
Your everyday cake



Souli’s Pastries pies are also available in the following packaging options:Unbaked and frozen; Baked and wrapped; Baked and unwrapped

At Souli’s Pastries, we are proud to 
offer great value meals fit for any 
time of day. We are best known 
for our 4-pack assortment 
of pies which sells at the 
lowest possible price.
Our price point is 
determined from our 
ability to manufacture pies 
in innovative ways.
We boast in the fact that we 
use only premium ingredients in our pastries 
and fillings. Cake flour, A-Grade beef, and 
premium spices are used in all pies.
The original ready to use puff pastry is also 
available for sale to retailers. It’s packed in 
boxes in 6x2kg rolls.

Riverside Foods is a third-
generation family business. We 
pride ourselves in our customer 
centric culture. We have established 
our long-standing relationships with 
customer, as well as suppliers, 
through dedicated focus on good 
quality, fair prices, and excellent 
service.
At Riverside Foods, we 
understand the wants of 
the consumer and have 
tailored our offerings to 

Contact us:    Tel +27 12 811 0344 rsfheadoffice@gmail.com

We take 
extra special care 

when preparing our 
delicious mouth-

watering pies!

The flagship lines are:
4 pack assortment 1: Sausage roll, steak & kidney, beef & onion, and chicken & veg
4 pack assortment 2: Sausage roll, steak & kidney, cornish, and pepper steak

Souli’s Pastries offers the 
following delicious pie flavours: 

Sausage rolls, cornish pastry, steak & 
kidney, chicken & veg, beef & onion, and 
pepper steak.

meet these wants. Our brand is best 
known for its introduction of the boxed 
cakes into the South African market.
We of course offer the original four-tier 

black forest cake, but our range includes 
a total of ten mouth-watering cakes as 

well as an array of cupcakes (plain 
and decorated).
For the supermarkets that prefer 
to still make their own cakes, 
we offer top quality sponge 
cakes and dessert toppings, at 
unbeatable prices.

Our 
range 

includes a total of 
ten mouth-watering 
cakes as well as an 
array of cupcakes 

(plain and 
decorated).
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Following the successful launch of the Woolworths 
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increasingly important to customers.

25 The future of retail
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  5 Refrigeration
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and the resources required to effectively operate and 
maintain these systems are significant. How you can 
save money on energy and maintenance without 
compromising on quality?
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EDITORIAL COMMENT

Giving the customer what she wants
Every supermarket owner and manager is kept awake at night, trying to figure 
out what customers want. We try to anticipate their every need and want. We 
are obsessed with the future of retail. Every CEO, senior executive, CMO and 
CIO is obsessed. Every trend firm, every consultancy. Everyone.

Except for consumers. Consumers don’t think about retail the same way we do. They 
don’t go through the day with terms like “omnichannel”, “m-commerce”, or “mobile 
responsive” floating around their heads. They don’t care about your last-mile problem. 
Consumers don’t lose sleep over the retail apocalypse. But while consumers may not  
care about the future of retail, they are still busy creating that future. Their expecta tions 
never stand still. They want greater convenience. They want better value. They want 
excitement, meaning, status, relevance, authenticity, social connection and more.

In our feature about the future of retail, we look at the trends that will influence 
the direction of retail in 2018 and beyond and help you to anticipate the 
expectations of your customers. 

Refrigeration is an invaluable part of almost every business in the food and 
beverage industry, and the resources required to effectively operate and maintain 
these systems are significant. In our Refrigeration feature, we look at how you can 
save money on energy and maintenance without compromising on quality.

Prepared foods offer today’s time-pressured shoppers a new level of convenience. 
Many shoppers also do not have the same cooking skills as previous generations – 
providing a good reason to buy prepared meals. 

It is therefore not surprising that supermarkets offering prepared foods are 
experiencing significant growth. If you wish to use prepared foods as a competitive 
advantage you may opt to hire chefs and focus on healthy dishes prepared with 
locally sourced ingredients, which we all know is becoming increasingly important to 
customers. 

But for many South African food retailers, the idea of hiring a chef may seem like 
a big investment that might not pay off in the end. We speak to newly appointed 
president of the South African Chefs Association, James Khoza, who believes that a 
trained chef can do a lot to attract new customers to your store and will definitely 
be able to pay his or her own salary. He says chefs are creative and can develop 
new recipes that will boost your food-to-go department. They will be able to 
improve customer service and, because they have knowledge of different foods and 
ingredients, they will be able to recommend dishes and even convince customers to 
buy something extra.

When pondering your customer-base and how you can keep them coming to your 
store, it is important not to forget that group of customers who do not have that 
much to spend. Lower LSM groups represent a sizable portion of what is spent on 
food in South Africa. Lower-income consumers have a completely different mindset 
to middle- or higher-income groups. Because they have little to spend, it has to go a 
long way and nothing can go to waste. They are very fussy about value and quality. 
Just as products need to be seen to be fresh or of good quality, locations need to be 
convenient and in good condition.

This month Field Agent looks at supermarkets catering for these customers and 
tells us who is getting it right and who isn’t.

Following the successful launch of the Woolworths Waterstone Foodstore 
in Somerset West in 2015 (it was then recognised by the Association of Retail 
Environments as the best example worldwide in the design category of Grocery/
Supermarkets), the company has launched a number of new food store formats that 
do not include the usual clothing offering. In Storewatch this month, we look at the 
store in Benmore Gardens, a wealthy suburb near the Sandton CBD.  This edition is 
dedicated to a pictorial display of the many facets of this beautiful store and the 
way it manages to capture the imagination of the shopper, as she moves through the 
2 000m2 store

Stephen Maister
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How are South Africa’s lower-income 

supermarket retailers adapting to the needs 

of their consumers? Field agent assigned a 

survey across five of the major supermarket 

retailers in the lower LSM market to find 

out. In April, we assigned agents to visit 

retailers, make observations and feed back 

their preferences and experiences through 

photos and their answers to our questions 

in real time. 

Crowdsourcing via smartphones provides 

an unbiased, real-time understanding of 

consumer shopping habits and frustrations, 

assisting retailers to focus on relevant 

operational issues and reinforce customer 

loyalty and shopper satisfaction. Feedback 

is collected through photos, videos, audio, 

timers, and barcode scanners, capturing 

consumer insights instantaneously. 

We surveyed 70 random recipients, 

evenly spread across five lower LSM 

supermarket chains in South Africa: 

Choppies, Cambridge Foods, Boxer, OK 

Foods, and Usave. (see map)

In the survey, we looked at four known 

value items: toilet rolls (1 ply per roll), 

white bread (700g), long-life milk (per litre) 

and mince (per kg), requesting unit pricing 

and range of brands available for each. 

Pricing was verified using descriptions, 

volumes and pack prices. 

We then asked agents to identify what 

they believed to be a good bulk value 

deal and to photograph it. We also asked 

agents to rate each store on six attributes: 

availability, pricing, quality, friendliness, 

services, and location. 

Attracting low-
income shoppers
LSM groups represent a sizable portion of what is spent 

on food in South Africa. Lower-income consumers have 

a completely different mindset to middle- or higher- 

income groups. Because they have little to spend, it has 

to go a long way and nothing can go to waste. They are 

very fussy about value and quality. Just as products 

need to be seen to be fresh or of good quality, locations 

need to be convenient and in good condition. 

Products that are not aligned to meet immediate needs 

will not be bought, and retailers that do not earn shopper 

respect and trust will not do well. Continuous research into 

lower LSM shoppers’ needs and wants is essential for any 

retailer to succeed in this market.

Price per unit Boxer Cambridge Choppies OK Foods Usave

Toilet rolls 
(single ply)

3,13 2,67 2,73 3,43 3,07

White bread (700g) 10,17 8,99 8,78 9,99 10,70

Long-life milk (1litre) 11,21 10,69 10,92 11,85 11,68

Mince (per kg) 74,28 65,40 68,70 76,63 36,44

Housebrand 
Representation

Boxer Cambridge Choppies OK Foods Usave

Toilet Rolls 
(single ply)

36% 77% 21% 53% 7%

White Bread (700g) 29% 62% 7% 53% 0%

Long Life Milk (1litre) 14% 77% 0% 0% 14%

Mince (per kg) 93% 100% 100% 93% 0%

Attributes Boxer Cambridge Choppies OK Foods Usave

Availability score 14 11 13 14 9

Pricing score 14 13 14 14 14

Quality score 14 12 14 15 10

Friendly score 13 11 12 15 13

Services score 12 11 11 11 4

Location score 12 12 12 14 11





The best value on toilet paper, long-life milk and mince was 

found at Cambridge stores, while the best value for white bread 

was found to be Choppies. Cambridge house brands had the highest 

representation for toilet paper, white bread, and long-life milk. 

OK Foods were found to stock a good selection of brands in toilet 

rolls, long-life milk and bulk specials, while Boxer had a good range 

of bread brands available. 

Boxer was the only retailer found not to be have out-of-stocks  

in mince; here Usave shoppers reported the lowest availability. 

Usave also only appeared to stock mince mix (not beef), which 

would account for their apparent lower prices per kg. The top three 

bulk specials encountered across all retailers were maize meal, rice 

and flour.

In store attributes, OK Foods scored the highest. Pricing was  

the highest scoring attribute, where Cambridge foods was the only 

retailer not to score full points. The lowest rated attribute across all 

stores was services offered. The below table on shopper feedback 

illustrates some interesting insights.

Field Agent is changing the way the world collects business 

information. For more details, email us at: client@fieldagentsa.com.
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Shopper 
feedback 
(insights)

Boxer Cambridge Choppies OK Foods Usave

Positive 
insights

•	 organised •	 quality is good
•	 enjoy the early 

opening times
•	 specials 

throughout 
the month

•	 lots of bulk 
offers

•	 great layout
•	 very convenient
•	 specials through-

out the month

Negative 
insights

•	 difficulty in 
navigation

•	 long queues
•	 no variety in 

meat

•	 manage 
queues at 
month end

•	 the store 
smells

•	 must ease 
queue  
frustrations

•	 not enough 
staff at tills

•	 fruits & veg 
not fresh

•	 too much fruit 
& veg

•	 butchery could 
be bigger

•	 no variety in 
meat

•	 some meat has 
expired

•	 meat does not 
look safe

•	 there is no  
butchery

•	 poor range of 
products

•	 price tags 
bunched or  
missing



A visit to their Table Bay store in a new 

development on the edge of Sunningdale 

along the R27 (West Coast Road) in Cape 

Town was rewarded with the sight of 

beautiful new fridge doors imported from 

The Netherlands and fitted by supplier 

Colcab. 

The doors are sturdy but lightweight and 

give great visibility of the products. The 

absence of frames allows the consumer to 

see the whole display and the doors click 

into place when opened, allowing free 

browsing to the shopper.

According to Woolworths personnel, 

the rate of sale of products in fridges with 

doors have not declined at all, but the 

energy usage per cabinet has dropped by 

40%.

LED lights are used below each shelf and 

the displays are attractive, whether the 

stainless-steel shelves are at a 90-degree

Woolworths lead once more 
Woolworths has been at the forefront of new ideas on sustainability and innovation 

and its latest addition is another example of this chain’s commitment to energy 

efficiency and environmental sustainability. 

angle or tilted for full visibility. Eighty 

percent of the refrigeration in this store 

has had the new doors installed. A notable 

exception are the fresh produce fridges 

but, we agree, these fresh displays do not 

lend themselves to be behind closed doors, 

albeit transparent doors.

Woolies, as it is affectionately known, 

has lead the field of energy efficiency and 

environmental sustainability, and has set 

itself a target to be using only renewable 

energy by 2030. Quite a goal… and the 

property/engineering/sustainability/store 

design teams are hard at work to find the 

solutions! Being part of the Woolworths 

Good Business Journey, the store features 

many design elements including LED 

energy-efficient lighting, refrigeration using 

only CO2 gas, which is not harmful to the 

environment, and heat reclaimed from the 

refrigeration plant which is recycled for

Woolies teams at head 
office can monitor online 
every aspect of the stores’ 
energy efficiency including 
when lights or air con or 

ovens and other equipment 
are switched on and off. 

warming up the store, especially the floors 
around the fridge areas. 

Another novel development which has 
been in effect since 2014 is the installation 
of intelligent water meters that assist the  
stores in proper water usage. 

The final aspect of the journey is training 
and education. Staff training is aimed at 
educating their employees at not only 
being energy efficient at work but at home 
as well. 

Customers are well informed about 
Wool worth’s sustainability efforts by clear, 
easy to understand messages on screens 
at store level showing how their energy 
savings con tribute towards a sustainable 
environment.
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The door  
stays open with 
minimal effort 

and the shopper 
can chose her 
products with 

ease



“This has already affected many 

businesses in South Africa, making the 

need to save water even more crucial. 

Many companies in the food and beverage 

industry make use of evaporative 

condensing in their refrigeration systems, 

since they are still the most energy 

efficient. These systems also consume 

massive amounts of water, and some cases 

that we have consulted on so far have used 

an average of around 30 000 litres of water 

per day.”

Kriel conservatively estimates that this 

could amount to around 9 million litres of 

water being used every day for refrigeration 

in the Western Cape alone. “The fact is 

that the same results can be achieved with 

as much as 75% less water if businesses 

adapted to new technology to replace 

regular evaporative cooling systems.”

Adiabatic systems  
offer a solution
The alternative to the tried and trusted 

evaporative condensing systems, is what 

is known as adiabatic assisted or hybrid 

condensing. “The basic principle behind 

evaporative condensing is that water vapor 

is passed directly over pipes containing 

refrigerant. This requires relatively little 

electricity and a constant supply of 

fresh water. Adiabatic is somewhat more 

complex. The refrigerant, in a finned 

dry heat exchanger, is condensed by air 

which has been pre-cooled through the 

evaporative process. To save water, 

Refrigeration is an invaluable part of 

almost every business in the food and 

beverage industry, and the resources 

required to effectively operate and 

maintain these systems are significant. 

According to Dawie Kriel, Head of 

EP HVAC&R, part of Energy Partners, 

conventional refrigeration systems 

are often the biggest users of water in 

industrial and commercial applications.

He states that the ongoing drought and 

severe water restrictions in parts of the 

country, have made businesses painfully 

aware of the amount of water they require 

on a daily basis. 

While stores like Woolies, who cover the 

high-end of the shopper profile, make 

good use of transparent doors for their 

upright fridges, this option is not well 

received at the lower end of the market.

Feedback from the refrigeration 

industry indicates that the lower LSM 

shopper prefers to shop from island or 

coffin-type refrigeration (which one no 

longer finds at any Woolworths stores). 

Other chains stores and especially 

those targeting the lower LSM’s are still 

investing in this type of cabinet.

Fitted with variable speed 

compressors and sliding tops, these 

cabinets appear to freeze the products 

to a level that is convenient for taxi-

commuting consumers who need to get 

the frozen products to their destination 

in a frozen state.
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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

REfRIgERATION

The fridge doors are almost invisible  
allowing good visibility of the product range

Getting rid of your biggest water waster
How companies can shrink their water footprint  

by rethinking their refrigeration



Environmentally friendly, energy-efficient refrigeration technology from AHT. 

THE ORIGINAL – 
JUST ADD POWER.

MULTILAYER TRADING 867 (PTY) LTD – COOLPOINT AHT PARTNER SOUTH AFRICA 
The Olive Grove Industrial Park · Ou Paardevlei Road, Unit B11, 14 & 15 · The Interchange · Somerset West, 7130
Tel: 021-851-9616 · Fax: 086-233-8145 · E-mail: nic@ahtafrica.co.za  www.aht.at 

The best in innovation and reliability.
AHT supplies customers with quality, energy efficient and fully assembled freezer units. We are one of  
the world’s leading manufacturers in refrigeration, and consistently deliver exceptional and communicative 
customer service.

AHT is whole-heartedly committed to sustainability and energy efficiency. Our appliances use the eco-friendly 
refrigerant R290 (propane), which has no negative impact on the environment. We are delighted to have honed 
in on the sustainable answer to our customers’ refrigeration needs.

aht_031_Anz_210x297_MAI18_def.indd   1 30.05.18   09:16



the adiabatic cooling of the air is only 

started once the air temperature reaches a 

pre-determined setpoint. In total, this could 

reduce water use to around 25% of the 

water that an evaporative system requires,” 

Kriel explains.

Critically, adiabatic systems 
will continue to make 
operation of the plant 
possible when there is 

no water at all, be it at a 
somewhat reduced capacity. 
In the case of evaporative condensers, a 

complete loss of water supply will result in 

the plant stopping almost immediately.

“We have already seen businesses come 

under massive strain as water restrictions 

are forcing them to scale down some of 

their operations. Being able to get ahead 

of this trend could mean the difference 

between success and failure for affected 

enterprises,” 

Funding an adiabatic 
refrigeration system
Kriel explains that EP HVAC&R has 

spearheaded a business model that allows 

companies to pay for refrigeration as  

a utility without owning the system. 

“Basically, we install, manage and own 

the refrigeration system on site, while 

The client only pays  
for the amount of 

refrigeration that they use, 
at an agreed-upon  
Rand-per-kilowatt- 
hours-refrigeration  

(R/kWhR) rate. 
the client only pays for the amount of 

refrigeration that they use, at an agreed-

upon Rand-per-kilowatt-hours-refrigeration 

(R/kWhR) rate. At the moment we are one 

of the only service providers in the country 

to offer this.”

Alternatively, EP HVAC&R is also able to 

offer its clients lease agreements.

Industry applications
Kriel points out that businesses are 

gradually moving towards this way of 

thinking. “We have received interest from 

a number of large players in the food 

industry who want to reduce their water 

footprint as part of a larger green strategy.”

“With the pressure on resources 

increasing every year, and businesses 

becoming increasingly aware of their part 

in becoming more responsible, systems 

such as these are set to become one of  

the food and beverage industry’s best 

solutions in the pursuit of sustainability,” 

concludes Kriel.
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The store temperature near the fridges is now warmer,  
not only because of the doors but also because the floor is heated

With

Acrylic fridge doors
Call Colcab 

Keep your sales

Save up to  
40% energy

# Frameless  
– full see-through doors

# Light & easy to open wide

# Easy to mount and retrofit

# Safe with high impact resistance

# Outstanding quality

Enquiries and quotes

 Cape Town: 021 907 2800
 Gauteng: 011 869 5512
 Durban: 031 569 6290

email: clane@colcabct.co.za
Website: www.colcab.co.za



Cobus Rossouw, Imperial 
Logistics chief strategy officer.

A mobile enabled, completely integrated 
delivery management solution has delivered 
business growth, increased market share and 
greater customer satisfaction for Pick n Pay.

Developed and implemented by Resolve, an Imperial 
Logistics group company, this ground-breaking system is 
providing the retailer with real-time visibility across the 
delivery landscape, and is enabling effective management 
and decision making to ensure OTIF (on-time and in-full) 
deliveries to all customers, reveals Imperial Logistics chief 
strategy officer Cobus Rossouw.

Expanding on Imperial 
Logistics’ service offering to this 
retail industry giant, he says: 

“Pick n Pay decided that the 

time was right to upgrade its 

online shopping system from a 

predominantly manual ‘pick-

from-store’ model, where orders 

placed by online customers were 

routed to the closest store, 

to a centralised online delivery offering with regional 

warehouses specifically for online orders. This new process 

required a completely integrated delivery management 

solution; one that could utilise a range of different 

technologies to provide real-time visibility across the 

delivery landscape. Pick n Pay’s online shopping division 

needed to effectively manage, track and monitor the 

movement of deliveries between its warehouses, hubs and 

the customers’ delivery locations. It wanted a solution 

with the capability to send notifications to customers prior 

to delivery; to offer electronic proof of delivery (ePOD) 

functionality to allow for the capturing of delivery details 

and customer satisfaction surveys; and to offer visibility on 

the reverse logistics of bins returned to the warehouse.

Imperial Logistics’ existing relationship with Pick n Pay 

ensured that the development of the optimal delivery 

management system was a collaborative process. After 

establishing that the One-Link Delivery Management 

Solution would be a close fit for the job at hand, detailed 

functional and technical specifications were constructed 

that would meet Pick n Pay’s specific requirements.”

Thiloshini Ramdass
BRAnD MAnAgER

Cell 076 073 8209 ● Telephone 011 677 5000 
tramdass@imperial.co.za ● www.imperiallogistics.co.za

Imperial Logistics’ integrated 
delivery management solution gives 

Pick n Pay the competitive edge
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But now Coles has waved the white flag, 

indicating a move away from price-based 

marketing to a focus on other attributes, 

such as sustainability, local produce and 

community.

Research shows if price is the main 

selling point, shopper loyalty decreases and 

customers become more conscious of price. 

Price wars are also costly for retailers.

While operational costs (wages, rent, 

bills) remain fixed or go up, prices can’t 

keep coming down. You eventually run out 

of margin. Coles’ recent half yearly results 

reflect this, with a drop in earnings of 14,% 

from A$920 million to A$790 million.

In contrast, Woolworths announced 

an 11,1% increase in earnings for its 

supermarket business. But Woolworths 

dropped their “cheap, cheap” price cutting 

campaign nearly two years ago. 

Other retailers also get caught in the  

crossfire of price cutting. Case in point 

is Aussie Farmers Direct, which fell into 

administration recently saying they were:  

“…no longer able to compete against 

the domination of the major two super-

markets.” While it may be overly simplistic 

to blame the two big supermarkets for the 

downfall of Aussie Farmers Direct,

If price is the main selling 
point, shopper loyalty 

decreases and customers 
become more conscious 
of price. Price wars are 
also costly for retailers

price-conscious consumers and thin 

grocery margins certainly contributed. 

How this strategy came about
Supermarkets are now looking beyond price 

to stand out. Both Coles and Woolworths 

are very similar in the brands they offer, 

prices, layouts, weekly specials and online 

channels. The move away from price gets 

shoppers thinking about what is unique 

to each chain. So, rather than price, the 

focus has shifted to service quality, social 

programmes and connecting with the 

community.

Shoppers who are continuously 

exposed to loyalty programme logos, 

may eventually stop noticing these logos, 

or  “switch off”. This is because of a 

behavioural tendency called “habituation”. 

What these new strategies  
are trying to sell
So, if Coles are no longer selling themselves 

on price, what are they selling? Coles’ new 

approach is more subtle, selling themselves 

through aspirational stories and employing 

classic advertising techniques to do it. 

These techniques are used in advertising 

to convey positive feelings and emotions 

associated with a particular experience. A 

simple way to achieve this in advertising is 

to feature people telling their own stories 

– as seen in the new Coles advert launched 

this week.

In advertising, there is  
a move away from price 

and a focus on  
a storytelling strategy

With the Commonwealth Games near, 

both supermarkets are also featuring sports 

stars in their marketing. Woolworths’ 

new campaign features athletes and their 

connection with fresh food, positions the 

company, once again, as “Australia’s Fresh 

Food People”.

Meanwhile, Coles have partnered with 

Uncle Toby’s for its Sports for Schools 

campaign. The advertisements feature an 

array of young, fit, attractive and successful 

athletes linking the athletic success with 

the purchase of products from Coles.

By moving away from price and 

focusing on a storytelling strategy, both 

supermarkets can engage consumers with 

a process called “internalisation”. This 

is where people accept the endorser’s 

position on an issue as their own. 

Internalisation is a powerful 

psychological mechanism because even 

if the source used in the campaign is 

forgotten, the internalised attitude usually 

remains. Price doesn’t create this effect. 

While food prices won’t necessarily go up 

anytime soon, consumers shouldn’t expect 

to see any further significant price drops. 

Instead, Coles and Woolworths will draw 

attention to other important attributes. 

Faced with the expansion of Aldi across 

South Australia and Western Australia 

and the entry of German supermarket 

Kaufland, Coles has recognised they can’t 

keep fighting a battle on price alone. 

– bizcommunity

MOVE AWAY fROM PRICE

Australian supermarkets  
are moving away from price
By gary Mortimer & Louise grimmer

On 26 January 2011, Coles in Australia fired the first shot in what would soon be 

dubbed the “supermarket price wars” by reducing the price of its own-brand milk 

to A$1 per litre. Woolworths fired back, triggering seven years of intense price 

competition.



It is therefore not a surprise that supermarkets offering prepared 

foods are experiencing significant growth. In 2018, prepared foods 

is likely to grow an additional 10%, which is more than five times 

the growth-rate expected from traditional restaurants.

Retailers who wish to use prepared foods as a competitive 

advantage may opt to hire chefs and focus on healthy dishes 

prepared with locally sourced ingredients, which we all know is 

becoming increasingly important to customers. 

But for many South African food retailers, the idea of hiring  

a chef may seem like a big investment that may in the end not pay 

off.

But newly appointed president of the South African Chefs 

Association, James Khoza, believes that a trained chef can do a lot 

for a supermarket and will definitely be able to pay his or her own 

salary.

“The benefits that a trained chef can bring to the table are 

endless,” he says. “Chefs are creative and they can develop new 

recipes that will boost your food-to-go department. They will 

be able to improve customer service and, because they have 

knowledge of different foods and ingredients, they will be able to 

recommend dishes and even convince customers to buy something 

extra.”

Trained chefs will also be able to source ingredients and 

develop recipes that will pull customers into your store. There is 

a perception among shoppers that take-away food bought at a 

supermarket is healthier and cheaper than food bought at fast-food 

outlets. An in-house chef can enforce this perception by using fresh 

ingredients, preparing dishes that offer value for money and talking 

to customers about the ingredients they have used. 

This service will be highly appreciated by customers with food 

allergies and conditions such as diabetes. Specific diets are also 

becoming more and more popular and customers would like to 

know if a certain dish on offer at your store is allowed as part of  

a specific diet.

The presence of a professionally trained chef in your supermarket 

will also show your customers that you care about them and 

the food that you serve. Hygiene is becoming very important to 

customers, especially after the recent outbreak of listeriosis, and  

a chef will give customers peace of mind.

Khoza also says there is often a lot of wastage in an environment 

where there is not a qualified chef to control the ordering and 

usage of ingredients. Chefs are trained not to waste food and how 

to plan orders of fresh produce so that nothing goes to waste.  

A creative chef will also be able to develop recipes to use 

ingredients before their sell-by date, or to use ingredients that you 

were able to buy at a good rate before it goes off and you have to 

throw it away.

Khoza says the South African Chefs Association is a good place to 

start for any supermarket owner who is considering a full-time chef. 

There are many trained chefs in South Africa that are ready to enter 

the workplace and chefs are generally keen to work in supermarkets 

because the hours are better than at a restaurant and the pressure 

is also not as intense. 

“There are certain things you have to look at when appointing 

a chef. A chef needs to be energetic and good with people – 

customers, suppliers and the people working in the food-to-go 

department. And he or she needs to be able to communicate well. 

He or she needs to know the market, have extensive knowledge 

of different ingredients and the sourcing thereof, and be creative 

enough to develop recipes that your customers would like. The right 

person will also be able to come up with concepts to increase your 

profit, such as platters for functions or delivering food to nearby 

office parks. On top of this, he or she will also be able to train 

staff and motivate them to be passionate about food, which will 

improve that quality of your offering as well as the service to your 

customers, which will in turn lead to an increase in your turnover.

A trained chef can be just the right person to make sure that you 

are not left behind when supermarkets benefit from very profitable 

food-to-go departments. A trained chef can be an asset that will 

allow you to focus on your business while he or she takes care of 

feeding your customers.
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HIRINg A CHEf

Getting your own chef
Prepared foods offer today’s time-pressured shoppers a new level of convenience.  
Many shoppers also do not have the same cooking skills as previous generations  

– providing a good reason to buy prepared meals. 
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Woolworths Benmore Gardens

Woolworths Food  
is food you can trust.  

And its store in Benmore gardens 
is no exception, where the 

retailer is on  never-ending quest 
to bring customers more variety 
and more ways to delight their 

senses with great flavours.
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STOREWATCH   By Hippo Zourides

Sam Dube is fully employed as the store stylist and his job is to ensure that 
all displays are done with flair and are relevant to each shopping mission
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STOREWATCH

Customers who 
are in a hurry can 
order coffee and 

other take-ways at 
the W Café window  

next to the 
entrance

Magazine racks have become the last stop for  
impulsive consumers on their way to the checkouts

The store entrance is wide and 
uncluttered and draws the customer 
in with its fresh-produce displays



Our vision is to be the leading confectionary and bakery goods supplier in 
sub-Saharan Africa. We aim to achieve this through innovation that excites 

our customers and challenges our competitors, whilst continuing to provide 
exceptional quality products at the lowest possible prices. Bettering the lives 
of our employees and improving the competitiveness of our local community 

remains our focus as we journey together towards our goals.

Our cakes are packed 
in reusable containers 

with an easy carry 
handle on top. The 
lockable seal allows 

for an extended non-
refrigerated shelf life 

of up to 10 days.

Innovative 
Packaging

For those who are 
unsure of their 
favourite flavour, 
we offer minis, 
allowing you 
to choose.

Contact us:
Tel +27 12 803 0101

teatimepta@gmail.com



Moist banana cake topped with whipped 
frosting with a toffee drizzle

Moist carrot cake topped with soft whipped 
frosting and a drizzle of pecan nuts

Moist chocolate cake topped with a rich and 
smooth caramel topping

Moist chocolate and coconut cake topped 
with coconut drizzle and white vermicelli

Cookies & Cream

Moist orange cake topped with a rich 
orange flavoured drizzle

Moist peanut butter cake topped with peanut 
butter frosting and jam drizzle

Moist chocolate cake topped with peppermint 
frosting sprinkled with chocolate vermicelli

Moist red relvet cake topped with whipped 
frosting and a red velvet drizzle

Moist chocolate cake topped with whipped 
frosting and a drizzle of cookies

Red Velvet Banoffee

Chocolate Caramel Carrot Peppermint

Orange Drizzle Coconut Drizzle Peanut Butter

Tea Time Cakes boast a range of 9 deliciously moist flavours 
baked from the finest ingredients. 

The range available in supermarkets



Woolies was the pioneer of the “green wall”,  
a concept now commonly seen in other retail outlets as well

The refrigerated cheese bar is complemented by an attractive display of related items
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STOREWATCH
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STOREWATCH

Looking for pickles?

Customers celebrating Ramadan have not been forgotten

A one-stop braai display

The tasting stations are dotted in 
various parts of the store and do not 
require manpower to be present

This display allows the consumer to buy 
all ingredients for an Italian-style meal

For the shopper  
who wants more
Following the successful launch of the 

Woolworths Waterstone Foodstore in Somerset 

West in 2015 (it was then recognised by the 

Association of Retail Environments as the best 

example worldwide in the design category 

of grocery/Supermarkets), the company has 

launched a number of new food store formats 

that do not include the usual clothing offering.

It is now the turn of Benmore gardens,  

a wealthy suburb in near the Sandton CBD,  

to have such an offering.

This edition is dedicated to a pictorial display 

of the many facets of this beautiful store and 

the way it manages to capture the imagination 

of the shopper, as she moves through the 

2 000m2 store.
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STOREWATCH

A conspicuous column ‘disappears’ 
when own-brand herbs and spices 
are displayed in a made-to-measure 
shelf display 

In-store promotional activity is evident throughout the store, 
whether it is combo buying or aimed at Discovery members

Talking signs are simple to ready 
and the message is always powerful The service counter in the butchery includes specially packed meats 

as well as advice for the consumer, while conventional refrigerated 
displays allow free choices

The butchery 
section has a 

dedicated biltong 
bar with both loose 

and prepacked 
products  

on display
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STOREWATCH

The Theatre of Food kitchen demonstrates 
various easy-to-make meals and all meal 
ingredients can be bought at the site of the 
demonstration

In the late morning, scrumptious and healthy fare is put 
on display at the W Café. Customers help themselves to the 
variety of food on display and plates are sold by weight

Loose and 
prepacked 
apples in 
colour-
blocked 
displays 
cover all 
the needs 
of large 
families 
as well 
as single 
households

Home-
ready 
meals are 
available 
from this 
display

The W Café  
has become a 

meeting point for 
housewives and 

business people alike 
and its free wifi 

increases the  
average stay
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STOREWATCH

The wine cellar is well stocked and it can 
be closed during extended shopping hours 
that do not match the liquor-trading hours

A full-time barista is available to assist customers
Before buying their olive oil, consumers 
can sample various flavours on display
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STOREWATCH

South African staff have been trained to produce top-class sushi

The bakery layout is open plan and customers can see 
the production line while smelling the end product

Snacks have been grouped together in this corner display

Fresh and frozen fish and sea food 
follow the butchery fridge layout and 
allow staff sharing between the two 
categories

A microwave oven is outside the 
checkouts for clients to warm up any 
food or drink purchased in the store

The health and beauty area has a 
more clinical look to it and special 
displays break the shelf run in places



the American founding father, to Virginia 

after his sojourn in Italy.

Jefferson had brought back a pasta 

machine from Italy. His daughter Mary 

Randolph became the hostess of his 

house after Jefferson’s wife died and she 

is credited with inventing the dish using 

macaroni and Parmesan cheese. Later, 

the Parmesan was replaced with cheddar 

cheese. But it is more likely that Jefferson 

encountered the dish in Italy and brought 

back the recipe.

Be that as it may, both macaroni and 

cheese and lasagna provide supermarket 

owners with excellent home-meal 

replacement opportunities.

Celebrate these two special days 

by preparing a special treat for your 

customers, while at the same time 

promoting your home-meal replacement 

department.

Chocolate3, chocolate  
and more chocolate

On 28 July we celebrate the joy and 

happiness that milk chocolate brings 

to every chocoholic in the world. And 

apparently milk chocolate is not all bad. 

According to research, it can reduce the risk 

of heart disease and strokes and also boost 

your memory and hydrate your skin.

The ultimate comfort food

In July we celebrate the humble 

macaroni and cheese on the 14th and 

lasagna on the 29th, the ultimate 

comfort foods for cold winter evenings 

spent with friends and family.

Since the Kraft Company put it in a box 

in 1937, every American kid grew up with 

macaroni and cheese.

But, according to cookbook author 

Clifford A Wright, there can be no doubt 

that its ultimate origins are Italian, as one 

finds macaroni and cheese recipes from the 

late thirteenth century in southern Italy. 

The anonymous Liber de coquina, written 

in Latin by someone familiar with the 

Neapolitan court then under the sphere 

of Charles II of Anjou (1248-1309), has 

a recipe called de lasanis, which we can 

call the first macaroni-and-cheese recipe. 

In this case, lasagna sheets made from 

fermented dough and cut into squares 

that were cooked in water and tossed with 

grated cheese, probably Parmesan. The 

author suggests using powdered spices 

and layering the sheets of lasagna, just like 

today, with the cheese if desired.

But, says Wright, the American macaroni 

and cheese has two main lines of ancestry 

claimed. In the first, it is thought that 

macaroni and cheese was a casserole that 

had its beginnings at a New England church 

supper. In southeastern Connecticut it was 

known long ago as macaroni pudding.

In the second and more famous story, 

and more than likely the original story, it 

is said that the classic American macaroni 

and cheese returned with Thomas Jefferson, 

Well, that is my story and I am sticking 

to it!

Selling chocolate to a chocoholic is 

probably as easy as taking candy from a 

baby, but you can improve your offering 

by preparing a few recipes containing 

chocolate.

Your customers will love you for ever.

And for the rest…

For your customers who like big forearms 

and something a bit healthier, Fresh 

Spinach Day is celebrated on 16 June. For 

the rest there is always Junkfood Day on 

the 21st or Cheesecake day on the 31st…
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ON PROMOTION

 
JULY 2018 

PROMOTIONAL CALENDAR
Nelson Mandela Month

3 JuLY
International 
Plastic Bag Free 
Day
4 JuLY
Barbecued 
Spareribs Day
6 JuLY 2018
Fried Chicken Day
7 JuLY
World Chocolate 
Day
12 JuLY
Pecan Pie Day
13 JuLY 
French Fries Day
14 JuLY
Macaroni Day

16 JuLY
Fresh Spinach Day
18 JuLY
Nelson Mandela Day
20 JuLY
International Cake 
Day
21 JuLY
Junk Food Day
23 JuLY
Hot Dog Day
28 JuLY
Milk Chocolate Day
29 JuLY
Lasagna Day
30 JuLY
Cheesecake Day
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Magic points of sale
Context is everything. Expectations of 

instant personalisation and total relevance 

are still climbing. One glimpse? People 

are even changing the way they search on 

Google: there has been a 60% growth in 

mobile searches for “__ for me” and 80% 

growth in mobile searches for “__ should I 

__” in the past two years (Google, January 

2018). The inevitable next step? Retail 

brands that go beyond simply knowing 

the consumer, and start reaching out and 

serving them in the physical context they 

happen to be in at that moment. 

We are talking about empowered 

shoppers who want you to leverage new 

channels, technologies and platforms to be 

in the right place at the right time. 

Your move
We are going to see many retail brands 

delivering an augmented -reality (AR)-

fueled magical point of sale (M-POS) in the 

coming months. But while mobile, AR and 

M-POS are intimately linked, mobile is not 

the only channel through which an M-POS 

can be delivered. 

See how Alibaba and InTime transformed 

the shopping mall restroom into an 

interactive point of sale. Which unlikely 

locations can you transform into a retail 

opportunity? Where does your customer 

spend their time? 

You’re obsessed with the future of retail. 

Every CEO, senior executive, CMO and 

CIO is obsessed. Every trend firm, every 

consultancy. Everyone. 

Except for consumers. Consumers don’t 

think about retail the same way we do. 

They don’t go through the day with 

terms like “omnichannel”, “m-commerce”, 

or “mobile responsive” floating around their 

heads. They don’t care about your last-mile 

problem. Consumers don’t lose sleep over 

the retail apocalypse.

But while consumers may not care about 

the future of retail, they are still busy 

creating that future. Their expectations 

never stand still. They want greater 

convenience. They want better value. 

They want excitement, meaning, status, 

relevance, authenticity, social connection 

and more.

It is the relentless consumer quest to 

fulfil those needs that drives every change 

we see in the retail arena: the demise of 

Toys R Us; Alibaba’s record USD 25 billion 

Singles Day; JD.com’s pledge to open 1 000 

physical stores a day – yes, you read that 

right – in 2019; Amazon delivering to the 

trunk of your car. It’s brutal out there.

There is no shortage of high-level 

overviews of the state of retail and the 

broad forces reshaping it. 

In this report we will highlight five key 

tactical trends that are reshaping consumer 

expectations in 2019 and beyond. 

Magic points of sale
Context is everything. Expectations of 

instant personalisation and total relevance 

are still climbing. One glimpse? People 

are even changing the way they search on 

Google: there has been a 60% growth in 

And remember, this trend is about 

convenience. You need to be there when 

your customers need you. 

Omnipresent, efficient and delightful. 

It isn’t easy to make magic happen. But 

you’ve got no excuse for not trying! 

Deep retail
In 2019, smart retailers know their 

customers better than customers know 

themselves.

In the retail universe of 2018, data is 

gravity. It’s the fundamental force that 

draws retailers and consumers together. Its 

presence or absence shapes pretty much 

everything. 

Primed and ready. This is about a 

personalisation and targeting a journey 

that began in simpler times, back when 

“customers who bought 1984 also bought 

Brave New World” was a revolution. We 

all know where a part of that journey 

has taken us – to the kind of data-driven 

behavioural targeting that is seeing food 

brand Knorr offer personalised recipes 

based on a consumer’s Instagram feed. 

Now, deep-retail personalisation is the 

next step. 

Deep state. This shift is being driven by 

the maturing of a raft of technologies that 

mean access to new and more powerful 

forms of personal data. The cost of 

sequencing an entire human genome has 

By David Mattin   THE fUTURE Of RETAIL
  5

 tre
nds reshaping the future of retail

in 2019  
and beyond!
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fallen below USD 1 000. Face recognition 

is now how people use their iPhone. No 

wonder Walmart filed a patent for tech 

that will detect the emotional state of 

shoppers as they walk around the store. 

Me Me Me. Yes there are widespread 

privacy concerns. But never discount 

consumers’ ability to want two things 

at once: expectations of data-driven 

personal relevance are only accelerating. 

A staggering 54% of consumers expect 

to receive a personalised discount within 

24 hours of making themselves known to 

a brand, and 71% express frustration at 

impersonal shopping experiences.

How to sum all this up? In 2018,  

retailers must make the leap from 

customer experience (CX) to intimate 

experience (IX). Ready?

For years now every customer with a 
smartphone has been a human data source, 
endlessly spinning off GPS information, 
Likes, searches, purchases, views and more, 
that allows retailers to know them better. 

But now that journey is reaching a 
definitive inflection point when it comes to 
retail. In 2018, consumers will expect retail 
brands to put new forms of data to work 
– think emotional data, eye tracking, DNA 
and more – to offer personalisation that 
proves they know customers better than 
customers know themselves.

Your move
Okay, this trend can feel a bit Black Mirror. 
For now. 

But step back from the urge to dismiss 
this trend as too far out to be relevant. In 
fact, it’s urgent. 

At heart, deep retail is simply about the 

next – and inevitable – evolution of the 

long personalisation story we’ve all been 

tracking for so long. It is not about asking 

consumers what they want, or getting 

them to co-create with you, but discerning 

their deepest preferences via new forms of 

data. 

In the months ahead millions of 

consumers will come into contact with this 

next-stage personalisation, and that won’t 

be only via the retail industry. 

So start by asking yourself three 

questions: 

■ What kind of deep data could you have 

access to across the entire customer 

journey? Online behaviors? Emotional 

response? Attention? DNA? 

■ How could you leverage that data to 

discern hidden, unarticulated, even 

unconscious preferences among 

customers? 

■ How will you tailor your services to the 

preferences you discover? 

And if you want to apply this trend, don’t 

forget the prime directive here: be 100% 

transparent about the data you want to 

collect, how you plan to use it, and how 

you will protect it.

Culture clubs
Consumers will demand that retail brands 

do more to promote the flourishing of 

their own staff. This trend has its roots in 

a single, powerful and – for brands – often 

terrifying force: transparency. But turn 

transparency to your advantage, and it 

becomes deeply empowering.

Your internal culture is ever-more 

visible, and that means it is an ever-more 

important part of your public-facing brand. 

That is an epic, transparency-fueled shift 

sweeping across the entire business arena, 

and the consequences will play out for 

years. But one way in which that trend 

has become acute for retail brands? It’s all 

about people. 

In 2018, consumers will seek out, engage 

with and recommend retail brands that 

build better internal cultures for their own 

people. That means building culture clubs 

that find new and innovative ways to 

protect, reward and promote the flourishing 

of all kinds of staff. 

This trend taps into a deep and ever-

more pressing choice for any retail brand 

THE fUTURE Of RETAIL
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Building a true culture of flourishing 

means taking decisions that run deep and 

make real change. 

And if you do plan to automate your 

staff away and compete on speed and 

low prices, you can still build a culture 

club. As consumers become ever-more 

concerned about the social impacts of 

auto mation, they will start to demand that 

the automation-minded brands are taking 

steps to help staff flourish once they have 

left. 

An example is the Amazon Career 

Choice initiative, where Amazon pay up 

to USD 12 000 for staff on hourly wages 

to study for new jobs in in-demand 

professions such as healthcare and IT. 

So your first question: are we about 

attention saving or attention seizing? Of 

course, you might fall on different sides of 

the equation at different moments in the 

customer journey. The key thing is to know 

that. And then build your culture clubs 

accordingly.

A-commerce
From discovery to delivery, retail brands are 

automating the customer journey. 

In 2018 shoppers are outsourcing 

a whole host of retail experiences to 

algorithms, automation and smart 

devices: that means the automation of 

hunting, negotiating, purchasing, delivery 

arrangements and more. 

Yes, consumers are concerned about 

automation-fueled unemployment. But 

never underestimate the human ability  

to feel multiple and contradictory things 

in 2018. Are you about speed, convenience 

and low prices, or are you about an 

amazing, immersive, human experience? 

Are you trying to save customer attention 

or seize it? 

Because if you fall on the amazing 

experience side of that equation, building 

a culture club might just be the only way 

to ensure you can retain and cultivate the 

staff needed to do that. 

Bad rep. The retail industry is synonymous 

with underpaid, overworked, high-turnover 

workers. In a transparent environment, the 

way retail brands treat their people will 

become an increasingly important part 

of the way consumers perceive them as a 

brand. 

Check my ethics. Yes, plenty of consumers 

will continue to prioritise low cost over 

everything else, including worker welfare. 

But we are in an environment in which 

rising numbers of consumers see ethical 

choices as a key status play. 

Loyalty play. In an age of rising and 

ubiquitous retail automation, how can 

you stand out? Go the other way and 

cultivate a high-touch, experiential offering 

that is all about human contact, creativity 

and expertise. Create a culture club that 

induces your key staff to stay with you, 

allowing customers to form deep, loyal 

relationships with individual staff members. 

Your move
First, building cultures that allow your 

people to flourish is the right thing to do. 

So do it! 

But as we talked about above, this 

trend is also about making a choice 

when it comes to the dichotomy facing 

any retail brand in 2018. Automation, 

speed, convenience and low prices? Or 

human creativity, curation, expertise and 

relationships? Which field are you going to 

compete on? 

THE fUTURE Of RETAIL

at the same time! Many of the same 
consumers worried about job displacement 
are already hunting out brands that harness 
automation to make their lives better. 

Outsourced life. This trend is driven by 
a newly emerging, but deep, consumer 
expectation. That is, that you can outsource 
decision-making to brands and trust them 
to deliver on your unique needs. That 
expectation has burrowed deep into the 
consumer psyche via a host of “we do the 
thinking for you” subscription services: 
think razors, cars, music, food, and more. 

AI hype cycle. You saw this, right? Your 
customers saw it too. Yep, Google Duplex 
will soon be booking haircuts for users 
around the globe. No wonder expectations 
of AI-fueled outsourcing are escalating. 

Emergent properties. Consumers can see 
a whole host of technologies are maturing: 
face recognition, voice recognition, 
image recognition. Taken together, 
these technologies make new forms of 
A-commerce possible. And what’s possible 
will soon be expected. 

Your move
First, let’s acknowledge that Revolut’s 
location-triggered travel insurance is 
brilliant idea. At its heart is a simple 
principle: harness customer context (in this 
case location) to automate a purchasing 
process and so save the customer time. So 
what customer contexts could you harness 
in order to automate part of the process of 
engaging with and buying from you? 

And you don’t need to use technology to 
meet the expectation at the heart of this
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trend (though of course technology will 

probably be needed to deliver a solution 

at scale). Your flesh-and-blood staff could 

always be better at recognising when and 

where – even when they are out of store – 

a shopper might need advice or want one 

of your products. 

Where will A-commerce head in 

the coming years? Rising numbers 

of consumers will feel comfortable 

outsourcing much of their retail to smart 

assistants, leaving those virtual entities 

to find the best products, prices and 

experiences. Time to start thinking now 

about what this means for you.

Practical post-demographics
Inclusive marketing is no longer enough. 

It is time to reimagine everything you do 

around true diversity.

Inclusivity is everywhere. Show us a 

progressive brand that hasn’t put a plus-

size model on a billboard?! 

Of course, that’s 100% a change for the 

better, but it is just not enough. In 2018 

consumers will no longer be impressed by 

brands that only point towards diversity in 

their campaigns and messaging. 

Instead, consumers will demand that 
brands reimagine their offerings around 
the wants and needs of a truly diverse 
set of customers. That means products, 
services, physical spaces, and engagement 
processes that cater to everyone, including 
traditionally marginalized groups. 

Post-demographics. Yes, this taps into a 
mega-trend we have been talking about for 
a long time: the rise of a post-demographic 
world; a world in which many consumers 
are more free to celebrate the identities 
of their choosing, not ones determined for 
them by their age, gender, location, income 
and more. 

Privilege checks. A connected world has 
given traditionally marginalised groups 
new ways to come together and demand 
action for change (see #MeToo and 
#BlackLivesMatter). Now, rising numbers 
are demanding that brands finally give 
them the recognition and service they 
deserve. 

Spending shift. The post-demographic 
liberation of older people means many 
are spending on all kinds of new, non-
traditional and unexpected products  
and services. 

According to research, 86% of marketers 

over-estimate how much consumers under 

the age of 35 spend, while 72% under-

estimate how much consumers of 55 and 

older spend. 

Your move
We are always talking about how great 

innovation starts with one question: how 

can we give people something of value? 

But for too long now we – business, society, 

all of us – have overlooked marginalised 

groups when we come to think about those 

human needs and wants. 

Making a change and applying some 

practical post-demographics is the way to 

put that right. And to offer something of 

value to many – maybe even millions more 

– people. 

Sure, technology can help, making a 

positive change can be as simple as putting 

a sign on a table. 

A powerful first step? Listen. Go out and 

ask as wide a range of people as possible 

– including those you’ve overlooked in the 

past – how it feels to engage with you and 

how it could be better. 

David Mattin is global head of trends  
and insights at TrendWatching. 

THE fUTURE Of RETAIL
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ITALIAN LOYALTY

For the benefit of its Fidaly loyalty 

programme, the chain sourced an upmarket 

range of bags and luggage branded NAVA 

DESIGN. This is not a cheap product and its 

quality was appreciated by the discerning 

Italian shopper and it consists of a full 

range including a trolley travel bag, a 

weekend bag, a shoulder bag, a backpack, a 

tote bag and a vanity case. 

The next step was to find a novel way 

to publicise that these items could be 

procured by collecting loyalty points every 

time they spent €25 (R375) in-store. 

Typically, this announcement is done in 

the usual way by headlines on adverts and 

flashes on leaflets to convince shoppers 

to accumulate points (called strawberry 

points) and redeem them together with 

Esselunga is an Italian chain of stores that continues to innovate in the competitive 

Italian shopping environment. Over and above the conventional promotional activity 

followed by all food chains in the country, Esselunga decided on a differentiating 

campaign aimed at its loyalty card base.

a small cash payment against a bag of 

their choice. Various supplier products were 

tagged as part of the promotion and the 

purchase of two or more of these products 

earned the buyer multiple strawberry 

points.

The Esselunga marketing team came up 

with a novel visual campaign by using fruit 

as the main conveyor of the message. Thus, 

an apple with a rucksack on its shoulder 

was branded by using the word “apple” 

in the phrase “APPLEy in-store for this 

terrific offer” or a pear with a sling 

bag was branded as “ApPEAR as 

a fashionable shopper”, while 

a peach with a vanity case was branded as 

“Be the PEACH in his eye”. (NB. These are 

English examples)

The campaign was an instant success 

with the Italian public as both men and 

women found a bag that appealed to their 

fashion sense.

In addition, some of the bags were 

linked to the Esselunga Verti insurance 

programme, where shoppers could also get 

a discounted car insurance policy when 

buying a shoulder bag or a motorbike 

insurance policy when buying a vanity case.

A clever promotion differentiates 
from the competition
Article by Antonello Vilardi of Retail Watch, Italy (www.retailwatch.it) 

adapted by 

Hippo Zourides



In general, South African consumers have 

yet to become more fully acquainted with 

these new retail practices, but local retailers 

need to keep up to speed if they don’t wish 

to be caught “sleeping on the retail watch”.

Technology driving radical 
advancements
New trends and products are emerging 

daily, making the retail environment 

volatile and exciting. “Technology has 

been the driving force behind these radical 

advancements,” says Horne. In addition, 

there is enormous pressure on major 

retailers to acquire brands which meet their 

consumers’ expectations and demands, 

while integrating new technologies into 

their day-to-day operations.

Broll research details how tech is 

transforming the way we shopHe was 

speaking at the company’s release of its 

latest retail research paper entitled From 

E- to M- to A-Commerce: The Impact of 

Technology on the Retail Industry. 

While e-commerce is well-entrenched 

in the market globally and the use of 

mobile devices (m-commerce) to conduct 

retail purchases is increasing steadily, 

a-commerce – also known as augmented 

commerce – is hovering in the wings, 

according to Broll’s research paper. 

Augmented commerce relates to retail 

that utilises augmented reality, enabling 

consumers to visualise products virtually 

in the real-world environment before 

purchasing. 

Are these relentless 
technological innovations 

driving brick-and-
mortar retail towards 

an eventual retail 
apocalypse? 

It’s hard to say. 
Transforming a traditional retail business 

digitally and technologically can be an 

overwhelming task, but may be a necessary 

one for many retailers as end-users 

demand improved, instant and simpler 

shopping transaction experiences. In 

some cases, retailers have taken the leap 

of converting their “bricks into clicks” 

by closing under-performing stores and 

creating e-commerce fulfilment centres to 

beef up their online income stream.

The South African online shopping 

marketplace is still very much in its infancy 

but an increasing number of retailers are 

incorporating the convenience concept of 
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Broll research details how tech  
is transforming the way we shop
There is no doubt that traditional brick-and-mortar shopping remains the backbone 

of the South African retail industry, but new ways of purchasing are fast becoming 

standard practice in retail markets around the world, says Malcolm Horne, CEO of 

Broll Property group.



“click-and-collect” into their businesses. 

Larger national retailers such as Dis-Chem, 

Clicks, Pick n Pay, Mr Price Group and 

Cotton On amongst others, now offer this 

convenient shopping service to assist time-

strapped consumers.

glimpse of the future
Broll’s research paper paints a vivid picture 

of the scope of technologies which could 

become part of the retail landscape in the 

near future and which are already being 

used in some marketplaces.

Alibaba’s supermarket, Hema, for 

example, has revolutionised mobile app 

shopping. Within nine minutes of receiving 

an order via the Hema app, staff hand-

select the specific goods and send a 

personalised shopping bag to the delivery 

warehouse where it is packaged for delivery 

and delivered within 30 minutes in a 

3km radius. Furthermore, their app allows 

shoppers to purchase their goods via facial 

recognition technology. 

Amazon Go, a partially-automated, 

cashless and till-free store in Seattle allows 

patrons to shop in the store using the 

Amazon Go mobile app. Now the same 

concept is geared to shake up grocery retail 

in Chicago and San Francisco.

The research also highlights “endless aisle 

shopping” as fast becoming the latest retail 

buzz-phrase. As retailers look at downsizing 

their brick-and-mortar portfolios, the 

concept of providing in-store kiosks where 

customers can order products that are out 

of stock or not sold in-store is growing. 

Once ordered, products are dispatched 

exact aisle and location of the products 

needed, display advertising and accept 

payment. The carts even follow customers 

to their cars with their purchases and 

are programmed to return to the store 

completely unmanned. 

And if that’s not mind-blowing enough, 

here come autonomous self-driving stores. 

Toyota’s e-Palette, Moby 
Mart and Robomart 

are some of the 
autonomous self-driving 
convenience stores that 
could potentially roam 
the streets 24/7 once 
they have been fully 

developed. 
Essentially, consumers will use a specific 

app to request a visit from an autonomous 

self-driving store. Once the store arrives, 

the app can open its doors, consumers 

can select the products they want and are 

charged automatically upon exiting the 

store. 

It seems clear from Broll’s research 

that the practice of retail is destined to 

be increasingly dominated by technology. 

“Adapting and keeping abreast of this 

uncertain landscape is a challenge that 

retailers will need to embrace,” concludes 

Horne. – bizcommunity
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from off-site warehouses to customers’ 

homes. “Showroom” or “bag-free” stores 

take this a step further. A range of product 

items is showroomed in-store but not kept 

in stock. Instead, they are ordered online 

and delivered directly to customers.

If retailers are opting for more warehouse 

capacity, improved efficiency and speed is 

vital and this is where robots step to the 

fore. Various models of autonomous robots 

are already in operation, such as LocusBots 

that work alongside warehouse staff and 

assist in locating and transporting products, 

while Sure Sort excels at a small-item 

sorting system.

7Fresh supermarket in China already 

offers autonomous shopping carts. These 

types of carts guide shoppers to the 



The overwhelming impression I gained 
was the tremendous pride in African 
heritage and cultures. Every black speaker 
referred to it, and the great challenge and 
opportunity for brands is to understand 
and respect this and relate their brands. 

Mobile means that everyone can access 
information, be it peer comments through 
WhatsApp or accessing and comparing 
data via smartphones. Everyone is very 
price-sensitive. Although value is still a 
very important word, it needs to relate to 
lifestyle needs and interests. Lower LSM 
groups are looking to substite some of the 
expensive items in their shopping baskets, 
and interestingly Pick n Pay’s own label is 
attracting many of these shoppers away 
from traditional brand loyalties.

Millennials, particularly younger ones, 
love accessing data and they are carefully 
researching everything and anything. They 
are shopping online, but most of them 
are using this to value compare while still 
preferring to make the bigger shopping 
trips to the retail outlets. An interesting 
comment was that the higher-income 
millennials visit their families in the 
township during the weekend to pay black 
tax, resulting in Monday being a good 
shopping day. Important to appreciate 
how the extended family impacts the 
discretionary income of higher earners, 
they all accept the duty to help each other. 

for marketing strategy, the focus of 

the Township Shopper Marketing 

conferences will need to shift to astute 

implementations ie best practices in action. 

My recommendation to whites is to be 

prepared to spend some time of the year 

living in a township to really appreciate 

the cultural lifestyle and the tremendous 

pressure on low income. 

It is going to be very interesting to see 

how the spazas evolve. As convenience 

shops – all 200 000 of them – they are 

open early early in the morning and close 

late in the evening to cater for travelling 

customers. During the day, most of their 

customers are children buying on behalf 

of their mothers. Transportation costs 

are a big influence on the survival of the 

spazas as they are local. Yet the wave of 

malls continues and they are very focussed 

on working with the local communities 

and micro influencers are very important. 

As more black people gain access to cars, 

spazas will start loosing market share. 

However, black 

people are very keen 

to support fellow 

black entrepreneurs 

and hence the 

importance of 

brands being seen to 

stimulate and support 

local black business. 

While there is so 

much talk about 

digital media, it 

is interesting that 

several speakers 

referred to shopper inserts in the local 

newspapers as a key way for residents 

to shop and compare and they are very 

interested in promotions. As ever, there is 

not one simple solution. 

Older people still watch television and 

read newspapers, while younger people are 

busy with their digital devices and they 

all influence each other. Everyone at the 

conference communicates with their social 

circle on WhatsApp and black Twitter is 

very important, but you have to get the 

content right.

This is my tenth township conference 

and I made over 30 page of notes, so like 

the delegates, there is so much to learn 

from very informed township marketers. 

Terry Murphy, Publisher, Marketing Mix 
terrym@systems.co.za 
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Pride in African cultures
During the recent Township Shopper Marketing Summit hosted by Marketing Mix 

Conferences (the 10th of its kind) the majority of speakers for the first time were 

black black – a very encouraging evolution. 

Black community life is dominated 

by festivals, the church and big family 

occasions such as weddings and funerals. It 

is very important to lavishly entertain in a 

high-profile manner and everyone chips in. 

Then there is the vital importance of 

appreciating colloquial language. There 

are so many slang words that are fun and 

cool and brands need to use them. One of 

the topics was on the theme of “empathy” 

and it is a big challenge for many white 

marketers in effectively influence their 

black customers. You need to live the life 

of your customers to understand them and 

influence them. 

As a white person writing what I just 

said, I realise that most black marketers are 

fully aware of all these points and as they 

become increasingly responsible



JSE listed REIT SA Corporate Real 

Estate Limited will invest more than 

R30 million to install state-of-the-art 

rooftop solar PV plants to help curb ever 

climbing electricity tariffs at its malls 

and reduce their carbon footprint.

Retail Asset Manager, Carmen Collison, 
said that the ongoing multimillion-rand 
investment in solar by SA Corporate Real 
Estate Limited, one of the oldest and most 
established property companies in the 
South African property market, put it on  
a par with some of the most advanced 
malls around the globe.

It also showed that, although large 
regional malls with their large underutilized 
roof tops were probably best suited to 
large scale solar power generation, the 
installation of PV panels at smaller centres 
also delivered substantial returns.

She said that SA Corporate Real Estate 
Limited had invested R26.2-million in solar 
to date with 2 MWh installed. The future 
capex spend would be approximately 
R33.5-million which would see an 
additional 1MWh installed. 

Coachman’s Crossing Shopping Centre in 
Bryanston, Town Square Shopping

Centre in Weltevreden Park, Forest Road 

Design and Décor in Fourways, Celtis Ridge 

Shopping Centre in Centurion and the 

recently revamped East Point Shopping 

Centre in Boksburg are among those who 

are going solar!

SA Corporate Real Estate Limited has an 

attractive portfolio of properties that is 

diversified across 178 properties covering  

a total 1.39 million square metres of 

lettable space. This is divided across retail, 

office, industrial and residential space.

“Energy efficiency for businesses 

is a low-risk investment which yields 

substantial rewards. Taking steps to achieve 

efficiency is essential for businesses across 

sectors because of the far-reaching benefits 

and long-term savings,” she explained.

Collison said that the degree to which 

cost savings would accrue would vary 

across different malls.

For the most part, the size of the plants 

cannot sustain the whole centre but rather 

supplements the supply during peaks.  

It also goes some way to address reliability 

of supply.

“As responsible corporate citizens, energy 

efficiency had been identified as a key

strategic deliverable to support the 

broader call made on the private sector 

to implement these renewable and 

environmentally sustainable technology. 

However, the energy crisis in South Africa, 

growing energy demand, grid reliability 

concerns and the increasing cost of 

electricity have meant that efficiency 

has become a necessity for South African 

businesses to remain profitable. Energy 

efficiency has allowed us to improve our 

risk management and to achieve cost 

savings,” she explained.

Terra Firma Solutions, a turnkey specialist 

solar PV solutions service provider will 

be responsible for designing, building, 

commissioning and managing the rooftop 

solar PV plants at the shopping centre.

Managing Director, Ed Gluckman, said 

that there was an increasing trend for the 

retail property sector to embrace solar.

“We are seeing many property 

companies building solar PV plants on their 

malls as the malls use energy consistently 

across seven days and this mirrors the solar 

PV plant production. We know of around 

100 Solar PV plants across South Africa on 

shopping malls,” he said.
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Retail leads the way  
with solar PV installations

By Creamer Media, Engineering news   SOLAR PV PLANTS



cooling (refrigeration) account for around 

50 percent of a mall’s energy needs with 

another 30 percent being used to power 

lighting.  

He noted that shopping centres were 

particularly suited to the installation of 

solar panels as they had large homogenous 

roofs with a seven-day electricity load 

ensuring that all of the solar PV power was 

used.

“Malls have a similar electrical load 

profile to solar PV plants with their peak 

usage being around midday,” he said.

Gluckman added that he expected the 

number of solar PV installations on both 

new builds and existing malls to increase 

as South Africa caught up with its retail 

counterparts elsewhere in the world.

Referring to an already operating system 

at Willow Way Shopping Centre in Pretoria, 

which is part of the SA Corporate Real 

Estate Limited portfolio, Gluckman said 

that the 390 kWp system which covers 

approximately 2 800 m2 with 1 200 

solar panels mounted on the roof was 

commissioned in September 2017.

In February this year, 356 MWh 

cumulative energy had been produced 

during a period of six months since 

installation, providing a cumulative CO2 

(carbon dioxide) reduction of 349 tonnes.

Gluckman said that the move to solar in 

shopping centres probably began in 2012 , 

as they are big users of electricity. Energy 

hungry HVAC systems which control 

heating, ventilation, air conditioning and 

“The commercial rooftop solar PV 

market is seeing unprecedented growth in 

South Africa. 

With forward thinking property such as 

SA Corporate Real Estate Fund recognising 

the value in mitigating rising energy costs 

with solar PV. 

This will help protect their future income 

by retaining tenants and offering cost 

effective utility fees.”

He pointed out that South Africa was  

the second most dense shopping mall 

country in the world after the USA. 

Because malls centralised the shopping 

experience, local retailers and landlords 

had an excellent opportunity to not only 

contain costs but also to help mitigate  

the risk of climate change. 
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formats from around the world. The 2017 

winner of the International Convenience 

Retailer of the Year Award was Spar Natural, 

a convenience store in Gran Canaria in 

Spain.

The site features the first American-

themed diner in Mthatha and FreshStop 

Fort Gale is the first  convenience store 

to offer six takeaway food brands, all with 

a strong African flavour. It has a covered, 

modern seating area where diners can 

enjoy their meals and has free Wifi and 

a specially designed pause counter with 

electrical plug points.

The Mthatha site has provided a much 

needed boost to the local economy from

The prestigious nACS Insight industry 

body has announced its finalists for the 

2018 International Convenience Retailer 

of the Year Awards 2018 and local 

entrant, FreshStop at Caltex Fort gale in 

Mthatha, Eastern Cape, made the cut. 

Competition was strong with convenience 

stores from India, Ireland, Norway, UK, 

Australia and Spain making up the list of 

finalists with FreshStop Fort Gale being the 

only finalist from Africa.

Now in its 9th year, the International 

Convenience Retailer of the Year Award 

recognises excellence in convenience and 

forecourt retailing on an international stage 

by celebrating the best convenience retail

an employment and people-development 

perspective. Employment opportunities 

have been created in partnership with 

the Efata School for the Blind and Deaf in 

Mthatha, where the poverty rate is 65%. 

The unemployment rate is 66%.

The number of permanent staff at 

the site has increased from 31 to 54 

employees, representing a 74% increase 

and, during peak season, an additional  

12 short-term positions are created. 

FreshStop has a policy of growing and 

promoting staff from within and some 

staff members who started as cleaners are 

now cashiers, while some cashiers have 

progressed to manager roles.

FreshStop Fort Gale nominated for 2018 International 
Convenience Retailer of the Year Awards

SOLAR PV PLANTS AWARD NOMINATION
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NATiONAL

18 July
Sandton

Shopper Path to Purchase
Sophisticated segmentation tools and astute customised communications throughout the path to 
purchase, that’s the name of the game in 2018. Two days of learning from the very best marketers 
who consistently get it right.

26 July
Pretoria

Capital City Wine Show
The newest wine show included in the regional wine show line-up (Mpumalanga, Capital City, 
Free State and Eastern Cape) directed by SA wine authority Michael Fridjhon and presented by 
OutSorceress Marketing, organisers of the country’s premier national and regional wine festivals.

iNTERNATiONAL

6 July
London

Just V Show (Vegetarian and Vegan)
Just V Show is packed with advice for those interested in reducing your meat intake and investigating 
what plant-based living is all about. Try products, chat to experts, attend talks, learn to cook and leave 
filled to the brim with new ideas and most importantly, delicious food.

believed that they would be able to focus 

on more important projects. Interestingly, 

38% commented that in the future they 

might be in a role that doesn’t exist yet.

What was surprising was how nearly all 

(98%) of those surveyed were enthusiastic 

about the introduction of new workplace 

technology, placing both AI and automation 

at the top of the list. However, they felt 

management would only invest if it cut 

costs (72%) and one third of employees 

felt that they were not equipped to get the 

most out of the office solutions they had, 

much less new technologies such as AI. 

They recognised that these would have 

Of those surveyed, the majority believed 

that they wasted more than 42 days a year 

thanks to a lack of relevant and capable 

technologies in the workplace and a third 

said that lack of investment into new 

technology was slowing momentum and 

the business would fail in five years. 

When asked about emerging 

technologies such as artificial intelligence 

(AI) and automation, more than two 

thirds (65%) of employees felt that these 

technologies would positively impact the 

way they worked. Within the next two 

years, 41% predicted that they would 

perform fewer repetitive tasks and 40% 

DIARY

Outdated technology  
wastes time and money
The global Ricoh Digital Empowerment Survey, including a representative number of 

South Africans and South African companies, asked more than 3 500 employees about 

their views on the latest innovations and how these would impact on their roles. 

a potentially positive impact, but they were 

concerned about their lack of skills (40%) 

and wanted employers to place a greater 

emphasis on training (67%). 

Overall, employees want more 

immediate access to data (44%), a 

reduction in repetitive tasks (41%), and 

rated better technology higher (59%) 

than perks like free food (18%). In fact, the 

need for better technology outweighed a 

pay rise. Digital empowerment is a high 

priority for employees and organisations 

with a focus on providing the right tools 

and technologies are highly sought after, 

with 62% agreeing that the best businesses 

spent a lot on new technology. Almost 

half (47%) felt that existing technology 

didn’t enable productivity and 46% were 

concerned that competitors already had an 

edge over their own organisation.

Jacques van Wyk, Chief Operating Officer 

for Ricoh South Africa, said, “Organisations 

are looking to find ways of staying 

competitive and maintaining growth and 

the influx of new technologies, especially 

as AI and automation, have made the 

market competitive and complex. Most 

business leaders are aware that digital 

technologies are key to unlocking greater 

employee productivity and engagement 

but are looking to solutions and partners 

who can help them do so intelligently and 

sustainably.”

The Ricoh Digital Empowerment survey 

examines numerous aspects around 

digital technologies and their impact on 

employees and a comprehensive can be 

found here. 






