
Retail lessons 
from the 
platteland
It was back in 2008 when Albie Coetzer 

and Des Moller entered into a venture 

that was destined to make a mark on 

their lives and those of the residents 

of Malmesbury in the Western Cape 

(70kms from Cape Town).

After undertaking three store revamps (the 

last one was done in 2016), the 3 500m2 

store now has a 2 050m2 selling area to 

serve the local needs. A great deal of new 

space was allocated to preparation areas 

for the various service departments but the 

partners also thought about their staff and 

created a wonderful staff resting facility. As 

they say “Our biggest asset must be looked 

after at all times”.

People-centered philosophies
The store employs 254 staff members, but 

this includes 21 staff members dedicated 

to the large Bean Café coffee shop, which 

is more than a coffee and sandwiches 

outlet. A comprehensive menu has been 

developed and the spot has become a 

meeting place for locals at all times of day. 

In compliance with their policy of looking 

after their staff and promoting from within, 

the coffee shop is being managed by a 

previous “low level” employee who was 

given the opportunity to grow and take up 

the challenge.

With a 39% fresh department participa

tion in their monthly sales, the store is 

serviceintensive. Wherever one looks there 

is always some staff member to interact 

with and the service levels are exceptional. 

“When you choose to emphasise your 

service departments,” says Albie, “the 

consumer must be blown away by the best 

quality served by the best knowledgeable 

people you can find. We spend a lot of time 

training our staff not only on product 

knowledge and service principles but also 

on how to assess a customer’s needs for 

immediate action.”

At a recent SPAR annual conference,  

a guest speaker from SPAR’s ad agency told 

the audience “If I lived in Malmesbury,  

I would close down my kitchen. This store 
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STOREWATCH By Hippo Zourides

Des Moller and Albie Coetzer have found the correct formula of working together as partners

A florist section complements the fresh produce area

External view of the store
Novel meal ideas welcome the customers to 
the Coffee Bean café
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Des plans his dry and perishable goods 

ordering around the regular deliveries 

exSPAR DC which can be as many as five 

times per week. Deliveries arrive at 4am 

and a special team is collected from their 

homes on company transport to receive

can supply all my meal requirements at 
all times and the quality is just as good as 
homemade.” Now, that is an endorsement, 
if there was ever one! 

Role definition
The two partners have defined their roles 
very specifically, with Albie focusing on the 
service areas and Des having become the 
dry goods specialist. 

When Albie lost the services of an 
excellent butcher due to retirement, he 
decided to tackle the butchery personally 
and, once again, identified a young lady 
from his staff complement that showed 
signs of entrepreneurship, leadership and 
the will to learn. The result is that the 
butchery is now managed by this lady and 
the store has been recognized by the fresh 
meat market peers as one of the best in 
the country. 

One wall is dedicated to all the Cleaver 
awards won over the years. But the most 
important factor is that the butchery sales 
grow every month as compared to the 
previous one.

and check the order in. The bakery team 

is also given free transport in the early 

mornings to start their shift. This means 

that when the regular merchandising team 

arrives for work, fresh stock is waiting for 

them to be displayed by 11am at the latest.

▲

The dramatic sign above the upright fridge displaying fresh produce  The cake confectionery display is comprehen sive and self-service  
is the name of the game

The full bread production range is well displayed behind glass  
with service assistants on stand by

The service departments are well staffed by knowledgeable staff,  
while the preparation areas are placed behind the scenes

Fresh produce displays



Covered island freezers assist in energy conservation and  
the superstructure is well utilised for impulse merchandising

Above: This counter is dedicated firstly to breakfast fare and after 11am 
displays lunch meal ideas. Below: Special featured shelving have been 
used for specialist areas such as health foods

The cheese bar displays a huge range of local and imported cheeses

This fridge is dedicated to salmon  
and sushi options

Bottle water sales are on the up and the 
product is profitable for the storeA full sushi menu is available for customers to enjoy

Above: The HMR prep area is ample and well equipped to produce the 
right quality of meals . Below: The kiosk supplies all the regular services 
such as cigarettes, batteries and the new SPAR payment mechanism for 
various accounts

STOREWATCH ▲

▲



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 
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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

PROUD SUPPLIER  

TO MALMESBURY  

SUPERSPAR
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This means that when the regular 

merchandising team arrives for 

work, fresh stock is waiting for 

them to be displayed by 11am at 

the latest.

The regular deliveries also assist 

in the enormous stockturn rate 

that the store enjoys and new item 

requests by customers can be met 

within a day or two of their request.

The store trades seven days 

per week – 8am to 7pm daily (on 

Sundays it closes at 3pm). The 

clientele is made up of a broad 

spectrum of the community but it 

appears to enjoy good support from 

teachers, Government employees 

and the farming community. 

STOREWATCH ▲
Here is a clever way to narrow your aisles and have continuous shelving. The 
width of the aisle by the deer freeze is bigger than the rest of the run. The shelving 
was adapted with special shelves that allow the run to continue without a gap

A deli serving various processed meats is also available for customers who do not buy prepacks

▲

The butchery prep area is behind the scenes
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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

The self service area of the butchery is appealing to the eye and to the stomach

The service area in the butchery is loaded with various options of ready to cook meals

Biltong making has become a landmark for 
the store and the volumes of meat on the 
production line speak for themselves

A self service coffee machine is well used by 
customers at all hours of the day

▲



Rewarding the team
Every month the partners assess the 

business critically and the staff of the best 

department of the month get vouchers 

from the store and for external spending. 

The end of year bonus is dependent on 

performance and every individual gets 

evaluated. The ultimate recognition is 

the “promotion from within” that gives 

everyone a chance to prove themselves 

and be responsible for specific areas of 

the store.

Competition
Every brand in the food game is 

represented in town, including Pick n Pay, 

Checkers, Shoprite, Save Rite, Woolworths, 

convenience and garage stores and the 

partners believe that they enjoy the 

largest market share in town, “and we 

intend keeping it” says Albie.

The SPAR DC is very supportive of the 

store and has allowed special negotiations 

between shop keeper and buyers to 

negotiate better pricing on pallet lots of 

merchandise. This gives the store a range 

of tools to confront the competition.

Some manufacturer’s representatives 

still call on the store and their main 

objective is to advise about new lines, 

discuss instore merchandising ideas and 

negotiate gondolaend deals.

The partners have been invited to 

present their success story to a forth

coming meeting of SPAR retailers – 

another recognition that the platteland 

can share some great experiences with 

stores in any part of the country.

Clever use of a corner fridge display

 This wall is dedicated to displaying the many 
Cleaver awards that recognise the store butchery 
as one of the best in the country and the region 

A new chicken offering is now available to SPAR stores 
and the sales have proven to be very promising

The SPAR loyalty card takes pride of place 
at the front of the store and the consumers 
are reminded of the mechanics, the 
product range and the rewards

The island salad bar is freshly stocked and is well patronised by the customers

 The stand-alone Tops at SPAR liquor store is easily accessible and is well stocked

STOREWATCH ▲


