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EDITORIAL COMMENT

It’s the shopping experience. Build it!
There are many reasons why consumers flock to their local supermarkets for 

supper on their way home from work. 

For one, they are already stopping for their daily bread and milk. So it is convenient. 

For another, supermarket meals are cheaper than regular take-aways. Then supers 

offer more variety and the food is also perceived as healthier.

The competition is hotting up and the fast food chains are continuously innovating 

and re-inventing themselves to stay on trend with consumers and their changing 

needs and desires. Your shopper has become more discerning and expects more, 

especially when it comes to food. They want it healthy and clean and they want to 

know where it comes from. You can expect that they will ask questions and that they 

will expect of you to answer them. 

To compete and attract more shoppers to your deli and food-to-go departments 

one needs both a professional look and feel and you need professional and 

knowledgeable staff. So, check our foodservice feature where we explain what you 

can do to get your piece of the ever-growing food-to-go pie. But discerning shoppers 

are not only interested and influenced by your food-to-go offer They look at the 

entire store. They want more than just a place to shop. They want an experience.

This makes store design more important that ever. In our Store-Design feature 

we look at how it can be used to entice shoppers to your store through modern and 

clever design techniques and features.

However, customer service and delighting your customers is even more important 

than a beautiful store. In our Delight your Customers feature, Aki Kalliatakis talk about 

how the smallest things can cause the greatest source of irritation and what retailers 

can do to make the shopping experience less frustrating and more pleasant.

And talking about customer service... The customer experience is fast becoming a 

key metric in the South African retail environment. As consumer behaviour constantly 

changes, their new preferences and choices need to be addressed with a level of 

urgency to attract and retain them. Good customer experiences makes a strong 

differentiator among stores. So how do South African supermarkets fair when it 

comes to delivering good customer experiences? Field Agent assigned a survey across 

five of the major supermarkets to find out. You will find the results in our regular 

monthly Field-Agent article.

Two very important customer sectors for retail are township residents and the 

youth. In this issue we have two articles aimed to help you get a better understanding 

of these shoppers.

Ask Afrika recently announced the winners of its annual Kasi Star Brands Awards. 

It recognises the brands most loyally used by township consumers and in particular 

those for which they will not buy a substitute. A total of 145 categories and 720 

brands within the township sector across the country were examined. Only 32 leading 

brands met the criteria. We tell you about the winning brands and why they won. 

Then shedding a bit more light on the township market, CEO of Trade Intelligence, 

Maryla Masojada, lists the main drivers that enable the informal FMCG sector to 

grow and prosper at a faster rate than the conventional modern supermarket trade. 

Definitely worth a read.

We also look at the results of 2018 Sunday Times Generation Next youth survey, 

where more that 12 000 young people from around the country were asked to vote 

for the coolest brands. Some of their choices may come as a surprise to you.

We hope that this issue will give you the tools and insights to help you build the 

shopping experience of your customers dreams. Enjoy the read.

Stephen Maister



A round of applause  
for the humble potato

We have a special day just for potatoes!

Potatoes are not only tasty — they are 

good for you. They contain high levels of 

important vitamins and minerals, such as 

vitamin C, potassium, and iron. 

Currently, we produce 2,18 million 

tonnes of potatoes every year and 

consumption per person continues to grow. 

Without a doubt potatoes are one of South 

Africa’s most loved food products. 

There are many ways that you can 

serve potatoes as part of your home-meal 

replacement menu, such as baked potatoes, 

mashed potatoes, chips and in stews. And 

do not forget to tell you customers that 

potatoes are actually good for you.

Careful with the salt

Also in August, we celebrate More Herbs 

Less Salt Day by encouraging people to use 

more herbs and less salt in food. Eating a 

healthy, balanced diet is often easier said 

than done – it takes thought, time and 

effort to prepare fresh and nutritious food, 

when less healthy options are often much 

easier and more convenient.

But you can help by preparing healthier 

foods in your home-meal replacement 

Versatile and healthy

In August we celebrate National Zucchini 

Day in honour of this versatile green 

vegetable and all the delicious dishes we 

can make with it.

The common zucchini is a close relative 

of the cucumber and the melon. It is a 

type of squash that comes from Italy and 

the name “zucchini” comes from the word 

“zucchino”, which means “small squash” in 

Italian. 

To celebrate National Zucchini Day, serve 

a trendy zucchini pasta to your customers 

on a low-carb diet. 

Here is how to do it.
Slice the zucchini into thinner strips 

resembling spaghetti. Heat olive oil in a 

skillet over medium heat and cook and stir 

zucchini in the hot oil for 1 minute. Add 

water and cook until zucchini is softened,  

5 to 7 minutes. Season with salt and 

pepper and top with a delicious tomato 

sauce.

For comfort and warmth

Coincidently, 9 August is Women’s Day as 

well as Rice Pudding Day! What a better 

gift to your female customers than a 

bowl of freshly prepared rice pudding? Try 

something new by adding some unusual 

ingredients such as lychees and nuts. Don’t 

forget the custard.

department, saving your customers the 

effort of preparing healthy meals from 

scratch. Make sure that you market the fact 

that you use “more herbs and less salt” in 

your meals. 

A little rosemary, thyme, mint or other 

herbs can do just as much to enrich a dish 

as a heavy dose of salt.
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AUGUST 2018 
pROMOTIONAL  

CALENDAR

Women’s Health Month

3 AUGUST
International Beer Day 

8 AUGUST
Zucchini Day
9 AUGUST

Public Holiday: National Women’s Day
Rice Pudding Day

19 AUGUST
Potato Day

29 AUGUST
More Herbs, Less Salt Day



Providing  
the experience
Customer experience is fast becoming 

a key metric in the South African Retail 

environment. As consumer behaviour 

constantly changes, preferences and 

choices need to be addressed with a 

level of urgency so that shoppers can be 

attracted and retained. It can therefore 

be said that good customer experience 

is a strong differentiator amongst 

retailers. 

Often staff do not appreciate the bottom-

line impact of bad customer service. 

Discontented customers are quick to leave 

and expensive to bring back. How are 

South African supermarkets fairing when 

it comes to good customer experiences? 

Field Agent assigned a survey across five 

of the major supermarkets to find out. In 

June, we assigned agents to visit retailers, 

make observations, and report on 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 105 random recipients, 

evenly spread across five supermarket 

chains in South Africa: Checkers, 

Woolworths, Spar, Pick n Pay, and Food 

Lovers Market. (see map)

In the survey, we assessed six categories: 

■ access & parking

■ cleanliness & hygiene

■ ambience

■ aisle navigation

■ staff assistance; and checkout.

A range of attributes were scored between 

favourable +1 and unfavourable -1. Visits 

were verified using in store and receipt 

photos as well as GPS and timestamps. 

The highest-scoring retailer overall 

was Woolworths (106 points), followed 

by Checkers (92 points) Pick n Pay (87 

points), and Food Lovers Market & Spar 

(both 86 points). The poorest scoring 

attributes were Checkout and 

Staff Assistance with Spar being 

the lowest scoring retailer in 

these attributes. The average time 

seeking assistance from staff 

was 44 seconds, and in a queue 

at checkout was 53 seconds. A 

similar survey was completed in 

April 2016. In comparison, it was 

found that the most improved 

retailers were Woolworths and 

Checkers, with the biggest decline 

in score found to be Food Lovers 

Market. For more details, email us 

at: client@fieldagentsa.com.
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Retailer Services 
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on my jersey and now-finished newspaper. 

But it was futile – there just wasn’t enough 

space except on my lap or on the floor.  

I cursed the senior manager who’d made 

this thoughtless, indeed irresponsible, 

decision to inconvenience paying 

passengers like this.

This need to be “in your face” is also 

reflected in the tatty, dog-eared magazine 

that mainly consists of 52 pages, (out of 

96 in total,) of boring adverts for boring 

products that I will doubtless never buy. 

The articles are boring too, mostly about 

stuff like snobbish wine estates and car 

reviews, all of which I have no interest 

in. (To the editor’s credit, there is one 

fascinating article about five-day Indian 

weddings, but that is about it.)

No, the primary source of my extreme 

frustration is the fact that there is no 

pouch to keep my stuff in: on most airlines, 

conveniently attached to the seat in front 

of each passenger there is a pouch that 

at least holds a paperback book, your 

cellphone, a wallet and a packet of sweets. 

If you travel, you see almost all passengers 

carry things with them: jackets, drinks and 

snacks, cellphones, headsets, a computer 

or tablet, a handbag, maybe a book or 

newspaper, and similar. On top of that, 

most of us produce a certain amount of 

waste like sweet wrappers or empty paper 

cups. 

But on this airline there is nowhere to 

keep your stuff. I crammed whatever I 

could on the side of the seat, and even sat 

We all know why things like this happen. 

The financially clever but completely 

unimaginative airline manager calculated 

that the combined mass of about 120 

pouches comes to 60 kilogrammes, and 

if they killed these, imagine how much 

money they could save?

It is just so petty for airline bosses to 

create stupid customer experiences that 

have such a negative effect. It made me 

feel quite pathetic to be so irrational and 

unreasonable, but this one fact alone is a 

deal breaker for future flight bookings on 

this airline. 

As you would expect, I have consciously 

and actively discouraged my colleagues and 
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DELIGhT yOUR CUSTOMERS By Aki Kalliatakis

All the Small Things
As I write this article I am sitting somewhat irritated in the crammed seat of a 

budget airline. I am probably not annoyed by the fact that the seats are hard and 

uncomfortable, nor by the fact that they cannot even give you a cup of coffee 

without charging you R20. I can probably ignore the fact that they have pasted 

garish and really ugly advertising in places that should have the appearance of being 

sparklingly clean. 



my clients for booking me on this particular 

airline. 

But it got me thinking about how 

companies do silly things like this that 

have such an exaggerated negative effect, 

and that brings me to the main theme of 

this article. You see, when we examine and 

analyse customer complaints it always 

seems to be the smallest things that are a 

great source of irritation.

■ Businesses that advertise special 

promotions – and forget to tell their 

branches. 

■ Radio stations that do live broadcasts – 

but listeners are constantly interrupted 

by silence or poor signals because the 

technicians didn’t do their homework. 

■ Chips and cracks in crockery and 

glassware at restaurants, (never mind 

disgustingly awful toilets where we 

imagine our kids will pick up at least ten 

diseases.) 

■ Websites and computer programmes 

that just don’t do what they should do 

because they weren’t properly tested. 

Alternatively, not having a Plan B when 

your tills or credit card facilities go off 

line.

■ Petty rules and policies that get directly 

in the way of customer satisfaction and 

delight. A classic here is the rule that 

says customers cannot have breakfast 

after the strict deadline of 11:00.

■ Endless delays for no identifiable 

reasons, without any explanations to 

customers, and where solutions to deal 

with bottlenecks seem to be exceedingly 

simple – to customers, at least.

■ And my ultimate frustration: poorly 

trained staff who have no idea how 

to deal with customers’ questions and 

problems, and who don’t have the 

courtesy to even greet you, never mind 

just being nice.

There are countless more examples of 

similar things, and you have to understand 

that there are seriously negative 

consequences for your business when they 

happen. If you are going to make your 

customers sweat and jump through hoops 

just to spend their money in your business, 

understand that they will seek alternatives 

as soon as they get half the chance.

Thus, on the one hand there are so many 

small things that are such a great source of 

irritation and frustration for customers. 

On the other hand, 
guess what are the 
greatest sources of 

delight and excitement 
for customers? Again, 
it’s mostly about little 

things... 
■ Those moments when you noticed 

something about them, (like their 

tan from their recent holiday,) and 

mentioned it to them.

■ When you showed appreciation for their 

loyalty by simply saying thank you while 

you smiled at them and showed positive 

body language.

■ When you complimented them on 

their wonderful taste in clothing or the 

impeccable manners of their children. 

■ When you told them that you would take  

personal responsibility for solving their 

problem even while reassuring them 

that it would all be fine eventually…

■ And then when you dealt with the 

problem or complaint with urgency.

■ When you displayed the 3 Es: Empathy, 

Energy and Enthusiasm.

All people are emotional and when you are 

able to pull at their heart strings, you will 

succeed. 

In a world of shockingly poor business 

leadership where customers feel alienated 

and isolated from the people they have to 

deal with; where most customers feel upset 

by the way they are treated; when they 

are suspicious of all of the organisational 

decisions to save money that business 

managers tell them is “for their own good”; 

when they anticipate that no transaction 

can occur without a big fight; when they 

worry that your company is busy doing 

damage to them or to society at large in 

the chase for profit; then you have the 

opportunity to shine like a beacon of hope 

in the sea of their despair.

Take a critical look at your business 

from your customers’ viewpoint, and ask 

yourself: “How do these little irritations 

create far more havoc than we anticipated, 

and what do we have to do to kill them?”

(With apologies to rock band Blink 182, from which 
this article’s heading was ripped off.)

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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 Silly things often have 
an exaggerated negative 
effect. When we examine 

and analyse customer 
complaints it always 

seems to be the smallest 
things that are a great 

source of irritation



under-catered area with a large amount of 

retail demand. This development alone is 

estimated to create around 250 permanent 

jobs for the community,” says Andrew 

Honeyborne, development manager of 

Abland.

The centre was built with the immediate 

community in mind and is positioned 

just off Doreen Avenue and the newly 

constructed K63 provincial road, and 

perfectly located along the main bus and 

taxi routes which also lead directly to the 

Soshanguve South Station. 

Abland has made provision for public 

transport bays at the centre for individuals 

travelling long distances in an effort 

The Soshanguve South View Shopping 

Centre has been open for business since 

the end of June. 

Situated to the south of Hebron Road, 

Soshanguve South View Shopping Centre 

will serve the communities of Soshanguve 

South extensions 5, 6 & 7 and surrounding 

areas. The centre consists of 7 600m² of 

retail space with anchor tenants to include 

large retailers such as; Shoprite, Shoprite 

Liquor, Cashbuild, Pep Store, Ackermans, 

Russells and KFC. 

“Soshanguve is Tshwane’s largest town-

ship with a steadily growing population. 

Currently, there are more than 180 000 

households within the area. It is an 

to make their shopping experience as 

seamless as possible.

“We wanted to build a shopping centre 

that the community of Soshanguve would 

be proud to have in their area,” concludes 

Honeyborne.
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the panel discussion  

that follows will focus  

on overcoming the  

barriers.

Several come to mind.  

Payment insecurity is  

perhaps the first one,  

very closely followed by  

cumbersome and expensive  

delivery systems. In the UK  

the post office guarantees  

delivery within 24 hours and  

to beat that, Uber will do it in  

two hours. Maybe we will see drones 

doing it event quicker very soon? Our post 

office is woefully unreliable, and current 

courier services are expensive, but it will 

only be a matter of time before innovative 

entrepreneurs will find ways. For example, 

in all the new office blocks there are shops 

and it will be very easy for brands to deliver 

their goods for convenient pick-up. Another 

option is using the retail outlets at filling 

stations. 

Five years ago, not one executive would 

have predicted the recent announcement 

by Marks & Spencer that it would close 

100 stores. The legacy of the past and the 

present is a burden, the internet world 

facilitates radical thinking and that is 

exactly what South African brands and 

When will online retail seriously disrupt 

South African brand and retail marketing 

strategies?

It is a huge question as the implications are 

so significant. Just look what is happening 

in the UK. An estimated 35 000 retail staff 

have/will lose their jobs this year, hundreds 

of retail stores are closing. It is the result 

of the ceaseless quest by shoppers to find 

lower prices is greatly facilitated by smart 

mobile. And in the UK, home delivery is 

much more efficient that it has been so far 

in South Africa.

Private labels are very significantly 

increasing market share because retailers 

are trying to protect profitability and 

as a result, traditional brand leaders are 

finding themselves squeezed. So, inevitably, 

they will join the online revolution with 

dedicated brands.

In South Africa, online retail is about 2% 

of total retail sales, while in the UK it is 

about 20% with projections that this will 

increase to about 40% within the next five 

years. 

Why is the South African share still so 

low and what are the strategic blockages?

The results of the online retail survey 

being prepared by Arthur Goldstuck will be 

announced at the Marketing Mix Shopper 

Disruptions conference in September and 

retailers need to do right now. 

Disposable income in South Africa is 

under enormous pressure. Consumers are 

willing to try new lower cost brands, and 

they are changing their shopping priorities 

to include more leisure and less durables. 

We have a very high penetration of 

smart phones in our country, around  

40 million, making shopping around via 

the internet is easier and easier. It does not 

necessarily mean everything will be bought 

via the internet, but it certainly means 

much of the selection process will be done 

that way. 

Terry Murphy is the publisher of Marketing Mix and 
can be contacted at terrym@systems.co.za

ALL ThINGS DIGITAL

Mobile ShoPPing  
The way of the future

new shopping centre in Soshanguve



This change in the culture of how people 

shop has influenced the behaviour of 

consumers, and what influences them to 

spend within the retail space. Retailers have 

had to adapt to these new conditions to 

meet these modern needs, in order to get 

their piece of the consumer pie.

How do retailers who operate delis and 

food-service facilities adapt to this new 

breed of consumer?

Call to action
The fast-evolving food space requires 

retailers to update their processes in 

an effort to prepare for the future of 

the industry. How does a retailer stay 

relevant to the fast-paced nature of 

today’s consumer, who is lifestyle-driven 

and prioritises personalised service? To 

determine if your brand has the essential 

characteristics of adaptability, ask yourself 

the following questions:

Is your housekeeping in order?
Are your health and safety procedures 

in order? The Listeriosis outbreak is an 

example of how vital this is.

■ Is your knowledge of sustainable 

business practices up to scratch?

■ Is the equipment you use to cook or 

produce food in line with modern 

cooking methods?

■ Is your staff skilled enough to adapt to 

changing consumer needs?

■ Are your staff knowledgeable when it 

comes to the handling of pre-packed, 

refrigerated of heated foods?

If you are confident that your answer to all 

these questions are yes, you are probably 

on the right path. If not, there are several 

ways to change your approach. Consumers 

are educated, curious, and often demand 

immediate responses to questions they 

may have about your products or services. 

To operate a successful grab-‘n-go 

outlet, your staff must be equipped with 

knowledge and a thorough understanding 

of where your food originates from, 

whether it has been checked and by which 

health authority. This technical side of food 

service is relevant to consumers now more 

than ever as a result of the lifestyles they 

increasingly indulge in.

Consumers expect both chefs and 

service staff alike to understand concepts 

including, but not limited to, cooking times, 

quality and authenticity. They want food 

that expresses creativity and spontaneity. 

Staff should be able to up-sell products 

that are trendy and make informed 

recommendations to customers when it 

comes to healthy meals. 

If a customer believes that your staff 

understand their needs and are people they 

can trust, he or she will become a loyal 
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Sandton Convention Centre Executive Chef,  
James Khoza – President of SACA

fOODSERVICE

The revolution of the retail 
‘grab ’n go’ concept …

… a chef’s perspective
By James Khoza – President of SACA

Traditional supermarkets are fast being phased out by 21st century (information age) 

and millennial consumers, to whom these outdated concepts are no longer appealing. 

These consumers form part of the experience age, who value convenience, efficiency 

and quality service over all else.
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customer – and this adds to a retailer’s 

bottom line. Your staff can be revenue 

destroyers or revenue generators, 

depending on whether you as a retailer 

take a consumer-centric and relevant 

approach to their positions. The fast pace 

of modern life requires a transformation of 

the way retailers optimise their capacity. 

A unique approach should be taken to 

service delivery: freshness, crisp packaging, 

labelling, and a clean and neat display 

appeals to consumers and up-sells the 

products. A modern look is essential: move 

away from traditional setups to make 

way for a contemporary space. Train your 

staff through development programmes, 

which will prove key to the success of 

your business – the South African Chefs 

Association runs programmes that aim 

to up-skill chefs and educate in terms of 

running a kitchen efficiently. Whether a 

chef is employed by a business or acts 

as a consultant, these programmes will 

encourage participants to be the best 

entrepreneurs they can be in the kitchen.

The chefs programme funded by the 

National Department of Tourism in 

partnership with SACA, aims to prepare 

chefs to operate at all levels within the 

foodservice industry. Retailers can employ 

these chefs to enhance the experience 

of their customers, and in turn impact 

positively on the bottom-line. SACA-

trained individuals are often readily 

available to any prospective employer, 

and their foundation is one that prioritises 

efficiency and the effective delivery of 

quality products to consumers. 

Retailers always want to see where they 

can cut costs and produce food with a 

longer shelf life, but still create innovative 

and exciting new dishes to increase 

patronage in a retail environment. With 

the right people in the kitchen, this is 

absolutely possible.

SACA-trained chefs are trained to 

maintain high levels of hygiene, are skilled 

in customer etiquette (including the art 

of up-selling), and are passionate creators 

and innovators. The diverse set of cooking 

methods they employ are geared towards 

maintaining a food outlet that offers a 

variety of pre-packed, grab ’n go options; 

essentially allowing any dedicated retailer 

to become a restauranteur too.

If you want to tap into feeding 

consumers on the go, you need to 

understand them and ensure your offering 

meets their needs as well as enhancing 

your bottom line. With the rising cost of 

living, the prediction is that grab ’n go 

supermarket concepts will increasingly 

cater to consumers’ need for affordable 

meals. This means that retailers will soon 

gain an advantage over some free-standing 

restaurants. In today’s economy, consumers 

are driven by the desire for quality in 

conjunction with the need to save money.

At the end of the day, it is time for 

retailers to realise that they must invest 

in quality staff members, sourced through 

development programmes, and work 

towards creating viable partnerships in the 

future that will meet consumer demand 

and give such retailers access to a bigger 

slice of market share. An astute retailer 

would invest heavily in staff resources –  

in doing this, meeting the needs of the  

21st century consumer should be as easy 

as picking up a grab ‘n go meal.

Khoza is the president of the  
South African Chef ’s Association (SACA).





Feeding millennials
Supermarkets are raising the bar on their foodservice offerings 

and by doing so are attracting the attention of the coveted 

millennials, finds The NPD Group, a leading global information 

company. 

Restaurant-quality and fresh food, chef-driven menus, in-store 

experiences have given rise to the grocerant and inspiration to 

millennials to visit and spend, finds a recently released NPD report, 

A Generational Study: The Evolution of Eating

In-store dining and take-out of prepared foods from grocers has 

grown nearly 30 percent since 2008, and accounted for 2,4 billion 

foodservice visits and $10 billion of consumer spending in 2015, 

based on NPD’s ongoing foodservice market research. Over 40 

percent of the US population buys prepared foods from grocery 

stores, and while millennials use grocery stores less than other 

generational groups, retail foodservice is gaining traction with 

them, according to the NPD study, which examines the influence of 

age, generation, life stage, and values on current and future eating 

behaviors.

Consumers rate visits to grocerants higher than traditional quick 

service restaurants (QSRs) on variety and healthy options. These 

attributes are among the most important motivators of purchase 

and customer satisfaction to prepared foods consumers. Grocery 

prepared foods are also rated higher on freshness and quality, which 

are attributes particularly important to millennials, and NPD finds 

freshness will remain an important factor in Millennials’ eating 

behaviors as they go through their life stages.

Another way in which grocerants are appealing to millennials is 

by offering them an experience. Many grocers now offer restaurant-

quality food at a lower cost than full service or some fast casual 

restaurants, and specialty categories like Asian, seafood, Italian, 

Mexican and barbeque. Grocery stores are aiming to cater to all 

dining needs, including hot, custom-prepared grilled meat, food 

bars, soups, and sushi. A growing number of grocery stores provide 

comfortable, casual seating for in-store dining and some a full-

service restaurant.

“Millennials’ interest in the benefits and experience supermarket 

foodservice offers will continue to be strong over the next several 

years,” says David Portalatin, vice president, industry analysis at 

NPD Group. “This forecast bodes well for food manufacturers and 

retailers who have their fingers on the pulse of what drives this 

generational group. Give the Millennials what they want — fresh, 

healthier fare and a decent price – and they will come.”
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Find listeriosis  
before it finds you!

Scicorp Laboratories is SANAS 17025 accredited  
and performs AFNOR and AOAC certified tests.

Contact us
Phone: +27 33-386-1560
Email: anneke@scicorplab.com
www.scicorplab.com

Our scientists use the leading European Listeriosis test 
from Eurofins GeneScan (real-time PCR method)  

to get accurate results faster.

New super fast and super sensitive 
testing service gives you results 
within 24 hrs of sample receipt

Rapid testing
24-hour turnaround time – compared to 4-6 days 

through conventional tests.

Unique in South Africa
Differentiates between Listeria monocytogenes  
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Super sensitive
Detects as little as 1–3 colony forming units  

per sample.

Enumeration
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Test what? 
We offer both processing environment  

and product testing.
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What is  
a vegetarian?
A vegetarian is someone who lives on  

a diet of grains, pulses, legumes, nuts, seeds, 

vegetables, fruits, fungi, algae, yeast  

and/or some other non-animal-based 

foods (e.g. salt) with, or without, dairy 

products, honey and/or eggs. A vegetarian 

does not eat foods that consist of, or have 

been produced with the aid of products 

consisting of or created from, any part 

of the body of a living or dead animal. 

This includes meat, poultry, fish, shellfish, 

insects, by-products of slaughter or any 

food made with processing aids created 

from these. 

What is  
a Vegan?
Veganism is not simply a definition of 

a diet, but a way of living. “The word 

veganism denotes a philosophy and way of 

living which seeks to exclude — as far as 

is possible and practicable — all forms of 

exploitation of, and cruelty to, animals for 

food, clothing or any other purpose; and 

by extension, promotes the development 

and use of animal-free alternatives for 

the benefit of humans, animals and the 

environment. In dietary terms it denotes 

the practice of dispensing with all products 

derived wholly or partly from animals.” 

– Vegan Society of the UK definition of veganism.

bPlus Label Printing scale
Small details. Big difference.
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including the corners. Grid layouts are easy 

for customers to navigate and for store 

owners to categorise. Plus they offer plenty 

wall exposure for promotional items and 

seasonal products.

Since grid layouts are used in most 

grocery, big box, and convenience stores, 

they create a familiar feel to customers. 

However, due to this familiarity, they tend 

to impart a grab-and-go experience. A 

grid layout can be a good choice for small 

retailers who shelf-stock inventory in 

quantity, like toys, books and magazines, 

specialty foods, kitchenware, and home 

goods, but is not ideal for retailers who 

want to create an upscale, branded 

environment that invites relaxed browsing.

Loop floor plan

A loop floor plan, sometimes called a 

racetrack layout, creates a guided shopping 

Before we dive into the details of a good 

store layout, you should consider how to 

track sales, inventory, and the effectiveness 

of your displays and marketing. A retail 

point-of-sale (POS) can provide you with 

these valuable insights and kick your sales 

into overdrive. 

Step 1: 

Decide on a retail store 
floor plan
Large or small, most retail stores use one 

of three basic types of retail store layouts. 

Here is a quick look at each. 

Grid floor plan
A grid floor plan, also called a straight 

layout, is a very efficient use of both 

floor and wall space. With fixtures and 

displays running parallel to walls, a grid 

floor plan maximises available floor space, 

experience. It features a defined pathway 

throughout the store that exposes 

customers to every item on display. 

In a loop floor plan, the perimeter walls 

are highly visible and can feature all types 

of wall and shelving displays. A loop floor 

plan provides a great base for combining 

layouts, too. With a loop plan, the central 

part of the store can be set up in a grid or 

free-flow layout or even a mix of the two.

However you design it, a loop floor plan 

surrounds customers with product displays 

on outer walls and allows for all types of 

creative display variations in the center of 

the store. A loop floor plan works well for 

most types of small retail stores.

Freeflow floor plan

A freeflow retail store layout allows 

maximum creativity and is easily changed 

and updated. Browsing is king and fixtures 
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Ahold, owner of Albert Heijn, has revamped its XL format as a foodie destination, with this stunning  
new store in Eindhoven, designed by Swedish agency Blink and Dutch Architects Classens Erdmann.

A good retail store layout starts on paper, where you work out building specs, customer traffic flow, 
product placement, and more, before installing a single display. Thoughtful planning lets you explore 

options and create a store layout that encourages customers to browse and buy.

Planning your store layout
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Or if your sales floor isn’t a standard 

shape, you might create a loop or grid in 

one section, and use a free-flow layout in 

another.

Once you have an idea of how to best 

use your space, it’s time to explore how to 

move customers throughout your store. 

Step 3: 

Consider traffic 
flow and customer 
behaviour
Whichever store layout you choose, you 

need to arrange your store’s pathways, 

aisles, and display fixtures with traffic flow 

in mind. To do this, you must understand 

three key customer behaviours:

1. Customers need transition space as 

they enter a store. This is what experts call 

the decompression zone. It’s tempting to 

place new products, hot items and sale 

signage front-and-center so they’re the 

first things customers see upon entering. 

But don’t do this! The first few feet inside 

the door is known as the decompression 

zone. Store design experts strongly advise 

against cluttering up this space.

and displays are placed at angles to 

encourage shoppers to slow down and 

explore highlighted product groupings at 

every turn.

A free-flow store layout creates open 

sight lines throughout the store, so 

specialty displays and power walls are 

highly visible. This makes it easy to funnel 

customers toward specific merchandise 

zones using eye-catching accent colors and 

product groupings.

It works well for stores with smaller 

inventories since it is designed to highlight 

product groupings rather than store goods 

in quantity.

Step 2: 

Put your floor plan  
on paper
If you have not settled on your store 

layout, or even if you have, the first thing 

you need to do is work your plan out on 

paper. But remember that for many small 

retailers a mix of floor plans and layout 

styles works best.

For example, you might start with a loop, 

then combine grid-style shelving aisles and 

free-flow displays in the center section. 

A clutter-free entry is welcoming to 

customers:

The decompression zone is where your 

customer makes a mental shift from the 

outside world to your store environment. 

Upon entry, they take stock of your store, 

develop an opinion of your brand and even 

make subconscious judgments about the 

prices they expect to find.

However, the area just beyond the 

decompression zone is some of your most 

valuable promotional space, which experts 

often call your waterfront property. We 

detail ways you can maximize this valuable 

space below.

2. Customers browse and shop the way 

they drive. In the US, that means customers 

usually turn to the right when they enter a 

store. Customer behavior studies show that 

nearly 90 percent of shoppers naturally 

drift to the right upon entering a store. 

Likewise, in countries like England where 

they drive on the left, customers steer left 

upon entering a store.

3. Customers need personal space when 

shopping. They don’t like to be crowded, 

jostled, or so close that their bottoms brush 

when passing. The size and placement of 

STORE DESIGN



install fixtures, then fill them with product. 

Far too often, the fixtures chosen aren’t 

ideal for displaying a range of products in 

a particular space. Or worse, they don’t 

offer the flexibility needed to be easily and 

quickly refreshed to feature an array of 

promotional and seasonal products.

So before you start to consider fixtures 

and displays, think about the product 

positioning throughout your store. Where 

are your evergreen, seasonal, limited 

availability, and sale products going to be 

featured on an ongoing basis? This process 

is called product mapping.

Combining customer behaviour data 

with experience and intuition, retail store 

aisles and pathways dictate the flow of 

customer traffic throughout your store. 

Aisles must be wide enough to invite 

customers to browse, not bump into other 

shoppers, and – most importantly – pick up 

and carry items for purchase.

Step 4: 

Position products for 
maximum exposure
According to store design experts, this 

is the part of the process where store 

owners tend to put the cart before the 

horse. Once the floor plan is sketched out, 

store owners are quick to purchase and 

owners can develop great merchandising 

strategies by keeping three product 

mapping points in mind:

1. Use zone design & 
merchandising strategies
Zone merchandise best-sellers  
at the back of your store
Whether it’s underwear in an apparel 

store or milk in a grocery store, the items 

customers need most usually are found 

near the back. Think about this next time 

you’re in a grocery store. As you walk to the 

back of the store to get milk, you funnel 

past coffee, cereal, and toilet paper. And the 

milk is right by the eggs and cheese. This is 
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Design, installation and maintenance of energy-efficient, contemporary refrigeration since 1998

The future of refrigeration



primary and secondary zone merchandising 

in action, and the reason people shopping 

for one item often leave with three or 

more.

What are your go-to products?
Do you carry items that bring your 

customers back time and time again? 

Consider placing these primary and similar 

secondary product lines toward the back of 

your store. Or, if your stock is constantly 

changing and you don’t carry replenishing 

goods, place your sale items toward the 

back. That way, customers must pass your 

new items and promotional displays on 

their way to check out the deals in back.

Zone merchandise low-cost impulse 
buys at your checkout
Impulse items like small toys, candy 

bars, lip gloss, and breath mints are great 

products to feature near your register. 

When customers approach the register 

to pay and leave, you don’t want them to 

stop shopping. Placing low-cost impulse 

buy items near registers, as shown below, 

encourages shoppers to add an item or two 

as they check out.

2. Highlight power walls with 
flexible display options
Power walls are areas of your store where 

most customers naturally focus on and 

move toward upon entering. Following 

customer behaviour patterns, power walls 

are usually on the right side of the store, 

just beyond your store’s entrance, in what 

experts call your waterfront property.

Power walls are your go-to spot for hot 

finds, new items, and seasonal features 

that attract instant attention and pull 

customers through the entry area into your 

store. These areas are likely going to change 

frequently and you need to plan for it. 

Outfit these spaces with versatile displays 

that can be easily changed to showcase 

various product groupings.
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A free-flow store layout creates open sight lines throughout the store, 
making it easy to funnel customers toward specific merchandise zones 
using eye-catching accent colours and product groupings.



consider your store fixtures and displays. 

Fixtures are permanent – fixed – parts of 

your store such as lighting, counters, fixed 

shelving units, and dressing rooms. Displays 

hold product and tend to be movable, 

versatile, and customizable, like modular 

units, gondolas, tables, slat wall and 

clothing racks.

Let’s explore the three top things to 

consider when choosing store fixtures and 

display units:

1. Store fixtures and displays 
should define your brand
Your store’s walls, floors, fixtures, and 

display units should create a coordinated 

backdrop that defines your brand, but lets 

your products pop.

So keep this in mind when choosing 

fixtures and display units. The ultimate 

purpose of fixtures and display units is to 

put your products front-and-center. But at 

the same time, the overall look, styling, and 

finish is your biggest branding opportunity. 

Choose cohesive fixtures and display 

pieces that coordinate with your product 

collections but don’t overpower them, like 

the successful looks below:

2. Design product displays to 
handle your products
Display units must also be able to handle 

products’ weight and size. For example, 

Power wall space is not limited to the 

front of your store. Any place in your store 

layout that naturally draws traffic can be a 

power wall. And a power wall isn’t limited 

to wall displays, either. Tables, specialty 

display units, aisle endcaps, or even 

prominent spots near your register can be 

promotional power walls.

3. Slow customers down with 
speed bumps and merchandise 
outposts
Along with power walls, you will want 

to include a few speed bumps and 

merchandise outposts to slow customers 

down as they move through your store.

Smaller speed bump displays and larger 

merchandise outposts placed along your 

store’s main traffic flow let you draw 

customer interest to certain products. 

Speed bumps let you feature new finds 

and hot sellers in eye-catching ways. Larger 

outposts are great for special price stock 

or product groupings such as seasonal 

features and branded collections.

Step 5: 

Place fixtures  
& displays in your 
store layout
Once you have an idea of your store layout 

and a product mapping plan, it is time to 

glass shelving is not ideal for power 

tools, and expanded metal racks aren’t 

complementary to jewelry displays.

Store design experts advise small 

retailers to keep versatility in mind when 

choosing product displays. Your stock will 

likely change over the years. If you install 

permanent, unmovable displays, you likely 

will regret it later. 

3. Aisle & personal space 
matters!
Studies have proven, time and time again, 

that customers do not like to be jostled 

when shopping. Allow generous pathways 

between fixtures, so customers can move 

freely, examine products, and carry items 

to your registers. This will keep customers 

happily browsing in your store.

Step 6: 

Position your store 
checkout area
According to retail expert DeAnna Radaj, 

store checkout and register placement is 

one of the biggest mistakes she sees in 

retail store floor plans.

DeAnna says that in general, the front 

left of a retail store is a good location for 

the checkout counter. Shoppers naturally 

drift to the right when they enter a store 

and tend to loop around the store, leaving 
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on the left side. So, a checkout at the front 

left of your store puts it your customers’ 

natural exit path. Plus, it doesn’t distract 

them from shopping as they make their 

way around the store.

She states that many retailers mistakenly 

place their counter toward the front, on 

the right side of the store. But this takes up 

prime product promotion real estate. It’s 

better to use this waterfront property for a 

product display power wall, and place the 

checkout area on the less-trafficked left side.

Some experts recommend a checkout 

location at the rear of the store. But 

that’s not practical for small retailers with 

limited staff since it can leave the front of 

the store unattended. For small retailers, 

experts tend to agree that a checkout 

should be toward the front of the store, to 

the left of the entry.

Once you’ve decided where to place 

your store’s checkout, you’ll need to decide 

what type of checkout you need. A sleek, 

easy-to-use POS system like Lightspeed 

lets you easily accept credit card payments, 

minimizes counter space, and adds a touch 

of modern professionalism to your store. 

Step 7: 

Create comfort zones 
& other amenities
Your retail floor plan is more than displays, 

checkout counters, speed bumps, and 

waterfront property. It is about welcoming 

your customers in, making them feel at 

home, and providing an experience that 

makes them want to return.

Thoughtful amenities make the shopping 

experience memorable for customers. 

A good idea is to provide some type of 

seating for both customers and anyone 

who is accompanying them. Shoppers 

do get tired and so do their friends and 

relatives who are along for the ride. Why 

not offer them a chair?

Step 8: 

Set up a workable 
stockroom
Your store’s selling floor is of utmost 

importance, but your backroom stock and 

office areas deserve attention, too. Their 

arrangement can help or hinder your day-

to-day efficiency. 

Here are a few things to consider 

when planning a back room that’s useful, 

productive, and safe for both you and your 

staff.

Overstock and other storage 
options
Most small retail stores keep little 

overstock in the back room, but you should 

allow for at least some backroom stock and 

supplies storage space in your store layout. 

After all, you never know when you’ll get a 

great bulk-buy deal from a product vendor 

or receive an overrun of shopping bags.

Typically, a few sections of light industrial 

shelving can accommodate most overstock 

and supply storage needs. For apparel 

overstock, a double-tier clothing rod works 

well to double up space and keep clothing 

wrinkle-free. In both cases, a sturdy ladder 

with a standing platform is good to have 

on hand for safe access to upper storage 

areas.

Shipping and receiving areas
One thing you must try to accommodate 

in your store’s backroom is inbound stock 
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boxes, tape, and other packing materials 

underneath to make shipping online orders 

quick and easy.

Office workspace options
Nowadays, laptops and compact POS 

systems make large desks laden with 

computer equipment obsolete. In most 

cases, a compact desk area fills the need 

while leaving limited backroom space 

open for storage, shipping, and receiving. 

Two small file cabinets topped with an 

inexpensive desktop works well for this. 

shipments. The last place you want to 

stack a bunch of shipping boxes is your 

sales floor. Backroom space dedicated to 

stacking, unpacking, and sorting inbound 

stock shipments is handy, plus it keeps the 

mess off of your sales floor and away from 

customers.

This space can do double-duty as a 

packing and shipping area, too. If you’re 

planning to sell online through your own 

ecommerce website or on Amazon, Etsy, or 

Ebay, you’ll appreciate this area. Outfit it 

with a small utility table and store shipping 

Or in tight quarters, a compact bar-height 

table and stool beside a tall file cabinet 

topped with a printer can provide all the 

workspace needed.

By Krista Fabregas, www.fitsmallbusiness.com
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Samosas, sushi, sandwiches, salads, 

soups – that kind of selection sounds 

like a trip through a burgeoning 

restaurant district, but really it’s just 

a trip through the prepared food 

section at 365 by Whole Foods. Such 

diverse offerings coupled with in-store 

seating have become so common 

the phenomenon has earned its own 

portmanteau—“grocerant”— to 

describe the line-blurring, potentially 

industry-shifting market.

The grocerant has proven worrisome for 

restaurants whose sales continue to slip, 

but an absolute boom for grocers. In-store 

dining and prepared food sales have grown 

30% since 2008, and today accounts for 

around $19,5 billion each year. 

According to Forbes, 365 by Whole 

Foods—a nascent store but already an 

established grocerant heavyweight – stands 

to capture between 20% and 30% of 

restaurants’ market share over the next 

several years.

As Phil Lempert of supermarketguru.com 

observed, “The supermarket [is] trying to 

recapture consumers by being all things 

food, looking holistically at food.”
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The “grocerant” has arrived



Raising the 
(salad) bar
It is not just Whole 

Foods and their 365 

stores getting in on 

the bonanza, though 

they certainly have 

lead the way, even 

installing a craft beer and wine bar in many of their flagship 

locations. But their main emphasis has been diverse offerings 

running the gambit of ethnic and regional cuisines. And while there 

are comfort foods to be found for sure (mac ’n cheese, pizza) they 

are outnumbered by healthy, often organic, items replete with 

vegetarian, vegan, and gluten-free options.

And from upscale stores like New York’s Eataly to Texas 

more humble favorite H-E-B, everybody is jumping in the race, 

repurposing space within their stores to accommodate the shift in 

consumer preference. This means expanding the perimeter of the 

store to include hot and cold salad bars and encroaching on center-

aisle real estate.

It also means broadening and diversifying your offerings. 

Kroger recently invested in Lucky’s grocery store and framed the 

announcement in grocerant terms, emphasizing Lucky’s “culinary 

department that showcases amazing, restaurant-quality prepared 

foods”. The grocery giant clearly intends to expand its prepared 

food options and is relying on strategic partnerships to develop 

them and to roll them out.

And even stores that don’t technically qualify as grocerants 

because they lack in-store seating (think: Trader Joe’s) still get 

crowded at lunch time as students and local employees peruse 

their prepared food perimeter.

“Give the millennials what they want”
As with most industry-shaping trends these days, millennials seem 

to be leading the way. We see two trends at work.

1. A value-conscious food culture has developed among the 

generation, affectionately called “foodies.” Millennials, Lempert 

notes, “are very passionate about food, and because of poor-paying 

jobs and living at home and so on, they were able to gravitate 

towards food as an affordable, fun way to develop community.” 

Indeed, the economic crises that framed the generation’s entrance 

into the job and housing market have consequently lowered their 

food budget, leading them to shun traditional dining options, but 

to also build community around one of life’s necessities: everybody 

has to eat.

2. Convenience and health are top priorities among millennials 

who have grown accustomed to on-demand consumer culture. 

With restaurants proving too pricey and fast food too unhealthy 

millennial shoppers have turned to grocery stores. “If I had the 

time to actually cook, I’d just get groceries,” offered Patrick Wong, 

a 27-year-old professional who often turns to the prepared foods 

section. “It’s a combination of laziness and convenience.”

As David Portalatin of the NPD Group promised “Give the 

millennials what they want—fresh, healthier fare and a decent 

price—and they will come.” 

Nick Bravo, trustedinsight.trendsource.com.
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DURBAN
Tel: +27 (31) 709 2670

PORT ELIZABETH
Tel: +27 (41) 486 2538

JOHANNESBURG
Tel: +27 (11) 483 8541

HEAD OFFICE - CAPE TOWN
Tel: +27 (21) 937 7123  •  email: ctsales@capegate.co.za
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Cape Gate manufactures a wide range of quality 
materials handling and shopping trolleys designed 
to move stock with maximum efficiency from the 

distribution centre to the shop floor, and finally from 
the shelf to the till point. A complete range that 
meets the needs of today’s discerning retailer. 

from Warehouse to Till Point
MOVING GOODS EFFICIENTLY

100% SOUTH 
AFRICAN

QUALITY WIRE PRODUCTS 
SINCE 1929

2-Sided Nesting 
Rolltainer

Merchandising Trolley

Heavy Duty 
Flat-Bed Trolley

Rolltainer

Mammoth Trolley

STORE DESIGN
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bo

xe
r Superstores lenasia

Located near one of Trade Route 
mall entrances, the store is easily 

accessible from the parking lot

The new Boxer store décor  
is clean and striking. Bold colours  
indicate each department and the  

lettering is bold and legible

By Hippo Zourides    STOREwATCh
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STOREwATCh By Hippo Zourides

The hot-foods section is located conveniently near the front door and  
is well used by customers who are not embarking on a normal shopping trip

This gondola end is dedicated to the Ramadan 
festivities for its Muslim customers

new image boxer Superstore 
opens in lenasia
Lenasia is a vast suburb located in the south-western area of 

Johannesburg and is traditionally occupied by Indian residents. 

For many years, apart from its vibrant CBD, many businesses have 

opened outlets in the Trade Route Mall on Nirvana Avenue.

Even though the centre has had a number of retail food outlets, space 

was recently allocated to a newcomer: Boxer Superstores, who have 

launched one of their new generation stores.

Boxer Superstores started its activity in the northern KwaZulu-Natal 

town of Empangeni in April 1977 under the name of Kwa-Zulu Cash n 

Carry. An inflow of new investment capital saw the group rebrand to 

Boxer Cash n Carry in 1991. The chain expanded outside its original 

province by opening stores in the Eastern Cape (1995), followed by 

Mpumalanga (1996) and is now a national player with over 245 stores 

countrywide across the group’s formats.

In 2002 Pick n Pay announced its acquisition of the retailer, but wisely, 

has left Boxer’s specialised management team in place. This has resulted 

in the chain producing sterling results every year for the Pick n Pay group 

of stores.

Currently Boxer operates under four banners, namely Boxer 

Superstores (supermarkets), Boxer Build (hardware and DIY stores), Boxer 

Liquors (liquor stores) and Boxer Super Meats (stand-alone butcheries).

In this edition, we feature the Lenasia Boxer Superstore and the photos 

do complete justice to the latest developments of this dynamic group. 

This store not only caters for the local Indian community, but also 

attracts custom from as far as Eldorado Park and Soweto.

Competitors should be aware of this sleeping giant as it may be soon 

in your area!
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STOREwATCh

Jessica Pillay, the store manager, is proud of her new store  
and the fact that over 90 new jobs were created in this location

The “Durban range” of specialised products is aimed at the Indian community who patronise the store

Mid-month and month-end leaflets call 
customers to action and offer trolley 
dashes to lucky people who buy above 
R300 per shopping trip
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STOREwATCh

Many customers prefer to be served at the butchery counter but a wide range of  
pre-packed meat is also available. The production line is in full view of the shopper

Ample refrigeration greets the shopper as she moves from  
the fresh produce department towards the fresh meat counter

In some areas,  
the range has  

been rationalised  
to the brand 

leaders and the 
Boxer private 

label

Both frozen 
fish and bulk 
Russians are  

sold from  
the butchery 

counter
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This egg display adequately caters from a single 
household to a large family to hawkers, who sell 
boiled and fresh eggs to the community

Promotional items have been displayed off the 
normal shelving in dylan stacks, be it refrigerated 
or dry, to attract the attention of the shopper

STOREwATCh

Bulk displays of 
special offers and 
basic ommodities  
can be found in 
various parts of  

the store
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STOREwATCh

This cake refrigerated display is a convenient way for shoppers to choose from a wide range of products

Hollard insurance has a permanent presence beyond the checkout 
line and customers can discuss personal, household or car insurance 
products with the sales person

This cashless system allows 
customers to do money transfers 
not only within South Africa but 
outside the borders as well
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STOREwATCh

The health and beauty area is well signposted and the range is quite impressive

This gondola ends promotes a special offer of Boxer 
baked beans and encourages bulk buying for a 
discounted price

This kiosk sells cigarettes, some high value items  
as well as Lotto/Powerball tickets
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At a recent forum, the CEO of Trade 

Intelligence, Maryla Masojada, took the 

participants though the main drivers 

that enable the informal FMCG sector 

grow and prosper in SA at a faster rate 

than the conventional “modern and 

organised” supermarket sector.

At the start, Masojada outlined the current 

economic factors that affect all businesses, 

ranging from the growth in GDP (3,1% in 

the last quarter of 2017) to the consumer-

confidence index (still negative, but on a 

better trend than the last four years) to 

food inflation (4% as at February 2018, 

with some evident deflation in bread and 

cereals, fruit and oils/fats) to the ratio 

of household disposable income to debt 

ratio (still an incredible 72% of consumer 

income accounts for debt).

Masojada reminded the audience of the 

pending petrol price increases and the huge 

unemployment rates that still prevail in the 

country. Irrespective of the negatives, some 

positives were evident with the election of 

the new president, Cyril Ramaphosa, but 

the fruits of an upturn were still elusive, 

as the business community was uncertain 

about the land issue and wanted to see 

concrete results in stamping out corruption 

and justice taking its course for those who 

have abused their power.

Winners and losers?
The accompanying illustration indicates 

the complicated range of offerings that 

the South African consumer have at their 

doorstep, not counting the informal sector.

Many of these “organised” retailers are 

starting to encroach onto the informal 

sector. Examples are Pick n Pay with its 

spaza supply programme and the branding 

of specific spaza shops; which in turn 

makes the environment at the lower end of 

the market even more competitive than in 

the past.

To illustrate the proliferation of new 

outlets, net growth of 1 500 new stores is 

now supported by empirical data. The food-

buying pie is growing but those servicing 

the pie are growing at a much faster rate!

The independent  
wholesale sector
Masojada introduced the audience to the 

various players in this industry (ten major 

names and a proliferation of others) and 

the leaders according to Trade Intelligence 

are UMS, IBC, Jumbo/Shield and EST. Most 

INfORMAL TRADING By Hippo Zourides

The informal sector in SA in 2018

www.tradeintelligence.co.zaIndependent Trade Forum | Trade Intelligence © Retail Trends 2018 

Corporates continue to encroach on ‘wholesale territory’
o Increasing Hyper movement into hybrid/bulk trading 
o Investment in small format “spaza” formats (PnP) 
o Servicing the bottom end consumer 
o Independents stretched to compete 

+- 1,500 4-year net new stores 

Highly proliferated and increasingly concentrated playing field 
Formats 

The South African Food and Grocery Retailing Landscape | The Market

LSM
Group “A”
(7 – 10)
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LSM
Group “B”
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(1 – 3)
12%
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■ Value for money is a necessity – these 

consumers (informal traders) are extremely 

conscious and knowledgeable about the 

price:value equation

■ Private label – many wholesale outlets 

are busy developing their own brand 

products. These have been well received by 

the traders

■ Convenience – the informal sector 

shopper is looking for convenience both in 

terms of the outlets as well as the range of 

products stocked

■ Evolution and consolidation of 

wholesale – many traditional wholesalers 

have developed into a hybrid model which 

provides goods and services to both bulk 

buyers and single item shoppers, while 

some outlets are merging or creating 

associations to improve their buying and 

selling powers

of them have developed specialised buying 

groups and in some cases, even branded 

outlets to address a variety of audiences.

The wholesalers are also major players 

in supplying the spaza sector, which has 

become the biggest growth area in informal 

food retailing in South Africa. These small 

stores, mainly owned by foreign nationals, 

such as Somalis and other Africans, 

Bangladeshis and other Asians, including 

Chinese, have mushroomed all over the 

country in areas ranging from traditional 

black townships to many rural towns. They 

play a vital role in the feeding of the nation 

and to many South Africa house/property 

owners, they have become a source of 

income, as the foreigners rent premises 

from South Africans.

The size of the cake
Trade Intelligence estimates that the 

informal market in SA is valued at R164 

billion, which represents between 30% and 

40% of the total food spend in the country. 

It is estimates that the sector consists 

of over 155 000 informal traders, ranging 

from general dealers and large local 

supermarkets to small/medium superettes 

to counter service/house shops/spazas 

and finally, table top hawkers. Thirty nine 

percent of the owners own smart phones 

and are able to place orders on line, as they 

do not have the time to shop physically.

Township independent supermarkets 

are on the decline, while the emergence of 

spazas has taken over this area of activity 

and, it is estimated, that up to 77% of the 

country’s population shops in the informal 

sector from time to time.

When they do shop around, the informal 

traders visit major outlets, especially the 

wholesalers, mainly on Mondays and 

Fridays, but spend no more than 30 to 60 

minutes per visit, as they have to return to 

base. 

The majority of the shopping trips 

are predetermined with prepared lists 

of staples and other requirements, but 

they do get tempted to buy when special 

displays and/or prices are available.

The main drivers of this market
Masojada shared the factors that will 

influence this market to spend more time 

and money in the wholesale sector. They 

are as follows:

■ Channel blurring – the major chains are 

also active in the informal sector market. 

Shoprite and USave, as well as SPAR, have 

been in these areas for years and now Pick 

n Pay not only supports the spaza business 

but also runs special spaza programmes at 

its Hypermarkets to supply these traders

■ The impact of data and technology – 

new smart phone and computer ordering 

systems are being developed by some 

wholesalers and the shoppers are becoming 

more and more sophisticated when using 

their buying budgets

There is no doubt that the informal 

market has a big impact on manufacturers, 

retailers, wholesalers, distributors and the 

consumer.

The question is – where do you fit in and 

how do you make the most of this amazing 

phenomenon?

INfORMAL TRADING

Why are foreigners taking over 
the spaza market?

The spaza market is open to anyone who is prepared to do ALL this:
■ Be available to trade from 5am to 11pm, 7 days a week

■ Have a bed/mattress at the back of the store for rest,  

as one normally sleeps on the premises

■ No social life

■ Join up with others to buy in bulk (the Gauteng Somali buying power  

is rumoured to be worth millions of rands)

■ Sell at low margins but in large volumes

■ Give credit to old ladies (“gogos”) until they get their SASSA pension money

■ Give extra friendly service to all shoppers irrespective of age  

(children are big buyers in spaza shops)

It appears that our fellow South Africans prefer to collect rent, rather than abide by all  

of the above trading conditions. They should not complain when the market is taken 

over by foreigners!
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evolved to increase customer dwell time. 

Anchor tenants that draw foot traffic 

are still key, however the move towards 

experiential shopping implies the need for 

a far broader tenant mix, including luxury 

brands where shoppers want to have a 

sensory experience before they buy, and 

novel independent stores that cannot be 

experienced anywhere else.

Another way to enhance shoppers’ 

experience is to create themed zones 

within the mall, such as a food court or 

entertainment zone, a specialised fashion 

zone, or even a home-interest zone. 

Carefully planning the way that these 

zones are linked also helps shoppers 

navigate their way through expansive malls 

and helps them plot the time they spend 

in each section to make the most of their 

experience.

The multi-billion development currently 

underway at Fourways Mall is transforming 

the centre into South Africa’s ultimate 

shoppertainment destination that 

celebrates experiences, relationships and 

The growth in online sales in some markets 

like electronics and fashion has had an 

immense impact on retailers in those 

verticals and consumers have greater 

expectations of brick and mortar stores 

than ever before. 

Store-based retailing remains more 

profitable for big brands, and McKinsey 

research highlights that successful malls 

will differentiate their offerings with a 

focus on experience and convenience, and 

they will have to explore new formats of 

shopping and entertainment.

That is where shoppertainment comes 

in – a blend of shopping and entertainment 

that takes the drudge out of shopping and 

spices it up with a variety of entertainment 

options that appeal to the whole family.

In a city like Johannesburg, without an 

ocean or a mountain to offer outdoor 

entertainment, destinations that can 

provide leisure and entertainment options 

are increasingly popular – the proliferation 

of restaurants with expansive play areas is 

but one example of how businesses have 

adaptable spaces. Several exciting venues 

within the property have already opened 

in line with its strategy of creating an 

unprecedented family-oriented shopping 

experience, with others to follow towards 

the end of the year and early in 2019.

The new 1 350m2 Fun Company 

store, which includes the latest tenpin 

bowling, bumper cars and a 4D theatre, 

opened in December 2017, adding 

further entertainment offerings to the 

4 500m2 Bounce facility and Fourways 

favourite, Adventure Golf, is still located 

outdoors. KidZania, a 8 500m2 children’s 

edutainment offering, is likely to be popular 

with families and school groups across 

Gauteng, significantly expanding the mall’s 

natural catchment area.

With the expected anchor tenants 

already secured, the Mall will also welcome 

lifestyle brands like Lindt, Sorbet Man, 

Hamleys, Cotton On, Nike, G Star Raw, 

Starbucks and Superdry, while many 

existing tenants, such as Mr Price, the 

Foschini Group, Edgars and Woolworths, are 

expanding their footprints.

In addition to permanent 
shoppertainment venues, 

successful malls will 
also have spaces for 
temporary or pop-up 
installations to keep 

their offering fresh and 
seasonally relevant.

Fourways Mall will offer the city’s 

winter holiday “staycationers” a range of 

specially curated experiences set to unleash 

creativity and fun among visitors of all ages.

Fourteen pop-up entertainment stations 

along the shoppers’ journey include 

opportunities for fun selfies with props 

supplied, as well as opportunities for 

different forms of expressive art. “Spot of 

Fun” encourages kids of all ages to stick 

coloured dots anywhere and everywhere, 

breaking all the rules that would apply at 

home, while three pillars in the mall will 

be covered in bubble wrap for satisfactory 

bubble-popping stress relief. Visitors can 

tickle the ivories on a “floating” baby grand 

piano, or they can put their bucket list out 

to the universe on a massive magnetic wall. 

ShOppERTAINMENT

Shoppertainment 
is key to success for malls of the future

Shopping centres are being expanded, renovated and some newly built across South 

Africa, with projects like Fourways Mall more than doubling in size to 178 000m2 

– but malls are no longer just about shopping, they are all about convenience, 

entertainment, and experiences for the whole family.
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“Through our Kasi Star Brands benchmark, 

we re-evaluate the township market to 

really delve into what makes them tick, 

what loyalty means to them and what is 

impacting their buying decisions,” says 

Andrea Gevers, CEO of Ask Afrika. 

Kasi Star Brands focuses particularly on 

solus usage – brands that consumers will 

not choose an alternative for. The Kasi Star 

Brands evaluated 145 categories and 720 

brands within the township sector across 

the country. Only 32 leading brands met 

the criteria. 

This year, Kiwi has come out as the 

overall winner. Coming in after Kiwi were, 

in order of rank: Coca Cola, Sunlight, Koo, 

Dettol, Lucky Star, KFC, Mageu, Moir’s and 

Shoprite – all demonstrating sound value 

in the Kasi market and continued brand 

equity.

“Our research showed that the average 

Kasi citizen will support brands that 

are able to go the extra mile for them 

by acting ethically, fitting into their 

lifestyles, never disappointing them, being 

innovative, taking the time to understand 

them, creating an emotional affinity to 

their brand, demonstrating that they 

can be trusted and giving back to their 

communities,” Gevers says.

The Kasi market presents numerous 

opportunities but it is important to note 

that their expectations are no longer 

based on product quality, value for money 

or pricing, but rather on their emotional 

experience with the brand – it is about 

integrated expectations, holding brands 

accountable. Therefore, this year’s research 

indicates that a one size fits all strategy 

won’t work anymore – brands will need to 

tailor-make strategies per category, brand 

and even per township. Consumers have 

very different expectations and experiences, 

defining what they expect from the brands 

“We see far more loyal usage amongst 

the average Kasi citizen than the general 

SA citizen. There loyal usage is significantly 

higher – once they find a reliable brand 

that delivers, they will stick to it. It is a very 

different market with different behaviours 

and, as brands, we need to make sure that 

we differentiate our understanding of the 

Kasi market to make provision for nuances 

within this market,” says Gevers.

SApICS KASI STAR BRANDS AwARDS

new body for supply-chain management
Africa’s first professional body for supply-chain management was launched during 

the recent annual SAPICS Conference held in Cape Town. 

Winning the hearts of the Kasi market
Ask Afrika recently announced the winners of its annual Kasi Star Brands Awards 

2018/2019, recognising those brands that are most loyally used by South Africa’s 

township consumers.

“The supply-chain field is one of 

business’s largest sectors, with touch points 

across virtually every aspect of every 

industry. It plays a key role in the success, 

sustainability and competitiveness of 

every organisation in the private sector, as 

well as the public sector. It employs a vast 

percentage of the South African workforce, 

but until now it has been unregulated in  

terms of levels of competence, skills and  

ethics. As the professional body for supply 

chain management, SAPICS aims to advance 

and standardise supply-chain skills and 

practices across the continent,” he says.

Park explains that by professionally 

designating individuals, SAPICS will 

increase supply chain management 

competence, knowledge and skills, and 

“For many years, SAPICS has been at the 

forefront of the drive to professionalise the 

supply chain management profession” says 

SAPICS president Mungo Park.

industry professionals will have prescribed 

values and ethics to uphold. The ongoing 

professional development required to 

maintain designations will ensure that 

African supply-chain management keeps 

pace with global best practice, so that 

optimised supply chains can drive the 

competitiveness and growth of African 

businesses and economies.

SAPICS has launched the first two of five 

planned professional body designations for 

the industry. 

“The entry level ‘Professional Processor in 

Supply Chain Management (SCM)’ and the 

‘Professional Specialist SCM’ designations 

have been launched. The other three 

designations will follow over the next few 

months,” Park says.

List of winners

1. Kiwi (Shoe Polish)

2. Coca Cola (Non-alcoholic drinks)

3. Sunlight (Liquid soap – wash by hand)

4. Koo (Tinned Beans)

5. Dettol (Liquid antiseptics)

6. Lucky Star (Tinned Fish)

7. KFC (Fast-food outlet)

8. Mageu – Number 1 (Milk – Mageu/Maheu)

9. Moire’s (Baking Aids/essences/colour)

10. Shoprite (Food retail/Supermarket)



The top performing brands in the 2018 

Sunday Times Generation Next youth 

survey were recently announced during 

an awards ceremony held in Sandton.

Nike was once again named the Uber 

Cool Overall Brand, followed by Samsung 

and Adidas in second and third places 

respectively. Nike was also awarded as the 

Coolest Shoe/Footwear Brand, and the one 

with the Coolest Brand Slogan, Just Do It!

Pick n Pay was chosen as the coolest 

supermarket, followed by Woolworths and 

Checkers.

As far as shopping malls go. The Mall 

of Africa was chosen as the coolest mall, 

followed by Sandton City.

Now in its 14th year, the Sunday 

Times Generation Next Youth survey, in 

association with youth market specialists 

HDI Youth Marketeers, polls more than 

twelve thousand young people from 

around the country, across more than 

seventy categories, and is considered the 

leading barometer of what South Africa’s 

kids, teens and young adults find trendy 

and aspirational. 

“The Sunday Times Generation Next 

survey is a great insight into how the youth 

perceive and attribute value to brands in 

a highly competitive market. It is always 
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 Coolest Grocery Stores 2018 Coolest Grocery Stores 2017
1 Pick n Pay Pick n Pay
2 Woolworths Food Woolworths Food
3 Checkers Checkers
4 Spar Spar
5 Game Shoprite
6 Shoprite Game
7 Food Lovers Market Makro
8 Makro Food Lovers Market
9 Fruit & Veg City Fruit & Veg City

10 Cambridge Food Kit Kat Cash & Carry

Coolest Shopping Malls 2018 Coolest Shopping Malls 2017
1 Mall of Africa Sandton City
2 Sandton City Mall of Africa
3 Gateway Theatre of Shopping Gateway Theatre of Shopping
4 V&A Waterfront V&A Waterfront
5 The Pavilion Rosebank Mall
6 Canal Walk Canal Walk
7  The Pavilion
8 Rosebank Mall Mall of the South
9 Eastgate Shopping Centre Maponya Mall

10 Galleria Mall N1 City Mall

TOp BRANDS

brands loved by the youth of SA



important for brands to understand how 

a very switched-on youth segment makes 

decisions, as they will soon be the income-

earners of tomorrow. The results can have 

a strong impact on the tactics and longer 

term marketing strategies that brands put 

in place, and the Sunday Times recognises 

the very important role this survey plays 

for advertisers,” says Reardon Sanderson, 

general manager of sales and marketing of 

Tiso Blackstar. 

According to Bongani Chinkanda, CEO 

of HDI Youth Marketeers, the internet and 

social media are having increasing impact 

on SA’s youth, and the choices they make 

as consumers. 

“In the past 60 seconds, 500 hours of 

video content have been uploaded on 

Youtube, 3,3 million Facebook posts have 

gone up, 29 million Whatsapp messages 

have been exchanged, and a total of  

3,8 million Google searches done. This 

shows how digital has taken over in the 

past 14 years. With Google and Facebook 

being the biggest digital media platforms 

in the world, it shows the importance of 

brands going digital and being intentional 

when reaching youth.” 

Fifteen of the 74 categories surveyed 

saw new category winners from those in 

2017. However, brands that continued 

to land favourably with the youth, and 

managed to hold on to the coolest top 

spot in their respective categories included 

Pick n Pay, Colgate, Nestlé Hot Chocolate, 

KOO, Red Bull Energy Drink, Doritos, Coca-

Cola, Always, Magnum, Dark & Lovely, Bic, 

Playgirl, Whiskers, Dove, Nutella, Nivea, 

Parmalat Nike, FNB, Samsung, Mr Price, 

SAA, Protea Hotels, TotalSPORTS, DStv, 

Identity, Vodacom, Mercedes Benz, CNA, 

Engen, Sun City, Trace Urban, Cartoon 

Network, MetroFM, Top Gear, McDonald’s, 

Spur, Mugg & Bean, Avon, WhatsApp, Tom 

& Jerry, FIFA, Daily Sun, University of Cape 

Town, Whatsapp and Rosebank College. 

Only one new category was included in 

the 2018 survey, where Toys R Us came out 

as the Coolest Toy Store.

Headline partners for the 2018 Sunday Times 
Generation Next include Nedbank, Brand South 
Africa and Kotex. 
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2 – 3 August
Bloemfontein

Emoya Luxury Hotel & Spa
Bloemfontein wine lovers should make it a date night for an evening of great wine tastings. Connect with 
winemakers or their marketing representatives while tasting an array of more than 200 of South Africa’s best 
wines.

8 August
Johannesburg

International Sourcing Fair
The International Sourcing Fair (ISF) targets African markets in home, hospitality, office and retail. This event 
is set to transform the face of buying across Africa, as the continent’s increasingly sophisticated consumer 
culture continues to accelerate unprecedented economic growth.

8 August
Johannesburg

Decorex
A vibrant selection of inspired trends will be showcased at Africa’s premier décor, design and lifestyle 
exhibition. Visitors will have access to a variety of globally influenced designs and trends which have been 
localised to suit the African home.

15 – 16 August 
Pretoria

Fresh Connections: Southern Africa
The eighth annual Fresh Connections: Southern Africa Conference and Trade Show, hosted by the Produce 
Marketing Association (PMA), brings together all stakeholders in the fresh-produce supply chain, such as 
commercial vegetable and fruit growers, exporters, supermarkets, market agents, fresh produce markets, input 
suppliers and service providers.

inTernATionAl

16 August
Hong Kong

Hong Kong International Tea Fair 
The Hong Kong International Tea Fair offers a wide range of tea leaves, processed tea and tea products, tea 
packaging, teaware, and other tea-related products to buyers from all over the world

DIARyTOp BRANDS

The Sunday Times 
Generation Next Youth 
survey polls more than 
twelve thousand young 
people from around the 

country, across more 
than seventy categories, 

and is considered the 
leading barometer of 
what South Africa’s 

kids, teens and young 
adults find trendy and 

aspirational.

The results can have a 
strong impact on the 

tactics and longer term 
marketing strategies that 

brands put in place.
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print and digital 
magazines per month

NEW PRODUCTS
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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.

SUPERMARKET
& RETAILER

www.supermarket.co.za

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

COVER STORY

FEATURES

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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Design ideas 
to keep you 
ahead of  
the pack

The top  
food-to-
go trends

Consumer 
loyalty 
behaviour in 
South Africa Private label’s market 

share soars

Controlling shrinkage 
in receiving and 

storage

Feeding the 
need for 
health foods
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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, 

100

80

60

40

20

0

n Price perception of housebrands
n Quality perception of housebrands

Perception of housebrands

Ch
ec

ke
rs

Pi
ck

 n
 P

ay

Sh
op

rit
e

Sp
ar

W
oo

lw
or

th
s

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 

8 805
digital magazines  
sent per month
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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
3 008

print magazines 
per monthbusiness ■ management ■ fmcg
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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


