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‘Mode 2’, where the emphasis is on fluidity 

and agility, and where technology needs 

to consider an ever-changing and highly-

uncertain future.

For retailers, the next big ‘personalisation’ 

opportunity may lie in geo-fencing, or 

digital wallets. Or, it may lie in beacons, 

wearable tech, or biometrics. We simply 

don’t know which of these nascent 

technologies may rapidly enter the 

mainstream in the coming few years. So, 

it’s essential for your digital platforms 

and architectures to cater for this volatile 

future.

2. Match specific personalisation 
strategies to your data

Think of hyper-personalisation as a broad 

theme encompassing various specific 

strategies (enhancing loyalty programmes, 

reducing marketing costs, understanding 

buyer preferences, and so on). Each of 

these many strategies may sound useful 

at a conceptual level, but you may not 

necessarily have all the data needed to 

satisfy each strategy.

It’s important to take a hard look at the 

data that you are tracking, and build out 

your initial hyper-personalisation strategies 

based on the data that you have available. 

As you grow your datasets, you can embark 

on new personalisation strategies.

3. Consider local nuances

As you select the tools and partners that 

will power your hyper-personalisation 

ambitions, it’s essential to consider local 

expertise and relevance. For example, 

when looking at enterprise Cloud systems, 

consider that Google’s ecosystem tends to

Achieving  
‘hyper-personalisation’ 
in retail
By Alan Collins

It’s one of the great paradoxes of the 

digital era: as we discover the wonders 

of artificial intelligence, super-smart 

algorithms and chatbots, consumers 

are seeking greater warmth and 

personalisation in their interactions.

For retailers, the goal is to use technology 

to provide “hand-crafted”, individualised 

experiences, recalling a lost era where the 

neighbourhood grocer or baker greeted us 

with effortless personalisation, knowing 

everything about our preferences.

As many retailers aspire to these old-

world ideals, the concept of “hyper-

personalisation” emerges: where we 

intimately understand customer needs and 

buying behaviour – and tailor products, 

services and communications at an 

individual level.

This grand vision involves Big Data 

engines crunching through reams of trans-

action data, online shopping activity and 

social media posts; dynamically changing 

prices and special offers; individualising 

loyalty programmes and personalising 

specials to customers’ smartphones as they 

enter a shopping district.

… And much more.

But the practical reality of achieving 

this is proving to be far more difficult than 

imagined. Across the world, very few  

retailers have these systems truly humming,  

properly transforming the retail experience. 

In SA, our retailers have to deal with a 

number of local market nuances that make 

the personalisation journey even trickier.

While tech companies and consultants 

often punt an all-in-one, ‘silver bullet’ 

solution, the only realistic way to hyper-

personalisation involves a multi-faceted 

approach. It’s a hard slog, and it requires 

substantial changes to retailers’ existing 

operations, technology, and strategies.

With this in mind, here are five key areas 

to consider in your retail sector hyper-

personalisation strategy:

1. Build sustainability

Within the Bi-modal ICT framework, your 

hyper-personalisation strategy fits within

mould itself to fit better in the South 

African context (than does Microsoft or 

Apple, for example). For tasks like speech-

to-text, Google’s level of localisation could 

be an important differentiator.

SA retailers serve a vast and diverse array 

of customer segments, LSM groupings 

and demographics. Achieving hyper-

personalisation in this climate requires the 

expertise of local technology partners that 

understand the unique nature of our local 

markets.

4. Fit within your  
omni-channel roadmap

Depending on the nature of your retail 

business and target market, you’ll likely 

be exploring the opportunities to more 

tightly connect your various touchpoints 

– from physical stores, to online, mobile, 

messaging, call centres, social media and 

more.

Your hyper-personalisation needs 

to fit harmoniously with your omni-

channel roadmap, to ensure that you 

have the capabilities to execute on the 

personalisation vision. So, if your marketing 

team plans to deliver personalised vouchers 

to customers via a mobile app, you’ll 

need to ensure that the development of a 

mobile app is on the IT team’s agenda.

5. Get creative!

There are boundless opportunities to 

apply cutting-edge technology in your 

hyper-personalisation ambitions. We 

suggest making the most of the creative 

spirit in your teams, by arranging regular 

brainstorming sessions, hackathons, 

spinning up skunkworks operations, 

establishing incubators, or leveraging 

innovative technology partnerships.

Perhaps a breakthrough idea is a facial 

recognition tool that identifies high-profile 

or priority customers, and enables the 

store’s team to create differentiated levels 

of service, for example.

By appointing a Chief Digital Officer, 

with a broad mandate and a healthy 

budget to explore the various options 

available, retailers can position themselves 

to develop these new ideas.

With enough effort, and with the right 

partners helping to guide the roadmaps, 

it’s possible to create value-adding hyper-

personalisation strategies – that enable 

exceptional customer experiences.

Collins is the portfolio & delivery solution manager 
at T-Systems South Africa
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Masscash comprises 54 wholesale cash  

& carry outlets, now branded Jumbo, and 

58 retail stores trading in South Africa;  

12 cash & carry stores ex-SA and Shield, 

a voluntary buying association. Masscash 

was adversely impacted by rapid product 

deflation in staple commodities (from 

December 2016 to June 2017 product 

inflation fell from 9,3% to 4%), which 

severely impacted the wholesale business’s  

sales in the period. The speed of the defla-

tion caused participants in the wholesale

sector to reduce their purchases and lower 

stock levels to avoid being out-priced. Total 

sales decreased by 1%, while comparable 

sales decreased by 3,3%. However the 

retail stores performed well, growing 

total sales at 7,7%.  “Continued high 

levels of economic volatility and political 

uncertainty complicate any useful outlook. 

However, when compared to the first half 

of 2017, it is likely that sales growth may 

improve slightly in the second half of the 

year,” Hayward says.
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Woolworths business grow ahead of market
Woolworths recently announced its results for the 52 weeks ended 25 June 2017. 

Group sales increased by 3% to R74,3 billion, with growth in the second half 

impacted by increasingly difficult trading conditions in both South Africa and 

Australia.  

Adjusted pre-tax profit was down 8,3% to R5,5 billion. Earnings per share (which 

includes the A$172,6 million profit on the disposal by David Jones of its Market Street 

property) increased by 24,8% to 566,7 cps, while Headline earnings per share declined 

by 7,6% to 417,7 cps.

“Despite difficult trading conditions in both South Africa and Australia, all of our 

businesses managed to grow ahead of the market. This reflects our strong commitment 

to being a highly effective, customer-focused business with a strong portfolio of brands,” 

says WHL Group CEO Ian Moir.

Woolworths Food, with its focus on quality and innovation, grew well above the 

market throughout the period with sales increasing by 8,6%. Lower food inflation into 

the second half of the year saw the return of increasingly positive volume growth as 

the retailer continued to focus on price competitiveness without compromising on the 

quality and innovation.  Clothing and general merchandise sales increased by 1,4%, with 

price movement of 6,6%. Woolworths Financial Services debtor’s book grew by 3,3%, 

reflecting the tight credit environment and the impact of credit legislation on new and 

existing customer growth. 

“Market conditions in the year ahead are likely to be constrained by the same 

economic and political conditions that impacted our performance during the year under 

review. We will also continue to see more structural change in both South Africa and 

Australia. However we are confident that our strategies will deliver a future-fit business 

capable of long-term profitable growth. We expect our food and clothing businesses in 

both South Africa and Australia to continue to outperform their respective markets,” 

concludes Moir.

The Board has declared a final dividend of 313 cps, in line with last year.
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Massmart shows 
resilience in difficult 
trading environment
Masssmart Holdings recently released 

results for the six months to June 2017. 

Total sales for the period were R42,5 

billion, an increase of 0,5% over the 

prior year. Headline earnings increased 

by 2,5% to R328,6 million.

“The last six months rank among the most 

difficult trading conditions retailers have 

faced in recent memory, demanding an 

intense focus on expense control and I am 

pleased that this resulted in a reduction 

in comparable operating expenses, which 

were 1% lower than the prior period,” says 

Massmart CEO Guy Hayward.

Market-share gains were achieved in 
key categories including DIY and small 
and large appliances. The company also 
delivered good traction in online sales, with 
Makro Liquor online sales growing with 
84,7%. 

The Massdiscounters division comprising 
Game and Dionwired, which is particularly 
exposed to lower levels of discretionary 
income spending, saw total sales decrease 
by 1,4% and comparable sales decrease 
3,5%, with product inflation of -0,3%. 
The division aggressively managed 
expenses which, in total, were lower than 
the comparable period, and reduced its 
inventory value to below that in June 2016. 

In line with the strategy to expand 
further into food retail, the rollout of 
fresh continues with 90 Game stores now 
offering this category. 

Masswarehouse comprises the 20-store 
Makro warehouse-club and Massfresh, 
which houses the Group’s fresh produce, 
fresh meat and bakery operations, including 
The Fruitspot. Total sales increased by 
4% and comparable sales grew by 1,5%, 
with product inflation of 3,9%. Total sales 
growth in food and liquor was 6,9%. 

Key highlights
■	 Total sales increased by 0.5%  

(R42,5 billion)

■	Operating expenses down 0.2% 

■	Headline earnings up 2.5%  

(R328,6 million)

■	 Increase in market share in DIY,  

small and large appliances



US-based business scientist  
Keith Launchbury.

Incorporate ‘lean’ principles 
throughout the supply chain to 
improve bottom line
 While very few businesses doubt the value of ‘lean’ principles 

– such as customer focus, removing waste, keeping score and 

empowering people – not many take the implementation 

process far enough in order to improve the agility of their 

supply chain management and increase their bottom line.

Implementing the five principles of ‘lean’ provides a way to specify 

value, line up value creating actions in the best sequence, conduct 

these activities without interruption whenever someone requests 

them, and perform them more and more effectively.

US-based business scientist Keith Launchbury, a speaker at 

this year’s SAPICS regional conferences in September, will show 

delegates how to apply ‘lean’ principles throughout the supply 

chain.

He says by failing to apply ‘lean’ concepts across their entire 

supply chain, businesses lose out on substantial value that is at 

their fingertips in terms of saved energy, material and time.

“Considering the wasted energy, material and time that are 

prevalent in many global supply chains, there is no question that 

concepts of ‘lean’ are applicable here,” said Launchbury, who will be 

at the SAPICS podium in Sandton on 5 September, in Durban on 6 

September and in Somerset West on 8 September.

In his presentation, he will discuss the challenges of sharing 

accurate demand information in good time, and highlight ways to 

become agile enough to do this – with the end goal of establishing 

integrated and flexible product flow management.

Building on his experience of researching 130 businesses 

of different sizes, he has an excellent practical grasp of which 

strategies work and which do not – and will demonstrate to 

delegates how to leverage this knowledge in applying ‘lean’ across 

different enterprise systems. He has guided hundreds of businesses 

to achieve improved operational performance, business results and 

competitiveness.

With 40 years of experience, Launchbury is an authority in 

integrated resource management, inventory management and 

supply chain management, and is a former International President 

of global Supply Chain Management association APICS – of which 

SAPICS is the exclusive Premier Channel Partner in Sub-Saharan 

Africa. He is also a renowned business educator and has taught 

generations of business students to think scientifically about 

business. 
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at Specialised Exhibitions Montgomery. 

“Expert advice will be available from 

technical specialists who will be on hand 

to discuss the right solutions for business 

growth.” 

A series of free-to-attend seminars will 

add further value for visitors. Industry 

leaders will be sharing their knowledge and 

expertise on a variety of important industry 

topics.

Propak Cape 2017, together with The 

Wine and Olive Oil Production Expo, will be 

taking place at the Cape Town International 

Conference Centre (CTICC) from 24-26 

October 2017.
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Western Cape agri-processing sector identified 
for high growth and employment potential
The Western Cape Province is currently 

South Africa’s leading agricultural 

export region. The province’s broader 

agricultural value chain, consisting of 

the primary production agriculture and 

value-added agri-processing (food and 

beverages manufacturing) sectors, forms 

an important and integral part of the 

provincial economy. 

The Western Cape agri-processing sector 

makes up one fifth of the national sector. 

More than half of South Africa’s exports 

from the agri-processing value chain 

originate from the Province.

Agri-processing, together with tourism, 

have been identified by the province as 

sectors with high economic growth and 

employment creation potential. Both 

sectors are very labour intensive with rising 

productivity, and allow for the creation 

of sustained jobs for all skill levels in both 

urban and rural areas. Both sectors can also 

be important earners of foreign exchange. 

The importance of the Western Cape 

agri-processing sector will be highlighted 

at this year’s Propak Cape exhibition 

taking place in Cape Town in October. 

Packaging forms an important part of 

the agricultural and agri-processing value 

chain by extending shelf life, preventing 

spoilage and helping the product to arrive 

at the customer in good condition. Propak 

Cape 2017 will showcase cutting-edge 

advancements in the packaging and related 

industries in the region. Over 200 hundred 

local and international exhibitors will be 

displaying their latest products, equipment, 

machinery and services, across packaging, 

food processing, plastics, printing and 

labelling. Many live demonstrations will 

showcase machinery and equipment in 

action. 

This year’s show will also expand to 

include wine and olive oil production 

and supply at the newly-launched Wine 

and Olive Oil Production Expo to be held 

alongside Propak Cape.

“Visitors can expect to see many 

leading South African and international 

companies at Propak Cape and will have 

the opportunity to source new products, 

find out about the latest trends and 

technologies, and meet new and existing 

suppliers,” says Sven Riddle, Event Director 

These improvements and additions form 

part of the phased Westgate Master 

Development Plan that will add a 

redesigned dining variety in addition to 

gaming and cinema entertainment.

Malose Kekana, Pareto Group CEO says 

the project represents not just the phased 

repositioning of Westgate Shopping Centre, 

but also Pareto’s success in creating real 

value for both its tenants and customers. 

“In December 2016, we relaunched the 

refurbished Lower Level mall which cost 

R90m and we are now spending a further 

R130m refurbishing the food court and 

introducing Nu Metro cinemas and a 

games arcade,” Kekana says.

The redesigned, high and fully retractable 

shopfronts, coupled with the new skylight 

and the fully glazed new entrance façade 

will offer shoppers and diners a fresh 

experience. The skylight will create the 

feeling of open space dappled in natural 

light. 

Westgate Shopping Centre will entertain you
Westgate Shopping Centre, owned by Pareto Limited, will soon be home to brand new 

dining options in a refreshingly modern food court setting with entertainment for the 

whole family. 

In addition, the central part of the mall 

will also feature a dedicated external 

seating area to offer semi-open dining 

space for restaurant patrons. The food court 

will for the first time ever have communal 

seating area that will make it possible 

for families and friends to buy food from 

outlets of their choice and sit together to 

enjoy their meal. 

The construction process will be carried 

out after normal trading hours while full 

height hoarding will ensure the world-

class shopping experience at Westgate will 

continue as usual. 

“We are continuously working to 

improve our offering by keeping ahead of 

the latest trends to give our shoppers even 

more fantastic reasons to visit Westgate 

Shopping Centre. The last refurbishment 

phase is estimated at R450m and entails 

full scale refurbishment of the rest of the 

mall and upgrade of the façade,” says 

Kekana. 



Survey which not only showed that 
commercial crime was on the rise but had 
reached crisis proportions in this region. 
More than two out of three (69%) South 
African companies reported having been 
victims of crime during the 24 months 
preceding the survey. At double the 
global average of 36%, this positioned 
South Africa as the top country reporting 
economic crime.

The second, the 2016 ACFE Global Fraud 
Study, not only indicated increased fraud 
but highlighted that the majority of cases 
involved employees.

Embezzlement – theft by an accountant, 
bookkeeper or manager who diverts 
income and then covers it up – was flagged 
as a particular threat.

Horne says that recent Justicia cases, 
which have included the disappearance of 
large amounts of fertilizer between storage 
facilities at an agricultural processing 
company, the presentation of signed 
delivery notes for oil that had never arrived 
at its destination but had been sold off 
to a syndicate en route, the diversion of 
supplier payments to the banking account 
of an accountant’s relative and the “sale” of 
fabrics from a clothing company warehouse 
were just the tip of the iceberg. 

“Unfortunately, cases like this are 
happening daily. Businesses need to fight 
back to survive. Right now, they’re under 
siege from their own staff as well as from 
opportunists who know how to exploit 
employees when times are difficult,” he 
observes.

Horne adds that, even when the  
various schemes are engineered by crime 

syndicates, they are more often than not
carried out by middle management and 
employees in positions of trust such as 
those receiving or despatching goods, 
supervising logistics facilities, doing the 
accounts and controlling security.

This, too, was echoed by the PwC survey 
which noted that the number of crooked 
senior management had more than halved 
whilst middle management appeared to 
have taken centre stage with 39% of fraud 
being perpetrated by internal actors at 
this level. It also noted that more than half 
of internal perpetrators (52%) had been 
employed for between three and 10 years 
and were not only likely to be ultra-familiar 
with any controls but may even have 
helped put them in place!

Horne says many fraudulent schemes 
are often only detected by accident when 
losses have accumulated over longer 
periods. This is particularly true during 
tough times as companies tend to keep a 
closer eye on cash flow and look inward to 
better manage processes in order to cut 
costs.

The only way to catch those who 
know the ropes extremely well is through 
intelligence-driven prevention – and the 
only way to prosecute them effectively is 
to bring in experts.

“In a lot of instances, the organisation 
has the case in hand, but doesn’t know how 
to take it to the next level. It requires skill 
to get the correct evidence that not only 
enables a company to dismiss an employee 
but also to present the correct, admissible 
evidence to secure a conviction in court,” 
he says.
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Call Amotz Golan on  
082-552 0763 or 011-728 3947

email: agpe@global.co.za
www.foodpackagingsystems.com

Selling hot food take-aways or  
pre-packing cut fruit and veggies?
The new SK-MA1 Deli-top tray sealer is the machine 
to make your containers Leak-Proof and look good.

Simple, robust and strong, this quality easy-to-operate 

machine comes with a template that fits locally made 

containers. We supply the lidding film and you can 

source containers from us or your current supplier. 

… and look goodLeak-Proof your take-aways and pre-packs

Eliminate leaking containers  
in your customer shopping 
bags and you’ll look real good.

The 
threat 
within

South African businesses are buckling 

under the cost of crime during tough 

economic times – but the perpetrators 

are often where companies least expect 

to find them.

“The threat comes from within,” warns 
Reg Horne, managing director of Justicia 
Investigations, one of South Africa’s largest 
privately owned investigation agencies.

He notes that businesses often spend 
large amounts on security to combat 
external threats without putting in place 
systems to counter internal ones. “Yes, you 
need visible security. But it will not matter 
if you have three or 20 security guards. If 
you do not know where the problem is, the 
threat remains.”

Horne heads offices in Durban and 
Gauteng that have serviced an extensive 
corporate and private client base both 
nationally and internationally for 25 years.

“Currently, on-the-ground investigators 
have noted two interesting trends”, he says. 
“The problem is not large corporate frauds 
but the ever growing number of smaller 
crimes that are constantly adding up – and 
these are usually perpetrated by employees 
further down the line and not by top 
management as might be expected.”

Justicia’s experiences at the coal face 
echo the findings of two important studies, 
according to Horne.

The first is the 2016 Pricewaterhouse-
Coopers (PwC) Global Economic Crime

▲



advertisers adopting a wider reach of the 

whole category more often (continuously) 

to maintain conversion rates of available 

share of wallet.

Additionally, in good times and in bad, 

the principle of share of voice (SOV) 

applies – so marketers whose ad spend 

is above (or below) their relative market 

share tend to improve (or decline) in overall 

market share during these times. That’s 

why holding or, (yes please), raising your ad 

spend in a recession generally leaves your 

brand’s market share better off at the end 

of a recession than at the start. It’s simply 

a matter of SOV. But, if budgets are to be 

cut, don’t stress too much – competitors 

are more than likely in the same boat, but 

do try to ensure the retention of relative 

SOV.

Extensive EBI analysis shows that at best 

50% of a brand’s business comes from 

regular shoppers and that better than 50% 

comes from the balance of buyers in the 

category. The bottom line is that target 

markets are not just regular shoppers, it’s 

all buyers in the category. Aim too narrow 

and ads won’t be seen by the big groups of 

flirtatious customers!

Local papers remain the only real mass 

reach print media available. ROOTS 2016 

shows that 63% of urban decision makers 

read their local paper versus 25% of any 

other daily newspaper or 22% of any other 

weekly paper.

To sum up, in a recession purchases are 

fewer and further between than normal 

and the ratio of ‘need’ purchases to 

‘pleasure’ purchases is far higher. Shopping 

is also less planned and more random. 

Random shopping can happen anytime, 

so brands need to be in the market 

continuously to attract the buyers as they 

consider their choices amongst a myriad of 

brand offerings.

Gill Randall, joint CEO of SPARK Media, 

says through membership of the Ehrenburg 

Bass Institute (EBI) for marketing 

science, they have access to consumer 

behaviour tracked from way before, 

during and post the previous recession, 

and that data has revealed very clear 

shopper insights. 

“One of the biggest lessons we’ve 

learned is just how habitual consumers 

are,” he says.

Consumers find it difficult to modify 

their regular behaviour. So in belt-

tightening time, they find it much easier 

to change non-regular behaviours. Regular 

behaviour would be defined as going out 

for lunch or coffee or shopping at their 

favourite stores. They will continue to do 

this, but just at a reduced frequency or 

expenditure level. Non-regular behaviours, 

however, like buying big appliances or re-

decorating will be postponed or discarded.

The 2008–2009 recession resulted in 

purchase declines across all categories, with 

the after effects felt and seen in continued 

declines up until 2013. As the economy 

recovered, purchasing again picked up 

between 2013 and 2016 showing increased 

purchases across most categories.

But even during a recession, life 

continues to happen: appliances and cars 

that break down still need to be repaired 

or replaced, people still get married, move 

house, start families and change jobs. 

Money will still be spent, even if it is at a 

reduced level and frequency.

Thinner markets mean that fewer people 

are actively buying at any given time. 

They’re spending less and buying less 

frequently, which generally means that 

smaller marketing budgets have to work 

harder. And along with tightening budgets, 

consumers are also extensively searching 

for bargains, therefore an increased mental 

availability for brands in tough times do go 

a long way in getting those much needed 

sales.

This is where the now generally accepted 

“reach” and “continuity” strategy becomes 

ever more critical. Less active shoppers, 

shopping less frequently must equate to

Mobile couponing 
taken to the next level
Unilever South Africa has relaunched the 

popular Unilever Deals as a cash-back or 

cash-off rewards and loyalty platform 

with a new name, social media support 

and Vodacom as a strategic partner. 

Unilever Deals is now Wuhu!

Wuhu is a mobile coupon and rewards site 
where shoppers get vouchers delivered to 
their phone entitling them to savings on 
a particular product. With Vodacom as a 
strategic partner, consumers can now look 
forward to receiving data, discounts as well 
as other rewards when shopping for their 
favourite Unilever brands.

The new name, Wuhu, is that natural 
exclamation that consumers make when 
they know they have acquired a great 
bargain. The rebranding of Unilever Deals 
to Wuhu is intended to make the site more 
consumer-focused and will pave the way 
for Wuhu to become the biggest FMCG 
deals and rewards platform in the region.

In 2013, Unilever South Africa partnered 
with digital agency, Thumbtribe, to develop 
a mobile coupon service to deliver real-
time digital rewards to consumers, allowing 
Unilever to convert online consumers to 
offline sales.

“Since inception, the platform has 
realised significant return on investment 
for Unilever brands, and earned numerous 
awards while building up the number of 
retailers to include Checkers, Shoprite, 
Pick n Pay, Dischem and Spar,” said Lunga 
Ngcime, Digital Marketing Lead: Africa – 
Unilever South Africa. “The platform has 
also built nearly 700 000 subscribers that 
are returning on a monthly basis to get 
their favourite deals.”

In 2016, Unilever Deals was refreshed 
with the addition of Rewards – an 
alternative to cash discounts – by 
partnering with Ster Kinekor, Debonairs, 
Uber and many more rewards partners. 
Unilever Deals is now taking the next step 
by putting the consumer at the heart 
of the platform. The re-brand launch, in 
partnership with Vodacom, is officially live.

“We are excited about our partnership 
with Vodacom,” says Lunga Ngcime, digital 
marketing lead: Africa – Unilever South 
Africa. “Working with a brand like Vodacom 
means we can extend more meaningful 
rewards to our loyal customer base.”

Experience the Wuhu feeling at  
www.wuhu.co.za.
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Marketing in a recession  
and beyond
Markets don’t stop in a recession. 

People don’t stop shopping it’s just the 

consumer’s behaviour that changes.



Middelburg Mall goes green 
Middelburg Mall will soon be greener and even more environmentally friendly 

through the one largest rooftop Solar PV installations in Mpumalanga. 

The co-owners of Middelburg Mall, Moolman Group and Flanagan & Gerrard Property 

Development & Investment (F&G), say the construction of the rooftop solar plant is 

expected to be completed by December 2017. At peak production, the solar PV plant is 

expected to produce around 7% of Middelburg Mall’s electricity power requirements and 

will cover 15 000m2 of roof space – enough energy to power 2 350 family homes for a year.

“We have a dedicated sustainability programme to reduce the group’s energy and water 

consumption, decrease waste and promote recycling. The overall objective is to reduce any 

potential negative impact on our natural environment as the plant will have a total saving 

of approximately 1 080 tonnes of CO2 per year,” says Paul Gerard of F&G.

JZ Moolman of the Moolman group adds that solar PV makes good sense for shopping 

centres. 

“Not only has the cost of installing Solar PV decreased significantly in recent years, a 

Solar PV Installation also, in addition to generating clean energy, generates jobs during and 

after the installation in the form of operations and maintenance contracts and will continue 

to do all of the above for at least the next 25 years to come.”

Middelburg Mall General Manager, Mike Tammadge says the Centre is thrilled to embark 

on such an exciting new project, especially as this is the first and largest of its kind for a 

shopping centre in the province. 

“We’re immensely proud to play our part in taking better care of our environment. Solar 

energy offers so many great benefits and aside from reducing our carbon footprint going 

green is just the right thing to do.” 

Our Mystery Shopper says.....
“I was recently at a major Food Lovers Market 

in Johannesburg and spent over half an hour 

looking for the eggs. They had been moved to the 

entrance (where the bulk produce offers are on 

display) in what I consider to be a dead spot. 
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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

On entering the store, my eyes followed the natural flow to the left of the store entrance as 

guided by the multicoloured display of fruit and vegetables. The eggs were hidden away to 

the right! “I noticed two other customers telling the cashiers they could not find the eggs 

and were leaving the store without purchasing.”

The solution
Display the eggs in more than one area that is convenient to the customer. But watch your 

stock rotation to ensure freshness at all times.
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pick n pay Coachmans Crossing 
gets electronic labels  
for just-in-time stocking 

Pick n Pay Coachmans Crossing has deployed more than 11 000 

refurbished Pricer electronic shelf labels (ESL) from XON Retail 

to support an upcoming just-in-time stock keeping process 

that will speed up up and improve the accuracy of regular daily 

and weekly price updates.

The process will cut labour costs of price updates, costs of paper 

labels, and costs of incorrect prices. 

“Physically demarcating space to specific products with 

electronic labels that are fixed to shelves and can’t be easily moved 

is important for the just-in-time process,” says Michael Simmons, 

who owns Pick n Pay Coachmans Crossing. “It helps in-store 

managers set the layout of product lines on the shelves instead 

of merchandisers and suppliers who could shift other product as 

they choose. This means we also get merchandising consistency 

that helps us run the store more efficiently and helps satisfy our 

customers that product will be available when they shop with us.”

Merchandisers previously drove stocking and Simmons says the 

Pricer ESL system sets the ball rolling for in-store merchandising 

control. 

The labels are supplied with a remote control store managers 

can use at the shelf edge. They can interrogate labels directly to 

check stock levels, rates of sale, and more – up to 32 parcels of 

information. This helps them maintain stocking and stock levels.

“As part of the rollout we also cleaned up our product line range 

which clears the way to extend the range,” says Simmons. 

“Many customers have told us that they understand the benefits 

of the labels and they can see they’d be beneficial in their stores,” 

says Hendrik Bredenkamp, MD of XON Retail. “But the price often 

makes them hesitate.”

XON Retail is the only global Pricer partner to refurbish and 

resell Pricer ESLs. Refurbishment covers a full physical examination 

of each and every unit, battery replacement, and complete digital 

diagnostics. 

Refurbished labels are offered at a fraction of the cost of new 

labels and also with full swap-out warranties. 

“They cost just R29 each and retailers can get annual warranties 

for just 2,5% of the cost of the labels,” says Bredenkamp.

The units last between five and 10 years before they need any 

typical maintenance, which is usually only a battery replacement. 

The replacements can be done in-store, with labels removed 

directly from shelves for just seven seconds during which time the 

battery is replaced.

INDUSTRY NEWS ▲
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Her child reflects her values
“Through talking to our customers, we 
established that moms feel an immense 
sense of pride in their kids, and it’s very 
important to them that their children are 
well-dressed and well-groomed at all times. 
When we advertise kids’ clothing to our 
moms, we show them what’s trendy but 
also functional and practical, so that she 
gets maximum value for her money.”

Get to know her
While marketers may broadly classify a 
group as “mothers”, within this context 
there is nuance; mothers have different 
priorities based on their individual 
circumstances and life stage. Retailers need 
to be wary of sounding patronising, or 
making assumptions such as “motherhood 
is the toughest job in the world!”, when 
many moms argue that they don’t view 
having kids as another job.

“In short, marketers are often guilty of 
thinking of moms in traditional or one-
dimensional roles, forgetting that they are 
multi-faceted individuals,” says Lombard-
de Kock.

“Constantly engage in a dialogue with 
your customers to keep pace with their 
evolving needs, and identify areas where 
you can truly make a difference in their 
lives.”

Mom knows best: 
Insights on marketing 
to mothers from a 
leading value retailer
If retailers want to truly add value 

to the lives of mothers, they need to 

forget their preconceptions of what 

moms want. A genuine understanding 

of the priorities and challenges faced by 

mothers within their target market is 

critical – and if this is not taken to heart, 

retailers run the risk of alienating this 

powerful group.

This is according to Karin Lombard-de 
Kock, mom of two and customer insights 
manager at value retailer Ackermans. 

“We conduct focus groups and a lot 
of other research to gain an in-depth 
understanding of our customers’ evolving 
needs,” explains Lombard-de Kock. “It’s 
a regular exercise to ensure that we’re 
not guilty of making assumptions about 
shoppers based on misinformed notions.

“We identified that the majority of our 
customers are mothers who are often the 
sole or main breadwinners in their families, 
and are thus under extreme financial 
pressure as well as being time poor. What 
became evident to us during these sessions 
is that many marketers are guilty of 
tailoring their communication to mothers 
based on outdated ideas about what it 
means to be a mom.” 

Lombard-de Kock shares a couple of 
insights gained during these sessions.

Multiple roles
While a fundamental part of a mother’s life 
is her children, she has many other roles, 
and brand communication should reflect 
this. “Moms have careers, they look after 
the house; they are sociable and often 
leaders within their communities. They 
want to look and feel good, even if they’re 
on a tight budget.

“We considered how we could add 
value to her life; from clothing specials, to 
competitions, to determining what type of 
information would help her in her various

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
24 October  Propak Cape
Cape TOwn  The packaging, food processing, plastics, printing, labelling and wine 

manufacturing equipment expo to: See the latest technology; Find 
ways to streamline operations; watch daily demonstrations for 
machinery in action; Source from 200+ local and international 
exhibitors; and engage with leading experts for technical advice

25 October RMB WineX
JOhanneSburg rMb wineX brings a great range of prestigious wines to 

Johannesburg. 

INTERNATIONAL 2017
10 October  Anuga – Taste the Future
COlOgne anuga is the world’s largest food and beverage fair  –  for new 

markets and target groups, for all the trends and themes and, above 
all, for first-rate contacts and business deals. 

10 October Online & Digital Summit
lOndOn  The event brings together hundreds of leading digital professionals 

from the food, grocery and consumer goods industries globally.

roles. We ask her questions, and the 

responses guide the content we publish in 

our magazine, blog, Facebook and other 

platforms. These cover a wide range of 

topics, including career advice, budgeting 

tips, family interest and fashion features.

“We also spend a lot of time analysing 

trends and best-selling colours to make sure  

we are delivering not only according to our 

customers’ needs, but also their desires.”

Savvy savers
A key finding for Ackermans was that 

financial pressure is a huge burden for 

many South African moms, but particularly 

within the retailer’s target market. 

“However, while our customers may be 

cash-strapped, they are extremely savvy 

with money and are quick to identify clever 

ways they can stretch their rand further.

“Through comparison shopping, bargain 

hunting and longer-lead decision-making, 

our customer ensures she is getting the 

best value for her money. She’s an expert at 

managing her income versus expenses.”

With this in mind, communicating value 

is key, as is offering relevant financial 

products, such as an interest-free (for  

a specified period) lay-by option. 

“Price is important for our customers; we 

need to show them bang for buck,” says 

Lombard-de Kock.


