
The accolade was attributed to Engen in 

the Sunday Times Top Brands* survey, 

which recognises those brands that have 

earned top-consumer sentiment in South 

Africa over the past 12 months.

Engen has the largest service-station 

footprint in South Africa, operating over 

1 000 sites.

“We consistently focus on reinvigorating 

the Engen brand and investing much effort 

into remaining an attractive destination 

for our customers,” says Seelan Naidoo, 

Engen’s general manager for retail.

Just over one in every four litres of petrol 

bought in South Africa is from Engen and 

about 131 million customers visited Engen 

forecourts in 2016. 

The results of Sunday Times Top Brands 

continue to validate Engen’s presence, 

investments and marketing focus.

“We are honoured to once again 

receive this award and want to thank 

our customers for choosing Engen. South 

African motorists and consumers can be 

assured that we will continue to strive 

to provide them with the best service, 

the best value and the best offerings,” 

concludes Naidoo. 

 * Sunday Times Top Brands Awards  
is commissioned by Avusa Media and  
conducted by TNS Research Surveys

What you need to 
know about the 
massive business 
of stokvels
Stokvels are on the rise and offers load 

of business opportunities, but most 

companies are still not responding to 

this informal banking sector. 

Stokvels are an age-old, traditional 
mechanism used by many South Africans 
to collectively save, socialise and connect in 
the short and long-term. They are of great 
value and benefit to members and their 
families and have become an important 
means of fighting poverty. Some of these 
stokvels have also grown into sophisticated 
businesses. 

According to the research company 
African Response, there are about 8,6 
million individuals who belong to more 
than 421 000 stokvels in South Africa, with 
a collective value of around R25 billion.

KR, an integrated business and manage-
ment content provider, will offer the best 
speakers and subject matter experts during 
a seminar on stokvels to be held in Cape 
town on 1 November, sharing insights, 
trends and best practices on stokvels.

Programme highlights include:
What you need to understand and 
implications for businesses wanting to tap 
into stokvels – an update on trends and 
success stories of businesses that started as 
stokvels (Mamapudi Nkgadima, managing 
director of African Response)

Stokvel radical economic transformation 
– a perspective on responsible business 
(Lindy Mataboge, stokvel coach and 
director of Line Empower Services) 

Engaging with stokvels – practical ways 
on how to build your brand and add value 
to this market (Busi Skenjana, founder and 
managing director of BSK Marketing & 
Associates)

The sharing economy – stokvels at 
the forefront of new models of inclusive 
innovation and growth (Ulrich Meyer-
Hoellings, director of Future by Design)

The use of mobile and technology 
in stokvels – lessons and insights from 
StokFella (Tshepo Moloi, founder of 
StokFella)

For more information and to book your seat,  
contact Maureen du Toit at maureen@knowres.co.za 
or 083 226 6657.
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Engen has the largest service-station footprint in South Africa, 
operating over 1 000 sites.

Engen remains SA’s number one
For the seventh consecutive year, consumers have backed Engen as their favourite 

petrol station in the country.

Tsholo Tiro of Engen receives the Top-Brands award  
for the seventh consecutive year.



Fuel franchising 
resilient in tough 
economic times
By James Noble

The South African fuel retail industry 

has grown considerably in recent years. 

In fact, it is one of the few sectors 

to weather the downgrading, rand 

volatility and negative growth rates 

recently experienced. 

Fuel retail is a highly specialised sector, 

with operating margins that are affected 

by a multitude of factors such as oil 

prices, labour costs, exchange rates and 

regulations.

In the current economy, only a small 

number of industries can claim to be 

recession proof. The fuel retail sector has 

proven to be just that; showing healthy 

profits in times of slow growth cycles. 

The fuel retail sector 
has proven to be 
recession proof; 
showing healthy 
profits in times of  
slow growth cycles. 

Growth Indicators
Service stations in South Africa have a 

combined annual turnover in excess of 

R200 billion. The country remains the 

biggest consumer of fuel on the continent, 

claiming more than 20% of the market 

share. Satellite sectors create multi-

channels of employment that generate 

economic opportunities for approximately 

90 000 people locally.

There are roughly 4 600 service stations 

in the country, averaging 300 000 litres 

monthly, with the outlook for the South 

African fuel industry looking strong. 

The ratio of convenience store turnover 

to fuel volumes pumped is about R1,20 to 

R1,50 per litre, depending on the brand and 

location. 

Although fuel gross profit margins are 

lower, fuel sales remain the primary income 

of a business, accounting for approximately 

80% to 90% of an operation’s turnover 

and usually delivering greater profit than 

alternative profit opportunities, such as 

convenience stores, carwash services, 

bakeries and quick-service restaurants.

James Noble is positive about 
growth opportunities for fuel 
retailers.

It’s important for the 
service station owner 
to grow volumes.  
If turnover increases, 
expenses will also 
increase.

Viability 
As the fuel price increases or decreases 

and retailers work on fixed margins, it’s 

important for the service station owner 

to grow volumes. If turnover increases, 

expenses will also increase due to merchant 

service, cash handling and other turnover 

related costs. This will in turn impact 

profitability. 

There are three ways to open a service 

station in the country:

 – Investing in the physical building, land 

and associated assets (property company);

 – Purchase of the business operation only 

(operating company); or

 – Purchase of both (property and 

operating company).

Setup costs for a service station property 

can range from between R10 million 

for an average site to R100 million for a 

doubled-sided highway site. The funds for 

a new service station operation payable to 

the oil company can range from R2,5 to 

R15 million depending on the projected 

volumes. 

The purchase price of an existing service 

station is based on profitability and 

normally ranges from R2,5 million to
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R35 million. The average working capital 

required for stock and operational expenses 

can vary between R1,2 million and R1,5 

million. 

Given a growing middle-class population 

that owns more vehicles, we see fuel retail 

remaining healthy and profitable in the 

foreseeable future. However, fuel retailers 

will still have to closely manage their 

budgets. 

Convenience shopping
Alternative-profit opportunities (APOs) 

is another revenue stream that is key to 

growing the fuel retail sector. 

Convenience stores have become 

increasingly popular as South Africans find 

themselves working longer hours with 

less time to prepare meals. Being able 

to buy bread and milk, or stopping for a 

quick meal while filling up with fuel allows 

service stations to play on convenience 

more than conventional retailers. This 

gives fuel retailers a competitive edge and 

an additional opportunity to penetrate a 

developing market. Well-known retailers 

such as Woolworths, Pick and Pay, SPAR 

and OK are partnering with oil companies 

and non-refinery brands to increase 

market share. Other APO’s include 

carwash services, restaurants, quick service 

restaurants and even ice-cream shops.

Alternative-profit 
opportunities (APOs) 
include convenience 
stores, carwash 
services, restaurants, 
quick service 
restaurants and even 
ice-cream shops.

As oil prices hover around $50 per barrel, 

fuel demand in South Africa will remain 

stable. With the industry contributing more 

than 6% to South Africa’s gross domestic 

product (GDP), selling approximately 

27 billion litres of petroleum products 

through retail and commercial activities 

and spending more than R70 million on 

corporate social investment (CSI) initiatives 

annually, one can see the significant role 

petroleum still plays in South Africa’s 

emerging economy. 

James Noble is the business development manager 
for the fuel industry at Absa



SUPERMARKET & RETAILER, SEPTEMBER 2017 | 31

news

The 2017 survey polled 3 500 individuals 

aged 18 years and older in both 

metropolitan and non-metropolitan areas 

to establish a ranking of top brands in 

32 consumer categories. Similarly, 468 

business leaders and decision-makers were 

interviewed to establish the top brands 

across twelve business categories. 

“While 2017 saw a downgrade of the 

South African economy and some pressure 

on food prices through rand fluctuations, 

South Africans seem to have, through 

some dramatic spending changes last year, 

found a way to manage their budgets 

better and create space for some additional 

luxuries here and there. While we see an 

increase in spend on beauty and cosmetics, 

alcohol, electronic appliances and sit-down 

restaurants, we can’t necessarily attribute it 

to irresponsible spending. We also noticed 

an increase in both long- and short-term 

insurance-policy ownership,” says Nuala 

Harris-Morele of Kantar TNS.

For the first time, the Consumer Overall 

Favourite Brand Grand Prix was awarded to 

KFC, improving on its third-place ranking 

last year. Samsung and Shoprite came in 

second and third respectively. 

Coca-Cola once again received the 

Consumer Green Award for the role it plays 

in preserving South Africa’s environment 

and natural resources, as well as the 

Consumer Social Investment Award. Eskom 

and Shoprite featured in the top three 

positions of both Grand Prix rankings.

Other winning brands in the consumer 
categories included BonAqua, Red Bull, 
Heineken, Hunter’s Dry, Smirnoff, Johnnie 
Walker, Kellogg’s Corn Flakes, Enterprise, 
All Gold Tomato Sauce, Tastic, KOO, Clover, 
Rainbow, Shoprite, Spur, Nivea, Samsung, 
Defy, Mercedes-Benz, Engen, South African 
Airways, Capitec, OUTsurance, Old Mutual, 
SABC1, Pick n Pay Smart Shopper, Daily 
Sun and the Sunday Times.

The Business Overall Favourite Brand 
remains Vodacom. The Apple iPhone crept 
into second place, knocking Discovery 
Health Medical Scheme down to third.

Vodacom received the Business 
Green Award, followed by Nedbank and 
Woolworths in second and third place 
respectively. In a category that was hotly 
contested, Vodacom also claimed won 
the Business Social Investment Award. 
Discovery Health Medical Scheme and 
Pick n Pay claimed second and third 
spot respectively. Other winning brands 
in the Business categories included 
British Airways, Avis, Toyota, Discovery 
Life, Santam, FNB, Apple iPhone, Allan 
Gray, Discovery Health Medical Scheme, 
Glenmorangie and Business Day.

The prestigious Robyn Putter Award 
recognises the efforts of the creative 
agencies behind the winning brands. The 
winning agency is calculated on a points 
system based on the performance of its 
clients in the Sunday Times Top Brands 
survey. The 2017 recipient is Ogilvy & 
Mather.

The different category winners of the Sunday Times Top Brands awards.

Top brands honoured
The results of the annual Sunday Times Top Brands survey were recently announced 

at an awards ceremony hosted at The Empire in Parktown, Johannesburg. Now in its 

19th year, the survey conducted by Kantar TNS on behalf of the Sunday Times is a 

leading barometer of consumer sentiment towards brands.

GCE T300 advert_Supermarket & retailer September 2017.qxp_Layout 1  201
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Shoprite creates 820 new jobs in one week

The new Shoprite store in Delft, Western Cape. The Group created 
more than 820 new job opportunities in one week with the opening of 
14 new stores.

The Shoprite Group recently created more than 820 new job opportunities in one 

week with the opening of 14 new stores across six different provinces in South 

Africa.

The Group is South Africa’s largest private-

sector employer and created 6 027 new 

jobs in the 2017 financial year. This trend 

is set to continue with a total of 82 new 

Shoprite, Checkers, Checkers Hyper, Usave 

and LiquorShop supermarkets scheduled to 

open in the 2018 financial year, compared

to the 72 new supermarkets opened in 

2017.

Commenting on the Group’s strategic 

expansion programme, CEO Pieter 

Engelbrecht said: “Over the past year  

2,4% more customers voted with their feet 

and wallets to buy at our stores and we

processed over 1 billion transactions. This 

proves that we are giving our customers 

what they need at prices they can afford.”

New stores are 
positioned in areas 
not previously served 
by the Group’s 
supermarkets or in 
those showing strong 
population growth. 

The 14 new supermarkets opening this 

week include: 

 – Shoprite (Delft, Western Cape and Phola 

Park, Mpumalanga);

 – Checkers (Cornubia, KwaZulu-Natal and 

Table Bay, Western Cape);

 – Usave (Aberdeen, Eastern Cape and 

Gandlanani, Limpopo);

 – Checkers LiquorShop (Cornubia, 

KwaZulu-Natal and Table Bay, Western 

Cape); and

 – Shoprite LiquorShop (Delft, Western 

Cape; Shongoane, Limpopo; Hartswater, 

Northern Cape; Phola Park, Mpumalanga; 

Komatipoort, Mpumalanga and 

Bushbuckridge, Mpumalanga).

Keeping the family entertained at the redeveloped 
Maerua Mall will be a piece of cake.

Maerua Mall is currently undergoing a redevelopment to 

live up to its new motto, “Be part of the family”. 

The rebranded and face-lifted centre will give shoppers the 

ultimate family experience, offering fantastic retail, great 

entertainment and a wide range of dining options, all under 

one roof. 

“We’re going to be way more than just another shopping 

mall for the people of Windhoek,” says Carel Fourie, CEO of 

Oryx Properties, the owner of the centre.

Keeping the family entertained at Maerua Mall will be 

easy, given the huge variety of offerings in the new family-

entertainment centre. 

Built over two levels, it has a trampoline and climbing-wall 

centre, and indoor playpark, glow-in-the-dark mini-golf, a 

bowling alley and a gaming area, as well as free wifi available 

throughout the mall.

The new food court with its abundant seating is the perfect 

place to share a casual meal with friends and family. With 

great takeaway and fast-food options, even the fussiest diner 

will find a favourite here.

In addition, a few new restaurants have joined Maerua 

Mall’s comprehensive array, including the first John Dory’s 

seafood outlet in Windhoek and the very popular Cappello.

Non-stop fun for  
Maerua Mall shoppers



during which the product will remain fully 

marketable, but also states that food may 

still be perfectly satisfactory after this 

period.

Then lastly, the Consumer Protection 

Act, 2008 (Act 68 of 2008) aims to 

prohibit certain unfair marketing and 

business practices to protect the interests 

of the Consumer at large while the 

National Consumer Commission has been 

established where Consumers can lodge 

complaints.

The Red Meat value chain is long and 

complex and is represented by various 

representative role player organisations 

from within each specific industry sector. 

The Red Meat Industry trusts that the 

Competent Authority in this regard 

will enforce their legislative mandates 

and prosecute any wrong doings of the 

parties involved so as to restore consumer 

confidence in red meat and processed meat 

products.

Should any complaint be forwarded to 

the Department of Health or the National 

Consumer Commission, they will certainly 

follow up on these complaints and forward 

to the relevant responsible authority.

Companies that tamper with sell-by 

labels on products can be criminally 

prosecuted and heavily fined. Current 

affairs show Carte Blanche aired an insert 

on Sunday night showing the butchery

Food premises are regulated by R962 

(dated Nov 2012) of the Foodstuffs, 

Cosmetics and Disinfectants Act, 1972 (Act 

54 of 1972) under the mandate of the 

Department of Health. These regulations 

are applied by local and municipal 

authorities through Environmental Health 

Practitioners visiting the premises and 

issuing Certificates of Acceptability (R362) 

to ensure compliance to these guidelines. 

It is expected of the person in charge 

to follow the best available methods to 

evaluate food hygiene standards.

Dave Ford, Chairman of the Red Meat 

Industry Forum says that these visits should 

take place annually following testing of 

products by the local authorities. The local 

authority in which the butchery operates 

should provide inspection information.

These regulations do provide for 

repacking products under very specified 

circumstances. “Under no circumstances 

can the sell by date be extended or the 

product reprocessed into another product,” 

says Ford.

Regulations relating to the labelling and 

advertising of foodstuffs, R146 (dated Mar 

2010) of the Foodstuffs, Cosmetics and 

Disinfectants Act, 1972 also under the 

mandate of the Department of Health and 

enforced by local and municipal authorities; 

refer to a date of minimum durability (best 

before) and define this to be the period

franchise Meat World allegedly selling 
spoiled meat and relabelling products to 
extend their sell-by date.

National Consumer Commission 
spokesman Trevor Hattingh could not 
confirm if they will investigate the 
allegations against Meat World.

But he said relabeling products is an 
offence in terms of section 110 of the 
Consumer Protection Act. If businesses are 
found guilty they can be fined R1-million 
plus 10% of their annual turnover.

Meat World said on its Facebook page 
on Monday they take Carte Blanche’s 
allegations “very seriously”. 

“We have begun immediate 
investigations. We will release a statement 
as soon as possible to update our valued 
customers on the situation.”

“We will do everything in our power to 
restore our customers’ faith in our brand.”

Meat World annually sells about R1,5-
billion worth of meat products in their 14 
stores across Gauteng‚ North West and 
Mpumalanga. Gerhard Schutte‚ CEO of 
the Red Meat Producers Organisation‚ said 
these allegations are “unacceptable” and 
believes a business that does this would be 
shooting itself in the foot.

“At the end of the day‚ the consumer 
determines where he buys and where he 
does not buy. If he does not have trust in 
the said business‚ then that guy will suffer,” 
says Meat World CEO Angelino Pereira. 

According to a regulation of the 
Foodstuffs‚ Cosmetics and Disinfectants 
Act‚ you cannot relabel food that has been 
“exposed for sale”‚ including the cleaning 
or repacking of food. In terms of this‚ first 
offenders can be fined or could face up to 
six months in jail.

Janusz Luterek‚ consumer lawyer at Hahn 
& Hahn‚ said frozen food can be refrozen‚ 
but labels may not be altered.

“If I put it out for sale and now it is going 
a bit off‚ it is past its date and it’s just not 
smelling so fresh‚ I can’t then take it to the 
back‚ wash it‚ put fresh marinade on it and 
put it out a second time.”

However‚ Luterek said he is unaware of 
anyone being prosecuted for changing the 
sell-by dates on labels.

He said law enforcement boils down 
to environmental health practitioners 
at municipalities. “Municipalities cannot 
even fix street lights. They don’t have 
the resources or the skill‚ regrettably‚ to 
prosecute people like this.” 
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Companies that tamper with sell-by labels on products  
can be criminally prosecuted and heavily fined.

Red Meat body concerned about 
re-labelling
The Red Meat Industry Forum has noted with concern the content of the Carte 

Blanche report in regard to some Meat World branches allegedly re-labelling expired 

meat products and unacceptable levels of E.Coli found in tested products.



The report states that leaders are 

saying goodbye to manual processes 

by investing in automation at twice 

the rate of followers. It says in light of 

today’s customer-connected digital era, 

top-performing wholesale distributors 

are investing in technology at twice the 

rate of their peers. These leaders are 

using automation to provide integrated 

workflows and collaboration to all parties 

in the demand-to-fulfill network, across 

each inventory and fulfill-deliver stream.

Ford says while small, midsize, and large-

scale distributers have some different needs 

according to size, implementing wholesale 

distribution software is well within reach 

for all. “The cost to implement highly 

flexible and fully-functional software has

Global wholesale distribution competitors 

are aware of this, and they are responding. 

They need to meet the ever-fluctuating 

customer requirements and demand and 

continually adjust margins to account for 

higher supplier costs and reduced selling 

prices.

More importantly, they need to grow 

and manage diverse and complex product 

inventories, account for fluctuation and 

variation within the global supply chain and 

address channel disintermediation.

One Channel CEO Bernard Ford says to 

stay ahead of the competition, it will be 

critical to implement tools that integrate 

business systems and provide visibility 

across the full scope of distribution 

business. “Tools are not the only element, 

but the right tools can empower 

collaboration through information-sharing, 

as well as enabling smart, fast decision-

making to gain the edge in this competitive 

environment.”

If a wholesale distribution business has 

been established for some time, it likely 

has established processes in place for 

inventory control, sales order fulfillment 

and purchasing.

“There is always the option to continue 

with current processes and systems, 

but true business leaders will know it’s 

important to question the status quo in 

order to meet the competitive challenges 

from other distributors. Are the existing 

systems the best way to meet these 

challenges, including offshore distribution 

models, and disintermediation of the 

current channel,” he explains.

Now is the time for leaders in wholesale 

distribution to make the investment. This is 

according to an Aberdeen report “What Has 

Changed in Wholesale Distribution: 2015 

& Beyond” that compares industry leaders 

with the rest of the pack.

The results of the study showed that 

the market leaders invested twice as many 

resources in technology than the less-

successful competitors. The report explored 

the need for distributors to change their 

processes and invest in technology in 2015.

been sufficiently reduced over the last 
decade, especially with Cloud and SaaS 
service availability.”

Business leaders can choose to purchase 
or pay a monthly subscription fee for 
wholesale distribution software modules, 
and they also have the option to invest 
in onsite hardware and infrastructure, or 
choose a SaaS option supported in the 
cloud.

Solutions include Inventory Management, 
Sales Order Management, Purchase 
Order Management, Business Intelligence 
(BI) including dashboards, Customer 
Relationship Management (CRM), portals, 
EDI and barcoding.

Benefits include up-to-date and accurate 
information in a single system, intuitive 
interface, approval workflows, tools to 
adapt system to business growth, own the 
data and access it anywhere, anytime and 
using any choice of device.

This solution can be deployed on-
premises, on a hosted server or Acumatica’s 
pure cloud platform. 
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Dobsonville Mall revamped  
to offer so much more

Dobsonville Mall in Soweto, 

which originally opened in 

1994, recently celebrated 

the grand opening of its new 

extension, introducing even 

more top-notch shopping for its 

customers.

The size of the mall has been 

increased from 23 000m2 to 

27 000m2. Dobsonville Mall 

attracts over a million shoppers 

each month.

The office space beside the centre has been converted into performing retail space, and 

it has been linked to the original centre. 

Dobsonville is a township in greater Soweto, fondly known as “Dobsie”. It became the 

first township in Soweto to have its own formal shopping centre. Before its upgrade, 

Dobsonville Shopping Centre was home to more than 50 stores including its anchor 

store, Shoprite. 

Its new extension and revamp is making a strong contribution to the local economy. 

A total of 118 people are employed by the tenants that are trading as part of its 

extension, of which 94% of this total are residents from Dobsonville and surrounding 

areas. It is easily accessible to shoppers and includes dedicated taxi facilities.

It also adds value for shoppers, and the mall now boasts more than 80 stores. Its new 

extension features Pick n Pay and Pick n Pay Liquor, PQ Clothing, Foschini, Clicks, Pep 

Home and Legit.

New tenants in the existing shopping centre include Mr Price, Truworths, Identity, 

Exact and Beaver Canoe.

Like any leading world-class modern shopping centre, Dobsonville Mall will now offer 

in-centre wifi.

Wholesalers need to respond to 
remain competitive
Wholesale distribution is an established, complex and dynamic business where 

distributors must balance a number of competitive challenges to stay ahead. These 

challenges also represent opportunities to gain market share and increase revenue.

Dobsonville Mall attracts over 
a million shoppers each month.



Tanya Kabalin.

As one of the speakers in an expert line-up 

from South Africa and the US, Kabalin told 

supply chain professionals at the SAPICS 

regional conferences that they were the 

backbone of most organisations – and 

needed to play a more integral leadership 

role in modern business.

She urged delegates to help improve 

not just their systems, processes and 

technology – the ‘smart’ side of business 

– but also their organisational health, as 

reflected in its morale, productivity and 

focus. A healthy organisation was able to 

multiply the value of its smart systems, she 

said, whereas silos, confusion and company 

politics would just undermine them.

Following on from the success of its 

annual national conference in Cape Town, 

SAPICS holds one-day regional events in 

Gauteng, KwaZulu-Natal and the Western 

Cape – as part of its drive to build capacity, 

networking and professionalism.

Another highlight at the regional 

conferences was leading scenario planner 

Clem Sunter; covering the ground with 

topics from religious extremism to the rise 

of China, Sunter sketched the various ‘flags’ 

that are guiding global trends. Closer to 

home, he warned that

Cape Town’s taps could run dry by 

February if more rain did not fall by the end 

of September. This, he said, could lead to 

“mass evacuations” from the city.

Addressing recruitment trends in supply 

chain, Tech-Pro lead executive consultant 

Zach Mogotsi said that employment

opportunities in this field are likely 

to remain strong despite the difficult 

economic times, as companies realise 

that they can improve their bottom lines 

through more efficient supply chain 

management.

Presenting the results of a recent survey 

of salaries in supply chain, Mogotsi said 

the best payers were probably mining and 

heavy engineering, followed by fast moving 

consumer goods and manufacturing. As a 

placement company, the demographics for 

which Tech-Pro recently found jobs were 

58% black, 26% white, 13% Indian and 2% 

coloured – with the 30-39 year age group 

making up 45% of placements, against 

40% for 20-29 year olds and just 14% for 

40 years and over.

Two well-known US supply chain experts 

on the conference podium gave delegates 

some practical lessons and principles to 

take away. Keith Launchbury emphasised 

that many classical supply chain techniques 

were simply no longer effective in today’s 

economy – especially given as markets had 

evolved in favour of buyers, and supply 

chains had lengthened as a result of global 

trade.

This was leading many demand planners 

to make extensive use of data that was not 

accurate; so the results of their work, he 

said, were often “precisely wrong” – and 

should rather be “roughly right”

Launchbury said they needed to move 

from a cost-driven model to a product 

flow-driven model for planning purposes, 

emphasising the need to put SMART 

(strategic, managed, adaptable, robust and 

tolerate) buffers in place that would absorb 

the variability of supply and demand.

US-based master practitioner Claire 

Bloom also gave delegates a practical 

lesson – putting them to the task of 

tackling challenges in a fictional company 

through assuming the various management 

roles. Bloom stressed the importance of 

integrating resources so that quality and 

processes could be improved, silos could 

be brought down, and flow could be 

maximised.

SAPICS took advantage of the Gauteng 

regional event to announce the winners 

of the SAPICS Supply Chain Management 

Education Excellence Awards for 2017, 

sponsored by TETA. These annual awards, 

now in the 10th year, recognise excellence 

in South Africa by organisations and 

individuals in supply chain education.  

The prize for Corporate Educator of the 

Year went to Imperial Logistics, while 

Sasol was runner-up. The Centre for 

Logistics Excellence (CLX) was voted top 

Training/Education Provider of the Year, 

Chené Scholtz from the University of 

Johannesburg was named Higher Education 

and Training Student of the Year, and Victor 

Leeuw of Pick n Pay was Vocational Student 

of the Year.
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Help support  
a teacher
Few people are aware of the serious 

shortage of teachers and how this will 

escalate in future. About 15 000 new 

teachers qualify in South Africa every 

year, but we need 22 000 to replace 

retiring teachers accommodate the 

growing number of school-going children. 

A staggering 74% of our current teacher 

workforce is over 40 years of age, and only 

8% of them are between 20 to 29 years*. 

Fundraising programme MySchool My 

Village Myplanet is launching a new fund 

called Dream2Teach, aimed at investing in 

teacher education. Through Dream2Teach, 

MySchool will help aspiring learners achieve 

their dreams of becoming a teacher with 

personalised support and scholarships from 

start to end. 

Dream2Teach Scholarship Fund will award 

scholarships to selected matriculants who 

have a clear purpose to become teachers, but 

lack the financial means to gain a tertiary 

qualification. 

“MySchool has long recognised the 

important role that passionate teachers 

play in society. Their positive influence and 

impact goes far beyond the classroom into 

their communities,” says Helene Brand, 

marketing and CSI manager of MySchool. 

“We want to give our beneficiaries the 

chance to be a great teacher who changes 

lives for the better.” 

*According to a 2014 Stellenbosch University study by 
Hendrik van Broekhuiszen

SAPICS takes supply-chain insights to 
‘super-heroes’ around South Africa
The real-life super-heroes of South African business are to be found in supply chain 

functions, according to Olakira founder and former Shell South Africa managing 

director Tanya Kabalin.
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The future  
of retail
By Lauren Hartzenberg,  

bizcommunity

It has been a rough few 

years for the retail industry. 

Major US department 

stores J.C. Penney and 

Macy’s announced hundreds 

of store closures, while back 

home Nine West and Mango 

shut its standalone stores

and we witnessed the death of the 

159-year-old Stuttafords.

America’s shopping malls are in crisis, with 

50% of them expected to close by 2023. 

In his Dead Mall Series filmmaker Dan Bell 

tours the country offering an interesting 

look into these once-bustling retail spaces 

that now lie mostly abandoned.

But the reasons for this “retail 

apocalypse”, as it has been called, extend 

beyond Amazon; the industry is in flux. 

Retail futurist Howard Saunders was in 

Cape Town for the South African Council of 

Shopping Centres (SACSC) annual congress, 

and in his keynote titled “The future is 

scary”, he delved into some of the shifts we 

are experiencing in consumer mindset and 

retail brand innovation.

The ME age
The financial crisis of 2007 marked a 

change in thinking that brought about 

what Saunders dubbed the “ME age”. 

“We watched the banks collapse; we no 

longer trusted them or the government. We 

wanted to rebuild and we wanted a new 

way of doing things.

“And then the smartphone arrived and 

overnight we were all connected and we 

suddenly knew that we were the centre 

of the universe. We knew that we were in 

charge and wanted things done our way.”

He said that the “ME age” is the death of 

mediocrity. Customers want the product, 

not a product. This skyrocketing of our 

expectations as consumers has given way 

to the rise in bespoke, customised products 

and personalised experiences. In this age, 

if you are not talking directly to your 

consumer in a way that is relevant to them, 

they are not interested.

The artisan revolution
Saunders noted that big brands like 

Starbucks and Cadbury’s are not scared of 

other big brands, they’re scared of the

America’s shopping malls are in crisis, with 50% of them  
expected to close by 2023.

news

Howard Saunders, retail futurist.
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The new retail space needs to morph from 

a warehouse to more of an interactive 

social venue. As an example, in New York’s 

Meatpacking District the Samsung 837

building boasts an event space, 

a café and a hi-tech theatre, but 

there is no Samsung products 

available to buy.

And in London, Dyson offers a 

museum-like experience where 

customers are able to see how 

products are designed and tested. 

“By the time you have made your 

way through this new retail space, 

you have fallen in love with the 

brand. This is the new retail.”

“Stores are dead because they 

store things. We do not want to 

walk around your warehouse of 

neatly packaged products. We 

want a playground, we want to 

learn and have fun. We want 

social spaces, food halls, markets, 

and brand playgrounds. That 

is what retail is about, it is for 

our communities. It is all about 

connection now.”

Leading trade fairs, exhibitions and events of 
interest to supermarkets and their suppliers

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
1 November  How to engage and grow with stokvels
Cape TowN Stokvels continue to be on the rise and are big business, but 

most companies are still not responding to this informal banking 
sector.  Here is your opportunity to find out how to engage with 
and be part of the Stokvel value! For more information, contact 
maureen@knowres.co.za 

23 November  FNB Eastern Cape Wine Show
porT elizabeTh PE wine lovers should make it a date night for an evening of great 

wine tastings.  Engage with winemakers or their representatives 
while tasting an array of around 250 of South Africa’s best wines – 
all available for both sampling and ordering via Shop@Show.

INTErNATIONAL 2017
28 November  Food Ingredients and Natural Ingredients Europe
FraNkFurT Food Ingredients Europe is held once every two years in a major 

European city and brings together the world’s leading food and 
beverage suppliers. Natural ingredients is the leading co-located 
event for sourcing natural and organic ingredients for supplements, 
nutraceuticals, functional food & beverages and any other food 
related products. 

29 November Food East Africa
Nairobi Food east africa provides a unique platform for your business 

to showcase its products and services to thousands of decision 
makers and influencing individuals from across the East African food 
and drink industry.

The Samsung building in New York’s Meatpacking District offers an event 
space, a café and a hi-tech theatre, but there are no Samsung products available 
to buy. The new retail space needs to morph from a warehouse to more of an 
interactive social venue.

news DIARY

artisans. McDonald’s isn’t worried about 

what Burger King is doing, they are worried 

about the owner-run salad bar on the 

corner. Small-scale producers, whether in 

coffee, cheese, chocolate or leather goods, 

are having their moment.

“It is David-and-Goliath time, folks. These 

big brands know that what is eroding their 

sales is the artisan revolution. You tour the 

little factory, you see it being made, you 

taste it and you talk about it.” 

The rise of food markets
Tying into the popularity of artisanal 

goods is the rise of markets. According to 

Saunders, the number of food markets 

in the US has increased fivefold, from 

approximately 10 000 to 50 000. But what 

is their appeal if they are not necessarily 

known for their speed or efficiency? 

“They are real,” he said, a far cry from 

the dull and detached atmosphere of one’s 

average food court. “You see them making 

stuff and you want to connect with them. 

They are smart entrepreneurs full of energy 

and they are happy to serve you. It is a 

food revolution.”

The brand playground
In the age of online retail, we are no longer 

venturing out in search of “stuff”, instead 

we expect it to come to us. This begs the 

question: what do we do with physical 

stores?

Saunders says they need to become 

brand playgrounds – engaging spaces with  

immersive experiences that make cus -

tomers feel like they are part of community. 


