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Let the year-end rush begin…
Worldwide people are getting busier and busier and have less and less time 

to prepare food at home. This is excellent news for supermarkets with home-

meal replacement (HMR) departments and delis. By creating unique menus 

and supplying wholesome, well-prepared dishes at reasonable prices, retailers 

can supply a valuable service to cash- and time-strapped customers.

Researchers tell us that there are three drivers for deli sales: freshness, hygiene and 

taste. If you can prove to your customers that you care about these things as well, 

they may never cook at home again.

In our Food Service feature, we tell you how your home-meal replacement 

department can attract loyal customers, while at the same time adding to the 

bottomline.

Back-to-school shopping is part of life for a wide range of customers, from 

millennial parents with young children starting pre-school to older parents with 

children in college or university – not to mention students shopping for themselves.

Back-to-school shopping will already start in the next few months before many 

of your customers depart for well-deserved Christmas holidays at the coast, so the 

sooner you roll out your promotions the better. In our Back-to-school feature we 

help with some clever ideas to access your share of this lucrative market.

“Are you serious? Must I start planning now for Christmas?” Guess what? If you 

leave it for later this year, you may well miss out on all the opportunities of this 

profitable season. How well prepared are you for Christmas? Now is the time to 

put to bed all your preparations for the Christmas and New Year trade. Our short 

checklist will ensure that you do not miss out on the seasonal peak in sales. 

This is a busy time of the year for all retailers. But there is always time to have 

some fun with your customers. Does putting a smile on a customer’s face give them 

a better experience? You bet it does! And a great sense of humour can make even 

the most dreary and mundane experiences much better. When you bring customers 

a chance to giggle a bit, or have some fun, it not only becomes a memorable event  

that benefits your business, but it also makes their day. In the same way that a few  

seconds of indiscretion can lead to a bad experience for a customer, and to them 

leaving your business forever, a few seconds of joy can have the exact opposite 

effect of creating a delighted and loyal customer. In our Delight Your Customers 

column we talk about fun and laughter, and how it is good for everybody.

Sea Point in Cape Town is a suburb that always lagged its more famous 

neighbours such as Bantry Bay, Camps Bay, Bakoven or the Waterfront. In recent 

years Sea Point had degraded somewhat, but the municipality is determined to 

bring back some of its old glory days.

The suburb is going through a renewal and such a renewal also happened along 

Regent Road where an existing building housing a range of down-market outlets 

was gutted and converted into the new vibrant Mojo Market. In our Storewatch 

feature we look at spacious modern market with its 45 designer retail stores, daily 

fresh goods and 25 food vendors.

As our shops get busier towards the end of the year, it is important to be vigilant 

to control our losses.

After looking at receiving, storage and data integrity in the back office in our 

previous articles, we now come to the last of the high-risk phases in retail: the POS 

(point of sale). The POS contains a high volume of repetitive criminal activity, and 

although it is not the area where the most money is lost, it deserves our undivided 

attention if we want to maintain a low level of shrinkage. 

Stephen Maister
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your stores’ grab-and-go offerings to 
include vegetarian and vegan dishes, always 
providing a “veggie option” can go a long 
way toward making vegetarians and vegans 
feel welcome in your stores.

Partly because the United States does 
not have a rich vegetarian- and vegan-
friendly food culture history, vegetarian and 
vegan consumers are turning to other parts 
of the world to find new and exciting non-
animal meal ideas.

Various consumer reports from the last 
year cited Japanese, Filipino and Middle 
Eastern foods as rising in popularity in 
recent times, which seems to suggest 
that this trend extends beyond the rise in 
vegetarianism and veganism.

Whether it’s plant-based or animal 
based, local or imported, traditional or 
ethnic, consumers think more and more 
about where their food comes from.

This makes it more important than ever 
that customers never find expired product 
on your shelves. Expiration-date tools can 
help grocers manage expiring products 
more effectively, while providing insight 
into which products could be ordered less 
frequently or have reduced facings. 

Additional information from www.datecheckpro.com

How to welcome 
vegetarians and 
vegans 
On 1 October we celebrate World 
Vegetarian Day. According to search engine 
giant Google, the search interest for 
“vegan” spiked in 2015, increasing 32% 
from the previous year, a figure than can be 
attributed to the plethora of positive news 
stories about plant-based diets and the 
growing number of vegans.

This trend showed no signs of slowing 
down in 2016. Google Trends show an 
astonishing 90% increase in “vegan” 
searches in the last 12 months.

What does this mean  
for grocers?
Especially if your store is in an urban area 
where people are more likely to identify 
as vegetarian or vegan, what seemed like a 
trend to monitor and address at the fringes 
now looks more like a change in consumer 
behaviour that warrants immediate 
attention.

If you work for a supermarket, there 
are a few key areas to focus on when 
adapting your stores to cater to vegan and 
vegetarian customers.

Grocers need to more than ever focus 
on stocking diverse, fresh products and 
find ways to devote more space to “fresh” 
foods.

It’s no secret that consumer demand 
for fresh, unprocessed is on the rise. Even 
convenience stores and pharmacies are 
getting in on the action.

The new data on increased consumer 
interest in vegetarianism and veganism 
underscores this trend.

Many grocers are now devoting more 
and more store space to fresh food by 
compressing traditional products in the 
centre of the store and to make room for 
more fresh foods around the perimeter.

Whether it’s increasing floor space 
for your fruit and veggie selection or 
expanding hot-meal options to include 
veggie options, the rising demand for 
freshness doesn’t seem likely to taper off 
anytime soon.

If your stores are devoting more floor 
space to fresh produce, the next logical 
step is to find ways to differentiate your

offering to give vegetarian and vegan 

customers reason to keep coming back.

As innovation in the food-service space 

grows, today’s consumers are increasingly 

exposed to unique vegetable dishes. 

Smart grocers can take advantage of this 

by offering new and exciting fruit and 

vegetable varietals, or even up-and-coming 

hybrid veggies like broccoflower and 

sunchokes.

Supermarkets that embrace a farmer’s 

market approach to featuring local, 

seasonal produce can build goodwill with 

consumers looking for fresh vegetarian and 

vegan recipe ideas.

In recent years, progressive grocers found 

success in competing with restaurants 

by expanding hot bars and buffets and 

increasing stock of grab-and-go meals.

More recently, some supermarkets began 

experimenting with meal kits complete 

with recipes.

If your stores include these and other 

services, make sure vegetarian and vegan 

customers aren’t left out.

Whether that’s devoting more buffet 

space to plant-based protein, offering a 

vegetarian meal kit option that is or can 

easily be made vegan, or simply expanding 
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ON PROMOTION

1 OCTOBER:
World Vegetarian Day
International Coffee Day
5 OCTOBER:
World Teachers’ Day
10 OCTOBER:
World Porridge Day
13 OCTOBER:

World Egg Day
15–19 OCTOBER:
National Obesity Week
16 OCTOBER:
Bosses Day
World Food Day
18 OCTOBER:
Chocolate Cupcake Day

OCTObER 2017  
PROMOTIONAL CALENDAR

Transport Month • International Breast Cancer Month 
• Pizza Month • Fair Trade Month

25 OCTOBER:
World Pasta Day
26 OCTOBER:
Mincemeat Day
28 OCTOBER:
Chocolate Day
31 OCTOBER:
Halloween



The perfect 
energy food
Blue Diamond 

Growers recently 

introduced Blue Diamond Almonds, a naturally cholesterol free 

snack with a deliciously nutty crunch that are perfect for curbing 

those mid-afternoon snack cravings. The secret is in the oil 

roasting process that safeguards the freshness and keeps in the 

flavour. Blue Diamond Almonds are packed with goodness such 

as calcium and vitamin E and are also GMO, gluten, peanut and 

MSG free. It is available in four delicious flavours: Chilli and Lime, 

Roasted Salted, Salt ’n Vinegar and Smokehouse. Blue Diamond 

Almonds are currently available at selected Aroma, Spar, Food 

Lovers Market, Wellness Warehouse and Thrupps stores, with plans 

to expand into other retail outlets over the coming months.

Going green
Once a niche drink for the 

health obsessed, green tea has 

moved into the mainstream 

with many regular South 

Africans “going green”, as 

awareness around the health 

benefits of green tea Green tea is made from grows. unfermented 

tealeaves that are processed soon after harvesting, allowing 

them to retain many of their natural health benefits. As a result, 

green tea is rich with natural antioxidants and other nutrients. 

Tetley Pure Green tea offers all the natural benefits of a green tea, 

coupled with the trademark full-bodied Tetley flavour and quality. 

It is available in packs of 20s, selling at R11,99, and 102s, selling at 

R34,99. For more information, send an email to enquiries@joekels.

co.za or call 031 709 1409.

Sugar-free goodness
Tea4Kidz Peach & Apricot-flavoured 
rooibos offers a delicious caffeine-free 
and sugar-free drink that kids will love. 
Tea4Kidz offers a range of Rooibos 
products that are specially designed for 
kids and they will have a tough time 
choosing between these fun flavours 
and their wild characters: Trumpy the 
Elephant’s Regular Rooibos; Henry the 
Hippo’s Rooibos Honeybush Blend; 

Rory the Lion’s Strawberry-flavoured Rooibos; Minki the Monkey’s 
All-in-One Tea (a blend of Rooibos, Honeybush, and Black Tea); 
Jabu the Giraffe’s Vanilla Custard-flavoured Rooibos; and Roxy  
the Rhino’s Peach & Apricot-flavoured Rooibos. Tea4Kidz Peach  
& Apricot-flavoured Rooibos is available in packs of 40s and costs 
R21,99. For more information, send an email to enquiries@joekels.
co.za or call 031 709 1409.
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warming therapy 

for up to 12 hours, 

ensuring soothing 

relief from minor 

muscular aches, 

pains and stiffness 

of muscles and 

joints. Non-staining 

and easy to use, the air activated heating 

patch is comfortable to wear and is applied 

directly to the skin for deep, penetrating 

and relaxing warmth. The new longer 

last ing formulation also has an improved 

adhesive, ensuring that the patch, which 

comprises a non-woven fabric with a 

breath able film, stays in place even when 

perspiring. Deep Heat’s Odourless Single 

Patch is displayed in a counter shipper of 

12 single units and there are 96 units in  

a case. 

Cutting through  
the grease
The Plush Supreme range 

has recently added a new 

product to its range –  

a dishwashing liquid that 

effortlessly cuts through the 

grease on all of your dishes, 

leaving them brilliantly 

spotless! The Plush Supreme 

Dishwashing Liquid is now 

available at all leading retail outlets costs 

from R19,99.

Controlling clock-ins
Econz Wireless, a leading mobile time 

and attendance and employee-tracking 

solution, has released the Clock-in Lock 

feature for Econz Timecard, allowing com-

panies to restrict the location where the 

employees can clock in, thereby limiting 

the number of fraudulent clock-ins. With 

the new Clock-in Lock, staff outside the 

expected area won’t be able to clock-in. As 

Timecard works on any Android or iOS GPS 

enabled device, and also includes Google 

Maps, creating Custom SmartFences is 

simple and easy to use. In addition, a 

specific address can be attached to a task – 

like a sales visit, or repair job – and ensures 

the employee has clocked-in at the correct 

destination. Anyone trying to clock-in 

outside the designated address will get  

a message on the phone that they are at 

the wrong location for that selected task, 

and the clock in or change task action will 

not be successful. For more information, 

visit www.econz.co.za.

and four-year hiatus for the 

wine before that. Where 

its predecessor comprised 

completely of Cabernet 

Sauvignon, the latest bottling 

partners this king of grape 

varieties with 10% Cabernet 

Franc and a 5% touch of Merlot. 

In the glass, it’s deep ruby red 

with aromatic notes of mulberry, 

cassis and spice that keep 

evolving, changing from red 

fruit to darker fruit with savoury notes. 

On the palate, there’s great structure 

and velvet, mouth-coating tannins, with 

flavours of prune and red fruit that linger 

in the finish – just perfect to be enjoyed 

by itself or with a well-prepared dish of 

venison roast. The Delheim Grand Reserve 

2014 is available for R285 a bottle at 

the Delheim winery as well as top end 

restaurants and wine boutiques.

Fun with food
The Babe-Eeze 2-in-one bowl feeding mat 

is a brilliant innovation which suctions 

directly to the table, making it virtually 

impossible for toddlers to tip over bowls of 

food and help babies cultivate good eating 

habits. The mat has five compartments 

for separate and varied food choices – 

reminding parents to serve a fruit, veggies, 

protein and carbohydrates that make for 

a well balanced diet. The bowl’s geometric 

figure design is also fun and puts kids in 

the right mood for a positive mealtime 

experience. Babe-Eeze bowl feeding mats 

fit onto most highchair trays or allow 

kiddies to eat with the rest of the family 

at the dining room table. It is made from 

100% food-grade silicone that is BPA, BPS, 

PVC and phthalate free and is designed for 

infants and toddlers from 6+ months or 

whenever they begin to feed themselves. 

The Babe-Eeze 2-in-one bowl feeding 

mats are available in three colours and are 

dishwasher, microwave and ovenproof.

Odourless and soothing 
Mentholatum has improved the formula-

tion of Deep Heat’s Odourless Single Patch 

to offer longer lasting, safe and odourless

Sir Fruit launches range  
of cold-pressed juices
South Africa’s favourite, premium fruit 

juice is taking its fresh, zesty offering to 

the next level with a delicious range of 

cold-pressed juices. The juices remain true 

to the brand with product integrity being 

the number one priority. Unpasteurised and 

never heated, it’s only the good stuff. It is 

available in three variants: Apple, beetroot, 

raspberry, orange, carrot and ginger; Carrot, 

apple, orange, granadilla and ginger; and 

Apple, cucumber, spinach, kale and mint. 

The range will retail for around R21,95 per 

300ml and is available in South African 

retail stores.

Radiating summer sunshine
Angels Tears Sauvignon 

Blanc 2017 is crisp yet 

generous with layers 

of tropical fruit and 

hints of green pepper. 

This refreshingly dry 

Sauvignon Blanc is 

eminently drinkable all 

summer long and  

a great companion to 

salads, light seafood dishes or grilled 

chicken. Flaunting a seductive salmon hue, 

Angels Tears Dry Rosé 2017 is the ultimate 

picnic wine. It is primarily Cinsaut-driven 

and teems with bountiful upfront freshly 

picked strawberries, raspberries and 

cherries. The ideal alternative to heavier 

reds on balmy summer days, it is dry, 

clean and refreshing with a lively, fruity 

finish. The Angels Tears wines are available 

countrywide and sell from the Grande 

Provence cellar door at R40 per bottle. 

Delheim releases latest  
Grand Reserve 2014
Delheim Estate has released the latest 

vintage of its flagship bottling – a wine at 

the apex of the estate’s red wine portfolio: 

the Grand Reserve 2014. Crafted vineyard-

to-bottle, the Delheim Grand Reserve 

follows a release of the previous vintage 
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Make ’em laugh!
By Aki Kalliatakis

Does putting a smile on a customer’s face give them a better 

experience? You bet it does! And a great sense of humour can 

make even the most dreary and mundane experiences much 

better. When you bring customers a chance to giggle a bit, or 

have some fun, it not only becomes a memorable event that 

benefits your business, but it also makes their day. 

Even more importantly, it is also very rewarding for the person 

giving the gift of laughter. In the same way that a few seconds of 

indiscretion that leads to a bad experience for a customer, and lead 

to them leaving your business forever, a few seconds of joy can 

have the exact opposite effect of creating a delighted and loyal 

customer.

So you will please forgive me if I literally use a bit of toilet 

humour to illustrate. Many of you will have used public toilets in 

malls, petrol stations and airports where there is a full-time toilet 

attendant in charge. I like these men and women because – in spite 

of the fact that they may have one of the worst jobs in the world – 

they mostly seem to be quite positive and even grateful for having 

a job. 

It is also become quite common recently for them to greet 

you and say something like “welcome to my office”. We all know 

they do it for the hope of a better tip, but can there be anything 

much worse than a filthy toilet with a grumpy and bad-tempered 

attendant? 

On a recent early morning trip to Cape Town, however, it was 

different. I desperately needed to use the loo at OR Tambo Airport 

and as I walked in the attendant gave the usual greeting. But a few 

seconds later he added, “I hope you have a good meeting with the 

boss!”. I don’t know why this incongruent statement was so funny, 

but it certainly brought a big smile to my face. 

So I finished my business, and just as I was washing my hands 

another “client” let out the loud rumbling noise of released gas: 

he’d obviously eaten too much cabbage the day before. Without 

hesitation, the attendant said, “Aah, he must be sending a fax!”. 

Together with the other people in the bathroom, I burst into an 

uncontrollable giggle, and somehow the rest of my day went 

incredibly well. 

It just so happened that an hour or so later I boarded my Kulula 

flight to Cape Town. The on-board staff did the usual humorous 

round of flight announcements that we’ve all heard before – DURBAN
Tel: +27 (31) 709 2670

PORT ELIZABETH
Tel: +27 (41) 486 2538

JOHANNESBURG
Tel: +27 (11) 483 8541

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

C
G
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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 discerning retailer. 

from Warehouse to Till Point
MOVING GOODS EFFICIENTLY

100% SOUTH 
AFRICAN

QUALITY WIRE PRODUCTS 
SINCE 1929

2-Sided Nesting 
Rolltainer

Merchandising Trolley

Heavy Duty 
Flat-Bed Trolley

Rolltainer

Mammoth Trolley

DELIGHT YOUR CUSTOMERS

▲



before many have imitated since then:  

He arrived at a meeting with one of those 

long computer fan-fold printouts, and let  

it dramatically fall to the floor as he said,  

“I’m just going to keep this short today…” 

I also remember him using a hand puppet 

at one meeting and would ask the most 

ridiculous questions in a really strange 

voice.

Humour is not always appropriate. For 

example, if your customer is unhappy in 

any way or upset about something that 

went wrong, then the use of humour may 

backfire on you badly. Self-deprecating 

humour is good, but making fun of others 

is not. I had a colleague and friend, Paul M, 

who was just brilliant at imitating the way 

other people spoke and walked and had 

these strange little habits that he would 

copy. Little contests and competitions that 

engender a sense of fun are also useful, as 

is vibrant and energetic music.

On a day-to-day basis most customers 

are not in a bad or grumpy mood, and most 

will probably be quite neutral when the 

walk into your business – and you can do 

something special to lighten things up a 

little. The good news is that you don’t have 

to be a stand-up comedian, or memorise 

a hundred of your favourite knock-knock 

or blonde jokes to be successful. Just being 

able to see the funny side of life helps. 

Aki Kalliatakis is the 
managing partner of  
The Leadership LaunchPad, 
a company dedicated to 
helping clients become 
more customer driven. 
He can be contacted at 
(011) 640 3958, or via 
the website at www.
leadershiplaunchpad.co.za
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and that doesn’t matter because, unlike 

many of their competitors, at least they are 

doing something instead of nothing.

But on this flight it was obvious to 

me that they have also upgraded and 

updated their script. Amongst other 

things, the young lady said openly and 

rather naughtily, “Those of you sitting at a 

window seat, please leave the blinds open 

so that the XYZ Airways flights can see 

what a full flight looks like.” 

Since I am not a great fan of our national 

carrier, I thought that was hilarious. (I also  

love it when little David takes on the 

big Goliath in a really cheeky and entre-

preneurial way.)

In both cases, one person in an extremely 

difficult and crappy job, (if you’ll forgive 

the pun,) created mirth all around them, 

and brought some joy into our very serious 

lives. We always seem to take business so 

seriously. Everything must be serious, and 

we neglect – indeed we refuse – to lighten 

things up a bit. 

It doesn’t only have to be with 

customers, however. You also need to be 

able to laugh at work a bit. It’s what makes 

dreary jobs worthwhile. A long time ago I 

had a boss who was a real practical joker, 

and he used to do these most outrageous 

things to lighten things up for all of us.  

He used to come to work with really crazy 

hats and other bits of clothes, and would 

insist that someone tell a funny joke at 

every weekly meeting. 

Contrary to usual managerial practice, 

he encouraged people on his team to send 

around or pin-up cartoons and things that 

they found amusing. On one occasion he 

did something that I have never seen

SACSC annual 
congress is coming!
One of the most anticipated events 

on the South African shopping 

centre and retail calendar is fast 

approaching – the SACSC Annual 

Congress.

Chief Executive Officer for the South 

African Council of Shopping Centres 

Amanda Stops said that this year’s 

event would focus on personalisation, 

innovation and an experience that 

emphasises being “collectively 

individual”. 

Renowned television personalities 

Janez Vermeiren and Lunga Tshabalala 

will host the event which will see South 

Africa’s very own Olympic gold medalist 

Wayde van Niekerk and his esteemed 

coach Ans Botha take to the stage and 

share their story of how two worlds 

collided resulting in their world-record-

breaking success. 

The SACSC Annual Congress has 

become an event that not only brings 

up-to-date information and industry 

networking, it also celebrates the 

country’s retail, shopping centre 

and associated industries. The event, 

sponsored by Broll Property Group, takes 

place at the Cape Town International 

Convention Centre (CTICC) from 13 to 

15 September. Bookings are now open.

Noticing silly little things makes  

a difference, as does gross exaggeration of 

typical everyday things that we see.

It doesn’t matter where you work as an 

employee, whether in retail, hospitality, 

insurance, a garage, a bank or a hospital: 

You and I have been given the magical 

opportunity to positively touch the lives 

of everyone we encounter. Are you going 

to waste it? When was the last time you 

made someone laugh a bit?



Lower your trolley manufacturing, repair and maintenance costs 
with these new locally manufactured castors designed for rugged South 

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

Conventional 2 ball track type castors can 

distort and buckle on impact during this test. 

Not the new TENTE 2640 precision swivel 

castor. Even with a 35kg load the castors swivel 

freely after the EN test. While the trolley base 

plates to which the new castors are mounted 

bend, the 2640 castors are fully functional and 

can be easily bolted back on once the base plate 

is straightened.

Designed for shopping trolleys from 90 – 210 

litres the new castors feature a simplified and 

stronger housing. A key feature of the new 

swivel castor is the integrated precision bearing. 

A sealed precision bearing keeps the grease in 

and the dirt out. Fitted with TENTE PJP precision 

wheels result in trolleys that are easier to steer 

and quiet in operation.

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

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

frame, TENTE provides a special threaded mounting plate to 

the trolley manufacturer. These mounting plates are welded 

to the trolley frame and electroplated with the trolley. These 

plates display the recommended torque setting for the castor 

mounting bolts. 

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

A special locking washer is provided within the 2648 housing 

that reduces the risk of the bolts working loose during 

operation. 

For the trolley replacement and repair markets, this bolt 

on system eliminates the need for damaged welded fixed 

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

the entire trolley frame after welding on new housings.

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

both fixed and swivel housings are zinc electroplated. Both 

castors are supplied with protective buffers to protect store 

equipment from collision damage. To suit the corporate 

identity of our customers the buffers can be coloured to match 

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

stamped for traceability and with in-house manufacturing 

control of metal stamping and machining, plastic injection 

molding, through to the final product assembly, the castors  

are covered by a standard one year normal use warranty.

EN1929 CASTOR IMPACT TEST

(6 Impacts required)

35kg Load

75mm (min}
3 Metres

12°

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

EXISTINg WELD ON METHOD FOR CASTORS COMPARED TO BOLT ON SYSTEM

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

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

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

castor is 2648 PJP 125 P30.

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

For more information call us on  

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

www.tente.com



■ Corn Starch (-)
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■ Artificial Colouring (-)
■ Yeast Extract (-)
■ Potassium (+)
■ Calcium (+)
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We scored safe additives with +1, and 

less healthy additives with -1.

Of the less healthy additives, Checkers 

has the highest (27%), followed by 

Pick n Pay and Shoprite (26% each), 

and Woolworths (21%). The most used 

additives were found to be artificial 

colouring (19%), corn starch (18%), MSG-

related (11%) and yeast extract (10%). 

None of the Woolworths products were 

found to contain MSG additives. Tinned 

foods were found to have far less unhealthy 

additives (25%) than soups (38%) and 

gravies/stocks (37%). Most agents (40%) 

preferred to shop at Woolworths for 

healthier foods, and only 38% of agents 

surveyed were aware of the additive 

content of their food. 

For more information, email us at:  
client@fieldagentsa.com.

In August, Field Agent assigned a survey 

across four major retailers. We wanted to 

understand additives present in everyday 

products. We looked at three food 

categories, and asked agents to identify 

from predetermined lists what they could 

find in the ingredients of any product per 

category.

Crowdsourcing via smartphones provides 

an unbiased, real-time understanding of 

consumer shopping habits and frustrations, 

assisting retailers to focus on relevant 

operational issues and reinforce customer 

loyalty and shopper satisfaction. Feedback 

is collected through photos, videos, audio, 

timers, and barcode scanners, capturing 

consumer insights instantaneously. 

Consumers look for “edited choice”, 

when it comes to selecting the right foods 

to buy. By minimising harmful additives in 

products on their shelves, retailers can save 

the consumer time and effort in the pursuit 

of healthier living and build consumer 

loyalty in the process.

By investing more in the selection of 

“healthier” brands, retailers can improve 

consumer perceptions of quality, while 

maintaining the overriding tradition of 

value, and in so doing further lock in 

consumer spending. Understanding the 

latest trends and perceptions can play 

an important role in finding that edge to 

consumer satisfaction, and retention.

We surveyed 100 random recipients, 

evenly spread across four supermarket 

chains in South Africa (see map). We asked 

consumers to identify, and photograph the 

ingredients and nutritional information of 

one soup item, one gravy and stock item 

and one general tinned food item. We 

listed ten additives, considered by some 

sources as less healthy, and a further seven 

additives generally perceived as safe. We 

then asked agents to match these additives 

with ingredients they found described on 

the product packaging. 
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S&R/FIELD AGENT bAROMETER 
ADDITIvES 
…the good, the bad and the ugly
An additive is defined as a substance added to something in small quantities 

to improve or preserve it. Additives are added directly to food in processing for 

preservation, colouring or stabilisation. Some additives are considered unhealthy, 

especially when consumed in large quantities. A significant driver in consumer 

choices is the considered “healthiness” of food. 

Where to shop for healthier foods

Fruit & Veg City
Food Lovers Market 
Dischem
No preference
Woolworths
Shoprite
Pick n Pay
Checkers

■ Corn Starch (-)
■ Monopotassium Glutamate & Msg (-)
■ Artificial Colouring (-)
■ Yeast Extract (-)
■ Potassium (+)
■ Calcium (+)
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Endorsed Brand Lockup

Transition Lockup Option 1

Transition Lockup Option 2

AB
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NATIONAL: 0861 KEMTEK  •  JHB: +27 (0)11 624 8000  •  PTA: +27 (0)12 804 1410  
DBN: +27 (0)31 700 9363  •  CPT: +27 (0)21 521 9600  •  PE: +27 (0)41 364 3690

WWW.KEMTEK.CO.ZA  

6 009647 070012

With logistics companies so sensitive to supply and demand, it’s logical to demand streamlined 
responsiveness from their bar coding partners. Through our network of highly-qualifi ed resellers, we at 
Kemtek Bar Coding Solutions supply the world’s leading bar coding products and systems to maximise 
responsiveness, traceability, operating effi ciency and more. We also provide dedicated service and 
support from effi cient industry specialists at the top of their fi eld. If you’re in transport and logistics, 
or indeed just about any fi eld, visit our website or call us direct at the number below to fi nd out more.

WE HELP KEEP THE LOGIC 
IN LOGISTICS.

J22430_AB_Kemtek_Bar_Coding_Supermarket&Retailer_01.indd   1 2017/04/13   4:08 PM



criminality form a large part of the 

staff component as far as numbers are 

concerned, they do not constitute the 

largest number of perpetrators when you 

analyse the “dark number” (unknown).

The most common forms of forgery 

found in our practice are:

■ creating fake invoices (e.g. cash 

payments for biltong, but the biltong never 

reached the storeroom and the invoices 

were paid in cash);

■ changing amounts on handwritten 

invoices for smaller deliveries paid for in 

cash (e.g. number 3 changed to number 8, 

or 6 to 8, or 1 to 4); and

■ adding ghost workers to a list of 

contract workers who are paid in cash.

How to observe and prevent 
losses at POS?
Usually we have to ask ourselves following:

■ Is the position of the POS in the store 

adequate for its purpose (e.g. is close to the 

exit or must the customer go walk through 

the entire store to find the exit)? 

■ Are we doing regular till spot checks? 

■ Are discipline and the code of conduct 

for cashiers enforced (e.g. eating drinking 

or reading newspapers while serving 

customers)? 

■ Is the rule that cashiers cannot keep 

their own money while on duty at the till 

enforced? 

■ Are all voids and refunds reported 

regularly to the supervisor or manager at 

the end of shift? 

The POS contains a high volume of 

repetitive criminal activity, and although 

it is not the area where the most money 

is lost, it deserves our undivided attention 

if we want to maintain a low level of 

shrinkage.

The POS is an operational retail function 

that deals with the receipt and issuance 

of money, keeping records of it, and taking 

care of the money itself. The cashier 

comes in direct contact with money, and 

possible attacks will take the form of direct 

appropriation.

The cashier will try to hide the shortages 

in the till by deceiving the control 

mechanisms through falsifying the basic 

documents or not recording sales through 

documents or the cash register, but the 

goods are issued as normal sales.

The POS and its duties are very often 

connected to other functions in the 

retail operation and the most common 

concentration of functions will be with the 

supplier (e.g. cash payment on delivered 

flowers for the shop), storeroom (non-

evident surplus from the kitchen preparing 

fast food), and, the most risky one, where 

the accountant has access to or influence 

the cashier’s function.

If you refer to our article in the April 

edition of Supermarket & Retailer, you will 

see that with POS we usually encounter 

the criminal-activity group marked as IV 

(the appropriation of losses as a result of 

forgery and other methods) and group VII 

(negligence in trading).

Although cashiers, (besides the 

managers) in the structure of detected

■ Is the unnecessary opening of cash-
register drawers monitored closely?

■ Are we analysing shift summary at the 
end of shifts (e.g. unauthorised exits from 
computer back-office system)

■ Are any items selling on short codes 
(one key PLU code)? Why?

■ Is the rule that cashiers cannot buy for 
themselves at their own tills enforced? 

■ Are cashiers allowed to keep calculators 
or personal bags with them while working 
at the POS? 

■ Do cashiers log in and out at the 
beginning and end of their shifts, or do 
they just continue to work under another 
cashier’s name? 

■ Is staff buying under supervision? 

■ Are cash-register drawers closed 
between transactions? 

■ Are cashiers often serving relatives and 
friends? 

■ Are cashiers allowed to keep cellphones 
while on duty at the POS? 

■ Are cashiers trained to look for 
customers who have concealed small items 
inside another item (e.g. deodorant or 
toothpaste inside a toilet roll)? 

■ Is proper undercover surveillance 
regularly done at the POS? 

Once again there is no one formula that 
will fit all retailer operations. These are 
only the most general and most useful 
methods used to prevent shrinkage caused 
by irregularities at the POS.

In our experience undercover surveillance 
is giving the best results when it comes to 
preventing criminal activity at POS. After 
initial undercover surveillance, cashiers 
should be aware that they are monitored. 
After a while they would start to test if 
the surveillance is still there, but the risk 
of losses will still have been significantly 
reduced.

From our experience a minimum of 100 
hours of undercover surveillance a month 
per cashier is initially required to pick up 
all tricks, gaps and loopholes that exist at 
the POS. After that random monitoring of a 
minimum of 40 hours a month per cashier 
is sufficient to keep effective control. 

The main objective should not be 
catching cashiers stealing, but identifying 
tricks, gaps and loopholes to reduce the risk 

of losses at the POS.

Janjic’s business, INVESTIGATION PRACTICE 
INTERNATIONAL, supplies retail shrinkage control 
services and he can be contacted on 083 4474 223 
or ipid@iafrica.com
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LOSS CONTROL By Dushan Janjic

Managing your point-of-sale
After looking at receiving, storage and data integrity in the back office in our previous 

articles, we now come to the last of the high-risk phases in retail: the POS (point of sale).



This is excellent news for supermarkets 

with home-meal replacement 

(HMR) departments and delis. By 

creating unique menus and supplying 

wholesome, well-prepared dishes at 

reasonable prices, retailers can supply 

a valuable service to cash-strapped 

customers.

According to research done by research 

company Thomas Opinion Research, there 

are three drivers for deli sales: perceived 

freshness of the product, safe-food 

handling and taste.

Joel Patterson, owner of Nature’s Green 

Grocer, a full-service natural food grocery 

store in Peterborough, and a former 

executive chef and restaurant consultant, 

advises on ways for retailers to increase 

traffic to their counter service.

He says retailers can improve consumer 

perceptions and increase deli traffic 

by creating unique menu items, cross 

merchandising, highlighting high-margin 

items and sampling.

Recipes such as soups, lasagna and 

chicken salad are popular with customers, 

because they are perceived as taking too 

much time to prepare at home, he said. 

To make these items stand out, Patterson 

suggests including interesting ingredients 

such as blueberries and blue cheese in 

chicken salad or creating a fig béchamel 

cheese sauce for macaroni and cheese.

He also encourages retailers to make 

high-margin items, such as pasta and grain-

based dishes, deli staples and he suggests 

retailers promote the items on the deli’s 

menu and through customer taste tests.

“If you sample it, they will eat it. If they 

eat it, they will buy it,” he said. “Sell them 

the item you want them to buy, not the 

item they want to buy.”

Thomas suggests creative strategies 

such as offering value-priced items, meal 

specials and sales to show customers that 

retailers also care about price. Rewarding 

customers through frequent buyer cards, 

promotions and in-store raffles can help 

build store loyalty.

“To maximise your benefit, you need to 

show customers that you care about the 

same things they care about,” Thomas says,

Home-meal replacements steal 
market share from restaurants
Home-meal replacements or prepared 

foods from supermarkets will continue to 

capture market share from restaurants.

A forecast by the NPD Group, a retail 

information provider for a wide range 

of industries, indicates that instances of 

prepared food purchased at retailers for 

at-home consumption will increase by 10% 

over the next decade, compared to a 4% 

increase forecast for commercial food-

service traffic.

While there is no one age group that 

takes greater advantage of the prepared-

food offerings from retail outlets, the needs 

do differ by age group.

For example, adults of 35 years and older 

are more likely than 18 to 34-year-olds 

to use prepared foods from retail to meet 

their in-home supper needs. Lunch-at-

home interests are also met by these 
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Put the focus on food services
Worldwide people are getting busier and busier  

and have less and less time to prepare food at home

By Tarina Coetzee
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retailers, especially for seniors (65+). 

Consumers between 18 and 24 are more 

inclined than others to make purchases 

from these retail outlets to satisfy their 

interest in afternoon or evening snacks. 

Younger adults are more likely than  

those older to purchase pizza, hot dogs  

and burgers to eat at home. Consumers  

of 50 years and older are interested 

in purchasing both fried and non-fried 

chicken. Younger adults are more inclined 

to order non-fried chicken than fried 

chicken. 

The home-meal replacement entrees 

purchased most frequently from retail 

outlets include chicken, pizza and macaroni 

and cheese. Sandwiches are also popular 

take-home items.

What is happening in Canada
A growing number of Canadians believe 

prepared foods and ready-to-eat meals sold 

at food retailers to be better – and fresher 

– than dishes sold at fast-food restaurants.

That’s the conclusion of a new survey by 

research consultancy Technomic.

The findings suggest that grocery and 

convenience stores should be able to take 

a bigger bite out of restaurant revenues in 

the highly competitive and fast-growing 

home-meal replacement (or HMR) sector, 

according to Technomic.

“This is a huge new area of opportunity 

for food retailers,” says Kelly Weikel, 

director of consumer insights with the 

Chicago-based consultancy.

“There is a very strong perception among 

consumers that food from grocery stores 

is better because they use fresh and real 

ingredients,” she says. “Retailers who 

deliver on freshness and innovation while 

providing an appealing experience will likely 

do very well.”

The survey, which surveyed 1 000 

Canadians online, was conducted for 

Technomic’s latest Canadian Retailer Meal 

Solutions Consumer Trend Report, which 

notably estimates retail food-service sales 

in the country grew by 3,6% in 2014.

Notable findings from the data include:

■ 75% of those surveyed bought at least 

one HMR a month, and 52% of young 

adults (18-34) bought three or more  

a month.

■ 39% said supermarkets offered “better 

overall value” for HMR, compared to only 

15% for fast food outlets.

■ 53% felt that supermarkets offered a 

greater selection of better-for-you meal 

options, compared to only 12% for fast-

food outlets.

■ Where fast-food outlets won was 

“craveability.” 38% of those surveyed said 

that restaurants have craveable items, 

compared to 21%.

■ As for which foods consumers tend to 

favour at food retailers, the survey found 

chicken, pizza and sandwiches/wraps to 

be the most popular at lunch and dinner. 

The most popular beverages at lunch and 

dinner were fountain soft drinks, hot or 

iced regular coffee and fruit juice.

In its report, Technomic said that 

it expects HMR will “grow and steal” 

restaurant share, that traditional grocers 

will maintain their dominance in the field,

CONVENIENT DRAWSTRING 
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Personal hygiene and food safety 
Food handlers and food businesses have responsibilities to 

ensure that the food is not contaminated by the personal 

hygiene or health of food handlers.

A food handler is anyone who handles food or items that 

may come into contact with food, such as eating and drinking 

utensils.

Hand washing
It is important to regularly wash and dry hands thoroughly and 

especially:

■ before starting food preparation

■ after handling raw meats or eggs

■ after using the toilet

The need for thorough drying of your hands should not be 

overlooked. If hands remain damp it is easy for moisture, which 

can contain harmful bacteria or viruses, to be transferred to 

food or food-contact surfaces.

Food businesses are responsible for ensuring that appropriate 

hand washing facilities are available for use.

Health
Many food poisoning incidents are caused by food handlers 

who have continued to handle food after falling ill themselves.

You should not handle food if you:

■ know you are suffering from food poisoning

■ are a carrier of food poisoning (someone who does not show 

any symptoms, but is still ill)

■ have any symptoms of food poisoning.

If you do handle food, it is possible for you to pass it onto 

others. It is best not to handle food for a further 48 hours after 

symptoms have ceased as you could still be spreading large 

numbers of the food poisoning causing bacteria.

Personal hygiene
When preparing or cooking food for others, it is recommended 

to take precautions to ensure that food or surfaces that come 

in contact with food are not contaminated by your body or 

anything that you are wearing. Examples include hair, saliva, 

mucus, sweat, blood, fingernails, clothes, jewellery or bandages.

Gloves can be worn as a way to help ensure food is not 

contaminated by bare hands. It is important to remember that 

gloves should be changed as often as you would wash your 

hands. Also, you should still wash your hands before handling 

food even though you are wearing gloves. http://www.sahealth.

sa.gov.au DURBAN
Tel: +27 (31) 709 2670

PORT ELIZABETH
Tel: +27 (41) 486 2538

JOHANNESBURG
Tel: +27 (11) 483 8541

HEAD OFFICE - CAPE TOWN
Tel: +27 (21) 937 7123  •  email: ctsales@capegate.co.za
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With over eighty years of experience, Cape Gate is the  
recognised market leader of South Africa in the steel 
wire industry.

We manufacture a wide range of quality shopping 
trolleys and carts that meet the particular requirements 
of wholesalers and retailers throughout Africa.

With sizes ranging from 85 litre to 235 litre capacity 
we fulfill the needs of the largest cash and carry as well 
as the smallest supermarket.

Quality Trolleys for
RETAIL AND WHOLESALE

100% SOUTH 
AFRICAN

QUALITY WIRE PRODUCTS 
SINCE 1929

Shopping Trolleys 
180L & 210L

160L Duplex Shopper

85L Galaxy

Flexi-Shopper & 
Flexi-Shopper Deluxe

Mini-Shopper
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Three tips for 
dynamic deli sales
Develop a signature 
programme 
Develop a specific menu that you can 

become famous for. Once you have 

done that, make sure that all your 

customers know about it through an 

aggressive marketing campaign that 

includes in-store signage, marketing.

Combine value portion-size options, 

efficiency and competitive pricing, and 

you have a winner.

Keep your merchandising 
as fresh and abundant 
throughout the day
Too many deli managers under-produce 

or under-merchandise after lunchtime. 

By doing this you miss out on customers 

looking for something to take home 

for dinner after work. Make sure that 

you offer fresh and innovative dinner 

options.

Accommodate the special 
diets of your customers 
If organic items are very popular in your 

store, be sure to include organic dishes 

in your food-service offerings. Also 

consider meal options for vegetarian, 

vegan, raw, wheat-free or low-sodium 

diets.

“Don’t just tell the 
customer it’s fresh.  

Show them.”
Retailers must pay close attention to 

packaging and to proper food handling, 

Eardley says.

“Proper chilling, reheating, and storing 

of time- and temperature-sensitive foods 

can really impact their quality, appeal, and, 

more importantly, their safety,” he said. 

“Retailers should monitor their products 

from the shoppers’ point of view. Step 

outside and walk through the department. 

What looks good and what doesn’t?”

The answers to those questions can 

have serious business implications. When 

asked to take the problems they had into 

consideration, 81% of customers who 

experienced no problems in the deli were 

likely to shop for prepared foods there 

again, while only 48% of those who had 

problems with the product said they 

would be back for more, according to the 

Tyson survey. When asked if they would 

recommend the deli to others, a similar 

drop-off was seen between the satisfied 

customers and the ones who experienced 

problems.
“Retailers need to know and understand 

their customers and their competition,” 
says Eardley. “If they’re getting beat out by 
a made-to-order place down the street and 
they’re not offering made-to-order, their 
freshness image could take a hit.”

The Tyson survey found that some food 
retailers are doing deli better than others.

Pittsburgh-based Giant Eagle, for 
example, together with its Market District 
banner, came out at the top of the survey.

that in-store, prepared-food opportunities 

will increase, and that demand for 

convenient, healthy food options will grow. 

Make sure it’s fresh
A study conducted Tyson Foods found 

that in the preceding three months nearly 

half of consumers experienced at least 

one problem when purchasing prepared 

chicken from their supermarket deli. And 

for many of the 48% who noted a problem, 

their grievance related to the quality and 

freshness of the product.

According to the Tyson study, which 

surveyed 4 000 deli customers, 70% 

percent of the respondents who had a 

problem cited issues with the product itself. 

About 24% said the chicken was too dry, 

and 16% said the product did not appear 

fresh.

At a time when consumers are 

gravitating toward fresh solutions in 

the supermarket, a lack of attention to 

freshness in the deli can doom operators’ 

efforts to attract these shoppers.

Mike Eardley, president and CEO of 

International Dairy-Deli-Bakery Association 

(IDDBA), said retailers need to put 

themselves in their customers’ shoes to 

understand how their deli departments are 

perceived.

“Freshness is truly in the eye of the 

beholder,” he said. “It can mean made-to-

order or made within the past couple days. 

It can mean picked yesterday or arrived in 

the store yesterday.

“No matter what concept you’re striving 

for, products need to be appealing,” he said. 

“They need to look good, smell good, and 

taste good.”

Jannah Jablonowski, a spokeswoman 
for the chain, said the retailer’s deli 
departments distinguish themselves with 
their emphasis on freshness. 

“We are dedicated to delivering Giant 
Eagle and Market District customers high-
quality food and the best overall value,” she 
says. “A focus on freshness and quality  –  
highlighted by unique offerings like Market 
District House Roasted Meats and our “Deli 
in a Hurry” freshly sliced, pre-proportioned 
meats  –  is one of our main points of 
differentiation in the deli department.”

The company’s “Fresh Every Day” 
programme ensures that deli meats are 
sliced fresh on the day they are purchased.

“This practice best exemplifies our 
commitment to fresh, and has helped us 
to earn the trust and satisfaction of our 
customers,” Jablonowski says.

“Don’t just tell the customer it’s fresh. 
Show them.”
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Protein
The protein component of the lunchbox 

provides a number of important essential 

nutrients such as calcium, iron and 

magnesium. Protein-rich foods are usually 

low-GI, too, which helps sustain energy 

levels. The best options include low-fat 

dairy snacks such as cheese sticks and 

slices, yoghurt, boiled eggs or lean meats.

Fruit
Fruit is an essential ingredient in a healthy 

lunchbox. Most fruits are naturally low in 

fat, sodium, and calories and are sources 

of many essential nutrients, including 

potassium, dietary fibre, vitamin C, and 

folate (folic acid).

Dietary fibre from fruits, as part of an 

overall healthy diet, helps reduce blood 

cholesterol levels and may lower risk of 

heart disease. 

Back-to-school shopping is part of 

life for a wide range of markets, from 

millennial parents with young children 

starting pre-school to older parents with 

children in college – not to mention 

students shopping for themselves.

Social media
Research indicates that two-thirds of 

shoppers are starting back-to-school 

shopping at least a month before school 

starts, so the sooner you roll out your 

promotions the better. 

Whether spending their own money or 

their parents’, children of all ages go online 

well in advance and use social media to 

check out the coolest clothes, supplies and 

accessories for back to school.

According to a study by smallbiztrends.

com, one-third of smartphone users and 

45% of tablet owners will be researching 

Back-to-School deals on their mobile 

devices. Further results reveal that 21.8 % 

and 31.4% of these respective mobile users 

will purchase supplies from smartphones 

and tablets. Ensure that all of your websites 

are mobile friendly, and develop an app for 

your business to increase your exposure in 

this demographic.

Create a tweet that draws attention to 

your products, and then offer a chance to 

win a Back-to-School shopping spree for 

anyone who retweets your post. You’ll have 

some great viral attention in no time.

Pinterest is now the third most popular 

social media channel, and its platform 

goes hand-in-hand with Back-to-School 

marketing. The search engine capabilities 

of Pinterest function exactly like Google’s 

keyword searches, so practice a little SEO 

when you are creating pins for the products 

you offer. Host an Instagram contest and 

ask followers to post a pictures of the 

coolest stationery, backpacks or lunchboxes 

for the chance to win a back-to-school 

stationery pack. 

Offer timely discounts and sales 
on back-to-school supplies
We can all remember what a drag those 

first few days back in the classroom are. 

Give students something to look forward to 

by providing fun perks. Nothing delights

students and parents more than saving on 

everyday items like pencils and notebooks. 

And you get bonus points for stocking 

creative stationery and items with kids’ 

favourite characters.

The bundle promotion
Families aren’t just looking to buy 

everything on the list of necessary school 

supplies, they’re looking to get the best 

deals on all-things-school. While you can 

certainly discount prices, you might 

consider bundling several products together 

as an attractive deal.

Contact your local school and get a list 

of stationery required for every standard. 

Pre-pack the stationery and offer to deliver 

stationery packs to the school. Make a 

donation to the school for every stationery 

pack bought.

Make sure that you advertise this service 

on social media, your website, posters in 

your store and at the school, as well as in 

your local newspaper.
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Prepare for the back-to-school 
shopping season

How to become the superhero of lunchbox ideas
Packing a lunchbox for school every day that will meet the approval of a fussy little 

eater is no easy task. Attracting a rush of grateful mothers to your store is really easy 

– offer ideas on interesting, healthy and affordable lunchboxes that their kids will love. 

Remember, you are competing with the 

convenience of school tuckshops. But you 

have a few things counting in your favour. 

School tuckshops often do not offer the 

healthiest of options. So you can do what 

tuckshops can’t – offer healthy, fresh and 

balanced options for school lunches. 

Supermarkets can offer more affordable 

lunchbox options. And the times we are 

living in require that we save where we can.

Children get hungry during school time 

and it is important to make sure that there 

is enough food to sustain them throughout 

the day. Unfortunately, they also get bored 

of certain foods quickly and can be quite 

fussy, so the more interesting and exciting 

their lunch boxes, the better. 

What a healthy, balanced 
lunchbox should consist of
High-fibre, wholegrain 
carbohydrates
Steer clear of the usual plain white bread 

that ends up soggy before lunchtime comes 

around. Suggest other options such as 

wraps, flat breads, grainy rolls, crackers, 

bagels and highfibre loaves. Using a variety 

of breads to keep things interesting.

By Tarina Coetzee



For supermarkets it is time to start 

planning for their 2018 back-to-school 

campaigns. While parents are rushing to 

pick up the supplies students will need 

in the classroom – such as notebooks, 

pencils, new clothes and the latest tech 

gadgets – they’re also browsing the 

grocery aisles to decide what their kids 

are eating before and during the school 

day.

A recent Nielsen survey revealed that 64% 
of consumers are making a concerted effort 
to buy healthier foods. And for parents 
(with children under 18) this means taking 
their kids’ health into their own hands 
during the school year. While parents 
who participated in a Nielsen survey are 
optimistic that school meals are healthier 
than they were five years ago, opinions are 
still mixed when it comes to the health 
of the meals served in schools. So before 
parents send their kids off to the classroom, 
they’re shifting their shopping habits for 
meals and snacks made at home. 

Rise and shine,  
it’s breakfast time
Many Americans (74%) agree that 
breakfast is the most important meal of 
the day. But for many parents with school-
aged children, morning can be the most 
hectic part, in between getting kids dressed 
and fed before starting their day. Despite 
this, more than half of survey respondents 
(54%) agree that breakfast is a meal made 
at home.

So what’s on the plate...or in the bowl...
every morning? According to Nielsen 
Homescan data, households with children 
aged 6-12 spend 45% more on kids cereal 
than total US households and are the 
primary drivers of total cereal sales in the 
country. But brands shouldn’t just focus on 
parents browsing the aisles – seven in 10 
parents say their kids ask for items from 
the cereal aisle while accompanying their 
parents at the grocery store.

Try options other than the traditional 
apple or banana to keep children interested.

Try alternating fresh fruit with dried or 
packaged fruit like sultanas or canned pears 
and peaches. Remember: fresh is best as it 
has fewer kilojoules and usually more fibre.

Snacks
Packaged snacks can help provide extra 
energy for active kids and help boost 
intakes of some nutrients. One positive is 
they add a little excitement.

Fluids
Fruit juice boxes and soft drinks are easily 
added to a lunchbox (and are guaranteed 
lunchbox stars, as voted by kids!). However, 
researchers suggest children drink no more 
than two sweetened drinks per week, 
including fruit juice. Water is best! 

Ideas for your store
Display all your lunchbox items in one 
place with appropriate signage. Give 
some examples of healthy, balanced and 
affordable options, as well as options for 
children with specific dietary requirements. 
Change your display on a weekly basis to 
help parents plan interesting lunchboxes.

Packaging is important, so stock some 
cool, colourful lunchboxes and other 
packaging options such as cooler bags and 
containers for fruit, nuts and sauces/dips.

Make sure that your display is also 
attractive for kids – they are after all calling 
the shots when it comes to lunchboxes.

■ Bread forms the basis of most lunch-
boxes and so stocking a variety will 
prevent boredom. 

■ Stock different spreads and fillings for 
sandwiches. Pair fillings to give ideas of 
what would taste good together.

■ No lunchbox is complete without at 
least one portion of fruit or vegetables. 
Suggest fruit that is easy to eat like 
bananas, berries, apples or dried fruit. 
Cut-up vegetables such as carrots, 
cucumbers or celery with a low-fat dip 
will also be very popular.

■ Nuts, trail mix, vegetable chips and 
cheese wedges can also be an exciting 
add-on to any lunchbox. You can make 
your own trail mix by mixing crunchy 
cereals with nuts and dried fruit.

■ Add yoghurt and drinking yoghurt to 
your display. 

■ Water and 100% fruit juice completes 
every lunchbox. Stock some funky 
bottles to make plain water taste more 
special.

While cereal is a staple for families year-
round, certain food items over-index during 
the back-to-school season (early July 
through the end of September) compared 
to the rest of the year. Parents spend 
more on eggs, yogurt, breakfast meats and 
toaster pastries, among other items, to get 
their kids ready for the classroom.

Lunch break!
Lunch time offers kids a break from the 
books – and a chance for parents to decide 
what goes in their children’s lunchboxes. 
Despite 44% of respondents reporting 
improvements in school cafeteria meals 
within the last five years, more than half 
of parents opt to pack a lunch. Forty-one 
percent of consumers want to set good 
examples for their families, which starts 
by eating healthier. And regardless of price, 
55% of consumers are willing to pay more 
if it equals a healthier choice.

But what consumers perceive as healthy 
options can shift. For example, cereal bars 
have long been considered wholesome 
snacks. However, these items have declined 
in sales in the last year in favor of fresh 
items like tems such as fruit, produce 
snacks and yogurts.

What’s in a snack?
When it comes to snacks, parents take a 
varied approach: 34% of respondents say 
they make their kids snacks from scratch, 
while 39% do not. However, whether 
snacking from scratch or not, 58% of 
parents believe they are packing healthy 
snacks for the school day. 

The surge in 
healthy snacking 
across America is 
making its way into 
lunch boxes. Four 
in 10 parents deny 
requests for snacks 
containing high-

fructose corn syrup content (39%) and 
artificial ingredients (35%) when children 
accompany parents during shopping 
trips. This paves the way for snacks with 
healthier attributes, such as produce snacks, 
yogurt and peanut butter. Parents are most 
likely to be swayed to purchase food items 
with the claims that they are made with 
fruits and vegetables (62%), high in fibre 
(57%), natural flavors (55%), low sodium 
(52%) and low sugar/sugar free (51%). 
www.nielsen.com
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Also stock your grocery aisles...
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Christmas. Dress can be as simple as some 

tinsel on their heads or red hats or even 

specially designed T-shirts with a festive 

message.

■ Father Christmas – consider hiring a 

person to perform this role. Have entry 

forms for parents to complete before a 

digital picture is taken of their child with 

Father Christmas. Photos can be emailed 

to the customers and you will have a 

substantial database for future promotions. 

■ Music – it is not recommended that you 

play Boney M. and Christmas carols non-

stop, as this will infuriate your customers. 

Rather spread these typical Christmas 

jingles among your normal selection of 

music and concentrate them during the 

last two weeks before Christmas.

■ Wrapping of presents – speak to a 

local charity group and ask them to have 

people at your store on Fridays, Saturdays 

and the five days before Christmas to wrap 

presents bought in your store in exchange 

for a small donation towards their charity.

Fresh departments
Your service areas can profit handsomely 

from the festive season, as consumers are 

definitely in a buying mood and many 

have received their bonusses. Look at each 

department and decide on how best to 

capitalise its activity in terms of added 

sales and profitability. 

■ Butchery – it is a good idea to put up 

a sign now to invite special meat orders 

for the season: roasts, racks of lamb, legs 

of lamb, pickled meat, hams, boerewors 

and braai packs all sell well at this time of 

the year. The process to prepare pickled 

beef should start before the beginning of 

October. Consider buying two or more 

braaing or barbequing machines to rent out 

for special functions.

How well 
are you 
prepared for 
Christmas?
By Hippo Zourides

Now is the time to put to bed all your 

preparations for the Christmas and New 

Year trade. Here is a short checklist to 

ensure that you do not miss out on the 

seasonal peak in sales.

“Are you serious? Must I start planning now 

for Christmas?” Guess what? If you leave it 

for later this year, you may as well miss out 

on all the opportunities of this profitable 

season.

The Christmas season varies from store 

to store and from area to area. In the inland 

areas of the country, Christmas shopping 

probably peaks at the end of November as 

many people go away during the December 

holidays. 

In the coastal regions, the increase in 

business is more noticeable over the last 

two weeks of December as both locals and 

visitors stock up for the holidays.

No matter where you are located 

geographically, the Christmas season 

should be a time when your overall sales 

increase substantially to represent up to 

20% of your annual sales. This means that 

the planning for this surge in business 

should be well thought through and every 

aspect should be considered.

We have compiled a short check list of 

the most important aspects that every 

retailer should consider when planning for 

the festive season. 

Store activity
■ Store decorations – one can spend a 

fortune on sufficient decorations for this 

time of the year and the best is to keep on 

building on the stock available. Areas to be 

covered should be the front of the store 

and the service departments, as there is no 

need to cover the whole store with tinsel.

■ Staff – it will be good to have the 

staff participate in the season’s festivities, 

especially during the last two weeks before 

■ Deli – cold meats, salads and cheeses 

will increase in sales not only because it 

is summer, but also due to the festivities. 

Snack platters are a big seller at this time 

and well-prepared brochures or photos will 

ensure that you book a number of orders 

for functions 

■ Fresh produce – the big sales will be 

in seasonal fruit as the variety increases 

dramatically at this time of year. Bulk 

displays will assist in bulk sales, so do 

not be conservative. Sweetcorn and 

salad ingredients sell exceptionally well 

provided they are fresh and attractively 

merchandised. 

■ Bakery – garlic-bread sales are probably 

the highest increase one sees in a bakery, 

followed by speciality breads, rolls and 

Christmas fruit cakes. Bakery hampers 

make a great impromptu gift. 

■ Wine – has your range got depth? 

Sparkling-wine sales are the obvious winner 

this time of the year and your selection 

should include both known valued items 

(KVIs), as well as lines where the margin is 

more acceptable. Boxed wine also increases 

in sales. If the supermarket owner is also 

a liquor-store operator, there are obvious 

benefits in increased liquor sales at this 

time of the year. One thing: beef up your 

staff complement at the bottle store as 

the queues at this time of year will negate 

all the good work done elsewhere in your 

supermarket.

groceries
■ Baking aids – lots of home baking takes  

place at this time of year. Analyse this 

section of your store and increase the orders  

not only of cake and bread flour, but also of 

all the other requirements for baking.

■ Dried fruit – these orders must be 

placed well in advance as often the limited
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supply chain runs out of stock as early as 

November. 

■ Mint jelly – you probably sell two to 

three of these during a given month. Stock 

up for Christmas, as well as all the other 

jellies and condiments required for the 

festive meals.

■ Puddings, custard and canned fruit 

– sales of these commodities increase 

dramatically in November and December 

as shoppers decide on their desserts, such 

as trifles as home-made puddings.

■ Mince meat – always difficult to predict 

how much to stock. The only way is to 

keep records every year and to look at the 

selling rate vs the overstocking of this very 

seasonal product.

■ Biscuits – the sales of salty biscuits 

probably increase by over 300% at this 

time of the year. Ensure that you have 

enough not only for Christmas, but for 

New Year celebrations as well. Sweet 

biscuits such as ladies fingers (Boudoir) 

also increase in sales as they are used in 

puddings

■ gift hampers – these can be made in-

store by the staff following a short training 

session. Ingredients can range from wines/

liquor and biscuits to sweets, biltong and 

dried fruit wrapped up with cellophane and 

a beautiful ribbon. Unsold hampers can be 

returned to stock after the season ends.

gMD
■ Toys – a no brainer! Even if you do not 

stock a range during the year, you must 

have a substantial range on display. Control 

the number of items over the R200 selling 

price and after Christmas consider keeping 

a small range of “shut-up” toys that 

mothers will buy for their off-spring as an 

impulse product or for the many birthdays 

celebrated in the classroom.

■ Festive crackers – a big seller this time 

of year. Endeavour to sell out by the end of 

December.

■ Braai equipment – due to our climate, 

many festive celebrations will take place 

outdoors or around the pool. You should 

be able to sell quite a range of braai 

accessories, folding chairs and cooler bags 

over and above charcoal and fire lighters.

■ Paper products – apart from paper 

serviettes, paper table cloths also sell 

well at this time of year. Do you have an 

attractive range on display?

■ Back to school – for many families on 

a tight budget, back to school items make 

an ideal Christmas present. Do not wait 

for after Christmas to display your back to 

school ranges

■ gifts – this is a dangerous area to wade 

into. However, a carefully selected range of 

giftware will create surprising sales. 

■ greeting cards – although a dying habit 

due to surge in electronic communication, 

there are still customers who prefer a 

handwritten message. Small cards to attach 

to gifts are a must-have.

■ Christmas decor – hopefully you have 

ordered these earlier this year, or you may 

be too late to stock up on these items. 

Many people still decorate their homes 

and/or offices for the festive season, so do 

not disappoint them. All leftovers must be 

boxed carefully and kept for sale next year.

■ Pool accessories and toys – even these 

can be seen as decent Christmas presents 

by some households 

There you have it. Proper planning for 

this very busy time of the year will make 

the implementation easier to achieve 

resulting in satisfied customers and a great 

improvement in sales and bottom line.
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Now we’ve taken that to a new level with  
the launch of our new Transcritical CO2  
test facility at our Midrand headquarters.
We’ve applied some innovative engineering of our 
own to typical CO2 refrigeration design principles to 
set  a new bar in the pursuit of greener, more efficient 
refrigeration systems. Our first site using the new 
Transcritical CO2 design will launch in early 2018.

responsible refrigeration

Matador Refrigeration (Pty) Ltd
Telephone : (011) 314-2880

E-mail: gnf@matador.co.za

E-mail: bgd@matador.co.za

Website : www.matadorsa.com

We actively support and 
urge all current and potential 
clients to consider the greener 
options for their systems and 
refrigerant choices. There’s 
no doubt that in the future 
all refrigeration globally will 
move to natural refrigerants.

Make the future 
happen now. 
Contact us to find out 
how our test results 
will work for you.

We’re testing the future 
… and it’s looking really green
Our years of experience in refrigeration has led us to become  
one of the leaders in the use of natural refrigerants in South Africa.



22
SUPERMARKET & RETAILER, AUGUST 2017

Mojo 
Market,
Sea Point
By Hippo Zourides

Watch out supermarkets in Cape Town! 

Your “share of throat” is being attacked 

by the new kid on the block. Your meal 

replacement department has a new 

competitor!

Sea Point in Cape Town is a suburb that 

always lagged its more famous neighbours 

such as Bantry Bay or Camps Bay or 

Bakoven or the Waterfront. In recent years 

Sea Point had degraded somewhat but the 

local municipality is determined to bring 

back some of its old glory, as an established 

suburb occupied by both young and old 

singles as well as young families.

The suburb is going through a renewal 

and such a renewal also happened along 

Regent Road where an existing building 

housing a range of downmarket outlets was 

gutted and converted into a vibrant new 

market, the Mojo Market.

The top floors of the building, owned by 

investor Robbie Lessem, had already been 

revamped in recent years with the launch

of the Mojo Hotel, 
an 80-room hybrid 
hotel offering a 
variety of rooms 
– from spacious 
self-catering studios 
and apartments 
to compact crash 
pads (based on the 
Japanese “capsule” 
hotel room model).

In partnership 
with Tara Lerner and 
Graeme Robinson, 
Robbie decided to 
gut the whole of  
the ground floor, 

which enjoys double volume, open up some  

big spaces facing the sea and designed  

a spacious modern market that has  

45 designer retail stores, daily fresh goods 

and 25 food vendors.

After looking at 30 renditions from 

two interior designers, Robbie and his 

team decided on an industrial design 

which incorporates art deco features with 

contemporary fusion elements.

Says Robbie “This is not a typical farmers’ 

market but a lifestyle market – it captures 

the energy of the city.” And he is right! The 

customer base ranges from local hipsters to 

families and tourists alike.

After browsing through the many 

clothing, gift and decor stalls, the shopper 

is presented with a wide array of appetising 

options for food and drink.

Whether one is looking for coffee, 

burgers, German food, Thai food, a bakery, 

STOREWATCH 

External view of the Mojo market.

A view of one of the hotel rooms.

 A view of the smallest rooms (less than 15m2).
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fresh produce, fresh meat, biltong, Cuban, 

Italian, Belgian, Israeli or Turkish delicacies, 

as well as a variety of cheeses, or pizza....

the list is endless.

Opened in April 2017, the 2 000m2  

space trades for long hours. Retailers trade 

from 9am to 9pm; food stalls from 10am 

to 10pm and coffee and burgers for  

24 hours.

There is no room service available at the 

hotel, but breakfast is served to guests on 

the mezzanine floor above the coffee shop. 

There are various mezzanine seating 

options available to the customers,  

ranging from the centre of the store to 

the western side with a great view of the 

activity below.

Apart from modern LED lighting, there is 

abundant natural lighting bathing the store. 

▲

The breakfast and coffee sections are open 24 hours a day and are easily accessible from the hotel.

The many interesting nooks and crannies in the market are sure to keep the clientele mesmerised.

Huge windows look over the Pavilion 

pools on Sea Point’s promenade and the 

ocean. Other windows open onto Regent 

Street to serve the passing trade.

The bar, serving all types of liquor and 

craft beer (both local and Belgian brands 

are evident), is located at the heart of the 

sales floor and large TV screens are on 

display for various sporting events. Plugs 

to charge computers and cell phones are 

evident throughout the sales floor and free 

Wi-Fi is also available.

Robbie, who is an animal lover, has 

decided to allow pets on a leash (or in 

control) to come into the premises and 

this has brought in many people from 

their daily walk on the Promenade into the 

store for either a quick coffee or a meal 

or a drink. The place has already become 

a meeting place for many Cape Town 

residents.Clothing stands complement the food presentation and are very popular among the clients.



The Cuban food stand is typical of the amount of space allocated to each outlet  
– small, concise and affordable for the operator.

A stage provides opportunities for local 

musicians and every night a different genre 

of listening music is played ranging from 

jazz to acoustic to swing to saxophone. 

On weekend evenings, a DJ plays music 

suitable to the clientele and the mood of 

the night.

The market’s Facebook page is very 

active and every day one of the stall gets 

the “vendor spotlight”. The food fare is also 

very well promoted on this social media 

platform and the interaction with guests is 

ongoing.

Tenants of each stall are compelled to 

use the centralised Pilot point-of-sale 

system and the partners of the business 

have full view of the performance of each 

outlet.

The site commands premium rentals 

for the small leasable areas and turnover 

clauses are also in place. According to 

Lessem, many tenants have already moved 

from the basic rental to the turnover 

clause rental in the first six months of the 

business.

A novel idea that is not easy to replicate 

(position, position, position!). The waiting 

list of prospective tenants is a sign that the 

model is working and will take away “share 

of throat” (both food and drink) from some 

Cape Town food outlets.
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STOREWATCH ▲
Handicrafts are encouraged by the owners and various stands display their wares.

The Market is very well patronised from opening (9am) until closing time (10pm).

The store lighting is novel and in the upstairs 
section the columns have been transformed 
into light trees.



The bar is located in the centre of the market and surrounds 
the refrigerated beverage display.
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▲

Even a travel desk is available for locals and tourists 
to book a variety of trips and adventures.



STOREWATCH ▲
Eastern cuisine has a number of options on display.

Healthy options are also available. German fare on display.

Organic fresh produce is also available on the premises.

Fresh flowers are sold next to the fresh produce section.
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▲

Turkish food on display.

View from the top mezzanine deck onto the main sales floor and the big windows facing the Atlantic ocean.
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STOREWATCH ▲

Some stands face Regent Street and have windows opening  
onto the pavement to serve passing traffic.

A scratch bakery produces a wide range of breads and morning goods.

The Baskins-Robbins range of ice cream is new to the country and 
available at the Mojo Market.

The Turkish range is on full display and is explained  
by the owner to any passer-by.

The oyster bar with its novel décor and amazing lighting cannot be missed.
Menus are well displayed and the customer 
can choose by browsing each stand.
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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.

INDUSTRY NEWS ▲

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 ▲

www.goscoraccessrental.co.za

Don’t *#@% around!
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you need the BEST!

24/7 24/7 Call us Anytime

SERVICE

HEAD OFFICE - JHB
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Chloorkop

Tel: 010 594 4357

079 519 6553
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3 Circuit Road, 

Westmead

Tel: 087 405 0020

082 803 5185

CAPE TOWN

5 Ferrule Ave, 

Montague Gardens

Tel: 021 510 7307

079 873 8251
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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.
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At Standard Bank, we know having the right partner 
makes a big difference in making sure you’re fully 
stocked throughout, that your stock is covered against 
any losses and that payments go through smoothly
and consistently. Our specialists offer meaningful 
advice and the right solutions to your business to 
ensure that your profi t margins increase while
your business expands.

standardbank.co.za

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

sale this year?”
“By making sure

you’re never out of stock.”




