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Make the most  
of cold comfort
New Finance Minister Tito Mboweni delivered a bitter reality check in his 

first medium-term budget policy statement. It outlined the difficult choices 

government has to make to balance its cheque book.

The short story is that the economy can only get worse. Over the next two years, 

the consolidated budget deficit will be 0,6% more than previously projected. It’s no 

guess where government will look to finance the deficit – from me, you and your 

customers.

The removal of VAT on white bread flour, cake flour and sanitary pads from April 

next year to help low-income shoppers may be good politics, but it will be swamped 

by all the other cost increases coming our way.

Meanwhile business has to go on. And while talking about money...

Every retailer needs to access some form of finance at some point in the lifetime 

of his business.

Start-up finance is probably the most critical, but issues such as general expansion, 

improvement of infrastructure such as new management systems and store 

remodels are also likely to call for external funding.

So our feature on finance explores the different forms of finance that will suit the 

needs of your businesses.

But the economy is not the only cause for concern.

Crime in all its forms has become more pervasive. It is not only theft and robberies 

that pose a threat for businesses. Criminals do not even have to enter your store 

anymore to steal from you. They can do it from any location in the world.

According to insurance specialist Allianz’s 2018 Risk Barometer, business 

interruption and cyber incidents are seen as the biggest risk for companies today. 

Cyber-crime can lead to business interruptions. This is a clear reason why cyber 

security should be a major focus in your business.

Cyber-crime is no longer just the nuisance it started out to be in the early days. 

It is a massive underground industry estimated to rake in about US$600 billion per 

annum, just in data and trade-secret or IP theft. This affects both consumers and 

retailers.

A major danger for retailers is that the importance of the safety of personal 

information collected from customers is not necessarily always fully realised. 

In our Safety and Security feature we address the issue of cyber security and look 

at ways you can keep cyber criminals far away from your store. 

Another threat to your businesses is credit card fraud. Carried out by very 

sophisticated criminals it can cost your business dearly. High levels of fraud may 

even result in the termination of the merchant agreement and the retraction of card 

POS terminals. So, in the second part of our Safety and Security feature, the South 

African Banking Risk Information Centre (SABRIC) offers some advice on how to 

avoid credit card fraud in your store.

But not everything is so bad that it cannot be helped by a little bit of ice cream.

Our Ice Cream and Dairy feature explores some of the latest ice cream product 

trends and tries to predict what your customers will buy more of this summer.

This may be cold comfort, but every extra sale makes a contribution. We look 

forward to helping you find more of them.

Enjoy the read

Stephen Maister

EDITORIAL



Red Bull launches 
limited edition 
Coconut & Berry 
flavour

Red Bull unveiled 

the latest in their 

Editions series 

with the launch of 

its 2018 Summer 

Edition in a 

delicious Coconut 

& Berry flavour.

Delivering 

a smooth, fruity 

take on the taste 

of the classic Red 

Bull Energy Drink, 

Red Bull. 

The Summer 

Edition Coconut 

& Berry will begin

hitting shelves just in time for the warmer 

days ahead, available for a limited-time 

only from the beginning of October. 

Offering the same benefits of Red 

Bull Energy Drinks, Red Bull The Summer 

Edition Coconut & Berry provides the wings 

needed for the summer season. The energy 

drink has an initial coconut taste profile, 

which then blooms into a fruity berry finish 

that’s fresh, floral and creamy.

This Red Bull energy drink contains 

only 160 calories per serving. Appreciated 

worldwide by top athletes, busy 

professionals, college students and 

travellers, it contains caffeine, vitamin B12, 

niacin, vitamin B6 and pantothenic acid.

Red Bull The Summer Edition Coconut 

& Berry Flavour is available in 250 ml cans.

2 | SUPERMARKET & RETAILER, SEPTEMBER 2018

NEW PRODUCTS/ PROMOTIONAL CALENDAR

 
Promotional Calendar

1 DECEMBER 
Eat a Red Apple Day
World AIDS Day
2 DECEMBER
Fritters Day
9 DECEMBER
Pastry Day
16 DECEMBER
Public Holiday: Day of Reconciliation
Chocolate-Covered Anything Day

20 DECEMBER
Sangria Day
24 DECEMBER
Egg Nog Day
25 DECEMBER
Christmas Day
26 DECEMBER
Public Holiday: Day of Goodwill
31 DECEMBER
Champagne Day

1 JANuARY
Public Holiday: New Year’s Day
4 JANuARY
Spaghetti Day
5 JANuARY
Whipped Cream Day
6 JANuARY
Shortbread Day
6 JANuARY
Bean Day
8 JANuARY
English Toffee Day
10 JANuARY
Bittersweet Chocolate Day
14 JANuARY
Curried Chicken Day
14 JANuARY
Hot Pastrami Sandwich Day

16 JANuARY
Hot & Spicy Food Day
19 JANuARY
Popcorn Day
20 JANuARY
Cheese Lovers Day
Granola Bar Day
23 JANuARY
Pie Day
24 JANuARY
Peanut Butter Day
25 JANuARY
Irish Coffee Day
27 JANuARY
Chocolate Cake Day
30 JANuARY
Croissant Day

December 2018

January 2019
Skin Cancer Awareness Month (SunSmart)

Have a yoghurt!
Voted SA’s number-one double cream plain yoghurt at the 2018 SA Dairy Champion-

ships, there’s no limit to what you can do in the kitchen with these delicious flavours. 

Made with real ingredients and available in a range of flavours, your indulgent treat can 

be enjoyed at any time of the day. Make any meal interesting with our Double Cream 

range available in various pack sizes to suite your needs! They are also gelatine and 

gluten free. Lancewood Double Cream Yoghurt is available in five variants: Double Cream 

Plain Yoghurt , Double Cream Coconut Yoghurt, Double Cream Vanilla Yoghurt and Double 

Cream Mixed Berries Yoghurt and Double Cream Apple & Cinnamon Yoghurt and comes 

in 1kg (R31,99) , 500g R19,99) and 150g (R9,99) servings.

Our Mobi New Products site is 
dedicated to the latest in product 

and packaging innovation and sends 
a notification right to the palm of 
your hand as the launch happens.

Go to m.supermarket.co.za to see  
the products featured. A free 

subscription  
offers you the  

full functionality  
of the mobi site. 



I also filled in the “Contact Us” form to 

ask a simple question, not optimistic that 

I would actually get a response. And I was 

absolutely right!

What was missing on the “Contact Us” 

tab, however, was a phone number. Believe 

me when I say that I searched and searched 

and searched, and clicked around the whole 

site. It was very frustrating, because I also 

wanted to chat to someone live. I am, after 

all, 61 years old, and I cannot trust you 

if I can’t look you in the eye, or at least 

talk to a live human being on the end of a 

phone. Now I certainly don’t hold the past 

on a pedestal, and I am certainly not going 

to demonise the future. I accept that the 

internet and social media have won the 

marketing battle.

I asked the marketing director why there 

was no number on their website and he 

said that the company wanted customers 

to use the form. So I asked how their 

customers wanted to contact them, and 

this is the response I got: “Well you see, if 

we put in a phone number, then they are 

going to call all day long.”

And I’m like, “Who, your customers? Your 

customers are going to “call all day”? Aren’t 

they actually just trying to reach you?”

For me this is social engineering* at its 

worst, and your business may be driving 

your customers to your competitors who 

don’t do this. Most businesses all over the 

world are broken, and there’s a service crisis 

that seems impossible to solve. 

I always get the same response from 

senior managers: “Well, you know, it’s so 

difficult getting young people motivated to 

take care of customers in today’s world.” 

It’s quite strange, but these same young 

customers seem to be very fired up when 

they are with each other. They seem to be 

able to focus on social media for hours at 

a time. And just watch them arranging a 

party or a wedding that their friends will 

attend!

Somehow it all seems to fall apart when 

people come to work and there is definitely 

a crisis of customer service everywhere you 

go today – including your business. But it 

doesn’t have to be so. Consider this next 

illustration.

Nobel Economics Prize winner Daniel 

Kahneman tells the story of when he was 

a seven-year-old Jewish boy caught up 

in Nazi-occupied Paris during the Second 

World War. One night, well past the 

curfew time, he realised he had spent too 

much time with a friend, and, wearing his 

sweater with the Star of David sewn into 

it, he ventured out. Very close to home, he 

suddenly encountered an SS soldier with 

a black uniform, and he was terrified. And 

then the soldier beckoned him over, and 

before Kahneman realised it, the soldier 

picked him up and hugged him. He then 

put him down, took out his wallet, and 

showed young Daniel a photograph of his 

own little son, and gave him some money. 

A trained killer could still find it in his 

heart to do something nice, and although 

it affected Kahneman and his later work 

on how irrational human beings are, the 

seven-year-old was totally confused.

Service is all around us. From the 

moment we are born, we depend on our 

parents and others to serve us with food, 

clothing, protection, help us when we are 
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By Aki Kalliatakis   DELIGHT YOUR CUSTOMERS

In spite of what you think, 
people love serving others
I was chatting to the marketing director of a company that most of you are familiar 

with, and I had already spent some time looking at its website. It seemed flamboyant 

enough, and the content was quite fascinating and eye-catching.



sick, teach us what to do, and, of course, to be loved. As we grow, 

teachers, doctors and sports coaches also take on this role, and 

then we study and join a company. Hopefully, our managers and 

our associates are successful in serving us too, and the government 

and broader community helps us through service. As we become 

parents, we are service providers to our children, and in a reversal of 

roles, we become caregivers to our aging parents. We live in a world 

completely suffused with service.

When you look at how we use the word “service,” there are 

a huge number of words associated with it, medical service, counter 

service, roadside service, delivery service, even self-service. There 

is military service, traffic service, public service, the foreign service, 

church service and a memorial service. But there seems to be a 

huge divide between the low quality of service and the high volume 

of it. With service all around us in our lives, why does this happen? 

Maybe it’s because we think that service is slavery, or servility, 

subservient, or being humiliated by others. “Customer service” is 

the department where customers go when they are unhappy. 

And yet everyone knows that being of service to others helps us 

to sleep better at night. The company is better off, managers are 

happier, and people love, and feel proud of, the fact that they were 

able to help others. It gives us a sense of fulfilment and inspires 

deep gratitude from other people. It uplifts everyone around us.  

It is the reason we are alive. As Albert Schweitzer put it: “I don’t 

know what your destiny will be, but this I know: the only ones 

amongst you who will be truly happy, are those who have sought 

and found a way to serve.”

The people on your team are the ones who make service come 

alive, and make it real with the actions they take every day. They 

can be creative, motivated and inspire your customers and each 

other. Zig Ziglar probably put it best when he said, “You will get 

all you want in life, if you help enough other people get what they 

want.”

*Social Engineering: Usually defined as the use of centralised 

planning in an attempt to manage social change and regulate the 

future development and behaviour of a society. 

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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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





Debit cards
A PIN number is an added security feature 

of chip and debit cards. To complete 

transactions with chip and debit cards 

the PIN number must be entered into the 

POS terminal. Be aware of observers who 

attempt to observe a cardholder entering 

the PIN number and advise the customer 

to block the PIN pad when the PIN is 

entered into the POS terminal. 

Debit card transactions are always 

PIN authenticated. When a MAESTRO or 

ELECTRON debit card does not require a 

PIN, it is suspicious. This may indicate that 

the card has been cloned with a credit card 

number and not a debit card number (this 

is captured on the magnetic stripe). Refuse 

Card fraud 
can cost you
Credit card fraud can cost your business 

dearly. High levels of fraud may result 

in the termination of the merchant 

agreement and the retraction of card 

POS terminals. 

Take care to monitor your revenue 

(volumes and values) in order to identify 

unexpected and abnormal transactional 

behavior. 

Abnormal transactions may indicate 

fraud. Do not do refunds to any card  

other than the original card presented 

for the purchase. Report suspicious 

transactional behaviour to your bank to 

investigate.

Look out for  
customers that:
■ Make random purchases, selecting items 

with little regard to size, quality or value.

■ Provide you with an authorisation 

number that they allege to have 

obtained from the bank.

■ Cannot provide identification when 

asked, or asks what the floor limit is and 

makes small purchases to stay under the 

floor limit.

■ Purchase an unusual amount 

of expensive items – beware of 

transactional values above the norm.

to do a transaction if the POS terminal 

does not require a PIN. Refuse to do a 

transaction if the card numbers on the card 

face and the electronic slip are not the 

same.

Card skimming
Card skimming to create cloned cards 

is a rapidly growing type of card fraud. 

Skimming at your store could be of huge 

reputational and financial risk to you and 

your business

Skimming is a method by which 

magstripe information on a legitimate 

credit card is obtained and transferred 

to a cloned card, which is later used 

fraudulently. The legitimate card and 

the cloned card copy are electronically 

indistinguishable.

Typically a collusive employee accepts 

a card from an unsuspecting cardholder, 

processes the correct transaction, but also 

performs an additional swipe through a 

skimmer which the employee later hands 

over to a criminal. The criminal then uses 

the captured data on the skimmer to create 

cloned cards. A skimmer can be as small 

as a lighter or smaller and could therefore 

easily be hidden under a jacket.

Business owners should take special care 

before employing staff that have not been 

carefully screened and whose references do 

not come from known and trusted sources.

When to report a credit card  
to the authorisation centre
■ You believe you have a counterfeit or 

altered card;

■ The presenter/transaction is suspicious;
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■ The signatures do not match;

■ An account number on the printed sales 

voucher differs from that on the card; or

■ The customer does not have his card 

with him and insists on purchasing 

goods with a credit card number only.

When you accept fleet cards
■ A fleet card is issued to a specific vehicle 

and may only be used for purchases for 

that vehicle.

■ The card number on the POS voucher 

must match the number on the card.

■ The vehicle registration number and 

description of the vehicle on the 

forecourt must match the details 

embossed on the fleet card.

■ No drums, containers or tankers may  

be filled

■ Manual or supervisor-overridden 

transactions must be accompanied  

with an imprint of the card as proof  

that the physical card was at the 

forecourt. The card number on the POS 

voucher must match the number on  

the card.

■ Spares bought over the counter should 

be for the vehicle as described on the 

card. Cards are embossed with the 

description of a vehicle. If necessary, ask 

for a copy of ID or driver’s license.

■ Do not supply loose tyres. Tyres should 

be fitted to the vehicle on the premises 

and should match the description of 

the vehicle and registration number as 

embossed on the fleet car.

■ No cash may be drawn on these cards.

■ Oil and any other lubricants may not  

be sold as takeaway products. The 

vehicle has to be topped up at the 

forecourt.

■ Watch out for a person who pays in 

advance on a card, advising that another 

vehicle will collect the fuel later.

■ Do not split transactions to avoid 

authorisation. 

■ The POS device will request an 

odometer reading on all fleet cards. 

Check that the card has a full 

description of the vehicle, registration 

number and tank.

Additional information supplied by the  
South African Banking Risk Information Centre 
(SABRIC).

According to insurance specialist Allianz’s 

2018 Risk Barometer, business interruption 

and cyber incidents are seen as the 

biggest risk for companies today. Business 

interruption can occur due to cyber 

incidents and it is clear why cyber security 

should be a major focus in your business.

Cyber-crime is no longer just the 

nuisance as it started out to be in the early 

days. It is a massive underground industry 

estimated to rake in about US$600 billion 

per annum, just in data and trade-secret or 

IP theft. This affects both consumers and 

retailers.

The danger in the retail sector is that 

the importance of the safety of personal 

information collected from consumers is 

not necessarily always fully realised. Most 

organisations are complacent about their 

security, seeing it as a “bolt-on” and grudge 

expense that, once in place, can be left and 

largely ignored. Your IT infrastructure is only 

as safe as the awareness of your IT team 

or the service provider that maintains it. If 

the security components themselves are 

not safe-guarded too, such as SSL (secure-

sockets layer) certificate private keys, you 

are just as exposed.

Unfortunately, cyber-attacks are only 

taken seriously once an organisation has 

been breached and the damage has already 

been done, says Nina Nortje, technical 

director of ICT consultancy Xpertease.

The introduction and legal requirements 

of the Protection of Personal Information 

Act (PoPI) is placing some responsibility 

on organisations that collect data about 

consumers, however like properly securing 

IT, most companies are not implementing 

it correctly – or at all. The introduction of 

PoPI once again underwrites the sensitivity 

of client information and the responsibility 

of the collector to safeguard it.

The most obvious area in information 

protection is the client information 

databases, however other less immediately 

noticeable are targets such as:

■ Alteration of logistics instructions;

■ Brand terrorism such as altering 

ingredient labelling where a store prints 

its own product labels; and

■ Price alterations

Components such as email, financial 

management and other line-of-business 

systems, as well as social media and 

websites are also targets.

A real threat that is easily overlooked is 

the human factor, where staff members 

may not consider the information that  
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Protecting your businesses 
against cyber attacks
Gone are the days when a retailer’s biggest fear was an armed robbery at his store. 

Criminals do not even have to enter your store anymore to steal from you. They can 

do it from any location in the world.



periods between these regular checks.

Areas that are just as important that are 

usually overlooked are:

■ User education (digital security literacy). 

Users are easy targets for phishing and 

whaling attacks. These are methods where 

someone purporting to be a legitimate 

representative of a trusted institution 

attempts to get valuable information on 

your own data, or on your customers.

■ Backups and regular viability testing of 

the backups.

■ Keeping up to date with threats, or at 

least ensuring you have a security partner 

that keeps you up to date and advises on 

remediation or prevention methods.

■ Have an incident response plan, such 

as our BattleBox™ solution (a collection 

of all backups, software and documented 

processes to recover your entire environ-

ment from scratch).

In terms of PoPI, once the data you have 

collected is no longer required, such as 

in the case of competition entries, you 

are obliged to remove and destroy the 

information. The same goes for information 

of a customer who no longer wants to 

take part in your loyalty programme. This 

protects your company as well as the 

consumer.

Without knowing details of the breach, 

it is not possible to accurately determine 

the extent of the damage, and furthermore 

some damages may only be realised much 

later after the hack. But the harm will be to 

your business as well as to your customer.

To the customer the damage could be 

financial loss, identity theft, annoyance 

and the risk of further social engineering 

attacks.

The damage can be extensive to the 

a company collects as sensitive or valuable. 

This is where social-engineering is an easy 

entry point.

Your ICT company can use controlled 

social-engineering awareness campaigns 

where users are intentionally challenged 

with common tactics used. If a staff 

member replies to the attack and supplies 

the information requested, they are 

identified as needing training – in most 

cases immediately. Where a staff member 

reports the attempt as suspicious, there is 

an incentive for that staff member.

Changing trends in security risks 

mandates on-going education about 

evolving cyber threats. And as much as 

your ICT service provider tries to work 

around such risks and inform people of the 

risks, the perpetrators keep working on new 

ways to fool people and breach security.

Be aware that there might be scams 

around your customer-loyalty programmes. 

There were instances reported where fake 

apps were used to get hold of customer 

information.

 What steps should be taken to 
make sure your data and other 
information are safe?
The natural and expected answer is to 

implement technology measures such as 

firewalls, anti-malware systems, data-

leakage prevention and similar components. 

However, as the IT needs of your company 

change, security requirements must evolve 

with your environment.

It is paramount that security measures 

should not be a bolt-on function to your 

IT infrastructure, but an integral part of 

it. That means that security must be an 

important prerequisite right from the initial 

IT planning (systems and operations) to the 

daily routine maintenance.

In IT implementation, there is a triangle 

of security: functionality, security and 

practical usability. That is why you need a 

security expert to design an environment 

so that security measures don’t make the 

system unusable or too tedious to use.

Regular security reviews should be 

done of the infrastructure and security 

measures, as well as PenTests (vulnerability 

penetration tests) focusing both on internal 

and external exposure. This should be 

supplemented with a monitoring and alert 

system to inform your IT team of any 

exceptions and suspicious activity in the 

business owner, often costing companies 

millions in lost revenue due to down-time 

of systems, as well as reputational damage 

and loss of consumers’ trust.

If you realise you have been 
hacked, what should you do?
Immediately isolate or shut down all your 

IT services – until you understand where 

the problem is. This means isolation from 

the internet too – especially removing any 

mobile-connectivity devices with their own 

internet connection capabilities such as cell 

phones or portable WiFi devices.

Get the right people in to assist you. 

Contact a firm that specialises in cyber 

security to assist you in identifying and 

containing the threat and activating your 

incident response plan.

It is important to prevent any further 

spread of whatever the threat is.

Apart from the lack of integrated 

security technology in some organisations, 

we often find that not nearly enough time 

is spent on the education of the IT users in 

a company. That is because store operators 

generally don’t accept how important this 

is, so their employees don’t realise it either.

Perpetrators will look for any soft 

area – because it is relatively easy to 

breach security by social engineering with 

a workforce that hasn’t received proper 

digital security literacy training.

Cyber-crime is real and very much at 

your digital doorstep, knocking on your 

digital door. If you don’t take measures to 

prevent attacks it is a matter of when, not 

if, you will be compromised.

Nina Nortje is the technical director of Xpertease, 
an ICT consultancy providing cloud and specialised 
services, such as IT governance, security, migrations, 
business integration and Azure cloud development.
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Every retailer needs some form of 

financing at some point in the lifetime 

of his business.

Start-up financing is probably the most 

critical funding your business might need, 

but issues such as general expansion, 

improvement of infrastructure or capital 

investment needed for new management 

systems – all necessary for continued 

operations – are likely to need external 

funding.

It is always the hardest to fund operating 

capital, as the business quite possibly won’t 

have the assets to secure such a loan. For 

that the business owner would have to 

supply additional, often personal, surety.

For asset financing, surety is easier 

because the assets being financed provide 

most of the surety required by a lender, 

although a substantial cash deposit might 

also be required.

An outright purchase via asset-based 

finance is the traditional model, but 

there are also rental models available 

– particularly in the technology sphere – 

that might be a little more expensive, but 

allows the business to replace or upgrade 

the equipment even before its technology 

becomes obsolete.

These financiers can be accessed through 

the technology providers, as they often 

work hand-in-hand to bring business 

owners more innovative financing and 

purchasing options.

When you want to buy a franchise, the 

franchisor often already has in-principle 

approval from a bank or financing house. 

That means that you don’t have to 

convince the financier that the concept is a 

good one, you just need to make a case to 

show that you would be a good operator of 

such a franchise. Another benefit is that the 

franchisor would in all likelihood already 

have approved of the location where you 

want to establish the business – and the 

bank will see that as another positive point.

Financing stock purchases are generally 

the hardest because you cannot use the 

stock as surety, as it is generally sold 

quickly. The financing for stock purchases 

would always be a short-term agreement, 

for this very reason.

As you might need this form of financing 

again, it would be best to try and establish 

a long-term relationship with specialist 

providers of business financing. By servicing 

the financing well, you will build a good 

record and relationship and the next time 

you need a loan, it will be easier as the 

financier already knows you and your credit 

conduct.

Such a financier would most probably 

suggest a revolving-credit programme. 

An amount would be approved and you 

will service that credit with monthly 

instalments and, as the debt is reduced, 

you would again have access to the line of 

credit.

A start-up business would need a 

larger amount of financing and banks and 

traditional lenders might not be too keen 

to get involved in that. For such cases, 

you could consider an angel investor or 

venture capitalists. And angel investor 

often is a wealthy individual or group of 

investors who provide start-up financing 

to business. An angel investor would most 

likely take a shareholding in the business, 

with an option to be bought out at some 

stage while sharing in the profits in the 

meantime.

A venture capitalist will get involved 

if he or she can see the potential for the 

business and an attractive return on the 

investment. A venture capitalist would 

want to get involved in the running 

business to some extent and look at being 

bought out after a period of around five 

years – with a healthy return on the initial 

investment, of course.

Since the changes to the National Credit 

Act, obtaining financing has generally 

gotten more difficult. This has seen a 

growth in smaller specialised financing 

companies. Instead of offering the whole 

bouquet of credit products like banks do, 

they focus on fewer, but more focused 

financing products.

One such niche product is invoice 

factoring. This is where a financier advances 

money to a business against an invoice 

that the business has issued. The financier 

might advance as much as 80% of the 

invoice value the moment the invoice is 

issued. This assists businesses that don’t 

have the cash-flow resources to wait 

for payments for 90 days or more. The 

financier will collect the invoice amount 

from the business’s customer and take a 

fee for the service and pay the remainder 

over to the business.

Another product is where a financier 

advances a line of credit to a business, 

calculated and secured by the business’s 

turnover in debit- and credit-card 

collections. One such financier, Retail 

Capital, says the loans can be used for 

anything and repayments are calculated 

based on the turnover of the client’s store.

Clients pay back a fixed percentage of 

their credit or debit card turnover, which 

means that in busy months the repayment 

is more and in quiet months they pay less.

Retail Capital does not charge interest. 

A fixed service fee is agreed upon at the 

beginning of the agreement and it remains 

the same, not matter how long it takes the 

retailer to pay back the loan.

Typical use of this financing includes 

refurbishments to stores demanded by 

franchisors. This can be a headache and 

difficult to finance through traditional 

financing products offered by banks.

Karl Westvig, chief executive of Retail 

Capital, says a loan approval takes only 

three days – for loan amounts of between 

R50 000 and R5-million – and clients do 

not have to supply any additional surety.

Financing your businessFinancing your business
FINANCE



Speaking at the FoodNext.Africa conference 

in Cape Town recently, Gourmet Grubb 

co-founder Leah Bessa explained that 

with the world’s population projected to 

be 9,6 billion by 2050 – and more than 

half of that growth coming from Africa – 

traditional agriculture will struggle to keep 

up with the demand.

Armed with improved access to 

information, modern consumers have also 

become more mindful regarding what they 

put into their bodies and the effects of 

their consumption on the environment. In 

the search for eco-friendly food sources 

for the future, researchers have pinpointed 

insects as a viable alternative.

Why insects?
Despite being pegged as a “superfood of 

the future”, entomophagy – the human use 

of insects as food – is an age-old practice 

in countries within Asia, South America and 

Africa.

“Over 2 000 insect species are eaten 

globally and form part of over 2 billion 

people’s diets already. The Western culture 

is just slow to the uptake,” noted Bessa, 

who holds a MSc in Food Science.

She explained that the global insect 

market is predicted to grow at a CAGR 

of 23,8% between 2018 and 2023. While 

currently it’s valued at $33 milllion, the 

market is predicted to grow to over $1 

billion in just five years.

The growth is driven by factors including 

food security, a growing population, 

decreasing food sources, increasing demand 

for nutrient-rich foods, the high cost of 

animal protein, and the fact that insects are 

sustainable to produce.

While traditional meat production is 

known to use a large chunk of the planet’s 

cultivable land, farming insects requires 

little land, water and resources. They’re 

able to be farmed in both rural and urban 

environments and insects lend themselves 

to vertical farming. The insects used by 

Gourmet Grubb, namely Black Soldier Fly 

Larvae, do not produce greenhouse gases 

like typical agricultural animals, which are 

responsible for more than 60% of man-

made greenhouse gases.

Insect breeding also doesn’t experience 

the same animal welfare concerns 

associated with traditional livestock 

farming.

Creating a market  
for insect-based food
While Bessa said that insects are still 

a novelty food source, having just entered 

the market in the US and Europe, it’s the 

aim of Gourmet Grubb to turn insects  
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#FoodNextAfrica:

The SA startup  
making ice cream from insect milk

If creepy-crawlies give you the heebie-jeebies, then the ice-cream produced by Cape Town startup Gourmet Grubb,  

which is made using insects, may not be high up on your list of things to try. But the innovative group  

of entrepreneurs behind Gourmet Grubb are preparing for the (near) future – one which will require us  

to seek sustainable and nutritious food sources to feed the expanding population.



minerals like iron, zinc and calcium; has an 

amino acid profile that fits human needs 

better than that of red meat, and is 100% 

lactose-free.

“The reason we’ve gone into dairy 

alternatives is because there is a need for 

nutritious and sustainable alternatives,” 

said Bessa. Aside from catering to 

consumers with dairy allergies and 

intolerances, the time required to farm 

the insects used by Gourmet Grubb for 

Entomilk is measured in days, not months 

or years like other dairy or dairy alternative 

products.

While the dairy alternative market is 

growing due to the rise of veganism and 

plant-based diets, Bessa pointed to the 

emergence of the term Entoveganism, 

which refers to a lifestyle based on 

sustainable veganism boosted by the 

consumption of insects as food for protein 

and nutrition.

With no local market for insect-based 

foods to speak of at this point, Gourmet 

into a more commercial, everyday food 

source.

“Western consumers are not necessarily 

used to seeing where their food comes 

from. The way to incorporate insects into 

Westernised diets is to disguise it, so we’ve 

introduced it in a way that people can’t see 

that they’re eating insects necessarily,” said 

Bessa.

And what better vessel to win over 

the average consumer than ice cream? 

Gourmet Grubb ice cream is made using 

Entomilk, which is the first insect milk 

produced globally. Only raw, natural 

products are used in the ice cream and 

it’s available in enticing flavours like dark 

chocolate, peanut butter and chai latte. As 

somebody who’s sampled the ice cream 

I can happily report that it was tasty, and 

I would never have known that insects 

were involved if Gourmet Grubb wasn’t 

transparent about it.

Bessa explained that Entomilk is 5 times 

higher in protein than dairy; is rich in 

Grubb is faced with the unique challenge 

of creating one. To do this they’re focusing 

their efforts on building a brand that’s 

honest and transparent, and informing 

consumers about the health and 

sustainability benefits of insects as a food 

source.

Alongside that, Bessa said smart product 

development is vital. “We knew we had 

to bring a product onto the market that 

when people taste it, it changes what they 

think about eating insects. The ice cream 

is just a vehicle to get consumers to try 

it – to demonstrate the palatability and the 

versatility of Entomilk, and to break down 

barriers and remove the association most 

people have around insects.”

“Ultimately we want to introduce 

Entomilk as a healthy and environmentally 

conscious dairy alternative for the future. 

So we’ve created a brand that speaks very 

much to what consumers want right now, 

which is honest, transparent and ethical 

practices.” – bizcommunity
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Using Mintel’s Global New Products 

Database (GNPD), we look at 10 recent ice 

cream launches that truly embrace current 

and future trends.

Halo Top, Cinnamon Roll Ice 
Cream, US
Perhaps the biggest news story in the ice 

cream industry in 2017, this low-calorie, 

added protein product became the best-

selling ice cream in the US over a four week 

period in July 2017. It’s vegan, low in sugar, 

Ice Cream 
from 
around 
the world
Getting ice cream right in 
2018 is a hard business. 
The “perfect ice cream” is 
a mythical beast expected 
to be moreish and indulgent, 
while having a permissible 
health halo. It has to play 
with texture and carry that 
unexpected “wow” factor that 
will make it go viral on social 
media, but it should also adopt 
a transparent approach to 
ingredient sourcing and stand 
up to consumers’ scrutiny.

fat and calories, but it still offers a range of 

fun and decadent flavours.

Snow Monkey Cacao  
Superfood Ice Treat, US
This gluten and dairy-free ice cream is 

positioned as “better-for-you”. It claims 

to contain more fibre than four bowls of 

oatmeal, more protein than three eggs and 

more iron than a steak. It’s also described 

as nutritious, delicious, sustainable, vegan 

and paleo.



Over The Moo I Fell for  
Caramel Coconut Milk Ice 
Cream, Australia
Vegan ice cream is trying to shake off its 

slightly bland reputation by prioritising 

indulgence over health messages. This 

Australian brand uses indulgent language 

on-pack to convey a decadent appeal of its 

coconut-based ice cream, eg “oozing with 

ripples of salted caramel sauce”.

Morinaga The Crepe Chocolate 
& Vanilla Crepe Ice Cream, 
Japan
Ice cream is a rich area for innovative 

textures. Consumers want consumption 

experiences that appeal to all of the senses, 

not just taste and sight, and they want 

to feel wholly stimulated with the act of 

eating. This Japanese concoction comes in 

a chewy crepe instead of a wafer cone and 

features crunchy biscuits and chocolate.

Foxy’s Rocky Road Less  
Travelled Ice Cream, UK
Also jumping on the health bandwagon, 

this ice cream combines the indulgent 

appeal of chocolate and marshmallow, 

but it is also packed with over 5 billion 

probiotics, tapping into the gut health  

buzz.

Noona’s Toasted Rice  
Ice Cream, US
As ethnic ice creams such as Japanese 

mochi and Thai rolled ice cream become 

increasingly popular, brands have an 

opportunity to experiment with more 

international innovations. This Korean-

inspired product comprises slowly-toasted 

premium rice steeped into fresh cream. 

It’s inspired by Noo-Roong, the caramelised 

layer of crunchy rice that forms on the 

bottom of a pan of cooked rice, which is 

a traditional Korean rice snack.

Le Sorbet Pitaya Cream  
Sorbet, Brazil
Flavoured with pitaya – or dragon fruit – 

this sorbet is sweetened with erythritol, 

just like Halo Top. It contains coconut oil, 

which provides a slower melting point, 

a smooth texture and a subtle coconut 

flavour.

Wall’s Cornetto Disc Rainbow 
Pop Ice Cream, Thailand
As mash-ups and the desire for sensory 

experiences become more popular, the 

good old popping candy is making a 

huge comeback in food innovation. This 

toffee flavoured ice cream is topped 

with a chocolate disc encrusted with 

multicoloured popping candy.

Big Gay Ice Cream, US
From a humble ice cream truck in New 

York to a number of popular ice cream 

parlours and even a cookbook, packaged 

pints are a natural evolution for Big Gay Ice 

Cream. Taking mix-ins to the next level, this 

vanilla ice cream with blueberries contains 

chunks of pie crust in a product that blurs 

boundaries with the wider dessert category.

Proud & Punch Paging Dr Green 
and Berry Passionate Variety 
Pack Mini Pops, Australia
With just 27 kcal per stick and flavours 

that seem inspired by detox juices, these 

mini pops are free from added sugar and 

are made with 100% Australian fruit 

and vegetable. Paging Dr. Green features 

Granny Smith apple, Packham pear, spinach 

and lime, while Berry Passionate is made 

with Packham pear, raspberry, strawberry 

& passionfruit. – www.mintel.com
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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   
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 



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

  improve trade promotion results
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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

Startup kWh Usage
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Bake Cycle kWh Usage
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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



Other modernisations included enabling 

customers to load their discounts directly 

onto their Smart Shopper card via the app 

or their email. Card-less Swipe was also 

introduced so that customers no longer 

need to carry their Smart Shopper card 

with them. Customers who forgot their 

card at home, or choose to go card-less, 

can now simply scan the QR code from the 

Pick n Pay mobile app at the till point.

Smart Shopper also extends well beyond 

the doors of Pick n Pay stores. “We’ve 

partnered with some of South Africa’s 

best brands to bring customers even more 

benefits, such as discounts and points 

Pick n Pay’s Smart Shopper has been 

named South Africa’s top loyalty 

programme by Sunday Times 2018 Top 

Brands Awards for the sixth consecutive 

year.

Launched in March 2011 to reward loyal 

customers, the programme today has 

over seven million active customers. John 

Bradshaw, head of marketing at Pick n Pay, 

says that Smart Shopper’s priority has 

and always will be to offer real benefits 

and value in an ever-changing retail and 

economic environment. 

“Everything we do is based on customer 

feedback. Customers have told us they 

love the innovations we’ve introduced over 

time and we will continue to improve and 

innovate the programme based on their 

input,” says Bradshaw.

Alongside keen pricing and focused 

promotions, Pick n Pay’s Smart Shopper 

programme provided greater personalised 

value for customers with the introduction 

of Just for You discounts last year. 

“Customers told us they were seeking 

more immediate help to balance their 

household budgets. So, over the last six 

months we have offered R2.4 billion in 

personalised discounts, and the number 

of customer redemptions has more than 

doubled.” This is over and above the points 

customers earn on their purchases. 

The programme has also improved its 

accessibility to make it easier, simpler and 

faster for customers to maximise their 

rewards. 

Customers can now switch and spend 

their points at the till without using 

the in-store kiosks or PnP mobile app. 

Cashiers will prompt customers who have 

accumulated more than R5 if they’d like 

to use their points to pay towards their 

purchase, although customers can pay with 

any amount they have on their registered 

Smart Shopper card. 

“Since this was launched yesterday we’ve 

already seen a 400% increase in customers 

switching their points if we compare to this 

time last year. This is something customers 

really wanted from our programme and 

based on the overwhelming response, 

customers are already experiencing the 

value of this enhancement.”

boosts,” says Bradshaw.

Soon Smart Shoppers will also be able to 

earn points when they refuel at BP service 

stations. This is expected to launch later 

this year. 

“Customers increasingly want more 

convenience and greater value. We believe 

we have used our insights and listened to 

our customers carefully to modernise the 

programme so that it continues to offer 

them great value.

“We will keep working hard to make 

the programme better and simpler so that 

we continue to be South Africa’s favourite 

loyalty programme,” concludes Bradshaw.
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SA’s top loyalty programme revealed



Introducing Happy Event Firming Cream

Happy Event has been a trusted brand for over 50 years. Our latest addition, Happy Event Firming 
Cream, is scientifically proven to benefit post-pregnancy moms in a number of ways. Pink Pepperslim 

is a slimming agent that burns fat, while promoting skin firming and micro-circulation. Centella 
Extract improves skin’s elasticity and helps to reduce the appearance of stretchmarks.

Olive Oil and Shea Butter nourish the skin, keeping it supple and smooth.

Happy Event Firming Cream with Pink Pepperslim extract joins a range of other loved and trusted 
products, giving moms a holistic approach to nur turing skin, and letting mom take care of herself 

and her baby while Happy Event takes care of her skin.

Stock up now to let your consumers discover the organic benefits of
Happy Event Firming Cream with Pink Pepperslim Extract today.

A unique product with Pink Pepperslim Extract
that works to revitalise Mom’s skin.

Elana Afrika-Bredenkamp, brand ambassador and 
momtrepreneur, says: “Having used Happy Event 
with both my pregnancies, I can whole-heartedly 

recommend Happy Event.”

A unique product with Pink Pepperslim Extract
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Cape Town: (021) 532 2113 • Johannesburg: (011) 680 5210

For more information on these and other quality brands, contact your nearest A.J. Nor th of fice:

or www.ajnor th.co.za            www.happyevent.co.za 



a plethora of goods and services into the 

model to highlight an Italian saying that 

goes something like “If you fight or use 

force, someone dies as a result. However, if 

you join forces and coordinate your efforts, 

everybody wins, especially the consumer 

community.”

Store-within-a-store and 
brand-within-a-brand
The store-within-a-store concept is a 

well-known phenomenon to many South 

Africans, where a large format outlet such 

as a hypermarket allocates defined spaces 

to departments such as TV and Audio or 

Pool or Pet Foods, and so on.

What Iper has achieved is to also 

incorporate a number of external partners 

into its layout and allow their brands to be 

exhibited within the parameters of its own 

brand.

In this edition we share with our readers 

the latest evolution of the hypermarket 

model in Italy and how, even in areas 

with small populations, these stores 

have embraced the “one-stop” and 

“store-within-a-store” concepts for the 

convenience of the local shoppers.

The store featured this month is 

the well-known Iper group, located in 

Montebello della Battaglia in the Pavia 

area of Italy, in the Lombardy region about 

50km south of Milan.

Although the population of this area is 

small (only 1 600 inhabitants), the store 

has a huge catchment area and it is fitted 

with 27 traditional checkouts and 18 

self-service units. Open seven days a week 

from 8:30 to 21:00 (22:00 on Fridays), the 

store has all the conventional departmets 

expected from a sizeable hypermarket.

The striking difference is the inclusion of 

The list of goods and services below is 

exhaustive and give one an idea of what 

is available in store. They include (in no 

particular order):

■ SIM-card activation

■ Recharging of cell phones

■ Event ticket selling – concerts, sports 

events, movies, theatre

■ Special shopping vehicles and assistance 

for the disabled

■ Special tills for the disabled

■ Special tills for pregnant mothers and 

mothers with small babies

■ Express tills (under 10 items)

■ Express tills for pay-as-you-go mobile 

payments

■ Deliveries and installation of various 

household goods

■ Home deliveries

■ News stand

■ Special production of VAT invoices for 

businesses

■ Product-warranty extensions

■ Optician

■ Fuel-and-car service station

■ Tyre shop
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The Italian hypermarket 
model evolves
By Antonello Vilardi, adapted by Hippo Zourides

In past editions, Supermarket & Retailer has reported on some food retailing models 

emanating from Italy, thanks to the contributions by Mr Vilardi (www.retailwatch.it).

The store layout has been designed to create a mall feeling  
where the specialised areas are stores-within-the-store



■ Car wash

■ Payment of municipal 

accounts

■ Para-pharmacy

■ Booking for school text 

books

■ Fish-cleaning services

■ Textiles and home 

furnishings

■ Gastronomy classes

■ Sushi counter

■ Returns counter, 

branded “If you change 

your mind…”

■ On-line digital photo 

printing with in-store 

collection

■ Sale of gift cards

■ Pet shop and accessories

■ Bank ATMs

■ Locksmith andkey-

cutting services

■ Dry cleaner

■ Herbalist shop

■ Hair-dressing salon

■ Travel agency

■ Tailor shop and 

haberdashery

■ Tobacco shop

■ Coffee shop

■ Dental services

■ Photographic shop

■ Technology area

■ Bus service

■ Post office

It is evident from 

this that the 

convenience factor 

has become  

a major component 

in planning  

a new hypermarket 

in today’s age  

of time-starved 

consumers and 

instant gratification.

SUPERMARKET & RETAILER, OCTOBER 2018 | 29

STOREWATCH ITALY

A variety of mustards are displayed 
next to the gourmet section
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The in-house sushi-production and -consumption area

Conventional departments 
such as fresh produce are 
located within the main body 
of the hypermarket

This sign in the coffee shop 
says “FEEL AT HOME. Thank 
you for clearing your table. 
The next customer will be 
grateful to find a clean table

The pet-food section  
is a store within a store
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Big Save, bigger win
Charles Greens Masubelele was the lucky winner from Big Save Tshwane Market 

to win the monthly prize of R2 000 in groceries on Saturday the 27th October 

2018. This after he entered their Big Save Moagisani competition that runs every 

month for shoppers to enter. 

Masubelele was invited to the store with his family on Saturday, where the Tshwane 

Market team celebrated together with cake and gifts. He has been shopping at Big Save 

for over ten years.

“I am very happy to win the Moagisani competition and my family and I had 

great fun today. Big Save is convenient and very cheap,” he said. He joins the list of 

fifteen shoppers from Big Save’s eight stores that have entered and won the monthly 

competition on Big Save’s popular Facebook page.

Illze Jardim, manager of Big Save Tshwane Market, also attended the grocery 

giveaway and festivities at the store. 

The name of the competition - Big Save Moagisani - was chosen as Big Save strives 

to be a good neighbour in the communities it serves.

The competition opens on Big Save’s Facebook page on the second Monday of every 

month. 

Clover’s head of supply chain resigns
Drikus Lubbe, executive: supply chain of Clover, has resigned to take up the 

position of chief executive officer of Dairy Farmers of South Africa (“DFSA”).

Lubbe was responsible for manufacturing, supply-chain planning and distribution. His 

deep knowledge of both Clover’s supply chain and  the DFSA’s business model makes 

him the ideal candidate to develop this important business partner and stakeholder of 

Clover even further.

Lubbe’s position will not be filled at this point. Instead, Mr Marcelo Palmeiro, 

executive: corporate and brand development, will assume responsibility for 

manufacturing and  Jacques van Heerden, executive legal, secretarial and human 

resources, will assume responsibility for supply-chain planning and distribution. 

The housewares 
department is titled 

“No place is as good 
as my home”



in the rate of growth can be expected in 

2019 and 2020.

Online retail is projected to reach 1.4% 

of total retail in South Africa, based on 

an estimated R1 trillion to be spent via 

traditional channels in 2018. The 2% mark 

is likely to be reached by 2022.

The forecasts by World Wide Worx for 

the next three years, from 2018 to 2020, 

show online retail sales more than doubling 

from 2016, to almost R20-billion, a year 

sooner than originally forecast in 2016.

Online retailers in South Africa still make 

up a small proportion of overall retail, but 

for the first time we see the promise of 

a broader range of businesses in terms 

of category, size, turnover and employee 

numbers. This is a sign that our local 

market is beginning to mature.

Seventy five companies with an online 

retail store or market participated in an 

industry survey as part of the project, 

providing a representative sample of  

the local overall online retailer population. 

In total, the survey of South African 

retailers yielded over 6 000 data points  

for analysis.

Online Retail in South Africa 2019 is 

endorsed by the Ecommerce Forum of 

Africa. Heavy Chef is the learning partner 

for this initiative, which seeks to actively 

promote online shopping and the growth 

of online retail in SA.

The 2018 figure, which represents 25% 

growth over 2017, comes as a surprise, 

given predictions that online retail growth 

would slow down to below 20% by 2018.

Forecasts have been beaten as a result 

of massive investments in online retail, 

aggressive marketing, and the rapid uptake 

of new shopping channels like mobile 

shopping and Instagram. Further, most 

established online retailers have enhanced 

their digital presence, and refined their 

fulfilment models, while many traditional 

retailers are starting to see significant 

growth in their online offerings. It is not 

unusual to see growth rates of between 

25% and 50% reported by individual online 

retailers, with slightly more tempered 

expectations for 2019 and 2020.

Online retail growth speeds up
The result is that growth accelerated in 

both 2017 and 2018, and only a small dip 

Growth in apparel accelerates
Apparel remains the fastest growing sector 

in Online Retail in South Africa 2019, but 

is also the sector with the highest turnover 

of businesses. Apparel illustrates the perils 

of a low barrier to entry: the survival rate 

of online stores in this sector is probably 

directly proportionate to the ease of 

setting up an online apparel store.

The highest number of respondents was 

in the Apparel category, with 23% of the 

sample in this category.

The second largest number of 

respondents fell into the ‘General’ category, 

at 10.8% — this includes sites like Loot, 

which sells across sectors.

The third largest numbers of respondents 

are found in four categories — 8.1% fall 

into each of the following: Arts & Crafts/

Decor; Alcohol, Tobacco & Vaping; Food, 

Groceries, Non-alcoholic Beverages & 

Gourmet Food; Home & Garden.

Unsurprisingly, a fast-growing category 

is alcohol, tobacco and vaping. The 

increased online supply of vapes, juices and 

accessories suggest that the SA smoking 

bans, and the change in the legal status 

of marijuana during the survey, may have 

boosted consumption.

Businesses aren’t investing  
ain growth
A significant impediment to the growth 

of ecommerce in South Africa is the 

unwillingness of business to reinvest. Only 

one in five companies surveyed invested 
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Online retail reaches  
1,4% of SA’s total retail
Online retail in South Africa is due to pass the R14 billion mark in 2018 as ecommerce 

begins to go mainstream. This is a key finding of the Online Retail in South Africa 2019 

study, conducted by World Wide Worx with the support of Visa and Platinum Seed.



SUPERMARKET & RETAILER, OCTOBER 2018 | 33

InternatIonal

4 December
Cairo

Food Africa is a trade show for the food and agricultural industries. The exhibition, combining an innovative 
format of showcasing, networking, and matchmaking, is a unique platform to access the Egyptian mega-
market, and Africa’s booming agriculture industry. 

13 January
New York

Retail’s Big Show is NRF’s flagship industry event held annually in New York City. The four day event offers 
unparalleled education, collegial networking, and an enormous expo hall full of technologies and solutions.

22 January
London

Exhibitors at the Toy Fair will showcase thousands of brand new toys, games and hobbies at the UK’s largest 
gathering of toy industry professionals.

27 January
Cologne

ProSweets Cologne offers the complete range of supplies for the sweets and snacks industry: from 
innovative ingredients, to pioneering packing solutions and optimised production technologies.

DIARY

E-SHOPPING/ DIARY

China rules global online retail

Moving from SA to the global stage, 

customer centricity is the raison d’être that 

explains the most populous country in the 

world taking the lion’s share of all online 

retail ecommerce. The People’s Republic of 

China, with its population of some 1.404 

billion people, achieved retail sales of $5.8 

trillion in 2017. Online shopping accounted 

for 19.6% of this total.

The next decade will see a shift from 

West to East, as the US share of the global 

ecommerce market decreases from 22.2% 

to 16.9% in 2020. China will rise, and rise, 

alongside India and other eastern countries, 

which will grow growing significantly, and 

with speed. Scale is a massive driver for 

the East, but there’s a strategic advantage 

that’s just as important to the region’s 

growth.

more than 20% of their online turnover 

back into their online store. Over half 

invested less than 10% back.

This despite a high 71% of all online 

retailers surveyed, who say they are 

profitable. However, profits in ecommerce 

are no definite indicator of long-term 

sustainability. Young online retailers who do 

not reinvest in the underpinnings of their 

business may be sacrificing short-term 

financial gain for long-term survival.

The single most critical factor in the 

success of online retail activities, as 

reflected in this survey, is customer service. 

No less than 75% of respondents regarded 

it as highly significant, with another 23% 

seeing it as somewhat important, giving 

it a 98% importance rating. This positions 

customer service as the sine qua non – that 

without which the rest is not possible – of 

online retail.

The big difference between China and 

the US? China isn’t debating ecommerce, 

but has embraced a model ideated by 

Alibaba’s Jack Ma, called the ‘New Retail’. 

This is a human-centred logic that puts 

what’s best for customers at the epicentre 

of a massive push to enable ecommerce 

players, with the understanding that doing 

this will grow China. 

Making the customer your central 

obsession, and embracing collaboration 

over competition is what’s winning 

massive market share for Alibaba, China, its 

collaborators and retailers following these 

new rules. Moreso, it is driving growth for 

Asia.

It turns out that by striving to make 

online retail better for people, Ma has 

created a broader movement that is 

advancing China’s economy, and that is 

rippling through online retail’s new world. 

Africa and South Africa have close ties 

with China, so it comes as no surprise that 

online retailers, like Jumia, have taken a 

leaf out of Ma’s ‘New Retail’ playbook. 

Like Alibaba, Jumia turns its operational 

problems into strategic benefit through 

innovation.

Customer centricity wins
The future will belong to those retailers 

whose strategy is directed by customer 

centricity, who learn from other’s mistakes, 

who transform operational weaknesses into 

strategic strengths through innovation, and 

who regard people as more important than 

product. The lack of reinvestment by online 

retail in the digital underpinnings of their 

business is a hindrance to growth.
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Digital for smartphones
Digital for desktops, laptops and tablets. 
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NEW PRODUCTS

BACK TO CONTENT

with special coolants in the paste, guarantees a 
longer-lasting fresh feeling. 

The new Aquafresh Extreme Clean Lasting 
Fresh toothpaste and the rest of the range of 
the Extreme Clean range of products can all 
be found at leading retailers and pharmacies 
countrywide. 

Cream that cleans everything
The All Purpose Cream is a brand new product 
in the Plush Supreme range. 

This cleaner truly lives up to its name and 
is specially formulated to remove all tough 
dirt and grime on all surfaces in your home 
including baths, showwers, tiles, counters and 
floors. The Plush Supreme All Purpose Cream is 
available in four variants – Lavender, Potpourri, 
Spring Fresh and Lemon.

It is priced from R21,99 per bottle and is 
available at all leading retailers.

Even the queen has to go twice 
a day
Cleanliness is the key to ultimate bathroom 
etiquette and brand new to the Plush Supreme 
range is the Toilet Cleaner! 

It cleans and freshens toilet bowls by 
removing all those unwanted stains, leaving it 
smelling fresh! Liven up your bathroom with 
the Plush Supreme Toilet Cleaner’s magnificent 
cleaning power, which is available in four 
fabulous fragrances – Lavender, Potpourri, 
Spring Fresh and Lemon. 

This product is priced from R19,99 per bottle 
and is available at all leading retailers.

Our Mobi New Products site is dedicated to the latest in product and packaging 
innovation and sends a notification right to the palm of your hand as the launch 
happens. Go to m.supermarket.co.za to see the products featured. A free 
subscription offers you the full functionality of the mobi site.

Keep your feet safe
Bata Industrials offers a wide variety of great 
quality safety shoes, work shoes and gumboots 
in South Africa. 
A modern shoe with a strikingly attractive 
design, the shoe is based on over a hundred 
years of experience. 
These shoes are ideal for the use in the 
following industries: electrical, engineering, 
government, safety, shipping and retailing 
as well as industries that deal with smelters, 
furnaces and high heat.

Our Mobi New Products site is dedicated to the latest in product and packaging 
innovation and sends a notification right to the palm of your hand as the launch 
happens. Go to 
subscription offers you the full functionality of the mobi site.
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Health foods
Feeding the need for health 
foods. Consumers are 
increasingly opting for specialised 
diets that address their desire to 
eat organic, low-fat, low-carb, 
or eliminate ingredients based 
on food sensitivities, allergies or 
personal convictions
 Read more

Store design
Design ideas to keep you ahead of the pack. 
Beautiful design that also works: It is important 
to have an attractive, well-designed store where 
customers will feel welcome Read more
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Food service & deli
The ongoing revolution in the 
HMR department. Food-to-go 
departments in super markets 
are increasingly contributing 
positively to the bottomline
 Read more

REGULARS

Editorial  Read more

What’s new?
All the latest products, new variants and  
packaging changes  Read more

S&R/Field Agent Barometer
Field Agent conducted an analysis of consumer 
preferences and behaviours in the SA retail 
environment  Read more

Delight your customers
Gratitude is an attitude – ways to make your 
cutomers feel appreciated  Read more

On promotion
Look out for the foods featuring in our August 
promotional calendar  Read more

Loss control
Controlling shrinkage in receiving and storage  
 Read more

Storewatch
Midstream SPAR – meeting the needs of an estate 
 Read more

Loyalty programmes
All about in-store loyalty programmes
 Read more
 
Industry news & diary
What is happening in the retail industry 
 Read more
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behaviour in 
South Africa Private label’s market 
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S&R/FIELD AGENT BAROMETER 

A house brand is defined as a brand 
name used by a retailer for a product 
or product line that is made specifically 

for or by the retailer. We also refer to these as 
“no-name brands”. 

Initially, house brands were produced with minimal 
packaging and marketing costs and were considered 
to be cheaper than other mainstream brands. In 
recent times, house brands have become more 
expensive as retailers focus on higher quality and 
increased market share.

In July, Field Agent assigned a survey 
across five major retailers. We wanted to 
understand shifts and behaviours around 
house bands among retailers and consumers 
alike. We looked at pricing, perceptions 
of quality, and consumer preferences and 
attitudes in response to retailer marketing 
strategies.

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 instantly.

House brands – yes or no?

Successful product positioning of house 
brands can maximise margins, minimise 
supply risk and increase market share.

By investing more in the marketing 
of house 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, 
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evenly spread across five supermarket chains 
in South Africa and Namibia (see map). 
We asked consumers to identify, price and 
photograph a house brand. We then asked 
them to identify the highest and lowest 
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Fresh produce

how to leverage 
global trends to 
increase sales

Kids and babies

catch them young!
staFF matters

drunk enough to 
be dismissed?

cold beverages

people want natural, 
healthy and tasty juice
storewatch

boxing it in
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SUPPLY CHAIN: 

Supply chain risk  
in sub-Saharan Africa 
tops the chart

LOYALTY PROGRAMMES: 

Loyalty buys loyalty

Your essential 2017 
equipment & services 

Buyers Guide

MAGAZINES

Website Banners
www.supermarket.co.za. 

Leaderboard and smaller banners. 
Exposed to some 12 000 engaged 

visitors across 14 000 
sessions a month.

Our Audiences
Retail. Supermarkets, 

food / grocery forecourts 
& convenience, related 
retail formats including 

butchery, fresh produce, mass 
merchandisers, liquor
Wholesale. Grocery, 

confectionery  
& food service

Suppliers. Merchandise, 
equipment & services

MEDIA SERVICES

New Product 
Launch Packages 
Combines e-mail 

alerts, website and 
magazine reports 
with magazine 
ad options for 

maximum exposure. 

Promo Mailers 
Mailed to our full 

audience of retailers, 
wholesalers and 

suppliers it presents 
your full story 

with links to your 
website, videos, etc.

Press Releases 
This service places your releases 

in our regular news on our 
website. Marked as Partner 
Content it also appears in a 

Partner Content section on our 
home page. We also list it on 

our next weekly newsletter and 
link it to your news item for 

more exposure.

Weekly Newsletter 
E-newsletter with 

latest industry news 
is mailed to our

audiences.

Video Promotion Service
Get your videos seen. We mount 

your videos on our dedicated 
Youtube video channel and boost 

the viewing on our own media and 
social-media pages.

Equipment & Services 
Buyers Guide 

Two editions: Online year 
round, magazine 

edition in December.

For more information contact us: 
Tel +27 11 728 7006 

ads@supermarket.co.za




