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EDITORIAL COMMENT

Looking for growth in a tight market?
It’s not easy. Shoppers are struggling to pay their bills and looking to save
wherever they can, which mostly seems like in your store.
Promotions that used to pay big time no longer do so. The road to sales and margin
growth has to be won with a never-ending series of small gains. Easter, for example, is
always a busy time for retailers. But, it is also an important opportunity to do things
differently and better to capitalise on consumer demand and customer loyalty.
In March, research company Field Agent assigned a survey across six major retailers
to look at the consumer preferences and experiences of Easter shoppers. Overall
scores given by shoppers rated Woolworths as the best, followed by Pick n Pay and
Checkers. Read more about the research in our Field-Agent article.
Then, managing a supply chain can cause a lot of headaches for food retailers. Broad
changes in technology, global economic conditions and customer expectations have
all had (and will continue to have) a direct impact on the distribution process. In our
Supply-Chain feature, we look at the latest trends and technologies that will make you
think differently about distribution as an enabler of competitive advantage. Consider
how these trends impact your distribution operations and whether it is time to give
more thought to how you can take advantage of the opportunities they provide.
When times are tough consumers look to small indulgences and luxuries to
brighten their lives. The so-called lipstick effect shows just how powerful this trend
can be. Research company Mintel estimates that consumer spending on beauty and
personal care in the UK increased by 1,4% in 2017 to £10,1 billion despite all the
negative effects of Brexit and the fact that the UK’s economy remains relatively
slow as consumers have maintained savvy purchasing behaviours when shopping
for every-day toiletries. One would expect that this would impact the value growth
of the personal-care sector. Instead, the UK personal-care market growth continues
to be buoyed by the better-performing beauty segment, with particularly strong
growth seen in colour cosmetics and facial skincare. As we expect similar trends to
be sustained in the near future, the market is forecast to reach £10,2 billion in 2018,
representing growth of approximately 1,4% year-on-year.
The market in South Africa to a large extent shows the same growth patterns and
we look at ways for supermarkets to cash in on what this strong sector has to offer.
Then, how are loyalty cards and schemes working for you? The results of the 2017
Truth Loyalty Whitepaper produced by BrandMapp, a comprehensive annual report
of the loyalty habits of over 28 000 South African adults (gross monthly household
income of R10 000 or more), shows an increase in the use of loyalty cards by our
shoppers and we talk about how you can make loyalty programmes work for your store.
Generation Z (born between 1998 and 2016) live and breathe mobile
communication. Today they would find it difficult to live their lives without a mobile
phone. Yet as recent as just six years ago, there was a great debate about whether
smartphones would be adopted in significant numbers because of their cost. In our
digital-marketing feature we discuss Gen Z and how you can tap in and benefit from
this new and young market.
Hypers started out going gangbusters in the market place. Since then many have
struggled to be profitable. Can the tide be changed? First opened in 1978, Pick n Pay’s
Durban North hypermarket has been updated a number of times since. But the latest
transformation to follow Pick n Pay’s revitalisation programme, Next Generation The
new layout is characterised by an improved shopper flow with wide open spaces that
make shopping a pleasure. In our Storewatch feature we look at this store and tell you
what is new, and why everything is working so well.
We hope that this issue of Supermarket & Retailer brings you the information and
the inspiration to take to take your next step to greater sales and profitability.
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S&R/field agent BAROMETER

Cashing in on the Easter spirit
Easter is a busy time for retailers. It is also an important opportunity
to capitalise on consumer demand and customer loyalty.
Total scores
Retailer

Display

Ratings

Attributes

Total

1

Woolworths

29

215

171

415

2

Pick n Pay

26

220

164

410

3

Checkers

27

211

167

405

4

Clicks

23

197

176

396

5

Spar

24

208

163

395

6

Shoprite

26

226

134

386

In March, Field Agent assigned a survey
across six major retailers to gain
further insights into preferences and
experiences of Easter shoppers. We
assigned agents to answer questions,
rate retailers and take photos while
shopping for their favourite Easter
products.

Goodies per retailer
Retailer

Eggs & chocolates

Hot cross buns

Greetings cards

Checkers

14

9

0

Pick n Pay

14

7

0

Shoprite

14

7

0

Spar

15

9

2

Woolworths

15

6

0

Clicks

17

0

0

Display per retailer
Retailer

Were prices
clearly
Displayed?

Did the
display catch
your eye?

Were there
any items
broken?

Total score

Checkers

16

12

1

27

Pick n Pay

16

13

3

26

Shoprite

16

13

3

26

Spar

16

11

3

24

Woolworths

15

15

1

29

Clicks

16

10

3

23

Retailer

Opening
hours

In store
experience

Pricing

Total score

Checkers

76

64

71

211

Pick n Pay

78

68

74

220

Shoprite

79

69

78

226

Spar

80

61

67

208

Woolworths

77

70

68

215

Clicks

68

57

72

197

Store ratings

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.
Factors affecting the consumer
experience include the matching of
shopper expectations against convenience,
presentation, quality, availability, pricing,
ease of selection and the overall in-store
experience.
Customers place their loyalty where
needs and wants are best addressed.
Understanding the above can play an
important role in finding that edge to
consumer satisfaction and retention.
Many consumers buy exciting Easter-egg
products over this period. If consumer
perceptions cannot be met, a change must
be made by the retailer to meet their
customers’ needs and wants.

Top-5 attributes
Retailer

Clean & tidy

Wide range

Availability

Convenience

Friendly staff

Total score

Checkers

54

29

29

42

13

167

Pick n Pay

47

32

31

33

21

164

Shoprite

40

31

33

14

16

134

Spar

60

27

23

23

30

163

Woolworths

74

28

20

28

21

171

Clicks

74

8

22

30

42

176
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Seamless integration:

the RealPOS XR business model.

NATIONAL: 0861 KEMTEK • JHB: +27 (0)11 624 8000 • PTA: +27 (0)12 804 1410 DBN: +27 (0)31 700 9363 • CPT: +27 (0)21 521 9600 • PE: +27 (0)41 364 3690

WWW.KEMTEK.CO.ZA

TC 24055

Designed to fit seamlessly into crowded retail spaces, the NCR RealPOS XR range ensures that every sale
is processed and captured rapidly and accurately. Modular, compact designs allow each unit to be placed
exactly where you want it, while energy-efficient Intel® processors guarantee maximum reliability. This
sophisticated yet robust range epitomizes Kemtek’s quest to source the world’s leading technology brands
for our customers.
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S&R/field agent BAROMETER

BUILD YOUR
PRIVATELABEL
BUSINESS
PLMA
WITH

In preparation for the survey, we screened 1 000 shoppers. The
top-four retailers targeted for Easter shopping were Pick n Pay
at 35%, Checkers at 19%, and Shoprite and Spar each at 15%.
Other than price, the most notable reasons for these choices were
convenience (Spar), and quality (Woolworths). We surveyed 102
random recipients, evenly spread across six supermarket chains in
South Africa and Namibia (see map).
Overall scores given by shoppers rated Woolworths as
the highest. Second and third were Pick n Pay and Checkers
respectively. On display and presentation, Woolworths was rated
the highest. On accessibility, in-store experience and pricing,
Shoprite scored the best. When shoppers were asked to rank what
they considered to be the most important attributes per retailer,
Woolworths again was the leader with store cleanliness playing a
dominant role. Outside of this, some notable attributes included:
■ Shoprite (best availability & Easter egg range);
■ Pick n Pay (shortest queues);
■ Checkers (easiest to get to); and
■ Spar (best hot cross buns).
Most of the shoppers that participated in this survey were female
(64%) and between the ages of 25 and 34 years old (50%).
Some interesting feedback from participants included:
■ Checkers – “I was in my Spar uniform, popped in to buy Easter
eggs, hot cross buns and draw money”;
■ Clicks – “I enjoyed the 3 for 2 Easter deals at clicks”;
■ Spar – “Hot cross buns warm, fresh and out on display at front
of store”; and

29-30 MAY 2018
AMSTERDAM
Registration is now open:
www.plmainternational.com
Represented in South Africa
by CATALYZE – International Events,
Telephone: +27 (0)748 888 147
or Email: rex@catalyze.co.za
Presented by the Private Label Manufacturers Association
International Council
Telephone +31 20 575 3032 ● Email visitorinfo@plma.nl
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■ Woolworths – “Awesome store. Always full of stock” “This was
a great experience. The display of the Easter eggs range was
colourful, exciting and appealing. I loved it. Looking forward to
Easter!” “Love shopping at Woolworths Tygervalley” “Easy to
locate and Easter specials were super close to the entrance and
very eye catching, good range of Easter items, just maybe need
a promotion on some items as some of the items are quite
small so one would need to purchase quite a few and that would
become rather costly. Staff were super friendly and attentive”.
Field Agent is changing the way the world collects
business information. For more details,
email us at: client@fieldagentsa.com.

SUPPLY CHAIN

Follow the supply-chain trends
Changes in technology, economic
conditions, and customer expectations
have had (and will continue to have) a
direct impact on distribution.
The following trends and technologies
will make you think differently about
distribution as an enabler of competitive
advantage.

1. Petrol and diesel price increases
Many of the distribution networks in
existence today were designed when petrol
prices were below R6,50 per litre. At that
rate, the trade-offs between freight and
warehousing were tilted heavily toward
freight and many distribution-intensive
businesses built large central or regional
distribution centres for economies of scale.
As oil prices rose over the past years the
equation tilted back toward warehousing,
leaving distributors trying to reduce total
logistics costs by building smaller facilities
closer to the customer base to minimise
transportation costs.

2. Rising service expectations
It is notable that in mature distributionintensive industries (maintenance supplies,
automobile parts, mass-merchandise)
distribution becomes more customised

and complex over time. Price and product
are replaced by speed and specialisation
as differentiators. In the earlier stages of
maturation, central and regional facilities
are designed for larger orders, longer lead
times and less frequent shipments. They
are also designed to minimise handling and
maximise throughput. As industries mature
they move towards smaller, more frequent
shipments and value added services. Highly
efficient flow-through facilities minimise
handling costs and inventory in the facility,
but can result in too much inventory or
too little of the right inventory at the right
time at the right place. Holding inventory
at facilities nearer to the customer until
needed allows you to leverage your
inventory in new ways. For businesses that
compete on speed, localised facilities can
create competitive advantage by allowing
same-day or next-day delivery to a critical
mass of customers.

limiting. Although facilities with a singlechannel focus are more efficient to operate,
that may not be a justifiable investment
for every one of your channels. The rise
of ecommerce and direct-to-consumer
channels has companies scrambling for
ways to enable facilities designed for
full case picking to accommodate same
day shipments of each picks and broken
case picks as multi-channel merchants
seek to leverage distribution space and
organisational overhead, it is becoming
increasingly common to intermingle
wholesale, retail and ecommerce operations
under the same roof. The opportunity for a
company to reduce overall inventory levels
by leveraging all of its inventory and drive
it into whatever channel necessary is a big
part of the business case for doing so,
but running multiple channels through
a single distribution centre is not without
its challenges.

3.

4. Increasing need for flexibility

In a world where customers have more
ways to interact and transact with your
company — mobile, website, brick-andmortar store — designing a facility for a
single distribution channel can be very

The increasing need for speed and
flexibility balanced against the ongoing
need for efficiency has a direct impact on
distribution facility design. Business needs
can change rapidly, so the design solutions
must be flexible enough to allow for future

Growth of multi-channel
distribution
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SUPPLY CHAIN

changes in business requirements. This
means rationalising and right sizing the
level of automation and the use of space in
a facility. In today’s complex multi-channel
distribution environments, companies
often do not know from which channel
the next wave of growth will come. So
distribution operations must be designed
for maximum flexibility and scalability so
that they can adjust to changing demand
regardless of channel or order profile.
Distribution environments may be designed
for averages but need to be able to scale
quickly to handle shifts in order profiles
and peak volumes.

5.

Greater need for product
data accuracy
The analytical tools available to help marry
product dimensional data with detailed
order volume history and inventory records
have greatly improved the ability to
optimise forward and reserve inventorystorage design. But with more robust
toolsets comes greater dependence on
product data accuracy, particularly good
product dimensional data. Operational
dependence on the accuracy of product
information is not a new trend, but
the level of importance it is receiving
has grown, particularly in industries with
hundreds of suppliers and thousands
of unique SKUs. Warehouse-management
systems have always been dependent

6 | SUPERMARKET & RETAILER, APRIL 2018

on accurate unit of measure data (e.g.
units/case) and operational efficiency
and inventory accuracy are harmed when
this data is incorrect. But, product weight
and dimensional data takes on additional
importance when designing for products
with a wide variety of product storage and
handling characteristics. More accurate
dimensional data is necessary to design
and operate a space- and labour-efficient
facility.

■ Will our distribution costs remain
competitive?

6. Broader perspective

■ Will we leverage under-used assets or
resources?

Distribution is the vital link between
your business and your customer. For all
the work you do to attract customers,
distribution is where your words become
action. Inevitably, the growth of your
business depends on the strength of
this vital link. Businesses can no longer
afford to assess distribution investments
solely based on cost savings. Companies
are taking a broader perspective on the
business case to include considerations
of the opportunity cost of doing nothing
and potential revenue gains as a result of
investment. For example:

Ultimately, distribution investment
decisions are no longer solely dependent
on estimates of the impact on the income
statement and balance sheet. Although
return-on-investment analysis is still
important, investment decisions should
be viewed in the broader perspective as
a reflection of how essential distribution
has become to business sustainability and
growth.

on business case

■ What is the cost of doing nothing?
■ Will we have sufficient capacity to
sustain growth expectations?
■ Will we lose or simply maintain market
share?

■ Will our service performance suffer
if we don’t do this?
■ What benefits does this investment
enable?
■ Will we grow a current stream
of revenue?
■ Will we enable a new stream
of revenue?

7. Increased risk of failure
As the expectations and value of distribution
grow, so too does distribution complexity
and the risk associated with failure.
Complex distribution operations often
rely on a number of systems and vendors
— materials-handling suppliers, software
vendors, labour consultants and strategy
and implementation consultants. A key to

supply chAIN
reducing the risk of failure of large-change
initiatives is to find experienced partners
who understand this complexity and
embrace the value of a true partnership
approach. It is possible to hire best-of-breed
vendors who will implement their part of
the project well, but without integration
and accountability for the overall business
case, what you can end up with is several
well-implemented pieces that do not
work together to deliver the promised
results. A better approach is to work with
a single partner who will take ownership
of the business case and who can be held
accountable to those results.
These seven trends are making distribution
more and more complex. And that can either
enable or impede company performance.
The good news is that they represent an
opportunity to create competitive advantage
out of innovative distribution facility and
network design. Consider how these trends
are impacting your distribution operations
and whether it is time to give more thought
to how you can take advantage of the
opportunities they provide.
Additional information from www.fortna.co.za

MORE VALUE FOR LESS
HYSTER ECO HAND PALLET TRUCK
LOAD CAPACITY: 2 500KG | FORK LENGTH: 1 150MM

12 MONTHS WARRANTY

NOW ONLY

R3 499
EXCL VAT

PURCHASE
3 UNITS FOR
R10 000
EXCL VAT

CALL US NOW PARTS TOLL-FREE: 0800 012 076 | EMAIL: INFO@BHBW.CO.ZA
WWW.HYSTER.CO.ZA
Valid till 30 June 2018 or while promotional stocks last. Price excludes transport. Errors and omissions excepted.
Terms and conditions apply.
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Don’t Let Poor
Quality Pallet
Trucks Run Your
Shelves Empty

SUPPLY CHAIN

Pfaff Silverline

standard hand
pallet trucks are
renowned for
their smooth,
quiet design
and robust
durabilty

● Capacity:

2.5Ton
● Low effort on handle
● Epoxy coated
● Ergonomic handle
● Precision lowering valve
to adjust speed
● Polyamide (Nylon)
tandem wheels
● Double coated chrome
piston
● 210° steering left and right
● Lift height 115mm
Approvals: EN ISO9001:2008
Standards: EC Machinery Directive
98/37/EC. ISO 12100; EN1757; BGV D27
Supplied with CE Declaration
and operating manual

Contact: sales@cmcosa.co.za
Telephone: 031-7004388
Distributors wanted in Eastern Cape,
Western Cape and Northen Cape
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Qualified for the job
With businesses increasingly recognising the importance of the supply chain to the
organisation, the demand for suitably qualified and skilled supply chain professionals
is growing, according to Mungo Park, president of leading Southern African supply
chain association SAPICS.
“The supply chain is the one function in
an organisation that touches all others
and supply chain optimisation can drive
bottom line improvement. To capitalise on
opportunities, however, supply chain roles
must be filled by people with the requisite
knowledge, skills and qualifications,” he
says.
Park notes that supply chain programmes
teaching core skills were once scarce,
and many supply chain roles were filled
by individuals functionally trained in
finance, engineering, pharmacy and various
other roles. “Today, however, with the
supply chain more widely regarded as a
revenue driver, the need for supply chain
education is increasing.” He contends
that supply chain practitioners without
the combination of recognised, credible
education and sound practical experience
will find themselves left behind as
businesses recognise the value of the
supply chain and the benefits that supply

chain improvements can deliver across
other business functions.
Craig King, logistics senior manager at
Samsung Electronics South Africa, asserts
that internationally recognised supply
chain certifications are worth “every
minute, cent and ounce of energy”, and add
enormous value for both the individual and
the organisation.
“An international supply chain
certification provides the individual with
authenticity and status in the industry,
reflecting their professionalism, expertise
and authority in this increasingly complex
field. From an organisational perspective,
this is a huge advantage because supply
chain processes can be enhanced or
implemented by an expert who knows and
understands international best practice and
world-class standards,” he stresses.
King states that as a senior manager for
an industry leading global organisation, he
favours applicants with international

GLTC 360 Mailer - Pietermaritzburg_58mmx270mm

supply chAIN

Craig King, logistics senior
manager at Samsung Electronics
South Africa

certifications when filling supply chain
roles. “It tells me that the applicant has a
goal and is serious about empowering him
or herself by obtaining an internationally
recognised certification. It also tells me
that the applicant is knowledgeable and
is an expert in the field of supply chain
management, and that I will be employing
the best.”
SAPICS is the South African custodian
of a variety of internationally recognised
certifications – the APICS CPIM (Certified
in Production and Inventory Management),
CSCP (Certified Supply Chain Professional)
and CLTD (Certified in Logistics, Trans
portation and Distribution). These are
offered by SAPICS in association with its
American affiliate, APICS. A new suite of
designations from the Demand Driven
Institute in the USA are also highly sought
after.
In terms of training and development
for Samsung employees, King says that
members of his team are currently working
towards the CLTD certification, “to expand
their supply chain management knowledge
and elevate their thinking from an
operation and tactical level to a strategic
one”. Citing a supply chain certification
success story from his own organisation, he
reveals that a team member was recently
promoted to supply chain manager
for mobile after achieving the CSCP
qualification.
Since its launch in South Africa as the
first comprehensive education programme
designed for operations and supply chain

management professionals, the CSCP
has become an increasingly soughtafter qualification. More than 24 000
professionals in 100 countries have earned
the CSCP designation. “This highly-regarded
programme provides graduates with
the skills necessary to understand and
manage the integration and coordination
of activities within today’s increasingly
complex supply chains.
Graduates know how to design and
develop a supply chain strategy that
aligns with corporate strategy. They
understand how to manage supplier and
customer relationships, and recognise how
logistics, technology and data can enhance
performance. In addition, they can achieve
the seamless integration of all processes
to meet customer needs, reduce costs and
increase profits,” Park states.
The CPIM is considered the premier
certification for internal supply chain
business operations, and more than
74 000 professionals have been certified
worldwide. The CLTD programme addresses
the burgeoning need for standard
benchmarks in the rapidly changing
logistics, transportation and distribution
industries, he says.
Park notes that the benefits of an
international qualification include career
advancement opportunities, increased
marketability and earning potential.
“A survey undertaken in the USA by APICS
revealed that graduates who earned a
CSCP designation could expect an average
12% salary increase. Successful supply
chain management has become essential
to compete successfully in today’s
competitive global marketplace, and those
who are suitably qualified to design, drive
and deliver supply chain improvements
will be assured of career success and
advancement.
“With the SAPICS supply chain
community growing exponentially on
the African continent, there is increasing
awareness of the various quality
international education programmes
which are available, and which are offered
throughout Africa via a growing network
of Authorised Education Providers or on a
self-study basis. Remote assistance from
qualified instructors is available more easily
with reliable internet in many countries,
making these international certifications
even more accessible,” he concludes.
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Quality Trolleys for

RETAIL AND WHOLESALE
With over eighty years of experience, Cape Gate is the
recognised market leader of South Africa in the steel
wire industry.
We manufacture a wide range of quality shopping
trolleys and carts that meet the particular requirements
of wholesalers and retailers throughout Africa.
With sizes ranging from 85 litre to 235 litre capacity
we fulfill the needs of the largest cash and carry as well
as the smallest supermarket.

100% SOUTH
AFRICAN

What supermarkets can do to make
the supply chain run smoothly

Shopping Trolleys
180L & 210L

Flexi-Shopper &
Flexi-Shopper Deluxe

160L Duplex Shopper

Mini-Shopper

CG17.03

QUALITY WIRE PRODUCTS
SINCE 1929

85L Galaxy
HEAD OFFICE - CAPE TOWN
Tel: +27 (21) 937 7123 • email: ctsales@capegate.co.za
DURBAN

PORT ELIZABETH

JOHANNESBURG

Tel: +27 (31) 709 2670

Tel: +27 (41) 486 2538

Tel: +27 (11) 483 8541

The distribution of fast-moving consumer goods (FMCG) is
a cutting-edge business with very little room for mistakes.
According to Friedel Spies, new business development director for
ID Logistics South Africa, supermarkets can contribute to making
sure that the delivery process runs smoothly.
“For a logistics company it is very important to deliver goods
to clients on time, especially when it is fresh produce with a short
shelf life.
“It helps when a supermarket is ready to receive an order and
makes it possible for the delivery vehicle to offload as quickly as
possible. The supermarket should also make sure that all paperwork
is ready to enable the driver of the delivery vehicle to leave as
quickly as possible so that he can reach his next client on time.
For us, turn-around time is of the utmost importance. Our clients
rely on us to be on time.
“Once goods are delivered at a supermarket, they should
immediately take control and ensure that the correct temperature
is maintained so that produce that is sold to customers is fresh and
of a high quality.
Spies says one of the biggest trends in supply-chain management
in South Africa at the moment is the centralisation of distribution
centres. He says that in many instances this has helped to
streamline the distribution process.
He says the FMCG business is highly competitive and logistics
companies have to be able to deliver a top-class service to stay
in the game. Distribution costs can be as high as 12%, and for
price-sensitive retailers this is a number that they are continuously
watching and trying to bring down.
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Beauty in tough times
Mintel estimates that consumer spending on beauty and personal
(BPC) care in the UK increased by 1,4% in 2017 to £10.1 billion.
Market growth remains relatively slow as consumers have maintained
savvy purchasing behaviours when shopping for everyday toiletries, which is
impacting the value growth of the personal care sector.
Instead, BPC market growth continues to be buoyed by the betterperforming beauty segment, with particularly strong growth seen in colour
cosmetics and facial skincare. As we expect similar trends to be sustained
in the near future, the market is forecast to reach £10,2 billion in 2018,
representing growth of approximately 1,4% year on year.

In the UK,
the number of
15 to 24-year-olds
is expected decline
by 3,7% in the
five years between
2016 and 2021

Health and beauty specialists
outperforming the market
The specialist retailers continue to hold a
dominant position in the UK beauty and
personal-care market.
In 2017, it was estimated that retail
sales through health and beauty specialists
sector increased 4,8% to £11,2 billion.
This level of growth means the specialists
are outperforming growth in the overall
beauty and personal-care market. While
some of the leading specialists have seen
growth slow, suffering from the downward
pressure on pricing, many others have
performed well – capturing engaged beauty
consumers who are often willing to trade
up purchases to get a better product.

to a year ago than to say that their
finances have improved.

Rising inflation puts pressure
on UK consumers

An ageing population threatens
growth in the market

The UK has benefited from low rates of
inflation in recent years, which provided a
boost to consumer confidence. However,
following the devaluation of Sterling after
the EU referendum vote in June 2016,
consumer prices have been on a steady
upward trajectory and in September 2017
reached a four-year high of 2.8%, which
was sustained into October.
As a result, inflation has outstripped
wage growth since early 2017 – putting
UK consumers’ incomes under increasing
pressure. This is likely to impact across the
retail sector as a decline in real incomes
means consumers are expected to adopt
more cautious spending habits. This is
confirmed by Mintel’s Finance Tracker,
which has seen a substantial decline in
consumer confidence in 2017, with people
now more likely to feel worse off compared

Ongoing shifts in the age structure of the
UK’s population continue to threaten the
BPC market. The ONS (Office for National
Statistics) projects that the number of
15 to 24-year-olds will decline 3,7% in the
five years between 2016 and 2021.
Meanwhile, the number of over-65-yearolds is forecast to grow by 8,3% in the
same period, with this age group expected
to account for almost a fifth (18,9%) of the
population by 2021.
Mintel’s consumer research reveals that
young people are among the most active
beauty purchasers. Therefore, the decline in
the youth population may have a negative
impact on sales of colour cosmetics and
skincare. As such, retailers that can address
the needs of older consumers will be
best placed to capitalise on the shift in
demographics.

In the UK, the number
of over-65-year-olds
is forecast to grow by
8,3% between
2016 and 2021
Online sales forecast to reach
£1,4 billion by 2022
Valued at an estimated £1,1 billion in
2017, the online beauty market has lagged
behind other markets due to shoppers’
desire to try cosmetics ahead of purchase.
Despite technological advancements
that allow users to virtually try products,
consumers are wary of accuracy and
put more trust in stores with an offline
presence. However, a dip in financial
confidence has likely played a part in
driving shoppers to online channels in
search of deals but, still cautious of their
budget, consumers’ online expenditure is
growing at a slower rate than we have seen
in the past. Mintel forecasts that the value
of the online beauty market will reach
£1,4 billion by 2022, representing
approximately 13% of the total market.

Beauty retailers investing
in store experience
While much of the innovation in the
market in 2016 was largely centred on
SUPERMARKET & RETAILER, APRIL 2018
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online, 2017 saw more investment into
physical stores, particularly amongst the
beauty specialists. The ongoing investment
from some of the leading department
stores has possibly led the specialists to
consider their own proposition. As such,
there has been a wave of new flagship and
concept stores opening, particularly in
London – many of which have a technology
or lifestyle focus to capture a young
beauty audience. This ongoing investment
into stores confirms the importance of
having a physical space for a BPC retailer,
particularly as some of the pureplays have
also been experimenting with pop-up retail
spaces.

What is happening in SA?
More women are joining the labour force and in turn have disposable income to
spend on discretionary items, such as colour cosmetics. The increased focus on
personal appearance is driving growth in the category where consumers across all
income and age groups are spending on colour cosmetics, although the brands on
which they decide to spend depend on their income level.

Supermarkets most
used retailer, but
specialists capture
higher-spending
customers
Despite the specialists continuing to
hold the most BPC spending, more
people shop with the supermarket
retailers for beauty and personal care.
Three quarters of BPC consumers (75%)
have bought items from a supermarket
retailer, compared to just under
half (49%) shopping at a specialist
health and beauty retailer. Again this
likely correlates with convenience,
as people can pick up items whilst
doing their grocery shop. However,
this does indicates that, whilst the
supermarkets attract the highest volume
of consumers, people tend to spend
more when they shop with a specialist.
This correlates with the supermarkets’
typically value pricing proposition as
they seek to remain competitive against
the discounters.

12 | SUPERMARKET & RETAILER, APRIL 2018

Bath and shower was characterised
by heavy price promotions over the
review period by all retailers. Products,
such as body wash, shower gel and
liquid soap, have greater appeal among
middle to higher income groups. With
the current economic situation, price
sensitive consumers are cutting down on
non-essential items or waiting for price
promotions to stock up.

Competitive landscape
Revlon led the colour-cosmetics category
with a 15% value share in 2016 followed
by Avon Justine with 14%. Despite being
the leading player, Revlon marginally lost
share over the review period.
New entrants to the market and
consumer willingness to try out new brands
are causing established players, such as
Revlon, to lose category share.
Avon Justine marginally gained some
share over the review period, driven by
new product launches combined with price
promotions.
Unilever dominated the batch and
shower category with a 32% share of
value sales in 2016, followed by ColgatePalmolive with 24% and Reckitt Benckiser
in third position with 15%. Unilever
dominated the market with strong
brands, such as Lux, Sunlight and Lifebuoy,
which are go-to brands in South African
households.

Prospects
Social media and the general trend towards
an increased focus on appearance will
continue to drive category growth. Women,
as well as men, want to look and feel
good, be it for casual outings or work and
this trend spans across age and income
profiles. Colour cosmetics is expected to
register a CAGR of 7% in value sales at
constant 2016 prices over the forecast
period to reach ZAR7 billion in 2021. BB/
CC creams will continue to drive category
growth, although from a lower base. Brand
extensions, in the form of products offering
value-added benefits, will dominate
product launches as manufacturers will
seek to differentiate themselves from
competitors.
Bath and shower is expected to grow at
a CAGR of 2% in value sales at constant
2016 prices over the forecast period to
reach ZAR5.4 billion in 2021. Growth
will be driven by new product launches
especially from private label products.
Over the review period, players, such
as Clicks, extended their private label
ranges to introduce new pack formats
to target value-driven consumers. Heavy
price promotions are likely to dominate
the category going forward as retailers
will seek ways to drive volume growth
amidst the tough economic environment
characterised by declining disposable
income. – euromonitor
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HEALTH & BEAUTY

Health & beauty trends
The health and beauty consumer is unique. Unlike fashion or
home goods, health and beauty items run out, expire and need
to be replenished.
“Customers trust certain brands, but marketing and the way we
approach make-up, health and beauty, we promote an industry
of experimentation – making loyalty an interesting challenge,”
says Laura Corbalis, an author at AgilOne. AgilOne, a data science
company, did a study of 43,5 million transactions across 20 million
unique health and beauty customers.
“Thanks to blogs, Instagram and YouTube, customers have
more access than ever to user reviews and enjoy researching new
products. There is also the need for consumers to test the products
out on themselves to see how they look, feel, smell and compare to
similar products – cost sensitivity can play a role here as well,” says
Corbalis.
Health and beauty retailers need to provide their customers with:
■ Seamless online and offline experiences for browsing,
researching, testing, purchasing and returning;
■ Loyalty programmes that are clearly communicated and keep
the customer engaged; and

www.fishgate.co.za_SN_8175

■ Personalisation in marketing outreaches – i.e. calling out
distance to store in a post card, inviting close-by VIPs to events,
offering in-store promotions and reminding customers to
reorder products (with new recommendations they might like).

NOW YOU CAN ADD A DRAIN POINT ANYWHERE
With a range of powerful macerators and pumps, Saniflo enables
you to add a coffee machine, bread oven, wash basin, or any item
that requires a drain point, anywhere. Saniflo requires minimum
plumbing, regardless of where the main sewer is located, making it
your number one waste water solution.
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Contact

today on 021 286 0028 or
visit www.saniﬂo.co.za for more info.

checkout & LOYALTY

More than just checking out
Services at checkouts, service counters and kiosks have become a big generator
of revenue for supermarkets, and are a major source of foot traffic. Cash
withdrawals, account and traffic-fine payments, flight- and bus-ticket bookings,
money transfers and pension payouts are offered by supermarkets to draw
more customers into the store.
Customers often prefer to do all their
business in one place and the convenience
offered by checkout services and kiosks
would make the store with the best on
offer a firm favourite.

What is happening in the UK?
According to www.researchandmarkets.
com, the UK supermarket services industry
is currently going through a period of
unprecedented change. Falling food prices
and the price competition generated
by discount stores such as Aldi and Lidl
is changing the whole dynamics of the
market. Just a few years ago the growth of
supermarket giants seemed unstoppable,
but now the major chains are finding it
difficult to maintain sales, profits and
market share.
Against this background, the services
offered by the major chains have
performed relatively well and the income
generated by these services between
is estimated to have outperformed the
supermarket sector as a whole. The
non-core services provided by leading
supermarkets include banking and
financial services, restaurant and catering
services, telecommunication services,
travel bookings, account payments and
healthcare services, such as pharmacies,
optical services and dental services.

The changing dynamics of UK
supermarkets is reflected in new store
openings and closures. For instance, at
the start of 2015, Tesco announced that
it was to close 43 stores across its UK
business and cancelled plans to open a
further 49 stores. Meanwhile, Sainsbury’s
has cancelled plans to open 40 new stores,
while in September 2015, Morrisons
announced that it would close 11 of its
stores as part of cost-cutting measures.
ASDA has similarly announced that it
is scrapping its investment in click-andcollect sites and slowing down its London
expansion in a bid to rejuvenate its existing
stores. However, in contrast to this activity,
the discounters Lidl and Aldi both plan to
significantly expand their store networks
over the next five years.
Some of the non-core services that the
supermarket majors moved into during the
boom days are now being closed down or
sold off, in part to help pay off the high
levels of debt incurred when the chains
were pursuing ambitious expansion plans.
Tesco, for example, has sold its broadband
business and pay-per-view movie service.
Similarly, Sainsbury’s has also already sold
off its chain of in-store pharmacies, while
ASDA is selling off some off its non-core
businesses in order to focus on its core
grocery market.

The Cooperative Group, which has
reported severe financial problems, has
also sold off its chain of almost 800
pharmacies. Over the next five years, the
number of non-core services offered by
the supermarket majors is expected to be
affected by the wider changes affecting
the supermarkets industry overall. Falls in
the numbers of shoppers visiting the major
supermarkets, for example, could well
depress demand for some of the services
offered by the chains and the selling off
or closure of other non-core businesses
will similarly reduce the range of services
available to customers. As a result of these
factors, the value of supermarket services
is expected to demonstrate modest growth
up to 2020.

What is happening
in South Africa?
In South Africa all the major supermarket
groups offer a wide range of checkout
services.
Checkers and Shoprite offers money
transfers, insurance, a payment option for
municipal accounts, prepaid electricity,
cellphone airtime, account payments,
bookings through Computicket, bus and
airline tickets, national lottery tickets,
money transfers and cash withdrawals.
In 1998, with a vision of bringing a
comprehensive range of financial services
and products to supermarket customers, it
launched a dedicated service counter called
“Money Market”.
Pick n Pay also offers a similar range
of services. Customers can buy a
comprehensive range of phone cards such
as MTN, Vodacom, Cell C and Telkom,
postage stamps, game scratch cards, travel
SUPERMARKET & RETAILER, APRIL 2018
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sales opportunities as well. Placing kiosks in
strategic places can attract more customers
and build greater brand identity. The
benefits include:

1.

Improve the customer
buying experience

Kiosks provide customers with detailed
information about the products and
services offered by the store. Kiosks are
easily accessed by customers for inquiries
such as product pricing, availability and
feature comparison, promoting loyalty
among consumers.

2.
tickets and tickets to events. Additionally,
more than 200 different third-party
accounts can be paid, including accounts
of 80 different municipalities nation-wide.
Pick n Pay also offers a courier service to
any destination in South Africa.
Spar provides payment options for traffic
fines, prepaid airtime, data bundles and
electricity – as well as a Payzone to make
payments while grocery shopping.
It also sells UniPIN vouchers for pre-paid
electricity, which can be bought even if
systems are off line, and are activated using
your cell phone.
Customers can also load their social
grants onto a card and draw cash, pay for
groceries and find out how much money
they have left to spend. These transactions
are all free of charge.

The services also expand and new
innovations are constantly entering the
market.

Five benefits of using retail
kiosk applications
For any retail company looking to expand,
or for a small enterprise that is just getting
started, retail kiosks offer convenience
and benefits that help in the growth of a
successful retail business.
The use of kiosks in a retail setting is
gaining popularity in the global market as
competing companies are adapting the
strategy of using kiosks to increase revenue.
Retail kiosks provide many benefits to
enhance a company’s retail revenue.
They allow you to reach out to more
customers, and also increase revenue and

Increase customer base

By placing kiosks at strategic locations, a
retailer can reach more customers without
a costly investment in additional brickand- mortar space. Revenue opportunities
increase by expanding the customer base,
with the potential to sell more products.

3.

Reduce the cost of business

A company using a retail kiosk strategy is
able to offer more services at a lower cost.
Because information kiosks can provide
the consumer with answers to many of
their buying questions,it allows a store
to focus their labour costs on sales
professionals that can help to increase
the total sales volume for the retailer.
In addition, by streamlining the total
number of employees needed to service
their customers, a retailer can also cut back
on costly managerial resources as
fewer total employees require less total
management.

checkout & LOYALTY

4.

Gain efficiency through
diverse applications

Interactive kiosks are expandable and offer
the ability to streamline many aspects
of the retail business that require human
interaction.
These applications include accepting job
applications, processing credit applications,
managing gift registries and selling gift
cards. By providing these services through
an on-demand electronic interface, the
consumer is able to do multiple tasks in
a single multi-function kiosk. This efficient
user experience gives high customer
satisfaction.

5.

Boosts job satisfaction

Because retail kiosks can handle many of
the customer inquiries that are not directly
related to sales, the retailer’s employees
will be able to focus more of their efforts
on increasing sales, which will generate
more revenue for both the store and the
sales associate. This increase in revenue
will boost employee morale as employees
will typically see an improvement in the
company bottom line reflected in their own
increase in compensation.

Do you have a loyalty
programme in your store?
By Hippo Zourides

The results of the 2017 Truth Loyalty Whitepaper produced by
BrandMapp, a comprehensive annual report of the loyalty habits
of over 28 000 adults (gross monthly household income of
R10 000 or more) show an increase in the use of loyalty cards
by South African shoppers.
Up to 79% of persons interviewed use a loyalty card and Clicks appears to be the favourite
with an average of 67%, followed by Pick n Pay (66%) and Dischem (44%). Overall loyalty
usage has increased by 8% as compared to 2016.
Clicks has reported that 76% of its customers buy in-store by using the Clicks Clubcard
(a total 4,7 million cardholders.) The Clicks success has been aided by the switch from paper
vouchers to electronic points on the card which are redeemed at the pay point.
Other interesting points that emerged from this research include (percentage of sample):
Usage by men

74%

+ 5% on previous year

Usage by women

84%

+11%

Usage of points to save

90%

See infographics overleaf for more details
There is no debate that a loyalty card is a necessary tool in the armoury of the modern
retailer. The question is affordability.
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Offering a complete service from the computer generated design of our
products, to the manufacture of the individual components, powder
coated assembly and delivery of a sensational finished product.

BROLEIGH INSTORE SOLUTIONS

Bruce Leighton
+27 82 652 5831
bruce@broleigh.co.za

Nigel Leighton
+27 76 381 1130
nigel@broleigh.co.za

Checkout Counters & Accessories • Impulse Units & Queuing Systems • Kiosks & High Value Counters • Standard &
Bulk Gondolas • Fruit & Veg • Bakery and Confectionery Solutions • Deli & Food Prep • Magazine & Flower Stands •
Racking & Shelving • Project Management & Store Design
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storewatch

First opened in 1978, this Durban North hypermarket
has been updated a number of times, but the latest
transformation to follow Pick n Pay’s revitalisation
programme, Next Generation or NextGen for short, has
captivated the attention of Durban’s shopping public.
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By Hippo Zourides

External view
of the Pick n Pay
Durban North Hyper
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Relaunched at the end of November 2017, the new layout of Pick n Pay NextGen
Hyper by the Sea is characterised by a great flow and wide open spaces that make
shopping a pleasure.
“My loyal customers bore the brunt of the revamp over a period of six months, but now
their shopping trip is a pleasure,” says GM Kevin Goosen. This was evident during a visit
to the store, where Goosen was continuously talking to his customers and ensuring their
shopping trip was turned into a pleasurable event.
Although the Hyper has retained its 10 000m2 selling floor space, the new layout has
given it a major boost and clients can look forward to exciting new ideas as they travel
the store. By the way, this Hyper and the one in Boksburg, Gauteng, were pioneers in
supplying customers with special needs an electric wheelchair and it was great to see
that this facility is well used by such customers.

A Wimpy is located near the one entrance and is run by an
independent franchisee. The forecourt is used for promotional purposes
– here, Incredible India had the prime spot

Customers can, with assistance if necessary, squeeze their own fresh
juice and bottle it in store
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Taster stands
are dotted all
around the store.
Test the product and
remember to buy
a related product
at the same
time

storewatch

The
Mugg and Bean
coffee shop has been
allocated an entrance
position that makes is
very convenient for
customers

The Hyper has reduced
its till points to 38
and is able to cope
with rush hour
very well

SUPERMARKET & RETAILER, APRIL 2018

|

21

STOREWATCH
Specialty areas
Every service department has been amplified and modernised to meet researched
customer expectations. Whether it is the butchery (with its huge range of meats), the
bakery (with new artisanal breads on display), the cheese bar (with a wider range now
available) or the fish section (with new expanded ranges now available), every one
of these areas has benefitted from the revamp and the consumer can now find extra
offers in these areas served by well-trained personnel.
Customers can also enjoy experiential shopping in areas such as the curry spice bar
or the olive selection area or have their favourite fruit juiced on site or even enjoy
a new vegetarian deli. Taster stands are dotted all over and many new products are
promoted this way.
Although there is a comprehensive liquor store outside the checkouts, a large wine
section has been incorporated into the Hyper sales floor for convenient shopping.

You are for cheese? This corner of the store
will give enough choices for a lifetime

Prepared meals are a hit with consumers at any time of the day
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Even though
there is a fully
fledged bottle store
outside the checkouts,
customers will find
a huge selection of
wines in store

A new
addition
to the store is the
wide range of local
and important olives
Curry-loving customers
will find all the spice
and herb ingredients
required for a great
tasting meal
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Artisanal breads are available over and above
the usual prepacked sliced breads

The multimedia area takes pride of place
in the store and the range of products on
display is enticing

Scrumptious delights tempt customers at the bakery counter

The Hyper was the first to introduce motorised wheelchairs
for customers requiring this type of transport

The serviced fresh-fish section is
complemented by a self-service area
with prepacks on sale

storewatch

This “silent
salesman” allows
a customer to make
comparisons between
various electronic
products before
making their
purchase choice

The liquor store is located outside the checkouts
and has been doubled in size since the revamp

The fresh-meat area
has been expanded
substantially and
customers are spoilt
for choice, from cutto-size and prepacks
to vacuum-packed
aged meat.
“Grab and Go” is the name of the convenience fridge

A keen gardener can find all his/her
needs in one area within the Hyper
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General merchandise (GMD)
Always known for its range of non-food
items, the Hyper has been fitted with
a number of new tools to improve the
shopping experience of this very important
category.
For the first time in the history of Pick
n Pay, sales people in the GMD area have
been incentivised and the results are there
to be seen.
Knowledgeable staff approach customers
in this area and offer expert advice.
Should a staff member not be available
immediately, customers can get a great
deal of information on specially designed
talking signs or use an electronic “silent
salesman” system where they can find
useful comparisons between various
electronic and other products with one
touch.
A number of alcoves have been
incorporated into the design to create a
shop-within-a shop. The two that stands
out are the multimedia and gardening
sections. Free deliveries on large items are
offered within a 30km radius of the Hyper.
An electronic surveillance system
(EAS) keeps the customers honest, but
its presence has been camouflaged
by advertising banners that cover the
antennae.

A special display in the liquor store affords the
opportunity to display some premium brands

The general-merchandise area of the Hyper is comprehensive, spacious
and with many displays manned by trained, incentivised sales people

This low-profile magazine rack is ideally located at the end of the shopping trip to act as in impulse sales point
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The space
allocated to traffic
flow has improved
dramatically in the
new Hyper layout

Many bulk displays dotted around the store
convey the value-for-money image of the Hyper

The clothing area has been increased in space
and is located at the front of the store

Bulk displays are evident in many parts of the store.
The EAS antennae have been camouflaged with
advertising messages

Many bulk displays dotted around the store
convey the value-for-money image of the Hyper
SUPERMARKET & RETAILER, APRIL 2018
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Beauty and health
The health and beauty section has been
re-laid into logical shopping patterns
and the pharmacy and primary care
clinic (which were previously outside the
checkout area) is now part of this area with
its improved vitamin and sport-nutrition
displays.
Nearby a live-well section boasts all the
appropriate products for a healthy diet.

The health and beauty area is characterised by lower
shelves in the middle and high shelves on the periphery

The pharmacy is located on the Hyper sales floor and
customers can shop while their script is being filled

The pharmacy area includes a clinic manned by a
nursing sister who conducts all primary care procedures

In the live-well section, customers can find all their health-related foods in one place
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Upright fridges have see-through doors that saves energy,
but do not detract from the shopping experience

Energy efficiency
The Hyper’s refrigeration has been completely replaced by the NextGen choice of
fridges imported for Italy. These fridges are highly efficient in terms of energy saving,
while delivering a beautiful presentation to the shopper.
Doors and covers on fridges assist with the energy saving, while additional LED
lighting has increased the product presentation, which is ably assisted by the natural
light panels on its roof.

The promotion to reward
customers with cooking pots and
pans when submitting a number
of coupons has been a huge success

Promotional activity
We counted eight different leaflets on display at the time of our visit. The Hyper shopper
is constantly reminded that there is real value for money in every corner of the building,
be it in groceries, general merchandise, clothing or health and beauty or the pharmacy.
There is no department that escapes the promotional drive of the Hyper team and
customers are reminded about it by the plethora of leaflets on display, plus huge piles of
merchandise well ticketed and very accessible.
A very successful promotion ends on July 8, whereby customers can swop various
cooking pots and pans with a number of coupons earned based on their shopping spend.
Another successful promotion is the “Buy for R100” programme that appeals to the
customers wanting to save on specific product ranges. And the latest new customers for
the Hyper are the many spaza shopkeepers who have been addressed by Pick n Pay with
great offers.
Every supermarket requires a revamp every five or so years. Pick n Pay has ensured
that the new concept will live for a longer period and we look forward to various tweaks
appeared over the years to keep the Hypers relevant to the South African shopper.

One of the alcoves, or shop-within-a-shop areas, is dedicated
to promotional activity and bargain hunters can find
many special offers displayed together in this space

The multimedia area takes pride
of place in the store and the range
of products on display is enticing

A small sample of the plethora of advertising
available at the Hyper on any given day

ALL THINGS DIGITAL

A digital
love affair
Gen Z (born between 1998 and 2016)
live and breath mobile communication.
They would find it difficult to live their
lives without a mobile phone.
Can you remember life before smartphones
or feature phones? Just six years ago
there was a great debate about whether
smartphones would be adopted in
significant numbers because of their cost.
Most of the commentators had forgotten
Moore’s law “twice as must power for
half the price every 18 months or so”.
I think the last figure I saw was 19 million
smartphones in South Africa.
The point of all this is that the adoption
of new technologies – AI, IoT, Blockchain,
augmented reality, voice recognition –
will happen much faster and they will
transform personal lives and revolutionise
business communications and practices.
You need to be prepared mentally and
physically for rapid change, keep yourself
informed by reading articles by reputable
authorities and take part in as many thinktanks as possible. Be seen as the person
who is willing to grab opportunity.
The new technologies will enable
consumers/shoppers to check everything
from their mobile phone. With AI they can
see the product in their home.
What will all this mean to retail
business? The swing to online retail will
accentuate, as it has done in the UK.

Retailers will be under enormous price
pressures as more and more of their
customers switch to online. This implies
less retail outlets, and retailers increasing
private label to protect their profitability.
Then brands fighting to preserve market
share will accentuate their interest and
activities in online retail with existing
brands or new ones.
AI in particular will inculcate everything
and right away start managing data very
intelligently to facilitate personalised
marketing. Digital marketing is gaining
market share from traditional marketing
already and this trend will increase.
Mass media is in long-term decline,
but it won’t disappear. It will omplement
electronic media, but much more astute
positioning and content management will

be required. Big agencies have relied on big
account spends with television and print
media. They will have to radically change
their business models and the bad news for
them is that many major clients want their
digital marketing done inhouse because
it is so instant. He who reacts fastest or
predicts smarter gets the business.
Back to Gen Z. They don’t trust
advertising, they don’t particularly like
print media, they do like TV, but they are
trying to squeeze it in, along with all the
other mobile-entertainment services.
Most importantly they are likely to be
willing to acquire new skills and to adopt
new services much faster than the older
generation.
My message is: remain very young at
heart, be very informed and be prepared to
adopt new product
offerings and practices
very quickly.
Above all, abandon
the silo mentality
whereby companies
traditionally allocate
responsibilities by
departments. The
new world is total
integration, everybody
knows everything.
Terry Murphy, Publisher,
Marketing Mix. For
more information about
Shopper Path to Purchase
conference, go to www.
marketingmixconferences.
co.za or send an email to
terrym@systems.co.za.
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HOME CARE
What we think
What’s behind a brand matters.
Transparency presents an opportunity
for companies to engage consumers by
addressing ingredient safety, but this is
also an opportunity to build trust with
the stories behind brands, ingredients and
companies.
Real hero ingredients appeal to needs/
wants rather than fears. Emphasizing what’s
inside, in addition to not gives consumers
something to look for, not just something
to avoid.
Transparency makes safety more sciencebased. Brands should think of transparency
as a way to educate consumers on the
nuance of ingredient safety. This will reduce
the need to pander to misconception.

HomeBiome

The latest in home care

Probiotic home care will evolve based on
the recognition that bacteria should not
always be destroyed.

By Jamie Rosenberg, Mintel

Why it’s important now

Mintel researcher outlines the two major trends set to impact the global
home care industry this year and in the years to come.

■ 69% of British consumers believe that
exposure to some germs is healthy.

From green to natural
As consumers see higher ingredient
disclosure in the food, beauty and personal
care categories, they will expect the same
from household brands. Transparency
will move beyond regulations to become
an opportunity to grow consumer
engagement and loyalty.

Why it’s important now
■ 82% of Spanish surface cleaner users
think brands should make it clearer how
safe their ingredients are.
■ 77% of US pest control users say they
are concerned about the chemicals used
in these products.
■ 65% of Chinese dish detergent buyers
say it’s worth paying more for natural
products.

What’s next?
Full disclosure beyond ingredient lists.
Brands are building trust by discussing
controversial ingredients. SC Johnson’s
What’s Inside programme discusses
ingredients and their function, but also
talks about negative health effects to put
the risk in context.
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Green brands need ethical parent
companies. More green, niche brands
are being bought by global parent
companies. As consumers are researching
all stakeholders, parent companies need
to ensure that they meet the same ethical
criteria and transparency is one way of
achieving this.
Retailers mandate next-generation
transparency. Target is moving beyond
disclosure, with full visibility to chemicals
starting with cleaning, baby, beauty
& personal care products.
The retailer is working with suppliers to
root out certain chemicals and has invested
$5 million in green chemistry research
2017–2022.
Private labels are pursuing proof of
provenance. Waitrose is the only UK
supermarket to guarantee that all its dairy
cows have access to grazing. To prove this,
it streams footage from its dairy farm. This
helps consumers connect with the origins
of their food and drink.
Ethics positioning. The home care category
lags beauty and food and drink in launches’
with a human-based ethics story. Fair trade
is an example of highly recognised souring
ethics that build trust.

■ 57% of US parents are concerned that
disinfectants destroy good bacteria
■ 64% of French consumers would pay
more for products that clean with good
bacteria.

What’s next?
Cross-category appeal for probiotics.
Home care can be complementary to
skincare, extending probiotics beyond the
hospitable ecosystem, with a more holistic,
cross-category approach. Burt’s Bees
launched a line of probiotic protein shakes
called Protein + Gut Health with Probiotics,
signaling that the brand is going after
a more holistic positioning, and suggests
potential in home care to round out the
cross-category offering.
Probiotics in air care and pest control.
A new generation of probiotic products
including odour neutralisers and bed
purifying sprays featuring probiotic
technology is emerging. Probio odour
Spray+ from South Africa contains millions
of powerful live and active microbes,
antioxidants and enzymes to neutralize
odours and can be sprayed directly onto
surfaces and is free from hazardous
ingredients.

HOME CARE
Seeking secondary benefits. Probiotic
toilet paper could lessen the flushable
moist wipe controversy. Abco says its
toilet paper reduces odours and cleans
pipes, sewage and septic systems with the
probiotic activated in water.

Redefining healthy cleaning. Consumers
will be receptive to new product platforms
that change the definition of a clean
home and a healthy home. There is an
opportunity to re-position probiotic
products as next-generation disinfecting

products that use a more preventive means
of controlling germs.
Lessons from supplements and skincare.
Prebiotics have so far been ignored by
probiotic household brands. They can keep
cultures alive for more beneficial plumbing
maintenance, but ultimately will have
potential to maintain a home’s microflora.

What we think
Creating a symbiotic relationship is key.
Home care brands have an opportunity
to develop a stronger health and wellness
stance with products that compliment
probiotic investments in diet and skincare.
Focus on prevention vs. treatment.
Probiotics represent an opportunity to
change the consumer mindset from treat
ment to prevention of dirt, germs and odour.
Position probiotics as the new
antibacterial. Probiotics are both a
threat and an opportunity, but there is an
opportunity to compliment germ killing
with germ cultivation.
Jamie Rosenberg is a global household &
personal care analyst at Mintel, exploring trends
and new business opportunities in household,
beauty and personal care categories.
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ON PROMOTION

The proof of the pudding
is in the eating

This one is for the Dads
Father’s Day is celebrated worldwide to recognise the contribution that fathers and
father figures make to the lives of children. Although it is celebrated on a variety of
dates worldwide, many countries observe this day on the third Sunday in June.
The nuclear family is no more. Family
dynamics are changing with each decade
and this is reflected in the increasing range
of relationships celebrated on Father’s Day.
Think stepparents, in-laws, relatives, friends,
partners and more.
In most households Father’s Day is
celebrated with a nice meal and, of course,
gifts. So be ready with novel gift ideas for
young customers. And something special
for the lunch table.
With these holidays traditionally being
filled with sentiment, nostalgia and
emotional ties, many grocers are putting
out the typical displays of flowers, gift
cards and greeting cards for the masses to
quickly pick through on the way to check
out. If you are churning out what other
grocers are churning out, why would a
consumer pick your store over another for
their needs?
While flowers and greeting cards
are classic gifts, share ideas with your
customers that are more personal. Use
social media channels to create and share
content that weaves products found
in your stores into recipes for at-home
celebrations.
For presents, kids make what they can
when they are younger (read: macaroni
necklaces, construction paper cards),
but parents love and cherish these gifts
even years later. Cash in on this nostalgic
aspect by publishing content that
demonstratesgifts that can be made at
home by people of all ages using products
from your store.
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Give shoppers what they want:
uncommon gift suggestions shared via
social media and blogs, like a “Superhero
Care Package”.
Consumers won’t respond to a flashy
Father’s Day advertisement that has little
to do with them or what they need. If
your content helps the gift-giving and
celebration process become easier and
more personalised for consumers, they will
remember that when it comes to time to
pick a store and pull out their wallet.

National Chocolate Pudding Day is
observed each year on 26 June. Yes, sadly
it happens only once a year. Chocolate
pudding is usually made with milk and
sugar, flavoured with chocolate and vanilla,
then thickened with our or cornstarch.
Some recipes do use eggs. So be on
standby with recipes and ingredients
when your customers come calling. Some
customers would prefer ready-made
versions of the old favourite, so don’t be
caught by surprise on this holy day for
chocolate lovers.

Fish makes you clever
All you have to do for International Sushi
Day is eat sushi! Popularised via Facebook
in 2009, it is a testament of the power of
social media to create and foster cultural
movements. Many of your customers
would want to make their own sushi, so
make sure that you are on hand with
all the ingredients and some advice and
recipes for first-time sushi-makers.

JUNE 2018
Promotional Calendar
Men’s Health Month – CANSA
Youth month

Eat your
veggies!
Five portions a day? Seven? Ten?
Nutritionists agree that when it comes
to fresh fruit and vegetables, most of us are
just not getting enough.
People are encouraged to make a change
on Fresh Veggies Day and invite family,
friends and neighbours for a fun and meatfree feast.
Originally, Fresh Veggies Day was
celebrated in early summer, when the
tastiest new-season vegetables started to
become plentiful. This is an ideal day to
showcase the freshest fruit and vegetables
and supply exciting recipes to go with it.

1 June
International
Children’s Day
World Milk Day
3 June
Egg Day
Doughnut Day

Herbs & Spices Day
16 June
Public Holiday: Youth
Day
Fresh Veggies Day

4 June
Cheese Day

17 June
Father’s Day
International Chenin
Blanc Day

7 June
Chocolate Ice
Cream Day

18 June
International Sushi
Day

8 June
Jam-Filled
Doughnut Day

22 June
Chocolate Éclair Day

10 June
Iced Tea Day

26 June
Chocolate Pudding
Day

TOMBAKE CAN HELP YOU
KEEP UP WITH TECHNOLOGY
Take
advantage
of the new

Touch
Screen
Control

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
Startup kWh Usage

20
10

Ovens

36% less usage
during start-up

Idle AVG kW Demand
2

Old
TSC

kW Demand
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30

0

15
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40

Bake Cycle kWh Usage

10

5

0

TSC

1

0

Ovens

46% less usage
during baking cycle

Old

Ovens

95% less usage
during idle time

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

info@tombake.co.za

Website: www.tombake.co.za

CAPE TOWN (HEAD OFFICE): c/o Iscor and Oop Street, Bellville South. Tel: 021 951 2401 | Fax: 021 951 2358
GAUTENG: Jan Smuts Park, Unit 2, Jones Street, Jet Park, Johannesburg. Tel: 011 397 6061 | Fax: 011 397 6275
KWAZULU-NATAL: Unit 5, Heron Park, 80 Corobrick Road, Riverhorse Valley, Tel: 031 569 1517 | Fax: 031 569 1477

RECYCLING

Twenty tonnes of plastic heading to Gauteng for recycling.

Woolies to the rescue
A couple of months ago when Day Zero
looked like a harsh reality, Capetonians
stocked up on bottled water.
Now with Day Zero being pushed out to
next year, all this bottled water is being

consumed and the plastic bottles discarded,
creating above normal plastic waste.
A high percentage of this plastic is being
sent to recyclers resulting in Cape Town
plastic-recycling facilities reaching full

capacity. Rather than redirect this plastic
to landfills, Woolworths has sponsored the
transport of 500 000 plastic bottles to a
Gauteng recycling facility.
“With increased bottled-water sales
in the Cape Town area, we realised that
this would put additional pressure on
local recycling facilities. The South African
National Bottle Water Association and
the PET Recycling Company (PETCO)
confirmed this and approached us for
assistance.
We didn’t want these bottles to be
redirected to landfills or end up on our
streets, so we offered to cover the costs
to transport these bottles to be recycled
at Extrupet in Gauteng,” says Feroz Koor,
Woolworths Holdings Group head of
sustainability.
“We welcome this support from
Woolworths as 500 000 plastic bottles
equates to approximately 20 tonnes of
plastic that has arrived at our Gauteng
facility for processing and recycling back
into Woolworths food packaging,“ says
Chandru Wadhwani, joint managing
director for Extrupet and PETCO board
member.

TRADE DEVELOPMENT
FORUM
70+ EXPERT SPEAKERS
3 DAY PROGRAMME

NEW FEATURES

BUSINESS ADVICE CLINIC
MEET THE BUYER
LIVE PRODUCT PITCH
RETAIL SOLUTIONS
JOBS LIVE

Co – Located with:

350+ EXHIBITORS

Organised by:

FROM OVER 36 COUNTRIES

Johannesburg | 24 - 26 June 2018 | South Africa

AFRICA’S LARGEST INTERNATIONAL PRODUCT & TRADE EXPO
REGISTER NOW FOR FREE ENTRY! www.saitexafrica.com
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DIARY
National
6 June
Midrand

Frigair Exhibition
The Frigair Expo is Africa’s only dedicated heating, cooling, ventilation, refrigeration and energy
exhibition. It showcases the role played by the HEVAC&R industry and the rapidly developing
technology in eco-friendly efficiency. A conference and training workshops forms part of the
exhibition.

7 June
Sandton

Segmenting Multicultural Millennials SA
Target millennial engagement is all about appreciating the key influences impacting opinion and
preference. Speakers will demonstrate their insights into influencing specific segments and how they
customise their offerings, communications and the content.

8 June
Johannesburg

Fire & Feast Meat Festival
Visitors to the Fire & Feast Meat Festival can expect to learn interesting new ways to prepare meat
from leading butchers with some of the country’s best chefs on hand to demonstrate cooking
techniques.

10 June
Cape Town

SAPICS Conference & Exhibition
Annually, professionals with a passion for supply chain management meet at the SAPICS Conference
to discuss topics and explore resources relevant to the supply chain profession and benefit from
valuable networking opportunities.

13 June
Cape Town
15 June
Sandton

Old Mutual Trophy Wine Show Public Tasting
Taste South Africa’s top wines as judged at this year’s Old Mutual Trophy Wine Show. Usually at least
100 in number, tasting wines are all silver, gold or trophy medal winners which have excelled in the
Old Mutual Trophy Wine Show judging. All wines are available to buy at the tasting at show prices and
light meals and refreshments are also on sale.

20 June
Sandton

Securex South Africa
Securex South Africa’ is Africa’s leading security and fire protection focused trade exhibition.

21 June
Cape Town

Best of Global Digital Marketing
The full day conference is based on the most successful recent digital marketing case studies from
all around the World. All case studies are covered in depth, with examples of creative work, video
interviews with clients and their agencies.

24 June
Johannesburg

SAITEX
Whether it’s consumer electronics or appliances, homeware, DIY or garden, giftware, jewellery, auto,
tooling, fashion or household products, SAITEX is the event for you. It gives you direct access to
hundreds of manufacturers and suppliers showcasing thousands of products and brands from across
the globe.

24 June
Johannesburg

Africa’s Big 7
Africa’s Big 7 is the continent’s premier annual meeting place for the food and drink industry, where
buyers and distributors from across this diverse and booming market come to source new ingredients,
finished products, processing, packaging and logistics solutions.

26 June
Kyalami

Franchise Business Festival
Owned and managed by FASA, the Franchise Business Festival offers a platform not only for business
and franchise opportunities, but also showcases the lifestyle aspect of the many sectors that make up
franchising – with activities, interaction, competitions, food and entertainment.

International
7 June
Lusaka

Sign Africa Zambia
Sign Africa 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.
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