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

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

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

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

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

36% less usage  
during start-up

46% less usage  
during baking cycle

95% less usage  
during idle time

TOMBAKE CAN HELP YOU  
KEEP UP WITH TECHNOLOGY

info@tombake.co.za
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Is your product range, marketing 
and promotional activity on trend?
In an area settled with a large number of people of Italian descent there is only 

one store that sells a favourite Italian salad item – radicchio.

It is a no brainer where they shop for salads. But in the bigger scheme of things, are 

you keeping up with food trends? 

A recent presentation by IRI, the US research house on food trends around the 

world and in South Africa, puts some startling numbers to what you are bound to 

have observed in-store.

Shoppers worldwide are now shopping at 5,3 stores on average to find what they 

want and get the best value for their money. So store loyalty is flying out the window. 

Meanwhile house brands continue to gain traction with a better value-for-money 

offer and more choice from economy to luxury. However, the range rationalisation 

that accompanies this trend also loses shoppers who can no longer find their 

favourite brands.

South Africa, says IRI, is at the forefront of another trend that is growing 

exponentially. The rising cost of medical treatment is leading more and more 

consumers to self-medicate and search for healthy choices.

In South Africa, 72% of shoppers are looking for a general sense of wellness; 26% 

of consumers buy products due to a health-related challenge; and 43% of consumers 

focus their purchasing power for weight loss.

What are you doing to tap into this trend? To date, conventional supermarkets are 

not the leaders in the move to satisfy this consumer drive for health. It is time for 

catch up! Read more on these trends in our article “Health, wellness and snacking”.

Another fast-developing area in supermarkets is the butchery. Customers are more 

discerning and they want to know what they are buying and where it is coming from. 

If you want to sell top-quality meat to your customers, it is important that you know 

exactly where the meat you are selling comes from. According to Dr Phillip Strydom, 

research team manager: Meat Science Animal Production Institute of the Agricultural 

Research Council of South Africa, says there are three very important factors when it 

comes to quality meat: tenderness, juiciness and flavour. 

To ensure that the quality of the meat that you sell to your customers is 

consistently of good quality, you must find a supplier that you can trust. 

Talking about meat...

In September we celebrate National Braai Day. For many stores, Braai Day has 

become the kick-off for their outdoor-living and entertainment merchandising and 

promotional programmes.

Shelves are stocked with everything for outdoor entertainment – from tables 

and chairs to place settings, coolers, all the disposables, cool boxes, insect-repellent 

candles, outdoor lights, plastic ware, picnic hampers and, most importantly, braai 

equipment. In our Braai feature, we help you with some ideas to push your products.

Diet is an important contributor to health, and to disease. Most countries face 

nutritional problems, from undernutrition and micronutrient deficiencies to obesity 

and diet-related diseases (such as Type II diabetes and certain types of cancer), or 

a mix of these. Pulses are a nutrient-rich food that as part of a healthy diet can 

help fight malnutrition in both developed and developing countries. And they are 

healthy, too! Now is the time to offer dishes that contain pulses in your food-to-go 

department. Your customers will love you for it.

The retail environment is riddled with changes and challenges. In this edition we 

are trying to do our little bit to help you navigate this ever-changing landscape.

Stephen Maister

EDITORIAL





into the car with my sons and driving to 

Germiston station.

I suddenly remembered, however, that 

as you come in to land at OR Tambo 

Airport, there is one particular spot where 

the public road came almost right up to 

the beginning of the runway. I’d often 

wondered what it would be like to sit 

there and watch the planes coming in 

to land right above your head. Clearly it 

was the right time to try this out, so my 

reluctant and suspicious boys and I left 

home early one Saturday morning, grabbed 

some coffee and a muffin on the way to 

Boksburg, and drove around looking for the 

exact place I’d seen so many times from 

the air. At last we found it, I parked my car, 

and we sat there waiting for the first plane.

We were not disappointed. As the first 

flight came in they suddenly got quite 

But before you think I’m off on a nostalgic 

self-indulgent trip, (to a time which was 

better, simpler and less stressful,) allow 

me to share a story of a recent event to 

demonstrate how things have changed. 

I wanted to take my sons away from 

those dreaded screens and video games, 

and to also maybe experience the 

adventures I had with my dad. 

I wanted them have some memories  

that they could remember for the rest  

of their lives, and to feel the same sense  

of comfort and safety I felt all those 

decades ago. 

So I made a couple of calls to see 

whether these steam trains still operated, 

and discovered, sadly, that there are just 

a handful of them left in SA and around 

the world; clearly this would require much 

more planning than just impulsively getting 

excited, and every few minutes yet another 

plane came in – so close you could feel the 

vibrations in your bones. 

There were some “small” turboprop 

planes, and some larger ones coming in 

from local flights. There were also a couple 

of A380s flying in from far away, and they 

were huge! But the single most exciting 

plane was an old 747 Jumbo jet which 

was clearly not allowed to fly passengers 

anymore, but was carrying cargo. It had 

been designed and built in the old days 

when noise pollution was not an important 

priority, and when it roared overhead even 

I could not contain my excitement. It was 

awesome.

We just sat there, my sons and I, 

enjoying and talking about on what we had 

just experienced, and I felt great that they 

had moved from reluctant to thrilled. 
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DELIGHT YOUR CUSTOMERS   By Aki Kalliatakis

What happened to love and generosity?
When I was an eight-year old boy, my dear dad used to take me to Germiston Railway Station to see the old steam engines  

huffing and puffing as they shunted railway stock around. I can still smell the mixture of burning coal and steam, and my mind  

has indelibly recorded the powerful sound as these gigantic machines slowly started to clang into a long row of cargo trucks,  

and then puffed with increasing speed until you could not distinguish the gap between each puff. It was simultaneously exciting 

and exhilarating, it filled me with utter awe, and it let me know as a little kid how utterly safe I felt with my loving dad  

who shared these magical moments with me.



And then suddenly a police car pulled up 

right next to us. The aggressive policeman 

spoke to me as if was a naughty boy in 

the headmaster’s office. “No vehicle is 

permitted to park within three metres of 

the exterior wall of the airport,” he barked.

“I just brought my sons to watch the 

airplanes,” I told him as politely and gently 

as I could.

This testosterone-fuelled moron then 

jumped out of his car, put his hand 

threateningly on his pistol holster, and 

started shouting hysterically. My young 

son was terrified and close to tears, and I 

just couldn’t believe what a complete bully 

this stupid man, half my age, had become. 

I started my engine and we drove home 

in silence. Our father-sons adventure had 

turned into a nightmare. 

But this column is not about the dreadful 

state of our discourteous police force. 

My most important insight was that the 

spirit of generosity has gone out of our 

society, and, just as guilty as that particular 

member of the SAPS, are the huge 

corporations and businesses that dominate 

our lives. 

Whatever happened to the free 

gingerbread man bakers used to hand 

out, and to the “baker’s dozen,” (13 rolls 

instead of twelve)? Banks used to give a 

free piggy bank to children to encourage 

them to save, but not anymore. Most 

restaurants organized free Irish Coffees on 

the house for their “favourite” customers, 

and, of course, we were all their favourite 

customers. Businesses would willingly 

allow you to use their clean toilets. When 

you paid with cash, they didn’t tell you 

there wasn’t enough change so you have 

to round the price up and pay extra. Yes, 

there are still some small, privately-owned 

businesses that do the positive things, 

(shout out to them,) and they are killing 

their competitors.

These days it costs R700 to buy a (fake) 

Springbok shirt, and there are no free drinks 

and a meal on some airlines. (In fact, on 

Ryanair you have to pay one Euro, about 

R15, just to use the loo.) You have to be 

wary that the supermarket didn’t put the 

rotten fruit at the bottom of the pack to 

hide it. If you are looking for a chain at 

your local hardware shop, you have to buy 

it in minimum quantities – and pay for 

stuff that you will never use.

When did we lose our generosity, 

compassion, humanity and love for one 

another? When did we lose trust in our 

politicians, business executives, and even 

our religious leaders, celebrities and sports 

heroes? We need to limit the greed-and-

profit-over-compassion attitude, for it has 

resulted in billions of cynical, untrusting, 

suspicious customers all over the world 

– and who can blame them? As we all 

believe, it is better to give than to receive. 

Here’s your opportunity: if there is such 

a deep nostalgia, a yearning for something 

– anything – that is authentic, honest, 

trustworthy and generous, customers will 

pay just about any price to businesses that 

treat them with dignity and respect. You 

know what you need to do, but just in case 

you’re too busy to think right now, here are 

some ideas...

When last did you show genuine and 

heartfelt gratitude to your customers by 

saying a proper “thank you”? (Hint: inviting 

them once a year to the box at Ellis Park or 

the Wanderers doesn’t do it.)

Do you reward your best customers – 

but without cheapening your brand and 

reputation by introducing a typical “loyalty 

programme”? How about a programme 

that honours and recognises them?

Do you thrill and delight them with little 

surprises that come out of the blue?

Do you allow them to feel like VIPs by 

sharing privileged information or special 

secrets reserved only for them?

When last did you demonstrate true 

generosity and love through an act or 

charitable event that made them say, 

“Aaah. How nice was that?”

How do you make them feel like they 

are part of a bigger community that shares 

something in common, that has history 

together, or that allows legends to be built? 

(If you want clues, think about how fans of 

sports team or musicians feel about those 

that they support, and imitate that.)

Can you tap into the longing they 

feel about days gone past, days where 

they were young and beautiful and felt 

immortal, and before the troubles of the 

world shocked them into reality?

And do you give them the ultimate 

honour by actually listening to them?

Remember that the opposite of love 

is not hate, (although that policeman 

missed that message.) The opposite of 

love is indifference and apathy. As Nelson 

Mandela wisely wrote, “No-one is born 

hating another person... People must learn 

to hate, and if they can learn to hate, they 

can be taught to love, for love comes more 

naturally to the human heart than its 

opposite.”

And please – please – think about it very 

carefully before you go out there and upset 

small children!

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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Thanks partly to Donald Trump and his focus on “fake news” and 

Facebook’s failure to block the Russian propaganda supporting the 

Republicans during the last year’s presidential election, everybody is 

waking up to the need for much more effective controls.  

Brand marketers are corporate citizens and have two great 

considerations at all times: ethical best practices and distinguishing 

vendor hype from realistic assessments of the impact of current 

major announcements. 

Concerning ethical best practices governing paid social-media 

communications, the ASA (Advertising Standards Authority) 

and the IAB (Integrated Advertising Bureau) are working on a 

set of guidelines enhancing the Advertising Code of Practice 

with enforceable social-media regulatory guidelines. These will 

be profoundly influential and to complement them, a training 

manual will be published to ensure that all employees and 

contractors can be made fully aware of what they can do and 

what they cannot do.  A draft programme will be announced and 

a consultative period will follow leading to the implementation 

date.

The six major platforms we will be focussing on are Facebook, 

Instagram, Twitter, LinkedIn, YouTube, SnapChat. The steps being 

taken by the management of Facebook to at long last monitor 

content will have very positive influence and I believe its 

dominance as an advertising medium is most likely to continue, 

albeit one has to be very impressed by the rise and rise of 

Instagram.
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ALL THINGS DIGITAL   By Terry Murphy

The bIg Issues

impacting social media communications
in south
 A

fri
ca

 There has been a lot of publicity around the abuse of 

information communicated via social-media channels. 

Unlike traditional media, which has always been obliged 

to verify all information published and is legally 

liable for publishing false information, social-media 

platforms have pretended for far too long that it is not 

their responsibility to vet the content published on their 

channels. 



Introducing Happy Event Firming Cream

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

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

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

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

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

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

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

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

recommend Happy Event.”

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

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

or www.ajnor th.co.za            www.happyevent.co.za 
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S&R/fIELD AGENT BAROMETER

Preferred Brands Preference Purchased
Jacobs 13% 22%
Nescafe Brands 12% 25%
Ricoffy 11% 13%
Mugg & Bean 8% 2%
Frisco 8% 23%
Woolworths Brands 7% 0%
Hug In A Mug 6% 5%
House Of Coffees 5% 0%
Pick n Pay Coffee 5% 0%
Douwe Egberts 4% 2%

Best Displays Display Popular
Jacobs 30% 13%
Nescafe 27% 12%
Frisco 8% 8%
Hug in a mug 7% 6%
House of coffees 5% 5%
Ricoffy 5% 11%

Type of Coffee on Sale On Sale Popular
Instant Coffee 33% 44%
Filter Coffee 
(Ground Or Beans)

28% 23%

Capsules 24% 18%
Other (Please Specify) 15% 15%

Matching availability 
with popularity

Found Popular

Nescafe 18% 13%
Frisco 10% 8%
Jacobs 10% 14%
Ricoffy 9% 11%
House of coffees 7% 5%
Douwe egbert 6% 4%
Importers 4% 1%
Mugg n bean 3% 8%
Pick n pay 3% 5%

Top Retailers Visited Visited Preference
Pick n Pay 35% 30%
Checkers 25% 20%
Spar 22% 20%
Other 18% 30%

What should be used in Displays? %
Buy ’n try 18%
Special Offers 16%
Attractive displays 15%
Info & Suggestions 11%
Big display 7%
Bold displays 5%
Variety in displays 5%
Entrance display 4%

smell the coffee
Off-the-shelf coffee is a fast-moving 

consumer item and a core purchase for 

most grocery shoppers. There is a wide 

variety of brand and form available 

in all supermarkets. Field Agent 

conducted an analysis of consumer 

preferences and behaviours around the purchase of off-the-

shelf coffee in South African. We wanted to understand likes 

and dislikes as well as the driving forces behind the selection 

process. We looked at the effectiveness of displays and how 

they influenced the purchase decision.

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. 

High-volume purchases provide strong support to retail 
performance. Consumers are fussy when it comes to products 
like coffee, and it is important to match expectations and needs 
with availability, pricing and presentation. Here, understanding 
consumer preferences and decision drivers can play an important 
role in finding that edge to consumer satisfaction and retention. We 
surveyed 60 random recipients across South Africa.

In preparation for the survey, we screened 255 shoppers, 88% of 
these were coffee drinkers. We randomly accepted 60 customers for 
store visits; asking them to photograph the best coffee displays and 
answer questions on their habits and preferences with reference to 
these displays and the purchase of coffee. We also asked them to 
purchase a coffee product and obtained further insights into the 
drivers behind their purchase decisions. Visits were verified using 
GPS, timestamps, and photos.  

The most popular and purchased brands were Jacobs and 
Nescafe. Stores visited trended closely to general consumer 
preferences. The most visited store was Pick n Pay. The best displays 
were found to be in the Jacobs and Nescafe brands, which were also 
aligned to their general popularity.  Instant coffee was the most 
popular type, but it appeared to be undersupplied. Nescafe brands 
were found to be in the best supply, although some stores reported 
a shortage.  Jacobs and Mugg & Bean appeared to be scarcer. The 
most common suggestion for display improvement was “buy ‘n 
try” with the aroma being cited as a big draw factor. The retailer 
found to have the best range, availability, and pricing was Pick 
n Pay. Packaging was by far the most important attribute in the 
determination of a good display. The worst displays were reported 
to be Ricoffy and Frisco. Taste, price, convenience and aroma (in 
that order) were found to be the most important drivers to brand 
adoption. For more details, email us at: client@fieldagentsa.com.



According to Dr Phillip Strydom, research 

team manager: Meat Science Animal 

Production Institute of the Agricultural 

Research Council of South Africa, it is 

especially important what happens at the 

abbatoir and how the meat is stored there. 

He says there are three very important 

factors when it comes to quality meat: 

tenderness, juiciness and flavour. Other 

factors that are important include the 

colour of the meat and how attractive 

the presentation and packaging is. Meat 

that has a too dark colour means that 

the animal was stressed and there will be 

a problem with the quality of the meat. 

How the meat is stored in your store 

is equally important. Breaking the cold 

chain can damage the quality of the meat 

permanently.

To ensure that the quality of the 

meat that you sell to your customers is 

consistently of good quality, you must 

find a supplier that you can trust to 

deliver meat of consistently high-quality 

meat. Strydom says price does not always 

guarantee quality. Just because you are 

paying an above-average price, does not 

mean that the meat you are buying is of 

good quality. And meat that you buy at a 

special price is not necessarily bad quality.

The best way to grow your supermarket, 

is to employ a qualified butcher, especially 

when you buy carcasses that have not yet 

been processed. Some supermarkets, such 

as Woolworths, receive their meat already 

packaged from a centralised distribution 

point. But if you package your own meat,  

a butcher will know what good meat is 

looks like and how to package it. He will 

also be able to advise customers when they 

are looking for something specific.

A qualified butcher maybe more 

expensive, but the knowledge that he 

brings to your store will make his salary 

more than worth your while.

As customers become more discerning, 

they will become more demanding. They 

will want to know what you are selling to 

them, where the meat comes from and 

whether it is organic and free range. They 

will demand value for their money. This is 

where a qualified butcher will be worth 

his weight in gold. He will be able to give 

the personalised service customers are 

expecting from their supermarket. He will 

also be able to give some product advice 

and be able to upsell, which will contribute 

to a more profitable butchery.

The biggest challenge for any butchery 

is consistency. Your customers must know 

that when they buy from you, the meat 

will be of good quality. It only takes one 

bad experience to lose a customers and it 

will be very hard to lure them back to your 

store. This is why a reputable supplier is so 

important.

Strydom says that although not 

everybody has the same taste when it 

comes to meat, food safety is important 

for everybody.

To make sure that the meat you sell is 

safe, you need to maintain the cold chain 

and package meat immediately when you 

receive it. Raw meat is very sensitive, so it 

is crucial to maintain ideal conditions.

The supermarket owner must also make 

sure that the meat is not already damaged 

when it reaches the store (a qualified 

butcher will be able to help you here), 

because once it has been damaged there is 

nothing that you can do about it.

Strydom says vacuum-packed meat 

should be of better quality than meat that 

has just been packaged using ordinary 

packaging. It has to be aged and the colour 

must be different.

Presentation is very important for 

a butchery. Meat displays should be 

attractive if you want customers to visit 

your butchery. Colour is very important, as 

is the balance between fat and meat. 

Recyclable packaging is also getting 

increasingly important for customers and 

they would like to see you as a business 

caring for the environment.

Running a butchery can be tricky, but if 

you manage to get everything right, you 

will get your reward in the form of a busy, 

profitable butchery.
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sourcing the best meat
If you want to sell top-quality meat to your customers, it is important that you know exactly where  

the meat you are selling comes from by following the path of the meat from conception to consumption. 

The knowledge  
a qualified butcher  
brings to your store  
will make his salary  
more than worth  

your while.

By Tarina Coetzee   



Take a trip to 
Flavourtown
There are two main reasons for 

marinating a piece of meat.

1. Flavour
Marinating a piece of meat adds a certain 

flavour to the dish.

2. Tenderness
Marinating in an acidic product such as red 

wine or lemon helps break down the bonds 

in the meat, leaving even cheaper cuts of 

meat soft and tender.

Offering your customers meat that has 

already been marinated and is ready for the 

braai will definitely earn you some brownie 

points. The best marinades are made with 

fresh, natural quality ingredients that will 
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Ways to guarantee 
happy customers
Make sure you  
can meet demand
It is not good merchandising/sales 

practice for promoted products to 

run out, so make sure you have good 

stock levels. But don’t overstock to the 

detriment of your other staple products. 

To boost sales, position the promoted product in a key hot spot. Customer flow within 

your shop will dictate where the best hot spots are, but as a rule of thumb, a particularly 

good place would be at the front and centre of a window display or cabinet.

Rather than stuff the cabinet with your promoted product, allocate sufficient space 

at the outset and refill when required. Consideration should also be given to your 

usual pattern of customer demand through a normal trading week. In other words, 

don’t promote roasting cuts on a Monday if that’s out of tune with your customer 

requirements.

Benefit from seasonality
An effective merchandising programme will reflect seasonal trends and be flexible 

enough to take advantage of changes in the weather. One of your key strengths is 

the ability to react quickly to changes in product offering. If, for example, the weather 

forecast on Thursday predicts a hot, bright and sunny weekend, make sure your display 

on Friday and Saturday features a range of suitable cuts for outdoor cooking.

Offer meal solutions
Customers today are always on the lookout for meal solutions. Any help you can give 

them by suggesting products that will complement the fresh meat on offer will be 

beneficial.

Make sure you have recipe cards out on the counter as well as jars of cook-in sauces 

adjacent to your diced beef display, or pasta sauces alongside the minced beef. Mouth-

watering posters of succulent meal suggestions should be clearly on view in front of 

the customer, not behind them. On average, up to 14% of a retail butcher’s sales are 

generated from dry goods such as condiments and sauces.



taste good when the meat is cooked. The 

simplest is just a combination of olive oil, 

lemon, wine, ginger, garlic and salt.

Or you can use a rub, which is a mixture 

of spices and seasonings that add flavour, 

but do not tenderise. They come in two 

varieties: dry rubs and paste rubs. Dry rubs 

are a powdery blend of herbs and spices, 

while paste rubs include just enough of a 

wet ingredient (such as olive oil) to form a 

thick, seasoned paste.

Rubs are best for large cuts of meat that 

tend to be fatty, such as beef briskets and 

spareribs. Apply the rub a day before you 

want to sell the meat.

From a convenience and economy 

standpoint, rubs are sometimes better 

choices than marinades. The spice mixture 

does not need refrigeration (although 

a paste rub does). Rubs add a colourful, 

flavourful crust and help keep the meat 

moist without messy liquids. Sometimes 

an acidic marinade can ruin the texture, 

leaving meat mushy instead of tender.

You can also display marinades, rubs and 

spices in your butchery area for customers 

who want to marinade their meat at home.

how to grow 
your butchery
First things first. Walk the shop as a 

customer would and look at all the 

following areas with a critical eye and 

evaluate them to identify areas that 

require attention:

■ Internal layout of premises. Is it easy 

for people to access the serving areas? 

Are products clearly on display and 

easily accessible? Could the layout be 

improved to ensure the whole shop is 

utilised?

■ Point-of-sale material. Is it up to date? 

Does it look eye catching? Is it in highly 

visible locations? Are lea et dispensers 

full and clean? Have wall posters been 

put up neat and straight?

■ Window display. Is it colourful and 

invit ing? Are the products on display 

relevant to the time of year? Are all of 

the sales hot spots well positioned and 

full?

■ Chiller cabinet displays. Are they 

well stocked and presented? Are 

key promotional lines prominent? Is 

supporting point-of-sale material in 

position?

■ Dry goods displays. Are they full and 

well priced? Are the cabinets/shelves 

clean and tidy? Do the goods on sale 

complement your product range? Is 

promotional material in position?

■ Appearance of staff. Do they conform 

to agreed standards of presentation and 

personal hygiene? Are their uniforms 

clean and presentable? Are hats on and 

long hair tied back?

■ Floors. Are they clean and clear of 

clutter?

■ Walls. Are they clean and has all residue 

(including sticky tape) been removed?

■ Lighting and fixtures. Is the lighting 

appropriate and does it help create the 

right ambiance? Are the fittings clean 

and well maintained?

If all that is sorted, it is time for the 

next step, and that is to make sure your 

customers visit your butchery regularly and 

find what they are looking for.
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on display to cater for the different tastes 

of your customers. It is also a good time to 

introduce new product lines and varieties.

Lamb chops, steaks, sosaties and chicken 

will also appear on many shopping lists. 

Make these more attractive with innovative 

cuts, marinades and spices. Remember the 

tasters!

As more and more people become 

vegetarians, it may be worth your while to 

invest in some special Braai-Day goodies 

for vegetarian customers.

With a little bit of preparation, you can 

guarantee a Braai-Day that vegetarians will 

enjoy as much as the meat eaters.

Five delicious ideas for your vegetarian 

customers:

■ Vegetable kebabs

■ Stuffed peppers

■ Veggie burgers

■ Pita bread with different fillings 

■ Garlic and cheese bread

Remember to promote the fact that you 

will cater for vegetarians on Braai Day.  

Use your Facebook page and Twitter; 

send text messages and print posters and 

pamphlets to distribute in the weeks before 

Braai Day.

On 24 September we celebrate National 

Braai Day. It coincides with National 

Heritage Day, a public holiday set aside 

for all South Africans to celebrate our 

rich and diverse heritage.

For many stores, Braai Day has become 

the kick-off for their outdoor-living 

and entertainment merchandising and 

promotional programmes.

Shelves are stocked with everything for 

outdoor entertainment – from tables and 

chairs to place settings, coolers, all the 

disposables, cool boxes, insect-repellent 

candles, outdoor lights, plastic ware, picnic 

hampers and, most importantly, braai 

equipment.

Meat taking centre stage  
(or does it?)
Generally, the first decision the customer 

will make upon entering your store is what 

meat to buy. After all, what actually goes 

onto the braai remains the most important 

decision of any aspiring braai chef.

After that come the decisions about 

snacks, side dishes and drinks.

Boerewors is almost always on the 

shopping list. It is as South African as rugby 

and biltong. Have a variety of boerewors 

While waiting...
A braai is a social event and snacks and 

drinks around the fire are very much part 

of the tradition. Shoppers will be looking 

for snacks like chips, dips and cheeses, as 

well as cold and alcoholic beverages. An 

attractive display of snacks will encourage 

customers to buy a little something extra. A 

bit of impulse shopping, if you will.

Riblets, chicken wings and sausages are 

also popular snacks. Put out tasters outside 

your store to convince those undecided 

customers.

Vegetable sticks with hummus, oven- 

baked pretzels, sweet potato chips with 

avocado and cottage cheese dip, fruit 

skewers (pineapple, strawberries, apples, 

grapes, melon and kiwi all work well) can 

be prepared for customers who prefer 

vegetarian or healthier options.

Something on the side
Braai side dishes are almost as important 

as the meat. And everybody has a favourite, 

so to navigate the landscape of side dishes 

for the braai can be quite a nightmare.

Firm favourites are potato salad (warm 

and cold), green salad, couscous and roast 

vegetable salad with a bit of crumbed feta, 
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summertime is braai time



grilled sweetcorn, paptert (porridge tart), 

vegetable bake and pap-en-sous (porridge 

and sauce). For those who feel strongly 

about healthy eating, a few salads with 

fresh fruit, vegetables and pulses should do 

the trick.

You can prepare a variety of the side 

dishes in your store for the convenience of 

your customers. And have the ingredients 

on hand for those customers who prefer 

homemade side dishes.

Don’t forget the bread
Many adventurous cooks will opt for 

homemade potbrood (pot bread), using a 

flat-bottomed “potjie” to bake their own 

bread on the fire. The less adventurous 

will be buying bread, such as garlic bread, 

rolls and artisan breads from your bakery. 

And what is a delicious freshly baked bread 

without butter and jam?

Healthier options
Many of your customers would prefer 

healthier meat options such as skinless 

chicken breasts, fish or ostrich. Set aside 

a special clearly marked section for your 

health-conscious customers.

Be creative with side dishes and provide 

healthy salads and fruit to accompany the 

braai.

And don’t forget the wine. A light white 

wine should do the trick.

Or fresh fruit juice, sparkling water or 

diet soda for those who do not drink wine.

What is a braai if you cannot 
show off your equipment?
There are many different approaches to 

the braai. Should you use wood, charcoal or 

gas? Should you use a traditional braai or a 

Weber Grill? And what about firelighters? 

These questions are debated passionately 

among braai masters all over South Africa. 

And there will never be a clear and final 

answer.

Then there are all the accessories that 

every braai enthusiast absolutely has to 

have: tongs, flame tamers, braai cleaner, 

braai covers, thermometers, firelighters, 

gas bottles, grids, braai mitts... The list is 

endless.

Make sure that on the morning of Braai 

Day you have at least the basics that your 

customers can show off at the family braai. 

And to encourage a little extra spending, 

you can put all these tempting gadgets on 

display in the front of your store.

The little extras
Make sure that you do not run out of 

wood, charcoal or ice.
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“The word braaivleis 
is Afrikaans for 

“roasted meat”. Braai 
(pronounced “bry”, 
rhyming with “cry”; 

plural braais) is Afrikaans 
for “barbecue” or 

“roast” and is a social 
custom in South Africa, 

Namibia, Zimbabwe and 
Zambia. It originated 

with the Afrikaner 
people, but has since 

been adopted by South 
Africans of many ethnic 
backgrounds. The word 

vleis is Afrikaans for 
“meat”.

Vegetable sosaties 
(for your vegetarian customers)

Ingredients
1 small butternut, diced

1 onion

4 mushrooms

1 red pepper, cut into 8 pieces

1 eggplant, diced

3 tablespoons olive oil

2 tablespoons red wine vinegar

juice of 1 lemon

1 tablespoon Dijon mustard

1 tablespoon chopped fresh basil

1 tablespoon chopped fresh parsley

2 cloves garlic, minced

1/4 teaspoon salt

1/4 teaspoon black pepper

Method
Mix olive oil, vinegar, lemon juice, 

mustard, basil, parsley, garlic, salt and 

black pepper together in a small bowl.

Place cut vegetables in a resealable 

plastic bag.

Pour marinade over vegetables, toss 

and seal bag. Let sit in refrigerator for 

two to three hours.

Place vegetables on skewers 

alternating as you go. Reserve marinade 

to brush vegetables as they cook. Place 

kebabs over a the braai and removed 

when the vegetables are brown and 

tender.

alexroyaldiet.co.za
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The Perfect Braai Chicken!Chicken wings on a skewer 
drizzled with a ranch dressing

Serves 4 
EASY 30 minutes  
plus extra for marinating

Tasty & Delicious

Perfect for a braai

Ranch dressing
125ml (½ cup) egg mayonnaise

125ml (½ cup) sour cream

30ml (2 tbsp) lemon juice

15ml (1 tbsp) chives, chopped

GOLDI or COUNTY FAIR  
or FESTIVE or MOUNTAIN  
VALLEY chicken wings
5ml (1 tsp) onion powder
5ml (1 tsp) garlic salt 
125ml (½ cup) tomato sauce
60ml (¼ cup) Worcestershire sauce
40g butter, melted
5ml (1 tsp) Tabasco sauce

1.  To make the dressing, mix together all of the dressing   
 ingredients and refrigerate until needed.
2.  Place the chicken wings in a bowl and toss through   
 the rest of the ingredients. Marinade for about  
 30 minutes or overnight. 
3.  Place bamboo skewers in cold water overnight, so that   
 they will not burn when braaiing .
4.  Prepare the braai to your liking. Thread the chicken   
 wings onto the prepared skewers and place on the  
 hot braai. Braai until cooked for about 20 minutes turn   
 and brush with the marinade during braaiing. 
5.  Serve the wing drizzled with the ranch dressing.
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ON PROMOTION

It’s not realistic to think that convenience 

stores can compete with the made-to-

order coffee shops, so it is important that 

retailers up their game on overall quality 

of coffee products, increase the variety of 

options available, and leverage the ability 

for customers to personalise their product 

with creamers, syrups, and other additives. 

If you offer it, they will come.

According to CSPDailyNews.com:

■ 41% of consumers reported that they 

would be more likely to purchase 

hot beverages from convenience 

stores instead of restaurants or other 

foodservice outlet if the store offered a 

variety of flavored creamers.

■ 37% of consumers would be more 

likely to purchase hot beverages from 

convenience stores if there were more 

syrups and add-ins available.

■ 44% would visit stores over other 

foodservice outlets if there were a 

variety of milk products offered.

Variety
Variety is the spice of life! In the past, 

convenience stores only needed to 

offer a few roast options and an instant 

cappuccino machine to win over the coffee 

customer. Thanks to coffee shops and 

Quick Service Restaurants, convenience 

stores now need to offer more variety to 

accommodate the wide range of customers 

purchasing coffee.

Here are just a few of the daily options 

your c-store should have available:

• light roast • dark roast • decaf • flavoured 

roast • featured flavour or limited edition

• cappuccino • tea iced / cold brew • made-

by-you espresso

Customisation
You cannot please every customer all the 

time. Review the latest trends and previous 

sales to determine some of the most 

popular add-ins that customers are seeking 

to make sure you have them readily 

available and easily accessible. Make sure 

that your coffees and additives are properly 

labeled with attractive flavour identifiers.

• creamers, sweeteners and sugars • spices  

• flavoured syrups

Supplies
Make sure that your coffee supplies covers 

not just the basics, such as cups, sleeves, 

and stir sticks, but items necessary for 

personalisation, including cinnamon and 

nutmeg shakers; and plenty of different 

creamers.

Signage
Never underestimate the power of visual 

communication. Clearly label airpots 

and creamer carafes to increase the 

likelihood of a customer giving it a try. 

An unlabeled carafe sitting on a counter 

probably won’t be picked up by anyone, 

but an appropriately labelled one – even 

if it seems like a more exotic flavor than 

a customer is used to – will at least get 

people to try it.

Relocate, reimagine and resize
Is your coffee station still located on the 

back wall of the store without sufficient 

signage? Relocate now for it to be front 

and center. If relocation is not possible, put 

in the extra money to increase visibility 

with signage – the further away from the 

front door, the larger the sign will need to 

be in order to grab a customer’s attention. 

Reimagine the endless possibilities that 

a greater coffee service area can offer 

your customs; speak with your distributor 

about flavours and options you may 

not have considered offering. Resize the 

coffee station to accommodate the wide 

variety and customisation customers are 

seeking – even if that just means using the 

vertical space more efficiently with stacked 

condiment stations which will allow you 

better use of the horizontal space for more 

coffee flavours!

A clean and well-organised coffee station 

will reward you! Take time during the day 

to wipe down counter tops, sticky syrup 

pumps, and airpots. Make sure cups, lids, 

stir sticks and jackets are fully stocked for 

quick grab-and-go.

www.foodpros.com

 

SEPTEMBER 2018 
PRoMoTional  

CalEndaR

Chicken Month
National Heart  

Awareness Month
National Oral Health Month

1 SEPTEMBER:
Spring Day

2 SEPTEMBER
International Bacon Day

Secretaries Day
5 SEPTEMBER

Cheese Pizza Day
7 SEPTEMBER

Salami Day
9 SEPTEMBER

Biltong Day
13 SEPTEMBER

International Chocolate Day
14 SEPTEMBER

Cream Filled Donut Day
17 SEPTEMBER

International Eat an Apple Day
18 SEPTEMBER

Cheeseburger Day
19 SEPTEMBER

National Recycling Day
22 SEPTEMBER

White Chocolate Day
24 SEPTEMBER

Public Holiday
Heritage Day

24 SEPTEMBER
National Braai Day
26 SEPTEMBER

Pancake Day
29 SEPTEMBER

Coffee Day

Coffee for the masses
On 29 September, we celebrate coffee day. 

Are you doing what you can to serve your coffee-addict customers?
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Pulses protein per 100g (uncooked/raw):
Soybeans 36,49g

Lupini Beans / Lupin Beans 36,17g

Velvet Beans 32,4g

Red Lentils / Pink Dal / Masoor Dal 26g

Chana Dal / Bengal Gram 25,4

Broad Beans / Fava Beans / Faba Beans/ Horse Beans 25g

Pinto Beans 25g

Peanuts 25g

Urid Dal / Urad Bean 24g

Adzuki Beans 24g

Hyacinth Beans / Lablab Bean 23,9g

Moong Dal / Green Gram 23,86g

Lobhia / Black Eyed Beans / Cowpeas 23,8g

Red Kidney Beans / Red Beans / Kidney Beans 23,6g

Moth Beans 23,6g

Runner Beans / Scarlet Runner Beans 23g

Tur Dal / Red Gram / Pigeon Pea 22,3g

Black Beans 21,6g

Bambara Groundnut 20,8g

Yellow Split Peas / Green Split Peas 20g

Cannellini Beans / Great Northern Beans 20g

Borlotti Beans 19g

Haricot Beans / Navy Beans / White Beans 18g

Blue Boilers 18g

Lima Beans / Butter Beans / Calico Beans 16g

Green Lentils 14g

Brown Lentils 14g

Edamame Beans 14g

Kala Chana / Black Chana 13g

Chana / Garbanzo / Chickpeas 13g

Winged Beans 12g

Green Peas 5,42g

Moringa Oleifera 2,5g

Yam Beans 1,4g

Packed with healthy nutrients
Incredibly rich in their nutritional value, pulses are small but densely 

packed with protein – double that found in wheat and three 

times that of rice. Pulses are also rich in complex carbohydrates, 

micronutrients, protein and B-vitamins, which are vital parts of a 

healthy diet. Low in fat and rich in fibre, pulses are excellent for 

managing cholesterol, digestive health and regulating energy levels.

A tonic for the body
While pulses are low in calories (260-360 kcal/100 g dried pulses), 

they are high in complex carbohydrates and fibre, which means 

they are slowly digested and give a feeling of satiety. Pulses 

promote a steady, slow-burning energy while their iron content 

helps transporting oxygen throughout the body, which boosts 

energy production and metabolism. The fibre in pulses is not 

generally absorbed by the body and thus increases stool volume 

and transit. The fibre also serves to bind toxins and cholesterol in 

the gut so these substances can be removed from the body. This 

improves heart health and lowers blood cholesterol.

A perfect pairing
The protein of pulses is high in lysine and low in sulfur-containing 

amino acids. Grains’ protein is low in lysine but high in sulfur-

containing amino acids. Combining them provides a higher protein 

quality – a complete protein. This means that the body needs 

less protein to fulfill its protein needs, which improves nutrition, 

especially in low-income communities, where the availability of 

other sources of protein such as animal protein are limited.

 www.fao.org

health benefits of pulses
Diet is an important contributor to health, and to disease. Most countries face nutritional problems, 

from undernutrition and micronutrient deficiencies to obesity and diet-related diseases  

(such as type II diabetes and certain types of cancer), or a mix of these. Pulses are a nutrient-rich food 

that as part of a healthy diet can help fight malnutrition in both developed and developing countries.

PULSES



  

Make your sales go further with an affordable and high 

quality pasta brand that has every pasta under the  

Italian sun. Pasta Grandé - only the best for your customers.
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This vegetarian dish takes a little time to prepare, but we promise you 
will love its ultra-cheesy sauce and the vibrant flavours of roasted 
Mediterranean veggies. An irresistible family dinner for Meat-Free 
Mondays – and no one will notice it has no meat. 

1. Heat the oven to 210 °C.

2. Peel the onion, cut it lengthways into quarters and separate the layers. Place  
in a big deep roasting tray and add the pumpkin, brinjal, red pepper, yellow pepper,  
cherry tomatoes and garlic.

3. Drizzle the veggies with olive oil and season to taste with salt and black pepper. 
Using your hands, toss everything together until well coated. Roast at 210 °C for  
25 minutes, or until the veggies are soft and turning toasty at the edges.

4. Remove the pan from the oven and stir in the canned chopped tomatoes and  
dried herbs. Reduce the heat to 180 °C and bake for a further 20 minutes. Set aside. 

5. While the vegetables are roasting, cook the macaroni according to the instructions 
on the pack. Drain.

6. To make the cheese sauce, melt the butter in a heavy-based pot. Stir in the flour 
and cook over a medium heat for 1 minute. Whisk in the cold milk, all in one go, and 
cook until the sauce thickens, whisking constantly to prevent lumps forming. When 
the sauce comes to the boil, turn the heat right down and simmer for 2 minutes.

7. Remove the pot from the heat and add the nutmeg and three-quarters of the 
mozzarella (reserve the rest for topping). Stir until the cheese has melted, then 
season to taste with salt and black pepper.

8. Grease a large ovenproof dish and spread a quarter of the cheese sauce evenly 
over the bottom. Cover with a quarter of the macaroni. Spread one third of the 
roasted veggies (plus some of their juices) over the pasta.

9. Repeat these layers two more times, finishing with a final layer of cheese sauce.

10. Sprinkle the remaining mozzarella and the Parmesan on top and bake on the  
top shelf of the oven, at 190 °C, for about 20 minutes, or until the top is golden  
and bubbling.

11.  Serve piping hot with a crispy green salad and garlic bread.
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Few things go further than IMBO when  

it comes to feeding a family delicious,  

filling and healthy meals. It’s why savvy  

moms across the country continue to  

choose IMBO. Looking for what your  

customers are looking for? You’re looking at it.  

Don’t give it a second thought. Think IMBO.
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Lambton (Germiston) and now has a 

number of stores in upmarket areas, such 

as Sandton and Cresta. Having started in 

Morning side, the group also has Sandton 

stores in the Wedge and Atholl, with more 

being planned for the near future.

This Storewatch article features the Athol 

Square store, which was initially positioned 

in the basement of the shopping centre. 

With the departure of Woolworths and the 

meat restaurant upstairs, Afeltra and his 

For years the chain of Spar stores remained 

in its original neighbourhood of Hillbrow 

and Joubert Park and only now, under the 

leadership of Xenopoulos’s son-in-law, 

Dario Afeltra, and his son Riccardo, the chain  

has ventured outside its traditional area.

Boasting 12 stores at present, the chain 

covers not only the lower end of the 

market in areas such as Hillbrow, Joubert 

Park, Berea and downtown Johannesburg, 

but also middle-class areas such as 

team saw the opportunity to take over the 

space (albeit smaller than the basement) 

and deliver a fabulous retail experience to 

the Sandton shopper.

The lesser space has been well utilised 

to highlight the fresh departments and 

the dry-goods section has been somewhat 

reduced due to space constraints.

The end-result follows in a montage of 

photographs that give the reader a good 

idea of the many store attributes.
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STOREWATCH   By Hippo Zourides

The corner store entrance is separate from the exit which is about 30 metres away

Fifty-year old chain  
now a growing phenomenon

It was 50 years ago in 1968 that famed entrepreneur Taki Xenopoulos opened the first 24-hour store  
in Highpoint, Hillbrow, and theatrically threw away the front door key, by claiming that  

“this store shall remain open for 24 hours a day, every day of the year”. 

Currently, the store 
is running a local 

competition for 
customers buying 

more than R400

This signage 
reminds the 
customer of 
the company’s 
ethos of feeding 
the nation since 
1968



STOREWATCH

Store manager, Riaan de Jager and Fresh Departments Manager Mark Adler 
manage the 76 staff complement

Imported lines are grouped together in this island 
display, but are also displayed in other areas of 
the store

Gondola ends are well stocked with the current special offers

This innovative herb wall is a new addition to the fresh 
department. Customers are invited to snip whatever herb 
they require from the live display

The health section  
is fitted with shorter  
gondolas so that the 

consumer gets an airy view  
of the whole department. 
Clear signage directs the 
shopper to her favourite 

choice of product 
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STOREWATCH

All imported lines have been grouped  
together in special island displays to address  
the needs of the foreigners who support the store.  
The SA public taste buds are following through!

The company boasts about the 
estimated number of customers that 
have passed through its store doors 
after 50 years in business

The special offers relating to the SPAR 
loyalty card are displayed in a focus area

The cheese selection is geared for the multicultural clientele of the area
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STOREWATCH

The TOPS store is compact, but it stocks all beer, wine and liquor requirements for its clientele  
and is ably manged by Moses Phiri (seen here next to the high-value cabinet)

Due to the existence of the TOPS nearby, the wine selection is limited in store, but all the favourites are well displayed

The  
front line 

has a clean 
uncluttered 

look
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STOREWATCH

The coffee shop faces busy Katherine Street below and the 
sunshine pours through the glass windows, making it an ideal 
winter meeting point The braai area is strategically located next to the butchery

An interesting fresh-produce display 

The below-zero 
refrigeration consists of 
both a coffin display as 
well as upright shelves, 

and the doors only open 
up to knee level
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STOREWATCH

The hot foods section is well patronised by the locals

The SPAR commodity indicators have left the 
ceiling and are now visible along the shelves. 
Some customers are still searching the ceiling 
for advice but over time, they get used to the 
store layout

This section of the store offers hand-made pasta and pizza



self-employment in the informal economy, 

at least in the home-based trade sector. 

Despite our work showing South Africans 

to be largely price-competitive with foreign 

nationals, there are new business dynamics 

emerging relating to foreign nationals 

becoming increasingly vertically integrated 

into the wholesale sector, labour practices 

and the rising trade in contraband and 

counterfeit products. 

While such challenges extend far 

beyond the matter of the closure of South 

African spaza shops, it is important not to 

forget that South African outlets not only 

address unemployment and poverty, but 

also provide an entrepreneurial learning 

experience and the transfer of business 

skills to younger generations. 

South African spaza shops also reflect  

a business dynamic relevant to local society 

– with local shopkeepers (commonly 

mothers and grandmothers) playing an 

important cohesive role in community 

dynamics. This rapid demographic  

change favouring a new class of business 

owner brings about new challenges for 

With potentially 50% of South 

Africans living within the township 

context, spaza shops that serve these 

residents with daily grocery needs are 

widespread residential-based entities. 

These small shops trade products such 

as bread, milk, grain staples, oil, cool-

drinks, soap, cigarettes and alcohol. 

The great majority of spaza shops are 

unregistered, cash-based informal 

businesses. 

Few studies of the spaza trade at a national 

scale have been made or published. Nielsen 

(2016) have suggested that the sector 

has 134 000 “traditional trade” outlets 

amounting to R46 billion per annum in 

turnover, with potentially 40% of all food 

retailed through these and other informal 

retail outlets (Trade Intelligence 2018). 

However in recent years there has been 

considerable change in the sector with 

the emergence of a new class of foreign-

national entrepreneurs (particularly Somali, 

Ethiopian and Bangladeshi nationals) 

establishing a market presence in the 

sector. The impact of this demographic 

change has been widely reported and 

stimulates considerable and polarised 

debate on the merits or demerits of these 

emerging dynamics for South African 

township business, consumers and society 

at large. 

The scale and rate of change
Our research in the Delft township of Cape 

Town identified that an emerging class of 

entrepreneurial grocery retailers have taken 

advantage of spatial opportunities in the 

township context. 

These businesses have taken on a range 

of competitive strategies such as collective 

buying, price discounting and accessing 

increasingly efficient distribution networks. 

Furthermore, this new generation of shops 

had multiple owners and were largely 

employee operated. 

We found in our panel study of Delft 

South (2010 – 2015) that the proportion 

of South African-operated spaza shops 

decreased from 50% to 18% of all outlets 

from 2010 to 2015.

Why should this change matter?
Research suggests that the general spaza 

sector is changing at such a rapid rate 

that it may have a significant and lasting 

negative impact on entrepreneurship and
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Regulation is required for retail grocery trading in the townships  
to ensure that businesses that are large enough to formalise  

are indeed formalised.

south Africa’s changing  
informal retail grocery landscape

● Foreign (116)
● South African (25)

SPAZA SHOPS   By Leif Petersen

Map legend
Nationality of owner
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community cohesion, business operational legalities and the right 

to livelihoods. As such, a levelled playing field is required.

Regulation for a balanced economy
Regulation is required for retail grocery trading in the townships 

– not to create regulatory barriers, but to ensure that businesses 

that are large and independent enough to formalise are indeed 

formalised. 

Parallel to this, opportunities could remain for smaller and/or 

more survivalist businesses to operate informally. Given advantages 

such as their spatial location (which secures niche markets in areas 

of a township) or reduced overheads due to being able to work 

at home, they could sustain a modest competitive advantage in 

serving local market niches.

Rather than excluding the new generation of savvy entrepreneurs in 

the spaza sector, it is important that businesses that grow beyond 

a certain size – such as those large enough to start negotiating 

price discounts and merchandising services from producers, employ 

staff and accumulate business assets – start to comply with the 

requirements of formalisation, whether they are run by foreigners 

or South Africans. For these shops it might mean having to relocate 

to the high street in compliance with municipal by-laws, registering 

staff, paying minimum wages and providing employee benefits, 

submitting VAT and income-tax returns and so forth (and with the 

owner residing off-premises, and not in the shop itself).

Such a two-pronged policy that would formalise larger shops 

while permitting and encouraging informal micro and survivalist 

businesses would encourage successful entrepreneurship while 

providing a space for rekindling and nurturing informal micro or 

survivalist spaza shops.

Peterson is the Director, Sustainable Livelihoods Foundation, based in Cape Town

SPAZA SHOPS

Delft South with relative distribution of foreign / South African owned spaza shops, 2015



health, 
wellness 
and snacking
IRI, an American research outfit, 
through its South African office, 
has shared some interesting 
data on global and South 
African shopping patterns, 
while delivering some great 
insights of how manufacturers 
and retailers can get ahead  
of the game.
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fOOD TRENDS   By Hippo Zourides

Private Labels:
South African chains 

hover between 15% and 
20% of their total sales 

attributed to private label 
and it will grow further, 
as is the world trend.



The current scene  
in south Africa
Most readers are aware of all the current 

constraints in producing a decent bottom 

line in South Africa. These include

■ Stagnant GDP growth;

■ The high cost-of-living index growth 

(albeit slowing down in recent times);

■ Pressure on retail margins;

■ The emergence of online shopping;

■ The dominance of the price/value 

equation; and

■ The emergence of the savvy shopper 

irrespective of LSM level.

The effect  
on the consumer 
Private label
The most evident pattern that has emerged 

in recent times is the consumer’s swing to 

private label products, as they perceive the 

price/value/quality equation to be in their 

best interest.

Retailers are now tiering their product 

range into various levels (economy, regular 

and luxury) and entering categories that 

previously had been classified as “too 

personal” or “too defined”, such as personal 

care. 

The emergence of confined or dedicated 

private brands in this area have ensured 

that the retailer not only delivers a better 

price at an enhanced margin, but more 

importantly, hooks the consumer to their 

store brand (store loyalty), as these items 

are exclusive to the relevant chain. 

Some chains have developed certain 

differentiators, such as healthy snacking 

on the go (Dischem), Smart Bites (Clicks), 

organic products (Pick n Pay) and child-

friendly convenience meals (Checkers).

South African chains hover between 15% 

and 20% of their total sales as attributed 

to private label and it will grow further, 

as is the world trend. We are at the same 

level as Greece (16%) and Italy (18%). We 

have a long way to catch up with Germany 

(40%), Spain (42%) or the UK (52%).

Overseas certain categories have proven 

to be very prone to switching to private 

label and the following categories are 

leading: pet products (33% of all pet 

product sales are classified as private or 

confined label), ambient foods (35%), 

chilled foods (45%) and frozen foods 

(47%).

Other trends
Consumers worldwide are now shopping 

5,3 stores on average. This means that your 

customer is no longer just loyal to your 

store, but buys elsewhere in her search 

for value. She is not only looking for price 

but also, at times, for products, as many 

chains have rationalised their ranges so 

dramatically that the consumer cannot find 

her favourite product.

Consumers are looking for “close-to-

me” products – these are products that 

are meaningful to them and they require 

to shop regularly. The other category 

searched for by the consumer as defined 

by the research is “commodity products”. 

Interestingly, these are not as generally 

perceived (mealie meal, rice, oil, etc…), but 

rather categories where the consumer is 

invested, such as cleaning products.

Lifestyle shopping
This is probably the most important trend 

occurring worldwide and South Africa is at 

the forefront of this sea change.

With medical costs increasing, 

customers are self-medicating and their 

search for healthy alternatives is growing 

exponentially. Customers demand 

transparency with label information of 

what IS in the product, as well as what  

IS NOT in it. Wellness is the buzz word!

The statistics emanating from the South 

African research are illuminating.

■ 72% of shoppers are looking for  

a general sense of wellness;

■ 26% buy these products due to a 

health-related challenge;

■ 29% will select additive-free products;

■ 43% focus their purchasing power for 

weight loss purposes;

■ 22% are concerned about 

environmental protection; and

■ 30% are prepared to pay a higher price 

for a quality healthy product.

Increased spending in healthy alternatives, 

include:

■ 60% of respondents spend on healthy 

foods;

■ 50% are looking for organic alternatives; 

■ 38% focus on vegetarian menus; and

■ 39% are affected by food intolerance 

ingredients. 

All of the above trends are higher in South 

Africa than in Europe.

Retailers should be aware that 64% of 

persons interviewed include fresh produce 

in their basket, while a third read labels 

intensely while the same number has 

returned to traditional home-cooking to 

produce better-quality foods for their 

families.

Three quarters of the consumers 

interviewed source their health and 

wellness requirements from their regular 

stores, but pharmacies and health shops are 

increasing their penetration of this market 

exponentially. Ten percent of shoppers 

claimed that they source their fresh 

requirements from the source.

No wonder that new brands such as 

Montagu (nuts and dried fruit), Honest 

Chocolate (premium chocolates) and 

Hartlief (deli-style meats and cheeses) are 

emerging around the country. Local food 

markets are well supported where the 

shopper can talk to the cheese maker while 

tasting and experiencing the product and 

enjoying the sense of community and  

a social occasion.

Mr Manufacturer and Mr Retailer –  

how are you responding to this trend and 

how many of your products can truly be 

classified as supportive of wellness?

Next month we shall cover another 

aspect of this research – macro snacking. 

For further information on this research,  
go to www.iriworldwide.com
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fOOD TRENDS

Health Foods:
Consumers often source their health and wellness products 

from their regular stores. No wonder that new brands such as 
Montagu (nuts and dried fruit), Honest Chocolate (premium 

chocolates) and Hartlief (deli-style meats and cheeses)  
are emerging around the country.



The Greek supermarket environment has gone through a tough 

contraction during the current economic crisis. Many of the Greek 

supermarket brands have either merged or have been absorbed by 

their European counterparts. Aldi, Lidl and Dia have made inroads 

into the Greek market with their simple but very efficient models. 

All of these stores sell fresh produce.

However, the Greek consumer is still conditioned to support their 

local “laiki” market. Every municipality has proclaimed that certain 

suburban streets must be closed to vehicles on a given week day 

and the fresh-produce sellers set up shop at 6:00 and trade until 

about 16:00.

Screaming at the top of their voices that their produce is best 

quality, the sellers vie for the attention of the consumer, who is free 

to sample any product (other than fresh eggs).

The benefits are: “the hawkers will be in my neighbourhood every 

Tuesday” or “their quality is fresher than the supermarkets” or  

“I can haggle for the price” were some of the comments of 

shoppers interviewed by Supermarket & Retailer.

The question to SA food retailers is – what if this phenomenon 

were to reach our shores? How would you cope with this type of 

impromptu competition?
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fRESH PRODUCE   By Hippo Zourides

Fresh produce the greek way
During a recent trip to Europe, Supermarket & Retailer witnessed the traditional way that the Greek consumer still buy 

their fresh-produce requirements on a daily or weekly basis through their local neighbourhood street markets.
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nATIonAl

4 September
Johannesburg

Food & Drink Technology Africa. This is one of the most important networking and business platforms for 
the beverage and food industry in South Africa, designed especially for the needs of the Southern African 
market. It gives you a comprehensive overview of the latest developments in the beverage and food industry.

4 September
Johannesburg
6 September
Cape town

Social Media Landscape Briefings. Arthur Goldstuck presents his insights from the annual definitive social 
media landscape briefing, the most influential social media briefing of the year. 

6 September
Johannesburg

The Small Business Expo is devoted to the development of small and medium-sized enterprises, providing 
a platform for small businesses to market their businesses and interact with prominent business leaders 
and representatives from a number of corporate companies. The Small Business Expo running alongside 
#BuyaBusiness Expo is sponsored and subsidised by the Eskom Foundation.

12 September
Johannesburg

The Africa Print Expo will be a showcase for the entire digital print process. It will include both suppliers and 
manufacturers of commercial and digital printers, finishing equipment, software, media and consumables.

12 September
Johannesburg

Sign Africa & FESPA Africa. This is an opportunity for sign makers and digital printers in the regions looking 
to expand their business with the potential of digital production. The expo will focus on the innovative and 
cost-effective solutions and business opportunities as well as providing visitors with the latest developments 
and trends in the global industry. 

InTernATIonAl

20 September
London

lunch! is the UK’s multi-award-winning trade show for the food-to-go industry which attracts over 6 000 
trade buyers to source the very latest innovative products, keep up with industry developments and network
Bringing the industry together under one roof, if you are a café, sandwich bar, contract caterer, wholesaler, 
multiple buyer or deli then lunch! is your most important date of the year. There really is no substitute for 
doing business face-to-face.

21 September
Nairobi

Food Kenya 2018 is the global platform that aims to connect International Food & Hospitality Companies to 
showcase their products to the developing market of Kenya and other East & Central African countries.

26 September
London

As the lines between retail and wholesale blur, The IGD Convenience Retailing Summit 2018 will put you in 
front of leading retailers, global manufacturers and IGD’s own insight providers, sharing experiences and case 
studies that will inspire new ideas to apply to your business.

DIARY

fRESH PRODUCE




