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EDITORIAL COMMENT

Change and more change
“Stop the world I want to get off!” That’s a feeling that nearly all of us 

experience from time to time as we face the ever-increasing pace of change 

and the challenges it brings.

Yet change also brings with it new opportunity. In this issue, among other topics, 

you’ll find many examples of how change is being dealt with and exploited in retail.

One example. Around the world, central banks are pushing to replace cash and 

escalate the transition towards a cashless society.

In our Checkout Services feature we find it is something that many consumers 

already want. According to a recent study, more than a third of Europeans and 

Americans would be happy not to carry cash and rely on electronic payments if they 

could. At least 20% of them already pretty much do so. 

Paying with contactless cards and mobile-phone digital wallets has already 

become prevalent in many supermarkets around the world. It’s also clear that many 

more consumers would relish the opportunity to transact quickly and securely using 

these new cashless payment options.

While some forms of change are easy to adopt and benefit from others are not. 

The general trading conditions in South Africa fall very much in this latter category.

So it is interesting to find that in this tight economy specialist health and beauty 

retailers are increasing the quality and variety of their private-label offer in an 

attempt to remain competitive.

In our Health and Beauty feature we investigate this almost counter-intuitive 

trend and the plans retailers are making to exploit it.

One of the impacts of the recent ratings-agencies downgrade of our credit status 

is the increased pressure on fleet operators.

The only way to contain these is to ensure the fleets are managed efficiently and 

that the correct telematic solutions are in place to enable fleet managers to collate 

and review all the cost elements. Find our how fleets can be maintained more 

efficiently in our Supply Chain feature in this issue.

In these challenging times loyalty cards and systems have come of age in South 

Africa. This month we kick off a new series on how they are being used and their 

growth in popularity.

In these tough times one might well expect a rise in extortionate behaviour by 

desperate consumers. The Consumer Goods and Services Ombud (CGSO) has come 

across cases in which consumers claim to have discovered all manner of grizzly 

foreign objects in foods they purchased and then sought compensation in the 

millions. If you or your suppliers are faced with this problem the question will be, 

can such claims succeed? In his monthly column, advocate Neville Melville explains 

how the law works in cases like these.

The recent United Airlines public-relations disaster in which a video of their staff 

dragging a passenger off an overbooked flight went viral must have given many 

retailers cause for thought. It is just so easy for one’s reputation to be destroyed 

overnight in one unguarded moment in these days of social media. In our Delight 

your Customer feature we discuss the social-media lessons that can be learnt 

from this and give some tips on how you can avoid a similar disaster in your own 

business.

In this world of never-ending and accelerating change we look forward to 

highlighting the opportunities that it brings to build your business as well as 

investigating the pitfalls and solutions to the negative changes it also brings. Have  

a good read and may the force be with you.

Stephen Maister



new Score Apple doesn’t fall far from the 

original Score tree. The newly formulated 

sweet apple taste with a healthy dose of 

B vitamins gives it double the power to 

release a blast of energy. And because it’s 

taurine free, Score has that great aftertaste 

fans have come to love. New Score Apple is 

available in stylishly revamped 440ml cans.

Fitch & Leedes launches 
delightful new Pink Tonic 
Fitch & Leedes has launched a new 

blushing Pink Tonic. Pretty in pink with 

whiffs of rose petals and fresh cucumber, 

this new tonic is poised to be the perfect 

accompaniment to fine gins. Fitch & Leedes 

Pink Tonic is available at a recommended 

retail price of R40 for a 6-pack of 200ml 

cans or R36 per 4-pack of 200ml glass 

bottles. 

Iconic beers will help  
feed the hungry
The South African Breweries (SAB) has for 

the first time launched an eight-pack of 

iconic beers from different countries across 

Africa, with ambitions to export to global 

markets so consumers as far afield as the 

United States and China can enjoy these 

unique African beers. SAB has partnered 

with Stop Hunger Now SA (SHNSA) – an 

international non-governmental organisa-

tion that packs and distributes meals to 

people living in poverty. For every pack sold,  

three students will receive a nutritious, 

wholesome meal. The first edition of the 

“Beers for Africa” pack will showcase Castle 

Lager (South Africa), St Louis (Botswana), 

Maluti Premium Lager (Lesotho), 

2M (Mozambique), Laurentina Preta 

(Mozambique), Manica (Mozambique), 

Kilimanjaro Premium Lager (Tanzania)

Vital introduces delicious  
on-the-go snacks
Vital Health Foods’ bars and bites and air-

popped rice crisps tick several boxes as the 

ideal on-the-go snack. The Vital bars and 

bites contain 12 vitamins at 100% nutrient 

reference values (NRV), which is your 

recommended daily nutritional intake. They 

also have no added sugar or preservatives, 

and are gluten free. Vital bars and bites 

come in three delicious flavours: Cashew 

and Coconut; Almond and Cocoa; and Seed, 

Almond and Cinnamon. Ideal for those 

who suffer from sensitivities to gluten and 

preservatives, they are also perfect to pack 

in school lunchboxes or as an after-workout 

treat. Air-popped rice crisps, made from 

wholegrain brown and white rice, contain 

less than 400 kilojoules per 20g serving. 

Mini-cubes filled with flavour
Amor Seasoning cubes 

are a dehydrated 

stock mini-cubes that 

provide flavour to 

sauces, soups, curies, 

stews and marinades. 

Each mini-cube is 

covered by a foil-

lined wrapper, which is then packed into a 

waterproof sachet. Amor seasoning cubes 

are available in seven variants and come in 

pack sizes of 10 cubes of 4g each.

A sweet burst of  
the forbidden fruit

You will love the 

apples in the new 

Score Sparkling Apple 

energy drink with its 

tempting 

sweetness and 

epic power kick. 

With a double 

shot of Guarana for a 

natural energy eruption, 

and Zambezi Premium Lager (Zimbabwe). 

The Beers for Africa pack will be launched 

as a pilot project and be available initially 

in South Africa in key outlets across the 

country for a limited period of time. 

Live large with  
a 51% bigger Savanna Loco
Savanna Loco is now available in a 500ml 

bottle. Following the successful launch 

of the first spirit-flavoured cider in South 

Africa, this bold beverage now boasts 

the same refreshingly smooth, dry taste 

that leaves you wanting more. The added 

tequila twist combined with Savanna Dry 

mixes so well, you won’t be able to resist! 

The new 500ml Savanna Loco is available 

nationwide in cases of twelve at R194,95,  

6 packs at R105 and R18 per unit. 

Amarula helps save  
the African elephant
Amarula Cream Liqueur has recently 

launched the “Name Them, Save Them” 

campaign to give a name to every one of 

the 400 000 surviving African elephants 

in the wild. The digitalise pachyderms, 

created by the Amarula’s online audience, 

are brought to life by putting a named 

elephant and information regarding 

the animal on the labels of 400 000 

individualised Amarula bottles – one 

bottle for each of the remaining African 

elephants. The labels were crafted using an 

algorithm that randomly generates images, 

ensuring that each label is 100% unique. 

Amarula will donate $1 to WildlifeDirect 

for every digital elephant created on the 

site. These are available from April onwards 

in Global Travel Retail as well as in South 

Africa, Germany, Brazil, Canada, the United 

Kingdom and the United States.
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Real cider refreshment  
with the edgy taste of hops

Hunter’s EDGE 
delivers the first gulp 
refreshment of cider 
at the start and the 
full-flavoured taste 
of hops to the very 
last sip. With a rich, 
golden colour and a 
distinctively smooth 
taste, this refreshing 
cider is balanced with

the taste of real hops, gives men what they 
want to hit the spot. EDGE is now available 
in store in 330ml bottles and 440ml cans 
and is available in both six and 12-pack 
formats. A returnable 660ml bottle in  
12-pack crates will be available in July.

Just the right mix
When friends come 
together, the drink has to 
be mixed the right way 
to suit the atmosphere. 
It is the spirit of great 
friendships that inspires 
great memories. Every 
drop of Klipdrift NGQO 
is mixed with the perfect 
balance of the smooth 

bold taste of Klipdrift, blended with a range 
of flavours. It is an intriguing golden liquid 
with a complex taste of fruit and spice, 
followed by a welcoming bitterness on the 
palate. It is available in stores now.

Nàdurra peated completes 
Glenlivet’s craft whisky range

The Glenlivet has 
unveiled the third 
expression in its 
Nàdurra range of 
top-tier craft whiskies 
– a tribute to the 
historic traditions of 
making single malt 
whisky through new 
and innovative cask 
finishes. The Glenlivet 
Nàdurra Peated Whisky

Cask Finish is the first release in this  
range to have a subtle, smoky taste profile, 
having been finished in American oak  
casks that have previously held heavily 
peated Scotch whisky. The release of The 
Glenlivet Nàdurra Peated Whisky Cask 
Finish follows the launch of The Glenlivet 
Nàdurra First 

Fill Selection and The Glenlivet Nàdurra 

Oloroso into the domestic market in 

2016, and completes this rare single malt 

craft whisky range. The Nàdurra Peated 

is available at selected retail outlets at 

approximately R818,92 – the same price as 

Nàdurra First Fill and Nàdurra Oloroso.

Winter says  
hello to suede!
Suede is a must-have item that works 

perfectly with both formal and informal 

wear. Whatever the occasion, trust Plush 

to take care of all your suede items. Renew 

and beautify everything suede, be it a 

hat, shoes, belt or handbag. Follow these 

simple steps to clean, soften and renovate 

Suede & Nubuck – Brush off your suede 

item; Apply Suede & Nubuck Cleaner; Rub 

with absorbent clean cloth to lift dirt; 

Apply Suede & Nubuck Renew (available 

in a variety of colours). These products are 

specially formulated to bring out the very 

best in all your Suede shoes, jackets and 

accessories. Priced from R45,95 per can, 

these products are available at all leading 

retail outlets. 

Perfect nutrition  
for the hard gainer

Evox 5xl 

Formidable Ultra 

Mass has been 

scientifically 

developed to 

perfect the 

nutrition habits of 

the hard gainer, 

a person who does not find it easy to 

gain muscle through exercise. The unique 

dietary protocols of hard gainers means 

that they require a meal replacement 

supplements tailored to their unique needs, 

correcting the caloric shortfall required to 

support real mass gains. This mega-calorie, 

creamy, tasty and functional shake ensures 

optimal caloric supply in an easy to digest 

and absorb shake. It is available in three 

variants: Cookies and Cream, Choc-Banana 

and Chocolate. It is available in two pack 

sizes: 2kg and 4,2kg.

A product to help  
manage bedwetting
DryNites Pyjama Pants are there to assist 

parents and children to confidently manage 

bedwetting. They have been specifically 

designed to help growing children manage 

the bedwetting phase by providing 

unbeatable overnight protection. They 

can be worn under pyjamas or a nighty 

and come in designs suitable for age and 

gender to make them look and feel just 

like underwear. DryNites Pyjama Pants are 

available for Boys and Girls and come in 

two sizes, 4-7 years and 8-15 years. 

Parprol oil range now  
available through Engen 
Engen Petroleum now supplies and 

distributes a range of high-quality, virgin 

process oils under the Parprol name. These 

special process oils can be used in various 

industries as either raw materials or as 

a processing aid. Industries which enjoy 

the benefits of Engen’s Parprol process 

oils include manufacturers of adhesives, 

cable compounds, ink oil, plasticizers, rope 

dressings, rubber, leather softener, textile 

batching oil, pesticides, furniture polish 

and wood preservers. The oils are available 

in a variety of convenient packs including 

true bulk, 210L drums and mini-bulk (IBCs). 

Engen can also assist with dispensing 

solutions for inventory management, 

contamination control and disposal. In 

South Africa, primary distribution centres 

are present in all major cities as well as  

a number of secondary depots situated in 

outlying areas.
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The appalling videos of incidents 

involving mistreated customers that 

recently emerged in the social media – and 

then replicated by the traditional media 

– show shocking disregard for customer 

insights in this new world.

Briefly, a few weeks ago United 

Airlines overbooked a flight from Chicago 

to Louisville. Needing four seats to 

accommodate their own crew, staff asked 

for volunteers to give up their seats in 

exchange for United travel vouchers and  

a rescheduled flight the following 

afternoon. Only two volunteers wanted 

to take up this offer, so unilaterally and 

randomly their cabin crew went the 

involuntary route…with disastrous results. 

Video emerged of a screaming 69-year 

old doctor being forcibly removed from 

his seat, lifted and violently dragged by 

his armpits like a rubbish bag as his face 

bounced off an armrest and his mouth 

started bleeding. He was traumatised, but 

many other passengers were also distressed 

by this awful episode.

Compounding this dreadful experience 

was United’s initial and subsequent 

response to the uproar of disgust. The 

CEO hid behind a mundane press release 

in cynical corporate drivel, and taking no 

responsibility for their collective action. 

An airplane is as close as we get to a 

perfect machine. Superbly designed 

and marvellously manufactured, this 

magnificent invention is a miracle of 

our modern world. Every single one of 

its millions of component parts has 

been deliberated upon, thoroughly 

tested, and installed with care. There 

are hundreds of kilometres of precise 

wiring, beautifully written software 

that takes care of every eventuality, and 

the most modern composite materials 

encasing everything. Every airplane is 

meticulously maintained and improved 

with loving care by dedicated engineers 

and technicians, and flown by highly-

trained and committed pilots. It is the 

safest form of transport ever built and 

gives us a chance to expand our minds 

by visiting places only dreamed about in 

previous generations.

So will someone please explain to me why 

passengers have such awful experiences 

with lousy airlines? Can you imagine an 

experience in your own business where 

customers that want to do business with 

you go through such abuse – and pay 

a small fortune – to arrive exhausted, 

frustrated and even physically beaten at 

the other end of the transaction?

In addition, they also thought it would 

be great to kick the passenger while he was 

down, and started bringing up completely 

irrelevant historical “facts” about the 

passenger. The apology, when it came, was 

“for the overbook”, and to other passengers 

regarding having to “re-accommodate” 

them – whatever that means.

The second incident, barely a week later, 

involved another gigantic airline, American 

Airlines. In this case, a woman travelling 

with her small children wanted to bring 

her pram on board, and instead of politely 

negotiating alternatives with her, the flight 

attendant violently yanked the pram from 

her, hurting her and almost injuring the 

child. The video footage shows her crying as 

she holds her sobbing baby. Another upset 

male passenger wanted to stand up for her, 

and walked to the front of the ‘plane to 

demand the name of the flight attendant 

responsible for this.

But what happened next was the 

breathtakingly abysmal behaviour of 

another flight attendant on the flight. 

He aggressively strode up to the male 

passenger, and after a few seconds the 

passenger said: “You try that with me and 

I’ll knock you flat!” The flight attendant 

then taunts him, saying: “Hit me! Come on, 

bring it on.” 
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DELIGHT YOUR CUSTOMERS 
By Aki Kalliatakis

Airline PR disasters 
…and the lessons you can learn
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Deciding that discretion was the better part of valour, and 
perhaps remembering what had happened on United just a few 
days before, the passenger reluctantly backs down.

What are the lessons from these incidents  
for your business?
■ Do you have a policy to deal with similar social media disasters? 
It cannot be the same as your traditional PR policy, with carefully 
worded bland statements cleared by lawyers being published 
whenever you feel like it, (see below.) It doesn’t matter what 
the truth is, and it doesn’t matter if you are right. It’s what your 
completely irrational and emotional customers think – and they 
have the power today. They are also far more sophisticated that 
you think.

■ The truth about the social media is this: You don’t control 
the message. To quote from Chris Anderson: “For a generation of 
customers used to doing their buying research via search engine, 
a company’s brand is not what the company says it is, but what 
Google says it is. We are the new tastemakers. Word of mouth is 
now a public conversation, carried in blog comments and customer 
reviews, exhaustively collated and measured. The ants have 
megaphones now.”

■ Just about anyone who carries a smartphone also has an instant 
video camera at his/her disposal. And this video can be uploaded in 
an instant to any one of dozens of social media sites. Get used to it.

■ Have you trained all the people on your team about how to deal 
with incidents like this? Have you emphasised that such behaviour 
can never be tolerated – no matter what the circumstance? Do 
they fully understand the consequences? And do you constantly 
remind them of this? (There are definitely enough case studies that 
you can download and play.)

■ What do you do to make it go away? An instant, heartfelt, 
genuine and personal apology, oft repeated, is a given. Taking 
personal responsibility right at the top of your organisation, is 
a given. Treating all customers with respect is a given. Offering 
freebies doesn’t help: the aggressive flight attendants were 
“suspended,” and the woman with the pram was upgraded to first 
class for one flight. Not really a big deal and nobody actually cares. 
However, showing your deep regret, sharing what your business will 
do to change what it does to prevent any future recurrence, and 
making a symbolic gesture like a substantial donation to a charity 
may help. And that’s just the start.

Treating paying customers such as what happened in these 
incidents is a disgrace, and I know that businesses pay a very  
heavy financial and reputational price for this. It may take years,  
(if ever,) to recover from a few seconds of indiscretion. Don’t let 
that happen to you.

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



The CPA thus covers claims for damages 

associated with injury or illness, such as for 

medical treatment, caused by food proven 

to have been contaminated. It does not, 

however, mention damages for emotional 

shock. A person claiming for harm in the 

form of emotional distress or shock (the 

shock suffered by a person when they 

discover or see something unpleasant 

or disturbing) would need to base the 

claim on illness or injury caused by the 

contaminated food. Food can be considered 

to be contaminated if it contains some 

foreign object or has an ingredient that 

The Consumer Goods and Services Ombud 

(CGSO) has come across cases in which 

consumers claim to have discovered all 

manner of grizzly foreign objects in food 

items and then sought compensation in 

the millions. The question is, can such 

claims succeed?

Under section 61 of the Consumer 

Protection Act (CPA) a consumer is able to 

claim against suppliers and manufacturers 

of goods (including food) for damages or 

injuries suffered by them as a result of 

using or consuming the goods, irrespective 

of whether or not there was any negligence 

on the part of the supplier or manufacturer.

Although it is no longer necessary to 

prove negligence to recover damages, it is 

still necessary for the person making the 

claim to prove that it was the defect in the 

goods sold to them that caused their loss. 

The type of harm for which a person may 

be held liable includes:

■ The death or illness of, or injury to, any 

person;

■ Damage to property;

■ Any economic loss that results from the 

types of harm listed above. 

(Economic loss means indirect financial 

losses that might result, such as loss of 

income, hospital bills etc.)

makes it repulsive to some persons. The 

contamination or tainting of the foodstuff 

may be in various forms including physical 

(an object) and psychological (e.g. horse 

meat).

In order to make a claim of this sort, a 

consumer would need to prove that:

■ The shock was caused by something 

that was wrong with the food item (it 

was contaminated); and

■ The shock actually caused or led to:

– a physical injury (e.g. a heart attack); 

or

– an illness of an ongoing nature, such 

as post-traumatic stress (a condition 

that is difficult to prove). This would 

require convincing medical evidence.

Where the shock does not result in 

psychological/ physical illness, the 

consumer would need to claim through 

the ordinary court process. In order to 

succeed in such a claim, the consumer 

would usually need to prove negligence on 

the part of the supplier or manufacturer 

and that the emotional distress was serious 

(not trivial) and long lasting. 

In the case of Muzik v Canzone Del 

Mare, a person who became ill after eating 

tainted mussels successfully sued the 

restaurant for damages which included his 

hospital and medical expenses. However, 

his claim for compensation for the fact 

that his experience had put him off eating 

seafood for life was rejected.

Even where such claims are successful, 

our courts usually make nominal (small) 

awards and are highly unlikely to make 

million rand awards like those we hear 

about being made in the United States.

This does not mean to say that food 

retailers can drop their guard: the risk of 

reputational damage is extremely high 

in the age of social media. Retailers need 

to guard against both unintentional 

contamination and intentional tampering 

by unknown substances. 

In the United States, the FDA (Food 

and Drug Administration) introduced the 

Food Defense Plan Builder programme to 

assist businesses that deal with food with 

developing personalised food defence plans.

Make sure that your business is prepared 

with a media strategy to deal with any 

unpleasant incident. As Ford recently 

discovered, silence is not golden.

Advocate Neville Melville is the Consumer Goods 
and Services Ombud. Visit www.cgso.org.za for more 
information.
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By Neville MelvilleCONSUMERS & THE LAW
Claims for emotional shock  
arising from contaminated food

I am sure I was emotionally scarred by being taught at law school about the case 

involving the decaying remains of a snail found in a ginger beer bottle, presumably 

after the poor purchaser of the ginger beer had drunk most of its contents. 



Puratos signs an agreement with Bidcorp 
Food’s Bakery Solutions Division in South 
Africa to jointly develop the bakery 
business in southern Africa. 

Puratos, a leading innovator in the bakery, patisserie, and chocolate 
industry, has signed agreements with Bidcorp Food Africa (Bidcorp 
Food), a subsidiary of JSE-listed Bid Corporation Limited (Bidcorp), 
whereby Puratos will become an equal shareholder in Bidcorp Food’s 
Bakery Solutions Division (BBS). The entity, which will be named 
Chipkins Puratos, plans to increase production in South Africa and 
bring more quality and value-added ingredients to African bakers.

Bidcorp Food’s Bakery Solutions Division (previously Chipkins) is the largest 
bakery ingredients distributor in South Africa.

“This acquisition in South Africa will help us further develop the booming 
African market. We want to expand further in Africa. Not only does it help 
us strengthen our global presence, but it also gives us the opportunity to 
bring the same Puratos quality ingredients to every baker on the continent. 
With this investment we also aim to accompany our industrial and retail 
customers who look at Africa, just as we do, as the next big frontier” says 
Daniel Malcorps, Chief Executive Officer of Puratos.

Bidcorp CEO, Bernard Berson, comments, “The proposed transaction 
provides BBS with an opportunity to grow its existing business and to 
develop new products and tailor-made solutions for the baking industry 
Employees will be exposed to new skills and job opportunities, innovative 
products and international best practices.”

With close to 100 years of expertise, Bidcorp Food’s Bakery Solutions 
Division, headquartered in Edenvale, Johannesburg, employs more than 400 
people and acts as a leader in producing and delivering bakery ingredients in 
South Africa.

Press Contact
Puratos NV
Pascale Jantcheff - Group Marketing Services Director
T +32 2 481 43 03 - E info@puratos.com
Industrialaan 25, B -1702 Groot-Bijgaarden, Belgium.
www.puratos.com

PRESS RELEASE

About Puratos 
Puratos is an international 
group, which offers a full range 
of innovative products and 
application expertise for artisans, 
industry, retailers and food 
service customers in the bakery, 
patisserie and chocolate sectors. 
Our headquarters are located on 
the outskirts of Brussels (Belgium), 
where the company was founded 
in 1919. Today, our products and 
services are available in over 100 
countries around the world. In 
many cases, they are produced 
locally by our subsidiaries. Above 
all, we aim to be ‘reliable partners 
in innovation’ across the globe 
to help our customers deliver 
nutritious, tasty food to their local 
communities.
For further information, visit 
www.puratos.com  

About Bidcorp
Bidcorp is an international broad-
line foodservice group, listed on 
the JSE, South Africa.  It is present 
in developed and developing 
economies on five continents.  
The business comprises a mix 
of well-established, leading and 
rapidly growing market positions 
offering significant future upside. 
There is a mix of businesses 
from well-established leading 
market positions, where there 
is potential to optimise returns, 
to those in rapidly growing 
markets offering significant 
future upside. Achievement 
of a good performance track 
record is a result of strong 
organic and acquisitive growth, 
positive market fundamentals 
and the advantages of shared 
operational best practice, network 
density, deep local customer 
and supplier relationships, 
effective world-wide procurement, 
and a successful model of 
decentralised management. The 
profile of the customer base is 
strategically targeted to favour 
the independent trade and small 
to medium sized enterprises.
For further information: 
www.bidcorpgroup.co.za  
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areas of the shop that enthuse them 

can allow them both the opportunity to 

grow and the chance to encourage other 

employees to care about the same area.

4. Create a positive atmosphere. 

Create a space that reflects your brand. 

This environment will help keep your staff 

motivated and help them take pride in 

what they do. 

5. Encourage development. It doesn’t 

matter if your business is small and you 

don’t have the option to offer promotions 

– you can still help your staff develop. Offer 

them some benefits that will motivate 

them and encourage them to grow. 

https://www.trainingindustry.com/blog/blog-
entries/5-simple-ways-to-motivate-your-retail-
staff.aspx

The main issues the court had to decide 

on were whether the provision was 

enforceable; and whether her dismissal for 

failing to submit to a medical examination 

was automatically unfair in terms of 

s187(1)(f) of the Labour Relations Act (LRA) 

66 of 1995.

In its decision, the court found that 

the clause in the employee’s contract 

of employment was in breach of the 

provisions of s7 of the Employment Equity 

Act (EEA) 55 of 1998 and found that the 

clause was of no legal force or effect.

Section 7(1) of the EEA prohibits the 

medical testing of an employee and 

aims to prevent unfair discrimination on 

the grounds of an employee’s medical 

condition. Subsection (a) and (b) however 

provides that medical testing will be 

permitted when legislation permits or 

requires medical testing or when the 

testing of an employee can be justified 

in the light of medical facts, employment 

conditions, social policy, the fair 

distribution of employee benefits or the 

inherent requirements of the job.

Employers often rely on contracts of 

employment as being a watertight basis 

for taking what it perceives to be lawful 

action against employees. This may not 

always be the case.

In the case of EWN v Pharmaco 

Distribution (Pty) Ltd (2016) 377 ILJ 449 

(LC) the employee suffering from bipolar 

disorder refused to undergo medical testing 

despite her contract of employment 

containing a clause that provided that she 

had to undergo medical testing whenever 

the employer deemed it to be necessary. 

The employer ultimately dismissed the 

employee for disobeying this instruction 

and the court found that her dismissal was 

automatically unfair.

In this case, senior management of the 

employer became aware of the employee’s 

bipolar condition after she disclosed her 

bipolar status to the employer during 

disciplinary proceedings. The employer then 

required her to undergo medical testing to 

determine whether or not she was fit to 

perform her tasks as a result of her bipolar 

status. The employee refused to undergo 

medical testing and was later charged for a 

“particularly serious and/or repeated Willful 

refusal to carry out lawful instructions or 

perform duties”. The instruction she failed 

to perform, and which ultimately led to 

her dismissal, was to present herself to a 

psychiatrist for a medical examination. The 

employee claimed that the instruction was 

unlawful while the employer contended 

that the instruction was reasonable 

and lawful in terms of her contract of 

employment. A clause in the employee’s 

contract provided:

The employee will, whenever the company 

deems necessary, undergo a specialist 

medical examination at the expense of 

the company by a medical practitioner 

nominated and appointed by the company. 

The employee gives his/her irrevocable 

consent to any such medical practitioner 

making the results and record of any medical 

examination available to the company 

and to discuss same with such medical 

practitioner. The above shall include and 

apply to psychological evaluations.

The court held that the section provides 

no exception based on the consent of the 

employee in an employment contract and 

that medical testing will only be permitted 

in the circumstances set out in paragraphs 

(a) and (b) which ultimately did not find 

application in this case. The court also 

found that the instruction to undergo 

psychiatric testing on account of the 

employee’s bipolar condition amounted 

to unfair discrimination in terms of s6 of 

the EEA. The dismissal of the employee for 

refusing to undergo a psychiatric evaluation 

to determine her fitness to work was found 

to be an automatically unfair dismissal in 

terms of s187(1)(f) of the LRA.

Employers are advised to note that where  

an employee’s contract of employment 

contains clauses pertaining to the consent 

by the employee to undergo medical test-

ing, that those clauses will not necessarily 

protect the employer. It is important for 

employers to bear in mind that medical 

testing will only be permitted in the 

circumstances as set out in subparagraphs 

(a) and (b) of s7 of the EEA as exceptions.
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STAFF MATTERS 

Motivation
1. Remember that every person is 

different. People care about different 

things. By allowing a person to work in 

an area they find interesting, you will 

motivate them, and other team members 

will notice how much attention you are 

paying to them.

2. Nurture a recognition-rich culture. By 

openly praising people, you can facilitate 

a more agile workforce. When employees 

are encouraged to highlight each other’s 

successes, they learn to respect each other, 

which in turn can encourage staff to share 

the load.

3. Give employees responsibility. 

Allowing staff to take responsibility for

Will that clause protect you?  
Think again!
By Mohsina Chenia and Piet Joubert 

Cliffe Dekker Hofmeyr



Endorsed Brand Lockup

Transition Lockup Option 1

Transition Lockup Option 2

AB
14
22

NATIONAL: 0861 KEMTEK  •  JHB: +27 (0)11 624 8000  •  PTA: +27 (0)12 804 1410  
DBN: +27 (0)31 700 9363  •  CPT: +27 (0)21 521 9600  •  PE: +27 (0)41 364 3690

WWW.KEMTEK.CO.ZA  

6 009647 070012

With logistics companies so sensitive to supply and demand, it’s logical to demand streamlined 
responsiveness from their bar coding partners. Through our network of highly-qualifi ed resellers, we at 
Kemtek Bar Coding Solutions supply the world’s leading bar coding products and systems to maximise 
responsiveness, traceability, operating effi ciency and more. We also provide dedicated service and 
support from effi cient industry specialists at the top of their fi eld. If you’re in transport and logistics, 
or indeed just about any fi eld, visit our website or call us direct at the number below to fi nd out more.

WE HELP KEEP THE LOGIC 
IN LOGISTICS.

J22430_AB_Kemtek_Bar_Coding_Supermarket&Retailer_01.indd   1 2017/04/13   4:08 PM
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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 product freshness
The labelling of best-before dates on products 

reassures customers, and forms a central 

control in the presentation of fresh produce. 

Best-before is about quality. Because flavour 

and texture of food deteriorates quickly after 

a certain display period, quality and taste is 

central to performance and must be strictly 

monitored. Factors like how many days until 

a product is considered no longer fresh, the 

communication of these dates, and how 

freshness is optimised all impact the shopping 

experience and affect customer loyalty.

Our agents visited and surveyed 96 stores 

(see map).

Categories looked at included milk, cheese, 

beef, and eggs. We measured average days 

remaining until the best before date in context 

of the range of dates sampled per category 

per retailer. We also assessed labelling of 

dates, storage conditions, sealed product, 

and apparent freshness. In terms of handling 

and presentation, Woolworths, Checkers, and 

Pick n Pay were in the top three with scores 

of 3,94, 3,91, and 3,89 out of 4 respectively. 

Spar, Shoprite and OK followed with scores of 

3,78, 3,67, and 3,58 respectively. Predominant 

challenges were lack of labelling, poor sealing 

of goods, and a low appearance of freshness.

We also asked shoppers to point out any 

specific issues that they had experienced in 

general. Most of these were at Shoprite, while 

the least recorded were from Woolworths and 

Checkers. Apart from factors mentioned above, 

most of the issues involved goods that were 

found to be past their best before dates. 

For more information on targeting, surveys, and results, 
email us at: client@fieldagentsa.com
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S&R/FIELD AGENT BAROMETER 
How fresh are your products?
During the month of March, in a new study to assess in-store product freshness, 

Field Agent assigned a shop-floor audit, specifically looking at contributing factors 

to establish a comparison between six major supermarket chains across the country. 

We analysed feedback from an equal spread of Pick n Pay, Woolworths, Spar, 

Checkers, Shoprite and OK Foods.
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Unique Requirements call
for Xtreme Solutions!

        www.x-trememet.co.za              X-treme Metallurgy            +27 31 700 5288/9              +27 31 700 5287             dirk@x-treme.co.za

A member of the                            group

At Xtreme, we realise that your business is unique and so are your equipment requirements. That’s why we 
work closely with you to provide you with the long-lasting, practical and cost-efficient solutions you’re looking for. 

It’s also why we’ve emerged as a leader in the supply and manufacture of customised metal products for 
the food, retail, wholesale, hospitality and related industries. In fact, with our streamlined, one-stop service, 
as well as our high volume production capabilities, we’re equipped to meet a broad scope of requirements 
from industrial bakeware to a range of trolleys, display stands and our durable Bakerite steel floor tiles.

Although our roots are in Durban, South Africa, our distribution network reaches far into Africa and 
the Indian Ocean Islands markets, which means that, wherever you’re based, our innovative customised 
solutions can now become part of your success story too!

Industrial BakewareBread Pans Display StandsBakerite Steel
Floor Tiles

A Range of Trolleys
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evaluation of the relation for that work 

position to the products, we can obtain 

a very clear indication of what crime can 

be committed. Taking also in account 

the intellectual level, knowledge and 

creativity of the person in that position 

and evaluating the business routine for 

that position we can have an even clearer 

view and get numerous versions of possible 

crimes that can happen.

The de-concentration of functions is 

needed, especially for a position where the 

power and authority given to the person 

is higher. For example, if a manager is in 

charge of the storeroom, sales and the 

tills, any surplus can be easily converted 

to money, and it usually not a big problem 

to take it out of the store as goods are 

exchanged for money (just sell the article 

for the normal price without recording the 

sale on the till). That is an almost-perfect 

crime, as this crime usually leaves no tracks.

Under these circumstances, this position 

can generate more income for dishonest 

managers and they may not even worry if 

they get a salary or not.

Most of the signs of criminal activity will 

often be discovered only after stock-take 

and a report by the auditors, but by then 

it is too late. The damage is done and the 

possibility to recover the loss is very slim.

An experienced retail storeowner usually 

knows about criminal activities that can 

take place, but the truth is that the crimes 

that they know about do not reflect the 

actual situation.

Protection systems are mostly based on 

crimes that the retail owner is aware of. 

Some unethical security service providers 

use it to their advantage and charge more 

for consultancy fees, security guards, more 

lights, detectors, fences, locks and camera 

systems.

How can an owner of a retail store 
analyse exposure and predict retail 
crimes and activities that will damage 
him financially?

In that analysis, the concentration of 
functions should be the basic foundation 
of the estimation and prediction of losses, 
as well as the kind of attacks that will be a 
threat to the business.

In my previous article (Supermarket 
& Retailer, January 2017) I explained the 
concentration of functions and the main 
groups of criminal activities that have a 
negative influence on retail business. To 
better understand this, it is very important 
to note seven main modus operandi:

 I The appropriation of not-recorded 
surpluses caused by average accounting 
for allowable losses on commodities and 
norms in production;

 II The appropriation of not-recorded 
surpluses on customer accounts (quantity, 
quality and price); 

 III The appropriation of not-recorded 
surpluses caused by the manager doing 
business for his/her own account, like 
selling single cigarettes, or from his/her 
own bottle of whisky while on duty;

 IV The appropriation of losses as a result 
of forgery and other methods (capturing 
fake invoices for goods paid for, but not 
received);

 V The appropriation from sources of 
corruption and abuse (apparent damaged 
stock is booked as write off; over-ordering 
where the salesperson delivers a “free 
packet” to the manager’s home);

 VI “Useful” frauds (manager showing 
shrinkage of 2%, but real shrinkage is 
0,5%); and 

 VII Careless business or negligence in 
business.

By the nature of their business routines, 
small retail shops are most exposed to 
the “concentration of functions” and its 
threats. A manager of a convenience store 
will usually have more functions than the 
manager of bigger stores: management and 
control, as well as operational functions 
dealing with buying, suppliers, receiving, 
storage and cashiers. 

Based on the analysis of the 
“concentration of functions”, we can 
estimate if the threat is high or low for 
each work position. With a simple 

They will with great enthusiasm create 
“irresistible” gadgets and technical or 
service innovations without really targeting 
the real enemies in the retail operational 
processes. The main objective is to make 
money and they are not really interested in 
avoiding losses for the retail owner. To sell 
security equipment or even catch a thief 
is easy, but to reduce shrinkage in terms of 
measurable results is what counts.

Solved crimes are only showing the result 
of quality measures that are implemented. 

We have to ask ourselves what 
the influence of solved crime has on 
profitability. Maybe the thief we caught is 
causing damages of about R500 per month 
while the manager’s crimes cost R30 000 
per month? 

We also have to ask if our shrinkage 
is less than 1 % in a measurable way 
(compare with an externally done stock-
file audit report, with bank statements and 
auditor reports confirming it).

Usually, protection systems and security 
or crime-solving forces are not observing 
modus operandi I, II and III, have a minimal 
influence on IV and V, and a big influence 
on VI and VII.

We have to be aware of where protection 
systems don’t usually exist, but if they 
existed will have significant influence on 
profitability of our retail business.

For example, years ago, bounced cheques 
were a big problem for retailers. It was an 
obvious, known, often detected and visible 
crime. But we cannot build our protection 
around known crimes only. We have to be 
aware of other “dark crimes” in order to 
protect our business effectively.

“Dark crimes” (a term used for unknown 
crimes, such as rape where we are only 
aware of the crime volume when it is 
reported) in retail have a significant 
influence on profitability.
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LOSS CONTROL 
By Dushen Janjic

Prognostics in shrinkage control 
and its relation to profitability



It is however “covert characteristics” of 
economic crime that,have a very important 
influence on profitability and should not 
be underestimated. One reason is that we 
only find out about losses after stock-take 
(if a potentially dishonest manager was 
excluded from the stock-take) or after a 
bookkeeper’s report.

Repressive methods here will not be very 
effective. Retail owners must understand 
their business in detail and work more on 
preventive methods.

This is, among others, one of the main 
reasons we provide a shrinkage-control 
service to the owners only, not the 
manager. We meet many very skilled, 
experienced, knowledgeable managers who 
could maintain very low shrinkage, but then 
they are involved in a process of damaging 
companies in very professional way using 
“hidden-covert” methods, specific for retail 
economic crime – especially in a bakery, 
fast food, fruit and vegetable or similar 
department where more operational 
processes overlap and that can not be 
easily controlled. Unethical security-service 
providers usually target the store manager 
to approve them for shrinkage-control 
services, knowing that the owner is busy 
and more involved with the strategic 
side of the business. The store manager 
is often authorised to make important 
management decisions about shrinkage 
control. And it is at this point that a 
business can start losing serious money.

We have had examples of managers 
using our services to reduce shrinkage to 
a minimum, but still keep on doing what 
dishonest managers usually do – and 
still have the owner’s huge respect. If the 
danger arises that we are going to alert the 
owner, they will in a very sneaky way try 
to take us out of their system as owners by 
“common routine logic” have more trust in 
their “capable” manager than in an external 
service provider. Even if you have a very 
honest manager, an inadequate protection 
system can convince a manger to behave 
dishonestly, just because the system will 
allow him to get away with it.

Retail owners and their protection-
service providers should work more on 
estimating risks prognostics based on 
professional fact analysis, and introduce 
cost-effective basic preventative 
measures, not just security guards or fancy 
equipment. That will lead the business to 

maximum profitability.

Janjic can be contacted on 083 4474 223  
or ipid@iafrica.com

The working position (WP) is the place 

where everything started.

To estimate risks in our organisation, we 

have to analyse:

■ The relation of manager to products;

■ The level of concentration of functions;

■ The kind of products/asset (natural, 

money); and

■ The level and effectiveness of the 

protection system

On the work position (WP) of the butchery 

manager (BM) we have a good example of 

an almost full concentration of functions 

(CF) where all mentioned groups of modus 

operandi (I, II, III, IV, V, VI, and VII) are 

possible.

1. Relation of manager to products: 

Does the manager have assistants or does 

he carry out most of the functions on his 

own?

2. Level of concentration of functions 

(CF)

The functions of the BM are: M – managing, 

C – control, O – operational, Su – supply, 

Sa – sale, St – storeroom, T – till.

CF = M + O (Su + Sa + St + T) + C

3. Kind of product/assets

In a butchery the main product is meat 
(Mt). For this purpose we will accept that 
on raw meat the allowed waste is 2% and 
on smoked meat 5%. Who determines 
what was actual waste?

In this operation, the manager is in 
charge of the natural-perishable (N) kind 
of product – meat (Mt) and one more 
“product” called money (Mo).

(NMt + Mo)

(here prognostic should be based on 
natural behaviour of product)

4. A protection system is usually 
expressed through inventory control: stock-
take, or a stock file audit (SFA), physical 
security (PS) locked areas and safes; later 
bookkeeping (Bkp) and other measures.

(PS+ SFA) + Bkp

Even a stock-take is in most cases under 
the observation and influence of the 
manager (except in a case where the owner 
uses an external, neutral, professional third-
party service provider to deliver a stock file 
audit report). The manager is usually  
in charge of physical security and all key-
control system locks.
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I will try to explain this in more practical way. This will not be science-based 

explanation, but it is based on empirical shrinkage-control activities of our company.  

I will use a butchery as an example.

forces are not observing groups I, II and III. 

It has minimal influence on IV and V.

As an exercise, analyse the working 

position of a receiving clerk. Try to predict 

what modus-operandi group will be 

available to that position and compare this 

to the store manager’s position.

Implementing this methodology 

when evaluating risks and establishing 

prognostics will show that the 

protection system in the butchery will 

not be effective, because of the “full” 

concentration of functions”. It is not 

covering groups I, II, and III and the 

profitability of the business will be affected.

Most protective strategies are based on 

often-detected, known and visible crimes. 

Owners often misunderstand the effect 

of shrinkage control and – after catching 

one cashier not scanning an item, some 

supplier under-delivering; or capturing a 

fraudulent invoice on a cash payment – feel 

that business is now good, without realising 

they just scratched the surface of their 

problem and that their business is under 

even more dangerous threats and attacks.

The interaction and influence of elements 

that are causing what modus operandi will 

probably be used can be shown as:

M + C + O + (Sa + Su + St + T)  

+ (NMt + Mo) + (SFA + PS) + Bkp

This simple formula should be placed on 

the left side of a page and the seven modus 

operandi groups on right side.

Compare the formula on left side and try 

to identify modus operandi groups on right 

side. You will find that in butchery shops 

groups I, II, III, IV, V and VII (group VI often 

happens when we include bookkeeping 

function, which butchery or retail managers 

usually don’t have) are relevant.

(SFA + PS) + Bkp

We do not know if you are going to be 

comfortable using this way to estimate the 

risk in your organisation, but it has helped 

us to save many businesses and contribute 

to their profitability. Our intention is to 

highlight simple and workable methods to 

combat shrinkage and gain profitability.

It is almost obvious that the existing 

protection systems or crime detection



The journey to a cashless is fast 

gaining momentum as new technology 

innovations continue to drive the growth 

of cashless payments around the world. 

Yet, data from Retail Banking Research 

suggests that global demand for hard 

cash remains resilient. The challenge that 

now faces many banks and governments 

is determining the best approach for 

driving consumers who still prefer cash as 

a payment medium to embrace a cashless 

future. According to the European Central 

Bank, 66% of all transactions in Western 

Europe were cashless in 2015. But when it 

comes to eliminating cash transactions in 

the foreseeable future, Sweden is leading 

the way in Europe. 

In a country where consumers routinely 

use cards for even the smallest purchases, 

They are doing so for 

a variety of reasons: to 

inhibit money laundering 

activities, to choke off 

terrorist funding, eliminate 

tax evasion and to extend 

financial inclusion to under-

served populations across 

the world. This latter point  

is crucial when we consider 

some 138 million Europeans, a similar 

number of US citizens and nearly 40% of 

the adult population worldwide – about  

2 billion people – still do not have a formal 

account for payments.

Cash is also is expensive and requires 

vast infrastructure for handling ATMs

It’s clear that many consumers relish 

the opportunity of being able to transact 

quickly and securely using cashless 

payment options. The convenience of 

tap-and-go payments for low-value 

purchases has already proved particularly 

enticing for European consumers. In the 

UK, for example, one in ten payments 

were contactless in 2015. According to 

data released by UK Cards Association, 

that number has risen to one-in-five by 

September 2016.

retailers are now legally entitled to refuse 

coins and notes. According to Riksbank, the 

country’s central bank, cash transactions 

only accounted for 2% of all payments 

made in Sweden last year. It is the only 

country in the world where cash circulation 

is actually decreasing.

The introduction of contactless payment 

cards in Australia in 2010 has proved highly 

successful at eroding consumer use of cash 

and ATMs. According to MasterCard, around 

35% of all transactions were cashless in 

2015.

In Canada, the government’s 

commitment to a cashless society is 

gaining traction, with 75% of retailers now 

accepting contactless payments. According 

to MasterCard, 27% of in-store purchases 

were contactless as of September 2015. 

In a similar way, banks in the Netherlands 

expect to reach the 60% cashless mark by 

2018.

As Retail Banking Research confirms, 

with cashless payments other than cheques 

becoming more common around the world, 

cards in particular are increasingly being 

used in sectors that would have been the 

preserve of cash in the past.

The technology, processes and 

protections are in place to create a fully 

cashless society today.

Ultimately, however, it will be the 

consumer who decides how far we go. 

There are perception issues to deal with. 

And cultural factors will continue to play a 

key role in adoption rates.

Information from the Smart Payment 
Association. For more information, visit www.
smartpaymentassociation.com
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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.

CHECkOUT SERVICES 
Transitioning to a cashless world  
– the current state of play
Around the world, central banks are looking to replace cash services and escalate 

their country’s transition towards increasingly cashless societies.



The study, which was conducted in  

13 European countries, the United States 

and Australia, also found that in many 

places where cash is most used, people are 

among the keenest to ditch it. 

Overall, 34% of respondents in Europe 

and 38% in the United States said they

would be willing to go cash-free,  

according to the survey conducted by  

Ipsos for the ING bank website 

 eZonomics.

Twenty-one percent and 34% in Europe 

and the United States respectively, said 

they already rarely use cash.

The trend was also clear. More than half 

of the European respondents said they had 

used less cash in the past 12 months than 

previously and 78% said they expected 

to use it even less over the coming 12 

months.

Payment systems such as contactless 

cards and mobile-phone digital wallets 

have become so prevalent the issue has 

become political in some countries.

Cash-loving Germans, for example, 

have been concerned that a move by the 

European Central Bank to phase out the 

500 euro note by the end of next year is 

the start of a slippery slope.

Germany is one of the countries that 

uses cash the most. The ING survey showed 

only 10% of Germans saying they rarely 

use cash, compared, for example, with 33% 

and 35% respectively, in neighbours Poland 

and France.

The survey also showed that, in general, 

countries where cash is much in use were 

most likely to want to go cashless.

Only 19% of Italians said they rarely 

used cash, but 41% said they would be 

willing to go cash. There was a similar trend 

in Turkey, Romania, the Czech Republic, 

Spain and even Germany. – Reuters
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BROLEIGH INSTORE SOLUTIONS

STAINLESS STEEL CHECKOUTS 
KIOSK & HIGH VALUE COUNTERS 

Checkout Counters & Accessories • Impulse Units & Queuing Systems  • Kiosks & High Value Counters 
• Standard & Bulk Gondolas • Fruit & Veg  • Bakery and Confectionery Solutions • Deli & Food Prep • 
Magazine & Flower Stands • Racking & Shelving • Project Management & Store Design

Head Office & Factory: +27 82 652 5831 / bruce@broleigh.co.za

www.broleighinstoresolutions.co.za

More people happy  
to go without cash, survey finds
More than a third of Europeans and Americans would be happy to go without cash 

and rely on electronic forms of payment if they could, and at least 20% already 

pretty much do so, according to a recent study.



a stock position in their distribution centres 

ahead of production disruptions that can 

take several weeks. The approach is a 

collaborative one where all those involved 

in the supply chain can learn about 

processes, problems and opportunities.

4. RECOGNISE it as consisting  

of INFORMATION, STOCK and  

CASH FLOWS

These three flows occur simultaneously and 

in harmony. The information flow starts at 

the checkout and is used in the derivation 

of replenishment orders. This demand 

translates into a flow of product. Timeous 

and efficient flow is the objective for all 

partners. Seriously powerful enablers are 

required given the number of stock-keeping 

units (SKUs) and stores and suppliers 

involved to enable the replenishment 

operators to “fly the jumbo” effortlessly. 

Get that right and the cash flow takes  

care of itself.

5. Remember that DATA INTEGRITY 

lubricates the supply chain

Many factors can impact the supply chain, 

some of which cannot be controlled such 

as “acts of God”. However, there is no 

reason why controllable data should not 

be shared and accurate, be it prices, pallet 

configurations, packs sizes, pack dimensions 

or product dimensions. 

The ten 
supply-chain 
commandments 
for retailers
By Peter Auld

1. Keep it as SHORT as possible

Keeping the supply chain as short as 

possible may seem obvious, but many 

products are unnecessarily recycled 

through depots and staging posts, adding 

to delays (lead times) and damages. 

Supply-chain mapping is recommended 

to trace the path of a product or group 

of products take from production to the 

distribution centre, exposing opportunities 

to bring the factory gate closer to the 

distribution centre.

Ask yourself these questions:

a) Have you checked the supply routes of 

each product for optimisation?

b) Have you identified those products that 

should or could be channelled through 

your distribution centre?

2. TOUCH the product  

as little as possible

Every time a product is touched or handled 

there is a cost. Someone or something has 

to do the touching. It also increases the risk 

of damage, theft and increased and variable 

lead times.

A streamlined supply chain eliminates 

the need for so-called back up storage in 

supermarkets that are unnecessary and a 

waste of valuable and costly real estate.

3. MANAGE it as widely as possible

Remember that suppliers also have 

suppliers of raw materials, packaging etc. 

It is worth learning how suppliers manage 

hiccups in their supply line, and how 

the retailer can help. Labour disruptions 

are problematic for suppliers and 

manufacturers, and retailers should take  

6. Ensure that DATA is clean, accurate 

and matched across all partners

Inaccurate data and data conflict 

will impact the three flows above at 

considerable cost to the supply chain. 

The importance of data integrity cannot 

be over-emphasised. The costs incurred 

resulting from poor or unmatched data  

are seldom, if ever, measured.

7. PURCHASE and REPLENISH 

effectively, efficiently and continuously

Continuous replenishment is only possible 

with the assistance of a sophisticated 

forecast and order-determination (FOD) 

system that should also provide the 

economic order interval and the ability to 

set practical buying multiples at case, layer, 

pallet and truck levels.

Promotional orders can be problematic, 

especially if they are one-time orders. 

Ideally promotions should be of duration, 

minimum one week, and should be driven 

using the promotional forecast facility in 

the FOD system.

8. Ensure that PALLETISATION  

and PACKAGING is cost effective  

and efficient

Damages arise from inadequate packaging 

and poor palletisation. Packaging 

departments are trying to save on 

packaging, but often the savings are
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SUPPLY CHAIN
▲

Looking after the supply chain
A business supply chain involves the chain of all activities, from product development  

to delivering the final product to the customer. The way a supply chain is managed  
can mean the difference between success and failure. A hands-on approach will add to the bottomline  

and also ensure that customers stay happy and return again and again





Mungo Park, SAPICS president

Food, beverage  
supply chain under 
focus at SAPICS 2017 
conference
Food production is the world’s largest 

manufacturing sector, and in Africa 

it is second only to the oil and gas 

industry. Potential for further growth is 

substantial, but it relies on efficient and 

innovative supply chains to get food to 

the end-consumer.

Continuous development of supply chain 

management skills, tools and technologies 

is therefore the focus of the annual 

SAPICS 2017 conference for supply chain 

professionals – to be held in Cape Town 

from 4 to 7 June 2017.

“The food and beverage industry is well 

represented at this year’s conference,” said 

SAPICS president Mungo Park. 

Presentations at SAPICS 2017 include 

an insight into the centralised planning 

function of AB InBev (previously SAB Miller) 

from the company’s planning manager 

for Africa, who will talk about improving 

customer service and operating synergies 

while standardising processes.

In a case study on competitive advantage 

in fast-moving consumer goods, McCain 

Foods and Resolve Solution Partners will 

present the success of their gain-share 

partnership – which improved fulfillment 

while reducing costs and inefficiencies.

Site visits are valuable, practical 

opportunities to learn from trend-setters 

and market innovators; a visit that will 

interest delegates from the food and 

beverage sector is to Durbanville Hills 

Winery, which boasts environmentally-

friendly grape-growing practices.

Delegates also have an opportunity to 

visit Woolworths’ impressive consolidated 

Foods Supply Chain Distribution Centre in 

Montague Gardens, Cape Town.

A visit to South Africa’s oldest operating 

brewery, dating back to 1820 and located 

in Newlands, will allow delegates to hear 

about the SAB supply chain, including 

procurement processes, planning and plant 

scheduling. 

 Short workshops on the first and 

second days of the conference provide 

valuable capacity-building opportunities to 

delegates at no extra charge. There will also 

be longer, in-depth workshops on day three, 

included in the conference registration fee.
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SUPPLY CHAIN ▲

BJ Cooling & Heating (Pty) Ltd
Gauteng: 011 794 6369

salesjhb@bjcooling.co.za

Western Cape: 021 905 9843
capesales@bjcooling.co.za

www.bjcooling.com

Air-Conditioning &  
Refrigeration Contractor

Nationwide Preventative  
& Reactive Maintenance,  
Installations and Sales

where key performance indicators (KPI’s) 

are agreed, set and reviewed. Typical KPI’s 

would be order fill, lead times, lead-time 

variability, packaging and palletisation, 

truck turnaround times, and invoice 

matching.

Importantly, this cannot be done on a 

confrontational basis.

10. Acknowledge that  

the supply chain is DYNAMIC and 

tomorrow it can be IMPROVED

Trading success will eventually be decided 

by competing supply chains. It will not 

so much be supplier “A” competing with 

supplier “B” or retailer ‘X’ competing with 

retailer “Y”, but the relative performance 

and profitability of their respective 

competing supply chains.

The greatest hindrance to this is a 

confrontational and adversarial approach 

between partners.

totally outweighed by damages brought 

about because of flimsy packaging. 

Packaging officers must be drawn into the 

supply-chain discussion.

Transporters are very keen to maximise 

the load on pallets for obvious reasons, 

resulting in weights in excess of one tonne 

and product “overhang” causing damages 

and injury. One tonne with zero overhang is 

not negotiable as a pallet standard.

9. COLLABORATE with partners  

and eliminate conflict

Collaboration is poorly practised (if at 

all) in South Africa. Critical partners 

in the supply chain seldom meet and 

inefficiencies are ingrained, entrenched and 

become business as usual. It is essential 

that the retail supply-chain operators 

convene monthly review meetings with 

manufacturers, suppliers and distributors
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Murray Price,  
managing director  
of Eqstra Fleet  
Management and  
Logistics 

Junk status puts increased 
pressure on fleet operators
The recent announcement by Standard & Poor’s that it has 

lowered South Africa’s long-term foreign-currency credit 

rating from BBB- to BB+ and is cutting the local currency rating 

from BBB to BBB-, together with Moody’s statement that its 

sovereign credit rating of Baa2 is under review, will place fleet 

operators under serious pressure to contain costs.

“As we are all well aware, our currency has come under severe 

pressure. Since the Cabinet reshuffle, it has depreciated by 12%,” 

says Murray Price, managing director of Eqstra Fleet Management 

and Logistics. 

“This has serious implications on the price of new vehicles, 

vehicle parts, and inevitably on the cost of funding.”

The South African automotive industry has been battling to 

remain competitive due to the low percentage (an average of 

35%) of local content in the vehicles manufactured in the country. 

The weakening currency, together with the fact that South African 

automotive parts manufacturers have to factor in costs relating to 

the unreliability of rail transport, the high cost of road transport, 

and the various cost elements at South African ports are all 

contributing to rising prices  

of new vehicles and component parts.

“So not only will the price of new vehicles and parts increase, 

due to the downgrade and potential devaluation of the Rand, but 

also the price of insurance is impacted by higher vehicle values 

and replacement part costs and fuel which is largely imported. 

In addition there is likely to be pressure on local interest rates 

increasing the cost of funding the acquisition of new vehicles,” he 

says.

The only way to contain costs in the near future is to ensure 

the fleets are managed efficiently and that the correct telematics 

solutions are used to enable the fleet manager to collate and 

review such elements as driver behaviour, efficient vehicle servicing 

and maintenance, fuel costs and insurance.

“Monitoring these aspects of fleet have become singularly 

important. Efficient fleet management reporting highlights areas 

that need review, and contributes to significant cost reduction. In 

the current uncertain economic climate, fleet operators will be well 

advised to review their reporting and management procedures to 

ensure they can contain escalating fleet operating costs. All fleet 

managers to review their current procedures to promote efficiency 

and at the same time implement new processes and controls that 

increase vehicle fuel performance,” he says.
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It is almost impossible to maintain 

consistently low temperatures that fall 

within the ideal range of between of 0° and 

4°C in open fridges, so stock rotation and 

close monitoring of the temperatures is 

an imperative. Studies indicate that every 

increase of 2°C reduces the shelf life of the 

product by 50%.

South Africa enjoys a temperate climate, 

but our summers are long and hot. The 

same optimal weather conditions that 

make for year-round pasture feeding 

at dairy farms along our coastline also 

contribute to the necessity for close and 

constant monitoring of the cold chain, 

particularly in open supermarket fridges. 

According to Sundale Food Technologist 

Japie Steyl the supply of quality dairy 

with optimised shelf-life depends on the 

integrity of the cold chain. Statistically, 

breaks in the milk and dairy cold chain 

occur most often during truck loading and 

unloading and supermarket stocking. Steyl 

says they have sophisticated systems that 

send signals from our cooling trucks at 

any point or time whereby we can closely 

monitor any breaks in the cold chain. 

We manage our logistics from farm to 

supermarket cold rooms.

Sundale work closely with 13 farms 

that supply all their milk. The farmers have 

cooling tanks on the farms where the milk 

is stored at 4°C. Milk is not accepted from 

the farmers if it falls outside the optimal 

temperature range. The milk is then stored 

below 4° C at the factory, goes through the 

pasteurisation process, is cooled to 3°C and 

packed in the cold room. 

Sundale owns its own range of cooling 

trucks and tankers so that they can 

control the loading and unloading of their 

products and provides merchandisers with 

thermometers so that they can monitor 

in-store temperatures of their stock. In 

this way, they can work with the retail 

owners to provide the best end product for 

consumers. 

According to CEO Pierre van Rensburg, 

they continually strive for new ways to 

improve every aspect of their business. 

“The logistics are challenging but that’s 

what drives us. We want to be the best at 

what we do.”
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SUPPLY CHAIN ▲

keep your dairy products cool
The logistics of working with fresh dairy products  

play a critical role in the quality and safety of the end product.   
Simply put, a cold chain is a temperature-controlled  
supply chain and it is possibly the most integral link  
in the consistent supply of quality dairy products. 
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The general trading conditions 

in South Africa’s retailing market 

remains challenging as spending 

among the country’s predominantly 

value-conscious consumers remains 

constrained. 

This trend is exacerbated by rising utility 
costs, coupled with the falling exchange 
value of the South African rand, and 
rising levels of household debt, all of 
which continues to add further strain to 
disposable income levels. 

Many health and beauty specialist 
retailers continues to increase the quality 
and variety of the private-label products 
they offer in an attempt to remain 
competitive, generate higher margins and 
take advantage of branding opportunities. 
Current value sales for health and beauty 
specialist retailers recorded growth of 9% 
in 2015 as the channel reached R51,9 
billion. This growth was two percentage 
points slower than the 11% current 
value growth recorded in the channel in 
2014 and it was driven by the increasing 
expansion of parapharmacies outlets.

Parapharmacies recorded the highest 
growth of any health and beauty specialist 
retail channels in 2015, increasing in 
current value by 13%. In addition, the 
channel also accounted for 49% of value 
sales within health and beauty specialist 
retail parapharmacies in 2015. Growth 
within this channel can be attributed 
to the widespread availability of beauty 
and personal care products that offer 
high margins. Values sales through 
parapharmacies are also being boosted 
by the fact that many low-income South 
African consumers tend to favour this 
channel as the products on offer are 
relatively cheap in comparison with other 
channels.

Beauty specialist retailers recorded 
current value growth of 5% in 2015. The 
strong growth recorded within this channel 
can be attributed to the expansion of 
various different specialist stores from 
major retailers such Edcon. Many of these 
stores also stock high-end beauty and 
personal care products such as premium 
fragrances with higher unit prices.

Some health and beauty specialist retail 

channels such as pharmacies continued 

to face increasing competition from the 

expansion of parapharmacies during the 

review period. Price competition within 

pharmacies remains limited due to the 

increasing demand for generic over-the-

counter (OTC) consumer health products 

that are usually cheaper in parapharmacies. 

The presence of these generic OTC 

products is also putting pressure on sales of 

branded OTC consumer health items. As a 

result, current value growth slowed down in 

pharmacies in 2015.

Optical-goods stores recorded current 

value growth of 1% in 2015. This growth 

can be attributed mainly to rising demand 

for sunglasses and the increases being seen

in the prevalence of medical conditions 

such as myopia and hyperopia. In an 

attempt to boost sales, many optical good 

stores offered free eye examinations.

Although internet retailing continued 

to account for a small proportion of value 

sales of the products normally sold through 

health and beauty specialist retailers in 

2015, many health and beauty specialist 

retailers continue to invest in their online 

platforms, similar to other retailing 

channels. Many players such as Edcon’s 

Red Square brand and Dis-Chem opened 

online stores. In addition, there is a growing 

presence of independent online health 

and beauty specialist stores such Faureal 

Fragrances, which sell discounted premium 

fragrances.

HEALTH & BEAUTY 
Navigating the health 
and beauty landscape

Values sales through parapharmacies are being boosted by the fact that many low-income 
consumers favour this channel as the products are relatively cheap.

The Clicks Group is supported by strong consumer recognition of its brand  
and the expansive presence of its outlets across South Africa.

▲



Ranked second and third in health 

and beauty specialist retailers in 2015 

were Dis-Chem Pharmacies and Edcon 

Holdings, with respective value shares of 

3% and 1%. Dis-Chem Pharmacies’ value 

share continues to be driven by its low 

pricing strategy and its outlets are found 

predominantly in upmarket suburbs.  

Dis-Chem Pharmacies recently acquired 

Minlou Holdings and this acquisition is 

expected to boost the company’s value 

share in the wholesaling of pharmaceuticals 

in 2015, making it more competitive 

with Clicks Group Ltd. Edcon Holdings led 

beauty specialist retailers in 2015 with its 

Red Square brand, which generated a value 

share of 9% in beauty specialist retailers 

2015.

Increased innovation in private label and 

exclusive brand offerings were some of the 

key strategies implemented by health and 

beauty specialist retailers to attract and 

sustain consumer loyalty. In addition to the 

Competitive landscape
The competitive landscape in the health 

and beauty specialist retail channel 

continues to be dominated by domestic 

players. The Clicks Group maintained its 

leading position in the channel in 2015 

with a 26% value share. The company 

continues to be supported by strong 

consumer recognition of its brand and the 

expansive presence of its outlets across 

South Africa. The Group is also widely 

represented within health and beauty 

specialist retailers as the company is 

responsible for popular brands such The 

Body Shop. In addition, Clicks also owns 

United Pharmaceutical Distributors (UPD), 

which is the largest chain of pharmacies 

in South Africa. The Clicks Group supplies 

pharmaceutical products to over 1 000 

independent pharmacies and major private 

hospitals.

expansion of private label products, the 

introduction of reward schemes and 

loyalty programmes also enabled health 

and beauty specialist retailers to generate 

greater consumer loyalty.

The expansion of retailers in channels 

such as grocery retailers and direct selling 

continued to increase the competition 

being posed to health and beauty specialist 

retailers during 2015. These channels offer 

cheaper alternatives to many consumer 

health and beauty and personal care 

products, which is very much in line with 

the constrained budgets of many South 

African consumers. In addition, these 

channels continue to increase the range of 

consumer health and beauty and personal 

care products. Furthermore, some grocery 

retailers operating in channels such as 

supermarkets have recently launched 

in-store parapharmacies to provide more 

convenience to consumers and diversify 

their scope of operations.

Prospects
Growth in the channel is expected to be 

driven mainly by the expanding presence 

of parapharmacies. In addition, the 

growing trend of self-medication and the 

opportunity to purchase medicine without 

a prescription are expected to be other 

drivers of value growth in the channel 

during the forecast period.

The strong positive growth expected in 

parapharmacies during the forecast period 

is set to continue having a negative impact 

on the performance of pharmacies, with 

prices in the channel likely to increase. As 

part of their overall expansion strategies, 

the strongest players in health and beauty 

specialist retailers such as the Clicks Group 

are expected to acquire independent 

pharmacies and convert their premises into 

Clicks outlets.

The expanding ranges of consumer 

health and beauty and personal-care 

products available in South Africa, 

combined with the introduction of in-

store parapharmacies within grocery 

retailers outlets are likely to increase the 

levels of competition faced by health 

and beauty specialist during the forecast 

period. Similar with other retail channels, 

the leading players in health and beauty 

specialist retailers are expected to continue 

adopting multichannel strategies in order 

to supplement their store-based sales with 

online sales during the forecast period.

Additional information: www.euromonitor.com
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Looking for natural beauty benefits? 
Add an avo!
As the saying goes “you 

are what you eat”. Aside 

for being a popular 

addition to most dishes, 

avocados offer numerous 

benefits. Valued by many, 

few people are aware of 

the added beauty benefits 

of this green gold. 

Have you been thinking  

about treating yourself to  

an at-home facial? 

Besides being a cost effective way to create your own facial at home, the natural oils 

in avocado could assist in maintaining skin’s overall health. According to MRC Foodfinder 

program avocados are high in monounsaturated fats and essential nutrients, such 

as magnesium (5% of the NRV for adults), folic acid (5% of the NRV for adults) and 

vitamin C (10% of the NRV for adults).

The growing popularity of this ingredient has resulted in more and more research 

being done into the various beauty benefits offered by avocados. This well-loved item 

contains natural ingredients that can help tighten pores and hydrate the skin. 

Paula Begoun of Paula’s Choice is a best-selling author of 20 books about skincare and 

makeup. She lists avocado oil as a good source of skin-repairing fatty acids and having 

antioxidant properties.2

Lastly, avocados can also work wonders on hair. Both vitamins B and E are known to 

support hair health. If your hair is lacking in lustre, try an avocado hair mask to help 

promote hair’s natural shine. Simply massage a little avocado oil into your scalp at night 

to aid in protecting hair from possible damage.

The perfect ingredient to have on hand for use both in the kitchen and in the 

bathroom, simply add an avo! 



Serving its 90 000 inhabitants, Carrefour 

has established a store within a few 

hundred meters of the tower. Based on 

European standards, the 5 000m2 store is 

classified as a Hypermarket and it follows

the standard Carrefour layout found in 

many European cities. The store trades until 

midnight every day.

Electronic shelf labels assist the staff in 

rapid shelf replenishment and the grocery 

section follows the regular expectations 

associated with this department.

The store sports a large range of non-

edible groceries and general merchandise 

and the consumer can find all their needs 

under one roof, ranging from stationery 

to textiles, pet foods, a pharmacy and 

comprehensive toiletry section. Electronics 

and white goods are also available.
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▲
STOREWATCH By Antonello Vilardi,  

adapted by Hippo Zourides

The leaning tower of Pisa is visible from most parts of town and the store is located nearby.

Pisa leaning tower’s neighbour
Pisa in Italy is well known for its leaning tower, a 56-meter-high structure  

that stands askew 4,8˚ off its vertical axis. Many visitors are attracted to this town  
to admire the tower and all of its other Tuscan attractions



Apart from creating a low 

price perception, the focus of the 

hypermarket is to excel in its fresh 

offerings and all fresh departments 

expected in a hypermarket are on 

display.

Self-service units are available 

in the bakery section especially for 

bread rolls and the same applies to 

other areas such as butchery, fish 

department, and even in the sushi 

area, where the customer can choose 

to sit down to enjoy a meal or take 

way for home consumption.

Intense promotional activity is the 

hallmark of Carrefour. For example, 

every Tuesday (normally a quiet 

trading day) customers who use the 

Carrefour loyalty card can get 10% off 

their total purchase basket or trolley.

The butchery department recently 

ran a 30% discount promotion on 

the current week’s promotion. The 

discount voucher could be redeemed 

within the next 7 days, provided the 

customer spent a minimum of €40 

(R600) ensuring continued volume 

sales for the store.

The hypermarket model appears 

to have stalled into the same pattern 

throughout the world and time has 

come for some innovative thinking to 

use this space more profitably.
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The sign says “Every Tuesday get a 10% discount on all your purchases  
by using your Carrefour card (excludes promotional items).

External view of the renowned Carrefour logo.
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Wide aisles characterise the fresh areas and the refrigeration has been commissioned with energy savings in mind.

The store is loaded with 
promotional signage 

and every gondola ends 
is sure to display inviting 

special offers.

▲
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The bakery has chosen the leaning tower as its major theme and customer’s attention is pulled towards it by the large structure.

A self service unit for bread products allows smooth buying processes, especially 
in the late hours when the staff complement is reduced to a minimum.

The fish section, a staple in southern European supermarkets, displays both self-service 
as well as manned counters that prepare the goods while the customer shops.
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Eat your vegetables!
We all know that we must eat at least five 

portions of vegetable every day. Make it  

a mission to start working to your five  

a day quota. Remember you don’t have to 

include all five portions overnight – your 

body probably won’t thank you for it!  

(A sudden change can cause uncomfortable 

bloating and gas). Also don’t rush out and 

buy a heap of fresh fruit and vegetables 

– to watch it rot in the fridge / fruit bowl 

over the coming week! Build up gradually, 

make it a habit and remember each extra 

serving is a step in the right direction.

You can help you customers cultivating 

this healthy habit by having an attractive 

and healthy vegetable display in your 

store. Go the extra mile and make some 

nutritional information available with the 

different vegetables you stock. Or maybe  

a nice vegetable-soup recipe to spice up 

the cold winter evenings?

A special day for daddy
Father’s Day is celebrated worldwide to 

recognize the contribution that fathers and 

father figures make to the lives of their 

children. This day celebrates fatherhood 

and male parenting. Although it is 

celebrated on a variety of dates worldwide, 

many countries, including South Africa, 

observe this day on the third Sunday in 

June.

In most households Father’s Day is 

celebrated with a nice meal and, of course, 

gifts. So be ready with novel gift ideas for 

young customers. And something special 

for the lunch table.

The proof of the pudding  
is in the eating
National Chocolate Pudding Day is observed  

each year on 26 June. Yes, sadly it happens

only once a year. Chocolate pudding is 

usually made with milk and sugar, flavoured 

with chocolate and vanilla, and then 

thickened with flour or cornstarch. Some 

recipes do use eggs. So be on standby 

with recipes and ingredients when your 

customers come calling.

Some customers would prefer ready-

made versions of the old favourite, so don’t 

be caught by surprise on this holy day for 

chocolate lovers. 

Have a doughnut!
Each year on the first Friday in June, people 

participate in National Doughnut Day. This 

day celebrates the doughnut and honours 

the Salvation Army Lassies, the women that 

served doughnuts to soldiers during WWI.

It was during WWI that the Salvation 

Army Lassies went to the front lines of 

Europe. Home-cooked foods, provided 

by these brave volunteers, were a morale 

boost to the troops.

The doughnuts were often cooked in 

oil inside the metal helmets of American 

soldiers. American infantrymen were then 

commonly called “doughboys.” 

Celebrate the day by enjoying your 

favourite doughnut.

ON PROMOTION

1 JuNE 
World Milk Day
3 JuNE 
Doughnut Day
Egg Day
4 JuNE 
Cheese Day
7 JuNE 
Chocolate Ice Cream Day
8 JuNE 
Jam-filled Doughnut Day
9 JuNE 
Biltong Day
10 JuNE 
Iced Tea Day
Herbs and Spices Day
16 JuNE 
Public Holiday: Youth Day
Fresh Veggies Day
18 JuNE 
Father’s Day
International Sushi Day
22 JuNE 
Chocolate Éclair Day
26 JuNE 
Chocolate Pudding Day
30 JuNE
Public Schools close

JUNE 2017  
PROMOTIONAL 

CALENDAR



Gender usage
Men are showing higher growth in their usage of loyalty 

programmes, as well as increased adoption of new 

programmes. Male usage of the loyalty cards accounted for 

69% of all males surveyed (an increase of 5% on last year) 

and 73% of females use their cards (a 3% increase on last 

year). Women carry, on average, 6,1 loyalty cards in their 

purses, while men use 4,6 cards on average.

71% of females find the use of loyalty cards to be “quite 

or very important” while only 50% of men expressed this 

view, indicating that the use is seen more important by 

women than men.

What about the youth?
Although 47% of young respondents do not use any loyalty 

cards, there has been a general upward adoption of these 

tools by the younger generation. Usage has increased by 6% 

overall but for youngsters below the age of 25, the increase 

is at 13%. There is a huge potential market waiting to be 

explored in this demographic group.

For the last two years, the Truth Loyalty 

White Paper has been published by 

WhyFive, a consumer insights research 

company that uses an “on line” tool to get 

feedback from many South Africans on 

their shopping habits.

A total of 27 446 respondents 

participated in the latest survey and this 

sample is much higher than other surveys 

where 2 000 to 3 000 interviews are 

completed.

Having answered over 250 questions, 

the results cover all types of loyalty cards 

used in SA ranging from supermarkets 

to clothing stores, health and beauty 

merchants, airlines, book stores, restaurants 

and banks., to name but a few.

The overall growth of usage over the 

previous year (2015) stands at 6%. 

Considering that real retail sales growth is 

below this figure, this growth in the usage 

of loyalty cards is impressive.

When asked if they used the loyalty 

cards more or less than last year, the results 

were as follows:

– 26% used them more than last year

– 36% used them the same as last year

– 9% used them less than last year 

The balance of respondents did not make 

use of any loyalty cards

Data from the US indicates that up to 

73% of loyalty card users recommend a 

brand that they consider as having a good 

loyalty card programme – word of mouth 

marketing!

The businesses that do not charge for 

membership of a loyalty programme 

and have regular interaction with their 

customers are reaping the benefits of 

regular usage. Clicks claims that 72% of 

its sales are generated by customers using 

their loyalty card. 

“Having a loyalty programme has helped 

identify our loyal customers and provided 

us with exceptional business information. 

It has also fuelled restaurant turnover and 

encouraged additional patronage on a 

more regular basis,” say Dominique Bolus 

and Earle Cloete (Marketing team at the 

Spur Group). 

adoption particularity in the loyalty space 

and as this adoption of mobile and omni-

channel innovation grows, the interest of 

the younger segments will grow too.

Importance of a loyalty card  
to a shopper
Sixty nine percent of respondents with  

a household income of less than R20 000 

now find loyalty cards “quite or very 

important”. This correlates with the volatile 

economic climate being faced by South 

Africans. The year began with a weak 

performing rand and political instability 

continues to hinder any positive economic 

upturn. South African consumers are 

therefore feeling the pinch in their wallets 

and loyalty programmes serve as a valuable 

tool for getting exposure to discounts and 

member-only related savings, as well as to 

earn points, which can be spent on future.

For more information on the white paper,  
please contactinfo@truth.co.za
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LOYALTY PROGRAMMES 
Consumer loyalty behaviour in South Africa

This is the first of a series of articles analysing the latest usage trends by consumers using loyalty cards in South Africa.  

Whether your store uses one or not, you are certain to find the series of interest.

By Hippo Zourides

THE RANkINGS
As a percentage of the 

respondents, the most 

used cards in South Africa 

in 2016 were:

Food outlets
Pick n Pay . . . . . . . . . 71%

Woolworths . . . . . . . 50%

Spur . . . . . . . . . . . . . . 33%

Health and Beauty
Clicks . . . . . . . . . . . . . 62%

Dischem . . . . . . . . . . 42%

Discovery. . . . . . . . . . 32%

Banks
FNB . . . . . . . . . . . . . . 41%

ABSA . . . . . . . . . . . . . 16%

Nedbank . . . . . . . . . . 10%

Other
Edgars . . . . . . . . . . . . 46%

SAA . . . . . . . . . . . . . . 15%

Exclusive Books . . . . 15%

Avios . . . . . . . . . . . . . 14%

Jet. . . . . . . . . . . . . . . . 11%

MTN. . . . . . . . . . . . . . 11%

TFG . . . . . . . . . . . . . .1 0%

Mobile solutions
Loyalty programmes need to innovate 

to capture the attention of the younger 

market. It is all about technology and 

offering a programme that is agile enough 

to meet the demands of the well-informed, 

multi-tasking younger generation. There 

has been an exciting rise in mobile

“Mobile should be the primary 
interface and transactional 
platform for South African 
corporates given its 
omnipotence. Loyalty within 
mobile can be customised for 
all target market segments 
from smartphone Apps to 
USSD so no customer cannot 
be reached and everyone can 
accumulate and redeem loyalty 
value in South Africa” 
Nic Bednall (Commercial Head of 
Africa at wiGroup)
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volumes of products matched the contents 

inside, given the broad-ranging perception 

that the weights or volumes indicated were 

not always accurate.

“At the end of the day consumers want 

one thing – value for money. Where they 

can’t actively find this value for money 

in the store, they are creating their 

own. This can be seen in the changes in 

shopper behaviour, and the different – 

and sometimes unusual – ways in which 

consumers are using products,” notes 

Pearson.

For example, the research showed 

consumers would rather buy multipurpose 

cleaners as opposed to many different 

cleaners for different uses; refill packs as 

opposed to original packs; frozen vegetables 

(which last longer) as opposed to fresh 

produce; more affordable canned foods 

like canned fish as opposed to fresh beef 

or chicken; and more affordable chicken as 

opposed to red meat.

The findings also revealed interesting 

trends in product usage. This included 

the alternative use of products, like using 

washing powder instead of detergent to 

clean baths, using margarine in place of

Manufacturers 
expected to protect 
consumers from 
economic crunch
South African consumers have very real 

expectations of the role they believe 

local manufacturers should play in 

softening the blow of current economic 

conditions on households’ monthly 

grocery shop, new research from BMi 

Research has revealed.

“The central theme underlying these 

suggestions from consumers revolves 

around driving positive economic benefit 

for shoppers. There is a perception that 

manufacturers are not doing enough to 

help shoppers, or could be better packaging 

and promoting products to ensure greater 

value and ultimately, improved savings at 

the tills,” says Gareth Pearson, CEO of BMi 

Research.

These are just some of the key findings 

from BMi Research’s latest consumer 

shopping behaviour survey*, which sought 

to qualitatively explore the impact of 

the current economic climate on South 

African consumers’ lifestyle and shopping 

behaviour, specifically, what drove 

consumers to seek value when grocery 

shopping.

The research identified two primary areas 

where consumers expected to see changes: 

in the basic cost of goods, and in the actual 

cost to consumers.

In the case of basic costs, consumers 

said they wanted to see manufacturers 

working harder to reduce the basic cost 

of products; reducing their cost prices; 

subsidising essential items; using local 

suppliers rather than importing products; 

negotiating better prices for raw materials; 

ensuring that discounts are, in fact, passed 

on to customers; and establishing factories 

in townships to reduce the costs associated 

with transporting goods to these areas.

When it came to the cost to consumers, 

survey participants said greater value 

could be derived by manufacturers offering 

increased product combos that paired 

essential food items at affordable prices; by 

redesigning containers to avoid excessive 

waste; by offering improved reward 

schemes or loyalty incentives; and by 

ensuring that the stipulated weights or

cooking oil, using fragranced body lotion 
instead of perfume, and even saving up last 
the pieces of bath soap and using them to 
clean the toilet.

Pearson says manufacturers would do 
well to note consumer feedback around 
pack sizes. Survey participants said they 
would rather purchase multiple smaller 
pack sizes where collectively these were 
cheaper than larger pack sizes; would rather 
buy smaller quantities of a product where 
they were not prepared to compromise 
on the brand; and would rather buy single 
products instead of bulk items.

In addition, there was increased 
awareness of the cost benefits of 
purchasing private label products at 
different times of the month. “Overall, 
private label products were considered 
more often as they were cheaper, but 
many of the participants said they would 
not consider private label products for 
certain food items and toiletries. While 
manufacturer brands were almost always 
bought at month end, private label brands 
were bought as top-ups during the month 
and towards month end,” says Pearson.

While the research showed that South 
African consumers are intent on finding 
ways and means to provide for their 
families and balance the budget, it once 
again highlighted the obligation on 
manufacturers to offer value for money, 
to deliver on promises and to provide 
added value by the way of discounts or 
promotions to retain loyalty and add to a 
more gratifying shopping experience during 
what remains a difficult time.

*BMi Consumer Insights: Qualitative research 
exploring value seeking behaviour by South African 
consumers, November 2016

INDUSTRY NEWS 

Consumers want to see manufacturers working harder to reduce the basic cost of products.

Consumers would rather buy frozen 
vegetables (which last longer) as opposed  

to fresh produce.



not require any new 

hardware or software 

upgrades. For issuers, the 

technology helps detect 

and prevent fraud, increase 

approval rates, reduce 

operational costs and 

foster customer loyalty. 

Additionally, a future version 

of the card will feature 

contactless technology, 

adding to the simplicity and 

convenience at checkout.

The recent South African trials mobilised 

employees from Pick n Pay and Absa Bank 

to test the potential ways convenience and 

security could contribute to the checkout 

Mastercard unveils 
next generation 
biometric card
Mastercard recently unveiled the next 

generation biometric card, combining 

chip technology with fingerprints to 

conveniently and safely verify the 

cardholder’s identity for in-store 

purchases.

South Africa is the first market to test the 

evolved technology, with two separate 

trials recently concluded with Pick n Pay 

and Absa Bank.

 The new card builds on fingerprint-

scanning technology used for mobile 

payments and can be used at EMV 

terminals worldwide.

“Consumers are increasingly experiencing 

the convenience and security of 

biometrics,” says Ajay Bhalla, president of 

enterprise risk and security at Mastercard. 

“Whether unlocking a smartphone or 

shopping online, the fingerprint is helping 

to deliver additional convenience and 

security. It’s not something that can be 

taken or replicated and will help our 

cardholders get on with their lives knowing 

their payments are protected.”

A cardholder enrolls their card by simply 

registering with their financial institution. 

Upon registration, their fingerprint is 

converted into an encrypted digital 

template that is stored on the card. The 

card is now ready to be used at any EMV 

card terminal globally.

 When shopping and paying in-store, 

the biometric card works like any other 

chip card. The cardholder simply dips the 

card into a retailer’s terminal while placing 

their finger on the embedded sensor. The 

fingerprint is verified against the template 

and – if the biometrics match – the 

cardholder is successfully authenticated 

and the transaction can then be approved 

with the card never leaving the consumer’s 

hand.

Authenticating a payment transaction 

biometrically – in this instance via a 

fingerprint – confirms in a very unique 

way that the person using the card is the 

genuine cardholder.

Merchants can easily maximise the 

shopping experience delivered to their 

customers, as the card works with existing 

EMV card terminal infrastructure and does

process. Over the next few months, 

additional trials will be conducted with the 

biometric card. A full roll out is expected 

later this year.
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Pioneer Foods launches  

breakfast nutrition programme in kZN
Nearly 5 000 learners in five disadvantaged schools in KwaZulu-Natal will receive 

a healthy breakfast every school day as Pioneer Foods this week rolled out its 

schools breakfast nutrition programme in the province. The programme already 

feeds more than 21 000 learners in 25 schools in the Western Cape, Northern 

Cape, Limpopo, North West and the Free State.

Pioneer Foods started the schools breakfast nutrition programme in 2015 to provide 

disadvantaged school learners with a healthy breakfast comprising of a selection of 

cereals such as ProNutro, Bokomo Corn Flakes, White Star Instant porridge, as well 

as catering equipment, long-life milk and aprons for the food handlers. This ensures 

pupils have at least one wholesome meal a day and are able to concentrate on their 

schoolwork. 

“With an estimated 14 million South Africans going to bed hungry every day, food 

security is one of the most important challenges facing our country,” says Nico Moloto, 

stakeholder and sustainability manager at Pioneer Foods. “It is our responsibility to 

focus our social investment where it has the biggest impact in alleviating hunger on a 

sustainable basis”. 

Pioneer Foods’ schools breakfast feeding programme complements the Department 

of Basic Education’s National School Nutrition Programme (NSNP) which currently 

provides lunch to nearly 10 million learners in 21 177 schools annually. 

Mastercard at Mobile World Conference 2017.



New metal-packaging industry body
The South African packaging industry has welcomed the 

news that a new industry body has recently been formed to 

represent the interests of the metal packaging industry. 

MetPac-SA is 

the new producer 

responsibility 

organisation (PRO) 

tasked specifically 

with looking after 

the interests and 

recycling of  

steel, tin plate  

and aluminium 

packaging. Members of this non-profit association include raw 

material suppliers ArcelorMittal and Hulamin, and brand owners 

Nampak, ABInBEV, Distell, Heineken, PacSolve, Tin Can Man, WYDA 

Packaging, Coca-Cola and Nestlé. 

“MetPac-SA brings together the entire metal-packaging 

value chain in South Africa. We give the metal-packaging 

industry a unified voice and present the industry’s views, make 

recommendations and voice opinions,” explains Delanie Bezuiden-

hout, who has recently been appointed as CEO of MetPac-SA. 

“MetPac-SA is excited to promote the versatility of metals 

through an ongoing marketing campaign, increase the market share 

of the industry and protect the interests of its members through 

stakeholder involvement. For this reason, we are encouraging more 

sector stakeholders to become members to ensure that the local 

metal-packaging industry has a strong voice when matters that 

directly impact its present and future business interests are raised,” 

she says.

FASA franchise business festival
The Franchise Association of South Africa (FASA), under the 

chairmanship of Tony da Fonseca of the OBC Group, will be 

holding a Franchise Business Festival at the Kyalami race track 

exhibition centre from Friday 30 June to Sunday 2 July.

Newly elected to the position, Da Fonseca wanted to try  

a new approach to the annual gathering of franchise operators.  

The decision was taken to look at the “lifestyle” options that 

various franchise operators can offer their clients and the idea has 

been enthusiastically embraced by all exhibitors.

Apart from having the usual stands displaying the benefits of a 

franchise offering, there will be a number of presentations to the 

public on how to make the most of each brand, while allowing the 

kids to entertain themselves. A number of fun evens have also been 

planned for the adults that will not detract from the main purpose 

of the festival – to showcase the best in franchising in South Africa.

Franchising in South Africa is thriving. There are 35 111 franchise 

outlets in the country covered by 757 brands, in a business worth 

R493 billion, representing 11,6% of the country’s GDP. Eighty 

two percent of franchisees run very successful businesses and are 

optimistic about the future. This is business format that is bucking 

the economic downturn!

FASA is offering various advertising and marketing opportunities 

for the Franchise Business Festival.

For more information, visit www.fasa.co.za.
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Discerning whisky drinkers sip their drinks and look to ice cubes 
that last and last. That’s why Scotsman invented the gourmet  

ice cube. This bigger 20g ice cube is not only larger than standard 
ice cubes but its round dense shape slows melting and helps it 
last in the glass while the whisky is savoured to the last drop.

And its also favoured for many other drinks in tall glasses both 
from your liquor store and supermarket for the same reason.
All Scotsman ice machines are easy to use and maintain and 

cost less to run with their energy saving state-of-the-art design. 
These high performing ice machines can help you maximize sales 
while saving you time and money. Look no further. Scotsman ice 

machines will surpass your expectations.
You also get peace of mind. 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, 

super flake to scale, dice and now gourmet ice.

Do you sell lots of 
premium whisky?

Then sell them 
gourmet ice cubes

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.

Ask your Scotsman dealer for the Mc46 gourmet ice cube maker.  
This unit comes in different sizes from 24kg to 660kg per 24hrs. 

Call: +27 (0)10-590-0609
email: byron@scotsmansa.co.za   www.scotsmansa.co.za
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PETCO  
beats 2016  
collection  
target

PETCO, the organisation responsible for fulfilling the South 

African polyethylene terephthalate (PET) plastic industry’s role 

of extended producer responsibility, recently announced an 

increase in its annual PET recycling rate from 52% of post-

consumer bottles in 2015 to 55% in 2016.

The organisation recycled an additional 22% of post-consumer 

bottles in comparison to the previous year, with the total PET 

market growing by 14,8% to 241 269 tonnes.

“PETCO is delighted with the latest figures,” says CEO Cheri 

Scholtz.

“More than two billion PET bottles were collected for recycling 

across South Africa during in 2016, creating some 62 000 income 

opportunities for small and micro-collectors.”

The voluntary recycling fee paid annually by PETCO members has 

enabled the payment of a total of R1,9 billion by our contracted 

recyclers to collectors for baled bottles since the inception of 

PETCO in 2004, resulting in almost 800 000 tonnes of carbon and 

over three million m3 of landfill space saved to date.

South Africa’s 55% recycling rate compares well with 

international PET recycling rates. The US rate of post-consumer PET 

recycling hovers around the 30% mark, while European average 

rates are around 59%.

Black woman rules at Engen
Engen Hippo Park, situated along Queen Nandi Drive in Durban, 

was recently launched as the 68th Engen service station in 

South Africa that is 100% black women owned. 

Owner Ntandokazi 

Kheswa says she was first 

afforded the opportunity 

in 2011 and it has since 

taken six years to finally 

come to fruition.

“I am delighted to have 

this opportunity and have 

dreamt of owning my 

own business for a long 

time. I have had extensive 

experience working in 

other industries and 

believe that I have the 

potential to add a lot of 

value,” she says.

Engen Hippo Park offers a diverse range of convenience, including 

a 24/7 QuickShop, a car wash, ATM facilities and lotto tickets.

Approximately 46% of Engen’s service station network in South 

Africa is currently black (African, Coloured, Asian) owned.

Seelan Naidoo, Engen’s general manager: retail, says the decision 

to build a new service station along Queen Nandi Drive was driven 

by the need to provide motorists with an accessible and safe 

thoroughfare off the busy N2.

INDUSTRY NEWS ▲

For information, contact PLMA today. 
Telephone: +31 20 575 3032
www.plmainternational.com 
or e-mail visitorinfo@plma.nl
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Woolworths  
and MySchool 
exceed R100 million 
fundraising target  
for education
Woolworths recently announced that 

the MySchool “Raise R100 million for 

Education” campaign raised R104,9 

million, exceeding the original target of 

R100 million set in April 2015.

The campaign was launched in 2015 

when Woolworths pledged to accelerate 

efforts to raise R100 million for education 

in South Africa. This was done through 

MySchool MyVillage MyPlanet, a leading 

fundraising platform that contributes more 

than R1 million per week to over 7 000 

schools, charities, animal welfare and 

environmental organisations across South 

Africa.

 “I am proud to say thank you to our 

customers and to South Africa as a whole 

for rising to this challenge – together we 

did it. Every swipe of your MySchool card 

contributed to helping us meet the needs 

of schools, charities and communities 

across the country,” says Woolworths CEO, 

Zyda Rylands.

“The challenge to improve education 

in South Africa is an ongoing task and we 

remain committed to playing our part,” 

says Rylands.

Pieter Twine, MySchool’s general manager,  

says that over the years the fundraising 

platform has played a significant part in 

improving the quality of education in the 

schools that participate in the programme.

“We work in partnership with schools 

across South Africa and to date MySchool 

has funded several thousand educational 

projects in South Africa – ranging from 

critical, basic needs in poverty-stricken 

communities, to more advanced needs 

such as computer centres, mobile libraries 

and sporting facilities,” says Twine.

Since the beginning of the campaign, 

the funds raised have helped thousands 

of scholars through various educational 

initiatives and structured support.

Hyper-functional foods 
booming in the FMCG 
market
Consumer interest in the relationship 

between diet and health has increased 

as consumers become more informed 

about how to get the most out of their 

daily food intake. 

Snacks made from natural ingredients, 

with added vitamins, but no added sugars 

or preservatives, are becoming increasingly 

popular. “We’re seeing more and more how 

consumers are leaning on their diets, and 

not on pharmaceuticals, to prevent disease 

and optimise their health,” says Bruce 

Dennison, president of the Health Products 

Association of South Africa (HPASA).

So-called hyper-functional foods, which 

combine health-giving natural ingredients 

with added vitamins and proteins – think 

smoothies or fruit-and-nut bars – are 

gaining in popularity, as are natural and 

herbal tonics based on tried-and-trusted 

recipes.  “Hyper-functional foods are 

playing an increasingly crucial role in our 

daily lives, as we no longer have the time 

to have three balanced meals a day, and 

rely on snacking for much of our nutritional 

intake,” explains Andrea du Plessis, 

nutritional expert at Vital Health Foods.

Many retailers are seeing the shift in how 

consumers are relying on snacking even 

more and are creating hyper-functional 

foods in the form of health bars, raw food 

bars and energy bars, to meet the demand. 

“Consumers are relying more on snacks 

as their meals, and Vital has developed 

some fantastic on-the-go snacks to fill this 

ever-growing market,” explains Du Plessis.

“We’re always working closely with our 

members to give them all the information 

they need to adhere to the strict 

regulations set out for the manufacturing 

of CAMS and health products,” says Wayne 

Robinson, HPASA director of scientific and 

technical affairs.

Robinson, who’s the voice of the industry 

when it comes to legislative matters, adds, 

“Within the CAMS industry, it’s vital that 

we create this value, since without it, the 

products won’t benefit the consumer.”
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Maerua Mall begins interior upgrade
Maerua Mall, established in 1990, is Windhoek’s original shopping centre. Located 

close to the heart of Namibia’s capital city, it welcomes over nine million shoppers 

every year. 

This year, the well-known and vibrant mall will undergo a complete facelift, bringing 

both its look and its offerings up to date. The phased upgrade offers everything under 

one roof, from entertainment and dining to leisure and shopping. Public areas and 

walkways will be upgraded in keeping with the new, contemporary look, while a timber-

slatted ceiling suspended with liquid-crystal light hoops will be installed.

The food court will be redesigned over two levels, making space for great new 

restaurants. An outside eating area will offer close proximity to the family entertainment 

centre, which will include a trampoline park, glow-in-the-dark putt-putt, a bowling alley 

and a climbing wall. The mall’s four entrances and ample parking will have dedicated 

parking for the disabled and elderly, as well as moms and tots. 

The mall’s commitment to sustainability is evident in its N$17-million 1MWp rooftop 

solar-power plant, which generates about 20% of the centre’s electricity. The 1 407MWh 

generated by the plant during the 2016 financial year reduced the mall’s CO2 emissions 

by 1 128 tonnes.

▲



as well as Shoprite, Pick n Pay, Boxer, SPAR 

and Choppies.

Informal independent wholesale and 

retail outlets have recorded the highest 

turnover growth in the retail food market 

in 2016, especially those who focus their 

attention on the township counter service 

and spaza outlets.

What makes up this market?
Gill Mkhasibe of The Mkhasibe Group, 

a company that specialises in servicing 

the manufacturers’ informal market 

programmes, outlined the emergence of 

this market since the apartheid years.

During apartheid, black retailers were 

very restricted in what they could do 

regarding trading, and small high street 

trading stores were allowed to sell a limited 

range of products to the local community. 

All that changed when democracy 

established its roots in the country and the 

free enterprise system took over.

Counter-service stores cropped up in 

many parts of the country and very soon, 

The Mkhasibe Group recognised that many 

of the owners of such enterprises were 

foreigners. A typical comment was “We 

come from a place of war and famine and 

death. Here it is paradise! You have all that 

you need to make a living but, you South 

Africans are lazy. We are prepared to work 

hard to make a living”.

Today, it is estimated that over 85% of 

informal stores are run by foreigners. South 

Africans have chosen to rather rent their 

premises to these entrepreneurs instead of 

exploiting them for their own account.

These outlets stock all the basic needs 

required by a household, including basic 

perishable ranges. They have realised that 

pricing is an issue to their customers, so

The sleeping giant – 
informal trade  
in South Africa
By Hippo Zourides

At a recent gathering of parties involved 

in the formal independent and informal 

retail trade, Trade Intelligence (TI) MD 

Maryla Masojada shared some insights 

into the various trends affecting the 

industry. With CPI hovering around the 

7% mark and food and non-alcoholic 

beverages showing increased costs of 

over 10%, the South Africa public (many 

of whom are indebted up to 74% of 

their income) are sure to search for 

many solutions to source their food 

and household requirements from any 

and every retail and wholesale outlet 

that offers them convenience, quality 

customer service and value for money .

For the purposes of their studies, TI 

classify the SA food market by analysing 

the sales of edible and non-edible 

groceries, commodities, tobacco and 

cigarettes, perishables, cosmetics, bakery 

products, red meat as well as fruit and 

vegetables. Specifically excluded from 

their measurement are both food service 

departments and stand alone liquor stores.

TI estimates that the SA food market is 

worth R485 billion.

Of this, 66% is accounted for by 

the major supermarkets and branded 

superettes (R320 billion); while formal and 

hybrid wholesalers with sales of R25 billion 

accounts, for 5% of the total market.

However, the most important factor to 

consider when analysing the bottom-end 

market is the size of the informal wholesale 

and hybrid market, with specific focus on 

the spazas and other township retail stores. 

Estimates of this market (the definition 

varies depending on who one talks to) 

range from R46 billion according to Nielsen 

to R50 billion according to AMPS.

Maryla and her team have spent an 

inordinate amount of time digging into 

this market and their estimate is as high 

as (R176 billion). If correct, this is an 

astonishing figure! 

No wonder many players are focusing 

their efforts in this market. Names that 

come to mind include UMS, IBC, EST 

Africa, Shield, ICC Buying Group Africa Cash 

&Carry and BEC, to name but a few. Not to 

mention efforts by Makro and Game, 

their profitability is low, relying rather on 

larger turnovers. Many township residents 

may buy their bulk requirements from the 

large branded supermarkets at month-end, 

but they rely on their local convenience 

trader to provide their fill-in shopping 

requirements. Generally, there is a good 

relationship between the traders and their 

clientele. Some elderly customers even 

get credit for their purchases until they 

receive their monthly Government grants. 

However, political opportunists, as well as 

inefficient competitors, will take advantage 

of any social or political upheaval to cause 

damage to these outlets.

Informal sector owners often live on 

the premises and trade between 5am 

and 10pm seven days a week. One 

cannot be jealous of their success when 

understanding the type of effort required 

to make them successful.

The arrival of the chain stores in the 

townships has made life a little more 

challenging for these traders. However, 

the wholesale sector, formal, hybrid and 

informal, are going out of their way to 

service the final retailer’s needs.

Innovative ordering and delivery 

processes are now available, as well as 

safe payment mechanisms to service the 

needs of such retailers. The manufacturing 

sector has also woken up to the fact that 

this market cannot be ignored and brand 

activation is now a norm in many parts of 

the country.

Channel blurring is definitely happening 

at this end of the market. However, 

solutions are available to all who work 

in this market. The rewards are definitely 

handsome.

For further information contact  
www.tradeintelligence.co.za or  
gill@mkhasibe-group.co.za
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The cards can be placed in the correct 

slot in the special edition collector’s 

album, where customers can learn more 

about the animals that inhabit these 

biomes.

The facts of each animal have also been 

arranged on the card in such a way that 

kids can enjoy competing against each 

other in a fun game comparing facts.

The album, filled with trivia and plenty 

of fun, educational activities, will sell at 

Pick n Pay for R20, with R1 from every 

album sale going to SANParks.

Each card also has a barcode that can 

be read by a Sound Card Reader (available 

at Pick n Pay for R60): when swiped 

through this device, the sound of the 

animal depicted – whether roar or ribbet 

– is brought to life.

 Collectors can also download the free 

Pick n Pay South African Super Animals 

app. Available on the Apple App Store 

and Google Play Store and featuring 

Augmented Reality (AR) functions, the 

app blends AR and ordinary videography 

technology seamlessly into reality.

European Union (EU) meat industry 

producers are taking their responsibility 

for food safety very seriously amid 

global concerns around the quality of 

imported meat.

South Africans can find comfort in the 

knowledge that the imported meat they 

receive and consume from Europe under-

goes stringent and traceable processes to 

guarantee its safety and standard. 

 The “from farm to fork” concept has 

been implemented as the basic rule in the 

food policy of the EU and it is diligently 

executed in each country where pork, beef 

and retrospective products are imported

The concept is carried out through 

an effective system of identification of 

suppliers of raw materials, feeds and farm 

animals. One of the most important 

elements is the identification of sources 

of risk through the system of tracking and 

tracing of the origin of food.

Its scope covers the origin of raw 

materials, history of processing and 

distribution of the analysed food. In 

practice, it means that each batch of 

animal feed on the territory of the EU is 

fully traceable. Use of attested animal 

feeds together with prohibited use 

of antibiotics, growth hormones and 

other growth stimulants guarantee that 

consumers are provided with completely 

safe pork, beef and related products. 

Animals are given unique identification 

numbers from birth. Identification ear tags, 

computer databases, animal passports and 

individual registers at every farm form part 

of the cattle and swine registration and 

identification system. 

Special attention is paid to veterinary 

control over the slaughter process. Each 

head of cattle or swine is examined, 

guaranteeing that meat comes from a 

healthy animal and allowing for effective 

monitoring the production process. The 

policy also covers distribution and labelling 

of pork, beef and similar products. Lack 

of interruption of the cold chain must 

be confirmed with a note in the report 

concerning the given batch of products. 

Product labelling enables its full traceability 

and includes details on the type of meat, 

producer, batch number and the use by 

date. By working in line with this concept, 

they are able to guarantee full safety of 

products they make.

▲

New policy guarantees safety of EU meat

Pick n Pay has recently launched 

the local, lekker South African Super 

Animals cards, featuring only South 

African Super Animal cards. The 

promotion has been especially crafted 

for Pick n Pay.

“The first Super Animals campaign was 

so successful that we were forced to print 

additional collector’s albums when we ran 

out of them during last year’s campaign. 

We’re delighted that we could persuade 

the creators of Super Animals to bring 

out a special South African version just 

for our customers. These animal cards are 

a way to learn more about South Africa’s 

incredible wildlife, all the while having 

great fun at the same time,” said Andrew 

Pretorius of Pick n Pay.

Customers will receive a pack of four 

collectible South African Super Animals 

cards every time they spend R150 at any 

Pick n Pay. There are 108 cards to collect 

and swap, all categorised into the major 

biomes in South Africa: Wetlands, Ocean, 

Savanna, Fynbos, Coast, Nama Karoo, 

Thicket, Succulent, Karoo, and Forest.

Pick n Pay launches super animals



Recycling programmes
The collected levy is not ring-fenced 
and can only be allocated to recycling 
programmes following submission to 
National Treasury of an approved and clear 
business plan on the implementation of 
such programmes.

“The money is also used to support 
recycling initiatives through the 
establishment of the necessary 
infrastructure for recycling in the country 
and the implementation of the Compulsory 
Specification for Plastic Bags (VC8087) 
through the National Regulator for 
Compulsory Specifications.

“A contribution of R22.4m will be 
allocated the NRCS for research on plastic 
bags over the next three financial years. As 
part of its mandate, the NRCS conducts 
compliance and enforcement of the 
specifications,” the department said.

The department is implementing 
initiatives aimed at improving the 
regulation of the development and 
implementation of Industry Waste 
Management Plans in an effort to fast-
track effective implementation of the 
National Waste Management Strategy, 
which promotes waste minimisation, 
re-use, recycling and recovery of waste in 
South Africa.

As part of the strategy, and in terms 
of section 34A (1) of the National 
Environmental Management: Waste 
Amendment Act, 2014 (Act No. 26 of 
2014), the department has established 
a Waste Bureau, which monitors the 
implementation of Industry Waste 
Management Plans.

Environmental Affairs 
to probe recycled bag 
claims
The Department of Environmental 

Affairs says it will probe reports that 

some plastic supermarket carrier bags, 

which claim to be recycled, are allegedly 

not.

The department has noted with concern an 

article in the Sunday Times recently which 

claims that “millions of branded plastic 

supermarket carrier bags claimed to be 

recycled are not”.

The article further alleges that “to cut 

costs, the plastic manufacturers, known as 

converters, started adding chalk (calcium 

carbonate) as a cheap filler to the mix, 

sabotaging the mechanical process used to 

recycle the bag”.

The department will be liaising with 

the National Regulator for Compulsory 

Specifications (NRCS) and the South 

African Bureau of Standards (SABS) to 

ensure that manufacturers of plastic 

carrier bags comply with the regulatory 

requirements and standards of their 

products.

Plastic bag regulations
“In 2003, South Africa introduced plastic 

bag regulations in a bold move to address 

the challenge of plastic bag litter. The 

regulations essentially made the provision 

of thicker, more durable plastic bags 

compulsory.

“The compulsory specification was 

subsequently developed, prescribing that 

only plastic carrier bags and flat bags of the 

minimum thickness of 24 microns can be 

manufactured or imported into the country 

at a levy of 3c (now 6c) a plastic bag,” the 

department said.

In terms of the regulations, the plastic 

bags ought to be recyclable, thereby 

making them more environmentally 

friendly. The new thickness also made them 

more reusable.

“Since the inception of the levy in 2004, 

National Treasury has been collecting the 

Plastic Bag Levy. The money collected 

goes into the National Revenue Fund and 

National Treasury allocates a portion of 

it to the department for regulation of 

the thickness of plastic bags,” said the 

department.

The department has published a call 

for the development of, among others, 

Industry Waste Management Plans for 

recycling purposes and diverting waste 

from landfills.

The Paper and Packaging Industry Waste 

Management Plan is one of these plans and 

comprises various waste streams, including 

plastic bags.

The Paper and Packaging Industry Waste 

Management Plan provides effective and 

efficient ways through which plastic bags 

can be recycled, thereby ensuring that they 

are diverted from landfill sites.

“It is for this reason that the department 

has allocated a budget of R155m towards 

regulation of the thickness of plastic 

bags and to support recycling initiatives 

for a period of three financial years. The 

funds are administered through the Waste 

Bureau,” the department said.

The waste recycling economy will not 

only eliminate threats to the environment 

but also positively contribute to the 

growth and development of South Africa’s 

economy.

“It is through this economic ingenuity 

that the department will also contribute 

to sustainable development and inclusive 

green economic growth, thus facilitating 

employment creation, infrastructure and 

skills development, and strengthening Small 

Medium and Micro Enterprises (SMMEs) in 

the waste management sector,” said the 

department.

This article first appeared on  
www.bizcommunity.com
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Provantage Media Group 
launches Mall Ads
Provantage Media Group has recently launched a new media 

company that will provide innovative solutions to brands 

and marketers wanting to target consumers in the mall 

environment. 

Mall Ads has been added to the group’s extensive portfolio of out-

of-home offerings. 

“Malls have become integral to our society. It is where consumers 

shop, eat, socialise, bank and are entertained. And because of this, 

the environment is ideal for brands wanting to effectively engage 

with consumers,” says John Faia, general manager of Mall Ads.

Mall Ads offers brands access to a highly strategic and 

knowledge able team of experts who can take a brand campaign  

to the next level. The product offering includes static media, digital 

media, activations and radio.

 “Mall campaigns provide brands with opportunities to 

engage with shoppers in a way that does not feel like traditional 

advertising. And with the growing number of malls in the country 

coupled with their extensive size, advertising in this environment 

will be integral to any marketing campaign for the simple reason 

that it offers proximity to point of purchase,” says Faia.

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
4 June  SAPICS Conference and Exhibition
CAPE ToWN Annually, professionals with a passion for 

supply chain management meet at the 
SAPICS Conference to discuss topics and 
explore resources relevant to the supply 
chain profession and benefit from valuable 
networking opportunities.

7 June  Global Digital Marketing Roadshow 
JoHANNESBurg Three international digital marketing winners 

present their selection of winning case 
studies drawn from digital awards all over 
the world with the objective of stimulating 
opportunities and innovations for the South 
African market.

8 June  Old Mutual Trophy Wine Show 
CAPE ToWN public tasting
 Taste South Africa’s top wines as judged at 

this year’s old Mutual Trophy Wine Show, the 
country’s most prestigious wine competition, 
now in its 16th year. 

25 June  SAITEX
CAPE ToWN Whether it’s consumer electronics or 

appliances, homeware, DIY or garden, 
giftware, jewellery, auto, tooling, fashion or 
household products, SAITEX is the event 
for you. SAITEX gives you direct access to 
hundreds of manufacturers and suppliers 
showcasing thousands of products and 
brands from across the globe.

30 June  Franchise Business Festival
KYAlAMI  owned and managed by FASA, the Franchise 

Business Festival takes on a new identity 
after 20 successful years as an indoor 
exhibition. It will platform not only business 
and franchise opportunities, but showcase 
the ‘lifestyle’ aspect of the many sectors 
that make up franchising – with activities, 
interaction, competitions, food and 
entertainment.

INTERNATIONAL 2017
27 June  Category Management and Shopper 
loNDoN Marketing Summit

Are you a category controller, director, 
manager or executive? Do you work in trade 
or shopper marketing or insight? Is your 
role in merchandising, point of sale, range 
or space management? Then you should 
attend #igdcatman17. The two-day event 
will give you effective strategies to improve 
your category management skills. Expert 
speakers, including retailers and suppliers, 
will share their experiences of what really 
works. You’ll learn practical steps to help you 
deliver real change in-store, and category 
sales and profit growth.



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)
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REGISTER NOW FOR FREE ENTRY!
www.saitexafrica.com




