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EDITORIAL COMMENT
What do your customers really want?
In this age of ever faster change it is frequently hard to know what your 

customers really want. It turns out that it is often far more than just the 

obvious, like food or, food at a good price. 

In this age of change it is hard to know what your customers really want. It is 

often more than just the obvious, like food or food at a good price. 

This was highlighted in the results of the thirteenth Sunday Times Generation Next 

youth survey, which revealed what young people perceive as the coolest brands 

and what you have to do to attract this energetic and lucrative present and future 

customer market. Nearly 12 000 youths aged between 8 and 23 across urban and 

peri-urban parts of South Africa were polled.

Another segment of your consumer base that you cannot afford to ignore is the 

black middle-class. Consumer aspirations have become a huge driving force in retail 

with the rapidly emerging black middle-class. 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.

Online shopping is a revolutionary force changing the way people shop for food 

around the world. It might be a tad slow to take root in South Africa, but take root 

it will. New research by Nielsen reveals that thinking in terms of bricks versus clicks 

is out-dated. Bricks-and-clicks is the current and future retail reality, especially in 

emerging markets. Nielsen’s new global research on online shopping was conducted in 

63 countries to assess consumer behaviour and attitudes toward in-store and online 

shopping across product categories, with an emphasis on groceries and fresh produce.

And don’t forget the stokvels. How can you ensure that you deliver the kind of 

service stokvel members are looking for? It turns out that experiential marketing and/

or brand activation – the consumer’s real experience of a brand, product or service 

– is particularly effective. In this edition we look at all these different consumer 

segments and we provide insight on how you can best attract them to your store.

Turning to everyday store operations we look at refrigeration among other things. 

You have just spent millions on the latest state-of-the-art plant and cabinets. Now 

you have to maintain this investment. In our Refrigeration feature, we look at all the 

aspects of refrigeration, especially as it is the biggest energy user in the store.

The cost of handling cash is not just a problem for retailers. Cash costs South 

African consumers R23 billion a year. Low-income earners carry the highest costs 

of cash, forfeiting four percent of their earnings compared to the national average 

of 1,1%. In our ATMs and Cash-handling feature we look at alternative payment 

methods and also the benefits of having an ATM in your store.

Is your customer-delivery department running smoothly? What are the implica-

tions of late deliveries in terms of the Consumer Protection Act (CPA)? In his monthly 

contribution, Adv. Neville Melville, the Consumer Goods and Service Ombud, discusses 

the responsibilities of retailers when it comes to delivering goods to customers.

For most people, a store is much more than a place to just buy goods. These days 

people are quite negative about the state of the world we live in. But your business 

can be the beacon of hope that gives them some sense of optimism. You and the 

rest of your team can be the oasis in your customers’ desert of despair by putting 

a smile on their faces and showing them that it’s not as bad as they think it is by 

displaying humanity and integrity. We discuss this in our Delight your Customers 

column and help you give your customers something to smile about.

We hope the insights and information in this issue makes both for a good read 

and inspires you to greater success.

Stephen Maister



supplements. 

These single-

herb powders are 

aimed at helping 

people improve 

their health while 

slimming.

These powders are colourant and 

lactose-free and can be taken together or 

simply be used as single supplements. Each 

powder has its own unique flavour and can 

be used by simply adding it to water, low 

fat or skim milk or your favourite fruit juice 

for a tasty drink or add the powder to  

a shake or sprinkle it over food.

Herbex is the first South African 

company to bring slimming herbs to 

market in a single herb powder range 

flavoured to taste. It is available in the 

following flavours: CLA – Raspberry flavour; 

Hoodia – Orange flavour; Green Tea – 

Lemon and Lime flavour; Yerba Mate – 

Passion Fruit flavour; Garcinia Cambogia – 

Mixed Berry flavour. It comes in pack sizes 

of 300 grams.

Healing your 
best friend  
at home 
Regal Allergy Relief 

Remedy, with a 

delicious beef 

flavour, has been

specially formulated with 

three herbs traditionally known for 

supporting and balancing the immune 

system. This remedy will also assist in 

protecting dogs against allergens such 

as grass, fleas, certain foods and pollens. 

Itchy paws, runny eyes and itchy skin 

are symptoms associated with allergies. 

Regal Allergy Relief Wipes are infused with 

Rooibos, Aloe and Trehalose to protect dogs 

against allergens such as dander, grass and 

pollens. Allergy Relief Remedy is available in 

packsizes of 400ml and Allergy Relief Wipes 

have 25 wipes per pack.

Hugwear for moving babies 
Huggies 

Pants are as 

absorbent as 

regular open 

nappies and are 

also uniquely

designed to fit like underwear. The all- 

around soft and stretchy waistband prevents  

the pants from slipping down and the 

double leg elastic gently surrounds and

Ouma adds to rusk range
Ouma Rusks has introduced two new 

additions to its range: Premium Rusks and 

Mini Bite Size Rusks.

Premium Rusks include farm-fresh 

buttermilk and are available in three 

variants: Buttermilk & Muesli, Buttermilk 

& Bran and Buttermilk & Aniseed. The Mini 

Bite Size Rusks are available in Buttermilk 

and Muesli flavours, packed in 200g boxes. 

The new Premium Rusks and Mini Bite Size 

Rusks are available nationwide.

Crisps, bars and bites
Vital has developed a new range of tasty 

snacking options. The Vital bars and bites 

contain 12 vitamins at 100% of your daily 

recommended nutritional intake. The bars 

and bites come in three flavours: Cashew 

& Coconut, Almond & Cocoa, and Seed, 

Almond & Cinnamon. Ideal for those who 

suffer from sensitivities to preservatives 

and gluten, they are also perfect to pack in 

school lunchboxes or as an after-workout 

treat.

Another offering from Vital is the air-

popped rice crisps that are made from 

wholegrain brown and white rice and 

contain less than 400 kilojoules per 20g 

serving. They are free of gluten, trans fat, 

added MSG, preservatives and aspartame 

– a great alternative to potato chips. They 

come in three mouth-watering variants: 

Fruit Chutney, Sweet & Spicy Pepper Salsa 

and Cream Cheese & Chives.

The healing powers of herbs
Herbex has introduced a new range of 

herbal powders to assist with slimming. 

Herbex Hoodia, Yerba Mate, CLA, Garcinia 

Cambogia and Green Tea powders form 

part of the Herbex range of weight loss 

hugs baby’s legs for a secure fit to prevent 

any leaks. Gender-specific designs allow 

for more comfort and effectiveness. The 

absorbent zone is centrally placed for girls 

and higher up for boys, and offers up to 12 

hours of dryness and tailored absorbency. 

The pants are easy to put on and take off.

Huggies Gold has a stretchy waistband 

and stretchy fasteners for a comfortable 

fit. Apart from offering a snug and comfy 

fit, Huggies Gold for Boys and Girls also 

has a DryTouch liner that is ultra-soft for 

improved skin protection. It draws wetness 

away from the baby in seconds, distributing 

the fluid evenly inside the absorbent 

core. The nappies provide special tailored 

absorption, accommodating the differences 

between boys and girls.

The soft breathable outer cover of both 

products also includes Disney designs of 

Mickey and Minnie Mouse. Huggies Pants 

for Boys and Girls are available in four sizes 

– size 3 (7-12 kg), size 4 (9-14 kg), size 5 

(12-17 kg) and size 6 (15-25 kg). Huggies 

Gold for Boys and Girls comes in four sizes: 

size 3 (6 – 10 kg); size 4 (8 – 14 kg);  

size 4+ (12 – 16 kg) and size 5 (15+ kg).

G4S Africa expands range with 
launch of Mini-Pay device 

G4S in Africa recently launched Mini-

Pay, the latest addition to its Deposita 

range of cash-

storage and 

processing 

devices. It is the 

smallest system 

in the range, 

offering the

benefits of larger 

devices at an entry point attractive to 

smaller service-sector businesses that deal 

with more infrequent cash transactions. 

Mini-Pay is a smart safe system that holds 

up to 1 200 banknotes, registering each 

note securely within it, reconciling multiple 

deposits through proprietary G4S cash 

management software. The business  

owner can run the software via a USB on  

a laptop or PC and view cash reports or 

print receipts. 

The Deposita range significantly 

reduces retailers’ cash processing costs 

while enhancing security. It incorporates 

the option of same day credit into the 

customer’s bank account without the cash 

leaving the premises, or automatic credit to 

the customer’s bank account, once the G4S 

team collects the cash.
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For more information  

call 021 905 4971
e-mail  info@goosebumps.co.za
www.goosebumps.co.za
Hannes Hotarek,  
managing director of Goosebumps 

Cinnamon Buns
A sweet, buttery cinnamon bun that is soft  
and fluffy, bursting with sugary cinnamon  
and smothered with a creamy  
cheesy topping.

CoConut Cup tuBes
Defrost in fridge overnight 
in piping tube, ready to 
pipe into tart cases next 
morning and bake off. Easy, 
no mess, no waste! 

Goosebumps is proud to 
announce the achievement  
of the International Food Safety 
Standard, BRC (British Retail 
Consortium). This is a global food 
safety standard that enables 
Goosebumps to export its 
products world-wide. 

oRDeRs: 
supeRmaRkets 
& WholesaleRs
Distributed by 
Imperial Cold 
Logistics

Cape Town  
021 511 0900
Polokwane 
015 293 0526
Johannesburg 
011 613 3993
Nelspruit 
013 752 2213
Port Elizabeth 
041 461 1276
Durban 
031 205 4220
Bloemfontein 
051 433 1709
Namibia 
+264 612 932 124
Botswana 
+267 392 8522/ 
+267 241 8010
Zambia 
+260 969 526 221
Zimbabwe 
+263 04 446 200/4
Mauritius 
+230 282 1414

FoReCouRts  
& hospitality
Distributed by KLL

Cape Town 
021 552 9228/9

Johannesburg 
011 822 3646

Polokwane 
015 293 0481

Nelspruit 
013 758 1574

Bloemfontein  
051 430 6869

Durban 
031 579 5106

Port Elizabeth 
041 484 3482 MARKET LEADER IN FROZEN DOUGH & CONFECTIONERY

Our service

We delight in building long-term partnerships 
with our customers, based on mutual trust and 
dependability. Our aim is to provide excellent 
service that inspires confidence and excitement 
and creates customers who relish the rewards of 
frozen convenience baking.

Orders

Call our sales departments for orders and we’ll 
happily send out a representative to your store 
to advise on technical bakery issues, review 
ranges and arrange orders.

Raisin BReaD
This versatile dough can be used to
produce a wide range of fruited breads,
from the humble raisin loaf or
teacake to a fancy decorated plait
or ring. Go the extra mile and
top with a crumbled sweet
paste to give a fabulous
crunchy texture.

CRispy BReaD
Shape into ovals, tinned or baguette shaped breads, prove and bake 
off to give a crusty amber-coloured outside with a soft textured inside. 
Superb to cut up for a packed lunch, picnic or to accompany a meal.

Cheese puFF pastRy
Convenience on a roll!  

Ready to use cheese puff pastry 
pre-cut into easy to handle sheets. 

Produce fresh daily,  
hot from the oven  

cheese straws,  
cheese puffs  

or quiches. 

Goosebumps frozen dough concept

let your imagination and skills run wild!

liGht Rye BReaD
Pop this dough ball into a round rye basket 
or shape into a loaf pan to produce a light 
rye bread with caraway seeds, a soft interior 
and crispy crust.

BRC CeRtified

SPECIALITY BREADS
Five varieties of ready rounded dough balls 

to produce a wide range of sweet and savoury 
speciality breads. Gone is the time consuming process 

of scaling ingredients and mixing dough – 
just defrost, shape, prove and bake-off 

and you are ready to fill up your store 
baskets and shelves with tinned, 

ovals, baguettes, plaited, decorated 
and filled breads.

About our products

We supply 165 frozen bakery products, that are cost effective and make perfect 
business sense with their superior quality and convenience. The ‘new’ speciality 
breads completes the product range for the bakery, allowing the retailer to fully 
implement the ‘frozen dough concept’ and eliminate the need for dough mixers 
and dividers, saving time on scaling, mixing, dividing and reducing quantity of raw 
materials in stock. Greater focus can be given to defrosting, proving, baking and 
finishing of the final products in order to produce a wide range of quality breads, 
rolls and confectionery to fill the counters. 

Cheese & onion BReaD
A lovely soft textured cheese  
and onion bread giving a mild  
oniony and cheese flavour. Shape  
into ovals, tinned or flat breads and  
decorate with grated cheese and onion rings. 
Great to serve with a braai or hot steamy soup.

multiseeD BReaD
Sunflower, sesame and poppy seeds kneaded into whole-wheat 
dough to produce tinned, oval, and baguette breads that can be 
topped with crushed wheat and seeds for that extra crunch.



On the one hand, I’m pleased that my boy 

is exposed to the insight that there are 

people in the world much worse off than 

him, but I’m deeply troubled by the sense 

of pessimism and despair that our kids are 

fed in all the various media. That’s what 

sparked off this month’s column, because I 

think we get so caught up in the bad news, 

we forget the other alternative.

If I were to ask you how you feel about 

being alive in today’s world, how would 

you respond? What would you say about 

your life, your health, your finances, your 

work, your emotional well-being and your 

spiritual life? Would you describe about 

how worried you are, how much stress 

you are under, how it has become such 

a struggle to just meet your monthly 

expenses, how hard you are working just 

to survive, how frustrated you are with the 

utter stupidity of our leadership, and how 

anxious you are about the state of the 

world in general? 

One of our clients said that he felt 

completely overwhelmed in the world of 

business turmoil – and he is the wealthy 

CEO and major shareholder of a business 

worth R450m in annual turnover!

Of course, you can’t blame people 

around the world for being so negative. 

Politically and via legislation we are faced 

with inept, incompetent and often corrupt 

leadership that seems to have as its major 

goal the accumulation of wealth and power 

at the expense of citizens. 

Countless refugees desperately seek a 

better life in other countries, from which 

they are almost immediately rejected. 

The world’s economy seems to be in a 

dreadful state. Sociologically we have 

too many problems to list here: poverty 

and inequality, (6 children die of hunger 

or water problems every minute), crime, 

disease, traffic jams, overpopulation, 

unemployment, abuse of vulnerable people 

and cruelty towards all species, substance 

abuse, an increase of psychological 

problems, and so on. 

Technologically we have access to all 

sorts of devices and methods that have 

made life more pleasant and easier, but 

they also come with numerous problems: 

emails and cell phones create stress by 

demanding an immediate response, we are 

overwhelmed by too much information, 

and right now there’s yet another

“ransomware” cyber-attack infecting 

millions of computers worldwide. 

Internationally, the globalisation of 

industry has led to gargantuan companies 

dominating our lives and charging ever-

increasing prices as they gobble up smaller 

competitors and retrench staff on a 

massive scale. 

We are slowly killing our earth and 

environment with pollution, even as 

weather patterns and the extinction 

of various species give us clues that 

something is terribly wrong. And while 

in many parts of the developed world 

there are ageing populations with not 

enough pension money to cover their 

basic needs, in the developing world we 

have younger populations that cannot find 

work. Demographically, there are so many 

pressures such as urban over-crowding.

And all of this in a world of abundance, 

in a world where human knowledge and 

advanced science offer so many solutions. 

It’s enough to drive anyone to drink – if 

you could afford all the additional “sin 

taxes” placed on booze and other pleasures.

Now, to come back to the original 

question I asked, how do you feel about the 

current state of the world? There’s a good 

chance that at least 98% of people reading 

this would be pretty negative, based on 

what the above scenario describes.

But here’s the deal: While there are still 

many problems in the world, today we 

live in an era better than ever before in 

human history! There have never been so 

many people living in true democracies, 

and where we can kick out politicians who 

don’t do their jobs. 

There is much good legislation that 

protects us from unscrupulous people and 

organisations. Most countries have a free 

media and an independent judiciary (in 

spite of attempts by powerful politicians 

and unscrupulous business people to 

prevent them from publishing the truth.) 

Yes, the world’s economy right now 

seems to be in a mess, but we are still 

better off than people who lived even  

100 years ago. Extreme poverty has been 

more than halved from about 1.2 billion 

people in the 1980s, to less than 500 

million today. Many of the sociological 

problems we encounter have already been 

solved (think about all of the diseases and 

illnesses that would have easily killed you 

just 50 years ago, and are now treatable 

and preventable). and the statistics for

DELIGHT YOUR CUSTOMERS 
By Aki Kalliatakis

Is the world really that bad?
My 13-year-old son came back from school recently with yet another book to read 

for class. This one is called Holes and it’s about a young boy who has to go to jail 

through no fault of his own. It upset me yet again, because the school insists on these 

really dark novels of kids in distress. The previous one, Spilt Water, was about a girl 

who was sold by her parents to work in a factory in China almost as slave labour. I’d 

also like to tell you that these stories had very unsatisfactory endings, rather than 

the optimistic stuff I was brought up on.
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MERCHANDISERS  - TRACK, LOCATE
& DELIVER
One of the biggest challenges facing retailers today is labour 

issues. Productivity is also on the challenge list. For 

merchandisers this may be an opportunity. As retailers 

struggle, merchandising staff can deliver more value and 

quality of service, thus taking some strain off the retailer.

Tracking employees

Merchandising staff are out of of�ce almost 100% of their time. Often, the merchandising 
company does not know how productive or ef�cient his team is, if they made the 
correct calls to the correct stores and if they have checked stock levels, arranged 
shelves to a speci�c Planogram, added merchandising materials, etc.

In addition, merchandisers want to:

- Know that their mobile staff are at the correct destination at the correct time
- Check routes taken
- Check fuel costs against routes
- Check the job allocated has been done properly according to the suppliers’ wishes
- Increase sales for the supplier and retailer
- Increase supplier and retailer loyalty
- Increase people management

With Econz Wireless and their suite of solutions, you can address all these issues with 
Timecard GPS and EServices. We provide Planograms and with our Photo and 
Signature ID features, immediate information can be sent back to head of�ce. Our 
solutions will spot poor productivity, time theft and  lower your fuel costs and increase 
customer satisfaction.

Call (0) 10 500 9637 today or sign up for a free demo at www.econz.co.za

Free 30 Day Try & Buy
Go to www.econz.co.za for a free demo

& Enter SR1 in the comments

You can give them a sense of reassurance 

and trustworthiness that you will never let 

them down, and you can be an example 

to other businesses of love and caring and 

warmth, and prove to customers that they 

are valued – even though some of them 

may not deserve it. (I always love that 

expression that says: “Be kind to unkind 

people… They are the ones who need it  

the most.”) 

You can spark their enthusiasm with  

the passion you feel about what you do, 

and create delight, excitement and surprise 

with small acts of kindness or innovation. 

You can give back to the communities  

that you operate from, and show a spirit  

of generosity that will overwhelm their 

minds.

others, such as crime and various forms of 
abuse, are all moving in the right direction. 

Technology has given us a lot more 
convenience, free time and freedom than 
ever before, where simple inventions like 
cars, dishwashers, freezers and even the 
simple act of switching on a light, have 
allowed people to do the things that make 
them happier. 

The changes in the international 
conditions mean we are able to export 
goods and services to every part of the 
globe, and can visit exotic places and eat 
exotic foods which we could only read 
about before. While as a “tree-hugger” 
I am distressed about what happens to 
our precious earth because of human 
greed, I also know that there are millions 
of scientists developing answers to 
problems of pollution, global warming and 
destruction of renewable resources. 

But there’s also another very important 
lesson here: while most of the world’s 
human beings think that we live in an age 
of stress and anxiety, and share perceptions 
of how terrible it is to be alive today (the 
98% mentioned above), your business can 
be the beacon of hope that gives them 
some sense of optimism. You and the rest 
of your team can be the oasis in your 
customers’ desert of despair by putting a 
smile on their faces, by giving them hope 
in a seemingly hopeless world, by showing 
them that it’s not as bad as they think it is, 
by reminding them about how great it is to 
be alive today, and by displaying humanity 
and integrity in everything that you do. 

Your business and your 
people can change your 
customers’ lives. Do you 
have the courage to go 
against the flow and to do so 
today? It could be the most 
important thing you do

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



Adzuki beans
Commonly used in Asian dishes (especially 

in sweets such as red bean ice cream), 

Adzuki beans or red beans are a good 

source of magnesium, potassium, iron, 

zinc, manganese and B vitamins. Adzuki 

beans are rich in soluble fibre, which bind 

to cholesterol and toxins thereby aiding 

in their elimination from the body and 

improving digestion.

They can be added to stir fries, 

casseroles, stews, or be made into patties 

or a miso soup.

iron, phosphorous, calcium, magnesium, 
manganese, copper and zinc. Naturally low 
in sodium and containing potassium, they 
have been found to lower blood pressure. 
Their fibre helps lower cholesterol and 
decreases the risk of heart disease. Black 
beans taste great in Mexican food. They can 
also be added to soups (blend cooked black 
beans with onions, tomatoes, and your 
favourite spices), stir fries and salads.

Mung beans
Often used in Chinese cuisine, mung 
beans are an excellent source of protein, 
fibre, antioxidants and phytonutrients. 
Unlike some other beans, they contain 
oligosaccharides (a type of carb) to 
prevent gas and bloating and can even 
help with detoxification in some cases. 
A single serving provides a whopping 
100 per cent of the daily recommended 
value of folate, an essential vitamin for 
DNA synthesis, cell and tissue growth, 
hormonal balance, cognitive function, 
and reproduction. Sprouted mung beans 
tossed with tomatoes and cucumbers make 
a healthy snack. They can be made into 
patties, added to soups, as a dhal or used as 
a stuffing in dumplings.

Broad beans
Also known as fava or bell beans, broad 
beans are a rich source of dietary fibre 
that acts as a bulk laxative and also 
reduces cholesterol levels by decreasing 
reabsorption of cholesterol-binding bile 
acids in the colon. One serving of broad 
beans has 3 milligrams of iron, which is 
32% of the recommended daily intake for 
men and 14% for women. Mix them with 
brown rice or in risottos, snack on them 
by frying in olive oil and sprinkling with 
cayenne or a pinch of salt. They can also be 
served as a side dish with boiled couscous 
and grilled meat or vegetables.

On 3 July we celebrate Eat Beans Day. 

It is an excellent time to make your 

customers aware of the benefits of the 

good old bean: they are healthy and 

cheap!

Pulses such as kidney beans, broad beans, 

lentils and chickpeas are good for us 

because they reduce cholesterol, prevent 

heart disease and contribute to healthy 

bones and teeth.

Not only are they a good low-fat source 

of protein, research suggests that their 

high fibre content can help lower bad 

cholesterol levels and decrease the risk of 

heart disease and diabetes. 

Pulses are made up of between 20% and 

25% protein by weight and are good for 

people with gluten intolerance and vegans, 

who can’t get protein from meat, fish or 

dairy products. 

And there is variety, too

Kidney beans
With fibre-rich complex carbohydrates 

and a low glycaemic index, kidney beans 

provide a steady source of energy. They 

taste great in salads (combining cooked 

kidney beans with black beans and white 

beans makes a colourful three-bean salad) 

and minestrone soup. They’re also a good 

substitute for ground meat in tacos. Also, 

blending cooked kidney beans with garlic, 

cumin and chilli peppers makes for a 

delicious crudité dip or sandwich spread.

Black beans
A single serving of black beans contains 

nearly 15 grams of fibre and 15 grams 

of protein, which is a pretty impressive 

combination. The beans also contain 
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ON PROMOTION

3 JuLY 
Eat Beans Day
6 JuLY 
Fried Chicken Day
7 JuLY 
World Chocolate Day
12 JuLY 
Pecan Pie Day
13 JuLY 
French Fries Day
14 JuLY 
Macaroni Day
16 JuLY 
Fresh Spinach Day
20 JuLY 
International Cake Day
21 JuLY 
Junk Food Day
23 JuLY 
Hot Dog Day
28 JuLY 
Milk Chocolate Day
29 JuLY 
Lasagne Day
30 JuLY 
Cheesecake Day

JULY 2017  
PROMOTIONAL 

CALENDAR

Let them eat beans!



Validity of emoluments 
attachment orders
The Constitutional Court has ruled that, 

with effect from 13 September 2016, no 

emoluments attachment order may be 

issued unless the court has authorised 

the issuing of such order after satisfying 

itself that it is just and equitable to do 

so and that the amount is appropriate. 

In July 2015, we cautioned employers 

against paying further amounts under 

emoluments attachment orders without 

ensuring that the orders complied with the 

new requirements stipulated then by the 

Western Cape Division of the High Court. 

That court held that the order must have 

been issued by a Magistrate in open court 

and, where it arises from an agreement 

regulated by the National Credit Act, the 

order must have been issued in the area in 

which the employee resides or works.

Yesterday the Constitutional Court 

undertook some nifty judicial tailoring 

of sections 65J(2)(a) and (b) of the 

Magistrates’ Courts Act by deleting an “or” 

here, adding an “and” there and replacing a 

“will” with a “may”. The remodelled s65J(2) 

will now read as follows:

“65J. Emoluments attachment 
orders. . .
(2) An emoluments attachment order 

shall not be issued:

a. unless the judgment debtor has 

consented thereto in writing or and the 

court has so authorised after satisfying 

itself that it is just and equitable that an 

emoluments attachment order be issued 

and that the amount is appropriate, 

whether on application to the court or 

otherwise, and such authorisation has not 

been suspended; or

b. unless the judgment creditor or his or 

her attorney has first:

(i) sent a registered letter to the 

judgment debtor at his or her last 

known address advising him or her of 

the amount of the judgment debt and 

costs as yet unpaid and warning him or 

her that an emoluments attachment 

order will may be issued if the said 

amount is not paid within ten days 

of the date on which that registered 

letter was posted; and

(ii) filed with the clerk of the court an affi-

davit or an affirmation by the judgment 

creditor or a certificate by his or her 

attorney setting forth the amount of the 

judgment debt at the date of the order 

laying down the specific instalments, the 

costs, if any, which have accumulated 

since that date, the payments received 

since that date and the balance owing 

and declaring that the provisions of 

subparagraph (i) have been complied 

with on the date specified therein; and 

(iii) been granted an order of court 

authorising that an emoluments 

attachment order be issued after 

satisfying itself that it is just and 

equitable that the order be issued and 

that the amount is appropriate.”

The court ruled expressly that the order has 

effect from 13 September 2016 and only 

applies to future orders.

7
SUPERMARKET & RETAILER, MAY 2017

STAFF MATTERS By Aadil Patel, Tim Fletcher and Megan 

Badenhorst, Cliffe Dekker Hofmeyr



On the down side, Pick n Pay and Checkers supermarkets were found to be relatively 

expensive with regard to cereals and cheese respectively, while milk prices at Superspar 

stores were higher on average.

The best and worst prices are shown in the two tables above. Strengths are shown in 

green, while weaknesses are shown in red. Conflicting information is reflected in orange, as 

both high and low pricing across the same retailer. The seven items labelled in pink below, 

represent 25% of all items submitted in feedback.

For more information on targeting, surveys, and 
results, email us at: client@fieldagentsa.comField Agent assigned a shop-floor audit, 

specifically asking agents to identify the 

top three, and the bottom two ranking 

deals found in stores. We then made 

comparisons between different retailers on 

common products in order to list apparent 

strengths and weaknesses in pricing for 

each retailer. We analysed feedback from an 

equal spread of Pick n Pay (supermarkets & 

hypermarkets), Checkers (supermarkets & 

hypermarkets), Shoprite, Spar, and Superspar.

Crowdsourcing via smartphones provides 

an unbiased, real-time understanding of 

consumer shopping habits and frustrations, 

assisting retailers to focus on relevant 

operational issues and reinforce customer 

loyalty and shopper satisfaction. Feedback 

is collected through photos, videos, audio, 

timers, and barcode scanners, capturing 

consumer insights instantaneously. 

Loss leaders and pricing strategies that 

stimulate sales and attract customers.

In many cases, goods are offered at 

big discounts in order to attract new 

customers and to stimulate sales on other, 

more profitable items. If a customer can 

be tempted to purchase items at bargain 

prices, they will usually do the rest of their 

shopping in the same store. Customers will 

shop around to get the best deals, and form 

perceptions about which stores are most 

suitable to their needs. It is these perceptions 

that form the basis for customer loyalty and 

healthy sales.

Our agents visited and surveyed 105 

stores (see map).

Agents were asked to identify any item 

that they felt was a good, or bad deal. We 

collected prices, units of measurement, 

and supporting photos to ensure a smooth 

comparison in analysis between average 

prices of the products. We analysed common 

items and focused on the most frequent 

differentiator’s.

In terms of the best deals, Checkers 

Hypermarkets were found to have low 

prices for dairy and pasta products, while 

Superspar costs were lower in cereals and 

sugar. Shoprite had better prices for nappies, 

while Spar seemed to have attractive deals 

on margarine and spread. 
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S&R/FIELD AGENT BAROMETER 
Keeping it fresh
During the month of May, Field Agent looked into consumer perceptions of both 

the best and the worst deals on offer in supermarkets and hypermarkets across the 

country. 

Best

Checkers 
H

yperm
arkets

Checkers 
Superm

arkets

Pick n Pay
H

yperm
arkets

Pick n Pay 
Superm

arkets

Shoprite 
Superm

arkets

Spar 
Superm

arkets

Superspar

Cereal grams 0,05 0,04

Cheese grams 0,09 0,12

Chicken kilograms 41,47

Eggs per item 1,41

Instant 
coffee

grams 0,26 0,13

Milk litres 10,50 11,23 12,12 12,01 11,53 11,03

Nappies per item 3,14

Pasta grams 0,03

Spread grams 0,03

Sugar kilograms 16,73

Toilet Paper per item 3,47

Vegetable 
items

per item 10,50

Vegetables kilograms 5,00

Worst

Checkers 
H

yperm
arkets

Checkers
 Superm

arkets

Pick n Pay 
H

yperm
arkets

Pick n Pay 
Superm

arkets

Shoprite 
Superm

arkets

Spar 
Superm

arkets

Superspar

Cereal grams 0,07 0,06

Cheese grams 0,11 0,12

Chicken kilograms 32,50

Eggs per item 2,36

Instant coffee grams 0,46

Milk litres 13,33 13,61 12,61 11,79 15,25

Nappies per item

Pasta grams

Spread grams

Sugar kilograms

Toilet paper per item 6,67

Vegetable items per item

Vegetables kilograms 6,43



HEAD OFFICE - CAPE TOWN
Tel: +27 (21) 937 7123
Fax: +27 (21) 937 7177
ctsales@capegate.co.za

DURBAN
Tel: +27 (31) 709 2670
Fax: +27 (31) 709 2668
vincentr@capegate.co.za

PORT ELIZABETH
Tel: +27 (41) 486 2538
Fax: +27 (41) 486 2532
progwire@capegate.co.za

JOHANNESBURG
Tel: +27 (11) 483 8541
Fax: +27 (11) 339 5187

vanie@capegate.co.za

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

C
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17
.0

4



(b) require the delivery or performance 

at the agreed location, date and time, 

if that date and time have not yet 

passed; or

(c) cancel the agreement without 

penalty, treating any delivered goods 

or performed services as unsolicited 

goods or services in accordance with 

section 21.

Should the customer elect to cancel the 

agreement after the goods were delivered 

late, the supplier runs the risk of the goods 

becoming the property of the customer 

if they are not collected by the supplier 

within twenty business days. This is a real 

possibility as the CGSO has already had 

a case in which the consumer claimed 

ownership of the goods under section 21. 

Further, the supplier would not be entitled 

to charge any cancellation, delivery or 

collection fee.

If the supplier is not able to deliver the 

goods at all, CPA section 47 comes into 

play. This provides, in subsection (3), that If 

a supplier makes a commitment to supply 

goods on a specified date or at a specified 

time but fails because of insufficient stock 

or capacity to supply those goods as 

agreed or goods of comparable quality, the 

supplier must refund to the consumer any 

amount paid plus interest at the prescribed 

rate. 

Further, the supplier must compensate 

the consumer for costs directly incidental 

to the supplier’s breach of the contract. 

These might include the cost of 

transportation to buy alternative goods

It’s about time
So, you didn’t manage to 
get all the Mother’s Day 
deliveries out in time. 
What are the implications 
for you in terms of the 
Consumer Protection Act 
(CPA)?
The CPA has to some extent changed 

the pre-existing law of sale so far as it 

relates to the time of the delivery or 

performance of obligations. Under the 

pre-existing law (known as the common 

law), if no date for delivery is agreed 

upon by the parties, performance must 

occur “within a reasonable time”. What 

a reasonable time is will differ according 

to the type of transaction: Two hours 

might be reasonable in the case of 

prescription medicines, while two 

months might be acceptable in the case 

of a custom order tomb stone.

If a date of delivery was agreed upon and 

the seller did not meet it, the buyer was 

entitled to cancel the agreement. Where no 

specific date of delivery was agreed upon, 

the buyer could nevertheless subsequently 

place the seller on terms to deliver on a 

specific date, failing which the buyer would 

be entitled to cancel the sale. 

Like the common law, the CPA provides 

in section 19(2) that it is an implied 

condition of every transaction for the 

supply of goods or services that:

(a) the supplier is responsible to deliver 

the goods or perform the services

(i) on the agreed date and at the agreed 

time, if any, or otherwise within a 

reasonable time after concluding the 

transaction or agreement.

The CPA differs from the common law 

regarding the possible consequences of 

failing to deliver at the agreed time. In 

terms of section 19(6), if the supplier 

tenders the delivery of goods or the 

performance of any services on a date or 

at a time other than as agreed with the 

consumer, the consumer may either:

(a) accept the delivery or performance at 

that location, date and time;

elsewhere or the premium on the price 

of the goods resulting from them being 

bought actually on Mothers’ Day. 

A shortage of stock or capacity would 

be a defence to a supplier if the shortage 

was ‘‘due to circumstances beyond the 

supplier’s control.” This would only be the 

case if the shortage did not result from 

a failure of some sort on the part of the 

supplier. A failure to anticipate the level 

of demand might not be viewed as being 

beyond the supplier’s control.

The substantial difference 
brought about by the CPA 
is that consumers are not 
restricted to suing through 
the courts if they are 
unsatisfied. They now have 
a wide range of alternative 
dispute resolution options 
open to them at no cost
This means that suppliers can no longer 

get away with a shrug of the shoulders 

if they mess up on the delivery of goods 

ordered or purchased. Accordingly, any 

arrangements regarding the timing of 

deliveries should be meticulously recorded. 

There is also a need for careful planning 

and liaison between the sales and delivery 

components of a business. 

Advocate Neville Melville is the Consumer Goods 
and Services Ombud. Visit www.cgso.org.za for more 
information.
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By Neville MelvilleCONSUMERS & THE LAW



Every supplier approached for comment 
on this mentioned their frustration with 
retailers regarding an expensive investment 
such as refrigeration and the aftercare 
dedicated to such an investment. 

Whether it was leaving cold room 

doors open (most common complaint) to 

overloading the display area of a cabinet, 

not washing down the fridges on a regular 

basis or blocking the air flow of fans, 

the contractors that install refrigeration 

throughout Southern Africa were adamant 

that this phenomenon applies both to 

corporate and independent stores, with 

very few exceptions.
“Everybody asks us for the most efficient 

energy saving configuration and most of 
us deliver exactly that. However, we are 
not present after the installation, except 
for planned maintenance and the odd 
repair, to control the lack of care that takes 
place in many stores” said one frustrated 
contractor.

Here are some guidelines on how 
to ensure that your energy costs are 
minimised and your equipment lasts for a 
long time, before requiring repairs and/or 
replacement. By saving energy not only will 
the profitability of your business improve, 
you will also help protect the environment 
by reducing greenhouse gas emissions. 

■ Reduce the amount of cooling needed 

■ Load the product when cool 

■ Set thermostat to avoid overcooling 

■ Turn lighting off when not needed 

■ Turn anti-sweat heaters off when not 
required 

■ Defrost frozen goods in the refrigerator

■ Keep heat out 

■ Use high insulation levels 

■ Locate the refrigerator in a cool position

■ Avoid direct sunlight 

■ Maintain the door seals 

■ Keep the door(s) closed as much as 

possible 

■ Avoid drafts on open display units 

■ Cover display units after hours 

■ Use PVC strip curtains on open display 

units 

■ Help the evaporator 

■ Keep equipment defrosted 

■ Allow enough air circulation 

■ Help the condenser – keep the 

condenser clean and free of dust 

■ Locate in cool surroundings – avoid 

direct sunlight 

■ Ensure sufficient ventilation 

One of the easiest ways to save energy 

is to simply use less refrigeration. It is 

quite common for businesses to have 

considerably more refrigeration space than 

is required 

Facts and figures 
■ Commercial refrigeration systems 

consume on average 6 600 GWh of energy 

per year. This is enough to power around 

1.3 million homes. 

■ Greenhouse gas emissions from 

commercial refrigeration systems are 

around 6.6 million tonnes of carbon 

dioxide per year. This is equal to the 

annual greenhouse gas emissions from 

approximately 1.3 million cars. 

■ Technical improvements to modern 
refrigeration systems have the potential to 
reduce energy consumption by 15%-40%. 

■ Improving simple operational practices 
requires minimal capital investment and can  
often reduce energy costs by 15% or more.

■ Pay attention to location – locating 
refrigeration equipment in cool positions 
will reduce energy use significantly. Hot 
locations, such as near cooking equipment 
or heated display units and in direct 
sunlight should be avoided. 

■ For self-contained refrigeration 
equipment, it is also important to provide 
good ventilation around the condenser 
coils and fans. 

■ Manage anti-sweat heaters – anti-
sweat heaters are commonly used to 
reduce condensation on some types of 
refrigeration equipment. The heaters use 
energy directly and also contribute to the 
cooling requirements of the system. The 
need for anti-sweat heaters can be reduced 
or eliminated by using higher insulation 
levels and avoiding thermal connections 
between the internal and external surfaces. 
However, this may be difficult to achieve 
with some types of display equipment. 
Determine if anti-sweat heaters are really 
necessary. In some climates, condensation 
may not form at all or only during some 
parts of the year. Consider turning anti-
sweat heaters off after hours. Timers may 
be useful to turn equipment on and off. 
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How to maintain  
your refrigeration 
system
You have just spent millions on installing  

state-of-the-art refrigeration in your store,  

but how much attention do you pay  

to the on-going process of maintaining  

such an investment? 

REFRIGERATION
▲



■ Reduce lighting needs – lighting can 

be a major energy user in refrigeration 

systems. This is particularly the case for 

display units where products for sale must 

be attractively presented. On average, 

lighting uses around 20% of the energy 

needed in display units, but may be as high 

as 40% for some types of equipment. Not 

only does the lighting consume energy, 

it also generates heat, which adds to the 

cooling requirements of the refrigeration 

system. Reduce excessive light levels. Use 

lower wattage globes or fewer fluorescent 

tubes or better still LEDs. Use energy 

efficient lighting. Turn lighting off when 

not required. It may be necessary to install 

separate switching for lighting. 

■ Consider using timers for display units 

and occupancy sensors for cool rooms. 

Regularly check that door operated 

switches function properly. 

■ Use tariffs intelligently – make the most 

of off-peak tariffs. Many businesses can 

operate equipment in off-peak periods 

where the cost of electricity is cheaper. 

For example, timers may be used to utilise 

overnight off-peak rates to cool non-

perishable products loaded 

■ Use less refrigeration space – carefully 

consider your refrigeration requirements 

and what refrigeration equipment is best 

suited for your business. Consider how 

much non-perishable product needs to be 

stored cold. 

■ Review thermostat settings – setting 

thermostats to unnecessarily low 

temperatures simply wastes energy and 

provides little benefit. Set thermostats to 

the maximum suitable for the product type. 

Be sure to regularly check temperatures to

make sure that correct temperatures are 

maintained. 

■ Only stock enough merchandise in 

refrigerators to meet the demand. Consider 

putting refrigerated goods into a smaller 

number of refrigerators. If cooling require-

ments are seasonal, consider shutting some 

refrigeration equipment down during low 

use periods.

■ Load products efficiently – a significant  

amount of energy can be used in cooling 

products down from the ambient temper-

ature to the refrigerated temper ature, 

especially high turnover products. Storing 

goods in a cool area before loading will 

reduce the time needed to cool and 

therefore reduce energy consumption.  

Load goods into refrigerators when they 

are cool – avoid storing goods in hot areas 

such as in direct sun on a loading bay. 

Transfer pre-cooled products as quickly as 

possible from one refrigerated environment 

to another. 

■ Regularly check and maintain door seals. 

■ Defrost evaporators regularly (if not on 

auto-defrost). 

■ Defrost freezers when ice build-up 

reaches 5mm thick. 

■ Keep condenser coils clean. 

■ Check that equipment is running 

smoothly and quietly. 

■ Check that the compressor is cycling  

on and off regularly. 
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REFRIGERATION 

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

salesjhb@bjcooling.co.za

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

www.bjcooling.com

Air-Conditioning &  
Refrigeration Contractor

Nationwide Preventative  
& Reactive Maintenance,  
Installations and Sales



-E�cient waste heat removal using air or water, allows easy waste heat recovery
-Completely �exible, connectable plug-in shelf units – from individual placement up to entire store systems
-Total freedom of layout in the store as well as simple repositioning and system expansion – even in existing stores
-Fast setup thanks to »Plug and Chill« technology – no substantial installation work required
-Higher sales thanks to longer customer dwell time in front of shelves (No cold air spilage)
-High product safety and reliability thanks to two separate waste heat systems
-Minimal maintenance requirements

Head Office: Multilayer Trading 867 PTY (Ltd)
The Olive Grove Industrial Estate 
Unit B11, B14 & B15
Ou Paardevlei Road
The Interchange
Somerset West
Tel: +27 (0) 21 851 9616
stephanie@ahtafrica.co.za
nic@ahtafrica.co.za

*Terms and Conditions apply
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David John Kotsiros

When Dave Kotsiros and his team came 

to Frigrite Africa in 2016 he knew he 

had to offer the market something 

more than a good looking range of 

robust, energy-saving cabinets.

His aim was to be the best cabinet supplier 

– not the biggest, with the heart of their 

business being their relationships with their 

clients.

So, to achieve this, they offer a turnkey 

total refrigeration solution with a project 

management type approach. This they 

achieve with the participation of preferred 

refrigeration plant suppliers and accredited 

installers / contractors across the continent 

who are incentivised to maintain a high 

level of service and maintenance that helps 

support Frigrite’s 3-year cabinet warranty.

Frigrite started in Melbourne, Australia 

in the late 1960s where it is still 

headquartered along with a complete 

design and research facility. Their cabinets 

are presently sold and supported in 

Australia, China, North and South America 

and now in Africa where they are also 

locally assembled at Frigrite Africa’s 

Meadowdale facility, complete with  

a world-class showroom.

New kid on the refrigeration block offers  
something more than great display cabinets

…old fashioned service!

Frigrite cabinets conform to the 

Australian Minimum Energy Performance 

Standards (MEPS). This is an energy 

efficiency rating developed in a country 

with very similar climates to those found 

in Africa – everything from temperate 

Mediterranean, through deserts to the hot 

and moist tropics.

The cabinets are more than extra-

ordinarily good looking, robust and energy 

saving. With nearly all their quality and 

high performance features coming as 

standard they are also very competitively 

priced. 

Now in its third year of operation, 

Frigrite Africa has already completed

a number of projects in Africa including 

Kenya, DRC, Malawi and Tanzania where 

the cabinets and the service they provide 

have proved very reliable and with 

successful results. Local clients include Pick 

n Pay, Spar, Evergreens as well as a number 

of independent retailers.

In this tight economy Frigrite 
Africa offers a number of 
innovative in-house finance 
options and with an extensive 
stockholding of cabinets  
ready for deployment  
they’re open for business

Find more information about Frigrite, their 

cabinets, and service on their website. 

Better still, please talk to Dave or his sales 

staff and visit their Meadowdale showroom 

– close to O.R. Tambo Inter national Airport. 

See what they can do for you.

Call: Dave Kotsiros on  

+27 (0) 11 392-2244 (switchboard)  

or on his cellphone +27 (0)64-100-2244.

Email: dave@frigrite.co.za

Website: www.frigrite.co.za

Head Office, Factory and Showroom:  
58 Fleming Rd. Meadowdale,  
Germiston, 1401

Just look at what you get and compare:
■ Full stainless steel interior

■ LED lighting on every shelf

■ Manual night blinds (automatic night 

blinds available on request)

■ High Performance coils with no energy-

inefficient electric defrost required for 

medium temperature

■ Rifle-bore coil tubing. This increases the 

surface area and internal turbulence for 

even better heat exchange efficiency.

■ EC Fans for minimum electricity drain

■ Optimal airflow design for improved 
performance

■ Thermostatic or electronic expansion 
valves are fitted to customer 
specification 

■ Design incorporates a suction to liquid 
heat exchanger line as a standard item. 
This energy saving feature enhances the 
refrigeration capacity of the system. 
It is a very effective technology that 
has been dropped by most cabinet 
manufacturers because of cost.
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■ Display and vending units – there are a wide range of products 

falling into this category, including glass door food and beverage 

merchandisers, open multideck display units, open chest type 

units, food and beverage vending units, chilled water dispensers 

and glass counter displays. In many businesses these units can be 

the major energy user. Display and vending units need to have 

excellent product visibility and easy product access for customers. 

These requirements usually result in increased energy consumption 

compared to general-purpose storage systems.

■ For businesses with demand-based tariffs it may be possible to 

turn refrigeration for non-perishable products off during peak use 

periods so as to reduce the overall peak demand. 

■ Optimise location of compressors and condensers – locating the 

compressor and condenser in cool and well ventilated areas outside 

the building will remove this heating effect and improve efficiency. 

■ Self-contained refrigeration systems add heat to the building. 

In most cases this heat must be removed by the air conditioning 

system. This increases cooling costs and may also necessitate 

a larger capacity cooling system. In addition, the remaining 

refrigeration equipment will provide a cooling effect, which will 

reduce air conditioning requirements further. 

Energy management tips 
■ Provide enough ventilation 

– units that are ‘built-in’ or are 

installed under counters may 

have restricted ventilation unless 

this is specifically provided. 

■ Don’t leave door(s) open.

■ Features to look for – for 

commercial units, ask the supplier 

about energy efficiency features and energy consumption. Good 

suppliers should be able to provide this information. 

■ Avoid features that waste energy and may provide little benefit. 

■ Do basic maintenance – paying attention to basic maintenance 

can reduce energy use. For example, the glass doors used to provide 

product visibility have lower insulation levels than equivalent solid 

doors. Similarly, the open nature of multideck display units provides 

excellent access for customers, but these units generally have 

higher energy consumption.

■ Consider if all the display and vending equipment is really 

necessary. For example, use sales to determine how much of each 

product really needs to be displayed. Also, consider putting products 

from several display units into one display unit. 

■ Display products effectively so that they are well laid out and 

that glass doors are free of condensation and signage that will 

reduce visibility. By doing this, customers will not need to search for 

merchandise and allow cold air to escape. 

■ Use energy efficient cool rooms for product storage and have a 

smaller area for display refrigeration. 

■ Locate open display units away from draughty areas, which can 

drive out cold air and bring in warm air. 

■ Locate open and glass door display and vending units away from 

direct sunlight or cooking equipment. 

■ Install PVC strip curtains on open multideck display units. 
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HERE ARE THE MOST ENERGY EFFICIENT CABINETS YOU CAN BUY…

Compatible with a full range of 
refrigeration technologies
° Remote multiplex

° Remote simplex

° CO2 trans- and sub-critical

° Self-contained closed circuit water-loop

° Self-contained aircooled

° Self-contained hydro-carbon

ONLY 4.88 KW@ -5oC SUCTION PER 12 ’UPRIGHT LOFTY, VERSUS OTHERS AT 6KW AND MORE.

At Omega Manufacturing we set out to design and build the most energy-effficient, robust, good-looking food display cabinets  
available anywhere.

Low operating and maintenance cost is built into the design using the best specialised components available on the world market. At only 
4.88 Kw @ -5°C suction per 12’ Upright Lofty, we’ve raised the bar for cabinet energy efficiency to a whole new level. Just compare! Tried and 
tested in six African countries, Omega cabinets are now available in two full ranges. They are the competitively priced Classic range and the 
Superior range, with its high stainless steel content for extra robust construction and long life. Both offer the same high degree of efficiency.

Here’s the lowdown on Omega cabinets:
Why Omega?
° Robust cabinet design for African conditions.

° Most efficient evaporative coil design and air management 
 system.

° Evaporator coil is ‘one size fits all’, allowing for compatibility 
 in every cabinet at any time.

° Universal multi-temp coils are present in each cabinet.

° Equipped with the latest global technology and design trends.

° Customised to fit any contractor or retailer requirements.

° Lower operating costs.

° A proudly BEE level 2 South African product.

Specialists in hot & cold food display

Call us. For quotes, case studies, references and more detailed information



OMEGA MANUFACTURING
Producing Remote Cabinets for Contractors

At Omega we yearn for the “good old days” when contractors were  
valued for the service they offered and retailers understood the value 
of a great refrigeration technician.

We know how challenging it can be for contractors to offer premium 
products that also offer a simple remote installation solution.

PARTNERING WITH THE CABINET SUPPLIER OF CHOICE

What can we do for your local contractor?
° Contractors discounts on all Omega display cabinets

° Technical support for contractors

° Bespoke cabinets to contractor requirements – custom colours available

° Technically innovative cabinet features that will delight your retail client

Factory Details:
Tel: 011 493 8487
Email: cabinets@omegaref.com
Address: 18 Prop Street, Selby, Johannesburg

www.omegaref.com



Establishing a simple in-store maintenance 

schedule will save on energy and costs.

■ Ensure that defrost procedures are 

followed.

■ Check door seals on cold rooms, fridges 

and frozen food stores.

■ Keep condensers clean and free of dust.

■ Check systems have the correct amount 

of refrigerant.

■ Maintain correct temperatures and 

avoid over-cooling

Keeping refrigerated produce at the correct 

temperature is better for food and for 

cost savings. Energy consumption can 

be reduced by 2-4% if the set cooling 

temperature can be safely increased by 

1ºC. Ensure that the manufacturer’s 

recommended operating temperature is set 

accordingly.

Store drinks and other non-perishable 

chilled goods in a cool place

Avoid direct sunlight and heat emitting 

equipment to ensure stored products are as 

cool as possible before being put into

Key opportunities 
for energy saving
Refrigeration
Food retailers do not always realise how 

much energy is used by refrigerators and 

freezers, or that there are big savings to be 

made.

Since the energy used by refrigeration 

in a small retail outlet can account for half 

of the total electricity bill, it pays to look 

carefully at ways to improve equipment 

efficiency. Furthermore, refrigerators 

and freezers also produce heat that adds 

to the cost of maintaining comfortable 

temperatures. 

Low-cost, quick wins
Operating at peak efficiency

The way equipment is operated has a big 

effect on the costs of running it:

■ Avoid over-filling shelves. Over-filling 

may mean that set temperatures have 

to be lowered in order to maintain safe 

product conditions.

■ Ensure that insulating covers and blinds 

are used as intended. Leaving them off can 

increase energy use for both refrigeration 

and store heating.

■ Ensure that lighting in cabinets is 

switched off outside trading hours. This 

saves on electricity for lighting and 

refrigeration that has to remove heat 

generated by the light.

■ Ensure that staff keep chiller doors shut. 

Regular maintenance for  

optimum performance

Refrigerators that are not properly 

maintained will gradually use more energy 

and increase the risk of breakdown. 

cabinets. This means that the product 

will take less time to reach the desired 

temperature that will also reduce cooling 

equipment load.

Invest to save
Install night blinds to stabilise the 

temperature of chiller cabinets overnight

Night blinds help maintain the quality of 

chilled and frozen food and reduce heating 

costs by preventing cold air spilling from 

cabinets into the store. This produces a 

more consistent air temperature for when 

the store opens each morning, therefore 

requiring less space-heating. Installing night 

blinds to existing chiller cabinets is slightly 

more expensive but will pay back in energy 

savings fairly quickly and keep making 

savings year on year.

Consider time switches for cabinets 

containing drinks and non-perishable 

foodstuffs, switching off appliances can 

save energy without a detrimental effect 

to the products. If you have differing 

time requirements throughout the week, 

a seven-day time switch can be used 

to ensure units are switched off over 

weekends. Contrary to belief, it is not 

cheaper to keep them switched on.

Upgrading equipment?
The decision to buy new refrigeration 

equipment will be based on business needs 

as well as price. It is always important to 

choose carefully because some units have 

much greater running costs which end up 

costing more over their lifetime, despite a 

lower purchase price.

Additional source: www.psee.org.za
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CAPE TOWN (HEAD OFFICE): c/o Iscor and Oop Street, Bellville South. Tel: 021 951 2401 | Fax: 021 951 2358
GAUTENG: Jan Smuts Park, Unit 2, Jones Street, Jet Park, Johannesburg. Tel: 011 397 6061 | Fax: 011 397 6275

KWAZULU-NATAL: Unit 5, Heron Park, 80 Corobrick Road, Riverhorse Valley, Tel: 031 569 1517 | Fax: 031 569 1477

Website: www.tombake.co.za

Take 
advantage 
of the new 

Touch  
Screen  
Control
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New Touch-Screen Control (with energy management) vs Old Manual Control Oven

The purpose of the case study was to compare the energy usage of  
the new Touch-Screen Control (TSC) oven against the old Manual Control Oven

Both ovens were measured using the same Electrex GIGA Box Energy monitoring system under exactly the same situation 
with same temperatures, steam and baking times over a period of 2 days at the Tombake premises

Tombake offers all existing customers a complete retrofit for their old electric manual control ovens.
R45,000.00 (for 80 and 120 loaf ovens) and R55,000.00 (240 loaf oven)

These prices exclude: VAT, fitting and commissioning
Note: We reserve the right to both technical, as well as design modifications

36% less usage  
during start-up

46% less usage  
during baking cycle

95% less usage  
during idle time

TOMBAKE CAN HELP YOU  
KEEP UP WITH TECHNOLOGY

info@tombake.co.za



main te nance history, supermarkets can 

identify where problems exist and use 

their maintenance budgets better. Further, 

recognising patterns in time-series sensory 

data can highlight otherwise undetectable 

inefficiencies – such as small refrigerant 

leaks – which affect system efficiency. 

Analysing data for insights that lead to 

reduced energy and maintenance costs 

while ensuring system performance will 

propel the industry forward. 

Safe data access
Data lies at the core of gaining the insight 

required to drive impactful engineering 

changes. However, getting data from 

facility management systems has grown 

increasingly complex. Information and 

network security is a concern for today’s 

retailers. Retailers are under heightened 

scrutiny from internal and external sources 

to protect data. 

Rather than completely locking down 

store networks because of security 

concerns, retailers can opt to mitigate 

risk and work with suppliers who share an 

awareness of the challenges that come 

with network security. Use vendors to 

enable a connection that meets all of the 

internal IT requirements while delivering 

the information needed for efficient 

operations. 

Increase in outsourcing 
Today, many businesses are faced with 

doing more with less. Retailers are 

outsourcing non-core functions, turning 

to outside partners to supplement their 

teams. Just as equipment maintenance 

has, in some cases, been outsourced to 

independent contractors, a new trend is 

to outsource internal support services. 

Supermarket leaders concerned with 

growing their business are leveraging 

services, such as monitoring and facilities 

management, from partners rather 

than investing in costly internal support 

mechanisms.

Smaller, but more complex
To remain competitive, many retailers are 

exploring new, smaller store formats with 

a wider variety of fresh and prepared food 

offerings. Traditional supermarkets today 

have competitors that vary in size, shape 

and focus. Consumer demand for shopping 

experiences that offer convenience and 

fresh foods are driving industry changes. 

As retailers also expand into foodservice, 

stores are becoming increasingly complex. 

Simultaneously, the number of experienced 

technicians is decreasing and new 

technicians lack the skills needed to keep 

up with the industry. Adding more prepared 

foods for fresh, convenient choices requires 

a different thought process: 

Additional and more complex store  

equipment increases the need for tech ni-

cians to quickly and easily diagnose faults. 

Consider partnering with manufacturers 

that invest in technician training to reduce 

unnecessary main tenance costs that 

come with evaluation and replacement of 

equipment. 

Using data to stay competetive
Retailers are at the forefront of investing 

in data to cultivate closer customer 

relationships through personalised 

shopping experiences. The retail industry 

is now poised to turn that prowess to 

back-of-house operations, where data can 

be used to influence customer outcomes 

with a focus on competitive prices through 

reduced energy and maintenance spending. 

Opportunities to leverage analytics 

gained through operational data are 

prevalent. Many retailers have already 

unlocked the potential savings resulting 

from popular energy-efficiency initiatives, 

such as LED lighting retrofits and applying 

advanced refrigeration rack control 

algorithms. The next wave of energy 

savings projects will come from mining 

operational data to drive value in less 

obvious ways. By combining data, such as 

increased energy usage, alarm trends and

Allowing a third party to manage energy 

and maintenance data provides retailers 

with an unprecedented enterprise view of 

their operations, making it easy to access 

vital information. Retailers are able to 

leverage investments in software, people 

and physical structures that yield the same 

results. These services are often customised 

to meet a retailer’s specific needs, ranging 

from full-service monitoring with remote 

equipment integration and resolution to 

management of maintenance calls and 

dispatch requests. 

Being sustainable
With energy efficiency projects, retailers 

can reduce energy costs and support 

sustainability initiatives. Many of the 

major chains in South Africa have already 

established defined targets for their 

energy bills and CO² emissions. Using less 

energy reduces need for production at 

power plants, which is beneficial to the 

environment.

Another sustainability area in which 

supermarkets are investing is refrigerant 

management. Monitoring services provide 

retailers with visibility into equipment 

performance. With this data, condition-

based maintenance can help determine 

the source of a slow leak, enabling early 

detection and potential resolution, which 

will save refrigerant, equipment, product 

and overtime labour. 

Appropriate action can be taken to 

repair the system before too much of the 

refrigerant leaks, which is important from 

a financial, environmental and regulatory 

perspective. 

As supermarket chains navigate the 

unique challenges and opportunities 

these five trends shall adopt data-driven 

strategies and look to trusted partners to 

develop their approach. This will position 

them to succeed in an industry with 

a slowing economy, varying customer 

demands and an evolving competitive 

landscape. Retailers today are leveraging 

information, people and technology to 

make smarter business decisions that 

will optimize their facilities and enhance 

customer experiences.

With contributions from Mark Dunson,  
Emerson Climate Technologies
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Changing the world  
of supermarket refrigeration
Supermarkets are increasingly applying data solutions to offset a slowing economy, the 

changes in consumer behaviour and the continued rise of competition. Achievement often 

depends on reacting well to difficult issues or, better, getting ahead of the next obstacles. 

There is no telling how the future will develop, but there are several clear challenges and 

opportunities for supermarkets interested in winning the race.



largely driven by the misconception 

that cash is cheap. While South Africans 

are generally aware of the direct fees 

associated with accessing cash such as 

bank transaction fees, they do not consider 

the indirect costs such as travelling to cash-

in and cash-out points, the often billable 

time lost spent accessing cash, as well as 

the risk of theft.”

Conducted by Genesis Analytics, the 

Mastercard Cost of Cash for Consumers 

in South Africa Study measures both the 

direct costs of cash (ATM, branch costs and 

cash-back at Point of Sale) and indirect 

costs of cash (travel costs, time-related 

costs, foregone interest and theft) for 

consumers across low, middle and upper-

income segments, taking into account the 

different behaviours and preferences of 

each group. 

Invisible costs of cash
The study found that the indirect cost of 

using cash accounted for 61% of the total 

cost of cash to consumers, with low-

income earners carrying a heavier burden 

than middle- to high-income earners. Low-

income earners, who tend to make several 

low-value cash payments a month, forfeit 

four percent of their earnings to the costs 

of cash, compared to the national average 

of 1,1%. This is largely driven by the 

higher indirect costs including travel time, 

travel costs and low access to alternative 

channels such as internet banking, which is 

generally cheaper than traditional ATM and 

branch withdrawals.

Cash costs 
South African 
consumers 
R23 billion  
a year 
Low-income earners carry the highest 

costs of cash, forfeiting four percent of 

their earnings compared to the national 

average of 1,1%.

Cash cost consumers R23 billion or 0,52% 

of the country’s Gross Domestic Product 

in 2015, according to a new Mastercard 

study recently released at the World 

Economic Forum on Africa. These costs are 

disproportionately carried by low-income 

earners, serving as a major barrier to 

financial inclusion.

Despite an increase in the number of 

banked adults from 63% in 2011 to 77% 

in 2015, cash transactions still account for 

more than 50% of the total value of all 

consumer transactions. This suggests that 

being formally banked may not be enough 

of a driver for consumers to move away 

from cash.

“Adoption of products is an important 

first step for financial inclusion, but usage 

is equally important,” says Mark Elliott, 

division president of Mastercard, Southern 

Africa. “From the consumer’s perspective, 

the perceived benefit of using cash is 

“Cash is the enemy of financial inclusion 

and of the poor. Too many South Africans 

still need to trade off the demands of an 

hourly job with the need to travel long 

distances to access cash, or stand in line to 

pay a bill. Many consumers also face the 

dangers of being robbed when they come 

home with their wages,” says Elliott.

The study further reveals that low-

income earners – 46% of whom are 

banked – tend to use cash as a result of 

very limited card acceptance at micro-

merchants, particularly in rural and 

peri-urban communities where there is no 

alternative to cash.

This slow adoption of alternative 

channels is also evident in remittance 

payments. 

The cost to remit cash both locally 

and to the rest of Africa accounted for 

eight percent of the total cost of cash to 

the consumer, with the bulk of the cost 

comprising informal remittance channels, 

which are most dominant in remittance 

flows to the rest of Africa.

“If we are to accelerate the migration of 

South African consumers to a cashless and 

financially inclusive society, the payments 

industry must focus on improving 

accessibility to alternative payment 

channels, educate consumers  

and merchants on the true costs and 

danger of cash, and look at behavioural 

interventions such as offering immediate 

and tangible rewards for using a card to 

change people’s bad habits.”
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■ Additional service to your customers

■ Alternative revenue stream for your 

business (an ATM presence can increase 

store turnover by between 8% and 10%)

■ In-store spend and basket size: 

customers who use an ATM at the store 

spend more

■ Having an ATM in the store reduces 

credit card payments and in turn reduces 

credit card commissions

■ Savings on cash-deposit fees 

(self-replenished)

■ Increased safety, convenience and 

customer satisfaction

What is your bank’s  
competitive advantage?  
Why should a retailer consider  
you when installing an ATM  
in his/her store?
■ Absa currently has a 36%-share of the 

Saswitch market

■ Absa benchmarks itself globally against 

its peers with regards to ATM uptime and 

availability measured from customer point 

of interaction 

■ Absa has one of the largest established 

ATM networks of over 8 800 devices

■ Absa’s customer base of over 9 

million makes your business a preferred 

destination due to the viability of an onsite 

Absa ATM

■ Dye-stain technology and visual 

verification cameras are being used at all 

our ATMs as an enhanced security feature 

to reduce potential risk

■ Safer environment for both our 

customers to experience and use the ATM

■ Recently Absa has again been placed 

best-in-industry for ATMs in the 2016 Sacsi 

Survey

Do you offer different packages 
for supermarket owners when they 
install and in-store ATM? 
Absa has different ATM models to 

accommodate different retail needs. 

Commercial costs are sensitive and will 

vary depending on the site and model 

employed.

Absa was the first bank in South Africa to 

introduce the Franchise ATM Model in the 

market.

From a banking perspective, the 

Franchise ATM Model is one of the most 

convenient and financially viable methods 

to operate an ATM device.

The ATM size, model and functionality 

can vary, depending on individual store 

needs and shopper traffic. The ATM is 

located in-store to the benefit of the 

franchisee for both customer and staff 

safety (from an operational perspective.) 

The franchisee (usually a retailer) will use 

his/her own cash to replenish the ATM.

In essence, the replenished funds 

are then withdrawn from the ATM by 

customers and the franchisee is then 

settled directly into his/her nominated 

account with the value of transactions 

withdrawn per day, thereby saving on 

transport and cash deposit fees.

Through this process, franchisees are able 

to recycle about 50% to 60% of their cash 

through the ATM.
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Do you want 
an ATM in your 
supermarket?
Having and ATM in your supermarket 

has a number of benefits. We have 

spoken to two banks about what they 

have to offer:

ABSA
How many ATMs do you have in 

supermarkets across South Africa?

Absa has more than 1 000 devices 

located at various retail outlets nationally. 

It varies from SMEs to large corporate 

retailers like Pick n Pay and Shoprite.

What does a supermarket have to do  

to qualify for an in-store ATM?

Absa employs numerous ATM strategies 

to assess the feasibility of placing an 

in-store ATM. These are underpinned by 

various internal and external factors in the 

market to determine feasibility, such as:

■ Revenue – the business needs to 

generate sufficient cash turnover to 

accommodate the public’s demand for 

cash. 

■ Visibility – it is important that the 

ATM must be prominently displayed in the 

premises to highlight the presence of an 

ATM device.

■ Micro location – It is equally important 

that the ATM be safely positioned within 

the premises.

■ Accessibility – ingress / egress to 

the site – The location must be specific to 

main arterial routes.

■ Market relevance – Existing ATMs 

in the area, customer catchment and 

competitor ATM locations in proximity are 

considered.

■ Expertise – Absa has a team of 

dedicated regional ATM managers that can 

advise on the best position of the ATM in-

store to the benefit of both parties.

What are the benefits  
of such an in-store ATM?
■ Increase in foot traffic – your business 

becomes a destination due to the 

availability of an ATM

■ Competitive advantage and 

differentiation from competitors

The ATM size, model  
and functionality can vary, 
depending on individual 
store needs and shopper 
traffic. The ATM is located 
in-store to the benefit  
of the franchisee for 
both customer and  
staff safety



Andre Rosslee

Overview of the cash value  
chain in wholesale/retail
Know the value chain of your cash 
By Andre Rosslee | Head: Wholesale and Retail Sector | Business Banking Africa at Absa

Receiving payment from a customer 
for a sale should be a relieving and 
fulfilling moment for any retailer. 
Stock is moving off the shelves and 
you‘re able to cover costs incurred to 
procure that item. However, successful 
businesses need to continually look 
for ways to optimise their cash and 
margins. 

Cash is the lifeblood of a business. 

Its impact exists beyond event-based 

transactions, namely depositing cash sales 

proceeds and withdrawing change or 

payroll. There are cash value chains within 

and outside of your business – for example 

between point of sale, cash up, making 

up deposits and withdrawal requests, 

transportation of cash, reconciling the 

deposit/withdrawal. 

These value chains are time-dependant 

and process-based. Although they look 

like separate activities, they’re interlinked 

and often affect each other. Good cash 

management is when the value chain 

is managed as a whole to mitigate risk, 

exploit efficiencies, reduce time, and 

optimise cost. 

What to expect from your  
Cash Service Provider
A good Cash Service Provider supports your 

business through all of the value chain 

elements, provides you with visibility at 

every stage of what is going on with your 

money and delivers the agreed services as 

cost effectively as possible. 

Know the costs of  
your cash value chain 
Cash deposit fees are only one of the costs 

of accepting cash at your tills. Every step 

in the process incurs a cost that should 

be managed. The cash deposit process is 

repetitive, and each step in the process 

should be administered to control and 

prevent loss. A retailer should put as many 

risk mitigation and security measures in 

place as they can afford e.g. Insurance and 

secure cash devices. 

Ways to improve the  
cash process; save money  
and optimise
There are costs associated with every step 

of the cash handling process. Rather than 

cutting corners, look at ways to reduce 

risks and make sure you get the most of 

your chosen cash management solution. 

Trying to be economical with your cash 

process may seem tempting upfront, 

but the repercussion of cutting costs will 

leave you with a risk-exposed business. 

It’s inconvenient and expensive to get a 

business back on track after a robbery. 

1. Perception is everything: 
Fewer hands on the cash and a reputation 

for a ‘hardened site’ will dramatically 

reduce the risk of getting earmarked. Do 

everything to make your store look like 

a difficult target – i.e. locks work, visible 

security, establish processes and procedures 

and continually check that everything is 

working. Also be sure to not talk about 

money and banking unnecessarily. 

2. Get the best solution for your 
business needs: 
From the till until deposited into a store’s 

bank account, cash can be handled 

between three and eight times. In every 

step of the process an average cash loss of 

0.15% can be incurred. Use a cash handling 

service provider that offers tailor-made 

solutions and reduces the number of hands 

on the cash, increasing efficiency, accuracy 

and removing temptation. 

3. Save but don’t be cheap:  
Choosing to transfer money yourself and 

not making use of a trusted and highly 

secure CIT supplier is a dangerous way to 

try and save money. The consequences 

for the continuity of your business if you 

or a staff member is compromised may 

be detrimental. Rather protect your cash/ 

staff/customers and look at operational

efficiencies in the cash-handling process. 
Your time is best spent managing your 
business, not taking cash to the bank.

4. Prevention is better than cure:  
It’s essential to have insurance, so as to 
reduce the chance of a financial set back 
as the result of criminal activity. A robbery 
affects your cash flow for longer than 
you think, and will take time to recover, 
especially if you have to go to court. 
Don’t handle money in the open, rather 
do so in a secure area and ensure your 
cash is safe as soon as possible.

5. Invest in a good safe:  
It might take slightly longer in rural areas 
to move cash in metropolitan areas, so 
make sure you have strong measures 
to keep the cash safe. Better still, look 
at a secure cash handling device that 
counts and stores cash. This will reduce 
administration and processing time while 
keeping cash safe. Most of the solutions 
on the market also notify you when the 
cash is collected.

6. Do your homework:  
Don’t just buy any safe or take on any 
supplier. The key to the store’s safe should 
always be held by the CIT company and it 
be made known to potential robbers that 
they will leave the scene empty-handed.

Cash handling tips

Please talk to us about your Cash or any other banking needs: andreros@absa.co.za
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www.goscoraccessrental.co.za

Don’t *#@% around!
When working at height,
you need the BEST!

24/7 24/7 Call us Anytime

SERVICE

HEAD OFFICE - JHB

Unit 6, 36 Ossewa Street, 

Chloorkop

Tel: 010 594 4357

079 519 6553

KZN

3 Circuit Road, 

Westmead

Tel: 087 405 0020

082 803 5185

CAPE TOWN

5 Ferrule Ave, 

Montague Gardens

Tel: 021 510 7307

079 873 8251

SA’s Leading Access Rental Company

BEST RATES · BEST EQUIPMENT · BEST SERVICE
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FNB
How many ATMs do you have in supermarkets across South Africa? 

FNB has 410 ATMs in corporate supermarkets – some devices in 

the store and some facing outside of the store

What does a supermarket have to do  
to qualify for an in-store ATM? 
FNB looks at corporate brands, primarily, with expected minimum 

transaction volumes of 3000 per month (with the exception of 

slimline, which is 1000 transactions per month.) The area in which 

the supermarket is located is also considered to determine whether 

area has an appetite for additional ATM representation.

What are the benefits of such an in-store ATM? 
For the retailer, the ATM enables him/her to recycle cash, thereby 

saving on banking fees. It also offers additional security for cash on 

the premises. 

An ATM on the premises also increases foot traffic, increasing 

revenue and providing customers with convenience and banking 

services. The retailer earns revenue from qualifying transactions 

done on devices

What is your bank’s competitive advantage?  
Why should a retailer consider you when installing  
an ATM in his/her store? 
The association with FNB and its innovative services and products 

allowing for general banking on self-service devices provides 

convenience to customers and attractive device sites draw 

customers into the store.

Do you offer different package for supermarket 
owners when the install and in-store ATM?  
Can you supply details and costs? 
There are no installation costs for the retailer and the retailer earns 

commission on qualifying transactions done on the device. Some 

sites have leases where the retailer/landlord receives monthly rental 

payments from FNB (but no commission on transactions) and there 

are various agreements for corporate retailer clients. 

On Slimline devices, commission is paid to the retailer for 

qualifying transactions, but the retailer does pay a nominal  

monthly rental to FNB for the device.
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Ample parking for one thousand cars invites 

customers to shop at the store anytime from 

08:00 to 22:00 (21:00 on Sundays).

Fresh departments
Unlike the usual perimeter location of fresh 

departments, the great majority of fresh 

presentation has been grouped together in 

the middle of the store to create a market 

atmosphere for the customer. Whether it 

is bread or pizza or cheese or sushi or fresh 

produce, the customers mingle as if they 

were in a street market while being able 

to observe the production techniques as 

the preparation areas are in full view of the 

shopper.

A section is dedicated to grilling fish 

or meat for immediate consumption in 

comfortable settings.

Other differentiations
In its drive to add goods and services, the 

hyper includes:

■ A mineral water bank area where various 

types of bottled water can be found

■ A range of organic products is also 

available

The bakery and pizza production line is in full view of the customers who can see the product from conception to final presentation.

 The pizza serving section is very popular with shoppers. The signage indicates that dough  
is left to rise naturally over 24 hours and that all ingredients are Italian.

Loose serve fresh fruit and vegetables are the hallmark of the store. Some pre-packs are also 
available but the purpose was to create a market feel within the hypermarket.26
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STOREWATCH By Antonello Vilardi,  

adapted by Hippo Zourides

IPER Portello differentiates itself from other hypers
Situated in the Portello area of Milan Italy, the IPER hypermarket covers a total of 10 500m2, has identified various ways to 

differentiate itself from the intense competition in this sprawling metropolis.



■ An attractive pharmacy area 

enhances the health and beauty 

department and includes an 

optometrist service

■ An “iperdrive.it” service, where 

customers can order products 

on line and later collect from 

the store at a predetermined 

time

■ A dedicated loyalty-card 

programme

■ Insurance policies are on sale 

for a variety of products – 

called Safe Shopping Plus, it 

is an initiative with Allianz. 

Customers can buy extra-

guarantee cover for products of 

which warranties are not long 

enough.

■ A photographic department 

that does the usual digital 

photographic processing, but 

can also produce albums, 

catalogues and even wall murals

■ Forty two checkouts of which 

22 are self-scanning – an 

indication of where this trend is 

going in Europe.

We will continue our search for 

novel ideas from stores worldwide. 

If our readers have recently visited 

any novel sites, please let us know 

and we shall investigate and write 

about it.

Most service areas, including sushi, produce and cheeses, are located in the middle of the floor and assist to create the “market place” feeling

The fresh processed meat counter is appealing to the senses and customers  
wait for their order to be processed – no pre-sliced meats in view.

Special lighting that enhances the products, especially fresh produce, is widely used throughout the store.
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The female factor
The report highlights the fact that 70% 

of female respondents said they preferred 

cash back rewards, a full 14% points 

more than men, with only 56% of male 

respondents indicating the same.

Cash back has proven to be very popular 

due to its transparency in terms of value 

and the fact that it drives engagement. 

Sonja Fourie (Head of Absa Rewards and 

VAS)

Small rewards count a lot
In 2014/2015, all things “VIP” and 

exclusivity came out tops as the most 

desired or most valuable benefits a loyalty 

programme could offer. However this trend 

has changed.

The research showed that an 

unconditional cash back voucher (i.e. 

receive R10 off immediately or off 

your next purchase) can achieve higher 

redemption levels as compared to a 

campaign-led conditional voucher (i.e. R50 

off of R250 spend), where redemption rates 

can be as low as 2-5%. 

Strategies, such as tiered loyalty 

programmes, offering status (based 

on a particular behaviour) and more 

personalised services or exclusive, VIP 

treatment have been introduced to offer 

additional recognition and rewards to 

For the last two years, the Truth 

Loyalty White Paper has been 

published by WhyFive, a consumer 

insights research company that uses 

an “on line” tool to get feedback 

from many South Africans on their 

shopping habits.

Methodology
A total of 27 446 respondents 

participated in the latest survey and 

this sample is much higher than 

other surveys where 2 000 to 3 000 

interviews are completed.

Having answered over 250 

questions, the results cover all types 

of loyalty cards used in SA ranging 

from supermarkets to clothing 

stores, health and beauty merchants, 

airlines, book stores, restaurants and 

banks, to name but a few.

The overall growth of usage over the 

previous year (2015) stands at 6%. 

Considering that real retail sales growth is 

below this figure, this growth in the usage 

of loyalty cards is impressive.

What do the customers  
really want?
Retailers mostly used their loyalty 

scheme to thank their customers for their 

patronage. This acknowledgement for the 

business received varies and there is no 

“one size fits all” solution where rewards 

are concerned. 

The four most popular  
rewards included

 % of those 
 interviewed

Cash back incentives 63% 

Points that add up 62%

Discounts 54%

Redeemable vouchers 52%

Other rewards that were less popular 

included free gifts (21%), competition 

entries (19%), airtime and VIP treatment 

(12%), exclusive invitation to events (9%) 

and better service (2%). 

loyalty members without actually 

needing to offer direct cash back 

rewards. This creates a heightened 

perceived value of a programme, 

without it being too costly. 

However, in the South African 

loyalty market place, most people 

just want cash back or a free cup of 

coffee. 

The more generic the value type 

of the reward, the more desirable 

it is to the customer (i.e. the more 

similar it is to cash). Kobus Ehlers 

(Co-founder of SnapScan)

Consumers prefer more frequent, 

smaller rewards as opposed to 

larger rewards that take longer to 

accumulate. Customers also like 

rewards and programmes with 

choice & flexibility. Too many terms and 

conditions and redemption hurdles turn 

them off. Jade Kirkel (Marketing Manager at 

The Sorbet Group)

Although experiential rewards such as 

a fully inclusive overseas trip or hot air 

balloon experience may still be aspirational 

and attractive to your members, loyalty 

marketers will need to combine these 

with smaller, more frequent rewards and 

engagement campaigns. This enables you 

to engage your customers more often, 

helping you stay top of mind with smaller, 

more frequent rewards. 

According to a 2015 global Discovery 

case study, highlighting the importance of 

frequency in terms of both engagement 

and rewards, Discovery Vitality Active 

Rewards saw an 88% increase in member 

engagement after introducing the 

frequent reward element. Locally, the same 

programme has been launched, whereby 

Discovery Vitality Active Rewards members 

get rewarded on a weekly basis for meeting 

their fitness goals. These rewards are small 

and not grandiose: a cup of coffee or a 

smoothie. However, statistics show that 

these smaller yet more frequent rewards 

can have a great affect on changing 

behaviour.

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

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

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

By Hippo Zourides
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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



Authorised fi nancial services and registered credit provider (NCRCP15).
The Standard Bank of South Africa Limited (Reg. No. 1962/000738/06). Moving Forward is a trademark of The Standard Bank of South Africa Limited. SBSA 267214 05/17

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

standardbank.co.za

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

sale this year?”
“By making sure

you’re never out of stock.”
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