
physical store is top (56%) followed by 

word-of-mouth (41%), newspapers or 

magazines (32%) and websites containing 

coupons or discounts (30%). Our 

respondents cited online user reviews and 

blogs or special interest websites at the 

bottom of the list,” says Paterson.

While online and offline switching 

behaviours suggest that most consumers 

choose to buy fresh and packaged groceries 

and medicine or healthcare products in 

store, the use of online shopping options 

is growing, especially among tech-savvy 

Millennials.

In South Africa, which has a 49% internet 

penetration, 51% of those sampled say 

they would go to a physical store to buy 

groceries and would not consider buying 

online, 40% are not buying online but 

would consider it, 6% have bought online 

but not recently and 3% buy online 

regularly. 

When asked if South African consumers 

had confidence that their personal 

information on a retailer’s website is 

secure, the majority (57%) said they 

did but 13% somewhat disagreed and 

seven percent strongly disagreed. Another 

question dealt with problems of internet 

connectivity with 42% saying they felt this 

was a problem in South Africa.

To encourage online purchases of any 

consumable products, retailers will need 

to address consumers’ concerns. A full 

refund for product that doesn’t match 

consumers’ expectations is most influential 

among “trialists” and “considerers”, 

but other strategies include same-day 

product replacement, free delivery above 

a minimum spend, tracking progress of 

delivery online and free delivery from 

Tuesday to Thursday every week.

In line with global trends, the most 

important source of information used in 

purchasing decisions are traditional touch 

points. Visits to a physical store are helpful 

South African 
shoppers influenced 
by clicks and bricks
New research by Nielsen reveals that 

thinking in terms of bricks versus 

clicks is outdated. Bricks-and-clicks is 

the current and future retail reality, 

especially in emerging markets – 

including South Africa.

Nielsen’s new global research, What’s 

in-store for online grocery shopping – 

Omni-channel strategies to reach crossover 

shoppers, was conducted in 63 countries to 

assess consumer behaviour and attitudes 

toward in-store and online shopping across 

product categories.

It explores patterns across product 

categories; investigates the key influencers 

and barriers that affect the decisions of 

“trialists” (purchased online in the past but 

not recently) and “considerers” (currently 

don’t buy online but would consider 

buying) in adopting online retail models.

“We found that the most effective 

strategies to engage shoppers starts with 

an understanding of how shoppers make 

purchasing decisions – both online and in 

store, while considering the blurring across 

both options, then offering touch points 

that are relevant to their needs,” says 

Gareth Paterson, head of retail services for 

Nielsen South Africa.

When asked what products or services 

are currently purchased online, many 

South African respondents said travel 

(53%), event tickets (52%), books/music/

stationery (45%), IT and mobile (40%) and 

fashion (38%), while items such as fresh 

groceries, packaged grocery food, medicines 

and pet food are mostly accessed in-store. 

For fresh produce (fruit, vegetables, 

meat and dairy), the most effective 

online activation strategy is offering a full 

money-back guarantee for products not 

meeting expectations. Other high-influence 

activation strategies include offering 

the same produce free with subsequent 

purchase, freshness labels and the ability 

to make special product requests to suit 

individual needs, such as green bananas, 

ripe tomatoes, lean cuts of meat.

“When it comes to the information 

sources used to aid purchase decisions in 

the fresh grocery category, visits to the

for all product categories, but they’re 
clearly the most influential source for 
fresh grocery products. For all categories, 
digital platforms and social media are 
more influential in purchasing decisions 
in developing markets than advanced 
ones, highlighting a greater importance 
for integrated omni-channel marketing 
strategies in developing markets.

Some disruptive trends that will continue 
to drive connected commerce growth 
include:

■	Business model innovation

New models are gaining traction and South 
Africa is no exception. While no single 
model is right for everyone, the challenge 
is to determine how to take the best of 
the online and offline worlds and blend 
them in a way that deepens the shopper 
relationship and experience.

■	Rising connectivity

Exponential growth will occur in emerging 
markets and South Africa, driven largely by 
the spread of mobile devices and increasing 
access to affordable data.

■	Digital payment disruption

Mobile is helping to address one of the 
major challenges for online retailers: the 
largely unbanked population in much of the 
developing world. Mobile money services 
are enabling new consumers to engage 
in e- and m-commerce for the first time, 
driving additional consumer spending.

■	Rising economic prosperity and 

consumption-led growth

Growing consumer purchasing power and 
the rising middle class will be a growth 
engine for consumption, with young, digital 
natives being a powerful force for future 
consumption.

■	Urban living

Up to 64% of South Africans live in 
urban centres, which have better digital 
and physical infrastructure necessary to 
facilitate connected commerce growth.

Overall, it is clear that digital retailing gives 
consumers more ways to shop and greater 
access to products and services than even 
before. 

Considering this, Paterson says: “Simply 
adapting to keep pace is no longer 
sufficient; to create maximum ROI in an 
omni-channel environment, winning brands 
and retailers must know their shoppers – 
their demands and how and what they’re 
buying online and in-store – and then 
leverage the specific touch points that will 
maximise their shopping experience.”
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Professor John Simpson, director and co-

founder of the UCT Unilever Institute of 

Strategic Marketing, recently addressed 

a meeting of the South African Council 

of Shopping Centres on his research and 

expertise at a networking breakfast at the 

Balalaika Hotel in Sandton.

Simpson has been involved with ground-

breaking research projects on South African 

consumer trends.

According to Simpson there are eight 

aspirations his research has revealed among 

consumers: stability, belonging, freedom, 

comfort, respect, experiences, health and 

giving back.

“Consumers aspire to improve their 

circumstances. This is the reason why a 

marketer will target a particular consumer. 

Our research into consumer aspirations 

is done in a variety of ways. We have 

done a very strong quantitative study and 

incorporated that study with in-house 

focus groups and interviews, which gives 

us a greater understanding of who the 

consumer is and what they aspire to,” he 

says.

He added that it is important for 

retailers to take consumer aspirations into 

consideration when developing marketing 

campaigns.

“Consumer aspirations in South Africa is 

very important, because it allows you to 

target your brand to a particular customer 

giving him the opportunity to buy an item 

that he or she feels better for as a result. 

You would market a product that tells him

or her that they actually will be better 

off as a result of buying a particular item. 

In one way or another, whether it is in 

terms of his personal circumstances, or in 

terms of their society, or whether it has 

something to do with his family – these 

are the things he aspires to improve upon,” 

Simpson says.

He says that South African retailers need 

to make their stores more attractive to the 

consumer with aspirations.

“There are two main things that retailers 

can do to appeal to this market. One would 

be to make their stores more appealing 

in such a way that a consumer feels 

recognised as to who they are. The second 

aspect is to provide products and services 

that consumers would aspire to. There is 

a big difference between just satisfying 

a need and perhaps getting something 

a consumer aspires to have, which is 

normally above one’s need at this point in 

time.

In general, marketers do not understand 

consumer aspirations fully.

“It is assumed that ‘one size fits all’ 

– whether you are marketing to a well-

off person or a poor person, the same 

marketing exercise is used because it is 

assumed that both people have the same 

aspirations. The fact of the matter is that 

there are a lot of aspirations that are 

common – whether you’re rich or poor 

– but the way that they are played out is 

very different. This is what marketers need 

to understand,” he says.

Nominations opening 
for awards honouring 
SA innovators
This year, the PriceCheck Tech and 

E-Commerce Awards is expected to be 

even bigger and better than the last. 

With nomination submissions opening 

1 June, the awards that focus on local 

innovation boasts an impressive panel of 

judges including Dan Guasco, co-founder of 

Groupon, and Matthew Buckland, founder 

of Creative Spark.

Aimed at recognising outstanding  

South African organisations and individuals 

in the e-commerce and technology 

industries, the annual awards ceremony will 

take place at The Westin Cape Town Hotel 

on 14 September.

Kevin Tucker, founder of PriceCheck 

says that the prestigious industry gala 

event is expected to draw 350 delegates: 

“We have introduced a small business / 

entrepreneurial competition to the awards. 

The winner will be selected based on  

a presentation of a business plan and  

a written submission.”

The other judges are Michele Lozzo, 

Geoff Cohen, Mich Atagana, Toby 

Shapshack and Lynette Hindermark.

New jobs at FreshStop
A new Caltex service station in Sinoville, 

Pretoria, has provided 30 new jobs at its 

FreshStop store.

“We are very excited about the opening 

of this modern FreshStop,” says Jaap Lee, 

the owner. This 253rd store in the national 

network, at 9 Sefako Drive, Sinoville, 

offers coffee from the full-service Seattle 

Coffee Bar with Barista. Customers can 

complement your caffeine boost with a 

freshly made doughnut from Doughnut 

Delite. The store also features a Vusi’s 

Hotdogs and a Biltong Bar. The store also 

has a selection of fresh fruit and vegetables, 

a range of grocery items as well as freshly 

prepared sandwiches, salads, wraps, pies 

and smoothies in the Grab n Go section.

The store is open 24-hours a day, 7-days 

a week, has five ATMs as well as a Montana 

Batteries retail outlet that also offer after-

hours services.
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Consumer aspirations affect retail
Consumer aspirations have become a huge driving force in the retail industry with 

the rapidly emerging black middle-class.



direct influence on their productivity and 
no linkage to profit or loss, spectacular 
performance or indifferent productivity.

The way to plan for a new approach  
to motivating one’s workers would be to  
do away the annual bonus (NB. Consult  
a labour expert to see if the current

employment contracts can be amended) 

and implement a “balanced score card” 

incentive scheme, that not only rewards 

the management and supervisory levels in 

your store but also the total labour force. If 

you are starting a new business, here is  

a basic plan to consider.

Reward  
your team 
appropriately 
By Hippo Zourides

Incentivising the team
Has the time come for business owners 

in the retail food industry to share the 

cake more fairly with the workforce? 

Analyse your business and decide 

whether the “team” is as important 

as you, as the owner or investor and 

whether they should be incentivised to 

produce more for your business.

The recent debate in the mining and 
banking industries on the disparity of 
pay between the directors and the labour 
force has filled many newspaper and trade 
magazine columns. We suspect that if 
the same exercise was conducted in the 
retail food industry, the results could be 
staggering.

We do not just refer to the published 
income of the CEO of Shoprite, Whitey 
Basson, who earned over R100m for 
the last financial period but rather the 
differential between what an owner/
investor may take home as compared 
with the average of his/her workforce. 
The general reaction to this poser is 
the fact that the risk and hard work of 
an entrepreneur should be rewarded 
handsomely by the final results of the 
business, especially in times when the 
results are not as expected. This may be 
true, but it is also true that one has to look 
at ways of incentivising the rest of the 
team to assist the owner/manager achieve 
his/her objectives.

Why should you incentivise?
Traditionally in South Africa, employees 
have been accustomed to receiving a 13th 
cheque (sometimes less), where applicable, 
and this is normally paid in December of 
every year to assist with the purchase of 
both seasonal gifts and the ‘back to school’ 
burden that afflicts many families.

Unfortunately over the years, this 
process has become a habit and an 
expectation by the employees with no

Examples of an incentive scheme
For the sake of an example, let us take a butchery manager and his performance. His 

balanced score card could consist of the following areas:

Sales – grow sales for the same period last year by 15%

Profitability – achieve an average gross profit for the department of 26%

Expenses – maintain a ratio of packaging to sales to no more than xx% and a salary 

ratio to sales of no more than yy%

Promotions – ensure a minimum of 6 items on promotion at all times

Every one of the above aspects could be rated differently based on the weighting of 

each portion. For example, out of a possible 100 points, sales could be weighted at 

50, profitability at 25, expenses at 15 and promotions at 10. Here is an example of a 

balanced score card for a 3 month period and its outcome:

In this example, the extra sales redeemed the lack of performance in margin and 

promotional activity

The store could have a policy that any rating below the 100 benchmark would not 

accrue a performance bonus for the manager or a partial bonus, or a special prize.

Each department would have a balanced scorecard to suit its area of emphasis. 

Measurable and realistic targets should be set. When scoring areas such as tidiness or 

customer complaints and compliments, specific checklists must be developed to avoid 

individual preferences from clouding one’s judgement. In some cases, external mystery 

shoppers can be brought in to rate a service or tidiness of a store or department. The 

result of such external input must be shared with the relevant incentivised employee.
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AREAS Weight Budget Actual Rating Comments

SALES 50 R 1 200 000 R 1 260 000 52,50
Sales were 5% higher than 

budget (50 X 1.05)

PROFIT 25 26% 24% 23,08
The margin achieved was 

92% of budget (25 x .92)

EXPENSES 15 12% 12% 15,00 Expenses were spot on

PROMOTION 10 96 items 86 items 9,00
10 items less than 

budgeted were promoted

TOTAL 100   99,58  



Define the rules of the game
A good starting point will be to define 
the various levels of incentive available 
to various levels of grades or positions in 
your team. Start with the departmental 
managers, then define the level of 
supervisors and finally break down the total 
store in sections, such as the butchery, 
bakery, delicatessen/HMR/coffee shop 
(if applicable), fresh produce, perishables, 
groceries, general merchandise, front line 
and storage/receiving.

A balanced score card must then be 
developed for each section of the store.

Define the measurement parameters for 
each section as they differ considerably. 
Service departments would typically cover 
areas such as sales, profitability, waste, 
growth and control of expenses, while 
the storage/receiving area would look 
at number of cases handled, store room 
tidiness, control of damages, shrinkage and 
so on. The front line would include items 
such as customer count, compliments and 
complaints, items handled per hour/day/
week and so on.

Who should be incentivised  
and when?
The ultimate aim should be to incentivise 
the whole store, but one could start with 
the managers and supervisors, especially if 
the change from annual bonus to regular

incentive is considered. The balance of the 

staff could be left for last in this process.

It makes sense that the heads of 

department should be taken on this 

journey and one way to keep the interest 

going is to make the incentive quarterly, 

where everyone looks at monthly results 

but have three months in which to achieve 

the targeted incentive.

How much to incentivise?
This question can only be answered by 

the store owner/investor. But here is a 

suggestion: if you had already budgeted 

for a 13th cheque, what stops you from 

giving away a 14th cheque for excellent 

performance or a 15th cheque for 

exceptional results that will increase your 

bottom line exponentially? Decide on the 

value of this investment (that is what it 

is, an investment in growth and a better 

bottom line) and break it down into the 

quarterly targets discussed previously 

to be shared firstly with the department 

manager and later on with the whole staff 

complement.

Incentives can be primarily of a financial 

nature but can also include tickets to the 

rugby or soccer or to an overseas visiting 

artist and trips away for the person 

and their partner. The sky is the limit 

but the preparation and week to week 

management of an incentive are vital.

The figures also confirm a surge in 

demand for contactless payment cards in 

response to growing consumer appetite 

for convenient ways to conduct small 

transactions.

The SPA is engaged in extensive market 

monitoring activities, using the data sets it 

collects to generate independently verified 

market statistics and reports; data it has 

provided as a free benefit to SPA members.

In an important step, the SPA has 

responded to wider audience demands for 

access to this proprietary data, and will 

be launching two new Market Monitoring 

Advisory Councils. For the first time non-

SPA member organisations, operating in 

the wider payment ecosystem, will be 

able to participate in the payment market 

monitoring activities of the SPA and access 

the most up-to-date market data available. 

Paying smartly
The Smart Payment Association (SPA), 

the trade body of the smart payments 

industry, recently revealed top-level 

findings from its 2016 annual review of 

the smart payments market.

Data collated by the SPA from its members 

show over 2 152 million payment chip 

cards were shipped globally in 2016, an 

increase of 4% on 2015 figures.

“Following significant Europay, 

Mastercard and Visa (EMV) roll-out 

programmes in the United States and 

China, 2016 saw shipment volumes begin 

to normalise to reflect growing market 

maturity in most major global markets,” 

says Sylvie Gibert, president of the SPA.

The global shipment data also highlights 

a significant upturn in demand in the South 

Asia region. India experienced a five-fold 

increase in shipments on 2015 figures as 

it began to fast-track its EMV migration 

programme.

How public should  
the incentive be?
Many independents guard their sales and 

profit figures very closely to their hearts for 

many reasons but primarily because they 

are loathe in sharing the information with 

staff.

If that is the case, then consider using 

an Index system to show them their 

performance. In the above example, the 

budget of R1 200 000 sales for the month 

can be indexed as 100 and the resulting 

sales of R1 320 000 would reflect as an 

index of 105. There is no harm in putting 

up a bar chart in the butchery showing 

the two index figures monthly (budget vs. 

actual) to keep the staff informed of their 

achievement. 

The same can be done on the other 

measurable criteria, so when the time 

comes to include the whole team in 

the incentive scheme, they are all well 

informed without disclosing the financial 

details of each target.

Incentives work. However, they must be 

well considered before implementation 

and the people to be incentivised must 

be taken into the journey with openness 

transparency and honesty.

Hippo Zourides is an independent business 
consultant that can assist in the implementation 
of many tools to improve business. Contact him at 
hipppozourides@gmail.com
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Lower your trolley manufacturing, repair and maintenance costs 
with these new locally manufactured castors designed for rugged South 

African conditions and a smoother customer shopping experience
The proof is in the castor impact test. The European Norm EN1929 for basket trolleys requires a trolley, loaded 
with a 30kg load, to travel 3 metres down a 12 degree incline being stopped by a solid 75 mm high obstacle.  
After 6 impacts, the castors must still function in order to meet the standard.

Conventional 2 ball track type castors can 

distort and buckle on impact during this test. 

Not the new TENTE 2640 precision swivel 

castor. Even with a 35kg load the castors swivel 

freely after the EN test. While the trolley base 

plates to which the new castors are mounted 

bend, the 2640 castors are fully functional and 

can be easily bolted back on once the base plate 

is straightened.

Designed for shopping trolleys from 90 – 210 

litres the new castors feature a simplified and 

stronger housing. A key feature of the new 

swivel castor is the integrated precision bearing. 

A sealed precision bearing keeps the grease in 

and the dirt out. Fitted with TENTE PJP precision 

wheels result in trolleys that are easier to steer 

and quiet in operation.

The rear fixed 2648 castors are also new. Instead of the 

un-plated castor housing being welded directly to a raw trolley 

frame, TENTE provides a special threaded mounting plate to 

the trolley manufacturer. These mounting plates are welded 

to the trolley frame and electroplated with the trolley. These 

plates display the recommended torque setting for the castor 

mounting bolts. 

The rear castors can now be bolted on using M12 bolts.  

A special locking washer is provided within the 2648 housing 

that reduces the risk of the bolts working loose during 

operation. 

For the trolley replacement and repair markets, this bolt 

on system eliminates the need for damaged welded fixed 

housings to be cut from the trolley and having to re-plate  

the entire trolley frame after welding on new housings.

The steel used in the fork construction is 2.5mm thick and 

both fixed and swivel housings are zinc electroplated. Both 

castors are supplied with protective buffers to protect store 

equipment from collision damage. To suit the corporate 

identity of our customers the buffers can be coloured to match 

the thread guard of the TENTE PJP wheel. Products are date 

stamped for traceability and with in-house manufacturing 

control of metal stamping and machining, plastic injection 

molding, through to the final product assembly, the castors  

are covered by a standard one year normal use warranty.

EN1929 CASTOR IMPACT TEST

(6 Impacts required)

35kg Load

75mm (min}
3 Metres

12°

2640 PJP 125 P30 SWIVEL CASTOR 2648 PJP 125 P30 FIXED CASTOR

EXISTINg WELD ON METHOD FOR CASTORS COMPARED TO BOLT ON SYSTEM

Make sure your next batch of trolleys is fitted with these new 

castors. Add them to your specification. Code wise, the front 

swivel castor is known as 2640 PJP 125 P30 and the rear fixed 

castor is 2648 PJP 125 P30.

You’ll save on repairs and maintenance while your customers 
will enjoy a quieter and easier shopping experience in-store 

For more information call us on  

011-397-4750 or, email us on info@tentersa.com

www.tente.com



Limpopo farmers 
supplying Gauteng 
with fresh produce
Three farmers from rural Limpopo are 

making a comfortable living in their 

communities, selling their fresh produce 

to gauteng markets.

Elliot Ramafhidza, 35, from Tshipise village 

in Limpopo grew up on a farm and in 2005 

started his own business. Elliot produces 

cabbage and okra on 10ha of land.

Enos Netshipale, 34, started farming 

in 2014 with Timbali during 2016 and 

produces tomatoes, watermelon, butternut 

and green pepper. He is a member of the 

tomato growers association.

Wilfred 

Nemakonde, 

51, farms on 

seven hectares 

of land in 

Tshipise village 

and mainly 

produces 

Habanero, 

Serrano and 

Okra.

Farming as individual farmers brought 

forth many challenges for them, such as 

market access, transport to market and 

price negotiations. It was very difficult for 

them to sell their produce outside their 

local communities and markets due to the 

lack of transport. But not anymore.

They joined Timbali Technology 

Incubator a few years ago and Timbali 

provides them with the route to market 

and negotiates prices with large buyers. All 

three are now supplying their fresh produce 

to the Johannesburg and Tshwane markets.
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The financial and business management 

skills gained through training provided by 

Timbali enabled them to keep accurate 

financial records of their businesses, 

resulting in them qualifying for production 

loans from financial institutions.

Timbali Technology Incubator manages 

a support and service centre at Nwanedi, 

providing extension services and regular 

training and skills transfer sessions.

The Timbali model embraces individuals, 

no matter their skills or background, and 

provides them with a farming business 

format that enables ordinary people to 

deliver a repetitive, predictable high-quality 

product for niche markets.

Understanding  
and engaging with  
the stokvel market
By Miguel Correia 

marketing manager of  

the Zinto Marketing group

The term stokvel originated from local 

stock fairs in the Eastern Cape in which 

five to 50 members of colleagues, family 

and friends pooled resources to trade 

livestock with English settlers.

Today, the stokvel acts as a saving society 

where money is collectively shared 

in agreed amounts among members 

belonging to the same shopping basket. A 

weekly, bi-weekly or monthly contribution 

makes up a joint investment kitty where 

savings are generated for the benefit of 

the group. The money is used to pay for 

everything – from burials and celebrations 

to school fees and groceries.

This method has a very effective way of 

ensuring that low-income consumers are 

getting bang for their buck and that their 

hard-earned cash is buying them quality 

and quantity at the best possible price.

A stokvel can be started by anyone 

from the community but members are 

usually carefully selected by invitation 

and based on honesty, openness and trust. 

The underlying thread is conviction that 

all selected members will reinvest their 

monies once they have received their 

payout. Members draw the accumulated 

money/savings in rotation or in time of 

need. Stokvels can also act as an informal 

banking industry where members deposit 

money into a savings brokerage while 

still being able to take out loans at an 

affordable interest rate.

The stokvel market represents a place in 

which all purchases are made under great 

scrutiny by opinion leaders who have the 

buying power and influence to sway the 

purchasing choices of a larger group of 

consumers. To get opinion leaders to buy in, 

marketers need to use (create if necessary) 

communication channels that respect 

and incorporate traditional South African 

thinking and values, reaching consumers on 

a more personal level.

A method that has proven very 

effective to this segment of the market 

is experiential marketing and/or brand 

activation – the consumer’s real experience 

of a brand, product or service that drives 

sales and increases brand image and 

awareness. Gaining a large share of voice 

through consumer-based outlets in 

targeted communities can help create a 

sense that the brand is at the forefront. This 

is a valuable tool for building brand loyalty 

and can persuade customers to follow 

through on an intended purchase.

Stokvel open days or store parties at 

wholesalers take place nationwide from 

September to December each year and 

are effective ways of reaching thousands 

of stokvel members. These days are set 

aside to inform, educate and entertain 

members in a fun and easy-going manner. 

Sampling opportunities are vast as well as 

competitions and giveaways, which create 

“talkability” and hype about brands and the 

companies that manufacture them.

Crazy Store  
expands footprint  
into Botswana
The first Botswana outlet of The Crazy 

Store recently opened in the Mowana 

Park Shopping Centre in the upmarket, 

expanding gaborone suburb of 

Phakalane.

“We see Botswana as the obvious next 

step for our African expansion. Phakalane 

is a shopping hub and it makes perfect 

sense that this is where we open our 

first Botswana shop,” says Kevin Lennett, 

managing director.

“Botswana is known as a country that 

offers international retailers with diverse 

options for retail expansion due to their 

strong economic growth and a stable 

middle class. It makes sense that The Crazy 

Store should be present in a country that 

has a developing shopping culture.”

▲



tomato transport, and everything in-

between. Despite a relatively small share 

of the packaging market, factors such as 

innovation, new introductions and signi-

ficant promotional activity are driving 

the demand for cans,” says Delanie 

Bezuidenhout, CEO of MetPac-SA.

“Thanks to its unique attributes, cans act 

as food warehouses that have unrivalled 

shelf lives. They are able to protect their 

contents over many months, with no 

refrigeration, and therefore helps to save 

food, energy and prevent waste,” she says.

“Beverage cans today are among the 

lightest beverage packages, while at the 

same time being extremely robust. Cans 

can be produced with a wall thickness of 

0,097mm – as thin as a human hair.
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South African 
brandies take centre 
stage in America
While South Africa’s credit rating has 

taken a knock, our country’s brandies 

have proved to be the international gold 

standard, claiming five Double gold 

medals at the illustrious  

San Francisco’s World  

Spirits Competition  

(SFWSC).

Oude Meester 

received three  

Double Gold medals for their Oude 

Meester 12-Year-Old Reserve

Brandy, the Oude Meester 

18-YearOld Sovereign and the 

Oude Meester Demant – that 

incidentally also won the title 

as World’s Best Brandy at the 

2017 World Brandy Awards.

Van Ryn’s Distillery claimed 

two Double Gold medals for 

the Van Ryn’s 12-Year-Old 

Distiller’s reserve and the Van 

Ryn’s 20-Year-Old Collectors 

Reserve.

Now in its 17th year, the SFWSC is 

considered among the most influential and 

widely respected spirit competitions in the 

world. This year’s competition attracted a 

record number of entries: more than 2 100 

spirits were submitted for evaluation by the 

judging panel of 43 international experts.

“Any medal from the SFWSC is 

considered a proud achievement, but for 

Distell to win five Double Gold medals is 

truly exceptional and proves that South 

African brandies can compete with the 

world’s most famous cognacs,” says Nick 

Holdcroft, Distell brandy ambassador.

The mettle of  
metal packaging
MetPac-SA, the newly formed producer 

responsibility organisation tasked with 

looking after the interests and recycling 

of steel, tin plate and aluminium 

packaging, says metal packaging is 

arguably one of the most reliable and 

versatile types of packaging today.

“Metal packaging comes in a wide range 

of sizes – from a small can for tomato 

concentrate, to a steel drum for bulk

INDUSTRY NEWS ▲

What young people really want
The results of the thirteenth Sunday Times generation Next youth survey were 

announced earlier this month, with Nike once again being honoured as the Overall 

Coolest Brand, after claiming top spot in three of the 75 categories surveyed – 

Coolest Clothing Brand, Coolest Brand Slogan and Coolest Footwear Brand.

The annual survey, commissioned by the Sunday Times and conducted by HDI Youth 

Marketeers, is a barometer of youth sentiment towards brands and celebrities in South 

Africa. Nearly 12 000 youths aged between 8 and 23, across urban and peri-urban parts of 

South Africa, were polled.

“The Sunday Times Generation Next survey continues to deliver very relevant data on 

the perceptions and motivations behind the brand choices of SA’s youth. We believe the 

insights delivered are essential to marketers and advertisers and we’re very proud to make 

it available to the industry,” says Reardon Sanderson, GM Commercial at Times Media.

“Education and spirituality are the big themes in this year’s study,” says Catherine 

Bothma, MD of HDI Youth Marketeers. “Without a doubt, young people view self-

enrichment as very important. Only nine years ago youth couldn’t live without their 

cellphones and money, whereas this year, those have fallen to fourth and fifth place, making 

space for family, religion and education.”

Brands that have maintained top spot in their respective categories since 2016 include 

FNB, Samsung, Mr Price, SAA, Colgate, Protea Hotels, Sandton City, Identity, Vodacom, KOO, 

Engen, Sunday Times, Trace, Google Play Store, MetroFM, Top Gear magazine, McDonald’s, 

Spur, Red Bull Energy Drink, Doritos, Coca-Cola, Jelly Tots, Mugg & Bean, Orbit chewing gum, 

Always, Avon, WhatsApp, Tom & Jerry, FIFA, Daily Sun and Dark & Lovely.

New categories awarded in 2017 are Coolest Footwear/Shoe Store (TotalSPORTS); 

Coolest Stationery Store (CNA); Coolest Ice Cream (Magnum); Coolest Local Screen/TV Star 

(Trevor Noah); Coolest University (University of Cape Town, UCT); Coolest Stationery (Bic); 

Coolest Pet Food (Whiskers); Coolest Spread/Sauce (Nutella); Coolest College (Rosebank 

College); Coolest Yoghurt (Parmalat); and Coolest Method of Transport (Gautrain).

“Youth are becoming increasingly aware of their surroundings and every year they 

become more open in their consumption habits. Now more than ever, youth want to 

associate with brands that invest in their communities, brands that do good, that make 

them feel special and are accessible and affordable, of course. When it comes to celebrities, 

the youth are all about the celebs who have an international impact, representing South 

Africa in a positive way,” says Bothma.



“Metal offers premium-packaging 

solutions that are able to meet a wide 

range of market needs and are safe and 

convenient. MetPac-SA is excited to 

promote the versatility of metals through 

an on- going marketing campaign, increase 

its market share and protect the interest 

of its members. We will actively be 

encouraging more role players to become 

members to ensure the local metals 

packaging industry has a strong voice.”

Verimark posts 
improved results
Direct retail group Verimark recently 

announced that despite the tough 

trading environment, it delivered 

substantially improved results for the 

year ended 28 February 2017. The group 

also declared a significantly higher 

dividend of 11,3c a share, compared to 

last year’s 3,7c. The dividend yield at the 

year-end share price equates to 18,5%.

“The increased rate of new product 

introductions and focus on operational 

efficiencies contributed to the results,” 

says Michael van Straaten, CEO. “Costs 

were well managed and contained below 

inflationary levels.”

Sales revenue for the year under review 

was higher by 1,9% at R439,1 million from 

R431 million in the previous year. Price 

increases were necessary at the beginning 

of February 2016 given the continued 

depreciation of the Rand against the US 

Dollar, and as in the past five years, these 

increases impacted on the company’s sales 

growth.

Cash management has been a key 

highlight with cash holdings increasing 

by R27,3 million to R33,1 million. This 

is due to improved profitability, better 

use of working capital and efficient cash 

management. Profit before tax increased 

184,7% from R13,1 million to R37,3 million 

this year – one of the best performances 

in the company’s history. Overall earnings 

rose 214,8% to R26,1 million.

McCain was recently named as one of 

the top 20 Kasi Star Brands in the Ask 

Africa survey for 2017. This list reflects 

the 20 biggest brands in South African 

Townships.

The Ask Afrika survey compares brand 

usage across 144 product categories by 

ranking 2 996 brands. The survey defines 

Kasi Star Brands as those used most loyally 

by South African township consumers. All 

nine provinces were included in the sample 

of 4 403 Kasi consumers interviewed, 

representing the 

view of 9.3 million 

township-based 

consumers across 

South Africa.

“We are incredibly 

proud to be on this 

list and are excited 

that consumers within 

this sample relate to 

McCain as a brand 

and are loyally using 

our products,” says 

Deolinda Da Costa, 

Marketing Manager at 

McCain South Africa. 

There has been a 

significant shift in the 

brand over the past 

two years with McCain

focusing on giving consumers the products 

that they both want and need. This includes 

products that have a local flavour like 

McCain Slap Chips and McCain Stew Mix.

“It is a great honour to be on this list 

especially considering that most of these 

consumers choose to buy brands that 

reflect both the heritage of South African 

as well as products that have a strong link 

to being local. This shows that what we 

are doing as a brand is resonating with 

consumers in this segment and we couldn’t 

be happier,” says Da Costa. 
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Leading trade fairs, exhibitions and events of 
interest to supermarkets and their suppliers

DIARY 

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

NATIONAL 2017
11 July Logistics & Lifting
Cape Town  Logistics & Lifting 2017 brings together customers, suppliers and 

co-operation partners in a professional networking environment. It 
is an opportunity for suppliers from transport, handling and logistics 
services to showcase new products, technologies and services that 
will meet the future demands of the industry.

INTErNATIONAL 2017
7 July Just V Show (Vegetarian and Vegan)
London with dedicated show areas, Just V Show understands the many 

reasons that drive a reduced-meat diet. From health and wellbeing 
to environmental, ethical and animal treatment concerns or even 
religious and social reasons – your needs will all be catered for. 
Try, buy and take home a huge range of tasty food and drink, join 
in cooking classes, talks and much more. It’s the perfect stop to 
transform the way you live your life and surround yourself with the 
best in vegetarian living. 

McCain South Africa is named one  
of the top-20 Kasi Star Brands


