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substantial in size. GG Alcock writes that this is 
a ‘shadow’ business – to most of the FMCG brand 
world it doesn’t exist.

Storewatch: International  t 
How the Italian hypermarket became the 
marketplace, by Antonello Vilardi, adapted by Hippo 
Zourides. The Covid pandemic was a true wake up 
call. Urgent strategy was needed and very soon, 
after tough negotiations with the landlord, a new 
4 500m2 superstore was born with a new identity.

Health & beauty  t 
Health and beauty are 
growing categories 
within the fast moving 
consumer goods (FMCG) 
trade, represented by 
a wide range of products 
and services that support 
the physical and mental 
wellness of consumers. 
Andrea du Plessis 

discusses five specific themes that are shaping 
the health and beauty market.

Online shopping   t
Online retail is estimated to still be only about 
2% of total retail sales in South Africa vs. 16% 
elsewhere in the globe. This is despite having been 
given a proverbial shot in the arm by Coronavirus 
and lockdown. Could the online pie be bigger still 
and, if so, what can be done?

Opinion piece   t
The need for quality data must be taken into 
consideration as we continue to see advancements 
in technology, including Artificial Intelligence (AI), 
cloud and machine learning.
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Delight your customers   t
Aki Kalliatakis says that customers  
have their own problems, and don’t want to be 
burdened with yours. They want us to help them 
in a manner which is confident, certain, flawless, 
seamless and smooth.

Home meal replacement (HMR)   t
No matter the size of 
the store, all retailers will 
tell you it takes attention, 
proper planning, and hard 
work to make a profit in 
this department – and 
even then, you may not 

succeed at first. Marguerite Sanders gives you top 
tips to take your HMR to the next level.

Storewatch: The informal sector  t 
A midi wholesaler is a term coined by Minanawe 
for a wholesaler who is generally informal and 
not as big as a formal wholesaler, yet still fairly 
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Winter is coming. The air is crisper, nights are colder. 
Are you keeping your customers healthy and strong?

Keeping healthy on the inside 

and out becomes a focus at 

this time of year. The stronger 

you are, the less likely you are 

to become ill and if you do get 

flu or, goodness forbid, Covid-19, 

the easier your recovery. 

Food Service or Home Meal 

Replacement has grown in strength 

year on year, but especially in 
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2020, as many people have stayed away from the crowds 

and opted to eat in. 

Lives are busy and shopping habits have changed. 

Customers have opted for quick, small and more 

frequent shopping trips for necessary items vs the big 

monthly shops of years before. This is the time to capture 

the customers dining desires with a splendid assortment 

of HMR. Customers are more health conscious and are 

opting out of the more expensive, less healthy fast food 

items. This is a high profit area if you get it right. Find out 

more about the ‘Science behind success’ in this month’s 

HMR feature by Marguerite Sanders of Wilkin Ross 

Communication.

Healthy food is not where beauty from within ends. 

Health and beauty are growing categories within the 

fast moving consumer goods (FMCG) trade, represented 

by a wide range of products and services that support 

the physical and mental wellness of consumers. 

There are five specific themes that are shaping the 

health and beauty market: the fact that wellness has 

growth to be a global megatrend, the resilience of the 

health and beauty markets showing growth even during 

times of recession, the fact that the SA FMCG retail 

market is shopper-led, responding to changing shopper 

needs and preferences, retail trends that are shaping 

the health and beauty categories within the SA FMCG 

market and disruptors that are driving unexpected 

change in these wellness categories. Andrea du Plessis of 

Trade Intelligence analyses this market for the readers 

of Supermarket & Retailer, ahead of the launch of their 

Health and Beauty report.

There is a sector of the market where not many 

people have a solid understanding of the way the 

industry operates. GG Alcock has a deep understanding 

of the informal sector. “As the Somalis have moved into 

spazarettes and supermarkets so they have also moved 

into wholesaler, or bulk sales. Their secret is in essence 

that they are closer to the spaza or spazarette retailer 

in the townships saving them transport costs. Second 

is that they unpack packs from shrinks with no price 

penalty.” Take a look at The future of wholesale – it will 

blow your mind.

In Storewatch, we also travel to Italy with Antonello 

Vilardi (adapted by Hippo Zourides). The Covid pandemic 

was a true wake up call for a Livorno hypermarket, 

which stocked a huge variety of households goods and 

general merchandise, over and above its conventional 

food offering. Urgent strategy was needed and very 

soon a new 4 500m2 superstore was born with a new 

identity – named as Livorno’s Marketplace. The new 

store dropped its general merchandise range, as well 

as electronic/technology areas and the emphasis 

was totally placed towards its fresh departments.

Do join us on our various platforms.

Helen Maister

www.supermarket.co.za
mailto:helen@supermarket.co.za
mailto:ivana@supermarket.co.za
https://www.facebook.com/supermarketandretailer
https://www.instagram.com/supermarketza/
https://www.linkedin.com/in/helenmaister/
https://twitter.com/Supermarketmag
mailto:info@supermarket.co.za


â

www.safehousesa.co.za


In this series of Supermarket & Retailer’s 
articles, we share stories of what some 
organisations and managers have done to 
motivate and inspire their teams. We give 
you practical ideas of what you can do to 
create the most amazing, customer-driven 
company in the world.
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DELIGHT YOUR CUSTOMERS

Aki Kalliatakis
aki@leadershiplaunchpad.co.za
www.leadershiplaunchpad.co.za

It’s none of my business, but …

We were recently at one of our favourite  
restaurants, where the food was always great,  

the parking safe, the toilets clean, the service attentive,  
and the prices reasonable. We’ve visited regularly for  
at least twenty years.

In particular, we had a great relationship with the 
manager because nothing was too much trouble for 
him. He was happy to change things on the menu for 
us. He always made sure that the ‘doggy bag’ was well 
presented and had a little extra something. He never 
once forgot to do something personal to make us  
feel right at home. 

And then suddenly, one day, he wasn’t there anymore.  
We understood that he had ‘resigned’, though even  
the people who worked sadly told us he didn’t have  
to go. We missed our ‘friend’ and the special way in which 

he treated us. The restaurant was still nice, and they 
had even put in a new fountain, and upgraded 

the kiddie’s facilities. 
But over time, we noticed some subtle 

changes that we just couldn’t put our 
finger on. Were the employees just a tiny 

little bit less passionate and enthusiastic than 
before? Had something small been changed 
in the recipes that made the food appear 
to be just slightly less tasty, and in smaller 

portions? And hadn’t the drinks prices just 
suddenly shot up? 

And then one day I abruptly knew: We were 
sitting outside on the terrace having a great 

time when I heard a disturbed shuffling, and 
we saw the head chef physically bullying one of 

the kitchen staff. The staff member had run out 
of the back door with the chef chasing him, and 

when he couldn’t escape further, the chef caught up 
and whacked him across the head. He knew it 
was wrong because he glanced at us, then dragged 
the employee back into the kitchen 

Customers want us to  
help them in a manner which 

is confident, certain, flawless, 
seamless and smooth

mailto:aki@leadershiplaunchpad.co.za
www.leadershiplaunchpad.co.za


where, in exaggerated whispering 
verging on shouting, the man was 
given an instant disciplinary speech. 
The one thing I heard very clearly 
was a threat: “Go to the cops. Come, 
I’ll even call them for you.”
My wife went pale with shock, 

literally dropped her knife and fork, 
and the kids went silent. Twenty 
minutes later we were gone, grateful 
that our boys hadn’t actually seen 
anything. As we drove away we vowed 
that this was the last time we’d ever 
go there.

Now I know that businesses have to  
occasionally discipline people who have  
somehow screwed up. I fully understand the 
pressure in a restaurant kitchen on a busy day.  
But there are two things that were totally 
unacceptable for me as a customer.

First, of course, is that I cannot, in any way, 
condone any act of violence. We live in a world 
where aggression, cruelty and brutality are rife, 
and when our leaders think that violence is a valid 
choice, it makes things much, much worse. I can tell 
you that one effect of this event was felt seconds 
later when we noticed all the staff at the restaurant 
responding very negatively to customers.

However, at a different level, customers don’t 
care about your problems when you are running 
a business. They don’t care that staff have 
messed up and made mistakes. They don’t care 
that your suppliers let you down. They are not 
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interested that Eskom cut off your electricity 
leading to a breakdown in your operations. They 
are indifferent to the fact that your hard-drive 
just crashed. If the banks’ credit card machines are 
overwhelmed, they don’t care.

Customers also don’t care about how difficult 
it is to run your business today – especially 
with lockdowns and seemingly endless laws and 
regulations that govern how you can operate. 
They’re upset that you blame the union for your 
woes, or that recruiting decent qualified staff has 
become such a headache. They don’t want to 
hear about how ‘the Chinese’ have undercut your 
margins, or threaten to put you out of business. 
They couldn’t be bothered that your landlord is 
completely inflexible about installing a generator.

Contrast this story with the example of 
the BA pilots who, when the ‘plane was 
delayed by poor baggage handling, went 
out and physically loaded suitcases into the 
hold themselves. Or the owner/manager 
of a Nandos that started frying chips using 
gas and pots of oil because there was 
yet another power failure. (They tasted 
awesome!) Or the photocopier technician 
who left his family waiting at home while 
he came to sort out a problem with our 
machine at the office.

In short, whatever crisis it is you have to 
deal with is your problem. The only real 
question for them is: “Can you help me 
or not? Because if you can’t, I’ll just go 
somewhere else.” 

They’ve got their own problems, and don’t want 
to be burdened with yours. They’re not interested. 

I know this sounds awfully cruel, but, as Tom 
Peters has so eloquently put it …

We live today in the age  
of the never-satisfied customer. 

We need our customers more than they need 
us. And when we start sharing our problems with 
them, they start losing confidence in our business. 
“Oh boy,” they think to themselves, “I better not 
come back, or I might be adversely affected by 
this.”

Customers want us to help them in a manner 
which is confident, certain, flawless, seamless and 
smooth. They want you to show them the right 

““
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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

way, to take the leadership, to be the example, and to build their 
confidence that you really do know what you are doing. When they 
come to your business, it needs to be a little haven of peace and quiet, 
an oasis in the desert of despair and disappointment that they daily 
experience in their lives.

And, of course, they don’t want to share in any part of the difficulties 
that you experience. And you can’t do that while you’re screaming at – 
and beating up – staff while customers are watching. SR

“ “
Whatever crisis it is you have to deal with 
is your problem. Because if you can’t, your 

customers will just go somewhere else.

https://www.grainfieldchickens.co.za/
https://www.grainfieldchickens.co.za/
https://www.facebook.com/Grainfieldchickens/
www.leadershiplaunchpad.co.za
tel:0116403958
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The market for Home Meal Replacements 
(HMR) presents many opportunities to 

retailers. For consumers, looking at it from the 
outside, it might seem like a straightforward, 
low-risk, high-gain venture. The corporate chains, 
including Woolworths, Spar, Food Lover’s Market, 
Pick n Pay and Checkers, as well as many of the 
independents, have had great success in HMR. 
Many small delis and other specialist stores have 
also found a niche here. But no matter the size of 
the store, all retailers will tell you it takes attention, 
proper planning, and hard work to make a profit 
in this department – and even then, you may not 
succeed at first.

Innovation and demand in HMR products and 
availability has grown steadily over the past 
20 years – up until Covid-19. Then home cooking 
and preparing from scratch took precedence, due 
to cooked food closures and lockdown restrictions. 
However, further growth and expansion are well 
expected going into 2021.

HMR going forward into 2021
The nation-wide standstill brought about by the 
Covid-19 lockdown in South Africa in 2020 resulted 

Top tips to take  
your HMR to the next level

By Marguerite Sanders

in people spending more time at home and 
having more time to cook and bake as a family. 
Apart from the economic uncertainties 
inhibiting consumer spending, South Africans 
suddenly had more time on their hands and 
less to do in that time. 

Home Meal Replacement can  
be segmented by product type or  
application. Three types of HMR product 
categories can be distinguished, namely:

l  Ready to Cook (RTC)
l  Ready to Heat (RTH) 
l  Ready to Eat (RTE)

HMR by application can be divided in  
four broad categories: 

l  Single-person households
l  Older citizens
l  Dual income households
l  Families, special events and others

HMR CATEGORIES

marguerite@wilkensross.co.za


ISHIDA  
UNI-5/7 
Range 

Automatic weigh/wrap/label machine  
that can wrap an 80 tray perfectly 

every time.

ISHIDA WM-AI

n  12.1 Colour touch screen offering  
user friendliness

n  Small footprint – occupies 1.12m2  
of floor space

n   Fast operation speed up to 35 packs  
per minute

n   Hygienic design with stainless steel  
covers limiting the use of plastics

n  Easy to remove and clean parts,  
increasing productivity and production

n  2 film operation wraps smallest to largest  
trays available (up to an 80 tray)

n  Eye catching label designs
n   Operator adjustable wrapping tensions
n  No openings on the bottom of wrapped trays
n  Auto tray detection and centering for  

accurate label placement
n  Dual Labeller version available to label  

packs with ingredients or promo labels  
on demand

WEIGH SELL

PRICE LABEL

WRAP

Call us to discuss any  
weighing, labelling and 
barcoding applications:

Email: jim.pinder@avocetsa.co.za 
wesley@avocetsa.co.za  

Website: www.avocetscales.co.za

Or call our branch nearest to you:
Johannesburg South – Tel: (011) 613 5838
Johannesburg North – Tel: (011) 794 3463

Cape Town – Tel: (021) 982 7321
Durban – Tel: (031) 701 5225

Bloemfontein – Tel: (051) 430 1198
East London – Tel: (043) 726 7541

Nelspruit – Tel: (071) 683 1285
Port Elizabeth – Tel: (041) 364 0718

Polokwane – Tel: (015) 293 2013

ISHIDA  
UNI-9 
Range 

ISHIDA UNI-3 
Label Printing 

Scale range

**Uni Series now available in Linerless**
Simply a CUT above the rest
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These lifestyle changes and restraints impacted 
heavily on HMR, which took a huge downturn, 
especially in the second quarter of 2020. But with 
the Level 1 opening of the economy in the fourth 
quarter, and more people returning to the office, 
HMR sales started picking up as consumers are 
once again becoming more time deficient.

Travis Coppin, Head of Marketing and Buying for 
the Food Lover’s Market group says: “There will 
always be a massive place in the market for HMR, 
regardless of the recent pressures on the category. 

The enticement of home meal replacements
With a carefully planned and unique Home Meal 
Replacement product range, supermarkets and 
other retail stores could potentially become known  
for a unique offering that can only be found at their 
store. This is the goal of HMR – to create a unique 
taste and experience, and along with that to build 
such awareness around your brand that it creates 
a demand only your store can satisfy. You can do 
this through credibility, reputation, and customer 
satisfaction. To build a valuable HMR brand, you 
must make it meaningful for your customers.” 
https://www.articulatemarketing.com/blog/strengthen-your-brand

To give meaning to your HMR brand:

l  Make it symbolic. A purchase decision is made 
from more than practical consideration. If your 
store links its brand to the improvement of the 
lives of the less fortunate by donating profits 
from HMR to a feeding scheme, for example, 
you’ll build community relationships.

The ultimate goal of HMR is to create a unique brand, 
a unique taste and a that-was-amazing experience, so 
that it becomes part and parcel of your brand reputation.

Consumer habits have significantly 
changed since the onset of Covid-19.

l  Make it a status symbol. All value is perceived 
value. Always to strive to elevate the perception 
of your brand and products through your store’s 
actions, positioning in the market and marketing 
endeavours. 

l  Connect to emotions. While service may be 
similar, a product presented with an emotional 
connection can create the perception that the 
connected brand exceeds customer expectations.

The new shopper normal
At the end of May 2020, market research company 
Nielsen South Africa conducted a significant 
report analysing how the mindsets and behaviour 
of South African shoppers evolved during the 
nationwide lockdown.

The report details a number of findings:

l  ‘Hit-and-run’ shopping: South African shoppers 
are no longer bulk buying, but shop for everyday 
items on the basis of getting in and out of stores 
as fast as possible. 

l  Convenience shopping: Because of the ‘hit-and-
run’ trend, trips to pharmacies and petrol station 
convenience stores were the most common 
among shoppers.

l  Online shopping increased: The study indicated 
that online shopping went up significantly. 
At least 24% more shoppers said they 
shopped online ‘in the last week’, with 58% 
of shoppers visiting a new online store in 
the same period.

â
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l  Home-based meal preparation: During 
lockdown, with many restaurants closed, grocery 
budgets limited and cooking tutorials readily 
available online, many people took the extra 
time to take up cooking and baking as a hobby. 
https://www.timeslive.co.za/news/south-africa/2020-07-14-south-
africans-opt-for-get-in-get-out-asap-approach-to-shopping/

Customers  
spending less time 

in-store means that 
they take quicker 
decisions about 
buying, and that 

you have less time 
to convince them to 
buy. Therefore, your 

in-store displays 
and samples need 

to be more enticing 
and clearly defined 

than before.

The science behind success
To run a successful HMR department, you have to 
get the science behind it right. The high health and 
safety requirements for HMR makes the cost of 
the product extremely high. As a retailer, you can’t 
afford to throw product away, so you might have to 
bargain on selling 8 out of 10 at full price and the 
other two at half-price.

Travis Coppin expands: “We all know HMR 
come at a premium price. This, coupled with its 
short shelf life, makes it a difficult product to 

“

“

manage and any mistakes along the supply chain 
can result in large losses for the group. From a 
HMR profitability point of view, it’s therefore 
very important to employ constant stock level 
management to ensure you have minimal waste 
and markdowns.”

With HMR, you must basically reverse engineer 
the product. Start with the price point, and then 
develop the product to ensure your margin is high 
enough and your costing is right, for example, 
if someone will pay R100 for a tray of lasagna, 

can you make it for that 
price and make profit on 
it? If not, then there’s 
no point in doing it. Hot 
ready-to-eat offerings 
require proper planning 
and knowing when 
to have your product 
available, and in which 
quantities.

It is also important to 
remember that the terms 
‘affordable’ and ‘value’ 
have different meanings 
for different people. 
Getting to know your 
customers, their schedules 
and their preferences 
should be your first 
priority when planning 
your HMR range. 

Opportunities abound
Two years ago, Gregg Abell, a restaurant 
professional with 15 years’ experience in the 
food industry, started doing food tours through 
a company focusing on experiential travel. 

When Covid-19 came along and local and 
international travel as well as events were 
banned, Abell realised that they would have to 
reinvent the company and come up with a new 
business model that would enable them  
to survive. 

The key to success with Bain Marie-type offers lies in proper planning 
to ensure the product is available, and how much profit to make from it. 
Shown here is a Food Lover’s Eatery in Hermanus. 



Contact Us:

The advantages are obvious: 
Product safety, lower running 
costs.
AHT showed a “HERO retro chest” at Euroshop 
that has been used successfully every day for 
over 20 years. AHT was already focused on 
energy efficiency at that �me. Since then, the 
technology for the presenta�on and storage of 
refrigerated and frozen goods has been 
con�nuously improved through more efficient 
components and new control strategies. As a 
result, it is now possible to achieve a daily 
energy consump�on of less than 4kWh even 
with units that have a net volume of 1000 litres 
and more.

AHT is making a clear statement in regard to the 
global climate discussion. The most efficient island 
freezers are those with the closed glass tops. We 
are seeing a massive drive towards the R290 self‐ 
contained units. 

With this update that has been in use since 2019, 
we emphasize our exper�se in energy efficiency. 
We have once again managed to reduce the 
energy consump�on of the AHT chest freezer fleet 
by up to 20%.  It makes us especially proud that we 
have achieved these savings and at the same �me 
have also op�mized product temperature safety in 
combina�on with our new defros�ng concept.  
Thanks to this efficiency, with the update, we have 
managed to  achieve the lowest  energy 
consump�on in the industry. By using eco‐friendly 
propane, AHT refrigera�on technology lets the 
environment breathe.

Energy e�ciency � Cost savings are cri�cal in every supermarket, but how does
a store go about achieving concrete savings in the current climate?

Plug‐in for cool sales success

AHT is the inventor of the plug‐in installa�on: the revolu�onary Plug � Chill concept 
makes AHT's refrigerated mul�deck cabinets and chest freezers the logical choice for 

supermarkets to buy.

Sustainable cost reduc�on

Thanks to the complete integra�on of all the refrigera�on components, no addi�onal 
installa�on costs are incurred. This ensures that AHT appliances are convenient and 

reduces the cost of developing and/or refurbishing supermarkets.

1998 to 2020 AHT Is con�nuously e�panding our posi�on as a
world leader – these principles guide us in everything we think and do!

M A N H AT TA N ‐ Food Retai l
A H T has been the experienced exper�se, product
and service partner for leading supermarket chains
and discounters throughout the world for decades.

The sustainabi l i ty of our ac�vity is v is ible in our dai ly
work, our products, and our persistent development
efforts. Thinking in a forward‐looking manner.

In a globalized world of constant change, we as innova�on leaders think it 
is important to act sustainably and in view to the future. It is our duty to 

set standards which the fol lowing genera�ons can build upon – about 
environment aspects as well as the abil ity to finance our future.

PA R I S
The plug‐in freezer/refr igerator that redefines 
economy and l i�s product presenta�on to an 
innova�ve level . 

PA R I S also maximises your sales
space by means of shelf inserts,
which wil l further increase your revenues.
PA R I S – an extremely efficient al l ‐rounder that
can lay claim to pres�gious excel lence.

AT H E N S – Future proof
investments in Refrigera�on
and Freezing
Our overal l phi losophy is based on four pi l lars.

‐ Sustainabil ity
‐ Energy Ef f ic iency
‐ Innova�on
‐ Maximum customer benef its

“ W E C O O L A N D YO U S E L L” Plug it in,
refr igerate or freeze, and sel l more – that‘s our mo�o
at A H T, which has been inspir ing customers and boos�ng
their business s ince 1983.
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Abell lives in Westdene, Johannesburg, 
a supportive, neighbourly community. “The final 
concept of our new model was inspired by the 
people in the neighbourhood, some of whom 
started doing baking and cooking and selling their 
artisanal food items on the local WhatsApp area 
and street groups,” says Abell, founder and CEO 
of Artisanal Neighbour. Abell realised that many 
of the products were top quality, but these small 
suppliers did not have the means to make their 
production commercially feasible. 

“We had all these 
people doing amazing 
things, but with no 
formal offset, they can’t 
make it commercially 
viable,” said Abell. 
“So, we thought, let’s 
put it under a label, let’s 
repackage it sustainably. 
Let’s make these 
products commercially 
viable and do it as an 
online store, at the right 
price point.”

Abell is not alone 
in his thinking. Many 
other restaurateurs, 
retailers and home-
cooks alike have also 
pursued the perceived 
gap in the market. 

And while the market might be down at the 
moment, as people once again become busier, 
go back to office work at least some of the time, 
and the economy picks up as the promise of 
a vaccine gets closer, they will once again look 
to HMR at the end of the day. 

Food trends
These are some of the top food trends to take 
note of in HMR right now:

l  Banting or low carb. The concept of increasing 
animal fat and protein intake while drastically 
reducing carbohydrate intake struck a chord 
with South Africa consumers, the majority of 
whom are still meat-eaters. Products inspired 
by the ‘banting’ diet from Professor Tim Noakes 
has been widely adopted in supermarket HMR 
offerings, as well as restaurants and seems to 
be here to stay.

l  Plant-based protein. On the other hand, plant-
based proteins are growing in popularity, along 
with the global emphasis on sustainable living – 
plant-based being more sustainable than animal 
protein. “I think any meat-replacement products 
and plant-based proteins are going to get bigger 
and bigger. People are not necessarily going to 
become vegan but are replacing more of their 
weekly meals with meat-free options,” says 
Food Lover’s Coppin.

l  Meal-kits and appliances. For many people, 
the restrictions of lockdown in 2020 served as 
a reminder of how nice it is to cook at home 
and spend time with the family around a home-

Travis Coppin, Head of Marketing and Buying at the Food Lover’s Market Group, 
believes that there will always be a massive place in the market for Home Meal 
Replacements, especially as people’s lives start getting busier again. 
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cooked meal. Many people starting baking for 
the first time, for example. Greg Abell agrees. 
“Going forward, I think meal-kits will be a huge 
thing. We are planning to do a whole range of 
meal-kits, for example bread-kits with 100-year-
old sourdough, pizza kits, cheese-making kits, 
self-catering kits for breakfast, lunch or dinner 
if you are travelling.” Along with the ready-to-
cook or ready-to-assemble trend arises a need 
for the specialist appliances such as coffee 
grinders, pizza ovens and various types of braais 
to prepare these meals in.

The need to connect
Along with the new shopping patterns that 
have emerged, the effectiveness of traditional 
marketing is giving way to a preference for 
engaging, integrated and multisensory customer 
experiences. 

l  A personal shopping experience
People have a need to connect and have their 
interests and needs recognised. Today’s customers 
expect their needs to be anticipated and that the 
store manager or owner engage with them. Food 
Lover’s Coppin corroborates the importance of 
engaging customers instore. 

“While offering great quality and price is 
important to us, service is equally significant. 
I cannot stress enough the importance of engaging 
with customers directly in-store. With the increase 
in consumer activity online, service and experience 
can still set you apart from your competitor.”

l  Online accelerated
People are shopping more online because of 
health and safety, but they are also spending more 
time online in general. This is combined with an 
increased trend of customers not lingering or 
chatting in-store. 

This means that, for many stores catering to 
the middle- or upper LSMs, much foot traffic has 
now migrated online. You don’t necessarily need 
an online store or app – a Facebook business 
or community page can work wonders to keep 
in touch with customers and communicate 
product offers.

An example of this is how Woolworths adapted 
to the sharp drop in HMR trade in 2020 by tapping 
into the home cooking trend through their cooking 
magazine Taste. After the initial traffic spikes in 

The concept of Artisanal-Neighbour was inspired by 
the HMR produce of the local community of Westdene, 
Johannesburg. They believe in featuring the local food 
artists and telling their story. Shown here is Marc the 
Belgian baker’s story displayed next to his bread kits.

Artisanal-Neighbour’s in-store display 
unit in Umhlanga Spar.

Coppin identifies plant-based protein products 
as one of the trends he thinks has the most 
potential for growth.



website visits attributed to the hard lockdown, 
the number of unique visitors to Taste is still 
significantly higher than pre-Covid levels. Taste.
co.za attracted 284 605 visitors in July 2020, which 
is a 77% increase year on year and a 57% increase 
when compared to January 2020. Taste’s social 
media footprint has also grown 23% since January 
2020 and stands at 360 000, a 34% increase 
compared to July 2019.
https://www.bizcommunity.com/Article/196/39/207221.html

l  The power of video
A study conducted by Wyzowl found that most 
people prefer to learn about a new product or 
service through video (see chart below). While 
a decade ago video was generally understood to 
be an expensive luxury, it is now commonplace 
and accessible to everyone with a smart phone. 
In addition, live video typically gets three times 
as many views as pre-recorded video.
https://www.wyzowl.com/video-marketing-statistics-2020/

How do you most prefer to learn about  
a new product or service?
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Success in HMR takes careful calculation, 
planning and training.

Abell mentions that an integral part of Artisanal 
Neighbour’s marketing plan is to shoot videos with 
their suppliers and do tutorial videos. 

Source: https://blog. 
hubspot.com/marketing

Gregg Abell, founder and director of Artisanal-Neighbour, 
believes that meal kits are making a huge comeback, 
especially with people staying and cooking at home 
more often.

Video currently has the most power of any advertising 
medium and is much more accessible now than 10 years ago.

“You will be able to go online and watch Marc 
Vogels [Belgian chef and supplier of baked goods 
and baking kits to Artisanal Neighbour] make all 
the different breads. Or you can sign up to the 
newsletters, and each one has how-to tutorials. 
The website will function as a reference point 
which people can use to upskill themselves and 
actually see who they are buying from.”

The value of memorable experiences
Smart retailers understand the value of memorable 
experiences. By associating your HMR range with 
a positive experience, you can stimulate favourable 
buying responses.

For example, the ’Eat In’ campaign Woolworths 
Food ran gave consumers the convenience of 
eating at home with the luxury of a professionally 
paired meal selection, marketed to be reminiscent 
of the experience of ‘Dining Out’. 
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An increasing  
number of consumers  
are becoming aware  

of the detrimental effect  
that non-recyclable  

materials such as plastic  
and Styrofoam has on  

the environment.

Consider packaging
Recyclable and sustainable packaging 
for HMR is currently still more 
expensive than the unsustainable 
alternatives, but by refusing to 
package your HMR sustainably, you 
might lose some loyal customers.

A large part of the concept of  
Artisanal Neighbour was developing 
sustainable and reusable packaging 
materials for their range of HMR 
offerings. “

“

Contact Zibo for a single 
source value add approach.

neil@zibo.co.za / pierre@zibo.co.za
+2721 905 3050
www.zibo.co.za

 

Products that can benefit from
MAP/Gas technology include
fresh meat, fish, chicken and
convenience food items such as
sandwiches, wraps, fresh
pasta, salads and fresh-cut
fruit and vegetables.

D I D  Y O U
K N O W ?

IMAGES COURTESY OF MUNCH MEASURED MEALS

www.zibo.co.za
www.zibo.co.za
mailto:neil@zibo.co.za
mailto:pierre@zibo.co.za
tel:+27219053050
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Abell comments, “Sustainable pack aging does 
up the price of the product quite a bit. But even 
with that, we can still price compare with corporate 
HMR and come in under. It won’t be the cheapest 
item, but it will be comparable. People will, 
however, need to buy into the concept of wanting 
to support local and be green.”

Making the shopper’s life easier
Ultimately, a good HMR product is a lifesaver for 
many a person living alone, busy mother, a family 
looking for interesting meal alternatives or a make-
my-life-easier option. It’s the combination of 
convenience, giving oneself a night off from meal 
preparation, choosing something not normally 
prepared at home and knowing the quality is 
not compromised that makes HMR so delectably 
tempting for your customers. HMR can turn your 
store into a destination shop – and one they’ll keep 
coming back to, time and again. 

Marguerite Sanders is an autodidactic 
writer and designer with a passion for 
creative problem-solving. Nowadays 
she writes for business, and on business, 
specialising in retail and tech. Her writing 
and art have been published on various 
online platforms and in print. She holds 
a B.A. Fine Arts degree and has completed

additional courses on the business and professional practise 
of art, and a few modules of philosophy. Contact Wilkins Ross 
Communications at marguerite@wilkinsross.co.za.
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PDC appointed as official 
distributor of Honeywell AIDC 

and POS solutions in South Africa
The Printer Distribution Company (PDC) has been appointed 
as an authorised distributor of Honeywell, global leader in 
Safety and Productivity Services, within the Sub-Saharan 
Africa region.

“We are very excited to have added Honeywell to our 
portfolio as this appointment enables our extensive 

partner network to add more value to their respective 
customers through the provision of world-class product 

solutions,” says Frikkie Koegelenberg, CEO at PDC. 

PDC provides industrial, back and front office enterprise 
printing solutions for customers throughout Africa. The com-
pany also distributes a large range of mission-critical printing 
equip ment for the office, industrial marketplace and distri-
bu tion supply chain. PDC will offer innovative Automatic 
Identi fi ca tion and Data Capture (AIDC) technologies and 
Point of Sale (POS) solutions from Honeywell to its sizeable 
partner community.

Please contact:

Tel: (010) 492 7081
Email: Sales@tpdc.co.za || Website: www.tpdc.co.za
Head office: Unit 1, Parkside, 86 Oak Avenue, TechnoPark
Highveld, Centurion

marguerite@wilkensross.co.za
www.tpdc.co.za
www.tpdc.co.za
mailto:Sales@tpdc.co.za
tel:0104927081


THE INFORMAL SECTOR

Lets call him Abdulrashiq Ali, a Somali 
midi wholesaler owner of lets 

call it Mokopane Cash and Carry in 
Soshanguve – a poor widely spread 
out township north of Pretoria, named 
after the various tribes who were made 
up the township, Sotho, Shangaan, 
Nguni, Venda. His fleet of Mercedes 
trucks travel the length and breadth of 
Gauteng sourcing the best priced bulk 
supplies for his wholesaler. Mokopane 
Cash and Carry is a huge wholesaler, 
although to most of the FMCG brand 
world it doesn’t exist, and neither does 
he. A midi wholesaler is a term coined 
by Minanawe for a wholesaler who 
is generally informal and not as big 
as a formal wholesaler, yet still fairly 
substantial in size.

The future of 
wholesale

â

By GG Alcock

mailto:gg@kasinomics.co.za


With energy costs rising and food retailers 
looking to improve the shopping environment for 
customers, Insulated Structures has developed 
an effective solution to reduce the cost of 
in-store refrigeration while enhancing the 
customer experience.

Insulated Structures doors are easy to retrofit on 
in-store cabinets to reduce the energy required 
to keep chilled foods at the correct temperature.

Meanwhile, customers are able to clearly see and 
access the products on offer. Reduced energy 
requirements means smaller refrigeration plant 
selection for new stores. These savings will offset 
the cost of the doors. Up to 40% reduction in 
refrigeration requirement has been achieved. 

• Reduced Energy Consumption 

• Extended Product Shelf Life

• Double Glazed Argon Filled Void for 

Better Insulation 

• Optimal Product Temperature

• Glass Doors have Optional Mullion Lights

• Handles Included

• Up to 40% Energy Saving

• Solution for New Cabinets or Retro Fitted 

on Existing Cabinets

• Doors are Spring Loaded

• Less Cold Air Spillage - Warmer aisles

• Proudly South African

*Lease to own option over 12, 18 & 24 months now 
available to qualifying customers.

LEASE TO OWN & PAY WITH SAVINGS ON YOUR 
ELECTRICITY BILL

Up to 40% energy 
saving with our 
Close the Case 

Glass Doors

ways to save benefi ts aspects

ENERGY EFFICIENCY

NEW OR EXISTING

ENVIRONMENT RESPECT

W B A

•     Reduced energy consumption

•     Extended product shelf life

•     Double glazed argon filled void for 

       Better insulation

•     Optimal product temperature

•     Glass doors have optional mullion lights

•     Handles included

•     Up to 40% energy saving

•     Solution for new cabinets or retro fitted  

       on existing cabinets

•     Doors are spring loaded

•     Less cold air spillage - warmer aisles

•     Proudly South African

THE BENEFITS OF USING
INSULATED STRUCTURES 
RETROFIT GLASS DOORS

• Reduced Energy Consumption 
• Extended Product Shelf Life
• Double Glazed Argon Filled Void for 

Better Insulation 
• Optimal Product Temperature
• Glass Doors have Optional Mullion 

Lights
• Handles Included
• Up to 40% Energy Saving
• Solution for New Cabinets or Retro Fitted 

on Existing Cabinets
• Doors are Spring Loaded
• Less Cold Air Spillage - Warmer aisles
• Proudly South African

UP TO 40% ENERGY SAVING

‘CLOSE THE CASE’ ON HIGH ENERGY COSTS. INTRODUCING RETROFIT GLASS DOORS THAT 
PAYBACK IN ENERGY CONSERVED! 

CLOSE THE CASE GLASS DOORS

BENEFITS

*Lease to own option over 12, 18 & 24 months now available to qualifying customers.

 Remote Refrigeration Cabinets  Cold/ Freezer polyurethane insulated panels  Refrigeration equipment  Service & Monitoring

FOR ANY OTHER ENERGY 
SAVING PRODUCT ENQUIRIES, 
PLEASE FEEL FREE TO GET IN 
TOUCH WITH US.

GET IN TOUCH WITH US QUERY? SEND US A MAIL VISIT OUR WEBSITE
+27 (0)11 462 2130 sales@insulated.co.za www.insulatedstructures.co.za

â

www.insulatedstructures.co.za
www.insulatedstructures.co.za
mailto:sales@insulated.co.za
tel:+27114622130
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Ali left Somalia and travelled via Kenya, Tanzania, 
Malawi and finally Zimbabwe before arriving in 
2002 in South Africa, where he sought and received 
asylum. He started work as a hawker in Wynberg 
and Alexander township, selling cheap Chinese 
products door to door. Within two years he had 
saved enough money to open his first spaza in 
Wynberg. Very much like Solomon, in 2010 he 
had built his spaza up enough to sell it. He moved 
to Stellenbosch where he bought a spazarette, 
a supermarket style spaza and ran it for a year 
before selling this and returning to Gauteng.

In 2011 Ali moved to Gauteng, where he bought 
a thirty percent shares in spazarette from Somalis 
from his clan, in Soshanguve for R70 000. And in 
2015 Ali decided to move into wholesale, selling his 
share in the spazarette and borrowing R250 000 
with partners to build the wholesaler. Once the 
wholesaler was built, Ali arranged R200 000 in 
consignment stock through an ‘ayuto loan’ from 
fellow Somalis. The payback for this ayuto loan 
including fees was six months. 

Mokopane Cash & Carry’s current stock levels 
are around two million rand. In three years he has 
grown from the R 200 000 ten times, and supplies 
most spaza shops and spazarettes, around two 
thousand outlets within a few kilometers of his 
wholesaler. 

It took Ali eight years, but today he has 
permanent residence with a South African ID, 
he could open a bank account, supplier accounts, 
he’s registered for VAT, his business is properly 
registered and claims to pay tax. The wholesaler 
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employs South Africans to drive his trucks and 
as security, and inside the store four Somalis and 
three Malawians. “The South Africans are not good 
with people and with selling,” he says.

Ali is a wholesaler but he has to buy from another 
wholesaler, a traditional South African wholesaler. 
He shops around at up to ten wholesalers, 
sometimes he negotiates a bulk price then 
he dispatches his trucks, his big Mercedes trucks are 
worth almost a million rand each. He’s ignored by 
manufacturers because generally they don’t know 
he exists, and when he tries to talk to them they 
either don’t believe he has the volumes he has or 
they are afraid of upsetting the formal wholesalers. 
So Ali is forced to deal with wholesalers while he is 
actually the person that manufacturers should be 
talking to. He is one of about five hundred informal 
wholesalers in South Africa owned primarily by 
Somalis. I have dubbed these ‘midi wholesalers’, 
but they are often called Cash and Carries by 
their owners. 

As the Somalis have moved into spazarettes 
and supermarkets so they have also moved into 
wholesaler, or bulk sales. Their secret is in essence 
that they are closer to the spaza or spazarette 
retailer in the townships saving them transport 
costs. Second is that they unpack packs from 
shrinks with no price penalty. The midi wholesaler 
allows the spaza or spazarette owner to get the 
full range for his store but in the quantities andn 
sizes they can afford. The average outlet calls on 
the midi about three times a week, and generally 
there are around 200 to 500 spaza, spazarette 

Ali is forced 
to deal with other 
wholesalers, while he 
is actually the person 
that manufacturers 
should be talking 
to. He’s ignored by 
manufacturers, because 
when he tries to talk 
to them they either 
don’t believe he has 
the volumes he has 
or they are afraid of 
upsetting the formal 
wholesalers. 

“

“
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owners and runners, spending R1 500 to R7 000 per 
outing at these midis. The midis turnover anywhere 
from R100 to R150 000 per day, albeit with very 
low margins of 2% to 7%. This midi channel will 
increasingly disrupt formal wholesalers and could be 
the next big retail sector. They are very well managed 
and organized, with their own advertising on both 
broadsheet, SMS and WhatsApp. 

Around 60% of midi wholesalers are hybrid stores 
calling themselves Cash & Carries. In these hybrid 
stores the trader can buy bulk products in cases 
or shrinks and the everyday shopper can also buy 
individual units for their monthly shop. This hybrid 
style store is a very powerful offering benefiting from 
both wholesale and supermarket style shopping.

My estimate is that this immigrant dominated 
FMCG sector of spazas, spazarettes, cash & carry’s 
and midi wholesalers is worth R150 billion a year. 
Of this an educated guess is that the midi wholesaler 
and Cash & Carry sector is worth around R30 billion. 
That’s a big sector, particularly if you consider 
that its invisible, unknown and to a large extent 
unreachable. Few businesses distribute to this sector, 
have databases of this sector or know how to talk to 
Ethiopians and Somalis, who make up the majority 
of the midi wholesaler sector. 

Currently, because traders only stock what 
consumers buy, big brands are surviving because 
consumers ask for these brands and the midi stocks 
these. But the opportunity for new or number two 
brands to leapfrog these big brands (who ignore this 
sector) by listing and creating relationships with 
midis is huge. 
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I chat to my friend Hassan who also manages 
and co-owns a midi wholesaler in Tembisa. “So who 
delivers to you?” I ask.

“Aahh no one really, just the milk and bread 
people and the people from Kingsley” (affordable 
Coke style soda range).

“But why? You sell almost R 200 000 a day’s 
worth of branded goods?”

“I went to two big companies, one of them was 
XYZ brands, you know them?”

I laugh, yes one of my clients.
“Ja. They came and saw my shop. They liked the 

volumes, but they said no they can’t deliver or give 
me better manufacturers prices,” he beckons and 
leads me outside, “you see there?” 

Hassan points at his truck parked on the pavement 
unloading tons of maize meal directly into the store. 
“That’s my unloading bay. They told me without 
a proper unloading bay they cannot deliver!”

And that’s how it ended … at what opportunity 
cost to the manufacturer one wonders…

There are approximately 1 000 midi wholesalers in 
South Africa of which about 400 of these are major 
stores with R10 million plus turnover a month. 
This is an important wholesale channel and one 
which manufacturers and brands can ill afford to 
ignore. My colleague Ibrahim Abdullahi (Ibrahim@
hornafro.co.za) services this sector arranging listings, 
building relationships and driving sales via his 
business Hornafro Marketing. If you want to be part 
of the future of wholesale it may be worth calling 
him and creating relationships with these midi 
wholesalers.

GG Alcock is the author 
of Third World Child: White 
Born Zulu Bred, KasiNomics: 
African Informal Economies 
and the People Who Inhabit 
Them, and Kasinomic 
Revolution: The Rise of African 
Informal Economies. He is 
the founder of Minanawe 
Marketing and is a specialist 
in informal & Kasi (township) 
economies, marketing and 
route to market strategies. 
Visit www.ggalcock.com
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CASE CLOSED
Energy Saving Solutions

Glacier Door Systems has introduced the Air Shield (‘Close the Case’) Glass Door retrofit 
solution for refrigerated supermarket display cases, as well as the Eco Leaf Replacement 
Glass Door for existing glass door freezer rooms and glass door freezer display cabinets. 
Both solutions guarantee energy-savings in an ever-increasing energy cost environment.
Part of the well-established Universal Industries Group, Glacier has 26 years’ experience 
and are acknowledged industry leaders in refrigeration door technology. Innovative and 
forward-thinking, the company is built on cutting-edge technology, technical expertise 
and a customer-centric approach. 

The value benefit
l High-quality locally manufactured 

solutions featuring the latest energy-
saving technology.

l Demonstrated good pay back periods 
can be expected.

l Customised solutions to suit your store.
l ISO 9001 accredited factory.
l Safety toughened glass in accordance 

with SABS/SANS certification.
l Flexible installation timing to offset 

any customer disruption.
l Financing options available.

You can trust a Glacier doorAir Shield Glass Doors 
Features and Benefits
l Double glazed glass doors with Argon gas fill 

for superior insulation.
l Glass durability and clarity with torsion bar 

for positive closing.
l Glass door heating option for high humidity 

environments.
l Glass doors available with hold open 

brackets and LED lighting options.
l Flex modelling means glass panels are 

customised to fit existing cabinets and 
are tailored to suit each store’s specific 
environment.

Air
Shield
Glass
Doors

Note: The value proposal is based on R1.31 per kWh and 40% energy saving. 
These are averages based on our experience and can be validated per store.

A quick and easy energy-saving retrofit 
solution, Air Shield Glass Doors can be fitted 
to any existing open refrigeration case, 
saving up to 40% on energy consumption. â

www.glacierdoors.co.za


For product enquiries 011 613 8120
sales@glacierdoors.co.za | www.glacierdoors.co.za

CASE CLOSED
Energy Saving Solutions

ECO
LEAF

FREEZER
DOORS

Eco Leaf Freezer Doors
Designed as a ‘swop-out’, energy-saving 
replacement glass door utilising 220V technology 
that eliminates the need for voltage-reducing 
capacitors. This results in an amperage reduction 
from 1.29A on the standard door to 0.46A (64%) 
with the replacement Eco Leaf Door.

The Eco Leaf door is 64% more efficient than 
the standard door. The value proposal is based 
on R1.31 per kWh and 64% energy saving. 
These are averages based on our experience 
and can be validated per store. 
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AMPS VOLTS WATTS

Glacier Eco Leaf Door 0,46 230 105.8

Glacier Standard Door 1,29 230 296.7
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mailto:sales@glacierdoors.co.za
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By Antonello Vilardi
Adapted by Hippo Zourides

L ivorno is an Italian port city of 160 000 inhabi-
tants, located in the west coast of Tuscany. 

Famous for its seafood, Livorno has a variety 
of retail food outlets ranging from limited 
assortment stores (Penny Market, Lidl, Eurospin), 
to larger surface supermarkets (Pam, Conad) and 
until recently an 8 000m2 Unicoop hypermarket.

The Covid pandemic was a true wake up call 
for the Hypermarket, which stocked a huge variety 
of households goods and general merchandise, 
over and above its conventional food offering. 
Urgent strategy was needed and very soon, after 
tough negotiations with the landlord, a new 
4 500m2 superstore was born with a new identity.

Named as Livorno’s Marketplace, the new store 
dropped its general merchandise range, as well 
as electronic/technology areas and the emphasis 
was totally placed towards its fresh departments.

The usual grocery area is surrounded by 
the fresh offering with wide aisles and inviting 
displays that start right from the entrance, where 
the revamped fresh produce department is 
situated.

How the hypermarket  
became the marketplace

â

INTERNATIONAL STOREWATCH

Before and after … Apart from the internal changes, the signage changed from Ipercoop  
(the hypermarket) to Coop il Mercato di Livorno. The external signage uses the terminology  
‘Livorno’s market’ to illustrate that it is more than just a supermarket.

mailto:hippozourides@gmail.com
antonellovilardi@gmail.com
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Wide aisles 
and lots of 
space allow 
full visibility 
of all the fresh 
departments 
at a glance.

The resulting statistics speak volumes for the new 
approach …

l  70% of all transactions are logged onto 
the store’s loyalty card.

l  This allows card users (members, as they 
called) to benefit from huge discounts ranging 
from 20% on dairy products up to 50% in 
the pharmacy department.

l  40% of sales come from the fresh departments 
and more specifically, the contributions by 
service areas are large by Italian standards
– Fresh produce 13%
– Fresh meat (incl. poultry) 11%
– Fishmonger  6%
– Chilled and frozen products 18%
– Groceries are limited to 38% of sales.

l  Its 20 000 customer transactions per week 
are at an average of €49 (R833) … pre-Covid 
the average was €35 (R595) – a 40% increase 
in average spend. 

l  Currently, the store produces €4,2 million 
(R71 million) per month in sales by its 
230 employees. 

l  Of its 20 checkouts, nine are used as self-service 
points or payments for ‘click and collect’ orders. 
These nine points of sale are used by 45% of the 
store’s customers, which illustrates the new era 
of large store convenience for a consumer who 
is prepared to either pre-order in advance or 
scan and pack his/her own merchandise. In this 
lot, there are so-called ‘time saving’ checkouts, 
where the customer scans the products and just 
pays a cashier for the transaction.

The fresh 
produce 
department is 
located at the 
entrance to 
create a first 
impression of 
freshness.
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l  The ‘click and collect’ facility was started in mid-
2020 and a total of five employees are dedicated 
to receiving electronic orders to fulfil them in 
time for the arrival of the customer.

l  The most popular line item on sale is Coop’s own 
brand of mountain spring water, which is bottled 
locally from the surrounding mountain streams. 
Water bottles are made of 30% recycled plastic, 
which adds to Coop’s social responsibility image.

The Covid pandemic has been a challenge for many 
food retailers. Some, like Coop, have seen it as an 
opportunity to re-invent themselves and create 
a win-win solution for both its customers and its 
bottom line.

Fresh  
produce is 

displayed in bulk 
to create  
a market  

feel.
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This article  
first appeared as 
L’ipermercato  
ai tempi della  
nuova normalità –  
Tespi Mediagroup 
– Salumi & 
Consumi.  
Aprile 2021 anno 
XIV nr. 4 (Italy)

Price ticketing includes good information especially the provenance of the merchandise 
with special mention that products are farmed or produced locally.

Food safety, product origins and product traceability are made 
to stand out as the store’s solid principles of transparency.

The freezer 
aisles are 

covered 
for energy 

efficiency and 
the super-

structure is 
used for allied 
merchandising 

(in this case, 
Coke and 

pizza).

The bakery is replete with freshly baked goods and the signage reminds 
the shopper that only Tuscan flour is used in the manufacturing process.

SR
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HEALTH & BEAUTY

Five themes  
shaping health and beauty

By Andrea du Plessis
Registered Dietitian & Retail Analyst
Trade Intelligence

Health and beauty are growing 
categories within the fast moving 

consumer goods (FMCG) trade, 
represented by a wide range of products 
and services that support the physical and 
mental wellness of consumers. 

There are five specific themes that are 
shaping the health and beauty market: 

l  the fact that wellness has growth to be 
a global megatrend

l  the resilience of the health and beauty 
markets showing growth even during 
times of recession

l  the fact that the SA FMCG retail 
market is shopper-led, responding 
to changing shopper needs and 
preferences

l  retail trends that are shaping the health 
and beauty categories within the SA 
FMCG market and

l  disruptors that are driving unexpected 
change in these wellness categories.

What is well-being? 
Well-being is the state of being comfortable,  
healthy or happy. Well-being, or wellness  
relates to physical and mental wellness,  
which even resonates with the World Health  
Organisation’s (WHO) definition: 

“
“

Wellness as a mega-trend
Wellness has risen to the status of being a mega 
trend, represented by global shifts in consumer 
behaviour and impacting multiple industries. 
In fact, well-being was listed as the #1 Global 
Consumer Trend for 2020-2030 by Mintel, in 
a report released in November 2019. That was 
before the arrival of the COVID pandemic, which 
has subsequently increased the relevance of well-
being in consumers’ lives.

Amongst the multitude of consumer trends 
including health trends (which covers food, 
nutrition, wellness and medicine trends) and 
beauty trends (which includes personal care, 
cosmetics and fragrance trends) there are a number 
of these that support the status of wellness as 
a megatrend.

Trends in health and beauty are dynamic and are 
moving closer together. A good example of this 
is that a top beauty trend for 2021 set by global 
trend specialist Mintel falls within the realm of 
wellness: Beautiful Mind – the concept of total 
wellness has become integral to beauty routines – 
Mintel 2021 Global Beauty & Personal Care Trends.

Another trend that has taken many by surprise is 
the vegan trend, which has transcended the realm 

Health is a state of 
complete physical, mental 

and social well-being and 
not merely the absence of 

disease or infirmity

mailto:andrea@tradeintelligence.co.za
https://www.tradeintelligence.co.za/


â

HEALTH & BEAUTY

of plant-based eating and now drives innovation 
in cosmetics and beauty products. 

Stay in tune with  
emerging trends as  

they are drivers of future  
growth opportunities

Trade Intelligence

When we study trends, we have to look at the 
drivers of these trends, factors that cause change, 
laying the foundation of the trends that influence 
our behaviour. The underlying drivers that are 
influencing wellness trends include the ease of 
access to information, empowering consumers with 
the knowledge to understanding their health and 
beauty needs, as well as finding solutions to their 
health and beauty problems. 

Disruptive technologies are enabling 
personalisation as a prominent trend within 
the health and beauty market. Technology provides 
insights into consumer preferences and shopping 
behaviour, as retailers are capturing, mining and 
processing shopper specific data. 

In the world of medical science, DNA testing 
is taking health and beauty personalisation to 
another dimension, allowing consumers to under-
stand their bodies weaknesses, strengths and risks 
for well-known diseases. The access to such person-
alised analysis is allows healthcare professionals 
to make very powerful recommendations towards 
the optimal management of one’s long-term 
health and wellness. 

“
“

DNA testing is taking  
health and beauty personalisation  

to another dimension, allowing 
consumers to under stand  
their bodies weaknesses,  

strengths and risks for  
well-known diseases

“

“

Sustainability is another driver of consumer 
behaviour that has increased in relevance, as 
consumers are starting to understand their impact 
on their environment.

The resilience of  
the health & beauty markets
Within South Africa, the Health and Beauty cate-
gory is showing great potential following sustained 
growth since 2014. In fact, Health and Beauty has 
out performed total retail sales for a number of 
years. There is ‘resilience’, sometimes referred to 
as defensiveness, in the wellness industry during 
tough economic conditions. During times of 

recession, the wellness market has outpaced total 
retail, as consumers prioritised their health and 
wellbeing. Looking forward… 

The health and beauty category  
is expected to maintain its growth momentum, 

which currently surpasses the growth rate  
of edible groceries. 

The promising and continuous growth as seen 
over the past five years in the health and beauty 
markets, indicates that participation within these 
categories is imperative to maintain a growth 
strategy for both retailers and suppliers.

“
“
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“The beauty and personal care industry  
is largely considered recession-proof.

But the unique factors surrounding  
consumption during the Coronavirus pandemic  

pose unprecedented challenges for  
the industry in 2020 and beyond.

  
We begin to see inevitable shifts  

in consumption patterns,  
channel dynamics and  

beauty routines. 
Research & Markets. Globenewswire.com 

“

“

Shopper-led
Brands and retailers were industry leaders, now 
however the South African FMCG market now can 
be viewed as a shopper-led industry. Almost every 
move brands and retailers make is focused around 
shopper needs, in order to gain shopper loyalty. 
The main reason for this is the fact that the total 
market is not showing significant growth. 

In such a saturated market, competition gets 
fierce between the different players. Shopper needs 
are unpacked within the Trade Intelligence Shopper 
Needs model in a hierarchy where …

l  Value as a necessity forms the base of the 
pyramid, as the most relevant of the shopper 
needs.

l  Time is a luxury speaks to the growing 
convenience trend. 

l  Experience as a drawcard, Living healthy and 
Conscious living represent further shopper 
needs. 

Each of these shopper needs play out in interesting 
ways across the wellness categories of health and 
beauty. One such example is the very basic shopper 
need for value. 

Many shoppers previously  
would have opted for specialist health  

and beauty products, but a significant shift  
in shopper behaviour is being observed,  

due to the need for value  
under the pressured  

economic circumstances. 

Consumers buy fewer, more targeted skincare 
products and are increasingly focused on 
sustainability. NPD UK reports a -23% decline in 
prestigious skincare product sales, a -20% decline 
in face cream products and a -17% decline in 
prestige cleansers.

Retail trends
Value is a necessity for the shopper, therefore 
competitive pricing and value promotions are key 
focus areas. Loyalty programmes serve retention 
strategies, mainly through value added loyalty 

offerings, but also through consumer engagement. 
Value added services within retail outlets unlock 

value, drive footfall, customer retention and loyalty. 
Customer experience is another focus area, with 
personalisation as one of the most effective drivers 
of shopper loyalty. The development of shopper-
centric future-fit channels is very relevant to the 
evolution of Health and Beauty SA FMCG Retail. 

The discount positioning of Health and Beauty 
Retail is benefiting the increased relevance of 
health and beauty within the discount channel. 
E-commerce is showing strong growth within the 

“

“
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health and beauty categories. Shoppertainment as 
a trend is driving experiential retail and lifestyle-
focused initiatives. The continued growth of 
convenience is a key driver of store expansion 
strategies within the health and beauty sector. 
At the same time, health is infiltrating interesting 
spaces and categories within retail, including 
fashion, sweets, fast food and even liquor. 

Internally focused trends relate to what retailers 
are doing to optimise efficiencies to maximise ROI 
across all areas of the business, such as the squeeze 
for margin and supply-chain excellence.

Disruptors 
There are various disruptors impacting on the 
growth dynamics of the health and beauty markets. 

The Covid-19 pandemic is  
one of the single biggest change agents  

we have seen in this generation,  
impacting shopper needs through all  

the basic macro-environmental drivers, 
increasing the shopper’s need  

for wellness. 

The ‘#nomakeup movement’ and ‘beauty from 
within’ trend is reducing the relevance of colour 
cosmetics in some consumer groups, while 
increasing the relevance of ingestible beauty 
products and personal care. 

Beauty from within, inspiring ingestible beauty 
products is an interesting trend that is driving 
product innovation and diversification. Research 

into the skincare benefits of nutrients has resulted 
in the rise in popularity of key nutrients and natural 
ingredients that help in combating premature 
skin ageing.

Another disruptor to consider is how ingredient 
innovation is influencing varied health and  
beauty sub-categories across the continuum  
of wellness.

For more information on the Trade Intelligence 
Health and Beauty report by Trade Intelligence:  
5 Themes Shaping Health and Beauty,  
please email info@tradeintelligence.co.za

SR

“

“

These five themes will continue  
to grow and shape the health and beauty markets  

as the ongoing Covid-19 pandemic amplifies  
the importance of wellness globally.

“
“

Click here to find out more about the Trade Intelligence Health 
and Beauty Report and Webinar taking place on 10 June 2021.

info@tradeintelligence.co.za
https://www.tradeintelligence.co.za/App/Uploads/File/0/0/155894/2104_Ti%20Health%20-%20Beauty%20Leaflet.pdf
https://www.tradeintelligence.co.za/
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Rooibos tea is the first and foremost anti-ageing 
skin food. The antioxidants in rooibos tea help 

in the prevention of damage to the skin and other 
body tissues, as found with the natural ageing pro-
cess. This explains why rooibos tea has been shown 
to reduce the risk of skin cancer caused by the 
damaging effects of UV sunlight exposure, which is 
also well known in the acceleration of skin ageing. 

Other skin benefits of rooibos tea include the 
topical application for skin rashes and eczema. 
Most of the antioxidant and anti-ageing benefits 
were established through research on the fermented  
rooibos tea leaves, as is commonly used for making  
rooibos tea. The focus now is on green, or unfer-
mented rooibos, since the fermentation of rooibos 
tea reduces the antioxidant content. Green rooibos 
tea is therefore believed to be of even greater 
benefit, which is why so many green rooibos tea 
products are now available, including green rooibos 
tea extracts in skincare products and supplements.

Coenzyme Q10 is another potent antioxidant, 
which is very popular in support of the ageing skin. 
Many anti-ageing creams contain Coenzyme Q10, 
as it has been proven to reduce the visible fine lines 
of ageing on the skin. Coenzyme Q10 is therefore 
another nutrient used in anti-ageing supplements. 

Vitamins C and E are two more antioxidant 
nutrients that have been shown to have protective 
effects on the skin, as they help to fight against the 
harmful effects of free radicals from environmental 
factors such as pollution and the sun. Both topical 
application and supplemental intake of these 
nutrients have been shown to benefit the skin.

Barks, berries and seeds  
pack in powerful antioxidants:

l Berries, in particular blueberries are known for 
their high antioxidant counts. Blueberry extract is 
believed to help in the prevention of premature 
skin ageing, as the antioxidants help maintain 
the elasticity of the skin, by slowing down the 
hardening of the collagen and elastin components 
of the skin.

l Pine bark and grapeseed extracts are more 
well-known sources of potent antioxidants known 
to help protect against the harmful effects of 
the environment on our body tissues and organs, 
including the skin.

l Resveratrol, a potent antioxidant found in the 
skins of grapes, is also known to benefit long-term 
skin health. However, even though red wine is a rich 
source of resveratrol, the regular intake of wine and 
other alcoholic beverages is known to accelerate 
skin ageing. To get the benefit of resveratrol 
against skin ageing, the extract is incorporated into 
nutritional supplements.

Collagen is the main structural protein of the 
skin, which holds together the other tissues in the 
skin, ensuring the skin’s firmness and elasticity. 
As the skin ages, the collagen and other skin 
protein components changes, which causes a loss 
of skin firmness and elasticity, resulting in the 
skin wrinkling and sagging. New breakthrough 
research is pointing to the ingestion of collagen in 
supplement form, to assist in the maintenance of 
the collagen components of the skin, aiding in the 
prevention of premature wrinkling. 

A very important question is whether we can 
obtain sufficient intakes through our diets. It seems 
that this is unrealistic, as a healthy balanced diet 
including five portions of fresh fruits and vegetables 
cannot even provide our basic requirements for 
vitamins, minerals and antioxidants. To achieve 
high concentrations of these antioxidant nutrients, 
one would have to consider supplementary intake. 

On the other side of this trend of ingestible 
beauty, we have seen the rise of cosmeceuticals, 
with the use of nutrients in products for topical 
application in hair care and anti-ageing care 
for skin. SR

Be
au

ty from within
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By Amanda Reekie
Founding Director at ovatoyou

Online retail is estimated to still be only 
about 2% of total retail sales in South Africa 

vs. 16% elsewhere in the globe. This is despite 
having been given a proverbial shot in the arm by 
Coronavirus and lockdown. At the risk of alienating 
those who operate in traditional retail, which still 
very much has its place, we need to ask if the 
online pie could be bigger still, and then if so, what 
can be done to make it a bigger part of the retail 
mix, not least because there are still a number of 
faux pas that brands still make. 

It’s been 20+ years since the dotcom revolution
In 1999, I was part of the seismic wave that was 
‘online retail’ through my work with Wooltru.* 
*Wooltru unbundled in 2004, but at the time had Woolworths, 
Truworths, Makro and CNA in its stable of brands

Our mandate was to create an online strategy 
for the Wooltru retail holdings. The result of which 
was a business called inthebag. It intended to allow 
Wooltru to ‘own the doorstep’ by consolidating all 
of its various retail offerings in one consolidated 
online store – and make it accessible to consumers, 
wherever they were. 

Are retailers scoring an own goal 
in online shopping?

â
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At the time this was revolutionary and these were 
heady days; we worked in a ‘new-age’ open-plan 
office with some of the cleverest retail people in 
South Africa, who had big dreams and big budgets. 

But we paid our school fees 
Our launch period was in line with some big 
international names, which could have been a huge 
opportunity, but we made every mistake in the 
book. The biggest of these was over-estimating 
the size of the market and how hard it would be to 

switch consumer behaviour 
to get people to move from 
physical stores to shop online. 

We also discovered technical 
challenges while trying to 
link our ‘new baby’ to the 
overarching proposition. 
For example, we designed 
a shopping cart in a ‘cookie’ 
which could only handle 
a certain size, so impolitely 
kicked off shoppers after an 
extended period once the 
‘cookie’ had reached that size. 
No-no 101. 

A warehouse model was also built to 
accommodate for full scale trading, but that 
need was a while off and we wasted a significant 
amount of product every day that was not sold. 
No-no 102.

Going the extra mile for the consumers’ smile 
We did however have the customer and her needs 
at the core of our business design, and tried to 
empathise with our shoppers whose needs were 
not being met. We sent flowers or chocolates to 

https://www.ovatoyou.africa/
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those who had a bad experience and, if we had 
an out-of-stock, we were prepared to shop for it 
even at a competitor to keep our customers happy. 
Sustainable business model? Probably not, but the 
principle of keeping customer in the centre drove 
everything that we did.

Improvements have been slow at best
Because of my work at Wooltru I’ve been an avid 
online shopper since 2000 and, although a lot has 
changed, a lot still hasn’t and changes have been 
slow to come. Despite our endeavours back then to 
build a proposition around the customer, we didn’t 
always get it right, but fewer businesses are getting 
it right 20 years on than you would think. The pure 
play etailers have done a little bit better, Takealot 
has to be mentioned: it has been a trailblazer and 
has left some real-world retailers in their dust. 

Key learnings 
Looking back, there are a few instances that really 
stood out to me, that I think are still relevant today 
(names have been omitted to ensure anonymity) 

l  A large grocer deleted all of my multiple lists 
(entitled Monthly shop, Weekly shop etc) as 
I hadn’t shopped with them in a three month 
period.

l  The same grocer, changed their site to a new 
URL along with passwords which involved 
starting again

l  I had to give directions to the delivery man of 
another grocer as they didn’t have GPS

l  And most recently, a retailer took two weeks to 
deliver and then delivered to Johannesburg #fail. 

Have we learnt anything? 
Certainly, Covid-19 and lockdown did wonders 
for e-commerce. Now, many of us have probably 
dabbled just a little bit in the online retail therapy 
pool. And, according to one of our surveys, only 
46% of online South Africans are solely using 
‘bricks and mortar’ retailers to shop groceries and 
only 17% are solely shopping at ‘real-world’ stores 
for fashion and shoes, so the swing to online and 
omnichannel shopping has been significant. 

As a case in point, the relatively recent launches 
of Sixty60 (Checkers) the acquisition of Bottles 
(Pick ‘n Pay) and Dash (Woolworths) have been 
a much-needed answer to the consumer’s need 

for convenience. But, while 
all three are ‘putting the 
customer first’, as we hear 
so much of nowadays, I still 
don’t think the customer is 
where they should be in the 
marketing mix. This is why: 

1. Out-of-stocks
Real-world retailers have 
a lot of out-of-stocks and 
the customer ‘fixes’ that 
in-store on their own. 
Online, I do enjoy being 
able to WhatsApp my Dash 
shopper and see what is 

going to be replaced, or select my substitution 
beforehand on Sixty60 but am often left with 
a delivery that is a few items short. If this happens 
too many times this will get frustrating changed 
to since, I am trying to avoid a trip to the store, 
this is frustrating 

2. Poor Communication
Communication is a large part of it. In my most 
recent issue where service had been appalling, I was 
subjected to emails with a stock standard email 
response talking about said retailer’s awesome 
online team. Um, where? 

Retailers often fail to manage expectations 
and changes which puts the burden back onto 
the customer and introduces customer service 
loops for the retailers. In the 2020 South African 



Digital customer experience report, 47% cite poor 
communication as being an obstacle to them 
shopping more online.

3. Payment (yes, payment!)
While payment options have really opened up 
and now include the likes of Ozow as an instant 
EFT option and Snapscan for real convenience, 
payments still fail a fair percentage of the time. 

The 2020 South African Digital Customer 
Experience report published by ovatoyou, 
Rogerwilco and Julia Ahlfeldt confirms this as 
67% of shoppers have abandoned an online 
transaction. Almost a quarter of shoppers (23%) 
fail to checkout between 21% and 50% of their 
potential ecommerce purchases. This suggests 
that brands continue to leave eye-boggling sums 
of money on the table, often because they miss 
the mark on the basics.

The glaring gap 
20 years on, I think we are finally learning 
something: Firstly, there is a growing call to ‘shop 
local’ as evidenced by ovatoyou’s recent report, 
“What’s next, South Africa?” It indicated that a 
growing number (19%) of South Africans actively 
seek out local and smaller brands to support. This is 
great news as smaller brands often do have a more 
customer-oriented and hands-on approach and can 
carve out niches for themselves

We are also more willing to try online: but only if 
it works. No customer has the patience or interest 
in trying to identify how to add to a cart, where to 

select, how to register and then how to pay. If the 
experience is cumbersome, those customers are 
out of there as there are a hundred just like them 
waiting to take their business.

Adding to this, we must remember a consumer 
does not differentiate between a Cotton On App 
and a Superbalist, for instance. They sit side-by-side 
on our phones, and we expect the UX to be similar 
if not the same even if the business is a small local 
player vs. a global giant. How frustrating to have 
local brands playing catch-up when you can just 
order a product overseas in a matter of seconds. 

The online opportunity is not evasive, but it is 
taking South African brands a long time to ‘get 
it’. Many apps or sites are still clunky, slow and 
payment gateways leave us pulling our hair out. 
The fact that we first started experimenting online 

20 years ago baffles me, especially as I can still see 
some of the same issues being repeated. But thanks 
to the pandemic, we are seeing change happen. 
Until this passes, which could be years, people are 
going to want to shop online, so brands need to 
up their ante and get on board with even just the 
basics. It will be so much better for their customers, 
and their bottom lines. 

Reports referenced are downloadable at ovatoyou.africa

Amanda Reekie is the founding 
director of (www.ovatoyou.africa) 
and imaginenationalliance.co.za.  
The (www.ovatoyou.africa) 
research platform has a panel of 
over 19 000 respondents in South 
Africa and more in Africa. 

The technology allows video, photo and audio sharing so that 
communication can be tested. It also allows for photo-upload 
so that a textured view of consumers’ worlds is possible. 

Brands  
continue to leave  
eye-boggling  
sums of money  
on the table,  
often because  
they miss the mark  
on the basics

SR

“
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Harkrishan Singh  
Director 
Application Development, In2IT

According to a study by Brain & Company, 
organisations with a Customer Experience 

(CX) mindset drive a revenue of 4-8% higher 
than the rest in their respective industries. Having 
a customer-centric approach is therefore vital for 
businesses operating in the digital age. Here, data 
is a key element in driving business operations. 
This, specifically when taking into consideration 
the need for quality data as we continue to see 
advancements in technology, including Artificial 
Intelligence (AI), cloud and machine learning. 

Companies should embrace customer-centric 
approaches that leverage these technological 
advancements as it allows for insights into 
customer behaviour and preference. Consequently, 
the requirement for such an approach has 
developed the need for Customer Relationship 
Management (CRM) platforms or applications 
that provide an end-to-end seamless digital cross 
channel experience to end-user customers.

â
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Providing an integrated customer experience 
through customer relationship management

Customer expectation  
meets digital transformation
The business needs to look at five key pillars 
when optimising customer journeys through CRM 
platforms. These include, Marketing Automation, 
Marketing Analytics, Cross-Channel Customer 
Lifecycle Management, Customer Journey and 
Lifecycle Optimisation in addition to Integrated 
Digital Experience Ecosystem. 

Once these pillars are taken into consideration, 
organisations have to become more aware of their 

digital footprint so 
that they are able 
to leverage off of 
data analytics. This 
will ultimately help 
improve the customer’s 
journey and effectively 
push products. 
When looking at this 
modification from 
a technological point 
of view, humans and 
technology should both 
have the capability 
to assist customers in 
the same manner.

An example of this would be a customer 
interacting with an agent or a self-service portal, 
both are points of contacts. If both are adequate 
it means the customer should be able to get 
at least the basics of what they expect from 
that service. Modern customers feel entitled to 
a seamless experience across multiple channels 
when interacting with their brands. In short, all 
businesses, including small and medium companies, 
will have to rethink their digital marketing 
strategies to stay relevant. This means staying 

https://www.in2ittech.com/geo-presence/south-africa/
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abreast of digital transformation trends and 
implementing the five pillars of personalisation and 
CX when implementing a CRM platforming.

CRM platforms need to be shaped  
for your individual clients
In order to develop an unmatched CX that aligns 
with customer personalisation, best practice needs 
to be applied on the basis of two fundamental 
elements being customers and their behaviour. 
To get this right, companies need to apply 
marketing automation and customer intelligence 
analytics technologies within their context and 
that of their customers. 

This means companies need to understand their 
business so they can recognise how to cater to 
their customer’s needs based on who they are and 
how they interact with the company’s brand.

Moreover, companies need to consider being 
more proactive than reactive. 

Adopting predictive approaches  
to the extent where they can influence  

a customer’s decision and  
guide them to what they need  

will not only benefit  
the customer but the business  

as well regarding revenue  
and reliability. 

Many businesses that focus on trying to sell 
as many products or services as possible and this 
approach is no longer successful. Those companies 

that are still product-centric are at a competitive 
disadvantage. Customers need to have a seamless 
digital experience with the company in order for 
them to have confidence that their needs will be 
met. Being two steps ahead of your customer’s 
expectations of your business also allows you to 
foresee opportunities to provide a better service 
or product.

There are various vendors that provide CRM 
platforms and services, as well as enterprise 
applications that are focused on customer service, 

marketing automation, data analytics, and 
application development. 

Preference needs to be given to vendors that 
can provide a personalised end-to-end customer 
journey. Customers should have a seamless 
experience through an integrated digital CX 
ecosystem. This can be an environment that 
also offers multiple contact channels from 
which you can communicate with consumers, 
allowing you to offer cross-channel ecosystems 
for customers.

“

“
SR


