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COMPANY RESULTS | PLEDGE

Pick n Pay announced its results for the year 
ending February 2019 and it has turned 

to be the best year since it introduced fresh 
management into the company six years ago.

A combination of increased sales (7,1% 
increase on last year), contained spending 
(the retrenchment costs of last year are now 
showing the benefit), better buying (the group 
shows an internal deflation of 0,3%, with 
CPI being pegged at 3,4%), and the opening 
of 110 new stores (adding an extra 2,3% to 
group sales) have all contributed to a result 
that was well received by the market.

Sales in existing stores grew by 4,8% in 
Rands and by 5,1% in volume, indicating how 
their increased promotional activity has built 
sales. The company gross profit also grew 
marginally to 19% (18,9% last year).

Headline earnings per share grew 18.0%, 
with diluted HEPS up 18.8%. Profit before 
tax (PBT) was up 17.3%, with the PBT margin 
improving from 2.2% to 2.4%.

The re-invigored promotional activity has 
focused on reduced prices on fresh meat, fresh 
produce and commodities and the company 
claims to have gained market share within 
South Africa.

Boxer once again proved to have a winning 
formula and it is defined in the company 
results as the country’s leading limited-range 
discount supermarket. 

Other highlights from the company report 
include:

Trans-fat  
pledge sets 
interesting 
precedent  
on how  
‘food villains’ 
are tackled

The International Food and Beverage 
Alliance’s (IFBA) has pledged to phase 

out industrially-processed trans-fat from the 
global food supply by 2023. The commitment 
sets an interesting precedent with regards 
to how other ‘food villains’ are tackled in 
processed foods, says GlobalData, a leading 
data and analytics company.

IFBA comprises 12 food and beverage 
powerhouses including The Coca-Cola 
Company, McDonald’s, Nestle and Unilever. 
The pledge comes a year after the World 
Health Organization (WHO) launched an 
initiative to provide guidance for all countries 
on how to remove artificial trans-fats from 
their foods, with a view to eradicating the 
ingredient worldwide by 2023.

WHO has singled out industrially-produced 
trans-fats as the cause of over 500 000 
deaths from coronary heart disease globally 
each year, and its elimination from the food 
supply represents a simple and effective way 
to save lives. 

While trans-fats are unmistakably linked to 
a range of harmful outcomes, it is by far not 
the only contributor to dietary-related health 
problems. As the health impacts of other 
ingredients such as salt, sugar and saturated 
fats are increasingly scrutinised, it will be 
interesting to see how WHO implements 
similar commitments and, more significantly, 
how the food and drink giants respond. 

Katrina Diamonon, Consumer Insights 
Analyst at GlobalData, says, “It is far 
easier for brands to employ other health-
promoting initiatives such as portion 
control, clear nutritional information and 
responsible marketing. However, enacting 
changes with regards to product ingredients 
and formulation is an entirely different 
undertaking. This trans-fat pledge may 
represent a ‘slippery slope’ that brands 
will need to navigate if WHO continues to 
crack down on renowned food villains.”

l The housebrand division now contributes 
to 21% of group turnover
l Clothing, liquor and online are all 
performing well
l 103 stores were refurbished during the 
period
l Stock holding has been reduced by 10,5% 
on last year through a thorough stock 
rationalisation programme
l Stores are now sourcing up to 75% of their 
requirements from their local distribution 
centres (last year it was 65%)
l The Smart Shopper loyalty programme is 
now used by 7,2 million active shoppers and 
the company shared a whooping R6,6 billion 
in benefits but interestingly only 30% of the 
shoppers made use of this benefit 
l Over a million car users have benefitted 
from the new partnership with BP, where 
Smart Shopper cards are presented when 
filling up
l TymeBank was launched three months 
ago and to date 250000 accounts have been 
opened
l The rest of Africa division’s profit was down 
by 16,2% due to challenges in Zimbabwe and 
elsewhere and the next venture is to soon 
break into the Nigerian market.

There is no doubt that Pick n Pay’s new 
trajectory is on the up and the group has 
many plans on the way to maintain and 
improve this pattern.

Pick n Pay reflects  
on a sterling year
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