buℓk
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INDUSTRY NEWS 
FEDHASA delivers 
insight on immigration 
regulations
The Federated Hospitality Association 

of South Africa, Federated Hospitality 

Association of South Africa (FEDHASA) 

recently joined other industry stakeholders 

in a meeting with South Africa’s Minister 

of Home Affairs, Malusi Gigaba. The 

subsequent media briefing from the 

Department of Home Affairs (DHA) has 

caused confusion and raised some concerns 

in the hospitality and tourism industry.

There has been reference to a 

requirement for all businesses in the South 

Africa to employ a minimum of 60% South 

African citizens. However this requirement, 

a provision in the Immigration Act and 

Regulations, only applies when a foreigner 

makes application to the Department 

of Home Affairs for a Business Visa with 

the intention of starting or investing in a 

business in the country. 

One of the conditions attached to 

the Business Visa is that the applicant 

undertakes to employ not less than 60% 

South Africans including permanent 

residents within a period of 12 months 

from the date of issue of the visa. There 

is currently no provision in South African 

labour legislation that makes reference to 

the employment of a minimum of 60% 

South Africans.

The majority of FEDHASA members 

employ well over 60% of South Africans 

in their companies many of which are 

100% South African Employees. We always 

encourage FEDHASA members to abide by 

labour laws, and if they are hiring foreign 

employees, they must follow immigration 

regulation in terms of quota system, rare 

skills, and obtain necessary documents 

from the DHA. We encourage our members 

to be good corporate citizens.

At the meeting, the Minister expressed 

concerns on behalf of citizens as to the 

issue of non-South Africans working in 

the industry, and this became a topic of 

conversation. FEDHASA’s response was 

that research is required to find out if this 

is simply a perception or the reality. We 

currently have no data available as to the 

ratio of South African citizens to permanent 

residents employed in the sector.

A further concern was raised about the 

perception that there is illegal employment 

of foreigners who are working without 

the correct entry permits or visas in the 

industry, especially when it comes to 

restaurants. “FEDHASA’s standpoint on this 

is absolutely clear,” says FEDHASA CEO, 

Tshifhiwa Tshivhengwa, “We expect that 

any hospitality establishment is well aware 

that they could face serious consequences 

if their employees do not have the proper 

authority to live and work lawfully in the 

country. Like all other businesses in South 

Africa, FEDHASA members are required to 

adhere to the labour laws of the country.

FEDHASA welcomes the engagement with 

DHA and the Minister; we will work with 

the department to educate the hospitality 

industry on the immigration regulations.”

In South Africa, travel and tourism’s 

contribution to GDP in 2015 stood at 

R375,5bn (9,4%) and is forecast to rise by 

3,7% pa to ZAR555,1bn (10.6%) of GDP in 

2026. FEDHASA is committed to working 

collaboratively with government and 

other stakeholders to ensure the country’s 

vital tourism and hospitality industry is 

fully compliant with South African labour 

laws and continues to be a key driver of 

economic growth.

Positive results in difficult trade conditions
Woolworths Holdings recently announced its results for the 26 weeks to 25 December 

2016. Despite difficult trading conditions in both South Africa and Australia, Group sales 

increased by 6,7% to R37,8 billion, and profit before tax increased 37,9% following the 

sale by David Jones of its Market Street property in Sydney for a profit of A$172 million 

(R1762 million).  Adjusted diluted headline earnings per share (adHEPS) declined by 

2,4% to 244,9cps.

Woolworths Clothing and General Merchandise sales grew by 3,5%, a good result in a 

tough and promotional market. Price movement was held to 7,3%, despite the impact of 

a weaker rand on imported product. Comparable sales grew by 1,2%, indicating gains in 

market share. Woolworths Food sales grew by 9.5%, with comparable sales up by 5,6%. 

Price movement at 9,2% remains high due to the impact of the drought. We invested in 

price through the period and continue to grow ahead of the market.

David Jones’ growth was affected by the timing of the Boxing Day sale, which falls into 

the second half of this financial year, as well as last year’s termination of the Dick Smith 

electronics concession. Adjusting for this, sales were 4% higher than the prior period, 

with comparable sales growth of 0.5% in Australian dollar terms. Adjusted profit before 

tax increased by 2,9% to A$105 million.

Country Road Group sales were also negatively impacted by the timing of the Boxing 

Day sale, though positively by the acquisition of Politix in November 2016. Adjusting for 

both, sales were 0,9% lower than the prior period in Australian dollar terms with sales 

performance impacted by intense promotional activity in the market.

Commenting on the results, WHL Chief Executive Ian Moir said: “This is a good set of 

results in challenging trading conditions, and we have continued to grow the top line in a 

very competitive pricing environment. With the ongoing transformation of David Jones, 

some encouraging signs in Country Road and the continued success of our food and 

clothing offer in South Africa, we are confident of maintaining our position as the leading 

Southern Hemisphere retailer.”



Massmart reports robust growth  
in a tough environment
Against the backdrop of very low discretionary consumer spending, 

Massmart last week announced its full-year results for the  

52 weeks to December 2016, reporting a total sales increase of 

7,7%. Comparable sales for the period increased by 5,4%, with 

product inflation estimated at 6.7%. Headline earnings increased  

by 15,6% to R1,3 billion.

Total food and liquor sales grew at 11,7% for the year while 

general merchandise, which continues to be impacted by very 

low discretionary consumer spending, grew by 1,5%. Despite the 

challenges, Massmart outperformed the market in terms of general 

merchandise sales. In addition, Massmart ran a number of very 

successful promotions, such as the one on Black Friday. 

On Black 

Friday, Game 

experienced 

its highest 

ever one-day 

sales, and 

Makro broke 

all previous 

online records, 

generating  

the highest 

online sales in 

one day, 

contributing 6%  to overall sales. The year also saw excellent sales 

from the Group’s retail food offering, which contributed to the 

strong performance from Game.

“We have had a particular focus on operating profit in recent 

years, and I am pleased that operating profit continues to improve 

– this year saw an increase of 15,5%. This is noteworthy given 

the Group’s exposure to general merchandise, which has been 

significantly impacted by low levels of discretionary consumer 

spending. These results also reflect our emphasis on enhancing 

business efficiencies, which we will continue in 2017 as we 

maintain our focus on leveraging of Group transport, logistics 

and supply chain. We’re excited by the growth of our online 

offering, which doubled its sales in 2016,” says Massmart CEO Guy 

Hayward.

Operating expenses were well controlled, increasing by 7,7% over 

the prior year, and excellent expense control resulted in comparable 

expense growth of 5,4%. 

Sales from outside of South Africa represent 8,7% of total sales 

and grew by 11,2% in Rands and 13,4% in constant currencies. 

Eleven more stores will be opened outside South Africa in 2017 and 

2018, representing African space growth of 26,2%.

In Massdiscounters, the two-year focus on Game’s merchandise 

execution, as well as addressing in-store and supply chain costs, 

manifested in a strong trading margin and expense performance. 

This, together with good sales and an impressive profit performance 

from Dion Wired, resulted in a 54,8% increase in trading profit 

before interest and tax in the division. The roll-out of Fresh con-

tinues with 88 Game stores now offering this category. Food and 

liquor sales participation has reached 23%, achieving comparable 

sales growth of 11%. Makro continued to deliver a strong 

performance with total sales for the year increasing by 11%.
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▲
There’s nothing quite like Scotsman expert 
flaked ice for a sparkling fresh fish display
It keeps the fish at constant temperature for a longer shelf life. 
And, it also keeps the display moist and appetising and invites 

shoppers in to your fish department.
With the widest range of flaked ice machines to choose from,  

we have the right size for your needs.
And with Scotsman you also get peace of mind.  Founded in the 

1950’s we pioneered the development of affordable, reliable 
ice-making machines.  Half a century of research, innovation and 

customer service has made us the largest ice-making machine 
manufacturer in the world. Supported with 33 US and 71 

international patents we offer machines to produce every kind of 
ice from cube, flake, superflake to scale, dice and gourmet ice.

Fresh fish on flaked 
ice moves faster

We keep a full range of 
spares and have sales 

and service facilities right 
around the country. Our 

head office will put you in 
contact with your nearest 
sales and service agent.

The Scotsman MF range of flake ice machines are 
available in capacities from 120 to 2 500 kg/day

Call: +27 (0)10-590-0609
email: sales@scotsmansa.co.za   www.scotsmansa.co.za



for example a post-work snack or post-gym 

energy boost.

Snacking provides a great opportunity for 

food-to-go operators. Almost half (45%) of 

UK adults have bought a snack on-the-go 

in the last month, so the size of the prize 

is huge.

More fusion between retail  
and food-to-go concepts
Grocery retailers across the world are 

looking at how they can better cater for 

the food-to-go opportunity. For the likes of 

Whole Foods Market and Wegmans in the 

US, it’s already a core part of their offer. 

However, other super and hypermarket 

retailers, such as Carrefour with its Bon 

App shop-in-shop format, are also focusing 

more on this area.

IGD reveals top five 
food-to-go trends
With food-to-go taking a bigger bite of 

grocery markets around the world, Gavin 

Rothwell, senior retail insight manager 

at grocery research organisation IGD, 

identifies the top five trends he believes 

will shape this sector in the future.

The rise and rise of health  
and wellness
Shoppers are increasingly aware of health 

and wellness, and food-to-go operators are 

expanding the variety of products available 

to meet this demand. Foods that support 

active lifestyles and tick the box for dietary 

needs are performing well, while wearable 

technology and apps are helping shoppers 

to better understand the nutritional and 

calorific value of what they consume.  

Targeting new locations
Many food-to-go specialists are now 

expanding to reach new types of shopper. 

For example, both Tossed and Pret are 

now present in motorway services, while 

Subway and Greggs are expanding across 

petrol forecourts, to target the on-the-go 

shopper. 

 Other operators, such as Leon and 

Tortilla, are also opening stores outside 

London for the first time, to meet growing 

appetite for food-to-go outside the capital.

An increased focus on 
alternative missions
By alternative missions, we mean food-to-

go occasions beyond the classic options of 

coffee or lunch. Although many retailers 

and specialists are focusing their efforts on 

breakfast, this is a relatively small market 

and spend per trip can be quite modest. 

We’re therefore expecting to see a broader 

focus on alternative missions at different 

times of day – some of this might be  

for evening meals, but there may also be 

opportunities at other times of day,  

For smaller retail formats, Irish retailers 

are setting a great example in this field. 

For example, Musgrave’s Centra has been 

extremely progressive in how it delivers a 

compelling food-to-go offer, a convenience 

store and an enticing eat-in area in one 

single space. 

We expect more of this to follow in 

2017 and beyond, as more retailers look to 

capture a share of the growing food-to-go 

opportunity.

Further integration  
of technology
Almost all shoppers (92%) think speed and 

efficiency of service is an important driver 

of deciding where to shop for food and 

drink, so we expect technology to play an 

even bigger role in food-to-go in the future. 
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Big Save gives back  
through Moagisani Campaign
Nonceba Tshando was the first winner of Big Save’s new Moagisani initiative. Tshando 

was delighted to welcome the team from Big Save Evaton, who delivered R2 000 worth 

of groceries, to her home. 

She has been a loyal shopper at Big Save since it opened its doors in Evaton in 

December 2014. 

“Big Save’s prices are always cheaper there. I always go after work to buy all my items 

like washing powder, veggies, niknaks for the children, peanut butter, jam, potatoes and 

Russians.” 

Tony Ferreira, Big Save operations director, is behind launching this initiative. 

“We believe we play an important role in our communities by giving our shoppers 

the best prices so their money goes further to live the good life. This has been our vision 

since we started 20 years ago with the slogan Good Life! and this initiative is another 

way to show this,” he says.

The monthly competition is open to all Big Save’s Facebook fans, as social media is 

growing in popularity. Shoppers like Tshando use the Facebook page to view the specials 

and keep up to date on Big Save’s prices, specials, competitions and new campaigns.
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Windhoek shopping centre  
to undergo multimillion-dollar 
refurbishment
Gustav Voigts shopping centre in Namibia’s capital city of 

Windhoek is to undergo a multimillion-dollar phased refurbishment 

starting this year. “This investment is due partly to the growing 

demand for upscale inner-city shopping, driven by the professionals 

in the surrounding offices, banks and government buildings,” says 

Carel Fourie, newly appointed CEO of Oryx Properties, the owner of 

the centre.

The three-level complex, built in the 1970s and located beneath 

the four-star Avani Hotel and Casino, was the country’s very first 

mall. It is home to established brands such as Mr Price, Totalsports, 

Queenspark, Donna Claire and Pep as well as a Checkers 

supermarket and local brands like Nakara, Wecke & Voigts and 

Safariland. “With the redevelopment, Gustav Voigts will be able to 

improve on its tenant mix by providing multinational retailers with 

optimal retail space,” says Fourie.

Oryx Properties – the only Namibian property company listed on 

the Namibian Stock Exchange – has appointed Stauch + Partners 

as the architect and principal lead on the project. Andy Chase, 

architect at Stauch + Partners, says, “We want to create a fantastic 

new look for Gustav Voigts and enhance shoppers’ experience, while 

ensuring that the centre remains an iconic landmark in the CBD.” 

The first phase of the development will include the construction 

of a new roof to let in more natural light, the extension of 

shopfronts and the replacement of balustrades. All public toilets will 

be renovated, new escalators will be installed and two additional 

parking decks will be added. The entrance on Independence Avenue 

will get a brand-new façade.

Despite a financially disappointing 2016, the city of Windhoek is 

seeing a revival of its Central Business District (CBD). Retail events 

and street festivals are drawing people into the CBD after hours, 

creating a wonderful atmosphere in a previously quiet place.

“Namibia has one of the most stable economies in southern 

Africa due to a strong institutional framework, a good fiscal and 

monetary decision-making policy, and an innovative and relentless 

private sector,” says Fourie.

▲
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in 2016, but it is also predicted to be the 

fastest-growing category in the coming 

years, with an expected absolute growth of 

$42 billion by 2021.

“Going natural is a trend happening 

globally as shown in the outperformance 

of the NH and organic offering versus the 

better for you (BFY) and FF arenas in both 

developed and emerging markets. This 

shows the movement towards artificially 

fortified foods and beverages and those 

reduced in salt, sugar and fat to a more 

naturally functional offering. Free from 

is also perceived as a healthy natural 

option and stands out mainly in developed 

countries” says Maria Mascaraque, health 

and wellness analyst at Euromonitor 

International.

“While India is still far behind in terms 

of product development and led growth 

of the better for you category, with pretty 

basic products such as reduced fat dairy 

accounting for most of it, Brazil closely 

follows the trends seen in mature countries. 

The naturally healthy trend has already 

trickled down in the country, with bottled 

water, for instance, being a big thing there. 

“China also follows these trends, with 

key categories, like NH carbonated natural 

Manufacturers Association (GMA), 

encourages those in the food industry 

to get rid of the myriad date labels on 

consumer product packaging and instead 

adopt just two standard phrases: “BEST If 

Used By” and “USE By”. “BEST If Used By” 

indicates product quality and the fact

In an effort to cut down on confusion 

about labels on food items, US grocery 

manufacturers and retailers are being urged 

to get rid of terms like ‘sell by’ and ‘best 

before’.

A voluntary initiative, led by the Food 

Marketing Institute (FMI) and the Grocery 

that a product may not taste as expected 

but is still safe to consume past a certain 

date, and “USE By” applies to products 

that are highly perishable and/or have a 

food safety concern over time, a statement 

released by the FMI and GMA explains. 

The theory behind the new labels is that 

eliminating customer confusion over when 

a product is safe to use will lead to more 

products being consumed instead of being 

unnecessarily chucked out.

Grocery retailers and manufacturers are 

encouraged to immediately begin using 

these two phrases, with the hope of wide 

industry adoption by the summer of 2018.

“Our product code dating initiative is 

the latest example of how retailers and 

manufacturers are stepping up to help 

consumers and to reduce food waste,” 

Pamela G. Bailey, GMA’s president and CEO, 

said in a statement.

“It’s much better that these products 

stay in the kitchen – and out of landfills,” 

added Jack Jeffers, vice president of quality 

at Dean Foods, which led GMA’s work on 

this issue.

With ackonwledgement to Bizcomminuty

New health and 
wellness research 
shows increase in 
going natural
Euromonitor has released its new 

health and wellness (HW) research that 

indicates health and wellness continue to 

outperform the wider packaged food and 

soft drinks industries.

There is a move towards a more natural 

offering through free from (FF), organic 

and naturally healthy (NH) foods and 

beverages, plus an increasing awareness of 

good nutrition as a key part of leading a 

healthy lifestyle.

The desire for more natural products is 

already apparent in the performance of the 

NH offering, valued at $249 billion globally

mineral water and organic milk formula, 

showing the most dynamic growth. 

However, fortified/functional still grows 

the fastest in this country, being important 

in China and throughout Asia Pacific in 

general. Fortified/functional was valued at 

$97 billion in 2016, accounting for 45% of 

total HW retail value sales in the region, 

with FF milk formula, and probiotic yoghurt 

leading the trend. Consumers in Asia Pacific 

are increasingly accepting products with 

functional ingredients such as probiotics, 

omegas, vitamins and minerals, as a means 

of minimising any nutritional gaps in 

their daily diets or simply to boost their 

wellbeing.”

Overall, 2015 and 2016 proved to be 

disappointing years for the HW industry, 

facing the lowest levels of growth in over 

a decade, with developing markets, such as 

China and Argentina, underperforming, and 

key developed countries such as the US not 

doing that well. 

The HW industry, valued at $707 billion 

in 2016, will continue to expand, expecting 

it to deliver 15% growth by 2021. Emerging 

countries will be the main contributors, 

with Morocco and Turkey leading the list.  

– www.bizcommunity.co.za
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US grocery stores are getting rid  
of ‘sell by’ dates on food
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Insights on the local and global 
economic landscape for retailers

Acclaimed 
economist Dawie 
Roodt shared 
his insights on 
the local and 
global economic 
landscape for 
retailers at the 
Gauteng leg  
of networking 

breakfasts hosted by the South African Council of Shopping Centres 
(SACSC) last week.

Roodt, who is currently chief economist at the Efficient Group, 
is renowned for his insights streaming from over two decades of 
economic and political analysis experience. He addressed those in 
attendance by touching on how Trump’s presidency will affect not 
only America’s economy, but also Africa’s and the rest of the world. 
He also commented on South Africa’s increasing unemployment 
rate and how high debt will further send our economy on a 
downward spiral if no actions are taken immediately. 

“There are approximately nine million unemployed people in the 
country. We need to grow our economy steadily in order to curb 
the unemployment rate and in doing so we will strengthen the rand 
and this will have a positive knock on effect in the future,” he said.

Roodt made mention of the country’s retail industry and how 
resilient local retailers are in this tough economic climate. “We are 
faced with challenging times, in saying that I am impressed by how 
steadfast our retailers are. The retail industry at large is a vibrant 
and dynamic one. No matter where you go in the world, you are 
sure to find a retailer of sorts. This means that there are many 
opportunities-even in these tough economic times. The bottom 
line is that if retailers can survive under these challenges, they will 
fly once the economy stabilizes. This year we will see our economy 
grow a little faster,” he said.

“My advice to retailers is that currently, the country is 
experiencing low interest rates at the moment. Capitalise on this 
low interest environment and capitalize now for the future. Position 
yourself towards economic growth because once our economy 
strengthens, retailers who have prepared for this can capitalize and 
succeed. I would also like to let consumers know that we are all 
going through a tough time as well. The greatest weapon of all time 
is the pen and with the pen, we can decide who to put in power. 
With strong leadership, economies strengthen, unemployment 
decreases and people succeed,” added Roodt.

These quarterly networking breakfasts hosted by the SACSC take 
place in Cape Town, Durban and Johannesburg and are attended by 
retail, property and industry heavyweights. SACSC CEO Amanda 
Stops said she was excited to have Roodt as a guest speaker for 
the first event of the year for Johannesburg. “Dawie Roodt is an 
acclaimed economist and his insights definitely have relevance for 
the retail industry,” she said.

“Collectively, these types of events give everyone a chance to 
monitor trends, exchange ideas and share knowledge to support our 
industry growth and deliver value to our members” added Amanda. 

The Gauteng Chapter networking breakfast was sponsored by 
Redefine Properties.

▲
Join more than 650 companies already on the Consumer 
Goods and Services Ombud’s list of registered participants 
at www.cgso.org.za/participant-list/. They have all stood and 
been counted for making a positive contribution to governance and 
compliance efforts within their industry. The Consumer Goods and 
Services Ombudsman acknowledges with thanks and appreciation 
their support of his office.

If you are an eligible business (all suppliers in the consumer goods 
and services industry, including retailers, wholesalers, distributors, 
manufacturers, importers, intermediaries, and supply chain) and 
your business name does not appear on the CGSO “A-List” at 
www.cgso.org.za/participant-list/ then register your participation 
and contribute to your Consumer Goods and Services Industry 
Ombud scheme.

Complete your online registration at www.cgso.org.za 
or contact the CGSO Call Centre on: 086 133 3318 or 
email to sandr@cgsosubscription.co.za

REGISTER NOW AND 
MAKE A DIFFERENCE

“Mostly we focus on providing a cheap, efficient 
and speedy dispute resolution service between 
disputing parties”.
Adv. Neville Melville

The Consumer Goods and Services Ombud (CGSO) is 
the consumer goods and services industry’s compulsory 
dispute resolution scheme, receiving and assisting 
in resolving thousands of consumer disputes against 
suppliers in terms of the Consumer Protection Act and 
enforcing the Industry Code of Conduct.

For more information
visit www.cgso.org.za
or call: 086 133 3318.

ENSURING 
FAIRPLAY 
BETWEEN 
CONSUMER 
& SUPPLIER
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Dave Gℓass

Retailers can substantially increase their 

revenue by selling virtual products and 

services known as value-added services 

(VAS). These include prepaid airtime, 

prepaid electricity, gift cards, bill payments, 

money transfers, e-tickets and loyalty 

transactions. 

A Cape Town-based FinTech business, 

Electrum, is providing retailers and banks 

with the technology platform to sell value-

added services. 

“Value-added services are a major 

growth area in our business. We are 

continuously adding new services to meet 

consumer demand and drive revenue 

growth. Electrum has allowed us to rapidly 

expand our market offering and manage 

the complexity of integrating with more 

than thirty third-party VAS providers,” 

says Jason Peisl, IS Executive of Customer 

Applications at Pick n Pay.

Founded by three South African 

payments tech experts, Electrum developed 

a solution to fulfil this need.

“We realised that retailers needed a 

solution for processing VAS transactions, 

something that many of the existing 

technologies struggled with. Our 

platform is now processing billions of VAS 

transactions per annum,” says Dave Glass, 

managing director of Electrum.

 The Electrum platform, which runs in 

the cloud, was specifically designed for VAS 

management, transaction processing and 

payments integrations and runs either as 

a stand-alone platform or in conjunction 

with a retailer’s existing payments switch.

Shoprite and Checkers supermarkets have 

expanded their mobile offering by making 

a range of affordable smart phones and 

feature phones available at the Money 

Market counters in 200 stores across South 

Africa.

Customers are now also able to 

purchase cellular phones at supermarket 

prices from the Money Market counters, 

including a range of STK smartphones and 

feature phones. The dual sim STK Sync 

5z smartphone is available from selected 

Shoprite and Checkers stores for only 

R899 (including a free cover). It runs on an 

Android 6.0 Marshmallow operating system

and features include a 5” screen, 8MP and 

2MP cameras, 4GB and 512MB memory 

and 1.3 Ghz Quad Core processor.

The Money Market counters in Shoprite 

and Checkers stores are designed to 

save customers time by making a range 

of services available in one convenient 

stop. These include buying cell phone 

starter packs and completing the RICA 

registration, making easy and affordable 

money transfers to any Shoprite and 

Checkers store in South Africa; settling 

municipal or service account payments; 

purchasing national lottery, bus, airline and 

Computicket event tickets; and more.

FinTech startup 
Electrum enables 

retailers to increase 
revenue from value 

added services

Rewarding recycling
A total of 215 participating daycares joined the Sasko team in Mdantsane in the 

Eastern Cape to learn more about the Siyasizana Daycare Project, which is designed to 

reward daycare centres for collecting used Sasko bread bags with basic amenities like 

mattresses, backpacks, carpets, chairs, fridges or stoves. 

The aim of the Siyasizana Daycare Project is to raise awareness recycling through 

relationships with daycare owners, spaza shop owners and actively engaging with 

communities. 

“As a proudly South African company, we want to give back wherever we can. We have 

big plans to grow this campaign across South Africa and are currently identifying our 

next area,” says Sasko brand manager Lungelwa Mnyamana.

Through this programme, participating daycares are able to refrigerate food, prepare 

cooked meals, mattresses are available for nap time and tables and chairs are set up for 

activities and meal times. 

Mobile phones now available  
from Shoprite & Checkers 



Pieter Engeℓbrecht

During the six months to end December 

2016 the Shoprite Group comfortably 

outperformed the rest of the South African 

market. Total turnover increased by 14% 

to R71,30bn while the trading profit rose 

by 19,2% to R3,91bn. Diluted headline 

earnings per share grew 15,5% to 460c and 

the board declared an interim dividend of 

180c, up by 15,4% year-on-year.

Sustaining its growth momentum, the 

Group opened a net 147 new stores during 

the past 12 months and by the end of

December was trading from a total of 
2 653 outlets, with just over 1 200 of these 
being supermarkets. This enabled the Group 
to provide an additional 7 144 people with 
jobs, bringing its total staff complement to 
over 143 000.

The rise in trading profit above turnover 
growth was the result of strict cost control 
across the spectrum, improved planning 
involving all the various disciplines in 
the business, and the Group’s ability to 
achieve constantly improving supply-line 
efficiencies.

Newly appointed CEO Pieter Engelbrecht 
says market-share gains were achieved 
without sacrificing profitability in the 
process. The Group was in fact able to 
increase its trading margin from 5,2% to 
5,5%. He says a key reason for the results 
it achieved in the six months to December 
was the Group’s increased and adjusted 
promotional activity.

“Better planning enabled us to achieve 
our highest on-shelf availability levels 
ever. At the same time, we met customers’ 
demand for greater value by intensifying 
our global sourcing. This enabled us to 
greatly expand our range of private-label 
food products. 

“Consumers voted with their wallets and 
the 6,3% growth in customers is testimony 

to the Group’s ability to improve on its 

overall customer delivery.”

The star performer during the reporting 

period was its Supermarkets Non-RSA 

division, which grew turnover by 32,3% to 

R12,88bn. Of the 14 countries in which it 

trades outside the borders of South Africa, 

Angola and Nigeria performed particularly 

well.  “We are confident that these 

customers, having been exposed to the 

quality and extent of our product offering 

will remain loyal to us,” says Engelbrecht.

The Group’s core business, Supermarkets 

RSA that generates almost 80% of its 

total supermarket sales, outshone its main 

competitors, raising turnover by 10,7% 

to R50,89bn and market share to 31,7%. 

Internal inflation averaged 7,4%.

Among its three supermarket brands 

– Shoprite, Checkers and Usave – Usave 

was the best performer, increasing sales 

by 13,1%. The Checkers brand’s increased 

focus on fresh and convenience foods, 

which saw sales increase four-fold over the 

festive season.

Among the smaller businesses supporting 

the supermarket chains, LiquorShop, 

located at or near supermarket entrances, 

went from strength to strength, increasing 

turnover by 26,3% through 355 outlets 

in South Africa with 29 of these opened 

during the six months.

The franchise division continues to 

demonstrate new energy and vigour, says 

Engelbrecht. Ongoing restructuring aimed 

at enhancing the OK brand saw turnover 

grow 13,7%. The division gained 27 new 

members during the six months and now 

has 377 in South Africa and Namibia. 

The number of standalone liquor stores 

operated by members increased from ten 

to 47 over the past 12 months.

Looking ahead, Engelbrecht said the 

slightly higher economic growth rate 

predicted for 2017 would have little 

effect on the lives of the millions of 

consumers constituting the Group’s 

primary target market. However, food 

inflation in particular was expected to 

drop. “We have structured the business to 

contend efficiently and profitably under 

market conditions such as those prevailing 

currently. To sustain our growth, we are 

constantly investigating the potential of 

new markets, not only in Africa but also 

on other continents. The second half of 

the year has started well for us and we 

are confident this trend will continue,” 

Engelbrecht said.
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Shoprite outperforms market

Beverage industry welcomes further tax talks
The Beverage Association of South Africa (BevSA) welcomes Finance Minister Pravin 

Gordhan’s announcement in his Budget speech today that there will be further 

consultations on the tax on sugar sweetened beverages before it is implemented.

“Over the past few months we have continued to actively engage with government 

and other stakeholders to find a workable solution to the complex challenge of obesity 

in South Africa,” said BevSA executive director, Mapule Ncanywa. “We believe that 

through collaboration with all the relevant role players, we can find ways to create a 

win-win for all South Africans, contribute positively to health outcomes and avoid any 

job losses.”

Following recent parliamentary hearings on the proposed tax, BevSA has been 

encouraged by discussions to identify the most effective solution to the obesity 

challenge and welcomed the opportunity for further consultation to underscore health 

outcomes.

The industry has repeatedly called for a local dietary study to be conducted to 

determine the drivers of obesity as well as a wider socio-economic impact study to 

assess the cost-effectiveness of the tax. As an alternative to the tax, BevSA has proposed 

three distinct options to achieve results and these are:

■ Reformulating our products through lower to zero variants,

■ Committed to reducing three calories per day per person for 2016 and in this year 

five calories per person per day sugar reductions; and

■ A consumer awareness drive.

“We look forward to working with government to finding a solution to this serious and 

complex challenge that makes sense for all South Africans, while continuing to make an 

important economic contribution to the South African economy,” said Ncanywa.
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Morne Cronje

What is the latest buzz 
in franchising? 
Much has been said about the slothful 

state of the economy and have echoed 

sentiments that 2017 is not going to be a 

walk in the park. The franchising sector has 

however found its way through the slow 

economy with industries such as the fast 

food segment showing positive growth in 

2016.

That said, franchising in South Africa 

is still not fully realising its true growth 

potential and franchises need to continue 

to plan ahead, innovate and adapt to 

changing market conditions to ensure that 

they stay abreast of the changing business 

environment.

“The splendour of franchising is that 

you’re in business for yourself but not by 

yourself, however, one has to let go of 

the myth that franchising brings instant 

success. It is a safer type of business 

because it is part of an established brand: 

the risk nevertheless is not necessarily 

lower,” says Morne Cronje, Head of 

Franchising at FNB Business.

He shares some of his views on what to 

monitor in the franchising sector:

Effects of the current economy on 

franchising – A slowing economy creates 

opportunities and we will see new niche 

concepts entering the market. We will also 

see existing concepts refocusing on their 

core business making sure their Franchise 

network is profitable. Franchisors looking 

to expand their network will tend to grant 

a second or multiple units to existing 

franchisees that have proven that they 

can make a success of their franchise, than 

taking a risk with a new franchisee.

Segments that are performing in 

franchising – South Africa is increasingly

becoming the destination of global 

franchise concepts especially in the food 

chain franchisors. Many global brands 

are expanding into South Africa. This 

increased competition is very good news 

for the sector. Competition will create 

more market awareness, improved service, 

quality and price.

The automotive sector is an interesting 

sector to observe with new car sales 

remaining depressed as cash strapped 

consumers continue to opt to keep their 

cars, as a result the pre-owned car sales 

market is on the increase. We are also 

most likely to see growth in concepts that 

sell tyres; spare parts, batteries and non-

structural vehicle repairs as consumers look 

to stretch their Rand.

We have also noticed growth in hardware 

franchises, which we link to a growing DIY 

culture in the country.

Challenges franchisees will face – As with 

any other business, the ultimate litmus 

test for a business is cash flow – so the age 

old business advice remains, manage your 

money proactively.

You need to seriously consider the 

effect that interest rates will have on 

the cost of running the business. In most 

cases, a franchisee needs to put up a 50% 

unencumber owners capital investment, 

the other 50% is normally financed, its 

repayment will be impacted by the interest 

rate as it will be linked to the prime lending 

rate – ensure that this has been accounted 

for.

A really important consideration in 

franchising is the proposed minimum rates 

of wages that government is moving to put 

in as law. It will no doubt affect budgets 

and will have a direct impact on cash flow.

Franchisee should be actively involved 

in their businesses – Franchising must 

be treated like an active investment. The 

franchisee must be 100% dedicated to the 

business – do not leave it to managers to 

run the business. If you as the franchisee 

are invested in the franchise, you can 

ensure that costs are managed; cash flow 

is managed; and most importantly you can 

plan ahead.

Cronje emphasises that the days of 

buying into the right brand and expecting 

automatic success are long gone. “We need 

to raise the profile of the industry and 

ensure economic growth in the country 

for decades to come and the best way to 

achieve this is to always plan ahead in  

a competitive landscape.”

Bidvest delivers  
robust trading result

The Bidvest Group has delivered a pleasing 

result against the backdrop of significant 

and continuing market challenges. The 

quality of earnings is evident in the 

performance of the South African trading 

operations, which delivered solid results.

Despite the competitive and difficult 

operating environment, five of the divisions 

managed to maintain or increase margins 

through enhanced efficiencies and cost 

control.

Bidvest’s South African operations 

delivered a good trading profit, increasing 

by 6,2% notwithstanding revenue 

only increasing 3,6%. Bidvest Namibia 

continued to be impacted by declining fish 

quotas and tough economic conditions in 

that country. Numerous options are being 

considered to improve the current situation 

and return these assets to profitability.

Bidvest’s basic earnings per share 

increased by 39,6% to 587,4 cents  

(H1 2016: 420,9 cents) and headline 

earnings per share by 4,4% to 510,3 cents 

(H1 2016: 489,0 cents). The difference in 

the increase between basic earnings and 

headline earnings per share is primarily 

due to the reversal of impairments arising 

from an increase in the market values 

of associate companies, Adcock Ingram 

Holdings Limited and Comair Limited, due 

to strong profitability gains. The Brandcorp 

acquisition was finalised with effect from  

1 October 2016 and several smaller bolt-

on acquisitions have been bedded down.

The directors have declared an interim 

gross cash dividend of 227 cents a share.  

The interim dividend is not comparable to 

the prior year’s interim dividend, which was 

declared as part of the larger Bidvest Group 

prior to the unbundling of the foodservice 

businesses.



New mall  
for Springs
The R950 million two-level regional 

Springs Mall, which will open this month, is 

destined to become a dominant mall in the 

region and an icon for Springs.

With eye-catching frontage on the N17 

highway, the 48 000m2 Springs Mall boasts 

nearly 170 shops led by anchor retailers 

Woolworths, Checkers, Pick n Pay and 

Edgars. 

Springs Mall will offer free open-air 

parking on both its shopping levels. It 

is only a short stroll indoors from both 

parking decks, through four beautiful 

soaring entrances.

PriceCheck  
launches  
shopping platform
PriceCheck, a site that offers 

comprehensive comparisons between 

millions of products from hundreds  

of stores, has recently launched 

Marketplace, which simplifies the route  

to purchase. 

“Consumers will stay on-platform and 

purchase directly on PriceCheck using our 

unique one-click checkout,” says founder 

Kevin Tucker.

“We provide shipping guarantees and 

insurance to offer the consumer peace of 

mind and confidence when interacting 

with third party sellers. Delivery tracking 

and shipping statuses are part of our user 

dashboard and offer a real-time view of an 

order’s progress,” he explains.

“With this new offering, we are providing 

a premier delivery channel that reduces 

the chasm in the delivery chain where 

shoppers can easily get bogged down with 

several click-throughs. Now, all orders via 

PriceCheck’s Marketplace can be done 

directly with us, posing less risk when it 

comes to deliveries.”

Merchants also benefit in that their 

products are listed and receive exposure 

to millions of potential shoppers, while 

PriceCheck deals directly with customers 

on their behalf.

“Our new venture has opened up  

a whole new retail opportunity for us and 

we hope that our customers will enjoy 

starting their search and completing their 

shopping experience all on PriceCheck’s 

Marketplace platform.”
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Leading trade fairs, exhibitions and events of 
interest to supermarkets and their suppliers

DIARY 

For more information on these and other events, go to www.supermarket.co.za 
(Trade Fairs & Events) or contact us on (011) 728-7006

NATIONAL 2017
14 April  Rand Show
JOHANNESBURG This is the biggest consumer show in Southern Africa. Launched way

back in 1894 when the city of Johannesburg was but eight years old, 
the Rand Show is one of the first big events for Joburgers.

27 April  Decorex
CAPE TOWN Nine of South Africa’s most popular designers and artisans

contribute towards the signature range of summer-inspired products 
made using materials and textures that include clay, porcelain, 
wood, hand printed textiles and recycled glass.

28 April  SA Cheese Festival
STELLENBOSCH Visitors can expect a gourmet event jam-packed with flavour 

experiences. 

INTERNATIONAL 2017
2 April  Natural & Organic Products Europe
LONDON This is an opportunity to stock up on the best choice of quality 

natural, organic, Fairtrade, sustainable, ethical, free-from, eco and 
healthy-living products for your customers. 

4 April  ProFoodTech
CHICAGO See equipment at full scale, in action and in person – and discover 

new applications from other food and beverage industries.
4 April  World Retail Congress
DUBAI This offers a platform for senior leaders to come together to discuss

the major issues and trends affecting the industry. 
5 April  MIHAS – The global Halal market place
KUALA LIMPUR A gateway for businesses to explore trade opportunities, inspire

innovation and gain insights within the Halal sphere. 
5 April  eDelivery Expo
BIRMINGHAM This focuses on the key aspects of the delivery side of the multi-

channel performance. EDX is a show for directors and senior 
managers looking after the logistics, operations supply chain or 
distribution of online and multichannel retailers.

5 April  Internet Retailing Expo
Birmingham Internet Retailing Expo is the place to find a complete range of 

products and services essential in multichannel retail
9 April  Vinitaly
VERONA This is four days of major events, meetings, tastings and targeted 

workshops to encourage contacts between exhibiting cellars and 
trade operators.

22 April  Africa Food Manufacturing 
CAIRO Dedicated to the food manufacturing and packaging business, it is

a hub to meet professionals and decision makers from the leading 
companies of processing & packaging equipment & solutions, 
including machinery and materials for printing and shrinking, food 
and beverage technology, packaging solutions, equipment and more. 

23 April  Bakery Congress 2017 
VANCOUVER A place to see, touch and taste the newest and greatest baking

ingredients, equipment, packaging, services and technology for 
bakeries, cafes, food service and of course baked goods (fresh, 
proof and bake, par-baked, freezer-to-oven, thaw and serve).

25 April  Seafood Expo Global/Seafood Processing Global 
BRUSSELS This is the world’s largest seafood trade exposition. If you are

a professional seafood buyer, you do not want to miss this event.
27 April  Retail and Ecommerce Directors’ Forum
SUTTON A programme aims to give senior retail professionals access to new

ideas, solutions and innovations to help take their departments 
and companies forward. The agenda is pitched at a high level and 
endeavours to present new case studies and new thinkers.
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