
In the last few years, FLM has developed 

a new concept in the Cape Town CBD, 

called the Food Lovers Eatery. Focused 

on the downtown office market and its 

transient population, the Eatery model has 

moved away from the conventional FLM 

layout to one where the whole focus is on 

ready-to-eat basic as well as gourmet food. 

Convenience is the name of the game 

and the standards are world class. And now 

the offering is also available in Sandton, 

Johannesburg.

Very few packaged grocery lines are in 

evidence and we could not find any non-

edible products on the shelves.
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On arrival at the front door, customers enter the sit-down area where they can enjoy a snack or a meal selected from the Eatery

Food Lovers Eatery, Sandton  
– a new concept reaches Gauteng

Food Lovers Market (FLM) has for years upgraded their original Fruit & Veg City stores  
to FLM with the addition of all the service departments to its fresh-produce offering.
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Customers have an alternative venue at the Seattle coffee shop right next to the main entrance

Sit and enjoy
Outside the eatery’s front door is a sit-down area where customers can 

enjoy their favourite choice of food and drink purchased from the store.

To the left of the entrance is a Seattle Coffee Shop with a generous indoor 

sitting area, as well as an outdoor veranda facing Rivonia Road. Apart from 

its large variety of beverages, Seattle also sells a limited range of baked 

morning goods, such as croissants, muffins and the like. Patrons are also 

welcome to purchase, say, a sandwich at the Eatery and enjoy it with a 

coffee at Seattle.

Fruit juices and cut fruit
The Eatery is fitted out by the latest juicing technology for both fruit and/

or vegetable juices and smoothies, as well as a comprehensive range of 

ready-to-eat cut fruit. The area has been branded as The Fresh Society. While 

waiting for my juice to be freshly squeezed, I helped myself to a bowl of 

fresh fruit salad (of my choice), topped with yoghurt and drizzled it with 

honey for a scrumptious lunch.

The Fresh Society is dedicated to freshly squeezed juices (both fruit and vegetable), as well as cut fruit

The Seattle coffee shop sells a limited 
range of baked products, but its main 
focus is on good coffee



visualfabriq – Tiger Brands  Customer Story

How Tiger Brands is using new tech to radically   improve trade promotion results
There’s a lot of talk about how, even 
major FMCG companies are still planning, 
managing and trying in vain to optimise 
their trade promotions using spreadsheets. 
The likes of McKinsey rank the worldwide 
FMCG industry as lagging and floundering 
in its uptake of tech innovations, such as 
Artificial Intelligence (AI). This is particularly 
true when it comes to their sales 
organisations which have fallen behind 
their marketing counterparts. 

Finding a new generation  
tech solution
In a tough economic environment, where 
growth is hard to come by, pricing and 
promotions are critically important. There 
are a handful of FMCG companies who are 
looking for new and better ways to achieve 
growth, and in South Africa, and Africa, 
it is Tiger Brands who is leading the way. 
According to Alison Tetley, Commercial 
Excellence Manager at Tiger Brands, the 
FMCG giant embarked on a two year 
search looking for a new generation tech 
solution that would radically change the 
way they managed promotions to achieve 
improved growth. “Like most others, 
we did not have a true company-wide 
visibility across all our categories,” she says. 
“Every year, the market becomes more 
competitive and more challenging, but 
you are still planning and making decisions 
without having a single version of the truth 
and the insights you need to properly 
evaluate what actually works.”

The solution 
Tiger Brands search for a solution took 
them to Europe where they selected, what 
was at that time a start-up, visualfabriq. 
Co-founders Jaco Brussé and Carst Vaartjes 
were both former FMCG professionals who 
built the visualfabriq platform because they 
had not been able to find the solutions 
they had wanted to improve trade 
promotion revenue management. Brussé, 
who had previously worked in South Africa 
for The Kellogg Company and Iams, had 
a good understanding of the local market 
and where it differs from Europe. With an 
agile, Software as a Service (Saas) platform, 
he knew that visualfabriq’s TPM solution 

could be flexibly tailored to meet the needs 
of FMCG companies in South Africa, and 
any other country.

In May 2016, Tetley led the Tiger Brands 
team in the implementation of their 
customised Commercial Analytics Tool 
(CAT). Working closely with visualfabriq and 
their South African change management 
partner, EOH, they began the massive task 
of pulling together and mapping all their 
various data streams. “Probably our greatest 
learning so far has been that ‘your data is 
more important than you think,” says Tetley. 
“It’s an incredible task to pull together the 
internal and external sources of data for an 
entire company across multiple categories 
where data systems and processes are 
typically not standardised. A change 
management process is critical because 
this phase is naturally challenging and 
burdensome.”

In the case of Tiger Brands, where 
the organisation is so big and there were 
eight different external data sources, the 
implementation was based on internal data 
and just one external source in order to get 
the solution up and running quickly – this 
still amounted to more than 500 million 
data records integrated in the tool!

A year later, the tool went live with the 
expectation that it would still take time to 
validate some data. Tetley reports that by 
October 2017, most of the major data issues 
had been ironed out. The ongoing change 
management process was important 
to ensure that Tiger Brands teams were 
not only skilled at using the tool but also 
accepted the new way of working. A further 
six months of use yielded insights the 
organisation had never had before. 

“This one group view is incredible,” 
says Tetley, “It enables us to truly 
build institutional knowledge which is 
kept through the system. In the past, 
relatively few people would have real 
insights into what works and doesn’t 
work through data evaluation and 
validation, and data base analytics. 
Now we have one version of the truth 
and widespread proof so insights can be 
shared and kept within the organi sation 
even if there’s a change of staff.”

AI the new frontier  
for optimising promotions
The visualfabriq platform and tool makes 
unique use of applied Artificial Intelligence 
(AI) and delivers ‘Best in Class’ advanced 
analytics according to leading industry 
analysts. Over time, machine learning 
ensures that prediction models get even 
more and more accurate. 

Tiger Brands is still in the early stages of 
using the tool and have yet to fully apply 
the AI features, but valuable insights are 
still evident. “We are not yet at the stage 
of taking what the system says as gospel. 
We still need more time and more data,” 
she says. “But we are definitely using the 
insights to guide, to answer questions 
and stimulate discussions of how we can 
improve pricing and promotions in order 
to achieve better forecasting. 

What is important is that our Customer 
Managers are no longer ‘doing business 
as usual’ instead our sales team is using 
the system for improved pricing tactics 
and support mechanisms, better timing 
of promotions and media choices. This 
is leading to more confidence in trying 
something new. For example, if we now 
have the guidance from the system that 
a ‘two for a price’ promotion for a particular 
brand is our least performing promotion, 
we can rather try out ‘three for a price’ and 
‘four for a price’ or any other mechanism for 
that matter, and see if we get better results. 
Of course, promotions are a blend of art 
and science, and data alone will not be 
used to make decisions. Rather than relying 
entirely on the system, other factors, such 
as experience will be taken into account. In 
essence, this is a journey we have started 
out on where we will be able plan, manage 
and optimise those promotions that 
deliver the best results both for us and our 
customer.”

Win Win customer relationships
The visualfabriq platform has the capability 
to interpret promotions from both the 
manufacturer and retailer perspectives, and 
so shapes an entirely different customer 
relationship. The FMCG company and 
retailer can abandon their typical approach 



How Tiger Brands is using new tech to radically   improve trade promotion results
when it comes to trade spend, and instead 
use a single version of the truth to fully 
collaborate in delivering what the shopper 
actually wants. 

Tetley explains that now that the Tiger 
Brands team has had something to show, 
they have already met with one of their 
major customers to give them an under-
standing of what they are doing. “We’ve 
had quite a good response,” she says. 

“They can clearly see the major 
benefits of using far better insights to 
jointly forecast better and improve 
decision-making. It’s not a case of 
reducing promotion activity; it’s about 
the common sense in eliminating 
the ones that don’t work for either 
of us, and investing in promotions 
that give us both an optimal result 
because we’ve ultimately succeeded in 
effectively meeting shoppers’ needs.”

Tetley credits visualfabriq, which is now 
a rapidly scaling-up global company with 
offices across the world, for their ability to 
accommodate Tiger Brands’ unique vision 
of what they want the tool to do for them. 
“They have really worked very closely with 
us and are committed to giving us the 
best version of what we had envisioned,” 
she says. “What we have is an evolving 
system and the opportunities to easily and 
quickly tailor it to be as useful as we can 
make it. It was really important that the 
solution could be so easily adjusted to suit 
the African market and accommodate our 
South African nuanced approach to doing 
business globally.” 

About visualfabriq:
visualfabriq provides game-changing, 
revenue management solutions to 
FMCG companies, empowering them 
to be fit for the future. The capabilities 
of employees are augmented and more 
profits are generated by the fundamental 
restructuring of commercial processes 
through the integration of data, AI and 
workflows. visualfabriq Global HQ is 
based in Maarssen, The Netherlands, 
and the company currently has offices 
in Johannesburg, London, New York and 
Barcelona.

Want to learn more about how visualfabriq works?
An upcoming visualfabriq Inspiration Session will be held in South Africa during the 
last week of November 2018. This business breakfast event will take place in Johannesburg 
to enable FMCG professionals to engage with visualfabriq global HO thought leaders as 
well as senior execs from Tiger Brands. Experience the new reality where profitable trade 
promotions can be planned, managed and optimised in just a few minutes.

Event details
Wednesday, 28 November at 7H30 at the Radisson Blu Hotel, Sandton

Participation is free-of-charge and by invitation only.  
If you would like to attend, please email 

Tremayne Linder at tlinder@visualfabriq.com
Or, call him on 082-336-8181

Jaco Brussé, co-founder of visualfabriq, will be 
a key speaker at our visualfabriq inspiration event 
to be held at the Radisson Blu Hotel, Sandton on 
November 28. He has had extensive exposure to 
the South African FMCG and retail markets

The goal of the analysis 
is to understand why 
certain promotions are 
lose lose, and how do we 
get them to be win win. 

Promotion Analysis: Profitability 
for Retailer and Manufacturer

Profitable for retailer  
not manufacturer

Lose-lose for 
manufacturer & retailer

Win-win for  
manufacturer & retailer

Profitable for  
manufacturer not retailer

Each colour = a different promotion

Circle size = Promo turnover

For more information, please visit:  
https://visualfabriq.com/sa-event
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Fresh produce
The traditional FLM layout of fresh 

produce, which not only takes a huge 

amount of floor space but also 

contributes a huge ratio to sales, has 

been turned on its head to make 

space for a small section selling 

mainly loose easy-to-consume items 

required by office workers and the 

like. One can still buy a thriftpack 

of apples, but will not find any 10kg 

pockets of potatoes on display.

Nuts and dried fruits
The usual FLM dispenser display of 

dried fruit, sweets and nuts in on 

display. Customers serve themselves 

with their choice of product and 

the assistant weighs and labels the 

purchase.

Help yourself
Customers who do not wish to order 

and wait for their food have many 

choices in store.

Self-service displays of cold salads 

and hot food are available in mouth-

watering displays and during the 

rush hour (11.30am to 2.30pm) the 

free-standing units are surrounded 

by happy customers from the nearby 

offices who are able to change their 

daily choice every time they visit the 

store.

Many prepacked meals, such as 

Chia pots, fruit salad and custard 

(and many more) are available for 

those who want to grab-and-go. In 

fact, a special fridge is strategically 

located and is stocked with ready-

to-eat options, such as sandwiches, 

wraps, cool drinks and water. A wide range of chia pots is manufactured on site and available on a self-service basis

The fresh-produce 
department is not as 
comprehensive as the 
normal Food Lovers 

displays. The produce is 
there for convenience 
shopping mainly to  

the office trade

We are about 
sustainable 
refrigeration

www.proactiverefrigeration.co.za DURBAN: 031-201-5293         CAPE TOWN: 021-713-1701

Design, installation and maintenance of energy-efficient, contemporary refrigeration since 1998

The future of refrigeration
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The self-service 
salad bar has 

a huge variety to 
choose from
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The self-service hot-food section, where all merchandise is sold by the kilogram

The lunch-hour trade is the top-selling time at the Eatery, when hundreds 
of office workers descend on the store

Let us serve you, but quickly
The balance of the 1474m2 store consists of 

a range of service departments manned by 

well-trained staff to cope with the enormous 

lunch hour rush. Up to 90 people are employed 

by the Eatery, which is located in the new Marc 

building on Maude Street, Sandton (across the 

road from the Johannesburg Stock Exchange 

and many bank headquarters and other 

business headquarters).

The consumer is spoilt for choice, seven 

days a week from 8:00 to 19:00. Owner Mario 

Petim, who has owned most of the Cape Town 

Eateries, has many years of food experience and 

has learnt many lessons since entering this new 

format. “For example, we chose not to introduce 

certain departments that did not work well in 

Cape Town, but have introduced new concepts 

which will work well for this area,” says Petim.

He employs a whole team of people, 

including qualified hotel/restaurant chefs, who 

work a full night shift to prepare the offering for 

the next day and do a deep clean of the prep 

areas. The day shift’s job is to cook and serve 

the food to the customers.

The service departments consist of

■	 Panini and wraps

■	 Sushi with the latest poke options

■	 Focaccia and pizza

■	 The Food Junction sells burritos, schwarmas 

and seafood

■	 The Grill Shack serves hamburgers, grilled 

chicken and steak rolls

■	Bakery – bread, rolls and cakes



CAPE TOWN (HEAD OFFICE): c/o Iscor and Oop Street, Bellville South.  Tel: 021 951 2401  |  Fax:  021 951 2358
GAUTENG: Jan Smuts Park, Unit 2, Jones Street, Jet Park, Johannesburg.  Tel:  011 397 6061  |  Fax:  011 397 6275
KWAZULU-NATAL: Unit 5, Heron Park, 80 Corobrick Road, Riverhorse Valley, Tel: 031 569 1517  |  Fax: 031 569 1477

Website: www.tombake.co.za

Take 
advantage 
of the new 

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

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

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

Tombake offers all existing customers a complete retrofit  
for their old electric manual control ovens.

Note: We reserve the right to both technical, as well as design modifications
Call us for competitive prices

36% less usage  
during start-up

46% less usage  
during baking cycle

95% less usage  
during idle time

TOMBAKE CAN HELP YOU  
KEEP UP WITH TECHNOLOGY

info@tombake.co.za



Petim estimates that 90% 

of the food is consumed on 

the premises in the sit-down 

area, while the balance is 

taken away for office or 

home consumption. From our 

observation, more than half 

the day’s turnover is achieved 

during the lunch hour, when all 

the tills are manned (cashiers 

are allowed to have their 

breaks only before or after this 

rush hour). A further selling 

peak occurs as the office 

workers make their way home 

after work.

The newest trend in his 

array of food offerings is the 

swing to health, according to 

Petim. “Meat free, vegetarian 

and vegan are definitely new 

trends that must be catered 

for in today’s health conscious 

environment.”

Retailers are encouraged to 

visit the store and look out for 

ideas that may be suitable for 

their own specific locations. 

You will not be disappointed!
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An island display of various focused foods guides 
the shopper to the panini or wrap section
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The Grill Shack is where customers go to order 
hamburgers, steak rolls or grilled chicken

…or to the sushi area …or to the focaccia area

Above left:The snake queue on 
the way to the checkouts is well 
stocked with tempting ranges of 
impulse purchases

Below left: The nut and dried fruit 
dispenser area is labelled “Health 
& Happiness”

Below right: The open layout 
enables customers to easily view 
their choices
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Freshly baked bread, rolls and cakes are on display in this corner of the store

The Food Junction is the name given to the burrito, schwarma or seafood take away area

Signage is plentiful in the store and all signs are visible and easy to digest
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A comprehensive  
dairy and cold-meat 

section satisfies  
the needs of the 

shopper

The refrigerated 
display caters for the 

grab-and-go customer 
who does not want 
to wait at the service 

departments


