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EDITORIAL COMMENT
Putting your customers first
Do you sometimes feel that everything you ever thought you knew about 

retail is no longer relevant? The one thing that you can find comfort in in a 

world where disruption seems to be the order of the day, is the fact that the 

customer is still the most important person in your business.

Even in a time where technology and innovation are buzzwords that seem to be 

taking over the world, there is little doubt that customers are still at the centre of  

a new technologically advanced world. With the rise of the service-centric economy, 

you should aim to create powerful elements of differentiation in the minds of your 

customers. Rather than starting a price war that you may not win, being creative 

and innovative can give you the result that you want. 

By developing a service offer tailored to your customers’ needs, you will do 

exactly what the customer in the new service-centric economy wants. 

The customers of today do not only want a specific product, they also want to 

shop and pay for the product in a way that suits them. They want a personalised, 

tailor-made experience. They want to know that you know who they are and what 

your shopping patterns are, and that you care enough to give them what they want.

If you can get this right, you will have a customer for life.

Still on the topic of giving your customers what they want, we talk about the 

latest trends in payment methods and how you can make payment technology 

work for your business. Tech-savvy consumers are demanding quicker, more 

convenient and more engaging ways to pay. It’s clear that to stay ahead, we need to 

support payment methods other than cash and cards. Customers also love in-house 

financial services and in the current economic environment, these are great for 

developing new revenue streams, as well as giving your customers the extras that 

will make them frequent your store.

In his monthly Delight your Customers column, Aki Kalliatakis gives some 

interesting tips on how to treat customers and how to show your gratitude towards 

loyal customers – be it a personalised thank-you message, public recognition, a gift 

or expressing your appreciation in person.

But placing the customer at the centre of your store is much more than just 

friendly service whenever the customer visits the store. 

Even when you design your store, the customer should be considered every step 

of the way. Is your store inviting and easy to navigate? Are shelves arranged in a 

logical way? Is your store beautiful, clean, neat and a pleasure to visit? In our Store 

Design feature we talk about design trends and how to make sure that your store 

does not fall behind in the looks department.

Another way of giving your customers what they want it to stay up to date with 

the latest trends in food and healthy eating. The way people eat has changed a lot 

in recent years. People are mindful of what they put in their mouths. They want it 

to be healthy and ethically produced. They care about local communities and like to 

support local producers. And they care about the environment and recycling.

That means you as a storeowner also need to consider all this in order to give 

your customers what they want. More and more customers will come to you for 

meals to consume at home, but only if you could give them what the want.

Speaking about a customer-centric approach… 

In our Storewatch feature, we visit Gerhard Coetzer and his team at Midstream 

Spar in Midrand, where everything revolves around the consumer no matter his/her 

social standing, age or spending capability.

We hope that this edition of our magazine provides you with insights and 

inspiration to navigate your way to a more customer-centric offer. 

Stephen Maister



naturally caffeine-free and sugar-free. Kids 

will have a tough time choosing between 

these fun flavours and their wild characters: 

Trumpy the Elephant’s Regular Rooibos, 

Henry the Hippo’s Rooibos Honeybush 

Blend, Rory the Lion’s Strawberry-flavoured 

Rooibos, Minki the Monkey’s All-in-One Tea 

(a blend of Rooibos, Honeybush, and Black 

Tea), Jabu the Giraffe’s Vanilla Custard-

flavoured Rooibos, Roxy the Rhino’s Peach 

& Apricot-flavoured Rooibos.

Beating the winter blues
Hug in a Mug’s 

new Cinnamon 

Bun flavour is 

the latest in 

House of Coffees’ 

range of instant 

cappuccinos. This 

exciting addition 

bursts with the 

essence of a cosy winter, self-appreciation, 

fun and moments of escapism with every 

sip. The rest of the Hug in a Mug range 

includes creamy cappuccino, vanilla 

cappuccino, hazelnut cappuccino, toasted 

marshmallow and hot chocolate. Each 

variant offers a simple, quick and delicious 

serving to meet South African taste profiles 

without compromising on the quality of 

the real coffee that is used in each flavour. 

The sweet, sweet taste of life
Life is about to get a whole lot tastier with 

the arrival of two new melt-in-your-mouth 

treats – both covered in South Africa’s 

favourite chocolate, Cadbury Dairy Milk. 

Cadbury Fingers, a crunchy shortbread 

biscuit finger covered in Cadbury Dairy Milk 

Chocolate, is the perfect snack to have with 

a cup of hot chocolate, or even around the 

fire with friends. Cadbury Breakaway offers 

a delicious combination of crispy wafers 

covered by light chocolate cream and 

wrapped in Cadbury Dairy Milk chocolate. 

Find Cadbury Fingers in 144g and Cadbury 

Breakaway in 180g packs available 

nationwide in major retail stores.

Chivas Regal Ultis:  
the essence of Chivas Regal
Chivas Regal has recently launched Chivas 

Regal Ultis, the first blended malt Scotch

Shake up your wake up  
with Kasha

The Fry Family Food 

Co recently launched a 

plant-based, gluten-free 

breakfast cereal, Kasha,  

a tasty, versatile protein-

packed breakfast cereal, 

instant shake or snacking 

option – available in 

two deliciously healthy 

flavours: Cacao and 

Vanilla with Chia Seed. Made using a blend 

of healthy ingredients such as moringa, 

cinnamon and chia seeds, Kasha will boost 

your metabolism, improve digestion, 

and load you with antioxidants. Packed 

with a protein punch of 8.2g per serving, 

Kasha is the perfect way to supercharge a 

smoothie and keep you fuller for longer to 

compliment an active lifestyle. It simply 

needs to be mixed with hot or cold water, 

or the dairy-free milk of your choice. A 

perfect meal on its own, Kasha can also be 

topped with berries, or other fruit, nuts and 

seeds. Kasha is also great as a smoothie – 

perfect for those who like to eat on the go, 

or want a quick after-workout meal. Kasha 

will be sold in all major retailers (Shoprite, 

Checkers, Pick n’ Pay, Spar, Dis-Chem etc.) 

at the recommended price of R54,99. 

How about some tea?
Laager Tea4Kidz has launched a new Peach 

& Apricot variant onto the market, driven 

by a growing demand for fruit-flavoured 

options in the kids tea segment. Tea4Kidz 

Peach & Apricot is the second fruit-

flavoured variant in the Tea4Kidz range, 

joining Tea4Kidz Strawberry-flavoured 

Rooibos which is a firm favourite amongst 

many consumers (young and old!). The 

launch of the new variant will be supported 

by a sampling campaign, a Print campaign 

in selected parenting magazines, and in-

store communication in selected stores. 

Tea4Kidz offers a range of Rooibos products 

that are specially designed for kids, and

whisky from the House of 

Chivas. Chivas Regal Ultis uses 

only five of Chivas Regal’s 

signature single malts from 

Speyside, Scotland, and 

represents the style and 

diversity of this world-

renowned whisky region. 

Out of millions of casks 

of inventory at Chivas 

Brothers less than 1% of 

casks are used to create 

Chivas Regal Ultis, with the 

expert blending team 

individually nosing and selecting casks of 

the highest quality to create the blend; a 

traditional method of hand-selection that 

is no longer standard in the Scotch whisky 

industry today. The luxurious Chivas Regal 

Ultis bottle mirrors the precious whisky 

within and is designed to provide impactful 

on-shelf standout with a slender shape and 

contemporary crest in gold champagne. 

Chivas Regal Ultis is set to appeal to 

discerning drinkers looking to impress at 

special occasions as well as Scotch whisky 

aficionados searching for their next luxury 

whisky experience. Chivas Regal Ultis will 

be available at select retailers nationwide a 

recommended selling price of R2 200.

The new all-purpose ointment
New 8-TREK ointment, 

the all-purpose ointment 

that helps treat myriad 

minor skin problems, is 

now available in a new 

50ml size tube. Most minor 

cuts, scrapes, insect bites, 

ingrown hairs or nails, eczema, 

splinters and boils are ail-

ments that can be treated by 

massaging a small amount of 8-TREK 

ointment onto the affected area. The 

wound can then either be covered with 

a light dressing or left open to air dry. 

When treating ingrown hairs, nails, thorns 

or splinters, a liberal amount of 8-TREK 

ointment should be applied to the problem 

area and then covered with an absorbent 

dressing for 24 hours. 8-TREK will help to 

draw out pus or foreign bodies by softening 

the affected area. Boils are painful and if 

left untreated can spread infection and 

cause complications. 8-TREK ointment can 

be safely used on children. 8-TREK 50ml 

tube and 8-Trek 25ml tub are available 

from UPD, Alpha-Pharm and most major 

wholesalers.
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consumers to identify and photograph their 

favourite crisps. We asked them to provide 

reasons and identify the key drivers in their 

decision. We also asked about their least 

favourite crisps, and required them to make 

a small purchase of crisps from the store. 

The favorite crisps were found to be 

“Doritos Sweet Chilli Peppers”, while the 

least favoured were identified as “Nik 

Naks Original Cheese”. Although the end 

purchase was expected to be price driven, 

over 65% of consumers purchased their 

favourite crisps, regardless of outside 

factors. The most compliments originated 

from Spar, and the most complaints, from 

Shoprite. The data collected is summarised 

in the tables and graphs.

For more information, email us at: client@
fieldagentsa.com.

In June, Field Agent assigned a grocery 

shopping survey across South Africa. We 

wanted to understand likes and dislikes 

as well as the driving forces behind the 

selection process. We also looked at 

the loyalty and pricing environments 

and monitored feedback on the “crisps” 

shopping experience.

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. 

High impulse purchases often provide 

a strong support to retail performance. 

Consumers will almost always add a “little 

something” to their supermarket trolleys 

from the crisps and snacks shelves. Here, 

understanding consumer preferences and 

decision drivers can play an important 

role in finding that ‘edge’ to consumer 

satisfaction, and retention.

We surveyed 104 random recipients, 

spread evenly across 6 supermarket chains 

within South Africa (see map). We asked 
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Shopping for snacks
Crisps are a fast-moving, impulse-buy, high-volume, consumer item. Field Agent 

conducted an analysis of consumer preferences and behaviours in the South African 

retail environment.

Checkers OK Foods Pick n Pay Shoprite Spar Woolworths
Availability -1 2 1 0 1 0
Look & 
Feel

0 -1 4 0 2 2

Pricing 1 1 0 -1 0 1
Selection -1 1 -1 0 1 -1
Speed of  
Service

0 1 0 -3 2 1

Staff 0 1 3 -1 3 1

Top Three Crisps
 – average pricing (per 100g)
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All crisps sampled

Top three vs all crisps  – drivers to purchase

Doritos Sweet Chilli Peppers 

Lays Caribbean Onion & Balsamic Vinegar 

Lays Salted

■ price ■ flavour/taste ■ brand ■ ingredients ■ form (crinkle cut/plain/corn/kettle friend/etc.) 
■ habit (what I’ve always done) ■ availability (whatever’s there)

Crisps – Preferred Retailer



1. Thank-you messages
There are so many ways to do this: 

■ Immediate heartfelt appreciation by 

front-line staff as soon as the transaction 

is done and when delivery occurs, but also 

thoughtful messages by managers when 

payments are made and other milestones 

occur. 

■ A surprise occasional call by an 

executive just out of the blue can make a 

big difference, as will hand-written thank-

you messages and signed letters. 

■ Other examples are cards, stickers on 

various items like invoices, emails, and 

text messages. (But PLEASE: Don’t only 

do the automated reply acknowledging 

their orders – you have to personalise it 

afterwards, or at least change the message 

very regularly.)

2. Public recognition
These can include announcements in 

both traditional and social media, on your 

website, your own social media pages, and 

in other forums like LinkedIn. However, 

more traditionally they also include framed 

certificates or special awards, and functions 

and formal events, like an award for the 

supplier of the year. 

I was sitting in a boardroom of a 

company in with a group of its most 

senior managers. The executives were 

moaning about the fact that their 

customers were unashamedly squeezing 

them on all fronts, and had done so 

for years. Relationships between the 

sales people and the buyers were 

at an all-time low, their customers 

were incredibly disloyal, and they just 

didn’t know if they wanted to carry on 

anymore. It seemed that all of their 

rivals felt the same.

I suggested that perhaps it was time to do 

something different and innovative that 

would separate this company from other 

suppliers. Our research into the company’s 

customers showed that the executives 

were indeed correct, and their customers 

did feel a sense of hostility, especially since 

they were trapped like hostages. 

The same theme kept coming up again 

and again: customers felt that the company 

didn’t appreciate their business, and, 

indeed, took it for granted. 

The feelings of neglect ran deep, and 

they thought the company’s belief was 

that they were not important. It wasn’t 

only because of what they said or did, 

but also by what they didn’t say or do. 

Unrecognised and unaccepted, they felt 

ignored and abandoned, even though they 

were loyal.

So my first idea was to ask them what 

the company could do to show some 

gratitude, to thank their customers. “Oh, 

no!” stated the CEO emphatically, “If we 

say thank you they will just take advantage 

of us again!” 

I was so shocked I nearly had an 

apoplexy! How could the senior managers 

even think that they shouldn’t value their 

customers and express their gratitude? 

After all, their business would not exist 

without their customers, but they – and 

the rest of their industry – seemed to have 

grown into a cadence of adversarial and 

antagonistic behaviour that it was difficult 

to get out of. 

Something had to change, but what? 

They seemed unable to break out of this 

funk, until one of them tentatively asked 

what they could specifically do. This article 

is a summary of the list I put together.

Acknowledge how they have benefitted 
your company, and how much you value 
their business. If you mention individuals, 
make sure that you get their permission 
first, but then also make copies for them to 
show others. Attach some nice photos of 
them if you can, frame them, and it makes 
it more real. 

Getting creative can also help your 
business stand out as unusual: for example, 
when customers sign a special wall on the 
opening night of a new restaurant, they 
are saying, “I was there!” There is also 
another rarely used form of recognition: 
giving a special or selected customer access 
to senior executives in the company, or 
information that would not normally be 
shared. A variation of this is to allow your 
best customers to become part of a special 
exclusive club, and invite them into “the 
inner circle”. 

I’ve even seen some examples where the 
recognition transcends something special 
for the actual customer when a donation 
is made to a charity or fund, or a tree is 
planted in the customer’s name. And in one 
company they named all of the meeting 
rooms after individual customers who had 
made a contribution to their success – with 
a proper unveiling ceremony for the sign 
outside.
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DELIGHT YOUR CUSTOMERS 
By Aki Kalliatakis

Gratitude 
is an Attitude
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3. Appreciative gifts and bonuses
Items and actions that reward customers for being loyal are 

also wonderful – but they cannot be manipulative or be used 

as a marketing strategy just to garner more business. (“Loyalty 

programmes” are very expensive to set up and maintain, are open 

to fraud, create more problems and headaches for the business, 

will soon be taxed thereby removing the incentive and pleasure 

for your customers, and, if they work for you, will soon be imitated 

by your rivals.) What I’m describing here are thoughtful little gifts, 

(quality books and practical hints in the form of wall posters, 

videos, or similar, stress balls, fridge magnets, exclusive little glass 

or porcelain items, collectible gifts, a small food item or a coffee 

set, something nice for their families, first-aid or “survival” kits, 

braai lighters, tickets for special events, not just sports but also 

concerts and shows, and so on) and free add-ons, (like a free cup 

of coffee, dessert, or a coupon or card, an automatic discount or 

cash rebate after a certain value of purchases, a free car wash or air 

freshener, an extra pair of laces with school shoes, or a personalised 

embossed product with their name or logo on it.) All customers 

can benefit from after-sales service, assistance and support. I have 

even seen rewards where certain companies allow their customers 

to participate in the bulk-buying discounts that they get from their 

suppliers. Some companies will even send food, flowers and other 

gifts to customers’ homes and offices. Don’t forget to include a 

small note telling them that they are special and appreciated, and 

that this is a small token of your gratitude for their loyalty. 

4. Personal gratitude
This might seem like an unnoticeable gesture to you, but many 

other businesses fail to use the approach so it gives your company 

personality and uniqueness. It’s also a good idea to ask them what 

else your business can do to make their experiences better, because, 

after all, isn’t the ultimate form of respect listening to someone 

else’s opinion? Personal calls and even visits to just say thank you, 

invitations to coffee or high tea in a special venue or a party, and 

similar gratitude can be very powerful.

Saying a heartfelt “thank you” in today’s cynical world may seem 

trite and old-fashioned – but it works. In this article we have shared 

just a handful of examples of what you can do. There are probably 

hundreds more ideas that can make your business stand out as 

different and unique.

Do something, do anything, but please,  

don’t do nothing. 

DURBAN
Tel: +27 (31) 709 2670

PORT ELIZABETH
Tel: +27 (41) 486 2538

JOHANNESBURG
Tel: +27 (11) 483 8541

HEAD OFFICE - CAPE TOWN
Tel: +27 (21) 937 7123  •  email: ctsales@capegate.co.za
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With over eighty years of experience, Cape Gate is the  
recognised market leader of South Africa in the steel 
wire industry.

We manufacture a wide range of quality shopping 
trolleys and carts that meet the particular requirements 
of wholesalers and retailers throughout Africa.

With sizes ranging from 85 litre to 235 litre capacity 
we fulfill the needs of the largest cash and carry as well 
as the smallest supermarket.

Quality Trolleys for
RETAIL AND WHOLESALE

100% SOUTH 
AFRICAN

QUALITY WIRE PRODUCTS 
SINCE 1929

Shopping Trolleys 
180L & 210L

160L Duplex Shopper

85L Galaxy

Flexi-Shopper & 
Flexi-Shopper Deluxe

Mini-Shopper

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



can eat your zucchini “pasta” with any 
sauce of your choice. Thin slices of zucchini 
can also replace the noodles to make a 
low-carb or carb-free veggie lasagna. 

Stuff them. The shape of a zucchini is 
perfect for making edible boats. Just slice 
off the center piece of one side of the 
zucchini and carefully scoop out the flesh 
to make a boat. Then stuff the boat with 
whatever veggies and grains you have 
available.

Stir and fry them. Since zucchini are so 
light, they really soak up flavour. A simple 
yet delicious way to enjoy zucchini is to cut 
them into cubes or coins and saute them in 
a little olive oil with some herbs and spices. 
Zucchini strips are also perfect for stir-
fries – just chop and cook them up with 
whatever veggies are headed for your wok.

Stew them. Another way to cook zucchini 
is to stew them. Zucchini may be light, but 
they are not fragile and will hold up under 
longer cooking times. 

Fry them. Frying is another way to infuse 
flavor into zucchini. Who wouldn’t love a 
big plate of fried zucchini sticks that you 
can dip into a sauce? Or zucchini latkes or 
fritters? The options are endless.

Grill them. Cut the zucchini length-wise 
into quarter-inch thick slices. Brush both 
sides with olive oil and season. Grill until 
tender, turning once half-way through. 
Zucchini are also a great veggie to add to 
sosaties.

Bake them. Zucchini has an extremely 
high water content, and adding shredded 
zucchini to batters adds moisture. That 
means you can use less or even no oil to 
make cakes and muffins. 

Burger bonanza
If it comes to fast food, a good burger 

is very close to the top of the list of 

favourites. 

And Burger Day on 27 August is the time 

for you to show your customers what you 

can do with the regular old burger. 

And don’t forget the chicken burger, the 

ostrich burger and the veggie burger!

And the possibilities for toppings are 

endless. Why don’t you try:

■ Mozzarella cheese and grilled 

mushrooms; 

■ Avocado, Swiss cheese and sprouts;

■ Bacon, sour cream, cheddar cheese and 

chives;

■ Guacamole and red onion;

■ Bacon, lettuce, and tomato;

■ Garlic aioli and caramelised onions;

■ Wasabi mayo and avocado;

■ Grilled onions and mushrooms, and 

cheddar cheese;

■ Chilli and cheddar cheese; or

■ Fried egg and bacon

Or experiment a bit. What can possibly go 

wrong?

Ways with zucchini
Zucchini has a mild flavor and that means 

it goes well with everything. Here are just a 

few ways with zucchini that will have your 

customers begging for more.

Don’t eat pasta? No problem! With  

a julienne peeler, you can quickly turn 

a zucchini into a pile of thin spaghetti-

shaped strands. A regular peeler will give 

you wide shapes similar to pappardelle. You

Saying no to salt
More-herbs-less-salt day reminds us of the 

dangers of too much salt and we are also 

encouraged to try creative ways to replace 

salt in our diets.

There are a myriad herbs that we can use 

that will make food a lot more exciting and 

also healthier to eat. For instance:

■ Dill (potatoes, tomatoes, fish and green 

beans);

■ Oregano (tomatoes, chicken and green 

beans);

■ Rosemary (lamb, chicken, potatoes);

■ Sage (beef and potatoes);

■ Marjoram (soups, peas and summer 

squash);

■ Thyme (beef, chicken, potatoes);

■ Cinnamon or nutmeg (soups, squash, 

carrots);

■ Cloves (fruit, beef); and

■ Curry powder or cumin (corn, tomatoes, 

fish).

Try it. You will not regret it.
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ON PROMOTION

Women’s Health Month
4 AUGUST 
International Beer Day
8 AUGUST 
Zucchini Day
9 AUGUST 
Rice Pudding Day
Public Holiday: National Women’s Day
19 AUGUST 
Potato Day
19 AUGUST
Hot & Spicy Food Day
27 August 
Burger Day
29 AUGUST 
More Herbs, Less Salt Day
Lemon Juice Day

AUGUST 2017  
PROMOTIONAL 

CALENDAR
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When we think about ordering, receiving 

and storeroom activities, more or less all of 

those procedures advise us to ask ourselves 

questions such as:

WHO is ordering; WHO is receiving; 

WHO is capturing the invoice (GRV/

goods receiving voucher); and WHO is 

merchandising or in charge of storeroom? 

DO we have a delivery schedule by week, 

day and time of the day? ARE deliveries 

received on time? DO we have receiving 

area? Is the receiving area secure? ARE all 

deliveries properly checked and counted 

correctly? (e.g. one case of shampoo 

was counted and received but later it 

was discovered that 250ml bottles were 

delivered instead of 500ml – an employee 

doing GRV discovered it).

ARE all sealed boxes opened and 
counted? From 10 boxes of pies, did we 

take at least two boxes randomly and 

count the content and check the quality 

of the product? (e.g. in our experience we 

often find 29 pies instead of 36; or maybe 

36 pies, but nine of them are damaged, 

etc).

HOW many people sign on invoices or 

other forms that the delivery was in order? 

IS there any delay in the invoice being 

captured in a GRV?

Is the “golden rule” being applied:

Within any retail operation, product has 

to be ordered, transported, received, 

displayed and sold.

The potential for fraud during this 

continuous process increases as, for 

whatever reason, we increase phases and 

interphases to our retail operations (e.g. 

adding additional transfers of goods or 

additional storage).

Operational risk identification, risk 

assessments and finding risk management 

solutions are basics to ensuring retail 

business success.

The problem is that many risk 

assessments ignore fraud as an 

operational issue. Most of the time, 

management discusses threats outside 

of their organisation (suppliers, customer 

shoplifting, etc.). Many retail owners avoid 

discussing this with their own staff, as 

they want to get their people together in 

a positive working environment to tackle 

threats. Silence is the usual response when 

deceit, corruption or any other usually 

“inside” criminal activity is thrown into 

debate. It is almost like you hosting a 

dinner and then asking your guests to 

suggest preventative measures so that they 

will not steal your silver cutlery.

One vital preventative measure during 

receiving and storeroom activities is 

to not allow employee to cross over in 

their job functions. However, a system 

of accountability should be established 

throughout the organisation.

One other proven preventative measure 

is “forced leave/vacation”. Have a policy in 

place that requires the manager, supervisor 

or any controller, to take a continuous one 

or two weeks off. Do it randomly, once 

or twice annually. This process usually 

lets whatever “house of cards” built by 

dishonest employees to fall down during 

their absence.

We can make a basic list of what is to 

be done in those risk areas, but we do 

not want to go into detail for the simple 

reason that we want you to perceive 

shrinkage control as way of thinking and 

to understand that a result cannot be 

achieved only trough the implementation 

of certain “what to do” lists. Our objective 

is to develop and absorb an analytic and 

preventative mentality that can bring 

about the best proactive activities within 

your organisation. 

Nothing on display/shelves if GRV is not 

completed”?

DO you spot-check on already received 

goods? WHO, and how accurately, counted 

returns? ARE we checking returns, waste 

and damaged stock on a daily basis? WHO 

writes claims on wrong deliveries? Is the 

claim book regularly reconciled with credit 

notes? WHAT is and HOW secure is your 

system on empty bottles? (In one case, 

the owner demanded that, after packing 

the stock in the fridge, the supplier must 

flatten the boxes before taking them out of 

the store. After we did regular stock-takes 

and always being short on this article, we 

found out that the supplier repacked half 

boxes with newspapers and resealed them. 

Obviously, after packing such a “half box” 

in the fridge, it was easy to flatten the 

boxes!)
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LOSS CONTROL By Dushan Janjic

Controlling shrinkage  
in receiving and storage
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What to ask yourself when it comes  
to the storeroom
WHAT kind of storeroom is it (main or smaller helping 

storeroom)? WHAT purpose does it serve (e.g. frozen products, 

short life-items, etc.)? IS the storeroom organised in a way that 

is effective and easy to use by staff? IS the storeroom neat and 

tidy? (e.g. in a storeroom that is packed neatly it is easier to 

notice if something is out of order). IS a system of stock rotation 

implemented? WHERE is the place for expired stock or stock to be 

returned? IS damaged stock separated from “healthy” stock?

WHO is the person in charge of the storeroom? IS the 

storeroom open all the time or is it locked and only open when 

needed by an authorised person? ARE suppliers’ reps allowed 

to go to the storeroom on their own? When was the last time 

you changed the storeroom lock? ARE cases and boxes that are 

supposed to be sealed still sealed? WHO checks the rubbish before 

leaving the storeroom?(Here clear plastic bags should be used, as 

we found some frozen pies in an outside dustbin still in very good 

condition and good for use).

We have just mentioned some of issues to observe in our 

operation. You have to bear in mind that no one can give you one 

super magic universal “What to do” formula. We can only give you 

some basic ideas on these topics, but it is most important to repeat 

the prevention mantra one more time: know your organisation and 

employees – and share information.

In closing, I would like you to think in terms of my last article in 

the April edition of the magazine and analyse how a concentration 

of functions can damage your organisation on this specific risk 

point of receiving and storage. I suggest that you always think in 

terms of concentration of functions in each phase of your business, 

as this will lead you very close to genuine and real possibilities 

of threats and help you to outsmart negative forces in your 

organisation.

Just to remind you, if a retail organisation is smaller, the 

concentration of functions is higher – and vice versa.

Try to imagine what could happened to your organisation if the 

employee in charge of the storeroom also controls receiving (GRV) 

as well as does pay-outs to suppliers – or he is a good relationship 

with the person who performs those functions…

The level of concentration of functions is very interesting from a 

point of identifying possible crime activities. Merely the existence 

of a concentration of functions is a serious indicator that an attack 

on your business is in process!

Janjic’s business, Investigation Practice International, supplies retail shrinkage 
control services and he can be contacted on 083 4474 223 or ipid@iafrica.com
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Food-to-go departments in super-

markets are increasingly contributing 

positively to the bottomline of the 

business and opportunities for growth in 

this area are plently.

However, it is important for supermarket 

owners and managers to be in touch with 

the needs of their customers and to give 

them what they want.

According to Remco Bol, managing 

director of Unilever Food Solutions South 

Africa, one of the trends in the food 

industry all over the world is the dramatic 

increase in the importance of social 

media to the industry, which has had both 

positive and negative consequences. 

The negative impact can be seen in the 

tremendous fallout experienced by Spur 

and KFC recently. In the case of Spur, an 

isolated incident in one store sparked such 

outrage that the entire group has suffered. 

KFC experienced a similar consequence as 

a result of an incident involving an issue of 

quality, which was filmed and subsequently 

went viral. 

On the upside of the digital age we 

find ourselves in, we find examples like 

TripAdvisor where, if you deliver quality and 

good customer service you’ll be rewarded. 

Consumers today will generally base their 

buying decisions on other people’s reviews. 

Unilever’s recent Hellmann’s Burger 

Route campaign used social media to drive 

people to burger restaurants that serve 

Hellmann’s, and we saw excellent results. 

Social media will become increasingly 

important in the future, and it’s more vital 

than ever to focus on quality and customer 

service. Businesses can no longer afford to 

have a bad day. 

“Another significant trend is the 

global shift towards healthier eating. 

One of the biggest requirements for 

food manufacturers is in the reduction 

of sodium in products. The challenge 

we give our Research & Development 

team is to reduce salt, but without 

negatively impacting on the flavour. I’m 

always surprised at what they are able to 

achieve, usually by changing a part of the 

manufacturing process or by using other 

natural ingredients that can also deliver the 

flavour, so that ultimately the consumer 

doesn’t taste the difference,” he says.

The next big trend is the drive to reduce 

sugar in products.

“We believe that reducing sugar will 

have an even bigger impact on consumers’ 

health than reducing salt. I encourage 

everyone to watch That Sugar Movie, 

a documentary by an Australian who 

consumes the same amount of sugar eaten 

by the average Australian in 30 days and 

then measures the impact on his health. 

Once you’ve seen the movie you think 

twice about eating sugar. 

“Globally we are seeing an enormous 

increase in environmental consciousness, 

sustainability and awareness of the need 

to increase your intake of vegetables, as 

evidenced in the ‘Meat Free Monday’ drive 

and other healthy eating campaigns. 

“Our ultimate aim is to provide operators 

with solutions that will make their lives 

easy and convenient. We understand the 

challenges they face, such as training 

and high staff turnover, and our solutions 

are aimed at helping them to grow their 

business. At Unilever Food Solutions, we 
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FOOD SERvICE & DELI
▲

The ongoing revolution  
in the HMR department

Remco Bol, MD of Unilever Food Solutions 
South Africa

Three tips for  
dynamic deli sales

Develop a signature programme 
Develop a specific menu that you can 

become famous for. Once you have 

done that, make sure that all your 

customers know about it through an 

aggressive marketing campaign that 

includes in-store signage, marketing.

Combine value portion-size options, 

efficiency and competitive pricing, and 

you have a winner.

Keep your merchandising as fresh 
and abundant throughout the day
Too many deli managers under-produce 

or under-merchandise after lunchtime. 

By doing this you miss out on customers 

looking for something to take home 

for dinner after work. Make sure that 

you offer fresh and innovative dinner 

options.

Accommodate the special diets  
of your customers 
If organic items are very popular in your 

store, be sure to include organic dishes 

in your food-service offerings. Also 

consider meal options for vegetarian, 

vegan, raw, wheat-free or low-sodium 

diets.

are chefs supporting chefs, and our goal is 

to free chefs to love what they do, which is 

exciting their customers,” Bol says.





petrol forecourts, to target the on-the-go 

shopper. 

“Other operators, such as Leon and 

Tortilla, are also opening stores outside 

London for the first time, to meet growing 

appetite for food-to-go outside the 

capital.”

3. An increased focus on 
“alternative missions”
“By ‘alternative missions’, we mean food-

to-go occasions beyond the classic options 

of coffee or lunch. Although many retailers 

and specialists are focusing their efforts on 

breakfast, this is a relatively small market 

and spend per trip can be quite modest. 

We’re therefore expecting to see a broader 

focus on alternative missions at different 

times of day – some of this might be for 

evening meals, but there may also be 

opportunities at other times of day, for 

With food-to-go taking a bigger 

bite of grocery markets around the 

world, Gavin Rothwell, senior retail 

insight manager at grocery research 

organisation IGD, identifies the top five 

trends he believes will shape this sector 

in the future.

1. The rise and rise of  
health and wellness
Gavin Rothwell said: “Shoppers are 

increasingly aware of health and wellness, 

and food-to-go operators are expanding 

the variety of flavours and products 

available to meet this demand. Foods that 

support active lifestyles and tick the box 

for dietary needs are performing well, 

while wearable technology and apps are 

helping shoppers to better understand the 

nutritional and calorific value of what they 

consume. 

“UK food-to-go shoppers are especially 

interested in products that suit particular 

diets, with 34% looking for a larger range 

of vegetarian products, 25% more dairy-

free products and 23% seeking more vegan 

or gluten-free options.”

2. Targeting new locations
“Many food-to-go specialists are now 

expanding to reach new types of shopper. 

For example, both Tossed and Pret are 

now present in motorway services, while 

Subway and Greggs are expanding across 

example a post-work snack or post-gym 

energy boost.

“Snacking provides a great opportunity 

for food-to-go operators. Almost half 

(45%) of UK adults have bought a snack 

on-the-go in the last month, so the size of 

the prize is huge.”

4. Further integration of 
technology
“Almost all shoppers (92%) think speed 

and efficiency of service is an important 

driver of deciding where to shop for food 

and drink, so we expect technology to 

play an even bigger role in food-to-go in 

the future. Outlets such as San Francisco’s 

Eatsa and London’s Inamo have completely 

transferred customers’ entire ordering 

experience to in-store tablets, and last year 

Starbucks introduced a remote ordering 

app – a technology we also expect to really 

grow in popularity. US salad specialist 

Sweetgreen is going one step further, 

converting most of its stores to be cashless.

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

looking at how they can better cater for 

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

Whole Foods Market and Wegmans in the 

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

However, other super and hypermarket 

retailers, such as Carrefour with its Bon 

App shop-in-shop format, are also focusing 

more on this area.

“For smaller retail formats, Irish retailers 

are setting a great example in this field. 

For example, Musgrave’s Centra has been 

extremely progressive in how it delivers a 

compelling food-to-go offer, a convenience 

store and an enticing eat-in area in one 

single space. We expect more of this 

to follow in 2017 and beyond, as more 

retailers look to capture a share of the 

growing food-to-go opportunity.”

12
SUPERMARKET & RETAILER, JUNE 2017

FOOD SERvICE & DELI ▲

IGD reveals top five  
food-to-go trends



At the same time retailers also realise 

how important it is to have an attractive, 

well-designed store where customers will 

feel welcome. Many retailers think security 

measures will discourage customers from 

entering a shop.

Hannes Venter, managing director of 

Gunnebo, says he thinks the opposite is 

true. Security measures make customers 

feel safe, especially against the background 

of recent terror threats against our country.

Security features, such as scanning 

devices, metal detectors and access/entry 

control are increasingly seen in countries 

where terror attacks have taken place. 

France is an example of this.

Retailers often wait until something 

happens before they invest in proper 

security.

Venter uses the terror attack on the 

Westgate shopping centre in Nairobi 

in 2013 as an example. After the terror 

attack, in which 67 people died and 175 

were injured, the mall has installed x-ray 

machines, explosive detectors and bullet-

proof guard towers. “We often need an 

attack such as this before we realise how 

important security is – for customers as 

well as for employees,” he says.

To control access to your store is 

probably the most important aspect of 

security.

Access-control technology (not entry 

control where people are stopped from 

entering the premises) can be used to 

record how many people enter and exit 

the store, to see what they are carrying 

and to recognise certain people through 

facial-recognition software. Through 

this technology you can ensure that the 

number of people who entered the store 

also leave at the end of the day. In Nairobi, 

some centres issue customers with loyalty 

cards that they use to access certain stores. 

Customers are possible not aware of the 

fact that this is a form of access control.

“In South Africa we have not yet gone 

this far. We are vey comfortable,” Venter 

says.

Entry control can be integrated with 

other systems and can be used to stop 

shoplifting. When technology takes over 

this function, security personnel can look at 

other aspects of security like possible terror 

attacks.

It is always best to have separate doors 

for entry and exit, as it is easier to control.
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Spar’s supermarket in Budapest’s upscale MOM Park pushes design boundries with an interesting and out-of-the-ordinary look.

STORE DESIGN
▲

Design ideas to keep you ahead of the pack

Beautiful design  
that also works

Security has become a major issue in supermarkets around the world. It is no longer 

just about shoplifters and staff helping themselves, it is also about possible attacks 

by terror groups.
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Security in the back  
of the store:
Security in the back of the store where 

goods are received and stored is extremely 

important, because a store can lose a lot 

of money as a result of goods disappearing 

through the back door. Venter says bulk 

stock allows for bulk theft.

The approach to security in the back of 

the store is completely different to what is 

being done in the front of the store.

“Security in the back of the store should 

be strong and aggressive. It should not be 

aesthetical, it should look like security,” he 

says. CCTV cameras should be monitored 

aggressively and actively and intelligent 

software can be used to monitor and 

analyse footage. 

The back of the store as well as the yard 

outside the store should be clean, well-lit 

and well-maintained to make sure that 

there is no space for criminals to hide.

Trucks should link to loading bays to 

avoid hijackings of trucks or stock – use 

roller doors or transfer shoots.

Alarms should be visible and there should 

be physical entry control.

Venter says retailers often neglect 

goods receiving/dispatch area, but it is a 

very vulnerable area. During the Westgate 

shopping-centre attack some terrorists 

entered through dispatch area.

Security and design
It is important to consider security aspects 

when the design of a new store is being

Queue systems | Checkout merchandisers | Cut flower and plant stands | Chip display stands 

Bread display stands | Magazine and newspaper stands | Egg and pasta display stands | Impulse stands 

Cross merchandising stands | Side stacks | Bulk merchandising and dump displays  | Cold room shelves  | POP display stands 

STORE DESIGN ▲

It is possible to have good design as well as good security. 

Security in the back of the store should be strong and aggressive.  
It should not be aesthetical and should look like security.



done, even if you are not immediately 

installing all the features. The store should 

be designed in such a way it will be easy 

to retrofit security features once you are 

ready to make the investment.

To design the front-end of the store 

is always more difficult. You need to get 

the flow right so that you can control the 

movement of people, even if they do not 

realise it. South African retailers do not 

always do this very well, but is does make 

the store more secure.

 “When a store is designed, there is 

not enough co-operation between the 

aesthetic and the practical when it comes 

to security. Retailers do not think about 

security when they design stores. They 

want everything to be clean and open. But 

you can have both – good design and good 

security,” Venter says.

Airports are good examples of security 

that can look aesthetically pleasing. Initially 

airports were targets of terror attacks, but 

now their security is up to scratch and 

terrorists look for softer targets – shopping 

centres.

He identifies three steps that are 

important for a store interested in 

implementing proper security:

■ Get buy-in from top management for 

the investment

■ Draw up a proper security strategy

■ Prioritise your needs

With security you get what you pay for. 

Good quality is expensive, but worth it for 

retailers serious about safety.

These days, most security features can be 

customised to fit in with the design of

the store, and most security features are 

available in a range of finishes.

 “South African retailers should be pro-

active and invest in security before and 

event takes place. Whoever invests first will 

be the best off. If terrorists/robbers have to 

choose between a store with good security 

and a store with bad security, they will 

choose the one with bad security,” Venter 

says.
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Faradays Electrical offer a professional and technically 
sound installation with a complete after sales service.
Our 24-hour, 7-day-a-week operation provides a quick response 
to system failure and breakdowns. It is our commitment to 
minimise disruption to our clients’ operations and therefore get 
the systems up and running within the shortest time possible.

OUR SERVICES INCLUDE

0861 106 226
www.faradays.co.za

CONTRACTING & 
MAINTENANCE REPAIRS INSTALLATIONS

INFRARED 
SCANNINGDATA CAbLING

UPS INSTALLATIONS  
& SERVICING

GENERATOR SUPPLY  
& SERVICEQUEUE SYSTEMS

Controlling access to your store is probably the most important aspect of security.

A good shopfitter will be able to re-use your 
existing built-in units and shelving.

▲



interiors looking good without breaking 

your budget? Here are Creative Shop’s top-

ten tips for cost-effective retail design

1. Incorporate energy-saving 
lighting solutions
Lighting is a very important consideration 

in any retail design. It is also one of the 

most expensive design elements. You can 

save in the long term by investing in eco-

friendly, low-energy lighting alternatives,

Ten cost 
effective ways 
to revamp your 
retail store on  
a tight budget
By Brandon Williams

Retail stores need to be revamped every 

three to five years. 

Here’s why: Firstly, retail outlets are high-

traffic areas. Fixtures and fittings incur wear 

and tear. Joinery gets damaged, paint chips, 

flooring cracks. It is important to keep 

up maintenance and to repair or replace 

damaged shop fittings to keep your store 

looking good for your customers.

Secondly, customers are fickle. Market 

trends move fast. If you want to keep up 

with your competitors, you need to keep 

up with the current retail design trends. 

Most retail-marketing professionals 

recommend a full brand overhaul at least 

every five years.

However, shopfitting is expensive. So 

what can you do to keep your retail 

such as LED strip lights – which are great 

for shelf features – and energy-efficient 

bulbs for all your down-lights. A good retail 

and lighting designer will be able to help 

you draw up a cost- and energy-efficient 

lighting plan to cut down on your power 

bill as electricity costs continue to soar.

2. Reuse your existing shelving
Just because you are re-vamping shop, does 

not need to mean you have to start from 
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STORE DESIGN ▲
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

Spar’s supermarket in Budapest’s upscale MOM Park uses lighting to create atmosphere.

▲





scratch. A good shopfitter will be able to 
re-use most of your existing built-in units 
and shelving. It is amazing what a coat of 
paint, some sanding and a little vision can 
achieve. Anything you can save on joinery 
is a great idea, since carpentry is one of the 
most expensive items in any shopfitting 
project.

3. Shop around for  
second hand racking
Metal racking is expensive. On the other 
hand, metal lasts almost forever. A good 
boilermaker can cut and weld old steelwork 
into the racking you need for a small 
outlay. Lots of retail racking and shelving 
ends up being sold for a song at auctions 
when retailers go out of business. So, shop 
around and try scoop up the metalwork 
you need second hand, then get your 
shopfitters to re-work it for your needs.

4. Modular display units
It is a very smart idea to commission 
modular or mobile display units and 
shelving for your shop. You want to look 
for shelving that can be re-configured 
into different display set-ups and units on 
caster wheels for easy movement around 
your store. This way it is quick and easy 
to “re-design” your store frequently and 
keep your interior fresh and interesting 
for your customers at no extra cost. A 
good shopfitting factory will be able to 
design and manufacture custom module 
and mobile fittings to suit your unique 
requirements.

5. Consider cardboard 
If your budget is really tight, you may 

want to consider corrugated cardboard 

shopfittings. New-generation cardboard 

shopfittings are fairly durable – although 

nowhere near as durable as traditional 

joinery – and will last a season or two if 

they are looked after well. They are light, 

easy to move, highly customisable and can 

be printed, painted or left raw depending 

on your shop aesthetic. They are a great 

option for eye-catching seasonal or 

temporary displays – a fast, cheap way to 

give your retail interior a boost.

6. Save on shrinkage
If you want to save money, one of the 

best investments you can make is in shop 

security. Consult a specialist retail-space 

planner or security company to check 

that your store layout makes shoplifting 

as difficult as possible for thieves. Simply 

placing your checkout counters in a place 

where your tellers can see your whole store 

and installing prominent, visible security 

mirrors and cameras can save you a fortune 

in shrinkage. 

7. Optimise your space plan
A good space plan does not have to cost 

a cent more than a bad space plan, but it 

can make the world of difference to your 

sales. A good space plan pulls feet into your 

store and cash into your tills. For example, 

a correctly positioned snake or impulse 

aisle is proven to boost retail sales by seven 

percent. This is why choosing a good retail 
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Call Amotz Golan on  
082-552 0763 or 011-728 3947

Amotz will help you select the right 
machines, packs and liddable films 

that complete the finished packs

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

Imagine, for example, extending 
the life of meat packed in-store 

up to 15 days.You’ll cut the costs 
of repackaging or repurposing 

product approaching expiry date. 
You’ll also be able to build up 

packed stock ahead of holiday 
trading periods.

Extend the shelf life 
of your meat, HMR 
and fresh produce 

with a complete gas 
flush semi-automatic 
packaging system in 
your store, starting 

from less than 
R150 000

The wide aisles and low gondolas in the fruit and veg department of Spar’s supermarket in 
Budapest’s upscale MOM Park provides a comfortable shop and a great vista of the store.



designer with experience in retail layouts – 
not just aesthetic interiors – is an essential 
cost-saving strategy for any retailer. A 
good retail design will maximise your floor 
space, improve your customers’ shopping 
experience and increase your average 
basket size.

8. Go with a white  
shell scheme 
Any retailer with a limited budget should 
consider an all-white shell-scheme. A 
white interior makes any space look bigger 
and less cluttered. White never goes out 
of fashion, so your store will not “date” 
quickly – meaning you won’t need to 
revamp as often. What’s more, you can 
quickly, easily and cheaply update a white 
interior with pops of colour in point of 
sale displays, seasonal displays and other 
accessories. Another tip is to use tinted 
lighting to instantly “paint” your white 
shop in different colours.

9. Spend your money  
where it counts
Spend your money where it will give you 
the most bang for your buck –  
on a stunning feature wall or focal point.  
I recommend you invest a large chunk of

your budget in the best feature check-out 

counter point you can afford. This is the 

place where customers actually spend their 

money. Make sure you get a reputable 

shopfitter or carpenter to construct your 

check-out counter. Use solid durable 

materials and high-quality joinery – your 

customers will get closer to this piece of 

shopfitting than any other element in your 

store, so make sure the finishing match up 

to your brand standards.

10. Use a reputable contractor
Lastly, and most importantly, if you want 

to save money on your shopfitting, make 

sure you choose a reputable contractor. 

All too often, the contractor that comes in 

with the cheapest quote turns out to be 

either incompetent or irresponsible. Don’t 

get caught by a fly-by-night operator. It is 

a lot more expensive to re-do work or to 

find someone that has run off with your 

deposit without ever doing the work. Make 

sure you do your homework before you 

choose any contractor. Check references. 

Look at portfolios. Go with the best value, 

not simply the best price. Also, try to find a 

turnkey operator who can take care of your 

project from design phase, right through 

to manufacture, installation and project 

management. If you use a designer who 

sub-contracts the work out to trades, you 

will end up paying unnecessary middle-

man management fees.

Brandon Williams is the director of the Creative Shop 
Group, comprising of Backline Retail Interiors and 
Creative Shop Retail Shopfitting. 
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Lighting is important, but also expensive. 
You can save in the long term by investing in 
energy-efficient lighting solutions.

▲
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Multiplex system providing cooling for  
the medium temperature applications.

62kw heat pump with 2 x 1600 litre boilers 
using the refrigeration plant to heat the water.

CO2 sub-critical cascade system for  
all low temperature applications.

How fast growing Fleisherei biltong and butchery group is 
driving down its energy costs with Matador’s refrigeration 

expertise and professional serviceOver time, 
Fleisherei has 
expanded into 
a continuously 

growing group of 
specialist Biltong/Deli 

meat outlets and a central processing 
plant. Three years ago the old processing 
plant hit its ceiling capacity. This set 
them on the path to design and build  
a new head office processing plant along 
with a retail shop and a Bistro type 
restaurant.

Johan Jonker says refrigeration plays an 
absolutely critical role in their operations. 
As a major cost factor it received critical 
attention in their planning and set them on 
a thorough selection and vetting process 
to find a reliable, high end refrigeration 
contractor who would squeeze the 
maximum efficiency from the refrigeration 
plant for them while providing a reliable 
service.

The new facility has a total staff 
complement exceeding 200 members 
and requires around three times more 
refrigeration capacity than the previous 
processing facility. Now running for over 
a year, it is still a work in progress. The 
Phase 1 installation energy saving is much 
better than anticipated. Johan estimates 
that compared to his old plant his relative 
saving per kW of cooling is at least in the 
order of 50 – 60%.

On this journey to energy efficiency one 
of the first things that Matador director 
Grant Ford did was to persuade Johan to 
go for an R134a/CO2 sub critical cascade 
multiplex system for their medium and low 
temperature requirements. While initially 
sceptic, Johan saw that despite the higher 
plant cost, the energy savings using CO2 
in low temperature applications would be 
dramatic and worthwhile with COP’s in 
excess of 4.

Matador with over 60 CO2 cascade 
plants installed under their belt was in 
a good position to guide them in their 
choice. Grant Ford notes that CO2 is the 
future of refrigeration. While the maximum 
Global Warming Potential (GWP) index for 
refrigerants is constantly under scrutiny 
with a worldwide drive to achieve the 
lowest possible figures, CO2 and other 
natural refrigerants are being looked at as  
a viable solution, CO2 having a GWP of 1.

By contrast, the medium temperature 
requirements are run off two multiplex 
systems using R134A refrigerant. This  
refrigerant was chosen due to a relatively  
lower GWP compared to other HFC 
refrigerants and has a “drop in” replace-
ment, XP10 that has an AR5 GWP of 573 
with a safety classification of A1. At the 
time the use of the cascade type system 
being preferred due to the severe higher 

ambient conditions experienced in South 
Africa.

The Co-efficient of Performance or COP 
on CO2 at 4.65 sold Johan Jonker on the 
system after his initial reluctance. The COP 
on R134A at just over 3, this can only be 
achieved with a special cooling technique 
which reduces power usage once the 
system has started.

The new plant has 724 kW of medium 
temperature and 105 kW low temperature 
refrigeration at maximum demand.

Extreme operating conditions
With refrigeration absolutely critical to 
their operation, even a couple of hours 
without refrigeration would result in severe 
losses. So great care was taken to accom-
mo date any adverse summer conditions 
in the design and a cooling capacity safety 
margin in case of extreme heat wave 
conditions was built into the plant.

Their average minimum amperage draw 
across the seasons and day and night over 
the first year of operation is just 242 amps 
and the average maximum was 493 amps. 
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The design supply connected requirement 
is 850 amps.

Whatever the ambient weather conditions,  
the plant is designed to run at maximum 
efficiency at all times. Matador achieved this  
by sizing the plant air-cooled condensers 
with adverse weather condi tions in mind. 
Grant Ford notes that the capital cost 
outlay is higher than usual, but the benefit 
of operating the system at lower high 
pressure conditions is a continuous energy 
saving mechanism throughout the year 
and “air is free” with very low main tenance 
costs. High pressure means high energy 
usage, so it pays to keep the system high 
side pressure as low as possible.

Sub cooling
To maximize energy savings, Matador 
developed its own software for each site 
that controls the way the sub-cooling 
operates, thus allowing maximum output 
efficiency with minimum input capacity.

This type of “thinking out the box” 
engineering keeps us ahead of the energy 
saving drive in the refrigeration industry. 

Multiplexes are the first choice for 
energy saving for any application and 
efficiency can then be further enhanced by 
clever engineering and design.

Energy savings beyond cooling
With Johan’s focus on energy saving, 
Matador was able to further reduce energy 
consumption with a number of heat 
exchangers installed on the refrigeration 
plant to supply hot water for 2 x 1600 litre 
boilers that have a 62 kW Heat Pump as 
backup energy during winter conditions. 
Water temperature average is between  
50 and 55 °C. The Heat Pump also assists 
in cooling the plant room. A condensate 
reclaim system was also installed to capture  
“Grey Water” used for toilet flushing.

Biltong Dryer
Fleisherei was founded on biltong and this 
remains a large and critical part of the 
business. Matador designed a system where 

hot water from the boilers is used to assist, 
in conjunction with refrigeration, to dry the 
air in the biltong making process.

Controls, alarms and service
For overall alarm, control and management 
of the refrigeration a Carel monitoring 
system was used to measure and record 
the performance of the plant for HACCP 
purposes. This gives both Johan and the 
Matador service team early warning of 
problems and includes SMS’s, e-mails and 
buzzer alarms.

Johan likes the fast response Matador 
provides attending to these alarms – he 
gets the alarms on his cell phone and says 
by the time he gets to the plant room the 
Matador guys are already working on the 
problem. 

All told, he says, Matador was the right 
choice to take the project forward. He is 
convinced he is recouping his investment. 
The new plant is three times the size of 
the old, but not the electricity bill. In fact, 
electricity as an expense is actually still 
going down in percentage terms as their 
volumes through the plant rise.

Looking back, Johan says they went 
through a tough vetting process for all 
their suppliers. On the whole project 
Matador stood out as the best contractor. 
The plant design was well done and saves 
them money. They were on time, made a 
quality installation with all the pipes neatly 
insulated. And he just likes the way they 
handled the project.

Grant says from Matador’s perspective 
for a successful business relationship, it 
is absolutely important that customers 
understand what is being offered to them 
and why. 

“There is a real passion at Matador that 
sets us aside from the rest.”

We at Matador Refrigeration would  
like to thank Johan, Nico and their team  
for allowing us the privilege of being part  
of this project and hope to be proud 
partners going further into the future  
with them.

More energy savvy 
ideas at Fleisherei

● All the concrete floors and walls have 

been insulated which Johan strongly 

believes saves them a lot of energy. 

And this helps them in maintaining 

the cold chain while moving product 

from one production room to 

another and into storage.

● They don’t switch off their air-

conditioning in the trading area 

to save electricity. Moisture in 

the air and higher ambient store 

conditions puts up energy use of the 

refrigeration plant by +-15%. 

● Solar: Their Solar system was 

installed by MBHE and saves them 

about 15% of their electricity usage 

but much more on cost because it 

comes in at prime time for electricity 

charges.

● As part of their energy cost saving 

drive Johan has had installed  

a 300 kW solar panel array on the 

roof which produces on average 

50,000 kW/h a month. This is 

about 15% of the total electricity 

requirement but a bigger percentage 

of their costs as it is produced across 

prime time for electricity costs. He 

notes that even on an overcast day 

solar is producing more electricity 

than they expected.

● All the lights are LED. Lights in the 

facility are switched off by the Carel 

system after production and certain 

areas have motion detectors to 

switch on lights only when necessary.

Matador Refrigeration (Pty) Ltd
33 Tsessebe Crescent,

Corporate Park South, Midrand

Telephone : (011) 314-2880
Fax : (011) 314-2881

E-mail: terri@matador.co.za

Website : www.matadorsa.com

responsible refrigeration

Part of the retail sales floor where personal and served assistance is offered.



Innovative racking provides an eye-catching focal point in the liquor 
department of Spar’s supermarket in Budapest’s upscale MOM Park.

STORE DESIGN ▲

Five top retail design trends 
to incorporate into your store 
design right now to stay ahead 
of the competition
Pastel colours: Pantone’s colour of the year for 2016 is the 

Pantone pair of Rose Quartz pink and Serenity blue. These 

soft pastel colours are popping up everywhere and look 

good in most interior styles.

Natural textures: Incorporate natural textures, such as 

natural grain wood, metals and stone into your store design.

Eco-friendly: The “green” trend is not going away any time 

soon. Shoppers love eco-friendly brands, so use recycled, 

upcycled and re-purposed elements in your retail design. 

And don’t forget to opt for energy-saving lighting.

Click and mortar: Ensure your retail brand transitions 

seamlessly into the online space. Make sure your website 

and your physical retail store designs match to give a 

seamless online-offline brand experience.

Shopper technology: Remember to incorporate any 

retail technology you want to take advantage of, 

such as promotional blue-tooth beacons, Near-field 

communication-payment technology and virtual-reality 

displays into your retail design right from the start to make 

sure it fits into your space plan.

+27 (0)21 180 4888 info@onedigitalmedia.com http://www.onedigitalmedia.com

ONE DIGITAL MEDIA

Services:

- Hardware

- Software

- Project Management

- Installations

- Content Creation

- Maintenance

- Analytics

DEPARTMENT SCREENS
Showcase your fresh, perishable 
and speciality sections with our 
innovative and modern solutions.

DIGITAL MENU BOARDS
Use our flexible Digital Menu Board 
system to upsell menu items for 
your grill, sushi or HMR.

LED SCREENS
Our immersive Indoor or Outdoor 
LED screens deliver your message
in an eye-catching way.



respondents say they or someone in their 

household have an allergy or intolerance 

to one or more foods. Dairy or lactose and 

shellfish allergies are the most common 

self-reported food allergies or intolerances, 

each cited by 12% of global respondents.

Regional dietary preferences: Dietary 

restrictions are higher than the average due 

to both cultural and religious customs in 

both Africa/Middle East and in Asia-Pacific. 

More than eight in 10 African/Middle 

Eastern respondents (84%) follow a special 

diet that limits their consumption of 

selected foods, with Halal being the most 

commonly cited diet (48%). Respondents 

in Asia-Pacific are also more likely than the 

global average to say they follow a special 

diet (72%) and most likely to adhere 

to a vegetarian diet (19% versus 14% 

globally). Nielsen retail sales data suggests 

that many North American and European 

consumers are cutting back on foods that 

are high in fat, sugar and sodium. Half 

of North American respondents say they 

follow a special diet, followed by 44% of 

European respondents.

Food as medicine: Seventy percent of 

global respondents said they actively make 

dietary choices to help prevent health 

conditions such as obesity, diabetes, high 

cholesterol or hypertension. According to 

the World Health Organization (WHO), 

chronic disease such as diabetes, cardio-

vascular disease and cancer are expected 

to account for 73% of deaths globally by 

2020, up from roughly 60% in 2001.
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Approximately two-thirds of the 

respondents (64%) in Nielsen’s new 

Global Health and Ingredient-Sentiment 

Survey said they follow a diet that limits 

or prohibits consumption of at least some 

foods or ingredients; response rates in 

Africa/Middle East (84%) and Asia-Pacific 

(72%) were higher than global average. 

Two-thirds of global consumers (68%) said 

they were willing to pay more for foods 

without undesirable ingredients.

“Consumers want to eat in ways that 

address real dietary concerns, but they 

can’t do it alone. They need help from 

food manufacturers to offer products 

formulated with an eye towards food 

sensitivities and other specialised diets, 

and they need help from retailers to stock 

shelves with a proper assortment of foods 

that cater to a wider variety of consumer 

needs,” said Andrew Mandzy, drector of 

strategic insights at Nielsen. “This is a 

significant opportunity for food retailers 

and manufacturers, but even within 

individual markets, health and wellness is 

not a one-size fits all approach. Retailers 

and manufacturers need to identify 

high-potential segments and the drivers 

of engagement for these consumers and, 

then tailor their messages and products 

accordingly.”

Key drivers of these eating 
trends include:
Food sensitivities on the rise: More  

than one-third (36%) of global survey 

HEALTH FOODS 

Feeding the need for health foods
Around the world, consumers are increasingly opting for specialised diets that 

address their desire to eat organic, low-fat, low-carb, or eliminate ingredients based 

on food sensitivities, allergies or personal convictions. 

vitamins and 
supplements sold in 
supermarkets
Most supermarket customers shop 

in the health and beauty section for 

toothpaste, toilet soap and possibly 

some hair and skin products, but buy 

their vitamins and supplements from 

the major chain pharmacies, as they 

cannot find an adequate range of 

products in the supermarket.

There are more than 100 suppliers in the 

regular vitamin trade and thus far, they 

have chosen to sell their products via 

pharmacies and health shops. The main 

reasons are:

■ Supermarket buyers avoid the 

slower-selling products in a vitamin 

range.

■ Many retailers have a very small 

vitamin range. In some cases, more 

expensive items are placed behind a 

counter with no resultant sales.

■ Food retailers do not offer any 

advisory services to their customers.

If you are considering entering this 

market, the answers are simple:

■ Walk the shelves of your nearest 

large pharmacy and jot down a list of 

vitamins and supplements.

■ Research the items on the internet 

and approach the manufacturers 

directly. 

■ Once a range is selected, open up 

the vitamin and supplement area on 

your shelves and create a marketing 

campaign about the new move.

■ Employ a person with knowledge 

of the product range, a pleasant 

disposition and with good selling 

skills.



does and is always looking at adding value 

in everything in his stores.

Having started in corporate banking and 

later in distribution, he found his niche 

in life when he took over a small Valhalla 

convenience store in 1998 and learnt the 

ropes very quickly. 

“The previous owner taught me  

some basic things about the business,  

but thereafter it was up to me, my team  

and SPAR to get to where I am today,” 

Coetzer says. 

Midstream is a relatively new development 

on previously open land and the total area 

will boast 7 000 middle to upper income 

families, as well as state of the art lifestyle 

retirement village, when completed. 

Currently, about 4 985 homes have been 

built so the growth potential of the retail 

trade in this area is very exciting.

The area boasts a top class private 

hospital, private schools, wide avenues, 

secure living and lots of open space for 

the residents and their children to enjoy. 

Activities for the residents include judo and 

karate clubs, a cricket academy, a bowling 

alley, a fly-fishing facility, a tennis school 

and lessons in ballet, engineering works, 

acting and advance maths.

Naturally, the shopping needs of not 

only the locals, but also for passing traffic 

and visitors, have been well catered for 

with a large shopping centre that has 

the necessary combination of stores and 

services. A new shopping centre is being 

planned for 2018 in the Midstream Ridge 

area.

The SPAR store
Gerhard Coetzer, owner of Valhalla and 

Littleton SuperSPAR, was the pioneer 

in Midstream and opened a middle-

sized store that has been recently been 

revamped into a SuperSPAR. In business 

since 1998, Coetzer is a master at what he 

Midstream SPAR – meeting the needs of an Estate

A wide inviting entrance welcomes customers without any obstructions.

It is not often that we see a new suburb/town/city emerge in South Africa, other than the informal settlements.  

An exception to this rule is the emergence of Midstream Estate, an upmarket area in Midrand, Gauteng, bordering on Centurion.

The total gross leasable area (GLA) of the 

store is 3 200m2, with 1 900m2 dedicated 

to the selling area.

Employing a total of 125 staff members, 

the store trades daily until 20:00 and is a 

very convenient destination for the local 

shoppers.

Having opened three stores, Coetzer has 

not only centralised his admin function 

under the leadership of a very capable 

financial manager, but has also developed  

a formula that certain stores with strengths

24
SUPERMARKET & RETAILER, JUNE 2017

STOREWATCH By Hippo Zourides

Near the entrance and before the fresh-produce section, customers have the choice  
of splurging on imported chocolates – very convenient for those in a hurry.



in, say, bakery or butchery or hot foods, 

become the central kitchen for the group 

and supply the other stores. This process 

has reduced the number of staff with 

expert knowledge at every store and the 

focus then is on selling and looking after 

the customers’ needs. 

Fresh produce will be the next 

department that will receive his attention – 

added-value products will be produced and 

packaged at one store and then fed to the 

balance of the group.

Next year, the group will be growing by 

another new addition in the new centre in 

Midstream Ridge.

The store was recognised in 2016 as 

the most improved and best store in the 

Northern region of the SPAR Guild.

Store philosophies
Coetzer and his management team and 

staff are very customer-centric. Everything 

revolves around the consumer no matter 

his/her social standing, age or spending 

capability.

Lots of personalised attention, with 

sincere customer service, ensures that the
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▲

Gerhard Coetzer with his “most-improved” and “best-store” awards for 2016.

Customers can relax at the Been Tree Express coffee counter while shopping.

List of services available at the cigarette kiosk.

The Bean Tree Express coffee shop also offers 
pre-packed coffee and creamers.

Fresh-produce department with loose-serve produce and refrigeration. The special counter dedicated to ready-to-eat cut fruit and vegetables  
is a great choice of freshness for the customers and a good profit department for the store.



clientele is less tempted to leave the Estate 

and shop at nearby competitor stores.

Gerhard teaches his staff to read the 

customer’s body language, look at their 

eyes as they scour the shelves and learn 

to approach them to enquire about their 

needs. The results are great customer 

service and retention.

“Electronic shelf labels have been a 

great investment” says Gerhard. “The 

price accuracy has increased dramatically 

and price changes are a breeze.” Knowing 

that increased sales are the mainstay of 

retailing, he focuses on increas ing the 

basket value at all times. However, he also 

spends his time address ing his expense 

base. Every expense line on his balance 

sheet is addressed on an ongoing basis and 

the quarterly stock takes assists him in 

controlling his shrinkage factor.

Novel ideas
Every Wednesday, an outsourced dietician 

walks the store accompanied by a 

maximum of eight customers and shows 

them the correct product ranges for the 

customers’ particular diet needs. Attention 

is also paid to specially cooked meals in the 

Gourmet Chef section of the store and the 

dietician explains aspects such as portion 

control and mixing various products to 

achieve various objectives.

Young people from local schools 

are often seen in the store doing cake 

decorations in the bakery and the store is 

fully involved in community work within 

the Estate.
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▲

Talking signs are dotted around the store, giving good advice to the shoppers.

A gourmet meat counter displays vacuum-packed meat away from the normal butchery counter.

An island of cabinets showcases the full bakery range of products.

The quality of beef stocked is made known  
to the shopper.
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The home-meal replacement section is well supported both at lunchtime and early evening.

Whether it is sushi or take-home meals, the shopper is spoilt for choice.

The wine selection in the store is limited to some fast sellers, and the Tops liquor store  
next door covers the field very well.

All side panels are well used to display high-
profit impulse products.

The odd column in the store has been well 
utilised with special fixtures that display 
goods on three sides.

This special wall is dedicated to promoting 
specific brands or cultivars.



The quality of beef stocked in the 

butchery is promoted via the use of special 

posters that explain to the customer the 

care taken to farm the beef. Lots of talking 

signs in the store keep communicating 

with the consumer about the benefits of 

shopping here.

Near the store entrance, customers who 

are looking for a quick gift, find not only 

a display of flowers and plants but also a 

good range of chocolate boxes. A gift-wrap 

section is also located nearby to complete 

the gifting suggestion.

It is good to see a beautiful fitted store 

serving the needs of an emerging market 

area that is certain to grown for many 

years to come.
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STOREWATCH ▲

The Tops liquor store is well stocked with a wide range of liquor, wines and beer.

Red wines are well displayed in a wooden rack displaying both standing as well as rested bottles.

A long refrigerated display ensures that no customer leaves the store empty-handed,  
be it a cool drink or water or a beer or wine bottle.

There are no air conditioning ducts wasted 
along the last aisles that accommodate both 
open and closed refrigeration displays – the 
temperature is cool enough!

The charcoal selling section has been tiled in 
black glossy tiles and there is no dirt showing.

Walk in back-fed fridges display a wide range 
of cool drinks, juices and water.



All gondola ends at both the front and the back of the store are 
dedicated to the current promotional activity.
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The pasta section gets a special treatment and stands out  
from the rest of the gondola runs.

This column display has been dedicated to a wide range of coffees.

A Health corner displays the store’s full range of health products  
in one place.

A gift wrapping section covers all the needs of the consumer  
and is located near the front of the store.

The snake queue is loaded with impulse lines and magazines are 
displayed on the outside to allow the customer space to browse.



Taking an online survey  54% agreed

Updating details online  34%

Social media activity  27%

Referring a friend to 20%

a programme

The two most popular non-transactional 

rewards, therefore, indicate a strong 

opportunity for brands to gather data 

from their loyalty members. Both online 

surveys and updating details online can 

provide invaluable information for brands 

about their customers and as such, the 

opportunity to better tailor their value 

proposition. 

By far the least popular non-

transactional interaction for consumers is 

referring friends to a programme. This fact 

implies that consumers are reluctant to 

potentially spam their friends or put their 

reputation on the line by sharing non-

relevant content in exchange for a reward. 

This indicates that brands should find other 

ways to drive word-of-mouth than directly 

asking existing members. 

One particular example could be social 

media, especially appealing to the younger 

market.

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.

Methodology
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.

Some of the findings
Traditional loyalty programmes reward 

members for transacting with your brand. 

However, over the years some brands take 

loyalty to the next level by incentivising 

members for taking other specific actions. 

Focusing on transactions alone means 

you are only capitalising on one of 

many touch points a customer has with 

your brand. Think of all the interactions 

customers have with you pre, during and 

post their visit to your store or website. 

Activities include updating their details 

in order to increase contactability and to 

reduce your email bounce rate. 

Not only do these actions enhance your 

overall customer value offering but they 

also allow you to drive greater consumer 

engagement. 

In the latest BrandMapp survey, 

respondents were asked to rate which non-

transactional activities they would do in 

exchange for loyalty benefits. 

When answering the question “Which 

non-transactional activities would you 

do in exchange for loyalty benefits?” the 

following answers were recorded:

Brands need to focus on 
technology and software 
that enable the ability 
to churn through large 

volumes of data, perform 
statistical analysis quickly 

and render inferences 
in a usable format for 

executives and marketing 
agents to make key 

strategic decisions that 
are quick to enable and to 

measure performance. 
Timing is key. 

The quicker you, as  
a provider, are able to 

respond to observed trends 
will differentiate you from 

your competitors.

Ferdi Maritz (Strategic 
Consultant at P:Cubed)
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Consumer loyalty behaviour in South Africa

This is the third 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.
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The younger market. 
Younger respondents are more willing to engage on social media.

Respondents aged 16–24 are: 5% points more likely to interact 

with a brand on social media than ages 25–34, which is 14% points 

more likely than respondents aged 35–49 and 27% points more 

likely than respondents aged 50+

This reflects a general trend of younger respondents to be more 

open to online interaction as a means to earn loyalty benefits. 

Respondents aged 16–34 were up to 10% points more likely than 

respondents aged 34+ to take an online survey to gain loyalty 

benefits.

Are South African brands capitalising  
on customer interactions?
Globally, this trend has emerged and gained traction over the past 

two years. More and more brands are realising that incentivising 

solely on a transactional basis is a one-way ticket to saying 

goodbye to real engagement. When conducting research on 

all the major loyalty programmes in South Africa across retail, 

financial services & travel, it was surprising to see how few of 

them offer incentivised or accelerated earn opportunities for ‘non-

transactional’ behaviours. However, when looking at retail and retail 

banking, they are few and far between.

As mentioned earlier, Discovery Vitality members earn additional 

Vitality points for being active. The Edcon Thank U programme 

however, offers all their Thank U account holders a once off, 

double points offer if you register for e-statements. This is seen 

globally as a way to not only reduce their carbon footprint, but 

also dramatically reduce cost of printing and postage of account 

statements.

On the other hand, in financial services, brands are using indirect-

transactional activities as an entry requirement or qualifying 

criteria to participate in their loyalty programmes. Thus, at the same 

time, ensuring specific business requirements are met. For example, 

FNB eBucks insist that members transact via specific channels 

such as online banking, cellphone banking (using USSD) banking 

or via the banking App at least once a month to qualify for eBucks 

at all. Although these activities require a transaction to take place, 

whether it be making a payment to a recipient or simply buying 

airtime or electricity, they are creating the requirement to engage 

via their online channels and be exposed to FNB related content 

in order to gain on-going access to their loyalty programme 

benefits. When looking at companies in South Africa such as FNB 

and Discovery, it is clear that they understand the importance of 

relevance and convenience to drive long-term engagement beyond 

the traditional transactional loyalty programme proposition.

For more information on the white paper, please contactinfo@truth.co.za
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No stranger to the SACSC, having served 

on the SACSC board of directors from 2013 

to 2015 and elected in June 2016 as vice 

president, Horne joined Broll in March 2003 

and was appointed Group CEO in 2010. 

With a wealth of property knowledge 

and experience, he has grown the Broll 

business portfolio with expansion outside 

South Africa, and the company currently 

has offices in ten countries and operates 

in over 16 countries across Sub-Saharan 

Africa. 

“Malcolm has a wealth of experience in 

property and retail sector. His insight and 

experience coupled with his tenacity and 

commitment to advancing the industry, 

will contribute to further nurturing and 

achieving the SACSC mandate,” Amanda 

Stops, CEO of the SACSC, said following  

his appointment.

and is thrilled with the results. The results 

also come in the same year that Freedom 

Stationery celebrates 30 years of providing 

stationery and scholastic material to the 

youth of the country.

As ever, Marlin will continue to provide 

Real Good Value to learners across 

Southern Africa to ensure that we remain 

both instrumental in their learning and top-

of-mind as a brand they can trust. Marlin 

fans will also have brand new packaging to 

look forward to in 2017/2018.

SACSC has a new  
man at the helm
Group CEO of Broll Property Group, 

Malcolm Horne, has been appointed as 

president of the South African Council 

of Shopping Centres (SACSC) at a recent 

annual general meeting. 

The results are published as part of the 

Sunday Times Generation Next supplement 

that focuses on youth issues and gives an 

idea of where the youth and the brands 

they support are headed.

This year, Marlin placed fourth in the 

stationery category, with more than 10% 

of the surveyed kids, teenagers and young 

adults listed Marlin as their brand of choice.

Led by HDI Youth Marketeers, the 

survey drew opinions and preferences 

from more than 12 000 respondents 

across 6 provinces, with both qualitative 

and quantitative research conducted. 

Respondents came from a variety of 

backgrounds, with age groups from 8 – 23 

represented.

As a local, Proudly South African brand 

that forms part of the Freedom Stationery 

stable of products, Marlin supports the 

development and education of the youth
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INDUSTRY NEWS 
The youth has spoken… and they love Marlin
Every year, the Sunday Times surveys young South Africans to find out where they 

place brands in a range of categories, including fashion, food, communications, 

entertainment and travel.

Malcolm Horne,
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Nine global trends in 
food and beverage
Globally, food and beverage (F&B)  

are playing an increasingly important 

role in the reason people visit shopping 

centres.

Locally, F&B is expected to increase its 

value as a drawcard. The Middle East and 

Africa is the second-fastest growing region 

in terms of consumer spending on eating 

out, with an average growth of over 7% 

between 2006 and 2016. This region also 

holds the strongest forecasted growth, with 

7% growth expected per annum between 

2017 and 2027.

In her keynote at the recent SACSC 

Research Conference in Johannesburg, 

Dr Yvonne Court, partner and head of 

international consultancy, EMRA cross-

border retail and leisure, for Cushman & 

Wakefield, said rapid population growth 

and urbanisation have resulted in the 

swelling of the middle-class segment, 

which is becoming more affluent, educated 

and better connected to technology. 

“Consumer expectations are changing; 

they now want choice and convenience,” 

she said. 

Court said that it’s important for 

shopping centres to respond to consumer 

trends and optimise their F&B offering 

accordingly. “By creating a more diverse 

environment for people to shop, visit and 

socialise in we will begin to create a new 

set of customers who wouldn’t otherwise 

have shown interest in the mall.”

1. Curious but conscious
Consumers now travel more and are 

exposed to new foods. While they desire 

these global flavours, they also want  

to connect on a more personal level with 

their food. They want to know where their 

food is coming from and they want to 

support their local community by buying 

local.

2. The hunt for new experiences
Modern consumers are driven by a sense 

of exploration. People are looking for more 

entertainment-filled venues, Court said. 

They want to have the thrill of the hunt. 

“Today’s consumers want top-notch dining 

experiences. While F&B operators need 

to maintain the quality of their product 

offering, they need to simultaneously 

increase customer engagement through 

personalised offers and memorable 

experiences.”

3. Healthier food
Consumers want healthier food. Special 
diets have become popular and people 
want control over what they’re putting 
into their mouths. Quality and healthy is 
becoming increasingly synonymous. 

4. Greater environmental concern
The emphasis on the environment is 
pushing local food service operators to 
source their ingredients more locally and 
sustainably. Artisanal vendors are drawing 
more support because of this. 

5. Pick and mix
Consumers want to create their own dining 
experience. “The genesis of the food hall 
has provided the opportunity for them 
to do this, allowing people with differing 
tastes to socialise. They get to design their 
own experience because it’s all under one 
roof,” Court says.

6. Consumers know what they want
Consumers know how, when, where 
and what they want. They want access 
to restaurant-style food and beverage 
wherever they happen to be, whether at 
home, work or elsewhere. Maintaining 
customer loyalty has become increasingly 
important and increasingly difficult. Court 
believes delivery services to be one of the 
most effective enablers of this. 

7. Tech as a disruptor 
and research tool
Technology will continue to be a big 
disruptor in the F&B sector. Consumers 
and operators alike are going to have to 
adopt new ways to engage with each other. 
The convenience of online ordering and 
payment will change the nature of how 
consumers relate to the F&B sector. 

8. Food waste
Food waste is a growing issue, particularly 
in more mature markets, but restaurants 
and retailers are becoming more aware of 
the problem. Innovative solutions focused 
on utilising food waste are seen more and 
more often.

9. Food as culture
“Food is increasingly being seen as food 
culture, which refers to the behaviour, 
attitude, beliefs as well as the networks 
related to the production, distribution 
and consumption of food and drink.” It’s 
become trendy to talk about one’s latest 
dining experience, and share it with one’s 
friends, family and social media followers,” 

Court says. 

The SACSC Research Conference was held on 17 May 
2017 at The Maslow Hotel in Sandton, Johannesburg.
www.bizcommunity.co.za
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eager for new products and experiences. 

But we’ll also have perennial favourites, 

staples that we’ll buy on subscription.  

A quarter (24%) of British shoppers say in 

the next two to three years, it’s likely they 

UK food market to 
grow by 15% by 2022
The UK food and grocery market is 

forecast to grow by 15% between 

now and 2022, giving it a value of 

£213 billion, according to the latest 

forecasts released by grocery research 

organisation IGD.

IGD is predicting growth across all 

the major grocery channels, with the 

discounters set to put in a particularly 

strong performance driven by ambitious 

store opening programmes, new store 

formats and range investment. By 2022, 

IGD is forecasting that one in every £7 will 

be spent at a discounter, up from one in 

every £9 now. Other key findings from the 

new data include:

■ Online is set to remain the fastest-

growing channel, although perhaps 

not at the same pace as in previous 

years, as retailers also look to drive 

growth through their larger store and 

convenience formats

■ Both discount and convenience have a 

more optimistic outlook than previous 

years and are forecast to grow the 

second and third fastest respectively of 

all the grocery channels

■ There’s a more positive outlook than 

before for both supermarkets and 

hypermarkets to 2022, driven by a 

combination of inflation and investment 

in the big store experience for shoppers

“Our market growth figures to 2022 are 

higher than last year’s forecast, primarily 

driven by resurgent inflation following 

three years of sustained deflation across 

UK food and grocery. All channels are set 

to see growth, but we anticipate that 

encouraging shoppers to trade up or buy 

more will remain as competitive as it 

always has been – and potentially even 

more so, given the challenging economic 

outlook,” says Joanne Denney-Finch, IGD 

chief executive.

“There’s a revolution underway in food 

and grocery, in terms of what, how and 

where shoppers do their shopping. On 

average, shoppers say they use around  

12 different stores every month – and in 

the future, we will have an even greater 

choice in what, where and how we buy our 

food. We’ll be more spontaneous but also 

better planned. We’ll be experimental,  

will use an online subscription service to 

get their staples delivered.

“So the pace of change will be rapid – 

and this will present huge challenges and 

opportunities for the industry.”

Channels may not exactly sum to market total because of numerical rounding in this table

*’Discounters’ includes all sales of Aldi and Lidl, and grocery-only sales of principal variety discounters, 
including Wilkinson

** ‘Other retailers’ includes specialist food and drink retailers, CTNs (confectionery, tobacco and news), food 
sales from mainly non-food retailers and street markets
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2017 value (£bn) 2022 value (£bn) Change in value % 
2017–22

Hypermarkets 16,2 16,3 +1,0

Supermarkets 86,0 91,1 +5,9

Convenience 40 47,1 +17,7

Discounters* 20,1 30,1 +49,8

Online 10,4 16,0 +53,8

Other retailers** 11,8 12,2 +3,6

Total 184,5 212,9 +15,4

Corporates asked to get their hands dirty
Habitat for Humanity South Africa, in partnership with the Nelson Mandela 

Foundation, will be hosting its Nelson Mandela International Build Week from 17 

to 21 July in Orange Farm, Gauteng. Together with more than 4 000 volunteers, 

the organisation intends to build 67 homes, one for every year of Mandela’s public 

service. 

“We need the help of corporates to fund community projects from the get-go. This 

will allow us to strategically allocate the budget at the planning stages, providing 

communities with the developments they deserve,” says Habitat for Humanity South 

Africa national director Patrick Kulati. 

The organisation is calling on corporate teams to volunteer their time to help build the 

homes, and to use their financial resources to assist Habitat in building the community 

of Orange Farm beyond the build event. 

Mandela Day is held annually on 18 July, Nelson Mandela’s birthday.

For more information about the Build Week or to find out how to get involved, visit www.habitat.org.za.



UK Food and Grocery
The UK food and grocery market is forecast to
grow by 15% between now and 2022, giving it
a value of £213bn. 

DRIVING THE DISCOUNTERS

4 in 5
shoppers say they have visited 
a variety discounter for some 
grocery shopping in the past month

in every £7 will be spent at
a discounter by 2022

£1

40%
of all British shoppers say they
have bought some of their food
and groceries online

shoppers say that it is likely
that they will shop online in
the next two to three years

6 in 10

98%

83%
of convenience store shoppers
say they could be encouraged
to buy more food-to-go at their
main convenience store

shoppers claim to have visited
a convenience store in the last
month

9 in 10

ONLINE ‘NATIVES’

GOING LARGE

Source: IGD Research

AT YOUR CONVENIENCE

Nearly every shopper
in Britain claims to
use a supermarket or
a hypermarket for
some of their grocery
shopping every month,
citing the convenience
of having everything
under one roof (84%)
and wider choice (81%)

Supermarkets
£86bn

Convenience
£40bn

Hypermarkets
£16.2bn

Other retailers
£11.8bn

Online
£10.4bn

Discounters
£20.1bn

UK Food and Grocery Value 2017

Supermarkets
£91.1bn

Convenience
£47.1bn

Hypermarkets
£16.3bn

Other retailers
£12.2bn

Online
£16bn

Discounters
£30.1bn

UK Food and Grocery Forecast 2022

+3.6%

+53.8%+49.8%

+17.7%

+5.9%
+1%
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Driving the discounters
 “Discounters will contribute most to the cash growth in the 

market over the next five years, as they continue to open 

new stores and keep improving the shopper experience with 

new additions such as food-to-go, self-checkouts and larger 

stores. Four in five (79%) shoppers say they have visited  

a variety discounter for some of their grocery shopping in 

the last month, while two-thirds (62%) say they used a food 

discounter. And almost three-quarters (70%) of food discount 

shoppers say the quality of the products they buy from  

these stores has improved over the last couple of years,”  

she says.

Online ‘natives’
She says online will remain the fastest-growing channel over 

the next five years, but we have lowered our forecast for this 

part of the market from 2016, as many retailers have also 

started to refocus their efforts on the in-store experience, 

which will create additional competition for online.

“However, the size of the prize in online still remains huge. 

We expect to see the ‘digital native’ – those people who 

have grown up using technology in many aspects of their 

lives – help to sustain growth in the future, as they carry on 

shopping online for groceries and potentially convert others 

to do the same. In the last month, 40% of all British shoppers 

say they have bought some of their food and groceries online, 

but looking ahead to the next two to three years, that figure 

rises to 60% of shoppers who say it’s likely they will shop 

online.”

Going large
Looking at supermarkets and hypermarkets, Denney-Finch 

says larger format stores may no longer be the biggest 

engines of growth in UK grocery, but nevertheless they 

remain the place where most people shop for food and 

groceries. Nearly every shopper in Britain (98%) claims to use 

a supermarket or a hypermarket for some of their grocery 

shopping every month, citing the convenience of having 

everything under one roof (84%) and wider choice (81%).

“Services that shoppers would like to see introduced at 

larger stores include non-food concessions, local independent 

food stores and an everyday aisle near the front of the store 

to enable a speedier shopping experience. We’re already 

seeing many larger stores move in this direction and expect 

this to continue over the next few years.”

At your convenience
With nine out of 10 shoppers claiming to have visited a 

convenience store in the last month, it’s not hard to see why 

we believe this will remain the third-fastest growing grocery 

channel. Small stores have an enduring appeal and there are 

some clear opportunities for them to engage the younger 

generation, with one in five (19%) 18-25-year-olds mainly 

shopping in convenience stores, which is more than double 

the number of those aged 26 and over (7%). There’s also a 

huge opportunity for food-to-go, with more than eight in 10 

(83%) c-store shoppers saying they could be encouraged to 

buy more food-to-go at their main convenience store.

▲



Back from left to right: Andrew Boraine (CEO: WC Economic Development Partnership),  
Chris Godenir (alternate: hotels segment), Rema Wiese (executive officer), Carl van Rooyen 
(chairperson: restaurant and catering segment), Noli Mini (alternate: young professionals 
segment), Karin Augustyn (alternate: trusted partners segment), Zaid Adams (alternate: 

restaurant and catering segment).

Front from left to right: Joep Schoof (chairperson: hotels segment), Ruth Kamau  
(chairperson: small accommodation segment), Jeff Rosenberg (FEDHASA Cape chairperson), 

Alan Lester (chairperson: trusted partners segment), Ndaba Dube (chairperson:  
young professionals segment).

FEDHASA Cape welcomes new board members
The Federated Hospitality Association of South Africa (FEDHASA) Cape recently 

announced the new members elected to the regional board of the association in the 

Western and Northern Cape provinces.

Hosted at the Century City Conference Centre, chairperson Jeff Rosenberg in his address 

highlighted key areas that the association has been involved in since June 2016. 

 “We are thrilled at the new board appointments and look forward to cementing 

old relationships, building new ones with the members who have joined and making a 

meaningful contribution to the hospitality industry in the Cape region,” Rosenberg said.

report, key ratios, disclosures, the cost 

of implementation, the ability to access 

desired information, the impact of 

covenants and debt renegotiations and 

leasing strategies.”

The main changes required by the new 

standards include the accounting treat ment  

for lessees in a lease (where most leases 

will be brought on balance sheet as finance 

leases), the definition of a lease and 

enhanced disclosures.

Under the new standards, a contract 

contains a lease if it depends on the use 

of an identified asset and if it conveys 

the right to control the use of such an 

asset. Further, the customer must enjoy 

substantially all of the economic benefits 

from the use of the asset during the lease 

term. In determining whether a customer 

has the right to control an asset, the 

customer must be able to determine how 

and for what purpose the asset is used.

New acting  
consumer goods 
ombud appointed
The Consumer Goods and Services 

Ombud (CGSO) recently announced the 

appointment of Magauta Mphahlele as 

acting ombudsman.

Mphahlele has served as the chairperson 

of the CGSO for more than two years 

and is well placed to ensure a smooth 

transition as well as steer the organisation 

through the transitional period until a new 

Ombudsman is appointed.

She has extensive experience in 

complaints handling, mediation and 

adjudication, having served as a member 

of the National Consumer Tribunal, the 

Gauteng Rental Tribunal and Gauteng 

Consumer Court over a combined period of 

ten years. She also played a leading role in 

steering the Consumer Protection Act and 

the National Credit Act through Parliament 

when she was the Project Manager for Law 

Reform at the Department of Trade and 

Industry.

Since its inception in 2012 and up 

to May 2017, the CGSO has handled 

more than 51 652 enquiries and 24 691 

complaints, thus making the CGSO an 

important dispute resolution scheme as 

envisaged in the Consumer Protection Act.

New accounting 
standards for fleet 
managers
IFRS 16 Leases, the new international 

accounting standard, will come into 

effect on 1 January 2019. This will have 

a substantial impact on fleet-manage-

ment companies and their clients.

The essence of the changes lies in the 

accounting treatment applied by lessees 

as most leases will come on balance sheet. 

Until now, the costs pertaining to leased 

vehicles are not reflected in the balance 

sheet, but in the future all leases will have 

to be reflected – with the exception of 

leases shorter than 12 months or low-value 

leases.

“There are a number of considerations 

to take into account for the fleet operator,” 

says Murray Price, managing director of 

Eqstra Fleet Management. “These include 

the impact on the company’s financial 

A further consideration lies in 

substantive substitution rights. In this 

instance, if the supplier has the practical 

ability to substitute alternative assets, and 

the supplier benefits economically from 

this right, the contract would no longer be 

considered a lease.

Many fleet management contracts 

have both a lease and service component. 

Under the new standard, these should be 

accounted for as separate components 

– the lease element capitalised to the 

on-balance sheet lease, and the service 

component shown as an expense. Lessees 

may, however, elect to not separate non-

lease components from lease components 

by class of asset.

“It is essential that these companies start 

discussions with their bankers, analysts and 

fleet management companies now,” says 

Price.
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biggest increase since 2012. Private label 

penetration is expected to increase as 

Aldi enters the market and Lidl looks to 

add more stores there. Greece and Turkey 

stayed above 20%.

Private label’s  
market share soars  
in 9 European 
countries
The popularity of private label keeps 

growing across Europe. The latest 

Nielsen data shows that market share 

for retailer brands has climbed to 

all-time highs in 9 European countries 

and for the first time stands at 30% or 

above in 15 of the 20 countries tracked 

for PLMA’s International Private Label 

Yearbook.

The 2017 Yearbook statistics reveal that 

private label’s market share reached 

all-time highs in Germany, Italy, The 

Netherlands, Belgium, Poland, Austria, 

Sweden, Norway and Denmark.

The biggest market share increases were 

posted in Austria, up 2,8 points to 43%, 

followed by Germany, up 2,1 points to 

45% and Poland, up 1,4 points to 30%. 

Seven countries now have market shares of 

40% or higher: United Kingdom, Germany, 

Austria, Belgium, Switzerland, Spain and 

Portugal.

 “The latest Nielsen statistics reveal 

clearly that 2016 was another good 

year for retailer brands in Europe. This 

continues a long- term trend which shows 

that private label’s success isn’t tied to 

economic cycles but reflects the growing 

confidence shoppers have in retailer 

brands,” says Brian Sharoff, president of 

PLMA.

Market share in the United Kingdom 

stayed above 45% and appears ready 

to resume growth as supermarkets 

expand their private label programmes 

to combat the competitive challenge 

from discounters. In France, private label 

penetration remained over 30% for the 

thirteenth consecutive year.
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Leading trade fairs, exhibitions and events of 
interest to supermarkets and their suppliers

DIARY 

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

NATIONAL 2017
3 August  FNB Free State Wine Show
BLoeMFoNTeIN  Wine-lovers can engage with winemakers or their marketing 

representatives while tasting an array of more than 200 of South 
Africa’s best wines.

9 August Decorex
JoHANNeSBuRg  A vibrant selection of inspired trends will be showcased visitors will 

have access to a variety of globally influenced designs and trends 
which have been localised to suit the African home.

24 August  SARCDA Christmas
JoHANNeSBuRg  SARCDA showcases wholesalers, importers and manufacturers of 

gifts, toys, decor and design items, as well as the latest trends and 
products to retailers in South Africa.

31 August  Small Business Expo
JoHANNeSBuRg The Small Business expo is devoted to the development of small and 

medium-sized enterprises, providing a platform for small businesses 
to market their businesses and interact with business leaders and 
representatives from a number of corporate companies.
The Small Business expo running alongside #BuyaBusiness expo is 
sponsored and subsidised by the eskom Foundation.

INTERNATIONAL 2017
17 August Hong Kong International Tea Fair
HoNg KoNg  The Hong Kong International Tea Fair offers a wide range of tea 

leaves, processed tea and tea products, tea packaging, tea ware, tea 
technology and other tea-related products to buyers from all over the 
world.

22 August FoodAgro Africa
DAR-eS-SALAM The International Trade exhibition on Food, Hotel & Kitchen is the 

largest trade event held annually in Tanzania, concurrently held with 
east Africa Trade exhibition (eAITe). The exhibition attracts exhibitors 
from more than 30 countries and visitors from all over east & Central 
Africa, thus giving exhibitors an excellent opportunity to explore 
several countries at one time.

In the northern countries, both Belgium 

and the Netherlands reached new market 

share highs. All of the Scandinavian 

countries – Denmark, Norway and Sweden 

– posted increases. For the first time, 

private label penetration for all of the 

Scandinavian countries stands at 30% or 

above.

Poland led the way among the Central 

and Eastern European countries, climbing 

more than one point to cross over the 30% 

market share mark. Hungary stayed steady 

at 34%, while Czech Republic and Slovakia 

remained over 30%.

Among the Mediterranean countries, 

market share in Italy climbed for the 

fifth consecutive year, posting its 
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At Standard Bank, we know having the right partner 
makes a big difference in making sure you’re fully 
stocked throughout, that your stock is covered against 
any losses and that payments go through smoothly
and consistently. Our specialists offer meaningful 
advice and the right solutions to your business to 
ensure that your profi t margins increase while
your business expands.

standardbank.co.za

“How can you make sure
I don’t miss a single

sale this year?”
“By making sure

you’re never out of stock.”


