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Are you your customers’ keeper?
These days, everybody is aware of the role that diet plays in staying healthy.

And no wonder! It is estimated that 415 million people worldwide are living with 

diabetes. That is about one in 11 of the world’s adult population.

Diabetes is just one of some 180 autoimmune diseases that are now associated 

with modern industrial economies and the processed foods they offer. There is  

growing evidence that what you eat or don’t eat plays a major part in the develop

ment of these diseases. With International Diabetes Day coming up on 14 Novem ber,  

we talk about how you can best serve your diabetic customers. You can do a lot to 

help. Educate yourself on the condition so that you have a better idea about the 

health benefits of different foods – which you can then highlight in store.

In general, the focus should be on fresh foods in their original form – fruits, 

vegetables, fish, and protein – in short, foods with the shortest list of ingredients 

possible and all should be low or no carb. This, of course, contrasts with most of 

the products currently in store. Many manufacturers are scrambling to reformulate 

their products, dropping ingredients that are being questioned by the health 

mavens, while others are buying younger companies that developed healthier food 

formulations as the foundation of their business.

The need to get ahead of the transition to healthier options is highlighted by the 

impact of Amazon’s purchase of the Wholefoods chain of organic supermarkets 

and simultaneously dropping pricing significantly. All of a sudden conventional 

supermarkets faced a whole bunch of their top healthconscious customers 

abandoning them for a store with better health credentials and the convenience 

of Amazon. As a retailer one cannot dictate to customers what to buy. You have to 

stock what sells. However, with a growing interest in eating healthier it is critical 

to assist customers looking for these options. The decision to introduce a tax on 

sugarsweetened beverages announced last year to help reduce excessive sugar 

intake, highlights the problems associated with publichealth policy trying to change 

people’s eating habits and its impact on the food industry and retailers.

Speaking of fresh produce… Retailers in South Africa operate in an extremely 

difficult economic environment, but, says Maryla Masojada, Trade Intelligence 

managing director, despite the situation being dire the innovation in fresh produce is 

unparalleled. Read more about the latest trends in our Freshproduce feature.

Millennials, also known as Generation Y, have experienced nearly constant analysis 

over recent years, but marketers are now turning their eyes to the next generation 

of consumers – Generation Z – made up of those below the age of 21. Also known 

as Centennials, this generation is expected to reach approximately 75 million people 

worldwide. In our Youth feature, we help you get this generation into your store.

Also in this issue we look at the latest Franchise Association of South Africa 

research that shows that, despite trying socioeconomic conditions, political 

uncertainty and tough trading conditions, the franchise sector has held its own over 

the past four years. How do they do it? We try to provide the answers.

There is no doubt that while there are limits to retailers changing the eating 

habits of their customers and being their customers’ keeper one has to demonstrate 

awareness for health and encourage change through highlighting and educating 

customers to the health benefits of different foods.

Stephen Maister
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EDITORIAL COMMENT

ERRATUM: In our July edition, a number of small errors were not corrected during 
our editing process. The most important fact is that the store is owned by Des Moller 
and Albie Coetzee (not Coetzer). The correct name of the coffee shop is The Bean Tree 
Café and the correct trading hours are from 7am to 9pm (as described in the SPAR 
store website). We apologise to the owners for these mistakes.



Buying fruits and veggies fresh isn’t the 

only way to reap their nutritious benefits. 

Since fruits and vegetables tend to be 

frozen when they are at peak ripeness, 

frozen options are not only convenient 

but also still nutrientdense. Help your 

customers avoid frozen items with added 

sugars or salt. 

One of the unhealthiest ingredients, in 

terms of both type 2 diabetes and overall 

general health, is trans fat. Trans fat can 

raise your LDL (bad) cholesterol and lower 

your HDL (good) cholesterol, increasing 

your risk of heart disease, so it’s best to 

avoid it completely.

Nuts are healthy snacks options, as are 

protein bars made especially for diabetic 

shoppers. Be ready to advise on these.

And last but not least, make diabetic 

shoppers feel welcome in your store. Assure 

them that you value their support and talk 

to them to find out how you can serve 

them better.

Serving diabetic 
customers
It is estimated that 415 million people 

worldwide are living with diabetes, 

which is estimated to be 1 in 11 of the 

world’s adult population. About 46% of 

people with diabetes are undiagnosed.

The figure is expected to rise to 642 million 

people living with diabetes worldwide by 

2040. 

Grocery shopping for diabetics can be 

really challenging. 

This is where knowing your regular 

customers really well can be a huge 

advantage. If you know that a customer 

is diabetic, you can do a lot to help – if 

you have educated yourself as far as the 

condition is concerned.

In general, the focus should be on fresh 

foods in their original form — fruits, 

vegetables, fish, and lean protein in short, 

foods with the shortest list of ingredients 

possible. 

It is very important for diabetics to plan 

meals in advance and have a wellstocked 

pantry to avoid eating foods that are not 

good for them.

And this is where the supermarket 

manager comes in.

A display of fresh, diabeticfriendly foods 

with some recipe cards thrown in can make 

a huge difference for these customers. 

And if you can answer their questions on 

foods and ingredients that are suitable for 

diabetics, you will have a loyal customer 

for life.

These customers will be looking for fresh 

produce, dairy products, and fresh poultry, 

fish, and lean meats, as well as wholegrain 

breads, cereals, and pasta, canned beans 

and vegetables — nosaltadded versions 

— and hearthealthy olive and canola oils.

Make sure that you have read all 

the labels and are ready to answer any 

questions.

When a product says “made with whole 

grains”, that doesn’t necessarily mean it

1 NOVEMBER: 
World Vegan Day
3 NOVEMBER: 
Sandwich Day
8 NOVEMBER: 
Cappuccino Day

12 NOVEMBER:
Chicken Soup Day
14 NOVEMBER:
World Diabetes Day
16 NOVEMBER: 
Fast Food Day

NOVEMBER 2017  
PROMOTIONAL CALENDAR

World Vegan Month
Sun Smart Awareness Month – CANSA

17 NOVEMBER: 
Homemade Bread Day
23 NOVEMBER:
Espresso Day
26 NOVEMBER: 
Cake Day

ON PROMOTION

is 100 percent whole grains. Make sure 

the ingredients section on the nutrition 

label has a wholegrain product with the 

word ‘whole’ listed first and that the food 

contains a healthy amount of fibre per 

serving.

The same goes for socalled sugar

free products. This is a red flag for highly 

processed foods that, while made without 

sugar, may contain other carbohydrate 

ingredients that can raise blood sugar. You 

should always check the nutrition label 

for grams of carbohydrates in “sugarfree” 

foods. 

Also read labels on packaged foods 

marked “fatfree”, because very often the 

removed fat has been replaced with sugar.

Scan labels for the total number of carb 

grams. People often look for grams of sugar 

on the nutrition facts panel, but people 

with type 2 diabetes also need to look at 

the grams of total carbohydrates, because 

all types of carbs can affect blood sugar.
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Introducing the newest addition to our family. 
Happy Event Fragrance Free.

Happy Event understands that different moms have different needs.
That’s why consumers now have the choice between the tried and tested 

original formula, as well as the brand new Fragrance Free variant. 
The packaging has also been updated for a fresh new look. 

The formula still contains the same blend of emollients, 
olive oil and vitamin E and A to help regenerate your skin and 
regulate its moisturising process, helping consumers keep their

 skin smooth and supple through all stages of pregnancy.

www.happyevent.co.za

For more information on these and other quality brands, contact your nearest A.J. Nor th of fice:

Cape Town: (021) 532 2113 • Johannesburg: (011) 680 5210

or www.ajnor th.co.za
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International. Now 

consumers can Score big 

on value and brilliant taste, 

while enjoying this explosive 

energy drink. With its double 

shot of Guarana and a 

healthy dose of B vitamins, 

Score has twice the power to 

release a wave of energy. And 

because it’s taurine free, 

Score has that great aftertaste fans have 

come to love. 

Score Original and Apple are both 

available in the new 500ml cans selling at 

R10 per can.

A hint of history

Steenberg 
Vineyards has 
launched a 
new range of 
generous, super
premium wines 
named after 
three tall ships 
in the Royal 
Navy fleet that

defeated the Dutch in the Battle of 
Muizenberg in 1795. Steenberg Ruby Rosé 
2017 is an invigorating blend of Syrah 
(51%) and Cinsault (49%) that delights 
with whiffs of watermelon sorbet, toffee 
apple and red licorice candy. Crisp yet 
full and creamy with a mouthful of juicy 
raspberries, wild strawberries and hints 
of spice, this dry Rosé has lovely depth 
and refreshes with a zesty citrus finish. 
Steenberg Sphynx Chardonnay 2017 is  
a lightly barrelfermented Chardonnay that 
stems from vineyards in Robertson and 
Bonnievale. The wine teems with orange 
blossom, butterscotch and yellow stone
fruit supported by a richly structured palate 
with nuances of quince and pear. 

Steenberg Stately 2015 is a generous, 
fullbodied blend of Cabernet Sauvignon 
(63%) and Shiraz (37%). The Ruby Rosé 
2017 sells for R86, the Sphynx Chardonnay 
2017 sells for R135 and the Stately Red 
2015 sells for R135 at the Steenberg 
cellar door in Constantia or at retailers 
countrywide.

Care cream for  
the whole family

Bettamed Care Cream treats itching, wet 

and dry eczema, rashes, athlete’s foot, 

insect bites, chickenpox, sunburn and

Denny adds moreish 
mushroom Bites and Nuggets 
to its frozen range

Following hot on the heels of its successful 

mushroom burger launch, Denny 

announced the addition of three new 

mushroombased products to its frozen 

range, Denny Bites and Nuggets. Denny 

Bites are available in two variants, namely 

Plain and Cheese and Denny Nuggets are 

available in Plain.

Both products contain no added MSG, 

no soya and no GMO ingredients, making 

them a completely guiltfree snack or meal. 

Made with fresh mushrooms, onions and a 

hint of garlic, Denny Bites and Nuggets can 

be cooked in less than 10 minutes.

Denny Bites and Nuggets retail at the 

recommended retail price of R44,99 for 

320g and are available at leading retailers. 

Chicken with cheese

Sovereign Foods announced the launch and 

extension of its breadcoated and cooked 

chicken range – a new crumbed range of 

coated chicken products with generous 

inclusions of real cheese. The new variant 

has a mature cheddar cheese flavour and 

comes with a hint of onion. The new range 

includes chicken nuggets, burgers, strips, 

steaklets and schnitzels.

The new range is available under the 

retail brand of one of its national retail 

partners and also under Sovereign Foods’ 

own catering brand Chicken’tizers.

The new cheese variant of the crumbed 

and cooked range has an authentic texture 

as the meat fibres are still visible between 

globs of cheese. 

Bigger is better

Bigger is better with the new Score 500ml 

cans just launched by Chill Beverages

mild burns. It also 

works wonders for 

shingles that is  

a really nasty and 

painful condition. 

Its antifungal, 

antibacterial and 

antiinflammatory 

properties ensure 

rapid healing.

Bettamed products contain CHDFA 

(Carbohydrate Derived Fulvic Acid) which 

is a patented form of Fulvic Acid that has 

been clinically tested in human safety trials. 

Bettamed Care Cream is available 

without a prescription and is covered by 

most medical aids and can be used safely 

by the whole family, including babies and 

the elderly.

Wiping with care

Little ones are truly unpredictable at the 

best of times. You never know when there 

will be a little milk burp, a hand full of 

mud, the nappy of all nappies or a pumpkin 

smear across their foreheads. 

Huggies Wipes are made from 65% 

natural fibres which form a unique cotton

like material that is thick and soft to 

offer gentle, effective cleaning and super 

absorbency. They clean gently, locking away 

the mess and quickly refreshing baby’s 

delicate skin. They also have new features 

such as a rigid lens which ensure the wipes 

retain their moisture and don’t dry out, as 

well as improved, onehand dispensing, a 

new updated product folding process to 

ensure one wipe comes out at a time and 

larger pack formats.

whAT’s NEw?

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

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

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

subscription  
offers you the  

full functionality  
of the mobi site. 



who were keen to learn about them felt like 

the heroes in the story. The story embodies 

service that goes beyond the extra mile and 

stays with you for years to come. When 

you are dealing with your emotional and 

irrational customers, you tell a unique type 

of story. In this story, the customer is the 

hero engaged on an epic journey and your 

solution aids the hero’s journey.

Of course, this story should not have 

surprised me, because that same store 

owner/manager once opened his store after 

normal working hours to help a customer 

who had decided to throw an impromptu 

party at the last minute, (after getting the 

matric results from her son and his friends.) 

Apparently, the party was one of those real 

raves that everyone remembers for a long 

time.

But, apart from spending a small fortune 

that night, she was so grateful that she 

supported the store over and over again for 

years, and encouraged everyone else she 

knew to do the same. 

Was the owner/manager the hero of this 

story? You bet he was, but he turned it all 

around by congratulating her on what a 

clever child she had, and how nice she was

Making heroes
By Aki Kalliatakis

It is not often that something 

extraordinary happens in our family’s 

shopping experiences – something so 

extra ordinary that it will become  

a legend retold again and again for  

many years. 

My niece was getting married and my 
sisterinlaw made arrangements to 
have the kitchen tea at her home. (The 
husbands, as usual, were invited to join in 
to pick up the scraps afterwards.)

The ladies decided to do the catering 
on their own – each would bring a tray 
of her favourite dish – but the bulk of the 
food would come from one of the leading 
retailers. We have all seen those big round 
trays with cold meatballs, tasty samoosas 
and spicy chicken wings decorated with 
some small squishy tomatoes and wilted 
curly lettuce leaves. My wife and sister
inlaw duly pitched up at the retailer to 
order what they needed, but somehow 
the owner/manager recognised them and 
overheard the conversation. 

After listening to their needs, he made 
a suggestion that left them flabbergasted. 
“Since it’s a Greek function,” he said, 
“why don’t I get our chefs to come and 
learn how to make Greek meze from the 
grannies and aunties?” 

Once they had recovered, they 
enthusiastically agreed, and they got a few 
of the matriarchs in the family to meet 
and teach the store’s foodpreparation 
staff the authentic recipes. The final result 
was spectacular and incredibly tasty, and 
everybody was fighting about who would 
take what morsels home.

What were the results of this simple 
little act? Firstly, the retailer was able to 
do something different and increase the 
range of special products that he could 
sell. Secondly, the staff did not only learn 
something new, but were also motivated 
because they managed to get out there 
and interact with their customers. Thirdly, 
it did not take long before the word spread 
to the entire community and the retailer 
became a “caterer of choice”. That must 
have impacted positively on sales.

But the final benefit was perhaps the 
best of all: those neglected matriarchs who 
passed on their recipes and skills to people

to arrange a party for all of his school 

friends. He made her feel like she was the 

most important celebrity in the world.

A few of you reading this may be 

doubtful about whether overreacting to 

customers’ special needs and requests 

could be a bit over the top. What about 

being able to do these things consistently? 

What happens when these customers 

take advantage of your generosity? What 

if other customers start demanding the 

same?

My response is simple: deal with these 

“problems” as they come up, go out of your 

way to listen to your customers and to be 

nice to them. But remember that while you 

are busy with these things, you will also be 

laughing all the way to the bank, and the 

reputation of your business as one that 

delights customers will grow. You cannot 

cut corners when it comes to caring for 

your customers. That would be like trying 

to put lipstick on a pig. It may make the pig 

more attractive – but it is still a pig.

This stuff works. A delegate on one of my 

recent courses just opened a franchise of 

another retail brand in Krugersdorp. He put 

a huge focus on customer care before the

The key to great service experiences and enduring customer loyalty  
is to make them feel special and important.
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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

that they are comfortable with. Some are 

very professional, competent and formal, 

but others are more enthusiastic, full of 

fun, carefree and relaxed. But you cannot 

afford to not be helpful to a fault, and 

friendly towards them. That’s it. 

Customers do not expect you to be 

perfect – but they do expect you to help 

them fix things in their lives when they go 

wrong, and to add value in some tangible

or intangible way. They want you to 

simplify their complicated and messy lives. 

And they want you to treat them the same 

way you would treat your mother.

The key to great service experiences, and 

to enduring customer loyalty is to make 

them feel special and important. 

Remember to make  
your customers the  
heroes in your business. 
It is really not that hard to do. “If you  

love what you do, and you always put  

the customer first, success will be yours. 

” This was said by no less a person than  

Ray Kroc, the founder and longtime CEO 

of McDonalds. With 37 000 stores serving  

68 million customers every day, who can 

argue with that?

Good service and walking the extra mile will make your customers 
return to your store again and again.

Background checks play a major role in this  
risk-management approach to the hiring process

store opened – and opening day sales broke 

all records! When I asked what specifically 

he did to create this, he couldn’t really 

answer. But he did tell me he remembered 

one quote from my course. That quote 

was from Mahatma Gandhi: “The best way 

to find yourself is to lose yourself in the 

service of others.”

Every person in business has their own 

way of interacting with their customers

“The 
best 
way 
to find 
yourself 
is to 
lose 
yourself 
in the 
service 
of 
others.”

DELIghT yOuR CusTOMERs

How valuable is background screening to the retail industry?

“Background screening should form part of the retail loss prevention strategy,” says 

Kruger.

Kruger says the most important screening checks to include are criminal illicit 

activity; credit history reports; academic qualifications; employment history and ID 

verification, as they paint a more holistic picture of a candidate. 

“Over and above the interview, these pertinent background checks are crucial when 

considering someone for employment. Background checks help employers make sound 

hiring decisions, thereby reducing threats by looking into a candidate’s profile, past 

behaviour and financial status,” he said.

Fraud and violence in the workplace are 

serious threats to business stability and 

can be significant in retail environments 

where, daily, employees have direct access to 

customers, commodities and cash. 

Retail entities are responsible for protecting the 

business, staff and customers from any negative 

act of an employee. For this reason only 

competent, trustworthy and safe employees 

should be hired. 

“Background checks play a major role in 

this riskmanagement approach to the hiring 

process,” says Rudi Kruger, general manager of 

Risk Solutions at LexisNexis Data Services. 

“The retail industry is dynamic and fastpaced 

and in many retail setups, stores remain open 

well after business hours. Manning these stores 

are employees who act as custodians of the 

brand in every aspect,” said Kruger. 

“In this kind of fastpaced environment, 

retail employers who neglect to properly assess 

employees during the hiring process are prone 

to making poor hiring decisions, which could 

result in disgruntled customers, reduced sales, 

theft and fraud, reputational damage and 

decreased revenue,” he added. 
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MOVING GOODS EFFICIENTLY
from Warehouse to Till Point

QUALITY WIRE PRODUCTS SINCE 1929  •  100% SOUTH AFRICAN

Cape Gate manufactures a wide range of quality materials handling and shopping 
trolleys designed to move stock with maximum efficiency from the distribution centre 

to the shop floor, and finally from the shelf to the till point. A complete range that 
meets the needs of today’s retailer from bulk handling units to a variety of 

shopping trolleys that are specifically designed to meet particular store profiles. 

160L 
Duplex Shopper

Shopping Trolleys 
180L & 210L

85L 
Galaxy

Merchandising 
Trolley

Heavy Duty 
Flat-Bed Trolley

Flexi-Shopper & 
Flexi-Shopper Deluxe

Mini-Shopper
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FRANChIsE suRVEy
By Tarina Coetzee
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Franchise system according to size
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9% 9% 8%

5% 5%
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3% 3%
1%

n Business-to-business services
n Leisure and entertainment
n Real-estate services
n Personal services
n Construction and related
n Other 

78% of franchisors are 
optimistic about future growth 
in their businesses, compared 

to 92% in the previous year.

When the Franchise Association of South 
Africa (FASA), together with sponsor Sanlam 
commissioned Research IQ in 2013 to conduct 
a survey of the industry and track its growth, 
South Africa and the world had already been in 
a recession for five years. 

Despite trying socio-economic conditions, 
political uncertainty and tough trading 
conditions, the franchise sector has held 
its own over the past four years growing its 
contribution to the country GDP from 9,7% 
in 2014 to its present figure of 13,3% and its 
estimated turnover from R465 billion in 2014 
to R587 billion in 2017.

“As a sector, we are doing great things in a 
tight economy” says Tony Da Fonseca, FASA’s 
Chairman. “Tracking our success and looking 
for areas that need improving is part of the 
entrepreneurial nature that sets us apart as 
franchisors and franchisees. This is borne 
out by the fact that 78% of the franchisors 
surveyed are optimistic about future growth 
in their businesses, although it dropped 
significantly in the last year from 92% - a 
signal that the country’s economic woes are 
affecting even the most resilient of business 
people. There is a concomitant increase in the 
number of franchisors and franchisees that are 
uncertain about the future, as well as those 
who believe their turnovers will not change.  
This is linked to a new franchisee taking longer 
than previously suggested to break even.” 

“Whilst we celebrate our tenacity in staying 
the course, with an increase in the number 
of franchised systems to 845, adding much 
needed small businesses (40 528 franchisees) 
and employing 343 319 people in our sector, 
we must be cognisant of subtle undercurrents 
of uncertainty that the survey has exposed 
which need to be addressed to make the 
industry even stronger.” 

“As an industry association and given the 
higher risks in starting a business in such 
a tight economy,” says Da Fonseca, “we 
also have to protect prospective franchisee 

Franchise-store ownership

15% 

n Owned by company 
or in joint ventures
(5% a year ago)

85% 

n Owned by
 franchisees
(95% a year ago)

Ownership by previously 
disadvantaged individuals (PDI)

17% 

n PDI ownership
(18% a year ago)

n Franchises with no
PDI ownership

56% 
71% of franchisors 

interviewed said they had 
opened a total of  

2 789 BUSINESSES:  
25% of which were 
FAST FOODS AND 

RESTAURANTS; 26% of 
which were in RETAIL and 

16% were in HEALTH, 
BODY AND BEAUTY 

CULTURE.  
An estimated 105 

BUSINESSES were closed 
down, resulting in a nett 
gain of 2 184 STORES

Franchising grows  
in a tight economy
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13,3% 

R587 billion

Franchise market

Total turnover

of SA GDP

Turnover 
(% contributed per section)

43% 

29% 28% 

n Building, office and home services 
n Retail
n Business-to-business services. 

n Fast food 
and restaurantsn Other

investors from unethical operators and 
caution them to do thorough investigations 
into the franchise companies they are 
considering buying into – and above all make 
sure that they are members of FASA which 
offers a certain measure of peace-of-mind 
given the strict scrutiny franchisors voluntarily 
submit themselves to.”

With two in three franchisors claiming to 
have been in business for more than ten years 
and a further 17% for between 6 and 10 years, 
the longevity of these businesses supports 
the success of franchising and supports the 
mitigation of risk when buying into a franchise. 

Sanlam, the sponsor of the FASA Franchise 
Surveys also tracks the continuity and planning 
provisions that franchisors and franchisees 
make as part of their business strategy.  “It is 
encouraging to note,” says Kobus Engelbrecht, 
Marketing Head: Sanlam Business Market, 
”that the majority of franchise owners (95%) 

South Africa has 
over 845 

FRANCHISED 
SYSTEMS 

and 40 528 
STORES

Employees

Franchise industry 
employs a total of  

343 319 
people, with the 

RETAIL SECTOR 
being the biggest 

employer

65% 
Black

5% 
Indian

24% 
White

6% 
Coloured

The number of 
BLACK EMPLOYEES 

has INCREASED 
by 8%

323 592
employed by franchisees

20 000
employed by 

franchisors

figures include both management and staff

Female ownership

25% 

n Female ownership

The sectors with 
highest incidence of 

female ownership are 
HEALTH, BEAUTY AND 
BODY CULTURE and the 

CHILDCARE, EDUCATION 
AND TRAINING 

claim to have an investment portfolio largely 
comprising retirement annuities and property 
but a bit concerning that the number of 
franchise owners claiming to have some form 
of continuity planning has declined in the 
past three years. However, confidence in their 
business choice and the immediate future is 
reflected in the fact that selling their franchise 
within the next 12 months is not on the cards 
for 97% of franchise owners.”

“The franchising industry continues to make 
a healthy contribution to the South African 
GDP, a fact that is often overlooked by both 
the public and private sector,” concludes 
Vera Valasis, FASA’s Executive Director. 
“Benchmarking where we stand on the world 
franchise stage puts South Africa 36th in a 
list of 181 countries – between Singapore, 
Malaysia, Ireland and Pakistan in 34th, 35th, 
37th and 38th place respectively – a position 
we can be greatly proud of.”
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Traditionally, multiplequeue lines are used when each queue feeds into a different till 

point. More recently, singlequeue lines have become increasingly common. A single 

(snake) queue feeds into many till points, allowing for speedier till points to pick up 

load from slower ones and creating an allround perception of faster service.

In September, Field Agent assigned a survey across six major retailers. We 

wanted to understand the impact of different queuing methods on speed of service 

and flow of shoppers. We assigned agents to measure queue lengths, arrival frequency, 

process speed and queue structures. 

Crowdsourcing via smartphones provides an unbiased, realtime understanding of 

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. 

In an ongoing effort to improve the customer experience, speed of service remains a 

priority for retailers. The quicker a consumer is able to complete the checkout process, 

the better the experience. By employing efficient queuing systems, retailers can save 

the consumer time and effort in the pursuit of a better shopper experience and build 

consumer loyalty in the process.

By investing in improved through

flow technologies, retailers can 

increase footfall traffic in their stores, 

and maximise sales volumes while 

maintaining the overriding tradition of 

service, and in so doing, further lock in 

consumer spending. Understanding the 

latest trends and perceptions can play 

an important role in finding that edge 

to consumer satisfaction and retention.

We surveyed 96 random recipients, 

evenly spread across six supermarket 

chains in South Africa and Namibia  

(see map). We asked consumers to 

report on which systems they found, 

and used the timer functionality in the 

app to measure speed, and frequency 

of processes. We collected photographs 

and other information to corroborate the findings.

65% of retailers were found to be using the singlequeue line method (snake queue, 

where one queue feeds many till points), either in isolation or in combination with 

the multiplequeuing method. Woolworths and Food Lovers Market are the primary 

users of the single queue method, while Shoprite is still using the multiplequeue line 

method (multiple queues, with each queue feeding its own till point). Spar, Pick n Pay 

and Checkers largely appear to be using both methods with a bias toward the single 

queue method. 

The graphs show that both waiting time and through flow are more favourable 

when using the single queue line method. The most common singlequeue structures 

accommodate between five and ten till points from a single line. On the whole, 

waiting times for Checkers and Spar were better than their competitors, and Checkers 

were shown to experience the strongest throughflow of customers. 

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

s&R/FIELD AgENT BAROMETER

Mind that queue
Queuing-line methods can have a material effect on speed of service at checkout 

counters in retail stores. There are two basic methods in use in supermarkets 

today: the single-queue line and the multiple-queue line. 

Queueing systems across all retailers
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Millennials, Generation X, and Baby 

Boomers), Yes Lifecycle Marketing was able 

to uncover some of the unique behaviors 

and spending habits of Generation Z.

The study found that Generation Z is 

very driven by product quality. More than 

half (57%) of Centennials say that quality 

influences their brand loyalty more than 

any other factor. In addition, 50% of them 

said that quality was the driver of their 

most recent purchase.

Price is nearly tied as the most important 

motivator for this youngest generation 

with 55% of Generation Z indicating that 

price is a key factor in driving brand loyalty.

When surveyed, almost a third of 

Centennials who do not shop from Amazon, 

indicated they prefer to purchase from 

other retailers because they enjoy the in

Ninetysix percent of these young 

consumers influence buying decisions 

within their household. When that 

influence on household spending is 

combined with their own currency, this 

adds up to buying power of over 44 billion 

dollars.2

As the leading pack of Generation Z 

graduates from college, the importance 

of this group will continue to grow over 

the coming years. Centennials have some 

surprising preferences and habits that set 

them apart from older generations and 

from Millennials alike. Is your brand ready 

for the rise of Generation Z?

Key motivators
In a recent study of 1 000 consumers 

across four generations (Centennials, 

instore shopping experience. Generation 

Z is also more willing to spend on 

experiences such as travel and activities.

Digital natives
Generation Z is the first generation of 

true digital natives – they don’t remember 

a time before the world was connected 

by the internet. They are online at least 

an hour a day and over half of them are 

connected for over 10 hours a day.3 They 

are the first children to be raised in the 

era after widespread smartphone use. The 

mobile generation craves interactive brand 

experiences including instore, online and 

in their email.

In the survey, Generation Z ranked 

the importance of email for research 

well below the other three generations. 

Fortysix percent of Generation Z find 

email important in their purchase process, 

and 60% have made a purchase from 

email in the past three months. Perhaps 

unsurprisingly for the “mobile generation”, 

Centennials also checked their email 

while on the go more frequently than any 

other generation; 6% checked email while 

commuting and 14% while standing in line. 

When making a decision about whether 

to purchase an item from a marketing 

yOuTh, kIDs & BABIEs

What marketers need to 
know about Generation Z
By Marie Honme

Millennials, also known as Generation Y, have experienced nearly constant analysis 

and inspection over recent years, and brands have honed their strategies to appeal 

to them. However, marketers are now turning their eyes on the next generation of 

consumers – Generation Z – made up of those below the age of 21. Also known as 

Centennials, this generation is expected to reach approximately 75 million members.

▲

SUPERMARKET & RETAILER, SEPTEMBER 2017 | 11



12 | SUPERMARKET & RETAILER, SEPTEMBER 2017

any other generation (80% of Centennial 

compared to 74% of Millennial, 58% of 

Generation X, and 41% of Baby Boomers). 

Gen Z is highly visual and is more 

influenced by video and photofocused 

social media channels like Instagram, 

Snapchat, and YouTube than older 

generations. For example, 44% of 

Centennials find Instagram influential 

and 21% find Snapchat influential, which 

is more than twice the proportion for 

Millennials.

Despite recent reports that Generation 

Z has been turning away from Facebook 

in favour of applications like Instagram, 

Facebook remains the most influential 

social media channel for them (51%).

In-store
Given that Generation Z is so digitally 

focused, marketers may be tempted 

to assume they would identify online 

channels as most important. 

However, Yes Lifecycle Marketing’s study 

found that 81% of Centennials rated brick 

and mortar stores as the most important 

channel for

email, 85% of Centennials indicated that 

an easy online/mobile purchase process 

was the biggest factor, followed by ease of 

transaction (81%).

Based on these findings, when marketers 

use email to communicate with Generation 

Z, they can appeal to young audiences by 

ensuring that the customer experience 

during online and mobile purchases is 

seamless. They can also attract young 

digital natives by incorporating interactive 

elements like animated pictures/videos, 

reviews and surveys. Marketers can also use 

triggered messages to try to connect with 

this hardtoreach age group.

In an email and web campaign for the 

2017 backtoschool season, Pier One 

enticed collegiate shoppers with a small

space shopping guide that is tailored to fit 

their personal style. After choosing their 

design preferences, shoppers were directed 

to product recommendations that suited 

their interior decorating tastes.

Social media
More members of Generation Z said that 

social media influences their shopping than

helping them make purchasing decisions 

and 18% indicated that instore experience 

was within their topthree drivers of brand 

loyalty. Shopping instore remains an 

integral part of the buying process for this 

young group.

Generation Z is becoming more 

important and, not just to youthfocused 

brands. 

As they come of age, Centennials 

will have more and more buying power. 

Marketers can benefit from understanding 

that this generation is highly visual, 

they seek quality at the right price, they 

are digitallyfocused, but crave instore 

experiences, and they seek connection  

and feedback through social media and 

reviews. 

Brands can connect with this younger 

generation by providing experiences and 

campaigns that bridge the online/offline 

world, giving them easy ways to connect, 

and providing content that appeals to their 

visual nature by using videos and photos 

and interactive elements to help them 

make purchasing decisions. 

http://www.yeslifecyclemarketing.com

yOuTh, kIDs & BABIEs

▲



FREEDOM STATIONERY CELEBRATING 30 YEARS
OF GREAT SERVICE AND GREAT VALUE!

 

www.freedomstationery.co.za

Our History

Growing on the stationery’s leading businesses in a market that is constantly changing has been a big challenge for 
Freedom Stationery, but the company has still managed to ink its name at the top of the industry. When Freedom 
Stationery was started in 1987, the intention was to provide scholastic books to students in the country who – 
during the apartheid era – had little or no access to much-needed materials for learning. Specialist stores may have 
existed, but they were few and far between, and while general dealers and supermarkets could claim a degree of 
access to the mass market, the distribution channels were at times, precarious.

It was these challenges that Freedom Stationery dealt with and overcame in those initial years by working closely 
with customers to ensure that they received and stocked the items o�ered by the company in the most e�cient 
manner.

Growing Our Brands

Both the MARLIN and MARLIN KIDS range have been developed over the years to provide a comprehensive 
o�ering of home, o�ce and scholastic stationery accessories. Marlin’s slogan of “Real Good Value” was embodied in 
its products and after consumers were attracted to the brand by the price, they continued to use it because of the 
quality o�ered.

Our Organization

From three sta� three decades ago to 780 sta� presently, Freedom Stationery has grew it’s family business into an 
empire of good work ethic, excellent customer service and a created an undeniable organization of success.

Freedom Stationery boasts a total of over one hundred thousand square meters of warehouse holding space and a 
vast �eet of delivery vehicles to ensure excellent service delivery. 
Freedom Stationery’s core business remains the manufacturing of scholastic books with volumes in excess of 100 
million books per year awarding the company the title of largest manufacturer of scholastic books in the southern 
hemisphere. 

Looking Forward

Freedom Stationery is always dedicated to achieving service excellence in all spheres of its operations. Integrity, 
quality and value to stakeholders govern our culture and we pride ourselves on the development of its people and 
the partnership we form with our customers, suppliers and members of the industry and the greater community. 
We want to continue providing optimum value to our customers by providing the most e�cient service possible. 

1987 - 2017

ANNIVERSARY
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Kids and babies:

get them 
young

Children represent an important 

demographic to marketers because,  

in addition to their own purchasing 

power (which is considerable), they 

influence their parents’ buying decisions 

and are the adult consumers of the 

future.

As a result, industry spent on advertising 

to children has exploded over the past 

two decades. In the United States alone, 

companies spent over $17 billion doing 

this in 2009 – more than double what was 

spent in 1992.

Parents today are willing to buy more 

for their children because trends such 

as smaller families, dual incomes and 

postponing having children until later in life 

mean that families have more disposable 

income. Guilt can also play a role in 

spending decisions as timestressed parents 

substitute material goods for time spent 

with their kids.

Here are some of the marketing 

strategies you can use when targeting 

children:

Pester power
Today’s children have more decision

making power within the family than in 

previous generations, and they are vocal 

about what they want their parents to buy. 

“Pester power” refers to children’s ability 

to nag their parents into buying items 

they may not otherwise buy. Marketing to 

children is all about creating pester power, 

because advertisers know what a powerful 

force it can be.

The marriage of psychology  
and marketing
To effectively market to children, 

advertisers need to know what makes kids 

tick. With the help of wellpaid researchers 

and psychologists, advertisers now have 

access to indepth knowledge of children’s 

developmental, emotional and social needs 

at different ages. Using research that 

analyses children’s behaviour, fantasy lives, 

yOuTh, kIDs & BABIEs

artwork, even their dreams, companies 
are able to craft sophisticated marketing 
strategies to reach young people. 

Building brand name loyalty
Canadian author Naomi Klein tracked 
the birth of brand marketing in her book 
“No Logo”. According to Klein, the mid
1980s saw the birth of a new kind of 
corporation—Nike, Calvin Klein, Tommy 
Hilfiger, to name a few—that changed 
their primary corporate focus from 
producing products to creating an image 
for their brand through powerful marketing 
messages. It has been tremendously 
profitable, and has led to the creation of 
some of the wealthiest and powerful multi
national corporations the world has seen.

Marketers plant the seeds of brand 
recognition in very young children, in the 
hope that the seeds will grow into lifetime 
relationships.

According to the Center for a New 
American Dream, babies as young as six 
months of age can form mental images 
of corporate logos and mascots. Brand 
loyalties can be established as early as age 
two, and by the time children head off to 
school most can recognise hundreds of 
brand logos.

While fast food, toy and clothing 
companies have been cultivating brand 
recognition in children for years, adult
oriented businesses such as banks and 
automakers are now getting in on the act.

Commercialisation in education
School used to be a place where children 
were protected from the advertising and 
consumer messages that permeated 
their world—but not any more. Budget 
shortfalls are forcing school boards to allow 
corporates access to students in exchange 
for badly needed cash, computers and 
educational materials.

Corporations realise the power of the 
school environment for promoting their 
name and products or store. A school 
setting delivers a captive youth audience 
and implies the endorsement of teachers 
and the educational system. Marketers are 
eagerly exploiting this medium in a number 
of ways, including sponsoring educational 
materials, supplying schools with 
technology in exchange for high company 
visibility, advertising posted at schools in 
exchange for funds and sponsoring school 
events.

The internet
The internet is an extremely desirable 

medium for marketers wanting to target 

children, because it is part of youth culture. 

This generation of young people is growing 

up with the Internet as a daily and routine 

part of their lives.

By creating engaging, interactive 

environments based on products and brand 

names, companies can build brand loyalties 

from an early age.

Teens may be fickle, but when they find a 

store that welcomes them, they’ll become 

loyal customers. So how can you attract 

these desirable, but fickle shoppers called 

teenagers?

Market your store on Instagram
It’s the most popular social network 

among teens — nearly onethird (32%) 

say it’s their favourite social network. Take 

photos of your products, then use the right 

filters to modify them, and tag them with 

appropriate hashtags. 

Use Instagram tools like Webstagram 

or Populagram to find the most popular 

hashtags, and use the ones most relevant 

to your business. Engage teens on 

Instagram by encouraging them to share 

their own photos of your products.

Make your store a social 
experience
Teens love to go shopping in groups; 

it’s a major social activity for them. 

Play to their love of socialising by hiring 

engaging, energetic sales staff; creating 

an environment where groups of teens 

can shop together (such as dressing room 

areas with room for friends to gather); 

setting up backgrounds to take selfies and 

encouraging teen shoppers to share their 

status and photos on social media with 

your store’s hashtags.

Add entertainment value
Along with the social aspect, teens enjoy 

brickandmortar shopping because it’s 

entertaining. Make your store more than 

just a place to conduct transactions. Play 

teenfriendly music in the background, 

or host instore performances by local 

musicians. Promote events relevant to your 

business, like an instore makeover day or 

cooking competition.

Additional information from mediasmarts.ca  
and smallbiztrends.com



Freedom Stationery presents its campaign for

BACK-TO-SCHOOL 2018
The campaign covers the bumper back-to-school period between October 2017
to January 2018. As ever, Marlin has placed a focus of attracting visitors to the brand,
increasing foot tra�c in your store, and boosting sales across the entire Marlin
and Marlin Kids range, in particular our four featured product categories/40 products
as per list below.

Terms & Conditions
As part of the rebate programme, no returns apply to these products. Customers who have qualified for rebates, will only
receive these rebates in June 2018, due to Freedom Stationery’s financial year end.

STEP

01 Order your Marlin and Marlin Kids products for the Back-to-School period.

STEP

02 Support Marlin by displaying in-store material supplied (optional).

STEP

03 Your growth percentage will be calculated with a cash rebate being awarded, over and above any existing

Existing Customers or New Customers who have not previously purchased any of these items will qualify for a 1,5% rebate per item/category.

10% growth will get you a rebate of 1.5%
20% growth will get you a rebate of 3%
30% growth will get you a rebate of 5%

 
 

As with the previous year, customers will benefit from an updated incentive structure in place during the period:
*Applies to the 4 key product categories/40 products as per list attached.

SPIRAL
BOOK
RANGE

BOOK
COVER
RANGE

COLOURING
BOOK
RANGE

DOCUMENT
FOLDER
RANGE
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anymore. Horizontal trade is a major issue 

for retailers in the wholesale market,” she 

noted.

Convenience
The convenience trend is prevalent in 

the global and local marketplace, and it 

is changing shopper behaviour and store 

formats. The escalation of small store 

formats such as Shoprite’s Usave and Pick 

n Pay Local offers a shopping experience 

specifically designed for convenience 

customers.

Convenience shopping is also reflected in 

the spazashop model and in partnerships 

between major food retailers and 

petroleum companies with express shops 

and forecourt retail sites at their service 

stations.

Evolution and consolidation  
of wholesale
Post1994 corporate whiteowned 

businesses could move into township trade. 

This drove infrastructure for the SA retail 

environment. Formal independent retail 

came under pressure and wholesale hit the 

wall five to eight years ago. 

Masojada said that wholesalers 

responded in one of three ways.

They either became redistributors, 

meaning they could take their stock to 

the market via distribution vehicles to 

independent retailers, or they became 

hybrid operators and added fresh produce 

to their offering. 

Retailers in South Africa operate in an 

extreme social environment. On the 

one hand there is social unrest and 

on the other, customers are splurging 

R600 000 on a bottle of whiskey. This 

kind of market demands a plethora of 

responses from retailers in terms of how 

they service consumers that have such 

dramatically different realities.

This was one of the messages that set the 

scene for Maryla Masojada’s keynote on 

the state of the fresh produce industry 

in South Africa at the Produce Market 

Association’s (PMA) Fresh Connection 

Conference held in Cape Town recently. 

The Trade Intelligence managing director 

discussed the trends affecting the produce 

supply chain and their impact on the way 

companies do business.

Touching on the current macroeconomic 

conditions – which ultimately impact 

shopper, and thus retailer, behaviour – she 

said that despite the situation being dire 

the innovation we are seeing right now in 

terms of business behavioural changes is 

unparalleled. 

“We are seeing responses like we have 

never seen before from both retailers and 

suppliers. It is not all doom and gloom – 

when the water gets really hot, we start 

to jump.” However, the fact remains that 

topline growth is not coming, and for 

that reason retailer strategy is focused on 

growing margins and improving efficiencies. 

What follows is the standout trends, 

strategies and market responses listed in 

Masojada’s talk.

Channel blurring
Grocery channels used to be distinct – 

manufacturing, supply, retail, informal, and 

a few hybrids in the middle. Bulk items 

were sold to suppliers, and single units 

to retail shoppers. But it does not look 

like this anymore. For example, informal 

independent retailers are now buying from 

Pick n Pay. Does that now make Pick n Pay 

Hypermarket a wholesaler? What does that 

mean in terms of what the operation is 

supplied with? 

“The key takeout when it comes to 

channel blurring is that you cannot just 

think of wholesale as cash and carry

“Rhino Cash and Carry, Game and Makro 
all went into fresh. The addition of fresh 
produce into wholesale drives margin and 
pulls shoppers into stores more often,” she 
explained. 

The third route wholesalers took was to 
open franchise stores – essentially using 
their cash and carry to supply their own 
franchise operations. 

“In essence, they are retail buying groups 
not wholesale buying groups. Putting them 
into a category of a wholesale cash and 
carry is not going to work in the current 
context.”

Online and physical  
joining forces
Online and brickandmortar retailers are 
coming together to offer their customers 
the best of both, and the clickandcollect 
model supports this strategy. Locally, 
Spar’s Good Living online shopping portal 
partnered up with Hirsch’s Homestore 
and internationally there is the famous 
AmazonWhole Foods deal. 

“Why has Amazon gone into fresh? It 
is not because there is money in grocery 
retail. It is about driving clicks to Amazon 
and getting the customer to come back 
more often, and hopefully they will pick up 
some higher margin along the way.” 

Informal independent retail
She cautioned delegates to not 
underestimate the hidden economy of 
informal independent retail. “It is just 
harder to see and reach,” she said.

By Lauren Hartzenberg,  
bizcommmunity

The state of fresh produce 
retail in SA

FREsh PRODuCE
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In South Africa we have an informal independent 

retail sector that is predominantly foreignowned and 

foreignrun. 

“We have an influx of Somalis, Bangladeshis and 

Pakistanis who are running these stores and have retail 

in their blood. Their expectations in terms of the trading 

environment are also quite low.”

On arrival in South Africa, they are often welcomed into 

a community and immediately start working within it. In 

terms of where they source their stock, they cherrypick 

across wholesalers. They split up to purchase the stock, and 

then they gather to share it and redistribute it. Because 

they buy collaboratively they get the best prices, which is 

why South African informal traders struggle to compete.

“The sector is starting to explode and these informal 

independent retailers are starting to put even large retailers 

like Shoprite under pressure.”

“Best in fresh” strategy
Masojada said that there was a significant shift towards 

fresh produce, with every corporate retailer having “best in 

fresh” in its strategy. In the retailer context “fresh” expands 

past fruit and veg and includes the deli, the butchery and 

bakery.

“Retailers are decreasing floor space for groceries and 

increasing shelf space for fresh produce. When you walk 

into a store, the fresh produce is always in the front. This is 

what shoppers are after,” she said.

However, it is not possible for it to be a differentiator 

if everybody has got it. She said it all boils down to 

execution. How does the stock get there? What is the 

supply chain? How is it maintained and presented in 

store? How does the retailer avoid waste and what is 

communication like with the shopper? 

Supply-chain conundrum
The majority of retailers are still grappling with the supply

chain conundrum, Masojada said. Do they buy from the 

farmers market in the morning as Shoprite does, or do 

they use their own infrastructure to get goods to market? 

How that decision is made goes back to considerations like 

quality, reliability and cold chain. 

“Supply chain is the next frontier. If you can crack the 

supply chain you will be the winner of the future, certainly 

in the South African context. When you attain an efficient 

supply chain the margins start to come.”

Supermarket & Retailer says:

Is your fresh produce 
department the “same old”  
or are you doing something 
with it?
As discussed previously, the fresh-produce department was the first 

non-grocery area introduced into supermarkets back in 1960s when 

it was called the fruit and veg department.

There have been obvious strides made in this area over the years, such as 

prepacking, cut ‘n dice and organic produce. 

But to many shoppers very little innovation is taking place in a vital 

department that impresses the consumer for its freshness and eye

appealing presentation.

The arrival of Food Lovers’ Market in the “big league” of retailers has 

certainly shaken the industry somewhat. Food Lovers’ Market is probably 

known as one of the largest freshproduce purveyors in the country. They 

are traders in fresh produce. Whether they deal with farmers directly 

or at the local municipal market, Food Lovers’ Market have always 

approached the product range from a trading perspective, which does 

not strike us as being the norm with some chain stores. 

The store’s main challenge is to maintain a good standard of fresh

produce quality and this aspect is sometimes sadly lacking in some of 

the stores.

Woolworths is renowned for its quality control and the shelf life of 

its fresh produce, but this comes at a cost and many consumers find it 

unaffordable. The other major chains – Pick n Pay, Checkers/Shoprite 

and SPAR – are placed somewhere in between. Where the stores are 

run by individual entrepreneurs, one notices that the freshproduce 

department is well looked after and the pricing and freshness attuned to 

the customer demand. 

In some corporate stores, it is obvious that store management does 

not spend any quality time managing this vital department, not only 

from the point of view of store image, but also profitability.

This is possibly the main reason why independent fresh produce 

retailers are still evident in many of our cities. They are passionate 

people who wake up early in the morning and go to the market to source 

the best possible affordable produce and then follow up at store level 

by merchandising it in attractive displays that create enormous sales for 

their establishments.

The latest awareness by the public of health challenges has also 

increased the importance of this department. Banting is just one of the 

many lifestyle eating trends that are positively affecting the industry. 

Another positive trend is the availability of fruit and vegetables in the 

ever increasing range of foods sold at supermarkets from the home meal 

replacement area, as timestarved consumers source their daily meals 

from outside the home.

The proof is in the pudding: find the correct passionate person to run 

this department for your store; delegate to him/her the authority to 

source the best possible range of fresh produce that suits your customer 

profile; ensure that the whole team at the rock face is passionate and 

qualified to keep up the presentation fresh and attractive; and watch 

your sales grow!▲

FREsh PRODuCE COMMENT
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many of the hardships that come with 
trading on the continent. They are certainly 
looking at being Shoprite Africa as opposed 
to Shoprite South Africa that trades in 
Africa.” 

She mentioned that for retailers going 
into Africa the focus on local sourcing and 
supply is massive. This largely boils down 
to the efficiency and cost of it, but also 
the part it plays in forging relationships 
with the regional government and local 
businesses. 

Collaborative thinking
Concluding her keynote, Masojada 

referenced a study done by IGD in UK that 

surveyed 22 international retailers on what 

they thought was important in terms of 

their relationship with suppliers. Seventy

seven per cent answered “greater strategic 

alignment and longterm joint business 

planning. This is absolutely critical. If you 

don’t work together you can’t get extra 

margin. Collaborative business planning will 

drive behaviour into the future.” 

She said that retailers and suppliers  

need to have an understanding of short, 

medium and longterm trends to deliver 

successful market responses. 

“Collaborative thinking, innovation  

and relevant market responses really will 

dictate the winners of the future,” she 

concluded.

FREsh PRODuCE

hEALTh 

Expansion into Africa
Retailer strategies for expanding into 

Africa have become a very contested zone, 

but it has shifted quite dramatically, said 

Masojada. 

While Massmart and Pick n Pay are 

consciously going city by city, slow and 

steady, Shoprite has ploughed into the 

continent. 

“Shoprite has trail blazed Africa in many 

respects and as a result has experienced

Being overweight affects all aspects of 

health, not least the digestive system, 

and this has serious implications for our 

immune systems. “Over the past two 

decades, researchers have revealed that 

gut health is critical to overall health, 

and that an unhealthy gut contributes 

to a wide range of diseases, including 

diabetes, obesity, rheumatoid arthritis, 

autism spectrum disorder, depression and 

chronic fatigue syndrome,” says Vanessa 

de Ascencao, nutritional consultant and 

member of the Health Products Association 

of South Africa (HPASA). 

The HPASA has been at the forefront 

of the natural health products, nutritional 

dietary supplements and complementary 

and alternative medicines (CAMs) 

industries since 1976, and represents a 

broad spectrum of stakeholders, including 

manufacturers, wholesalers, distributors, 

retailers and practitioners. 

Probiotics, which are the “good” bacteria 

that line the digestive tract, assist in

nutrient absorption and support the 

immune system. Found naturally in foods 

such as yoghurt and pickles, probiotics in 

the gut can be depleted through poor diet 

(especially one high in refined sugars) and 

when taking antibiotics. “Today, due to 

our high stress levels, lack of fresh foods 

and good soil, and the fact that we no 

longer need to ferment our foods to keep 

them from going off due to refrigeration 

and manmade chemicals, most of us have 

depleted levels of probiotics,” says De 

Ascencao.

Probiotics also play a useful role in 

maintaining a healthy weight. “Extensive 

research has been done over the years, 

scientifically proving that probiotics play 

a major role in weight loss,” says Dhivia 

Naidoo, MD of Compounding Pharmacy of 

SA. 

Probiotic supplements can help your 

body to function at its best, and it’s clear 

that many South Africans are taking this 

option. Bruce Dennison, president of the 

HPASA, says that probiotic supplements 

saw strong growth of 25% in 2016 

in South Africa. “Consumers are far 

more informed about the benefits of 

supplements and realise the role probiotics 

can play in improving their health,” he 

notes.

A Euromonitor report states that 

the probiotic industry in South Africa is 

predicted to be worth over R527 million for 

2017, confirming that this sector is growing 

tremendously. 

Rise of obesity and fast-food consumption 

drives demand for probiotics
The South African fast-food industry is valued at over R300 billion, according to South 

Africa-based market-research company Insight Survey. So it’s hardly surprising that 

South Africa has the highest overweight and obesity rate in sub-Saharan Africa, with 

up to 70% of women and a third of men battling with serious weight problems – fast 

food is generally nutrient poor but high in the kinds of refined carbohydrates and 

saturated fats that pile on the kilos.
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The minster said at the time that this is 

as a result of a growing global concern 

regarding obesity stemming from the 

overconsumption of sugar. Obesity is a 

global epidemic and a major risk factor 

linked to the growing burden of non

communicable diseases including heart 

diseases, type 2 diabetes and some forms 

of cancers. 

The tax is likely to be implemented in 

April 2018.

These diseases are the leading causes 

of mortality globally, resulting in more 

deaths than all other causes combined, 

and the world’s low and middleincome 

populations are the most affected. 

The problem of obesity has grown over 

the past 30 years in South Africa resulting 

in the country being ranked the most obese 

country in subSaharan Africa.

The World Health Organization (WHO) 

shares the concern about the ills caused 

by the overconsumption of sugar and 

describes sugary drinks as a major

contributor to obesity, diabetes and tooth 

decay.

The worldwide prevalence of obesity 

more than doubled between 1980 and 

2014. An estimated 39% of adults were 

overweight in 2014, and 13% were obese. 

Some 42 million children under the age of 

five were overweight or obese in 2015. The 

prevalence of overweight in children of pre

school age is increasing fastest in low and 

lower middleincome countries.

People who consume sugary drinks 

regularly – one to two cans a day or more 

– have a 26% greater risk of developing 

type 2 diabetes than people who rarely 

consume such drinks.

The number of people with diabetes 

has risen from 108 million in 1980 to 422 

million in 2014.

From 2011 to 2030, losses in gross 

domestic product worldwide due to 

diabetes, including both direct and indirect 

costs, are expected to total US$ 1,7 trillion, 

US$ 900 billion in highincome countries 

and US$ 800 billion in low and middle

income countries.

Apart from diabetes, obesity is a major 

risk factor for heart diseases, cancers and 

other diseases.

In a recent paper titled “Taxes on sugary 

drinks: Why do it?”, the organisation 

expressed concern about how easy it is to 

consume too much sugar in the current 

environment, especially from sugary drinks.

On average, a single can of a sugary drink 

contains around 40 grams of free sugars, 

the equivalent of around 10 teaspoons of 

table sugar.

The WHO sees the taxation of sugary 

drinks as an important way to curb the 

consumption of sugar. Just as taxing 

tobacco helps to reduce tobacco use, taxing 

sugary drinks can help reduce consumption 

of sugar.

Evidence shows that a tax of 20% on 

sugary drinks can lead to a reduction 

in consumption of around 20%, thus 

preventing obesity and diabetes.

Estimates suggest that, over 10 years, a 

tax on sugary drinks of one cent per ounce 

in the USA would result in more than US$ 

17 billion in healthcare cost savings.

This tax could generate approximately 

US$ 13 billion in annual tax revenues in the 

USA, which the WHO says can be used to 

promote the health of the population. 

The Beverage Association of South 

Africa (BevSA), a notfor profit industry 

organisation that represents the interests 

of the nonalcoholic beverage (NAB) 

industry in South Africa, says that although 

it recognises the complex challenge that 

obesity presents and is committed to 

playing its part in addressing the problem, 

it believes that obesity is a multifactorial 

issue that cannot be resolved with a narrow 

approach. It believes that imposing a tax on 

SSBs will hurt the South African economy 

in return for small and highly uncertain 

benefits for both health outcomes and tax 

revenues. 

BevSA says there is no conclusive 

evidence from other markets that imposing 

a tax on soft drinks helps people to lose 

weight. Moreover, the tax is discriminatory, 

because it applies to a singleproduct 

category, when there are many that 

contain calories. 

At best, the SSB tax will have a negligible 

effect on obesity, BevSA says.

COLD BEVERAgEs

▲

SUGAR
and obesity
The Minister of Finance announced in the 
February 2016 Budget a decision to introduce 
a tax on sugar-sweetened beverages (SSBs) to 
help reduce excessive sugar intake. 
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continued to rise in these countries. A 
report evaluating the impact of food taxes 
in Europe notes that there is no clear 
evidence that the observed reduction in 
SSB consumption has led to public health 
benefits.

Given that SSBs contribute only a small 
share of overall calorie intake, a tax on SSBs 
alone will not have a meaningful impact on 
obesity. Even in Mexico, the SSB tax only 
reduced daily consumption of soft drinks 
by 17 kJ (4 calories) per day, less than 0,2% 
of daily energy intake. 

The primary outcome of the Mexican 
SSB tax has been to make consumers, and 
in particular lower socioeconomic groups, 
poorer not thinner, BevSA states. This is 
because SSBs account for only a small 
share of excess Calorie consumption.

Moreover, consumers typically substitute 
SSBs with other caloriedense products, 
such as alcohol. Others may simply buy 
cheaper brands of the same product. Most 
research on SSB crossprice elasticity 
does not consider all circumstances in 
which SSBs are consumed (e.g. restaurants 
or socialising), where alcohol may be a 
substitute. At least one study purported 
to show an increase in household beer 
purchases associated with an SSB tax. 

The proposed SSB tax will cause 
significant economic harm and 
disproportionately hurt lower income 
families, BevSA says.

In its response to government’s policy 
paper on the taxation of sugarsweetened 
beverages, the organisation says there is a 
range of different policy interventions that 
governments can use to tackle obesity. 

SSB taxes have been found to be among 
the least effective of these. 

Two large prospective cohort studies – 
Mozaffarian et al, 2011, and Dong et al, 
2015 – show that other food categories 
such as potato chips and breaded poultry 
have a stronger association with weight 
gain than SSBs. 

The McKinsey Global Institute’s report 
on obesity analysed and ranked the 
most effective interventions to tackle 
obesity. The report cites sugarreduction 
reformulation and providing smaller 
portion size as the two most effective 
interventions in the UK, whereas taxes are 
not among the top ten. 

One example of a systemic set of 
interventions to address obesity is EPODE 
(Ensemble, Prévenons l’Obésité des 
Enfants – ‘Together, let’s prevent childhood 
obesity’). The EPODE International 
Network (EIN), is an internationally 
recognised NGO with a proven track record 
of childhood obesity prevention through 
local community projects. EPODE recently 
launched an innovative project to help 
tackle obesity in children aged 012 years 
in Europe. Its program is focused at the 
community level and has been shown to 
decrease childhood obesity rates. EPODE 
achieves a positive behaviour change by 
coordinating political commitment, public 
and private partnerships, communitybased 
actions, and evaluation measures. The 
EPODE methodology has proved highly 
successful, and is now being used in more 
than 300 towns in 29 countries.

Another example of successful sugar
reduction reformulation, portion control 
and availability shifts is an initiative carried 
out by the American Beverage Association 
and the Alliance for a Healthier Generation. 
This initiative made a concentrated effort 
in American schools to replace fullcalorie 
beverages with lowcalorie alternatives in 
ageappropriate pack sizes. By 2009, this 
had led to a 90% decrease in beverage 
Calories delivered to American schools 
compared to 2005. 

Experience in other markets has sub
stantiated the ineffectiveness of SSB taxes. 
Hungary, France and Finland currently 

impose taxes on SSBs, but obesity has

The NAB industry is a key driver of the 
South African economy at a time when 
other sectors are declining, contributing 
R60 billion to South Africa’s GDP, supports 
approximately 294 000 jobs (including 
many smallscale farmers, small business 
owners, entrepreneurs, women and black 
South Africans) and contributes R18 billion 
in direct, indirect, and induced taxes. 
Direct employment by the NAB industry 
has increased by up to 5% per year since 
2003,significantly outperforming the 
overall South African labour market, which 
grew by only 2% per year over this period.

The proposed SSB tax could trigger tens 
of thousands of job losses, hurt the South 
African economy, exacerbate the broader 
fiscal and societal costs associated with 
unemployment, harm consumers with 
punitive price increases, and damage the 
competitiveness of the NAB industry. 

For consumers, the proposed SSB tax 
equates to a 25% weighted average 
price increase for SSBs, which is almost 
unprecedented by international standards. 
For industry, the price increase could cause 
SSB volumes to decline more than 33% 
(based on the Treasury policy paper’s own 
elasticity estimates), leading to a 23% drop 
in revenues – equivalent to R13 billion. 
For workers, this decline in volumes could 
result in between 62 000 and 72 000 job 
losses, many of which will be in smallscale 
farms and spazas. 

COLD BEVERAgEs

CASe STUDy published by the World Health Organization

Evidence shows that implementing taxes on sugary 

drinks leads to reduced consumption of these 

products and several countries are well on their way 

to implementing taxes on sugary drinks.

In January 2014, the government of Mexico added a  

1 peso per litre excise tax on any nonalcoholic beverage 

with added sugar (powder, concentrates or readyto

drink) to the country’s Special Tax on Production and 

Services, which is paid by the producer and represents 

about a 10% increase in price for the consumer.

A study conducted by the Mexican National Institute of Public Health and the 

University of North Carolina evaluating the first year of implementation showed an 

average reduction of 6% in the purchase of taxed sugary drinks during 2014. This 

reduction increased over the course of the year to reach 12% by December 2014.

Households with the fewest resources had an average reduction in purchases of 9% in 

2014, increasing to 17% by December. The study showed a 4% increase in purchases of 

untaxed beverages, particularly bottled water.

Over US$ 2,6 billion was raised during the first two years of implementation; some 

of this revenue is beginning to be invested towards installing water fountains in schools 

across Mexico.
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The SSB tax could reduce existing 
personal income tax, corporate income 
tax, and VAT revenues by R3,1 billion per 
annum (which will significantly offset 
any revenues generated by the SSB tax). 
Putting it into perspective, the SSB tax 
could reduce South Africa’s GDP by R14 
billion – this is equivalent to 0,4 percentage 
points of GDP growth in 2016. All of this 
will disproportionately hurt lower income 
families and cause significant economic 
harm. 

The punitive SSB tax will create 
significant uncertainty for the industry, 
and will prevent or dampen prospects of 
further growth and investment. BevSA has 
commissioned an independent study from 
Oxford Economics to assess the impact 
of an SSB tax in South Africa. Oxford 
Economics calculates a weighted average 
price increase for SSBs of 25,1%. This figure 
is based on volume and sales data provided 
by Nielsen, as well as sugar content data 
provided by the industry. It includes retailer 
margins.

Using a price elasticity of 1,3, as quoted 
in the Treasury’s policy paper, this would 
result in a 32,6% drop in volumes for SSBs. 

Even in markets where volumes have 

eventually recovered to pretax levels, as 

in Mexico (the market with the highest per 

capita consumption of SSBs), the tax has 

imposed significant ongoing opportunity 

costs in the form of lost growth which will 

take years to recover, if at all. In Mexico, 

following the introduction of the SSB tax, 

some consumers switched to making drinks 

at home, removing jobs and tax receipts. 

This behaviour occurred even though the 

price increases from the tax in Mexico were

smaller than those that will occur in South 
Africa.

In South Africa, many illicit alcohol 
producers have the infrastructure to 
produce SSBs and may find it economically 
attractive to do so following price rises of 
25% for SSBs in legal retail channels. Some 
smaller commercial producers could also 
attempt to avoid taxes by underdeclaring 
volumes.

The proposed SSB tax could increase the 
recommended retail price of a twolitre 
bottle of CocaCola by 33%. This equates 
to a direct price impact of R4,80 per bottle. 
In addition, supermarkets and discount 
stores will add a further R1,20 to maintain 
their profit margin. The price of a twolitre 
bottle of Twizza and Refreshhh could rise by 
as much as 82% and 66% respectively. For 
cordials the effect will be markedly greater: 
an average price increase in the order of 
40% across the industry, and significantly 
more for some individual packs and brands.

“We are committed to working with the 
government to tackle the obesity problem 
in South Africa. We have specific plans 
underway to reformulate drinks and invest 
in health programmes, measures that we 
know to be effective in addressing obesity 
based on rigorous independent research,” 
BevSA says.

BevSA members have committed to 
reduce average daily energy intake by at 
least 5975 kJ (1418 Calories) per capita 
by 2020, which equates to a reduction of 
approximately 15%.31 This includes the 
launch of a number of lowsugar or no
calorie products, as well as sugarreduction 
reformulations. 

BevSA will also create a healtheducation 
fund and partner with the government to 
find further ways to tackle obesity. 

Water retailing made simple... Get yours today

Contact
information:
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nationwide
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The Naivas logo welcomes customers to the new store.

By Hippo Zourides

the  enyan way
retai l ingretai l ing

The fresh produce department.

This month we 

feature a brand 

new store recently 

launched on the 

main Kiambu Road 

that services the 

Rundu area of 

Nairobi, Kenya. 

Part of the Navias 

group of companies, 

the new store is 

a flagship that 

promises to give its 

upmarket clientele 

the best available 

products and the 

most comprehensive 

product range for its 

catchment area.

sTOREwATCh
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The Navias group of companies 

has been active in Kenya for 

over 19 years and the group 

now has over 30 stores spread 

throughout the country. 

The stores range in size from 

a huge multistorey 9 000m2 

unit to the smaller outlets with 

1 400m2 of sales area. All stores 

sell a comprehensive range of 

general merchandise to the 

Kenyan population.

The family–run business 

is considered one of the 

bigfive retail chains in 

Kenya. Nakumatt, Tuskys and 

Uchumi head the list. Of late, 

Nakumatt has fallen unto hard 

times, with huge cash flow 

problems, so it is very possible 

that the pecking order in this 

country may soon change, 

as Tuskys have closed a deal 

with Nakumatt to assist the 

wounded group.

Rundu is an upmarket area 

in Nairobi and many expats 

and consulates/embassies 

are located in this suburb. 

This means that the store has 

developed a suitable range for 

the area and a wide imported 

range of products is being 

added to the product file.

Designed and commissioned 

by ARC Retail Specialists 

and Consultants from South 

Africa, the new store has all 

the attributes of a modern 

supermarket that could fit into 

any European or American or 

Asian suburb.

historyhistory

The fresh-produce department being merchandised the night before the opening.

The fresh-meat 
section has both 

a pre-packed and 
service area.

the storethe store

▲
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The bakery range is quite extensive.

The pizza oven dominates the fresh-food area and no one can miss it.

sTOREwATCh
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ARC supplied all the expertise in the fresh departments and 

specialists were available to train the local staff perform their 

duties. The same applied to merchandising techniques for the dry 

groceries of the store.

Apart from the usual grocery section, emphasis has been placed 

on both freshness (fresh produce, delicatessen, hot foods, butchery, 

bakery and fresh fish), as well as onestop shopping by including a 

wide range of general merchandise (audio, household appliances, 

white goods, carpeting, bedding, crockery, liquor, toiletries and 

cosmetics). There is a fresh grain area where customers can buy 

loose grains and pulses by weight or they can choose their own 

fruit or vegetables and have it cut and diced according to their 

requirements.

A milkdispensing bar sells bulk milk by the bottle and the 

“Temptation Bar” sells gelato, waffles and mini doughnuts. A pizza 

oven and buildyourownsandwich service completes the offering.

Customers have a choice of selecting foods from the counter 

for takeaway or onsite consumption or otherwise can sit in the 

outside restaurant and order from  

a comprehensive menu.

An SA-based merchandising team was instrumental  
in training the local staff at Naivas.

 Hand baskets are positioned near the gondola ends  
to encourage impulse buying.

▲
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The refrigeration system was 

installed and commissioned by 

Nairobi Kitchen Care, and was 

designed with energy efficiency 

in mind. Cubicool International 

supplied the compressor 

equipment.

The mediumtemperature 

applications were served by 

an 110kW Cubiplex aircooled 

unit, with three Bitzer Ecoline 

semihermetic compressors. 

The unit was fitted with the 

virtually stepless CRII system 

as well as the Cubisave liquid 

amplification system, offering 

significant energy savings 

(more than 25% on average). 

The system also included a 

ThermaStor heatrecovery 

tank that generates hot water 

for the store using waste 

compression heat.

The lowtemperature 

applications were served by 

Cubistar wallmounted units 

fitted with a combination of 

Bitzer Ecoline semihermetic 

compressors on larger units 

and Tecumseh hermetic 

compressors on the smaller 

applications.

The 2 850m2 store employs 

193 employees and trades 

between 08:00 to 21:00 seven 

days a week. Four new sites are 

being planned for the group’s 

expansion programme.
For further information on ARC, 
contact info@arcretail.org

The frozen-food area was designed with energy savings in mind.

Fresh-produce refrigeration maintains shelf life in the hot Kenyan climate.

▲
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The Navias group 
of companies 
has been active 
in Kenya for 
over 19 years 
and the group 
now has over 
30 stores spread 
throughout the 
country.



Adding a great  
range of versatility 
to your store environment

INTRODUCING OUR BRAND NEW AND FULLY UPDATED FRUIT & VEG RANGE

Checkout Counters and Accessories • Impulse Units & Queuing Systems  • Kiosks and High Value 
Counters • Standard & Bulk Gondolas • Fruit & Veg  • Bakery and Confectionery Solutions • Deli & Food 
Preparation • Magazine and Flower Stands • Racking and Shelving • Barrier Rails • Accessories

www.broleighinstoresolutions.co.za

Bruce Leighton 
+27 82 652 5831 / bruce@broleigh.co.za

Proudly approved suppliers to many major chain stores and independent traders. Servicing supermarket 
and wholesale retailers, our products are built to withstand the vigour of the industry and satisfy the 
aesthetics of the store design.

Nigel Leighton 
+27 76 381 1130 / nigel@broleigh.co.za
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The hot-food section provides both take-away and on-site consumption meals.

The dairy section is located at the back of the store and pulls customers to its attractive displays.

sTOREwATCh



The accolade was attributed to Engen in 

the Sunday Times Top Brands* survey, 

which recognises those brands that have 

earned topconsumer sentiment in South 

Africa over the past 12 months.

Engen has the largest servicestation 

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 ageold, traditional 
mechanism used by many South Africans 
to collectively save, socialise and connect in 
the short and longterm. 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 quickservice 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 

doubledsided 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 middleclass 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
Alternativeprofit 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. Wellknown retailers 

such as Woolworths, Pick and Pay, SPAR 

and OK are partnering with oil companies 

and nonrefinery brands to increase 

market share. Other APO’s include 

carwash services, restaurants, quick service 

restaurants and even icecream 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
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The 2017 survey polled 3 500 individuals 

aged 18 years and older in both 

metropolitan and nonmetropolitan areas 

to establish a ranking of top brands in 

32 consumer categories. Similarly, 468 

business leaders and decisionmakers 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 sitdown 

restaurants, we can’t necessarily attribute it 

to irresponsible spending. We also noticed 

an increase in both long and shortterm 

insurancepolicy ownership,” says Nuala 

HarrisMorele of Kantar TNS.

For the first time, the Consumer Overall 

Favourite Brand Grand Prix was awarded to 

KFC, improving on its thirdplace ranking 

last year. Samsung and Shoprite came in 

second and third respectively. 

CocaCola 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, MercedesBenz, 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, KwaZuluNatal and 

Table Bay, Western Cape);

 – Usave (Aberdeen, Eastern Cape and 

Gandlanani, Limpopo);

 – Checkers LiquorShop (Cornubia, 

KwaZuluNatal 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 facelifted 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 climbingwall 

centre, and indoor playpark, glowinthedark minigolf, 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 fastfood 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 sellby 

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 sellby 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 R1million 
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 
sellby 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 customerconnected digital era, 

topperforming 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 demandtofulfill network, across 

each inventory and fulfilldeliver 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 fullyfunctional software has

Global wholesale distribution competitors 

are aware of this, and they are responding. 

They need to meet the everfluctuating 

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 informationsharing, 

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 uptodate 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 worldclass modern shopping centre, Dobsonville Mall will now offer 

incentre 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 lineup 

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 oneday regional events in 

Gauteng, KwaZuluNatal 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, TechPro 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 TechPro recently found jobs were 

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

coloured – with the 3039 year age group 

making up 45% of placements, against 

40% for 2029 year olds and just 14% for 

40 years and over.

Two wellknown 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 costdriven model to a product 

flowdriven 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.

USbased 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 runnerup. 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 oncebustling 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.
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Howard Saunders, retail futurist.



SUPERMARKET & RETAILER, SEPTEMBER 2017 | 37

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 hitech theatre, but 

there is no Samsung products 

available to buy.

And in London, Dyson offers a 

museumlike 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.
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artisans. McDonald’s isn’t worried about 

what Burger King is doing, they are worried 

about the ownerrun salad bar on the 

corner. Smallscale producers, whether in 

coffee, cheese, chocolate or leather goods, 

are having their moment.

“It is DavidandGoliath 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. 



Here’s what an enhanced listing offers you:

Feature Enhanced listing  Unpaid listing
MAGAZINE
Logo Y N
50-word company profile Y N
Postal address, phone, fax, email and website Y N (tel number only)
ONLINE
Supplier page Y N
Logo runs across supermarket.co.za home page Y N
Your listing rises to the head of category searches Y N
Category and company search results provide 
click-through to supplier page 

Y N

Google takes searchers to your supplier page Y N

Enhanced listing

R9 850

Equipment & Services Buyers Guide

Stay top-of-mind all year long

Now entering its 17th year, this guide is published annualy 
in the December issue of Supermarket & Retailer and 
is available online for the whole year, giving suppliers who 
miss the magazine edition in December the opportunity to 
list in the online edition at any time during the year. 

We offer two options: a basic listing at no charge and an 
enhanced listing designed to give advertisers who are 
serious about generating leads and sales the best possible 
results.

Tel 011 728 7006 / ads@supermarket.co.za  / www.supermarket.co.za




