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complete, versus one that is, is R2 412,41 

(R2 068,35 vs R4 480,76). The social action 

group argues that 73% of the R3 500 

proposed national minimum wage, would 

cover the food basket for a family of four 

people (R2 562,38), alone. Because of the 

direct correlation between what we eat 

and how well our bodies function, the 

implications of the cost of food for the 

minimum wage-earning household is dire.

The cost of feeding different 
family members
Feeding family members of different ages a 

diet complete in minimum nutrition differs 

in cost as follows:

■	A small child (aged 3-9 years): R578,45 

per month.

■	A girl/boy (aged 10-13 years): R626,57 

per month.

■	An adult woman (aged 19-64 years): 

R626,57 per month.

■	An elderly woman (older than 65 years): 

R626,57 per month.

■	A girl (aged 14-18 years): R665,24 per 

month.

■	A very active woman (aged 19-64 

years): R665,24 per month.

■	An adult man (aged 19-64 years): 

R665,24 per month.

■	An elderly man (aged >65 years): 

R665,24 per month.

■	A boy (aged 14-18 years): R740,25 per 

month.

■	A very active man (aged 19-64 years): 

R740,25 per month.

■	A pregnant or lactating woman: R740,25 

per month.

How much are your customers spending on 

groceries per month? 

www.bizcommunity.co.za

The rising cost  
of food for families  
in South Africa
The price of food is rising continually. 
What does it cost to feed a working 
class family and how does it impact 
nutrition?

The price of the average food basket 
increasing may cause a headache for  
a middle-income family budget. But to  
a lower income family, food inflation 
means the difference between a balanced 
diet and compromised nutrition.

What it costs to feed  
a family in 2017
The Pietermaritzburg Agency for 
Community Social Action’s (Pacsa) data 
indicates that food prices are still rising 
in South Africa. The Pacsa food price 
inflation basket documents the price and 
affordability of working class household 
essentials within the context of high 
unemployment, social grants, and low 
wages. Rather than being nutritionally 
comprehensive, the 36-item basket being 
tracked is indicative of what the working 
class South African family can afford. 
They do, however, include a second – 
nutritionally complete – basket to highlight 
the contrast. The food basket, which 
includes such items as maize meal, various 
meats, and various vegetables, experienced 
a 10% increase over the past year. As of 
March 2017, the basket was at R2 068,35, 
up R198,96 from R1 869,39 last year. The 
basket itself is not nutritionally complete, 
rather reflecting on the reality of what the 
working class in South Africa can afford.

A second basket, which is nutritionally 
complete, is also included to further 
highlight the disparity between what 
people need and what they can afford. The 
Pacsa food basket of 36 basic foods showed 
a 10% increase of R198,96 over the past 
year to R2 068,35 in March 2017. The 
cost of a food basket for a family of four is 
slightly higher at R2 562,38. For a family 
of five, it’s R3 237,08, and for a family of 
seven, R4 480.76.

Can a minimum-wage family 
afford to eat?
Pacsa revealed that the difference between 
a food basket that is not nutritionally
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our Gauteng customers will benefit from  

a similar facility.”

Advantages for the Gauteng 
online shopping customer
In the past, orders placed by Gauteng 

customers via Pick n Pay Online were 

fulfilled by a store close to the customer’s 

location. “There are significant advantages 

to serving customers with a dedicated 

facility instead of picking online orders 

from a store near to their delivery 

location,” said Cotterell.

“Firstly, availability improves as online 

customers are not competing with 

customers in store for products. Secondly, 

freshness improves as the supply chain 

is shortened and the integrity of the 

cold chain is enhanced. Products move 

directly from our distribution centre to 

the customer and do not go via a store, 

thereby improving shelf-life for customers. 

Thirdly, we are able to significantly increase 

the range of products we offer to our 

customers. Our facility has the capacity 

to hold almost three times the number of 

product lines as a regular store. Our aim 

is to offer our online shoppers the widest 

range possible from Pick n Pay.”

“Today’s online consumers want con-

venience, affordability and choice”, said van 

Rensburg. “That’s what our new Gauteng 

fulfilment centre is able to give them.”

Rising cost of 
health care in tough 
economic times fuels 
self-care movement 

Many South 

Africans 

are turning 

to self-

medication 

with the aim 

of building up their immune systems 

in the flu and allergy season. Anti-

flu tablets, cough medicines and 

antihistamines are some of the over-

the-counter meds people are using in a 

bid to avoid having to pay excruciating 

prices for a visit to the doctor.

The rising cost of health care means 

that many South Africans have far less 

money to spend on treatments for illness. 

Consumers are thus increasingly opting 

for self-medication, a trend encouraged by 

widening access to the internet. A growing 

Pick n Pay launches 
online distribution 
centre in Gauteng
This week, Pick n Pay launched its online 

distribution centre in Gauteng, the first 

of its kind in the Province. This follows 

the opening of its Cape Town online 

distribution centre, which made it the 

first major brick and mortar grocery 

retailer in South Africa to serve its 

online consumer customer base with a 

dedicated fulfilment centre. 

“Our new distribution centre will enable 

us to significantly improve service to our 

Gauteng online shoppers,” said Richard 

van Rensburg, Deputy CEO of Pick n Pay. 

“At the same time, our online distribution 

capacity is significantly increased, enabling 

us to handle the rapid growth we are 

experiencing in online sales.”

Evolving the online shopping 
experience through  
a multichannel approach
“This distribution centre represents a 

significant investment in Pick n Pay’s online 

business, which is one of the fastest-

growing divisions in our business, and 

represents a conviction by the company 

about the long-term opportunities from 

online,” said van Rensburg.

“It is the next step in our journey to 

build an advanced, convenient and simple 

omnichannel shopping experience for our 

clients. Later this year, we will launch a new 

online shopping website and an upgraded 

version of the Pick n Pay mobile app.”

Michael Cotterell, head of Pick n Pay 

Online, added: “We were encouraged by 

the performance of our dedicated online 

facility that was opened in Cape Town 18 

months ago. We experienced a significant 

acceleration in sales growth after the 

facility went live, and we are confident 

number of people are researching their 

health concerns and potential remedies 

online, even before seeking the advice 

of pharmacists. This trend is increasing 

consumers’ confidence in their ability to 

self-medicate. 

“We’ve seen a huge increase in spend on 

natural health products, complementary 

and alternative medicines. This is a clear 

indicator that consumers are looking 

to alternative ways to stay healthy and 

prevent expensive hospital visits,” says 

Bruce Dennison, president of the Health 

Products Association of South Africa 

(HPASA), a body that protects consumers 

against exploitation by unethical practices. 

Launched in 1976, the HPASA has long 

been at the forefront of the natural 

health products, nutritional dietary 

supplements and complementary and 

alternative medicines (CAMs) industries, 

and represents a broad spectrum of 

stakeholders, including manufacturers, 

wholesalers, distributors, retailers and 

practitioners. 

A contributing factor to this self-

medication trend may be South Africa’s 

rising unemployment figures, which 

increase the fear of job losses and make 

those lucky enough to be in employment 

reluctant to take time off work to visit the 

doctor. “This has notably benefited areas 

such as cough remedies and combination 

products in analgesics and cough, cold 

and allergy (hay fever) remedies,” says 

Dennison. 

Self-medication isn’t the only route 

out of poor health, however. “People are 

realising that their illnesses could be linked 

to their diet and they’re therefore starting 

to make smarter nutritional choices,” says 

Andrea du Plessis, nutritional expert at 

Vital Health Foods. She points out that 

heart disease and diabetes are just two 

illnesses that can be linked to unhealthy 

food choices. A change in diet could save 

consumers money as this could ultimately 

result in their spending less money in the 

doctor’s room. 

Other optional – and expensive – 

lifestyle habits, such as drinking alcohol 

and smoking, contribute to poor 

health. According to the World Health 

Organization, South Africa is one of the top 

20 biggest alcohol-drinking nations in the 

world, and the third biggest in Africa. With 

“sin taxes” on booze and cigarettes having 

increased this year, it makes all-round 

financial sense to quit both.
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WITH the durability of the renowned 

industrial PowerScan family, the 

PowerScan imager is now being 

introduced into the retail sector with  

a new series of readers.  

The PowerScan PD9500-RT imager is a 

corded scanner with rugged mechanics 

that guarantee reliable long-term operation 

in the retail sector. Repeated shocks at 

the POS checkout or outdoor usage do 

not inhibit the scanner’s performance 

or reliability, protecting the retailer’s 

investment. Plus, the IP65 rating further 

guarantees protection from damages 

caused by exposure to moisture.

The PowerScan Retail 9500 series is 

the first handheld scanner on the market 

capable of reading digital watermarks 

including Digimarc Barcodes. This 

application significantly reduces time at 

the checkout. Plus, product packaging that 

carries Digimarc Barcodes can connect 

mobile-enabled shoppers with additional 

product information, special offers, 

recommendations, reviews, social networks 

and more.

Outstanding results
Warehouses, logistic centres and 

manufacturing plants depend on speed 

and reliability when managing goods and 

tracking merchandise in order to improve 

efficiency while reducing costs. Therefore, 

Datalogic’s PowerScan PD9500 area imager, 

the latest generation of rugged 2D area 

imagers, is the perfect answer for these 

applications. 

The target of the PowerScan 9500 family 

is an intuitive and effortless scanning 

experience. 

It combines omnidirectional reading 

capabilities, which is typical in all area 

imaging scanners, with outstanding optical 

characteristics. 

The result is a scanner that’s able to 

read any kind of bar code, regardless of 

the orientation, from contact to over 1.0 

m, depending on the bar code resolution. 

In addition, the PowerScan PD9500 area 

imager includes Datalogic’s latest decoding 

software that guarantees snappy reading in 

any type of environment. Aim, trigger, and 

decode: it is that simple! 

Fit for purpose design
User comfort is guaranteed because of 

the scanner ergonomics, consisting of 

the handle shape, a well-balanced weight 

and an intuitive aiming system, allowing 

the highest first-pass reading rate while 

reducing unnatural wrist movement or 

rotation which can tire any user during 

long shifts. 

Additionally, the PowerScan 9500 

area imager uses a soft-pulsed white 

illumination light resulting in reduced 

flashes, which is very gentle on the eyes 

and less troublesome to the operator 

during scan-intensive applications. 

The PowerScan PD9500 area imager 

is available in two different models 

to meet the specific needs of each 

customer. The PD9530 model is geared 

towards customers needing high reading 

performance and speed on standard 

resolution codes. The PD9530-HP (High 

Performance) model is more versatile 

because of the advanced optics that 

combine high resolution bar code reading 

capability (up to 2.5 mils for linear codes) 

and wide angle image capture (A4 image 

size @ 25cm), while maintaining an 

exceptional depth-of-field.

The PowerScan 9500 Retail guarantees reliable long-term operation in any retail environment.

PRoDUcT UPDATE

Datalogic PowerScan 9500 Retail,  
the high-end retail check-out solution

Available in South Africa from Kemtek Imaging Systems,  
the PowerScan Retail series is for users who want to incorporate 
the durability of PowerScan imagers into a retail environment. 

For more information, contact 0861 KEMTEK, or visit www.kemtek.co.za
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n Bottom-end Retail n Export 
n Forecourts n On-consumption 
n Top-end retail n Wholesale

Where people buy drinking yoghurt

38,3%

2,5%

2,8%2,3%

42,5%

11,3%

some players 
downsizing their pack 
sizes to between 
250ml and 350ml, 
which translated into 
a higher rand-per-
litre cost for the 
smaller variants. 

A shortage of raw 
materials caused by 
the drought may 
have also contributed 
to the growth in 
average price. The 
players that imported 
their raw materials 
suffered when the 
value of the rand 
dropped, as this was 
done at an above-
average price, cutting 
into their margins. 

It is believed 
that this category, 
like other food and 
beverage products, 
was affected by low 
consumer spending, 
as well as limited 
supply of raw 

materials. 

Consumers are believed to be spending 

less money on products that they consider 

non-staple as their household debt ratio 

remains  

high and the economic outlook remains

negative. The low spending trend is 

expected to affect the drinking yoghurt 

category in the short to medium term.

The product is distributed mainly 

through the top-end and bottom-end retail 

channels, collectively accounting for 80,8% 

of the total volume sold in 2016. 

These outlets are characterised by strong 

marketing and promotional activities. Print, 

in-store display, radio and television are 

some of the mediums used for promotional 

and marketing activities in order to attract 

more customers and keep drinking yoghurt 

brands top-of-mind.

Export volumes showed the highest 

relative growth rate compared to other 

channels for 2016. It is thought that this 

was due to favourable export conditions 

created by the lower rand value, as well as 

growing category demand in neighbouring 

African states. The local drinking yoghurt 

market is fairly competitive, and producers 

are actively looking for alternative markets

Market growth for 
drinking yoghurt
Recent findings released by BMi 

Research have shown that the volume 

and value of drinking yoghurt continued 

to grow in 2016, congruent with the 

historical trend of the category. 

Gauteng region accounted for more than 

a third of the total volume sold in 2016, 

followed by the Western Cape and then 

KwaZulu-Natal. Most of the major national 

players are situated in these three major 

regions, thus there may be a natural supply 

skew to these regions.

The average Consumer Price Index 

(CPI) was 6,4% during the year under 

consideration (2016), and is quite close to 

the annual increase in drinking-yoghurt 

pricing. 

It is believed that the price increase in 

2016 may have been underpinned by
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Regional distribution

n Eastern Cape n Export n Free State 
n Gauteng n KwaZulu-Natal 
n Limpopo n Mpumalanga 

n Northern Cape n North West 
n Western Cape

10,7%

2,5%

4,6%

37,7%
11,9%

4,9%

8,2%
0,6%

2,2%

16,6%

DRINKING
YOGHURT
 is not as coagulated as 

yoghurt, but rather has a 

SMOOTHER 
and more LIQUID-LIKE 

CONSISTENCYmaking 
it suitable for drinking
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to grow sales. It is believed that this 

combination of market factors all 

contributed to the raised export growth 

seen for 2016. 

The drinking yoghurt category uses 

predominantly rigid plastic bottles as 

the primary pack format. This format is 

dominated by HDPE and PET bottles, which 

took share from cartons, plastic tubs and 

sachets during 2016.

The category is expected to continue 

growing in the short to medium term 

as new markets are established and 

competition increases, lowering the average 

selling price and making drinking yoghurt  

a more attractive prospect for consumers.
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Tips when recruiting new staff 
By Hippo Zourides

The hackneyed phrase “My staff are my most valuable asset” 

is not spoken lightly by retailers who truly believe that they 

place the proper importance on this vital area of their business.

The process to secure this great asset starts at the time of 

recruiting personnel, no matter in which part of the store they may 

be working in.

Here are a few tips that may help you in securing the services of 

the best possible candidates.

1. Attitude first, aptitude later

Provided an applicant has the best attributes for the retail trade 

(willingness to work long hours, good health, a positive attitude, 

customer-oriented, a ready smile and so on) these should count 

in a large way when looking for new staff. You can teach someone 

how to slice meats or pack bread or merchandise a shelf, but it is 

very difficult to change the person’s personality to be a customer-

friendly asset.

2. Don’t interview, but have a conversation

After going through the usual scripted questions, guide the 

discussion into a conversation. Allow the prospect to speak for most 

of the time and just intervene with crucial points that will allow 

you to know more about his/her attitude to the work environment.

3. Check references

Always have a chat to the previous employers and ask probing 

questions about the individual’s performance or lack thereof. If you 

subscribe to services, such as EMPS, make enquiries about honesty 

and positive traits of the individual.

4. Service orientation

When recruiting staff, probe their reaction to various examples of 

customer service interactions (both easy and difficult to handle) 

to assess their personal initiative in this regard. Walk the sales 

floor with the prospective employee and test them on a variety of 

encounters.

5. Involve your team

Some stores have used their existing staff members to interact 

with a prospective employee as if he/she is a customer. The team’s 

feedback on the prospect’s reaction to various interactions can be 

taken into account when deciding on employing the person.

6. Take your time

Do not just recruit someone because he/she is one of the first to 

apply for the job. Dedicate enough time to the process and even 

if it takes a few days to decide, make sure your choice will be the 

best of the bunch. If need be, no one gets recruited unless you have 

found the right person for the job.

If everything else fails, remember Rule No. 1
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The halal cosmetic industry is expected 

to be worth $52,2 billion by 2025 as stated 

by Grand View Research. 

Large brands such as Estée Lauder 

and Shiseido are working on being halal 

certified to cater to the growing market. 

In the interim, online platforms such as 

Prettysuci, MMA Bio and Saaf Skincare are 

selling a variety of cosmetics permissible 

for their clientele. Companies such as Orly 

are tapping into this industry segment 

with collaborations, such as the one with 

MuslimGirl.com to launch a nail polish 

collection titled #halalpaint.

Generation M are not just looking 

for visibility within industries, but 

representation from brands. This generation 

responds to products that match the 

Muslim values. We are seeing certain 

industries putting this into practice. The 

halal cruise, a first of its kind in Turkey, 

has no alcohol, gambling or pork products 

served on board. The Health Hijab is an 

online gym for woman wearing veils feeling 

uncomfortable working out at a gym with 

men. The digital sector is also catering to 

the segment with Alchemiya, also known 

as “Netflix for Muslims” currently caters 

to subscribers in 39 countries. There is an 

increase in apps that cater to teaching 

Islamic geometry called Iranian Puzzle, 

and Halal Gems that assists in seeking out 

Halal dining options wherever you are in 

the world.

The Pioneers
The hijabi, a nickname that is now viewed 

in a positive light refers to a young 

fashion-minded Muslim woman. Fashion 

bloggers and vloggers such as Dina Torkia, 

Zinah nur Sharif and Nabiilabee have 

created a following that sees an alternative 

perspective to young multicultural modern 

Muslim women. Getty Images have created

Meet Generation M
By Khumo Theko

Meet the generation of young Muslims 

who aim to change the world and its 

view on the Muslim religion. The faithful 

millennial Muslims, mainly female, 

are a hyper-diverse, multinational and 

cultural demographic with an affluent 

income status. In the book Generation 

M, author Shelina Janmohamed explores 

the growing segment of the tech-

savvy, influential and entrepreneurial 

generation who are proud of their 

identity as Muslims and are taking 

charge of their lives while demanding 

for brands and businesses to take note.

Why is it important?
Pew Research centre on religion and public 
life estimates that the world’s population is 
projected to grow by 35% in the next four 
decades. It further states that the Muslim 
community is expected to increase by 
73% from 1,6 billion in 2010 to 2,8 billion 
by 2050; making this the fastest growing 
population globally. Currently known as the 
Halal economy or Muslim pound in Europe, 
the Islamic global market will be worth $5 
trillion in 2020.

With the dawdling response to the grow-
ing Muslim middle class from industries, 
Generation M has harnessed their own 
businesses that fulfil their needs. This 
generation is conservative in their religious 
practice, while incorporating a modern 
approach to their lifestyle. They have kick-
started a global Muslim market with large 
multinational corporations and companies 
are seeing the growing potential.

What is the effect?
The halal brand continues to expand into 
various industries. Businesses need to keep 
in mind that simply placing a Halal logo on 
a product is not the beginning and end for 
catering to this segment. Events such as 
the London Muslim Lifestyle show, which 
debuted in 2016, are created to assist 
markets in operating within halal protocol. 

This can be seen with the growing 
demand for Halal cosmetics. L’Oreal 
Indonesia ensured that they were Halal-
compliant before launching their diversity-
focused campaign. Sunsilk has followed 
suit with its Fresh and Clean products 
specifically for hijab-wearing woman in 
Malaysia. 

their first batch of stock images that 

portray Muslim women in a modern, 

realistic light versus the one-dimensional 

depiction typically found on the internet. 

This is further seen with the launch of the 

Hijarbie, which is a Barbie in a hijab.

The fashion and cosmetic industries 

are paving the way for this influential 

generation – from the feature of the hijab 

wearing journalist Noor Tagouri in Playboy 

and the emergence of Muslim model 

Halima Aden who first appeared in the 

Yeezy Season 5 collection, to H&M being 

the first fashion brand to feature a hijab-

wearing model in their 2015 campaign. 

Indonesian designer Anniesa Hasibuan was 

the first designer to showcase an entire 

collection of models in hijabs at the New 

York fashion week 2016. We are also seeing 

high fashion brands such as DKNY, Dolce 

and Gabbana and Japanese Uniqlo creating 

modest collections to cater to Generation 

M. Nike recently unveiled its pro-hijab 

initiative with the global launch of the 

athletic gear to be available in 2018. Marks 

and Spencers’ burkinis sold out within days 

of launching in 2016.

Global hotspots
Malaysia is expected to be the global halal 

hub by 2020 with almost 4 500 companies 

with halal certification in the country. The 

government has taken a step further with 

the introduction of a halal entrepreneur 

development programme.

Japan has also taken the ranks of catering 

to Generation M mainly through tourism. 

The Taito ward currently has 17 restaurants 

with halal certification – a step up, as only 

restaurants serving Indian food were halal-

certified in the country. Last year, Syariah 

Hotel Fujisan was built to specifically cater 

to Muslims.

For more information, visit www.fluxtrends.co.za 
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This can result in stabilised, long-term 
leasing, and increased rentals are possible 
if large spaces are subdivided as smaller 
tenants in general pay higher rentals in 
comparison to tenants taking up big boxes, 
according to the Broll SA Retail Snapshot 
Q2: 2017. 

Other large national, international, 
as well as well-established independent 
retailers now have the opportunity to be 
located in prime locations where they 
previously may not have had a presence. 
Vacant premises could also be used as tem-
porary exhibition spaces to enable land-
lords to earn an income until a perma nent 
solution for the repurposing of this space is 
achieved, according to the snapshot.

Retail innovation
Retail executives at Broll Property Group 
say the closing down of big box retailers 
at some shopping centres is a cause for 
concern as it confirms the current tough 
trading market.

“Landlords need to become more 
proactive, focusing on tenant retention and 
flexible lease scenarios as well as improved 
customer service to retain their customers 
and retailers drawing feet to the centres,” 
says Wilna Savio, portfolio executive at 
Broll Property Group.

She explains that a number of 
retailers are currently struggling and as 
management teams, they are spending 
more time discussing leasing strategies 
with regards to tenant-mixes and centre 
improvements. They are also looking at

viable options for rent/space reduction, 

escalation rates and growth and are also 

exploring innovative leasing deals.

Following the restructuring of rental 

terms within some Broll managed shopping 

centres, reducing shop sizes to be more 

affordable, thereby improving trading 

densities, has given some struggling
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Learn all about the new rules of retail
The global retail industry is on the brink of a renaissance.

The on-demand economy has forced the entire offline retail supply chain to re-

evaluate how it works and what it offers.

The Trend Laboratory is designed to assist retailers understand the new rules of retail 

– and how to apply them to fast-track innovation and strategic sustainability.

The open event for the Flux Trends New Rules of Retail Laboratory will take place 

in Johannesburg on Wednesday, 13 September at 09h00 – 13h00. The venue is 10 

Bompas Road, Dunkeld West, Johannesburg and it costs R3 859per person (including 

VAT)

To more information, send an email connected@fluxtrends.co.za.

Innovation needed in SA shopping centres  
to drive tenant retention
With big box retailers closing down and leaving vacancies in their wake, some shopping  

centres across South Africa are starting to feel the pinch. According to Broll Property 

Group, however, these vacancies provide an opportunity for landlords to revitalise 

and improve a centre’s tenant-mix, thereby giving the centre a new lease on life.

retailers breathing space. Savio says this 
then creates new opportunities to relook 
at good performing retailers and to include 
value-add stores for bargain shoppers 
during tough economic times. 

Social media marketing
Savio says a number of centres have 
increased the reach of their marketing 
campaigns through the use of social 
media platforms such as Facebook, 
Instagram and Twitter to engage with 
customers. Marketing is often neglected, 
especially by smaller retailers such as the 
Moms and Pops. To this end, landlords 
have now identified various marketing 
campaigns such as digital online paid 
for advertisements to assist retailers in 
marketing their products and services, thus 
creating awareness and making them more 
accessible to the general public.

“We actively engage with existing 
tenants to determine the cause of their 
poor performance, however, tenants also 
need to invest back into their businesses 
and improve their service offerings in 
addition to increasing staff training in order 
to meet the demands of savvy customers 
who are currently cautious about what 
they spend on,” she adds. 
www.bizcommunity.co.za
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“clevaPAY is a payment solution for the 

unbanked lower LSM market who now have 

a smarter way to transact that is safe and 

convenient. Their money can now go that 

much further.”

The solution also appeals to up and 

coming entrepreneurs and business 

owners who are now able to accept 

cashless payments from their customers 

at a fraction of the price of traditional 

methods. They also don’t have to invest in 

technology or pay monthly fees.

Shoppers at Lifestyle Retail Stores and 

Big Save Supermarket stores located in 

areas such as Mabopane are among the 

first users, and the product was recently Big 

Save Mabopane.

clevaPAY  
Smart Mobile Money 
launched in  
South Africa
clevaPAY Smart Mobile Money, a new 

mobile-payment solution for the 

unbanked market, has just launched in 

South Africa.

The solution is safe, convenient and easy 

to use. Wallet holders can use their mobile 

phone to transfer money to friends and 

family, buy airtime and electricity, and pay 

accounts from any location.

The rollout has been accelerated in 

lower LSM regions where RTM and G-PAY, 

the companies behind the wallet, have 

strategic partnerships with large retail 

outlets and supermarkets. Wallet holders 

have additional reasons to use their mobile 

money at these grocery stores as they also 

receive clevaPAY rewards and rands off 

certain products every month.

Gert Scheepers, CEO of RTM, has been 

working on the project for many years and 

is excited to see the enthusiasm of people 

wanting to sign up for clevaPAY Mobile 

Money. 
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Shorter Down-time & 
Faster Up-time

Our team of FMCG & Retail Executives with  
hands-on functional experience is extremely well placed to source 

 quality candidates best suited for your executive roles.

Contact us today
Janet Kirkbride • 082 387 6694 • janet@kwhplacement.co.za

Cindy Hoffmann • 083 614 9962  • cindy@kwhplacement.co.za

Kevin Korb • 082 564 2041 • kevink@kwhplacement.co.za

Kevin Wynne • 082 330 4063 • kevinw@kwhplacement.co.za

Clive Hawkins • 082 857 7722 • clive@kwhplacement.co.za

www.kwhplacement .co.za

www.theworkingearth.com

Janet Kirkbride Clive HawkinsCindy Hoffmann Kevin Korb Kevin Wynne

ID Logistics invests  
in technology
ID Logistics South Africa, part of the 
global group that specialises in contract 
logistics, is currently implementing 
a new way of tracking the status of 
deliveries in real-time using mobile 
handheld devices. 

The optimisation programme is based on 
PLATO, which is a suite of enterprise-level 
planning software modules that provides 
superior transport management, route 
optimisation and resource utilisation. 

“It enables us to model complex 
transportation operations, including shift 
changes, external contractors, loading bays, 
variable stop times based on loading and 
offloading profiles and more. Its ability to 
interact with other systems, integrate with 
multiple tracking and GPS service providers 
ensures that we have total control of the 
logistics’ process – from start to the finish,” 
says Etienne Juillard, managing director of 
ID Logistics SA. 

ID Logistics is using ZENO online mobile 
software, which is an online web scheduler 
for same and next day planning of vehicles 
and deliveries, with built-in workflow 
management. 



At the end of 2016, IGD valued online 

grocery sales to have a 1,2% share of the 

Singaporean grocery market. Reflecting 

rapidly changing shopper habits in the 

region and increased investment in the 

online channel from retailers and suppliers, 

IGD is further forecasting online to take a 

4% share of Singapore’s grocery market by 

2020, with a compound annual growth rate 

of 39%.

Revealing the figures at the IGD RedMart 

Trade Briefing, held recently in Singapore, 

Nick Miles, IGD’s head of Asia-Pacific, said: 

“Singapore is hailing a new era of digital 

grocery retailing, driven by the entry of 

RedMart in 2011, Giant and Sheng Siong 

launching online grocery in 2013 and 

plenty of smaller start-up businesses also 

looking to grab a slice of the action.

“Shopper habits are changing rapidly 

in South East Asia and in a compact city 

such as Singapore, with its relatively 

affluent population, big expat community 

and high penetration of internet and 

smartphone usage, there are huge oppor-

tunities for online grocery to meet these 

evolving needs. To make the most of 

this opportunity, retailers and suppliers 

must work together to ensure they really 

understand online shoppers and can tailor 

experiences and products to suit their 

personal preferences.

“First, retailers are looking to improve 
the overall online experience, by getting 
the basics of search functions, favourites, 
images and information right for shoppers. 
At the same time, they’ll be aiming to 
make delivery options as convenient as 
possible, whether that’s through shorter 
timespan delivery slots or greater choice 
of click and collect points throughout the 
region. Our UK data shows that 80% of 
shoppers cite convenience as their number-
one reason for shopping online, and we 
would anticipate Singaporean shoppers to 
have a very similar mindset when heading 
online for their groceries.

“We also expect online grocery retailers 
in the region to encourage shopper loyalty 
through personalised offers and products, 
plus subscription models and delivery 
saver passes. On top of that, shoppers in 
the region are increasingly connected via 
mobile, so ensuring a seamless shopping 
experience no matter what device they 
are using will be critical. Coupled with 
an increased focus on using innovations 
such as voice-activated technology, 
virtual reality and robotics, we predict 
huge oppor tunities for those retailers and 
suppliers who really invest in making the 
online grocery channel work for them in 
Singapore.”

IGD is a training and research charity  
working in the food and grocery industry.

Show off your  
recycled products
The South African Plastics Recycling 
Organisation (SAPRO) is inviting entries 
to this year’s Best Recycled Product of 
the Year Awards.

This will be the 6th year that SAPRO, in 
partnership with Plastics|SA, will be hosting 
the prestigious competition. Whether they 
are designing packaging or pallets, shoes 
or shopping bags, this competition has 
demonstrated that there is no limitation 
to where and how recycled plastics can 
be used. Previous overall winners include 
the City of Cape Town and MPACT Plastic 
Containers with their Fifty/50 Wheelie 
Bin (2015), Unilever with its Sunlight 
Dishwashing bottle (2013), Lasher 
Tools with its Eco-Wheelbarrow (2012), 
Woolworths and Polypet with their 1,5 litre 
juice bottle (2011) and Tufflex Materials 
with its innovative railway sleeper made 
from mixed materials (2010).

Winners of this year’s competition will 
be announced at a gala dinner in Gauteng 
during Clean-Up and Recycle SA Week (11-
17 September 2017). There are five distinct 
product categories:

■	 Products made from 100% post-
consumer recyclate

■	 Products containing a percentage post-
consumer recyclate

■	 Products made from recycled mixed 
materials

■	Novel and Artistic products – i.e. articles 
made from discarded plastics products

■	And for the first time, there is also a 
“New Ideas” category – anything that can 
be made from recycled materials. It does 
not have to be a product as yet, just the 
idea clearly explained on a poster, mock-
ups or a good explanation.
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IGD: Singapore  
online grocery sales  
to more than triple  
by 2020
Singapore’s online grocery market is set to triple in growth over the next three years, 

from S$130m (US$91m) to S$0,5bn (US$0,35bn) by 2020, according to brand-new 

forecasts unveiled today by international grocery research organisation IGD.

▲



Measure your losses
Every retailer spends most of his/her 

day doing whatever possible to increase 

sales. Turnover is the name of the game. 

Good sales can cover a multitude of sins 

in a retail business including shrinkage 

and the higher costs of trading.

One aspect that has eluded retailers over 
the years has been the unquantifiable 
loss of sales due to “out of stocks”. There 
is evidence that both manufacturer and 
retailer lose between 10% to 20% of their 
potential sales because the stock is “out of 
shelf” at the time required by the customer.

Typical processes that are followed 
include…

■	Walking the sales floor to look at shelf 
labels without stock (by the retailer or his 
staff)

■	Using services such as 8-day Inspek by 
Nielsen (by the manufacturer)

■	Relying on the shelf merchandiser (both 
retailer and manufacturer) 

All of the above processes require constant 
checking of shelf space and a record 
system of sorts that enables both retailer 
and manufacturer to replenish the missing 
stock. But the question is “How much sales 
have I potentially lost and for how long has 
this been happening?” The answer has been 
“No idea”.

Well, help is here at last!
Chris du Preez of The Last 50 Yards 
has come up with a solution named 
“Maxishelf”. “With the best will in the 
world, no retailer nor manufacturer can do 
justice to the above question by physical 
and/or visual means. They do not have the 
time, nor can they quantify the potential 
loss in turnover through physical means. 
The only way to achieve this objective is 
electronically and by using statistically-
proven methodology,” he says.

Chris, who has been in the FMCG 
manufacturing sector, became 
disenchanted with the lack of efficient 
feedback from his outsourced 
merchandising services company who 
could not quantify the loss of sales through 
“out of shelf” episodes. “Merchandisers try 
to do their job without any system-driven 
guidance” says Chris.

Having decided to find a solution to 
the problem, Chris found that various 
academics had done studies (in the US, 

Europe and the East) about the losses of 
turnover due to “out of shelf” moments 
and these averaged at 8,5% of total sales, 
but there were examples were lost sales 
exceeded 15% of the recorded month’s 
turnover. That figure is enough to wake up 
any retailer (or manufacturer)!

The process
The process starts by Maxishelf analysing 
previous trends. One year’s sales data is 
optimum but a few months can also yield 
good results. Sales data required is per Sku 
per day as recorded by the retailer’s point-
of-sale system.

 Says Chris “We can work with a month’s 
information to identify shelf absences. 
This is because, during this initial period, 
we set the bar for shelf absences high. 
However, the more data we have the 
better the results. As we build a database, 
Maxishelf takes into account factors such 
as price, day of the week, month, holidays 
and starts delivering extremely precise 
loss calculations for each store/product 
calculation.”

The initial bulk data files are transmitted 
in CSV format and the daily sales files 
are sent in Excel format. The process was 
designed to minimise the work required by 
the retailer. In most cases, the process can 
be automated with the assistance of the IT 
department’s cooperation.

The result
Within a day or two, the retailer and/
or manufacturer receive a set of simple 
reports that indicate

■	A “streak catcher” report that indicates 
actual and potential loss of sales if certain 
trends are not attended to forthwith

■	And simple graphs of key products 
indicating Zero or drastically reduced sales 
on crucial days of the month 

The recipient is then able to make urgent 
management decisions on individual Sku’s  
and manage the functions of the store 
manager or floor supervisor or merchan-
dising team (in-house or outsourced).

Chris believes that anybody 
involved in the FMCG market be they 
manufacturers, wholesalers, distributors, 
DC’s, merchandising service companies or 
retailers (both corporate and independents) 
are able to benefit from the service as the 
reporting system is tailor-made to each 

client’s needs.

For further information contact Chris du Preez  
at 074 997 7922 or analyst@maxishelf.com
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Boost retail sales 
and broaden your 

margins!

Keep your finger on the 
pulse with Maxishelf. 

Contact us for a 
free three-month trial 

and get ready to 
watch those sales 

grow!

Visit 
www.thelast50yards.co.za 

or contact us on 
info@thelast50yards.com 

Maxishelf is a revolutionary 
data analysis tool designed 

specifically to help retailers fix  
these problems fast.

It’s proven, 
it’s easy to implement 

and it doesn’t require any 
additional investment

Maxishelf uses your data  
and scientifically generates a daily 

report to highlight gaps in your  
on-shelf availability.

You can access reports on  
stores from any location at any 

time and immediately take remedial 
action to win the sales race in  

the last 50 yards.

Did you know 
that in South Africa,

retailers and manufacturers 
lose between 6% and 22% 

of their sales due to 
out-of-stock problems?

In most cases, when customers  
are annoyed by your empty 

shelves, extra stock is sitting in  
your storeroom or warehouse.



their actions are quickly realised. The power 

of experiential learning makes these lessons 

stick.”

He said all participants in this – the 

seventh – Fresh Connection final can look 

forward to a demanding but enjoyable 

day at a stylish venue in Lisbon on 

28 September. 

SA’s best take on  
the world in global 
supply chain challenge
A team of four supply chain 

management professionals from South 

African aviation industry supplier 

Aerosud Aviation will take the hopes of 

Africa to a global industry competition 

in Lisbon, Portugal in September.

The group recently took the number-one 

spot in the international pool of the Fresh 

Connection Global Challenge, a supply-

chain management simulation game in 

which teams compete online to save  

a virtual fruit juice company from financial 

ruin. Members of each team choose 

a particular discipline – supply chain, 

operations, sales and purchasing – and 

together they make strategic and tactical 

choices that affect their success.

Created and managed by Netherlands-

based supply chain learning specialists 

Inchainge, the simulation generates results 

that are analysed by sophisticated software 

at the end of each round, to calculate the 

effects of each teams’ decisions and to rank 

their positions.

Aerosud Aviation was up against teams 

from other parts of the continent and 

elsewhere in the world. When they get to 

Lisbon, the team of Andre Tustin, Lee-Anne 

Slabbert, Ofhani Magabe and Eugene Nel 

will face the winners from the US pool, the 

Russian pool and the Dutch pool, among 

others.

“We were very surprised and extremely 

pleased to hear that we had won our round 

and would be competing in the global 

final,” said Tustin, who manages supply-

chain synchronisation and continuous 

improvement at Aerosud Aviation. “This was 

the first time we had participated – and 

found it challenging but also good fun and 

a real learning experience.

Inchainge director Hans Kremer says that 

the Fresh Connection is really a hands-

on training tool, focused on aligning the 

different functional units of a business at 

the strategic and tactical level. 
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Leading trade fairs, exhibitions and events of 
interest to supermarkets and their suppliers

DIARY 

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

NATIONAL 2017
3 September  South Africa Association for Food Science & Technology 
Cape Town Congress & Exhibition
  The theme of the congress, “a hunger for change: innovations, 

solutions and emerging technologies” will form a framework to 
explore solutions to the many challenges that food professionals 
face in the mission to provide a sustainable supply of safe, satisfying 
and healthy food. 

13 September  International Sourcing Fair
JohanneSburg  The first edition of the International Sourcing Fair (ISF) – reaching 

African markets in home, hospitality, office and retail. This landmark 
three-day event is set to transform the face of buying across africa, 
as the continent’s increasingly sophisticated consumer culture 
continues to accelerate unprecedented economic growth. 

13 September  Africa Print Expo
JohanneSburg  The africa print expo will be a showcase for the entire digital 

print process and will feature from sheetfed a3 machines up to 
grand format digital equipment and will include both suppliers 
and manufacturers of commercial and digital printers, finishing 
equipment, software, media and consumables.
International 

INTErNATIONAL 2017
11 September  Drinktec
MunChen  There are many good reasons to visit drinktec. This is the place 

where the roadmap for the comings years is decided. You can 
glimpse the future of your industry here. drinktec drives business 
and innovation, it is success-oriented, pragmatic and dynamic. It 
connects the worldwide sector.

19 September  Process Expo
ChICAgo  At Process Expo, you will find the largest collection of processing and 

packaging equipment manufacturers dedicated strictly to the food 
industry; new equipment and the latest technology in food and 
beverage processing and packaging;; education from prominent 
university experts focusing on the critical issues you face in your 
business; Food Safety experts waiting to assist you with the 
challenges you face in your business; and the most efficient use of 
your time, meeting face to face with the industry’s top suppliers all 
in one trip.

21 September  lunch!
London lunch! is the uK’s multi-award-winning trade show for the food-to-go 

industry that attracts over 6 000 trade buyers to source the very 
latest innovative products, keep up with industry developments and 
network.

“Perhaps one of the most difficult tasks 

in business is for people to align their tasks 

with those of their colleagues in other 

‘silos’ of the organisation,” said Kremer. 

“This simulation game not only gets 

participants to do that more effectively, but 

allows them to practice doing this in a safe 

environment where the consequences of



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
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