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Lighting the way forward
When load shedding first raised its ugly head back in 2008 it 

was like an intermittent plague. It now threatens to become 

a more regular feature of life. 

At the same time the cost of electricity has moved from nothing to worry 

about to the number three and even the number two cost item for stores. 

For some, the cost of electricity is now a make or break item. The 25.3% 

tariff increase Eskom is now pressing for will not help either.

Today, stores that went out and bought a standby generator just big 

enough to cover the refrigeration and the tills, face another problem. 

Without a fully lit and functional store, each load shedding episode loses 

sales and customers to stores that are. That’s not all. They also disrupt 

shopping patterns. Shoppers not only change where they shop in response 

to load shedding but also when they shop, making it more difficult to plan 

getting the right amount of the right stock into stores at the right time.

This radically changed paradigm requires a rethink around the use and 

provision of electricity. Stores need to invest in technology that lowers 

their use of electricity to stay profitable and to help enable them to run a 

fully functional store during load shedding. You’ll find useful insights in our 

Energy Savvy story in this issue.

While issues around load shedding are relatively new concerns for 

retailers, cleanliness has always been critical. Just consider the large 

amount of stored food in a store, both visible to the customer and that 

placed in storage. Maintaining industry cleaning standards can be a real 

challenge. The number of feet through stores can be huge. But, then 

consider customers’ expectations around store cleanliness: They are more 

likely to revisit a store that is noticeably clean and hygienic. This makes 

store cleanliness a fiercely competitive issue, with supermarkets needing 

to work hard at it to gain, and then keep, market share. Revisit the way you 

tackle cleanliness and store hygiene to create a lasting impression in our 

Cleaning & Hygiene feature in this issue.

Then, there’s another way of looking at your customers. They can be 

seen as your capital! To protect and build it, one needs to create top 

customer experiences. Amidst all the stupidity that goes on in the world 

today, customers seek a small oasis where they can be sure that something 

will go right and make them feel good about being alive again. On top of 

being desperately short of money and time, customers feel alienated, alone 

and neglected, overwhelmed by the too many choices of what essentially 

are the same bland and boring products and services, and they think that 

they are surrounded by morons. There is a massive trust deficit, and this 

translates into poor profits. Most businesses are so focused on making 

the next quarter’s profit goals that they forget how easy it could be to 

put a smile on their customer’s faces – and reap the rewards of that. It’s 

not as hard as you think to create a personal, memorable and emotional 

experience. Our Delight Your Customers regular column by Aki Kalliatakis 

shares some top tips about how to go about it and answers questions 

about: Where can you start, what can you do? And, what works best?

We hope this issue of Supermarket & Retailer helps light your way 

forward. Enjoy the read.

Steve Maister
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New breakfast biscuits

Bakers has developed a new category in 

the biscuit market! To cater for the time-

strapped consumer and customers’ busy 

lifestyles, the Bakersman has created a new 

Breakfast Biscuit. Good Morning Breakfast 

Biscuits are an on-the-go solution to 

provide that all-important morning fuel. 

Packed with energy and a good source 

of fibre, the biscuits are made with four 

cereals – wheat, barley, oats and rye. With 6 

x 50g (four biscuits in each 50g mini-pack) 

stay-fresh sachets in each pack, they are 

great for breakfast eaten ‘on the run’ or to 

pop into lunchboxes for an anytime snack.

Mini shortbread biscuits

Biscotti Biscuits introduces their Mini 

Delights – shortbread cookies in a mini 

form. The mini delights are available in 

three variants – All Butter Shortbread, 

Candy and Choc Chip. Each 50g pack 

should retail for around R5.00.

New snack mix

Betech International’s new Soleo Snack Mix 

is a pretzel and cracker mix with salt. Fresh, 

crispy and delicious, the snack mix comes 

in a choice of two sizes – 200g and 500g.

Home-cooked veggies 
Nuveg has 

launched a 

selection of 

pre-cooked, pre-

seasoned South 

African home-

style vegetables 

in individual 

portions. Prepared from 

scratch according to traditional South 

African recipes, using only the freshest 

ingredients, the dishes contain no added 

MSG and no powdered milk nor cheese. 

Convenient and nutritious, the range 

includes favourites from creamed spinach 

and broccoli to sweet potato, cauliflower  

in cheese sauce, butternut and cinnamon 

and the classic potato bake. Nuveg also 

offers the convenience of four individual 

servings in a multipack format – including 

a variety pack consisting of four different 

veggies. Ideal for busy parents, or those 

preparing meals for one, the dishes 

take just three minutes from freezer to 

microwave to plate. 

CoCos-Pure coconut water

CoCos-Pure is the ultimate refreshing and 

thirst-quenching drink made with 100% 

pure coconut water. Available in three 

flavours – Original, Original with pulp, 

Mango or Pineapple. There are no additives 

(water or sugar), no preservatives or filler. 

CoCos-Pure is a good source of calcium, 

copper, magnesium, phosphorus and 

proteins. The energising natural beverage  

is gluten, fat, and cholesterol-free. It’s 

also an antioxidant that helps regulate 

intestinal functionality, and contains twice 

as much potassium as a banana.

Fruitree adds a tropical twist
Fruitree has added an interesting new 

blend, Guava and Banana to their existing 

range. The distinctive flavour combination 

delivers on the thick and fruity taste that 

the Fruitree brand is known for. The exotic

fruit medley 

contains no 

preservatives 

and has a high 

concen tration of 

vitamin C. With 

a shelf life of  

12 months, it  

is available in 

a 350ml glass bottle or a 1l Tetra Pak.

Southern Ice Tea  
with a healthy twist 

Southern 

Ice Tea is 

made from 

rooibos tea 

leaves and 

fresh fruits, 

and is  

a source 

of antioxidants. Available in four flavours 

– Apple, Lemon, Strawberry and Peach, it 

contains no colorants and no preservatives. 

New Purity fruity  
flavoured water

Purity introduces a flavoured water with  

a splash of real fruit for children from 6-36 

months in a convenient ready-to-drink 

format. The flavoured water is preservative 

free and has no artificial flavours or colours. 

There is no need to dilute new Purity Fruity 

Splash, and it is available in three flavours – 

Strawberry, Apple and Litchi.

New Zang chocolate  
gives you a lift

Zang, a new caffeinated chocolate bar, 

is designed as a pick-me-up which has 

an espresso-like kick to give that extra 

bit of a boost. The coffee and chocolate 

combination results in a 45% cocoa mass 

milk chocolate with a great taste.
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prevent cirrhosis of the 

liver. Each capsule also 

contains Choline Anhy-

drous, Betaine Bitartrate, 

and Alpha Lipoic Acid, 

and is made from pure, 

raw materials and 

contain FoodMatrix™ 

(plant protein & mixed carotenoids) which 

is unique to its range. Each pack contains 

60 capsules.

Hydrating skin care

Mongongo Hydrating Mousse Oil from 

Marple Skin care is made from Mongongo 

Nut Oil, which offers unique protection 

from UV rays, is high in Vitamin EE, and 

increases hydration in both normal and dry 

skin. It reduces inflammation and redness, 

and is effective in restructuring and 

regenerative processes of the epidermis. 

Other benefits of the Mongongo Oil Range 

are that it softens skin and moisturises, 

combats acne, improves skin elasticity, 

keeps skin supple and youthful, improves 

penetration of antioxidants, alleviates 

dry, scaly and flaky skin, improves cell 

regeneration, and is ideal to use on eczema 

or sensitive skin.

Gentle-on-the-hands sanitiser
Pharma 

Marketing 

Inter national’s 

Hand Sanitiser 

offers an 8-hour 

germ protection 

barrier. The 

fragrance-free, 

alcohol-free 

sanitiser kills 99.9% of germs, while still 

being gentle on the hands.

Temperature indicator label

Tempix introduces a temperature indicator 

label that shows if a product has been 

mishandled (cold-chain broken) from 

WHAT’S NEW?

Wafer ice cream cones

Mario’s Cones Conibarone introduces their 

ice cream wafer cones and cups. The sweet 

and crispy wafer cones have a shelf life of 

24 months, are completely preservative, 

enzyme, flavourant, trans fat and palm oil 

free, and are Kosher and Halaal certified.

Meet the new Fat Bastards 
in the pod
The well-loved, delicious, 

full-bodied range of 

wines, has two new Fat 

Bastards in the pod – a 

soft, rich and rounded 

ruby-coloured Merlot 

oozing ripe berries, and a 

salmon pink Pinot Noir 

Rosé, dry yet smooth 

and creamy and bursting 

with fruit.

Meister Club versatile 
marinade

Meister Club, known for superior quality 

products in the meat industry, have added 

new exciting flavours to their marinade and 

sauce range. Variants include Red wine and 

Rosemary, Smoked Jalapeno and Honey  

& Mustard marinade and sauces. A multi-

functional product, it can be used as a 

cook-in or pour-on sauce or marinade.

NRF ThistleVite
NRF ThistleVite is a nutritional supplement, 

which supports a healthy liver function 

by assisting in lipid metabolism and 

stimulation of the liver. It contains Alpha 

Lipoic Acid, which is a strong antioxidant, 

and Betaine Anhydrous, which may help to

supplier to store due to temperature abuse. 

The label ensures that products have 

been handled at the right temperature 

throughout the entire cold-chain process. 

The sensitive (to temperature) labels are 

unique and cost-effective, and are a good 

way to monitor and control wastage.

Collapsible crates

Plastic ideas brings you another space-

saving multipurpose storage solution. Their 

collapsible crates are made from strong, 

highly durable plastic, can fold flat and 

are stackable. The crates are quick and 

easy to open and close, and are easy to 

store. Available in a wide range of colours, 

all parts are easily interchangeable and 

available for purchase individually.

Fire inhibiting agent

Resotec Africa’s new Fireforce Fire 

Extinguisher has a fire-inhibiting agent 

for protection against fire. It prevents 

flame formation and is an outstanding 

fire defence. The agent is environmentally 

friendly, can be used on all cultivations, 

requires no service or maintenance, doesn’t 

expire and is SABS tested.
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May Day!
This year, Workers’ Day – or May Day as it is  

colloquially known around the world – falls 

on a Wednesday. It will be a little difficult 

for people to wangle a long week end out of 

that so you can be pretty sure that many 

of your customers will be doing one of two 

things: Shopping (and thus visiting your 

store anyway) or having friends or family 

around for a meal. Why not create a May 

Day meal special – either at your home 

meal replacement (HMR) counter or in a 

display for customers to make at home? 

You could also share a little of the history 

of Workers’ Day with your customers: 

International Workers’ Day is the 

commemoration of the 1886 Haymarket 

affair in Chicago when police killed dozens 

of workers demonstrating for an eight- 

hour workday. In South Africa, Worker’s  

Day also celebrates the role played by  

trade unions, the Communist Party and 

other labour movements in the struggle 

against Apartheid. 

1 FRiDAY 

Workers’ Day

3 SuNDAY 
Marathon: Comrades
4 MoNDAY 
Hospice Week
World Press Freedom Day
6 WEDNESDAY 
Burns Awareness Week
UN Global Road Safety Week
8 FRiDAY 
World Red Cross and Red Crescent 
Day
10 SuNDAY 
Mother’s Day
12 tuESDAY 
International Nurses’ Day
14 tHuRSDAY 
Christian Holy Day: Ascension Day
15 FRiDAY 
International Day of Families
23 SAtuRDAY 
Jewish Holy Day: Shavuot
24 SuNDAY 
Christian Holy Day: Pentecost
Tennis – French Open: Starts
25 MoNDAY 
Africa Day
Child Protection Week
28 tHuRSDAY 
International Hamburger Day

MAY 2015  
PRoMoTIoNAL 

CALENDAR

On promotion

 Fill up your Mother’s Day display with everything moms love – chocolate, champagne, bubble 
bath, chocolate, luxurious creams, flowers, and more chocolate!

Hamburger Day
It’s International Hamburger Day on the 

28th of May, so it may be a good idea to 

promote burgers in your HMR department. 

Advertise in the days leading up to the 

day, and be sure to include special offers 

like two burgers for the price of one. If you 

have the space, get your staff involved, and 

braai some burgers outside your store. The 

delicious wafting smell of braaied burger 

patties will get 

customers flocking 

to your 

store!

Mother’s Day, Sunday, 10 May
Ensure that your store is fully stocked 

with chocolates and flowers! In the days 

leading up to the 10th, as well as on the 

day, everyone will be looking for something 

to make their mom’s day special. Why not 

give your customers the option of creating 

their own special bouquet of flowers at 

your in-store flower counter? Generally, 

Mother’s Day also comes with cooking or 

at the very least, breakfast duty for the  

kids. Put up special offers on breakfast 

items and cater for the very lazy too 

by offering a takeaway family breakfast 

at your HMR counter. A Mother’s Day 

hamper would be a good idea as well. 

Lots of chocolate, bubble bath, a bottle 

of wine, biltong and a magazine will give 

all moms the opportunity to make that 

Sunday a well-deserved timeout. Or let 

customers create their own gift hamper, 

combining toiletries, chocolates and other 

novelty items. Place this service right 

next to the flower counter and you could 

get customers opting for both. Provide a 

selection of fun and heartfelt cards for this 

year’s offering 

to really 

cater for 

every son 

and 

daughter’s 

message. 



as potatoes for example. If you wake up 
at 4:00 a.m. and trot off to the market, 
you can buy muddy potatoes of all shapes 
and sizes for around R6 a kilo. But those 
same potatoes are cleaned nicely and put 
into a nice bag at your local retailer, and it 
doubles in price to R12 a kilo. If you further 
add value in a factory, and clean and peel 
the potatoes, cut them into nice shapes, 
par-cook them, freeze them and put them 
in a colourful bag sold at the same retailers, 
now they are three times the price at R36 
a kilo.

But you can take this even further: which 
are the most expensive potatoes in our 
country? Those 300g bags of delicious 
chips, crispy on the outside and fluffy on 
the inside, that are sold at countless take-
away stores that the big chains run. With 
luck, they may even chuck in a tiny packet 
of red, flavoured salt that will give you 
cancer. And now millions of SA customers 
are happy to pay R66 per kilo for the same 
potato – just different.

If you are really lucky, you will be able  
to do something special with your products 
in order to create fantastic experiences  
for your customers, but a lot of what 
is possible with experiences hasn’t got 
anything to do with the products at all. 
Experiences can range from the simple – 
like bringing customers fresh bread or a 
small chocolate, or offering a free car wash 
while they are meeting with someone at 
your offices – to businesses whose whole 
business is about experiences, like Disney,

By Aki kAlliAtAkis

Amidst all the stupidity that goes 

on in the world today, customers 

seek a small oasis where they can 

be sure that something will go 

right and make them feel good 

about being alive again.

On top of being desperately short of 

money and time, customers feel alienated, 

alone and neglected, overwhelmed by 

the too many choices of what essentially 

are the same bland and boring products 

and services, and they think that they are 

surrounded by morons. There is a massive 

trust deficit, and this translates into poor 

profits.

Most businesses are so focused on 

making the next quarter’s profit goals that 

they forget how easy it could be to put a 

smile on your customer’s face – and reap 

the rewards of that. It’s not as hard as you 

think to create a personal, memorable and 

emotional experience, and I’d like to share 

some tips about how to go about it. Where 

can you start, and what can you do? What 

works best?

An experience occurs  
when the company uses 
services as the stage,  
and goods as props, 
to engage individual 
customers in a way 
that creates a personal, 
memorable event

Let’s start by looking at what an experience 

is, so we’re all on the same page: An 

experience occurs when the company 

uses services as the stage, and goods as 

props, to engage individual customers in 

a way that creates a personal, memorable 

event. Experiences are inherently personal, 

existing in the mind of an individual, 

who has been engaged on an emotional, 

physical, sensual, intellectual, or even a 

spiritual level. 

When customers are engaged like this, 

not only is it memorable and remarkable, 

(as in they will be happy to tell many other 

people about it), but they are also happy to 

pay more for it. Take something as simple

uShaka Marine World in Durban, or a 
Metallica concert.

The low-hanging fruit lies in the areas of 
things that don’t cost you a lot of money, 
but which you know have a high positive 
impact on customers. Here are a few ideas:

■ Spoil your customers by doing things 
that they would not normally do for 
themselves. Virgin Atlantic offers free neck 
massages and personalised checking in 
from a limo that fetched you from home. 
But they also do things that make their 
customers laugh. (Richard Branson is known 
to have dressed up as a female flight 
attendant)

■ Help them out in a tight spot: It’s not 
Disney World’s problem when customers 
lock their keys in their car in the morning, 
or lose them somewhere in the huge 
complex. But Disney employs full-time 
locksmiths with all the right knowledge and 
connections to make sure that this doesn’t 
spoil your day

■ Do you know who I am? Just being 
able to recognise your customers and 
acknowledge them for being there is often 
enough. And here’s a trick: If you stand at 
the door and say, “Nice to see you again,” 
to everyone who walks in, in 90% of cases 
you will be right – even if you have no idea 
who they are!

■ Arrange special events to celebrate 
important milestones in their lives. Do you 
know that at one Ritz-Carlton Hotel,  
the General Manager, on hearing that
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Tips for creating  
top customer experiences
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a woman and her husband were celebrating her cancer remission 

with a weekend away, welcomed her personally and congratulated 

her as she arrived, ensured that all the staff were wearing pink 

ribbons to signify support for breast cancer, and celebrated her 

health with champagne and fruit in the upgraded room? People 

don’t forget those special gestures quickly

■ Also celebrate special occasions in your businesses life with 

parties, street events, launches and re-launches, entertainment, 

road shows, festivals and special gifts for customers

■ Do something unusual that they won’t forget. I was once at a 

conference in Durban on the beachfront, and every morning the 

organisers drew a new message on the beach. As delegates woke 

up, they would see these huge messages like “Welcome to our 

conference,” carved into the sand. A garden service owner that 

specialised in lawns gave me his card which was actually a small 

brown envelope with grass seeds inside, and five tips on lawn care 

printed on the back. In Dubai and London, SA Tourism in a moment 

of genius repainted public pedestrian zebra crossings in colours and 

shapes that actually resembled real zebra stripes

■ Use the various ‘Buzz Buttons’ to capture attention. These 

include…

– Taboo subjects like sex, bathroom humour, and in fact any 

humour or hilarity. (Think about Nando’s adverts. They definitely 

beat the boring stuff we have to endure every night interrupting 

our TV shows)

– Things that are absolutely outrageous also have a high impact. 

If they create an emotional reaction, they will be remembered, 

but make sure that they are not so negative that people want to 

forget them as soon as possible

– Anything that entertains customers and their families, from 

music to magicians and everything else in between. In-store 

contests are also a lot of fun

This is just a sample of ideas, but if you get creative, you will  

come up with some really creative stuff. Give your customers 

something that they will talk about for years.  

It’s in bringing happiness to other people that  

we find ours.

D E L I G H T  Y O U R  C U S T O M E R S

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.DelightYourCustomers.co.za
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decided to invest a substantial amount 

not only to supply our store, but also other 

tenants in our centre, as we believe that 

our customers deserve to have a normal 

environment to shop in or they will go 

elsewhere.” says Dimi. Since then the 

1000Kva generator kicks in automatically 

and runs the supermarket in totality 

(bakery and aircon included), as well as the 

Tops bottle store, the PostNet and a full 

restaurant in the centre. Rental agreements 

were adjusted to ensure that all tenants 

share in the cost of diesel during power 

failures.

The same does not apply to a small 

convenience store in the Northern suburbs 

of Johannesburg. Having traded at a loss 

for over a year, due to the closure of a 

main arterial road feeding the store (a 

bridge was washed away during last year’s 

summer storms), the store owners suffer 

from financial restrictions and are finding it 

difficult to finance an expensive generator 

(upwards of R150 000) to adequately 

illuminate and run their store. But the 

results are quite disastrous whenever power 

is cut off to this area. A dark store keeps 

its doors open to serve the few customers 

that venture in; they in turn are assisted 

by employees armed with lanterns and 

torches to select a few vital items from

Load shedding was a term that 

didn’t mean much a few years 

ago, but is now becoming the 

‘new normal’. Those retailers who 

have been proactive in facing this 

reality are coping well. Are you one 

of them?

The first time South Africa heard the term 

‘load shedding’ was in 2008 when the 

first set of rolling blackouts took the retail 

environment by surprise. Since then, power 

interruptions have been infrequent and 

many retailers have had peace of mind that 

‘Eskom shall provide’. 

Well, the new ‘normal’ is that Eskom 

or your local municipality is no longer in 

a position to provide ongoing power to 

satisfy the needs of your business. Since 

late 2014, retailers and consumers alike 

have witnessed the disruptive results of 

power failures and the resulting negative 

effects on all concerned.

The government ignored previous 

warnings by various experts that both 

ongoing maintenance and long-term 

planning for adequate power be accounted 

for. This matter goes back to previous 

administrations but nevertheless, the 

reality is with us today and we must now 

live with such a reality. 

Eskom has advised the market that until 

May of this year, rolling power shedding 

will be a regular occurrence and that the 

next five years will have similar disruptions 

as new power supplies are commissioned. 

In essence, Mr./Ms. Retailer, get used to 

the idea that your power supply will be 

disrupted ad hoc and that your business 

will suffer unless you have invested in 

counteracting this scourge.

The retail experience
It appears that retailers need to re-think 

their energy requirements from scratch. 

In the past the thought was to install a 

medium-sized generator to cope with 

the refrigeration and till points and the 

bakery or air conditioning would wait for 

the power to come on again. Today, the 

paradigm has to shift. Stores that are well 

prepared to keep the lights on as well as 

all the services running smoothly will score 

over their competitors.

“I learnt my lesson in 2008,” says Dimi 

Georgiou, co-owner of Super-A SPAR in 

Norwood Johannesburg. “At that stage, we

the shelves and fridges; the cashiers then 

ring up the goods on calculators or do 

calculations on writing pads in order to ring 

the products once power has been restored. 

Very difficult but considering their financial 

situation, totally understandable. The end 

result of such a process is very disruptive 

to both the store and the consumer. The 

individual SKU sales stats become suspect 

when cash taken during the blackout is 

rung in totality into the tills as there is no 

time to find all the articles from the shelf 

and scan them individually.

The consumer
But what about the consumer? Even 

though everyone is affected, there is no 

doubt that shopping patterns during a 

power disruption benefit those outlets that 

are adequately lit with all departments 

and tills operating as normal. Once the 

shopping pattern is disrupted, consumers 

may continue to support the outlets 

that looked after them during the power 

emergency.

Dutchie Luscos, of Pick ‘n Pay family 

store in Raceview, Alberton, is a retailer 

that also decided long ago to invest 

in the correct technology. “There is no 

way that I will allow my shoppers to be 

inconvenienced no matter what the cost is.

E N E R G Y  S A V V Y

Be energy smart and save!

Load 
shedding… 
A new 
paradigm  
for  
retailers

By Hippo  
Zourides  
& tArren  
Bolton

▲
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The power is in your hands
• Reduce your ENERGY consumption
• Earn savings of 20% on ENERGY costs
• Stay open for business 

Supported by

HOW?
Whether you are a large, medium or small 
business let the Private Sector Energy Effi ciency 
(PSEE) programme help you:

Don’t miss out – contact the PSEE today for free 
expert advice, free energy audits and subsidised 
larger interventions.

• Call 080 111 3943
• Email info@psee.org.za
• Visit www.psee.org.za

Working with over 30 large companies, 
as well as 400 medium and 1500 smaller 
companies, we’ve already identifi ed 
over 1000 opportunities to save energy, 
many of these with little to no cost 
for your business.



ENERGY SAVVY
My mission is to keep them shopping 

in my store and not go elsewhere,” says 

Dutchie. That cost can vary from R600 

to R1 000 an hour in running costs for 

the diesel required to power a large store. 

Further to this there are the regular 

maintenance costs to ensure that the 

generator is in good working order – small 

service calls can cost up to R2 000 a time 

and the cost of a major annual service 

can be as high as R15 000. But all of these 

costs seem to be necessary to keep that 

customer satisfied and loyal to your store.

For now, prices of merchandise are 

kept competitive but one wonders when 

the retailers will be forced to increase 

their overall store margin to cover this 

unplanned expense? 

The suppliers of equipment
Notwithstanding the fact that stock is 

short and sales of generating power has 

increased exponentially, some equipment 

suppliers are concerned about the way 

retailers have not adapted to the new 

paradigm, especially when it comes to 

equipment maintenance.

“An alarming lack of maintenance of 

many backup systems has resulted in 

conditions that are ripe for disaster as the 

harmful effects of load shedding impact 

the retail sector,” stresses Jack Ward, MD of 

Powermode, a power provisioning company 

who takes responsibility for regular 

servicing and maintenance duties at more 

than 2000 retail stores country-wide, many 

of which belong to national retail chains.

 “Today, while many stores have their 

own diesel generators, these units are 

unable to immediately restore power for 

lighting and the check-out counter tills 

when load shedding occurs. This causes all 

tills and security systems to power down 

and then re-boot when the generator 

comes up to power. This can result in 

shoppers abandoning their trolleys and 

leaving the store,” says Ward. Regular 

maintenance, as described above, is a 

necessary plan in all retailers’ calendars.

The countryside
In smaller country towns, the problem is 

just as severe. Jaco, a manager at the Pick  

n Pay family store in Thabazimbi, told 

us how disruptive the power cuts have 

become and the corresponding expense. 

The schedules issued by Eskom have proven 

10
SUPERMARKET & RETAILER, MARCH 2015

▲

one major chain has estimated that, if it did not  
have full generating power in place, it would lose  

up to R60 000 per load-shedding occurrence.  
This magnitude of loss makes one think carefully 

about the way to employ one’s capital in equipment 
and processes that will enable one’s store  

to keep on operating normally

SA urged to invest  
in hybrid energy systems 

New research, conducted by the South African Institute of Race 

Relations, shows that South Africa is in need of generating capacity 

the size of Medupi and Kusile every decade in order to continuously 

supply energy to the entire country. 

It is therefore in South Africa’s best interest to invest in renewable energy projects, such 

as hybrid renewable energy systems, which will lessen the pressure on the national grid 

and create a sustainable supply of energy for the country

This is according to Arthur Chien, VP of Talesun Energy, who says that the adoption 

of hybrid renewable energy systems is likely to become the next big trend for global 

power utilities as these systems increase the generating capacity of traditional power 

plants and sources due to the combination of two or more different types of energy 

sources.

“One of the main aims of hybrid energy is to reduce the emissions from traditional 

power plants by using a combination of energy types. The utilisation of a hybrid energy 

system is an effective method of solving the energy and environmental problems 

prevalent in South Africa.”

Chien explains that hybrid power systems are based on energy sources that rely 

largely on fossil fuels and use renewable energy to reduce fuel consumption, systems 

which rely on a renewable energy sources and use diesel generators as a backup supply, 

or systems which rely only on a combination of renewable energy source and fossil 

fuel generators. He says that the latter option offers significant environmental benefits 

compared to systems which reply largely on generators powered by fossil fuels.

He points to a Western Cape Nedbank building, Africa’s first 100% renewable 

energy powered bank branch, which operates 100% off-the-grid. The branch makes 

use of solar and wind energy, converts this energy into electricity, and then feeds this 

electricity directly to the branch. This hybrid system is currently able to supply the 

branch’s annual electricity need of 70 000kWh, which should be able to lower South 

Africa’s total CO2-eqt emissions by approximately 71 tonnes per year.

He says that the advantage of a hybrid system is that the two energy sources do not 

have to be located nearby each other, and can be placed in separate locations to gain 

optimum exposure of the relevant elements needed to produce renewable energy.

Chien adds that hybrid systems are the answer to providing electricity to remote 

rural areas where the grid extension is a challenge and uneconomical. “Fossil fuels, 

such as oil and coal, are the main source of energy in rural areas but are becoming 

increasingly expensive, while hybrid systems can provide electricity at a more cost 

effective price.

“Furthermore hybrid systems, especially renewable energy hybrid systems powered 

by sustainable factors which are abundant in rural areas, can be drivers of electrification 

in remote areas where utilities can find it challenging to provide electricity,”  

he concludes.



■ Consider solar power (even photovoltaic 

panels) to illuminate the store and heat 

water

■ Is it possible to run your bakery ovens 

on gas or diesel or paraffin? What is the 

cost:benefit formula?

■ Plan your production for the butchery 

and bakery to have sufficient supply for 

the period 

■ Check your insurance cover especially 

for business disruption and equipment 

damage by power surges and the like

■ Service all your equipment at regular 

intervals

In short, get used to the idea that power 

disruptions will be with us for quite a while 

and choose not to rely on Eskom or your 

municipality for uninterrupted power. A 

fully functioning store will be supported by 

the consumers – is that your store?

Southern Africa’s largest ISO 9000:2008 manufacturer of multiplex refrigeration systems. Trusted 
by all leading retail chains and food producers in hundreds of plant-rooms across the continent.

Ask an astute refrigeration contractor for a high efficiency Phoenix solution for your next project!

contractors choose Phoenix Racks!

Pick n Pay Louis Botha’s answer to allaying customers’ load shedding  
concerns is to put this huge banner outside their store. 

to be unreliable and many retailers have 
lost faith in such advices. In the case of 
Jaco however, he logs onto the Facebook 
page of a trustworthy municipal employee 
with accurate information and he admits 
that this advice has been invaluable due to 
its accuracy and has helped him plan his 
load shedding activity. The only unplanned 
disruption is when feeder cables are cut 
accidentally by many construction crews 
dotting the town.

Alternative thinking required
We spoke to various equipment suppliers 
to assess the use of other energy sources. 
Although the cost would be similar to 
electricity, some have opted for gas ovens 
(especially those in the municipal gas 
network of major towns) while others are 
using diesel or paraffin ovens (specifically 
in smaller and rural towns). One added 
expense is that the extraction canopy 
over such ovens must be of an adequate 
strength to remove burning fuel smell. 

A bakery supplier indicated that par-
baked product was a way to plan for the 
future. With no need for mixing or proving 
and reduced oven energy requirements, 
retailers will be able to use any spare 
energy capacity for other purposes such as 
extraction or air conditioning.

The cost factor of doing any of these 
changes weighs heavily on the minds of 
many retailers. But consider the cost of loss 
of business which can no longer be insured 
as the premiums are forbidding. 

One major chain has estimated that,   
if it did not have full generating power in 
place, it would lose up to R60 000 per load-

shedding occurrence. This magnitude of loss 

makes one think carefully about the way 

to employ one’s capital in equipment and 

processes that will enable one’s store to 

keep on operating normally.

What can retailers do?
No matter where you are located in South 

Africa, the advice is

■ Install an adequate generator to supply 

the FULL requirements of your store

■ Use the services of experts to advise 

you on the correct power supply and do 

not just rely on your local electrician

■ Are all the tills and computers run by 

UPS units?

■ Use covers for your deep freezers to 

maintain the correct temperature

■ Change your lighting to LED to reduce 

the energy requirements

▲
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ENERGY SAVVY

It’s time for an 
energy efficiency 
strategy 
Apart from the other challenges 

that South Africa’s retail sector 

is currently facing, energy 

constraints and the rising the 

cost of electricity are cutting into 

already tight margins.

NERSA-approved hikes in energy costs 

between 1 April 2013 and 31 March 2018 

represent an increase of at least 47% in 

electricity costs for businesses over the five 

year period. 

So how can businesses cope during these 

volatile times? Measurement, monitoring 

and management of energy are crucial in 

laying the foundation for energy efficient 

behaviour that has multiple benefits, 

including cutting down on electricity 

costs and contributing to operational 

efficiency and business sustainability. It 

helps you decide which alternative energy 

sources and technologies to use without 

spending more money than you have to 

or being stuck with a white elephant later 

on. This way, retailers can also increase 

profit margins while at the same time 

contributing to easing the demand on 

South Africa’s grid and contributing to the 

country’s energy stabilisation plan.

The Private Sector Energy Efficiency 

(PSEE) programme of the National Business 

Initiative (NBI) offers free and subsidised 

services to enterprises of all sizes – small, 

medium and large – designed to improve 

energy efficiency, increase competitiveness 

and lessen the dependency on electricity 

as the key method of ‘keeping the lights 

on’. These services are provided by 

experienced third-party consultancies with 

competencies in energy strategy, green 

buildings, HVAC, pumps, motors, lighting, 

compressed air and industrial processes, 

amongst others. They are contracted by 

the NBI and are overseen by a team of 

professional programme managers and 

account managers.

The PSEE has compiled some critical 

points of advice that will not only save 

energy but will also reduce electricity costs 

by at least 20%. These include:

■ Label light switches – Light switches 

should be clearly labelled to help employees
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South Africa’s on-going electricity 

crisis has presented retailers with 

a significant challenge: how to 

cope with load shedding, which is 

often unscheduled.

“This has placed an increasing emphasis 

on the efficiency and reliability of backup 

power systems, including inverters, 

uninterruptible power supply systems 

(UPSs) and diesel generators,” says 

Jack Ward, MD of Powermode, a power 

provisioning company.

He says retailers without regularly 

serviced and tested backup power 

solutions need to brace themselves, as 

the frequency of power outages increases 

on the back of Eskom’s increasing power 

generation problems. “An alarming lack 

of maintenance of many backup systems 

has resulted in conditions that are ripe 

for disaster as the harmful effects of load 

shedding impact the retail sector,” stresses 

Ward whose company currently takes 

responsibility for regular servicing and 

maintenance duties at more than 2 000 

retail stores country-wide, many of which 

belong to national retail chains.

“Today, while many stores have their 

own diesel generators, these units are 

unable to immediately restore power for 

lighting and the check-out counter tills 

when load shedding occurs. This causes all 

tills and security systems to power down 

and then re-boot when the generator 

comes up to power. This can result in 

shoppers abandoning their trolleys and 

leaving the store.”

“Without regular servicing, generators 

may well not start or run effectively when 

called up to do so in an emergency,” 

he says. “Much like an insurance policy, 

the value of routine servicing may not 

be immediately apparent, but in a crisis 

situation a maintenance plan will be 

priceless.”

He refers to information disseminated by 

a large retail chain estimating the cost of a 

power outage at over R 60 000 per hour in 

lost sales per outlet. Fast food restaurants, 

supermarkets and grocery outlets are 

among the hardest hit. Ward cites a report

emanating from one of the largest chain 

stores which highlights an investment of 

more than R 120-million for the purchase 

and maintenance of generators for its 

outlets throughout South Africa in a bid to 

help them cope with load shedding.

Ward believes all retailers should adopt 

a similar, forward-looking approach and 

invest in appropriate standby power 

solutions – and their support – to meet 

their immediate and future needs. “Those 

that don’t are putting themselves at risk 

in the long term,” he stresses. Turning his 

attention to the smaller players in the 

retail sector, he says any power outage, 

particularly at night, is a signal to criminal 

elements that security systems are down 

and lights are out, presenting an ideal 

scenario for shop lifting and looting.

 Against this backdrop, Ward points to 

the need to holistically address inverter, 

UPS and generator servicing: “Traditionally, 

inverters and UPSs were addressed 

by IT staff or consultants and diesel 

generators by a mechanical support team. 

At Powermode, we see these systems as 

individual elements of a single sub-system 

and service them accordingly,” he says, 

noting that a comprehensive ‘fail-test’ 

is mandatory for the complete system 

following every routine service.

In the last 12 months Powermode’s 

nationwide service and support business 

has grown by a significant 50%. “We’re 

expecting another 100% growth in 2015 as 

the realities of Eskom’s long term problems 

hit home to managers in the retail and 

other power-critical sectors,” adds Ward.

Powermode MD, Jack Ward.

RELIABILITY oF  
PoWER BACkUP SYSTEMS VITAL FoR 

RETAILERS hARD hIT BY LoAD ShEDDING



to select only those lights they need 

for the work being carried out. Lights in 

unoccupied areas should be switched off, 

particularly in corridors and staircases, 

while taking care to adhere to health and 

safety regulations. Installing occupancy 

and daylight sensors can achieve savings 

of up to 50% on lighting costs in some 

operations.

■ Introduce a policy of ‘switching off’, 

involve staff and increase awareness 

– Staff at all levels should be involved 

in saving energy. This can be achieved 

by conducting regular meetings, placing 

stickers above light switches and displaying 

posters around in-store service areas. 

Failing lamps or equipment should 

be reported by staff and replaced or 

repaired. This will help maintain optimum 

equipment efficiency and provide a safer 

working environment.

■ Maintenance – Keep windows, light 

fittings and skylights clean, replace old, 

dim lamps with new low-energy LED 

technology, keep controls and timers 

in good working order, and repair faults 

immediately. Energy efficient equipment 

does not save energy if it is not used or 

maintained properly. A regular, documented

cleaning and maintenance schedule will 
keep your equipment running longer and 
more efficiently, as opposed to only fixing 
things when they go wrong. For example, 
light levels can fall by at least 30% in 2-3 
years without regular main tenance, and a 
fridge compressor that never stops running 
due to a faulty thermo stat uses huge 
amounts of elec tricity – all unnecessary 
and avoidable costs.

■ Heating and cooling – although 
heating, ventilation and air-conditioning 
(HVAC) can all be separate systems, it is 
worth considering them together because 
they interact with each other when 
providing a conditioned environment for a 
building. By looking at how each element 
of an HVAC system complements the 
others, the system could be fine-tuned to 
save energy and money. 

Despite the fact that Woolworths has 
been actively saving energy and reducing 
carbon emissions for quite some time, 
they decided to make use of the PSEE’s 
subsidised service for large companies to 
have energy audits conducted at three of 
their distribution facilities. It turned out 
to be well worth the effort: for just one of 
their new projects the survey revealed that

an initial investment of R556 000 would 

translate into a massive R14-million saving 

over the next 10 years. 

This means that the investment would 

be recouped within the first year, freeing up 

well over R13-million to plough back into 

the business. Not surprisingly, Woolworths’s 

progress to date has established them as 

one of the leading South African companies 

in this initiative.

The PSEE is also engaging with 16 

branches of another franchise retail group. 

To date surveys have been completed on 

nine of these with a combined total annual 

energy spend of R16 million. Potential 

savings of R2.4 million (or 17%) per annum 

have been identified, with an average 

payback period ranging from 0 – 4 years. 

“Creating a culture of energy efficiency  

in the private sector is crucial to reducing 

energy consumption for businesses and 

the country as a whole,” says Val Geen, 

Head of the NBI Energy Programme. “The 

PSEE offers companies the opportunity to 

assist in freeing up much needed energy 

in our country while contributing to the 

sustainability of their businesses and 

reducing the need for load-shedding.”
Acknowledgement: Petro de Wet 
Private Sector Energy Efficiency Programme



seeing a friend use a product is reassuring 

and explains the importance of word of 

mouth in this market. A cultural perspective 

on this is that emerging markets are 

more likely to be collectivistic thereby 

discussing purchasing decisions and making 

comparisons with neighbours and friends 

more often than in an individualistic 

culture.  Glen Meier, Managing Director 

of Boomtown Strategic Brand Agency, 

illustrates this by saying, “During a recent 

smaller increment pack launch for First 

Choice custard we saw the power of 

word of mouth emerge. The new pack 

was named ‘Pocket pack’ and after a few 

taxi rank activations encouraging trial, 

consumers were chatting excitedly about 

the new product, taking the information 

home with them, and spreading the word.” 

The First Choice custard product launch 

centred around two densely populated 

townships in Johannesburg and another in 

East London. This model was then repeated 

in other similar areas in South Africa in  

a two-stroke approach.

Building Private Label that 
receives recognition
Getting your name on the shopping list  

is very important in emerging markets. 

As the growth of emerging 

markets gives millions of 

consumers new spending power, 

Private Label is encountering 

a marketing environment as 

complex as that in developed 

countries

Product choices and communication 

channels are exploding; so is the potential 

of digital platforms and consumer 

empowerment is on the rise. There are 

three key differences between marketing 

FMCG to emerging and to developed-

market consumers:

■ Harnessing word of mouth: This 

plays a vital role in the decision journeys 

of emerging-market consumers

■ Placing Private Label into the 
consideration set: This is more 

important in emerging markets, because 

this phase of the purchase journey 

appears to have a greater impact on 

decisions

■ The in-store experience: The 

in-store element of the consumer’s 

decision-making process tends to be 

longer and more important in emerging 

markets than in developed ones.

Harnessing word of mouth 
through geographic focus 
Word of mouth plays a more central role in 

the decision journeys of emerging-market 

consumers than for those in developed 

markets. In a land of consumer ‘firsts’, 

During the recession, it was surprising to 

note that no-name brands showed a larger 

decline in the emerging sector than their 

more expensive branded counterparts. 

The reason for this was that consumers in 

emerging markets have less disposable  

income and therefore cannot afford making 

the mistake of buying a lesser quality brand 

and having to return to purchase another.

The in-store battle-field
The in-store phase of the consumer 

decision journey tends to be longer and 

more important in  emerging markets 

than in developed ones. Emerging-market 

consumers have a fondness for visiting 

multiple stores multiple times and for 

collecting information methodically, 

especially when they purchase high-value 

items. 

As a result, there is significantly more 

room to influence and shape consumer 

decisions at the moment of purchase. 

Moreover, with retail giants such as 

Massmart expanding their reach into Africa, 

consumers have access to a wider variety 

of brands. 

Point of Sales activity is therefore 

essential in this market. Gondola ends, 

shelf talkers, and sampling are essential 

tools in swaying the consumer to purchase 

your brand, above that of the competitor. 

Competitions offering cash prizes or airtime 

are also highly effective as it appeals to the 

idealistic mind-set of the emerging market 

consumer. Although harnessing word of 

mouth, getting brands into a consumer’s
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tArren Bolton



With retail giants expanding their reach into 
Africa, consumers have access to a wider 
variety of brands. Gondola ends, shelf talkers, 
and sampling are essential tools in swaying 
the consumer to purchase your brand.

initial consideration set, and creating an in-

store experience may be obvious marketing 

principles, execution in emerging markets 

is challenging due to lack of infrastructure, 

staffing difficulties as well as logistical and 

distribution struggling blocks. Best practice 

research and understanding this very 

complicated consumer is essential  

in breaking through the clutter. Most 

importantly, it is essential not to assume 

that a marketing strategy for the developed 

world can be applied in the emerging world. 

Understanding and customisation is the 

key to unlocking the volume and potential 

that lies within this lucrative sector.

Acknowledgement: Private Label South Africa

www.staffordbros.com 
Tel: 011 608 4552    Ryvita now  

distributed by …

Ryvita joins twinings, Evian, Walkers, Ovaltine 
& other international brands distributed by Stafford Bros

The healthy,  
versatile 
crispbread with
a delicious range 

of flavours to enhance 
sweet or savoury snacks

A F R I C A  F O C U S

harnessing word of mouth plays  
a vital role in the decision journeys  

of emerging-market consumers
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There comes a time when one has 

to part ways with one’s employees. 

It is always disruptive to lose 

personnel for whatever reason,  

but proper preparation to cover  

all eventualities will ensure  

a smooth process beneficial to  

all parties concerned.

The reasons to terminate employment vary 

and can range from: 

■ DEATH – after such an unfortunate 

event, the biggest challenge is to identify 

the next of kin who should reap the 

benefits of the worker be it outstanding 

salary or leave pay and, if there is a 

provident fund in place, its proceeds and 

funeral benefits. Many employers do not 

have proper records of next of kin and 

disputes arise when a whole family arrives 

to claim they are the true beneficiaries 

of the deceased. If such records do not 

exist, consult your labour advisor and 

design the appropriate authorisation form 

to be signed by all employees. Update 

such forms on a given date every year as 

some circumstances may change for the 

employee 

■ RESIGNATIoN – when an employee 

wishes to resign from service, written 

notice is normally required. The letter of 

appointment should indicate the notice 

period required dependent on time worked 

at the company or store. Even if the 

employee resigns and walks away from 

the job, it is imperative that the employee 

come in to sign his/her form and complete 

all the processes around the resignation. 

Employee signatures are vital in the process 

especially if a notice is given that certain 

amounts will be deducted from the final 

payment due to the employee.

■ DISMISSAL – this can only take place 

after due process has been followed in  

a disciplinary hearing. Avoid short-cuts and 

impulsive decisions when dealing with this 

subject matter. A CCMA hearing can be 

won or lost dependant on what processes 

you have followed towards the dismissal of 

an employee.

■ MEDICAL INCAPACITY – 

incapacity due to a medical condition must 

be confirmed by a healthcare professional

professional dependant on the condition. 

Special care must be exercised to show 

compassion towards the employee before 

reaching the final decision. A special 

discussion is required with your labour 

consultant on how to treat the benefits 

due to such a person.

■ RETRENCHMENT – this last resort 

process can lead to the termination of  

an employee’s services. However, it must 

be noted that the Labour Relations Act 

When an employer considers retrenching 

workers because of operational needs, he 

must, in writing, consult –

■ the people mentioned in the collective 

agreement; or

■ workplace forum; and

■ the registered trade union of affected 

workers; or

■ if there is no trade union, the workers 

or their representatives.

The employer and the consulting parties 

must agree on: ways of –

■ avoiding or minimising retrenchments;

■ changing the timing of retrenchments;

■ reducing the effects of retrenchment;

■ choosing which workers to retrench; 

and on

■ severance pay.

L E G A L - W I S E

Labour relations

Termination of employment 

Retrenchment –  
Employer consultation procedure

requires an employer to follow very specific 

steps before arriving at the end result. Lots 

of consultation, alternative employment 

offers, re-assignment of duties and extra 

training may be required before getting to 

the final stages of this process. A written 

agreement must be signed by all parties at 

the end of the process.

Follow the above steps and an unpleasant 

time can be turned into an efficient 

business process for all parties concerned.

Employers must give the consulting party 

written notice and information on:

■ reasons for an intended retrenchment;

■ why a specific retrenchment method 

was used;

■ how many workers are employed;

■ how many workers are to be 

retrenched;

■ how many workers were retrenched in 

the previous 12 months;

■ when retrenchments will take place;

■ what assistance the employer intends 

to give retrenched workers; and

■ possible re-employment.

An employer must allow a consulting 

party to respond to a retrenchment 

notice. If the employer disagrees with 

the response, he must state why. If the 

consulting party responds in writing, the 

employer must respond in writing.

Acknowledgement:  
Department of Labour South Africa
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affecting the review of the extension of 

the US’s African Growth and Opportunity 

Act. The importance of the act for the 

economies of sub-Saharan Africa, including 

SA, as well as the US, is well documented 

and it is critical that it be extended for 

a further 15 years, with SA among the 

beneficiaries.

It is also important that a constructive 

approach be pursued in addressing 

challenges facing SA’s poultry industry, 

which include but are broader than import 

penetration, for the industry is of vital 

importance to the economy.

Though the number of broilers 

slaughtered and poultry meat produced 

have increased in recent years, SA still does 

not produce sufficient quantities to satisfy

By tArren Bolton

The poultry sector has been 

through several difficult years, 

weighed down by cheap imports, 

soaring feed costs, rising electricity 

tariffs and impending regulations 

to cap the levels of brining allowed 

in frozen chicken products.

The poultry industry is the largest segment 

of the South African agricultural sector, 

contributing more than 16% of its share 

of gross domestic product. It provides 

employment, directly and indirectly, for 

about 108 000 people throughout its value 

chain and related industries. It supports 

many businesses and provides a strong 

platform for rural development, as well as 

the government’s zero-hunger goals, as it is 

the main supplier of a protein diet.

It has evolved, over more than 100 years, 

from basically a set of backyard activities 

into a complex and highly integrated 

industry. 

The industry is, however, highly 

concentrated, reflecting the levels of 

investment required to improve efficiencies 

and produce competitively. The value 

chain is dominated throughout by a few 

large companies that rely on the benefits 

associated with the economies of large-

scale production, as well as integrated 

supply chains that reduce production costs, 

ensure high throughput levels and diversify 

products to improve risk management.

Though the number  
of broilers slaughtered  
and poultry meat  
produced have  
increased in recent years,  
SA still does not produce 
sufficient quantities  
to satisfy demand,  
with the shortfall 
addressed through  
imports

Cheap imports distress  
SA chicken industry
Lately there has been some lively 

interaction on poultry-related issues

demand, with the shortfall addressed 

through imports. Poultry imports, 

particularly chicken, have posed a major 

problem for the domestic industry, 

especially in recent years and particularly 

for smaller producers.

Technically, South African broiler growers 

are efficient compared with international 

producers. 

But when feed costs are introduced 

into the equation, our growers are 

generally found to be less competitive. 

As a result, within a global context, the 

economic efficiency of local producers 

does not compare as well as their technical 

efficiency, largely due to higher production 

costs. Therefore the industry is struggling to 

remain competitive in global markets.

P O U L T R Y

The state of  
the South African 
poultry industry

An overview of the chicken game

▲



PoULTRY

Industry challenges
The industry faces several significant 
challenges that have hindered its 
competitiveness and growth potential. The 
principal ones pertain to rising feed costs, 
import penetration, rising electricity tariffs 
and access to reliable supply, exchange rate 
fluctuations and, among others, access to 
finance and markets.

Considering its pivotal role in the 
economy, particularly employment and 
food security, the industry’s long-term 
sustainability needs to be prioritised.  
It is vital to improve the competitiveness 
of various segments of the value chain, 
especially those aimed at lowering  
feed costs.

depreciation will increase the cost of 

imported inputs and equipment, expanding

already significant barriers to entry and 

expansion.

The chicken ‘bone of contention’
What exactly is going on in the chicken 

industry that sparked tariff negotiations?

“The purpose of these tariffs for South 

Africa or any other African country is to 

look after its own industry’s needs. Tariffs 

for South Africa are necessary, tariffs for all 

other African countries are also necessary,” 

says South African Poultry Association CEO 

Kevin Lovell.

The South African poultry 
industry recorded a loss 
of R24.7 million in 2013, 
climbing down from  
an operating profit of 
R56.6m the year before,  
as conditions tightened  
in the industry
“The reason that we have the poultry 

coming in is because largely it’s stuff that 

other people don’t want elsewhere in the 

world. We would really like to encourage 

all of our neighbouring countries to be as 

active in promoting their own production 

as we are,” says SA Poultry Association 

chief executive Kevin Lovell. According 

to Lovell, South Africa exports about half 

a percent of what the country produces, 

which is less than two per cent of world 

production.

South Africa is however the biggest 

chicken consumer per capita on the 

continent, excluding Mauritius. In due 

course, Africa is expected to become the 

home of the global poultry market.

“As Africa develops, and these 

opportunities that we look for are realised, 

more and more chicken will be eaten. We’re 

actually the future growth of poultry on 

a global scale in the medium term. In the 

short term, Asia will still be the growth of 

poultry,” Lovell added.

The tariff will also only affect countries 

other than the European Union, which 

could as a result see South Africa getting 

more imports from Europe.

The tariff decision is supported by a 

recommendation from the International 

Trade Administration Commission (Itac)  

of South Africa. 
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Strong emphasis must also be placed 
on industry transformation. Poultry 

producers and processors must be assisted 

in attaining economies of scale, gaining 

market access and achieving sustainable 

competitiveness. This will gradually 

contribute towards satisfying local demand, 

which is growing rapidly, while enhancing 

the industry’s overall contribution to the 

economy.

Broiler (chickens hatched from the 

eggs of breeders) producers have faced 

pressure on their profit margins since 

2011, but the situation appears to have 

improved recently as feed prices declined. 

The industry has lately started showing an 

early-stage recovery.

The rand’s weakness has come at an 

opportune time, though prolonged 

▲
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Retailers response  
to the chicken issue

PoULTRY
At the end of last year, an Itac Business 

Report by Zandi Shabalala stated that 

recent results indicated that cheap imports 

and rising costs of production are forcing 

local poultry producers to shed a bigger 

chunk of the chicken industry to foreign 

players.

Small producers disappearing
The local poultry industry has seen the 

demise of a number of smaller poultry 

producers. In the last couple of years, a 

number of smaller producers have either 

gone under, filed for business rescue or 

been absorbed by larger companies. 

The sector experienced some reprieve 

last year when tariffs were imposed on 

imports from most regions – though 

Europe was exempt due to free-trade 

agreements. However, the sector has since 

lobbied for duties on ‘below-cost’ imports 

from Europe. 

Chicken producers and grocery retailers offered some comfort to 

consumers about the impact that the new poultry import tariffs will  

have on the price of what is South Africa’s major source of protein.

With cheap imports eroding profit margins  
for local producers, the industry looked to import 

protection from foreign players. But they’ve also learnt 
not to put all their eggs in one basket, with many 

producers now spreading out to some of the booming 
African markets that offer more market share value

▲



Pick n Pay said that the full impact of the 

tariffs, which increased by 8.75 percentage 

points on average in 2013, was likely to be 

felt sometime closer to the first quarter of 

last year.

The retailer said it sourced over 90% 

of its groceries and most of its poultry 

products from South Africa, and only where 

this was not possible, due to unavailability 

of leg portions without brine, it then 

imported those portions.

Peter Arnold, merchandise director at 

Pick n Pay, said that the prices the retailer 

charged for chicken were no longer 

profitable but as most South Africans got 

their protein from chicken, the retailer 

would continue to bear the cost.

“Chicken is a loss leader to Pick n Pay, 

and in fact our margin is almost zero – 

that’s how popular it is. We make sure 

that  prices are kept as low as possible 

knowing full well that most South Africans 

buy chicken to supplement nutrition. This 

we will continue to do, given how popular 

poultry is with our customers,” Arnold said.

Pick n Pay’s chicken imports are quite 

small as a percentage of its total poultry

According to the South African Revenue 

Service, poultry imports rose to 33 194 

tons in June 2014, up from 26 558 tons the 

previous year.

Poultry producer Country Bird said at 

the time, a combination of static volumes 

with no significant increase in selling prices 

resulted in margin erosion for the sector.

stock and these come from the EU, whose 

exports were exempted from the tariff 

changes announced by the Department of 

Trade and Industry at the end of 2013.

According to unconfirmed research, 

South Africans eat more than 1 billion 

chickens a year, which is eight times more 

than the quantity of beef consumed in the 

same period.

Woolworths, which sourced 90% of 

its food locally, said that it was in the 

process of assessing the impact of the new 

import tariffs. But it said the majority of 

its chicken was sourced locally and only a 

small percentage came from abroad.

Fast-food chicken outlets, Nando’s and 

KFC, also expected no price increases as 

they sourced their chicken locally and 

would not be affected by the new tariffs.

KFC’s managing director for Africa, Doug 

Smart, said that all the firm’s chicken came 

from the Rainbow Chicken Farms, Supreme 

Poultry and Afgri, which most retailers also 

stock.

The association’s chief executive, Kevin 

Lovell, said retailers and big meat outlets 

actually set the price for poultry products

Country Bird said it would try to diversify 

its offering into the fast food industry to 

minimise its exposure. 

The company said the poultry industry 

would “remain depressed and under threat” 

unless low import tariffs and other issues 

were challenged. In 2012, Itac introduced 

temporary tariffs against Brazilian imports. 

and that given the competition in the 

South African retail sector, they were 

unlikely to push up the price.

As tariffs are levied at 
the point of import, not 
of sale, the association 
expected that the effect 
would be hardly noticeable 
at retail level, especially  
as the new tariffs would 
only apply to about 6%  
of local consumption

But that would only be so if the 

wholesale and retail chains did not take 

this opportunity to secure some extra 

margin.

“But I don’t think they will. Retailers 

compete for market share and they set 

the prices. With so much competition in 

the market currently, it will not be easy for 

them to push the higher prices through.

Acknowledgement: IOL Business

“Local producers found themselves in 

an environment where no forms of state 

support, such as subsidies, were available,” 

the SA Poultry Association said in a 

research report. Many members in the 

industry experienced a year of marginal 

profits, if any at all, which took its toll on 

the industry.”
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common ground on some issues. A South 

African delegation made its way to 

Washington last week in a bid to iron them 

out and secure South Africa’s place in the 

trade agreement, which is up for renewal in 

September.

In a background briefing by the US 

embassy this week, two US officials, who 

were not named, said the primary issue 

was for poultry companies on both sides 

to come to an agreement, which required 

urgent action from the South African 

government.

SA exclusion South Africa will almost 

certainly be excluded if a solution to the 

problem is not found. It involves the
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The row with the US
If poultry industries in South Africa and the United States cannot 

strike a deal on exports soon, other important sectors in the 

domestic economy, such as vehicles, citrus and wine, will face the 

real danger of being excluded from a preferential trade agreement 

with one of the world’s largest economy. 

The loss would amount to billions of rands 

annually, with thousands of jobs at risk.

The African Growth and Opportunities 

Act (Agoa) was first extended in 2000 

under the Clinton administration to sub-

Saharan economies, including South Africa. 

It allows liberal duty-free and quota-free 

access to the US market for more than 

6 000 product lines.

A number of industries, including motor, 

edible fruits and wine, have flourished 

because of this. Exports to the US were 

$8.5-billion in 2013 and thousands of jobs 

have been created.

But these jobs could be on the line if 

South Africa and the US cannot find

As Africa develops, and the opportunities that we look  
for are realised, more and more chicken will be eaten. 

We’re actually the future growth of poultry on  
a global scale in the medium term. In the short term,  

Asia will still be the growth of poultry 
– kevin Lovell

PoULTRY
Kevin Lovell said the problems faced by 

the top poultry producers were not unique. 
He added that it was important for imports 
to be of good quality. He said some of 
the chicken portions that were imported 
were ‘leftovers’, because of the trend in 
developed countries of preferring breast 
meat. The developing world was a good 
market for meat ‘straight off the bone’. 
“The polite word is surplus, but really it is 
waste,” Lovell said, referring to the leftover 
meat from the developed world.

He said the price of imported chicken  
did not reflect the cost of production  
in its country of origin. Local chicken 
manufacturers could, therefore, not com-
pete on pricing, as the cost of producing 
chicken locally was comparatively higher.

“It is the law of unintended consequences 
I suppose: we didn’t know that opening up 
our borders would mean we would suffer 
so much down the line,” Lovell said.

on the other side of the 
(chicken) fence…
On the other side of the fence, the 
Association of Meat Importers and 
Exporters (Amie) argues that raising tariffs 
results in higher prices of chicken, which 
is not in the interests of lower-income 
consumers.

Recently the battle between the two 
sides of the industry heated up as Amie 
made two separate supplementary 
submissions to Itac to counter an 
application by the SA Poultry Association 



blocking of US chicken imports for the past 

15 years, which followed a court case in 

1999 that was won by the local industry, 

which accused the US of dumping chicken 

in the local market. A decision to uphold 

this judgment is hotly contested by US 

officials and industry.

The poultry industries in South Africa and 

the US have been left to negotiate directly, 

but striking a deal to salvage a place in the 

Act will seemingly have to come at the 

expense of the local poultry industry, the 

chief executive of the South African Poultry 

Association (Sapa), Kevin Lovell, said.

The total number of direct employees 

in the South African broiler industry, which 

excludes eggs, is 48 118.

 “This had nothing to do with Agoa,” 

Lovell said. “What they are doing is 

not proper or moral, but it is perfectly 

admissible.”

He said the poultry industry was willing 

to negotiate because of the repercussions 

for other industries reliant on the 

agreement. “We don’t mind supporting it. 

We acknowledge it is good thing for South

Africa. That is why we are prepared to make 

concessions.

“But we know, as poultry, we can only 

lose. There is nothing in it for us. The 

question now is how much can we afford 

to lose?”

David Wolpert, the chief executive of 

the Association of Meat Importers and 

Exporters (South Africa), said if the market 

was reopened, increased supply could 

create competition, bring down prices and 

raise standards, which would benefit the 

South African consumer.

New offer
Lovell said his association had made a new 

offer to the US poultry industry earlier 

this month, which would allow 50% more 

tonnage of US chicken imports a year to be 

exempt from anti-dumping duties, but the 

offer was rejected.

“Sapa, with the support of their 

government, appears determined to keep 

all foreign poultry out of their market with 

the various dumping cases they continue to 

bring all over the world,” he said.

market. However, “The sudden increase in 

raw material cost, especially maize, during 

the last month will have a serious impact 

during the next year.”

Lovell says that if the industry doesn’t 

get relief, and the tariff is only one part, it 

will continue to suffer and eventually the 

suffering will cause failure.

Acknowledgement: CNBC Africa

“It gives an indication that we are very 

far apart in our attempt to find common 

ground. Our proposed solutions and our 

negotiations have somewhat stalled 

because of our differences.”

Sumner said the US industry would like 

to see their access to the South African 

market restored to a level they felt it would 

be at had the dumping case not been 

imposed 15 years ago.

“We are prepared to make concessions, 

but are the Americans prepared to be more 

reasonable?” asked Lovell. “If so, we can 

walk out of here with an agreement.”

South African ambassador to the United 

States Mninwa Mahlangu has joined 

a delegation African ambassadors this 

week who will spend most of their time 

on Capitol Hill encouraging Congress to 

renew Agoa timeously, according to the 

department.

It said the poultry industries in each 

country are “fully engaged on the matter 

and we expect an agreement to be reached 

soon”.

Acknowledgement: Mail & Guardian

23
SUPERMARKET & RETAILER, MARCH 2015

Great South African Chicken Every Day!

www.astralpoultry.com
Johannesburg 011 206 0600  Cape Town 021 505 8000

for an 82% tariff increase on imports of 

frozen poultry meat. “The bottom line 

is that the industry needs to work with 

government to forge a way forward. There 

must be a partner ship,” Lovell said.

Light at the end of the tunnel?
The South African Poultry industry is 

entering a positive cycle, says Grain Field 

Chickens, a chicken abattoir in Reitz, in the 

Eastern Free State. Grain Fields is excited 

about the future despite some concerns. 

According to Mr. Sas Kasselman, MD of VKB 

Industries, “These results were positively 

influenced by the lower raw material 

pricing during the last six months and 

better price realisation in the market.”   

He believes there’s a better balance in the



machine should be used. Nilfisk, who 

has extensive experience in offering 

a complete system for cleaning in 

Supermarkets and Retail centres, says 

that they’d recommend an Automatic 

Scrubber Drier, as this reduces the risk 

of having excess water on the floor and 

accidents happening. Time saving is also 

a major consideration in choosing an 

automatic scrubber drier

■ What time of the day should the 

cleaning be done? Deep cleaning should 

be done at night and spot cleaning can 

be done during shopping hours. If the 

floor in the store needs a lot of extra 

maintenance (like floor polishing), this 

can also be done after hours

When your cleaning needs 
are met and you have the 
right materials, equipment 
and training for your staff, 
you’ll have more time to 
spend concentrating on 
the success of your store 

Supermarket owners will agree 

that maintaining industry cleaning 

standards is a real challenge. The 

number of feet through your store 

can be huge. 

Consider your customers’ expectations 

regarding the cleanliness of your store: A 

customer is more likely to revisit a store 

that is noticeably clean and hygenic. With 

this choice comes a fiercely competitive 

marketplace, with supermarkets working 

hard to gain, and then keep, market share.

Due to ongoing traffic of customers to 

the retail sectors there is an ongoing retail 

cleaning system and methodology that 

needs to be put into place. Most often, 

depending on the size of your business, this 

is usually handled by a contracting cleaning 

company.

Some of the factors you need to take 

into consideration:

■ What is the size of the store? This will 

define the number, type and size of the 

equipment required

■ How wide are the hallways and what 

type of floors does the store have? This 

will determine what floor-cleaning

Being methodical
Each department should be colour-coded 

with a corresponding colour-coded piece 

(or pieces) of equipment so that no cross 

contamination can occur.

Staff in the various food prep areas 

should also have the necessary PPE – hair 

nets, gloves, aprons etc. All areas should 

have a dedicated hand washing section, 

with soap and paper towels. 

It’s all in the detail
Detailed cleaning includes equipment and 

consumables used for cleaning the small 

areas that the general public sees within 

your store such as table corners, handrails 

and window frames. Although in isolation 

these may seem like minor areas to clean, 

together they can enhance the overall 

impression of your store in the eyes of your 

customer. 

This also involves ensuring that the 

bathrooms in your store are kept clean and 

hygienic throughout the day. Bathrooms 

are one of the main places where germs 

multiply, and keeping these areas clean 

is therefore very important. If your store 

happens to be in a retail centre, this is
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Cleanliness is critical to your business, considering the large amount  
of stored food, both visible to the customer and that placed in storage

Create  
a lasting 

impression!

Compiled By tArren Bolton
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to clean. The mat is also unaffected by 

trolley movement. “Your mat may start off 

at the entrance but by the end of the day 

it’s at the bakery!” says Herron.

You will have to decide on the location 

of the mat – indoors or outdoors, or a bit 

of both? Remember you need to reach 7m 

to guarantee enough customer footsteps 

to remove the maximum amount of dirt. 

The location will affect the type of material 

used for your matting. For example, if you 

place a mat made of polypropylene outside 

and it rains, your customers will essentially 

be walking over a wet towel!

Store owners may complain that their 

mat is not working effectively or falling 

apart, yet it hasn’t been cleaned since they 

put it down! It is very important that mat 

cleaning is incorporated into the store 

cleaning routine. “If you don’t clean it, the 

mat will fail!” says Herron.

As with everything in life, you get what 

you pay for. It’s important to consider the 

lifespan and performance against your 

budget. “If you go for cheap cheap, you will 

have low lifespan and performance,” says 

Herron.

The final factor to consider when 

choosing the perfect mat for your store is 

what it looks like. Branded matting gives 

you the opportunity to greet customers 

with your logo, slogan, welcome or 

marketing message. Remember, you 

never get a second chance to make a first 

impression!

even more important since there are public 
toilets with large volumes of people using 
these facilities on a daily basis. 

Cleaning areas
Common areas that need to be cleaned are:

■ Walkways 
■ Food courts 
■ Bathrooms 
■ Parking areas 
■ Smoking areas 
■ Cleaning of the windows  

of the entrance and exits 

Germs multiply every second and this 
is why at all times retail sectors must 
have a good cleaning system, and often 
a contractual cleaner on-site. In the retail 
sectors most of the property management 
companies and even the shop owners  
know that it is the little detail that counts. 
A customer feels more invited to the store 
if it is well-maintained and clean.

Don’t forget  
about prevention!
Having the proper entrance mat for your 
store will go a long way to ensuring that 
dirt doesn’t enter your store in the first 
place. On average, one person brings 
in 0.58 grams of dirt under their shoes. 
Multiply that by your daily foot traffic and 
you’ve got a lot of dirt coming into your 
store! Besides unsightly dirty footprints 
tracking up and down your aisles, this 
amount of dirt can cause serious damage 
to your flooring. “Dirt is actually a killer 
on tiles – you’re basically allowing your 
customers to sandblast them. You wouldn’t 
stand on a stone on porcelain but that’s 
what you’re letting your customers do over 
a greater area!” comments Nicole Herron, 
member at Matco.

Nicole says the effectiveness of your 
chosen mat depends on a number of
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on average, one person 
brings in 0.58 grams  
of dirt under their shoes. 
Multiply that by your daily 
foot traffic and you’ve got 
a lot of dirt coming into 
your store!
factors, including its actual size. Studies 

have shown that you need seven metres 

of matting to get all the dirt off a typical 

shoe. In other words, a customer needs to 

take 10-12 steps over your entrance mat to 

completely get rid of their dirt underfoot. 

We’re not talking about the 10-step 

sideways shuffle either so a skinny mat that 

a customer can just step over is a pointless 

investment aside from the aesthetic value.

Recessed mats have many benefits 

including the fact that the dirt is contained  

within the recessed area, making it easier
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G O I N G  G R E E N

While Africa appears  
to have abundant water 
supplies in its basins, 
rivers, lakes, and even 
ocean, this precious 
natural heritage cannot  
be taken for granted
Now Woolworths is applying the lessons 

learnt in South Africa across its African 

store operations.

Starting at home
Woolworths began its water resource 

management journey by engaging experts 

to measure how much water it uses. 

Since then, the retailer has changed the 

way it approaches real estate across the 

continent. “Before Woolworths opens a 

new store, office or distribution centre, it 

looks at the design of the property to make 

sure it uses water efficiently,” says Justin 

Smith, Woolworths Head of Sustainability. 

“Its stores now include features such as 

water-saving air-conditioning, kitchens and 

rest-room facilities. Selected properties 

collect rainwater. Others recycle it.”

The move to sophisticated water 

monitoring, revealed a surprising amount of 

water lost through an extensive matrix of 

leaks, hidden from view, beneath its stores. 

At one store in Cape Town, Woolworths 

discovered leaks, which resulted in the loss 

of 2.5-millions of litres of water a month –
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Go green and improve  
your bottom line
Conserving resources  
and cutting down on  
waste saves money

Compiled By  
tArren Bolton

Greening up’ your business 

provides customers with a strong 

message that you are as concerned 

about the Earth as you are with 

your own profits

Many supermarkets have put in the effort 

to go ‘greener’, but could be doing even 

more to help customers reduce their 

environmental impact. One of the best 

ways to do this is by setting an example. 

Supermarket & Retailer takes a look at 

companies and products that are making  

a difference on the green scene.

Saving

Woolworths 
rethinks
store design 

across the African 
continent 

When it comes to water, it is widely 

accepted that business as usual is no longer 

an option. The challenges are many: rapid 

population growth, urbanisation, pollution 

and economic development as well as 

climate change. As an African retailer, 

Woolworths is actively working to save 

water by drastically reducing the amount of 

water it consumes – in its own operations 

and those of its suppliers. The retailer has:

■ Set out to drastically reduce the amount 

of water it uses, across the continent.

■ Focused on water efficient store, office, 

distribution centre design – and supplier 

conduct.

■ Discovered a surprising amount of water, 

lost through unseen store property 

leaks.

■ Found an underground stream, to 

replace municipal water, at its head 

office.

The Waterstone Woolworths store in Cape Town  
is a leading example of real estate designed for  
efficiency and better resource management.
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that’s as much as an Olympic size 
swimming pool of municipal water lost a 
month.

Woolworths now works with property 
developers and landlords, across the continent 
to repair leaks and improve water billing. 

By the end of 2015, these measures will 
see relative water use in Woolworths stores 
cut in half, from a 2007 benchmark.  

A stream runs beneath it
Woolworths head office campus in 
Cape Town taps into an underground 
water supply. After consulting with the 
municipality and a range of experts, the 
company realised that it could harvest the 
underground water, treat it and use it. This 
water is used for the building’s bathroom 
facilities, kitchens, car wash, courtyard 
fountain and cooling towers. This way, the 
office campus has saved 28.5-million litres, 
in municipal water, since 2012. The aim is  
a 70% relative reduction in municipal 
water use by 2015. 

A complete system 
Finally, Woolworths is educating its supply 
chain and providing valuable water-saving

tips to customers and employees. The 

retailer also regularly measures the amount 

of water used by selected suppliers and 

works with them to conserve and improve 

waste water management during the 

growing, production and manufacturing 

processes. The World Wildlife Fund for 

Nature (WWF) and the United Nations 

are among some of the other partners 

Woolworths is also working with to drive 

water conservation.

What Woolworths has learnt so far – tips 

for other companies wishing to conserve 

water:

■ Take a first step. Every single drop 

counts.

■ If you can, seek the guidance of water 

conservation experts. We have found 

organisations such as the World Wildlife 

Fund for Nature (WWF), the National 

Business Initiative (NBI), and the Green 

Building Council South Africa (GBCSA) 

particularly helpful. Also, the support 

of government departments cannot be 

overlooked.

■ Start with your own operations. Lead by 

example.

■ Try and measure how much water your 

company uses. And then set targets and 

do your best to reduce your footprint.

■ Track how much water you are saving. 

This should help to keep you from 

reversing any gains.

henkel reaches first 
sustainability targets 
ahead of schedule

Henkel’s Sustainability 

Report details the 

environmental and 

social advancements 

made by the company in 2014. It highlights 

the active involvement of employees 

worldwide and the company’s progress 

toward its sustainability goal for 2030.

“Henkel’s clear Sustainability Strategy 

has proven highly effective, enabling us 

to reach four out of five interim targets 

one year ahead of schedule,” says 

Kathrin Menges, Executive Vice President 

Human Resources and Chair of Henkel’s 

Sustainability Council. “Our employees play 

a key role in achieving these successes 

▲

Succulent BRM Pulled Pork will be your 
customers new favorite convenience meal
Easy to prepare  
Ready in minutes … 
and delicious!

BRM BRANDS is proud 
to pioneer PULLED PORK  
in South Africa after 
years of development 
and extensive travels to  
world renowned BBQ joints

Add it as a mouth watering choice  
on a fresh bread roll in your 
food service department or for your 
customers to heat, eat and enjoy at home

To find out more, call +27 (0)11 794 4221  
• Email: info@brm.co.za • Website: www.brm.co.za • 12 Rowles Road, Mostyn Park (Kya Sand), Johannesburg



indices. Henkel was listed in the Dow Jones 

Sustainability Indices again. The company 

has been included in the Dow Jones 

Sustainability Indices since their launch in 

1999, ranked eight times as industry leader. 

It was also included in the FTSE4Good 

ethical index for the 14th year in a row.

Global GreenTag

The launch of Global GreenTag South 

Africa’s formal recognition at a series of 

CPD and manufacturer seminars last week 

was a great success with over 400 people 

attending the four events. The recognition 

was by the Green Building Council of South 

Africa (GBCSA). The Cape Town events were 

held at the SANRAL Western Region Green 

Star Building (Winelands Auditorium) 

and the Johannesburg events at EY’s 102 

Rivonia Road, Sandton Green Star Rated 

Building.

GreenTag was recognised as one of the 

third party certification schemes able to 

certify products in GBCSA’s new Interior 

v1 rating tool. GreenTag can now certify 

all Furniture, Assemblies, Flooring and Wall 

Coverings to the appropriate level to allow 

products to gain credit points in the new 

rating tool launched in February.

The speakers included Lesley Sibanda 

from GBCSA, David Baggs CEO and 

Programme Director of Global GreenTag 

International, Marloes Reinink of Solid 

Green Consultants and Jeremy Sumeray of 

Armstrong Ceilings, UK.

Armstrong Ceilings have the first eight 

GreenTag Certified products in South Africa. 

They are rated to the top Level A. GreenTag

GoING 
GREEN

and we will continue to rely on their 

commitment and expertise to drive further 

progress.”

The strategy presented in 2012 has the 

long-term goal of achieving more with 

less and increasing resource efficiency by 

a factor of 3 by 2030. Henkel aimed to 

improve the relationship between the value 

it creates and its environmental footprint 

by 30% for the five years from 2011 to 

2015. 

By the end of 2014, Henkel had achieved 

significant progress, with improvements 

of 20% in energy efficiency, 19% in 

water use, 18% in waste volume (22% 

excluding construction and demolition 

waste) and 25% in occupational safety. 

The company aims to improve its 

performance again in 2015 and is working 

on defining new interim targets for 2020. 

Henkel views leadership in sustainability 

not only as a responsibility, but also an 

opportunity to continuously strengthen its 

competitiveness. Three strategic principles 

are key to the implementation of the 

Sustainability Strategy: products, partners, 

and people. The company focuses on 

developing products that offer more value 

and better performance and have a smaller 

environmental footprint. Together with 

its partners, Henkel aims to continuously 

improve its products across the entire value 

chain.

Moreover, active employee involvement 

is fundamental to reaching Henkel’s 

ambitious goal for 2030. One important 

tool that was expanded in 2014 is Henkel’s 

‘Sustainability Ambassadors’ programme. 

The programme gives employees a clear 

understanding of sustainability and 

enables them to convey the importance of 

sustainability to their co-workers, suppliers, 

customers, consumers and school children. 

Since the launch of the programme in July 

2012, more than 3 800 employees in 70 

countries have become ambassadors and 

have reached out to around 36,000 school 

children in 37 countries.

Henkel’s achievements in sustainability 

were recognised once again in 2014 with 

leading positions in various national and 

international sustainability ratings and 

was originally launched in Australia and 

has certified over 900 products in that 

market. Fortunately hundreds of these 

products are already available in the South 

African marketplace and will likely soon be 

available with GBCSA relevant GreenTag 

certification.

The Global GreenTag certification 

programme certifies all products in 

the construction sector and has been 

operational in South Africa since 2013, 

with certified products and numerous 

products under certification and is 

already transforming the South African 

marketplace. Four manufacturers that made 

application to GreenTag during that period 

have had the applications refused because 

of unacceptable toxic ingredients. This has 

prompted three of them to reformulate 

and resubmit. Only one has decided not to 

reformulate and has submitted to a local 

competitor ecolabel.

The GBCSA system was developed to 

evaluate the environmental performance 

of major products used in interior fitouts 

in any building, new or old. Materials 

calculators allow credit points to be 

calculated as a result of various criteria 

including third party certification to a 

variety of levels A, B or C. Level A attracts 

100% of the Green Star Interiors tool 

credits. Level B equates to 85% and Level C 

equates to 75%.

GreenTag is the longest established 

and largest ecolabel programme in South 

Africa and has two related certification 

programmes recognised in combination 

under GBCSA’s programme. LCARate is 

the world’s first programme that uses Life 

Cycle Assessment in the assessment of the 

products during certification. LCARate also 

delivers Bronze, Silver, Gold or Platinum 

ratings, the world’s only ecolabel EcoPOINT 

score, and summary LCA reports called 

Environmental Product Declarations – all 

as part of the certification. The GreenRate 

programme was designed for Green 

Building Council Materials Calculators 

and is assessed together with LCARate to 

Deliver GBCSA level rankings.

According to Grahame Cruickshanks, 

green building manager for EY’s Climate 

Change and Sustainability team ‘the launch 

of the new Green Star Interiors Tool, is 

likely to stimulate rapid market growth 

with ratings of both new and existing 

building fitouts’. ‘GreenTag is set to be a 

key tool for the industry to save time and 

money in achieving Green Star ratings’.
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World retail 
trends that are 
affecting South 
Africa’s grocery 

industry
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In addition, the rising price of fuel has 

made out-of-town retail locations, which 

are most likely to be hypermarkets,  

less appealing to many UK 

consumers. The number of 

convenience stores outlets 

operating in the country 

increased by 3% during 2013, 

the third strongest growth rate 

in grocery retailers in 2013 

behind discounters supermarkets.

Discounters is a category 

which is rising from a much 

smaller outlet base. During 2011, 

Wm Morrison announced that it would 

be opening its first convenience stores 

under the M Local fascia, with the number 

of such outlets rising to 12 by the end of 

2012. During 2013, the company acquired 

62 outlets from other retails, all of which 

are set to be converted into M Local 

outlets.

Growth in convenience 
stores continues to be 
fuelled by the activities of 
the leading retailers in the 
channel, some of which 
have opened numerous 
new outlets, with many of 
them announcing further 
plans to continue opening 
new outlets in the near 
future

Competitive landscape
Overall, grocery retailers in the UK is a 

highly concentrated category, with the 

four leading players Tesco, J Sainsbury, WM 

Morrison and Asda accounting for 59% of 

total retail value sales in 2013, a proportion 

which remained static from 2012, although 

the proportion of total grocery retailers 

value sales accounted for by these 

four players combined has consistently 

expanded over many years. In a category 

which was characterised by modest growth 

towards the end of the review period, if any 

single retailer expands its value share, this 

can come only at the detriment of other 

players.

At the same time, many of the UK’s 

leading grocery retailers have expanded 

their consumer bases and although

According to consumer markets 

researcher Euromonitor Inter-

national, three concepts are 

currently shaping trends in  

grocery retailing in the UK: 

convenience stores; dis- 

counters; and online sales.

2013 saw strong expansion in  

the number of convenience stores 

operating in the UK, confirming the 

development of a trend which first 

emerged in 2012 as UK consumers  

are now less likely to make major weekly 

grocery shopping trips, preferring instead 

to make smaller weekly grocery shopping 

trips and top-ping up their grocery stocks 

during the week by shopping in local small 

independent grocers and convenience stores.  

This change in shopping behaviour helps  

to reduce food waste, thereby saving con-

sumers money as disposable income levels 

continue to fall in the UK as rising inflation 

and stagnating salaries amidst challenging 

economic conditions continue to dictate 

consumer behaviour to a large degree.

▲

Adding a great range of versatility  
to your store environment

• Checkout Counters & Accessories • Impulse Units & Queuing Systems  
• Kiosks & High Value Counters • Standard & Bulk Gondolas • Fruit & Veg  
• Bakery & Confectionery Solutions • Deli & Food Prep • Magazine & Flower 

Stands • Racking & Shelving • Project Management & Store Design

Proudly approved suppliers to many major chain stores and independent 
traders. Servicing supermarket and wholesale retailers, our products are built to 
withstand the vigour of the industry and satisfy the aesthetics of the store design.

Head Office & Factory: +27 82 652 5831 / bruce@broleigh.co.za 
www.broleighinstoresolutions.co.za

BROLEIGH INSTORE SYSTEMS



Click n drive
This phenomenon, which started in Lille, 

France, is now accounting for over  

5 billion Euros through over 3 000 outlets 

throughout France. The chain Leclerc is 

leading with over 500 outlets accounting 

for1,5 billion Euros of sales. In the US,  

Wal-Mart appears to be leading with  

30 sites.

It is obvious that these consumers  

who are time starved enjoy the freedom  

of ordering on line and then collecting  

their groceries on the way home either by 

car at the store drive-in point or even at 

local Metro stations, where special pick up 

points have been developed.

Price, price, price
Price has once again topped convenience in 

many parts of the world as the consumers 

are under financial pressure worldwide. In 

the UK, Tesco has lost market share to the 

discounters, so now offers refunds on price 

differences versus the competitors. The US, 

Canada and France are also experiencing 

huge pressure on ‘price sensitive’ lines that 

require management’s ongoing attention. 

Adding value in freshness
The competition generated by both 

e-commerce and click ‘n drive is keeping 

customers away from the stores. To 

counteract this, many stores, such as 

Longos in Toronto, Canada, are focusing on 

creating a special ambiance in their fresh 

departments and encouraging interaction 

with skilled personnel who can give 

personalised advice. 

RETAIL TRENDS
Waitrose is reporting stronger growth than 

its competitors, a trend which is being 

fuelled by the introduction of lower-priced 

product ranges, at the other end of the 

price spectrum, discounters such as Lidl 

have reported that much of its growth in 

recent years has been derived from the 

launch of its Deluxe private label range, 

which offer premium delicacies such as 

Beef Wellington and Caviar at low prices.

The Uk’s grocery retailers 
operate in a very challenging 
trading environment 
dominated by short-term 
promotional activities, 
mainly through coupons 
but also Sainsbury’s Brand 
Match and Tesco’s Price 
Promise programmes, 
which reduce the need for 
consumers to shop around 
as they are able to determine 
the best price much more 
easily

Prospects
Growth in convenience stores in the UK  

is expected to remain positive in both 

the short term and the longer term. 

Over the forecast period, convenience 

stores are expected to record the second 

strongest constant value growth in grocery 

retailers, increasing at a CAGR of 2%, 

while the number of convenience stores 

operating in the UK is also set to increase 

at a CAGR of 2% as the country’s leading 

grocery retailers are rapidly moving into 

convenience stores, while the channel’s 

existing leading retailers are expanding 

their outlet networks.

Cash-strapped UK consumers are 

increasingly avoiding large weekly shopping 

trips in large format outlets in out-of-town 

locations as they attempt to save money 

on fuel as well as avoiding food waste.

The UK’s convenience stores are 

expected to benefit from the rise of online 

grocery retailing as many UK consumers 

are expected to be reluctant to order 

fresh produce online, preferring instead to 

purchase it from local grocery retail outlets.

‘Smartshopping’
Smartphones have become another tool 

to reach the consumer and groups such 

as Carrefour and Wal-Mart are developing 

applications that can photograph the 

product and give all its attributes, including  

price and special offers, in-store location 

and recipe ideas. 

Some stores who have used self-scanning 

tills (i.e., there is no cashier present and the 

customer scans her own goods) are now 

considering this function to be performed 

by a smart phone.

The decline of LADS  
(limited assortment 
departmental stores)
Discounters such as Aldi and Dia are having 

difficulties in countries such as Spain and 

Germany, where they have been forced to 

increase ranges to include more perishable 

and fresh lines. However, in England and 

Ireland, the discount model on limited 

assortment appears to be working and  

the major chains are losing market share  

to the discounters.

Acknowledgements: SIAL, France  
and Euromonitor International
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Where  
South Africa’s 

grocery industry  
is headed

South African grocers have lagged behind  
the overseas trends but this lack of  
innovation assists many in avoiding  
the ‘school fees’ paid by the pioneers.  
Here are some current trends:



The smart 

shopper programme, which 

was launched in March 2011, was the first 

major grocery store loyalty programme of 

its kind in the country and records over 10 

swipes every second that Pick n Pay stores 

are open. At well over 9 million smart 

shoppers, currently more than 10% of 

South Africans have a smart shopper card.

Now, following the implementation of 

a highly personalised voucher system and 

new third-party partnerships, Pick n Pay’s 

smart shopper looks set to set to shake 

up the retail loyalty programme in South 

Africa.

Already the largest loyalty programme in 

South Africa, smart shopper will continue 

its trend of positive growth in 2015 and 

predictions are that the loyalty programme 

will reach 10 million members by the end 

of this year, according to Steve Hoban, 

Head of smart shopper at Pick n Pay.

“Over the past year, the smart shopper 

programme has undergone a number of 

fairly significant upgrades. We can now  

offer our customers coupons and vouchers 

for discounts that are perfectly in line with 

their personal shopping habits. Further-

more, in a move that we believe is unique 

to South African retailers, we have also 

changed the way loyalty programmes work 

in retail by offering our customers free 

benefits with third-parties as reward for 

shopping with us,” he says. “And the value 

on offer is really compelling if they do”.

As an example, smart shoppers can 

switch R32 worth of points for a R60 

voucher to redeem against a Ster Kinekor 

cinema ticket, or they can switch R50 

worth of smart shopper points for a R150 

voucher to spend at Galaxy Jewellers as 

well as additional benefits and discounts. 

Moving towards 
mindfulness
Thinking your way  
to supply chain success
Supply chain disruptions can have an 

enormous impact on company perfor-

mance. One source estimates that firms 

experiencing these problems on average 

see an 11% reduction in shareholder value. 

Another estimates they incur around  

a 40% reduction in stock price.

With supply chain complexity rising 

fast over the past 30 years, the best 

organisations can do right now is to 

prepare themselves for 

such unforeseen 

problems. 

But how?

Be Prepared. As the old scout motto 

says: “A scout must prepare himself by 

previously thinking out and practising how 

to act on any accident or emergency so 

that he is never taken by surprise.”

“This sums it up pretty well,” says Paul 

Pittman (Ph.D., CFPIM, CSCP, Jonah), 

Professor of Operations Management 

at Indiana University Southeast. “The 

companies that seem to handle unexpected 

events relatively well aren’t merely lucky.  

In truth, these organisations’ leaders are 

just more mindful of their environments 

and decisions.”

The concept of being mindful deals 

with simply being more aware of your 

surroundings, or using what you do know 

to be more prepared to deal with what  

you don’t know.
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Pick n Pay’s smart shopper 
ahead of the game  
in 2015

Personalised coupon 
system and unique 
agreements with 
third-party partners 
set smart shopper
apart

Other specials in the 
Western Cape allow 
smart shoppers to
switch R25 worth of 

points for a R50 voucher to
redeem at selected Spur restaurants. 

Shoppers can also use R86 of points to earn 
a R172 voucher to Ratanga Junction.

“It’s all about giving our customers 
opportunities to treat themselves and 
their families in spite of tough economic 
conditions. It’s a value-added benefit we 
give to our customers simply for continuing 
to do what they have been doing and 
choosing to do their shop with us,” says 
Hoban. 

And it works. The level of customer 
engagement with the loyalty scheme has 
been consistently increasing over the past 
year.

Since September 2014, over 1.6 million 
vouchers have been issued. This is a 
million more vouchers than the number 
of vouchers that were generated over 
the same period last year. This is due to a 
continued increase in new smart shoppers 
joining the programme as well as an 
increase in voucher redemption and the 
spending of points per customer. “This 
shows us that our customers appreciate the 
personalisation we are offering them – and 
they are actively using the programme as a 
cost-saving tool,” he says.

Hoban says smart shopper’s analytics are 
used extensively to enable the company 
to match customer needs and desires 
very accurately and to provide them with 
rewards that are timely, relevant and 
easy-to-use. “Loyalty programmes are no 
longer simply ad-hoc reward incentives for 
loyal customers. They have evolved into 
highly sensitive vehicles for engagement 
with customers and a way to show them 
that they are being heard. The loyalty 
programmes that will be successful in 
the years to come are those which make 
efficient use of the data they generate to 
adapt and evolve with dynamic customer 
preferences,” says Hoban.



customers and, ultimately,  consumers of 

their products, the more we can expect 

this industry to grow and, importantly, 

contribute to stimulating our economy.

Food & hospitality 
Africa launches  
as industry leader
The new expo, Food & Hospitality Africa, 

scheduled for 3-5 May 2016 at Gallagher 

Convention Centre in Midrand, Gauteng, 

has launched with a strong heritage of 

successful delivery in line with industry 

expectations through the popular Hostex 

and IFEA expos.

Hostex has 30 years of experience in 

presenting the leading expo to the South 

African market, and IFEA, the international 

food and drink event that launched in 

2013, adds innovation, excitement and 

variety to the mix. 

While some of the favourite elements  

of both shows will be evident at Food  

& Hospitality Africa, it will feature a fresh 

new look and bold new features and 

attractions.

Nicholas Sarnadas, Food & Hospitality 

Event Director for Specialised Exhibitions 

Montgomery, organisers of Food & 

Hospitality Africa and the long-running 

Hostex and two-year-old IFEA, says, 

“Specialised Exhibitions Montgomery 

responded to the call from industry to 

merge the two most popular hospitality 

trade shows and is co-locating IFEA and 

Hostex in 2016. This will leverage the size 

and scale of two industry greats to create 

one expo that will be the largest and most 

representative food and hospitality trade 

event on the African continent.”

example, identifies and helps the industry 
close operational gaps where errors creep 
in and where potential food scares could  
be lurking. 

Many tourists across the world are 
concerned about food safety issues and 
avoid local foods. If South Africa takes  
a proactive lead in meeting international 
food safety standards, tourists can happily 
explore our local cuisine knowing it is safe. 
An international food scare rooted in South 
Africa would have serious consequences for 
South Africa’s reputation as a business and 
leisure tourism destination.

“The same goes for investors”, says 
Rogaly. “If the food source and manufactur-
ing process cannot meet international 
standards, the attractiveness of setting up 
a manufacturing plant to service the SADC 
region or the continent in general would 
be hampered. International organisations 
cannot afford the liability and reputational 
risk associated with food scares that often 
occur in third world countries. An example 
of this is the experience that Tiger Brands 
had with one of their manufacturers in 
India late last year.

Imagine if the organisation Proudly 
SA could no longer promote the SA food 
industry as a leader or even as a national 
treasure. It would have to mitigate against 
possible crises if the country’s image is 
tarnished by an industry that does not 
perform and conform properly.

The food industry is the second largest 
employer in South Africa, employing around 
1.5 million people and with a turnover of 
more than R20 billion per annum. With 
more and more food companies in South 
Africa seeing the light and instigating 
independent checks so that they are  
able to reassure themselves, their retail

NEWS
While the definition of mindfulness is 

quite simple, practicing mindfulness is 

not. “Mindless thinking says ‘problems 

just happen’ and ‘things are never as they 

appear’,” he says. “By contrast, mindful 

managers believe that most problems can 

be predicted and that is why they look 

deeper for signs of underlying issues.”

Seek answers where there  
seem to be no questions: 

■ What can go wrong? 

■ What is the likelihood of it happening? 

■ What is the impact if it does happen?

“By seeking the answers to these three 

basic questions concerning everything  

from a regular oil spill that you notice on 

the factory floor to the likelihood of  

a supplier’s failure to perform, it’s possible 

to mitigate most risks facing supply chains 

today,” he says.

Making SA’s food safe 
will keep us proud
The South African food 
industry is taking matters 
into its own hands 
Food manufacturers and retailers are now 

working together to become self-regulated 

in terms of food safety and compliance so 

that not only domestic consumers but also 

entire industries, such as tourism and the 

international investment sector, may be 

con fident about food produced and con-

sumed in South Africa. If the South African 

food industry takes the ‘continental’ lead 

in becoming compliant, this has a positive 

knock-on effect for Brand South Africa. 

For self-regulation to take place, the 

food industry needs to check every stage 

of its supply chain and be rigorous about 

its certification, auditing, label verification 

and overall operational standards. Amanda 

Rogaly, MD of FoodSure says some big 

food companies in South Africa are already 

well on their way to total compliance and 

label verification but that this is a lengthy 

process. “The real challenge is making it 

clear to other and smaller, independent 

companies what they need to do.” 

As an independent organisation with 

specialist consultants in a number of 

critical fields, FoodSure works with the 

retailers and food manufacturers to help 

them become fully compliant and, for
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Diary
Leading trade fairs, exhibitions and events of interest  

to supermarkets and their suppliers

For more information on these and other events,  
go to www.supermarket.co.za (trade Fairs & Events)  

or contact us on (011) 728-7006

NAtioNAl 2015
13 April Estimating and Costing for imports and Exports
JOHANNESBURG Information that will enable delegates to prepare a proper and

accurate quotation for imports and exports to realise profits.
16 April international Franchise Expo
JOHANNESBURG FASA’s role is to continually promote the advantages of franchising

to business entrepreneurs, to prospective franchisees and to the 
public at large. 

24 April SA Sweet & Snack Expo
MUlDERSDRIFT This industry continues to grow, but is increasingly complex. From

consumer demand for greater variety and novelty, to exciting trends 
such as the increased interest in organic, artisanal and retro candy 
offerings, and the potential of the untapped snack market.

24 April Decorex
CAPE TOWN Nine of South Africa’s most trend-forward, popular designers and

artisans, contribute to the range of summer-inspired products made 
of clay, porcelain, wood, hand printed textiles and recycled glass.

25 April SA Cheese Festival
STEllENBOSCH Visitors can expect a gourmet event jam-packed with flavour 

experiences. The organisers have given the festival new zest without 
compromising cheese’s position as the belle of the ball.

01 May Coffee &Chocolate Expo 
DURBAN Allowing exhibitors to sell directly to the market their quality products

and base services. Coffee machines, pots, crockery and products will 
be some of the exhibits of this event.

06 May township Shopper Marketing Summit
JOHANNESBURG Most brands regard online as a component of a multi-media

retailing strategy. These have active online strategies and the 
challenge is to identify viable best practice solutions.

12 May iFSEC South Africa
JOHANNESBURG Providing exhibitors with the perfect opportunity to showcase their 

security and fire products and services to a captive audience of high-
end industry professionals. 

20 May Energex Africa
MIDRAND Offers a wide collection of energy efficient products tol help preserve

power and protect the excessive wastage of natural resources.

iNtERNAtioNAl 2015
13 April Salon de Gourmets
MADRID Meeting point between producers and consumers for quality food

and beverage products. This show has evolved to be the trade 
reference fair in Europe within the high quality gastronomy. 

14 April Pro-Retail – Promoting in-store excellence
TElFORD Over two hundred leading suppliers and manufacturers will be 

exhibiting, offering a unique opportunity to see new products and 
concepts, network with other retailers, suppliers and industry 
experts.

19 April Natural & organic Products
lONDON The best choice of quality natural, organic, Fairtrade, sustainable, 

ethical, free-from, eco and healthy-living products. See the latest 
innovations and stay up-to-date with evolving natural trends.

21 April Seafood Expo Global
BRUSSElS The exposition features more than 1 690 exhibiting companies 

from over 75 countries. Exhibitors supply nearly every type of fish, 
seafood, and seafood-related product or service.

29 April Retail Forum
NORTHAMPTON- New ideas, solutions and innovations to help take departments and 
SHIRE companies forward. The agenda is pitched at a high level and 

endeavours to present new case studies and new thinkers.

Call Amotz Golan on  
082-552 0763 or 011-728 3947

Amotz will help you select the right 
machines, packs and liddable films 

that complete the finished packs

email: agpe@global.co.za
www.foodpackagingsystems.com

Imagine, for example, extending 
the life of meat packed in-store 

up to 15 days.You’ll cut the costs 
of repackaging or repurposing 

product approaching expiry date. 
You’ll also be able to build up 

packed stock ahead of holiday 
trading periods.

Extend the shelf life 
of your meat, HMR 
and fresh produce 

with a complete gas 
flush semi-automatic 
packaging system in 
your store, starting 

from less than 
R150 000



We manufacture and supply  
quality industrial equipment at competitive prices

Put over 100 years of experience in these fields to work for you

Economy Combi  
Steamer Range
Available in 6 and 10 pan capacity
Direct steam injection every  
99 seconds
Tray size: 400 x 600 or 1/1GN
Independent Humidifier function

Electric Pressure Fryer 
Stainless Steel structure
Electronic Control panel
36 piece chicken fryer
25lt oil capacity

Tombake Rotary Rack  
Streamline oven  

– Electric conformation only  
Benefits: oven footprint  

is only 1680mm x 1280mm  
x 2470mm (h)

Energy saving:  
Electric power  

consumption: 47 KW
1 x Bread trolley to fit  

30 x BO4 shapes (120 loaves)
or 1 x 18 shelf Confectionery  

600 x 800 tray size

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

Website: www.tombake.co.za

Tombake Spiral 
Dough Mixer – 
2 Speed Automatic 

available in
30kg, 50kg, 
80kg, 120kg, 
and 200kg 
sizes

Semi Automatic  
Bun divider –  
30 piece weight  
range 40gr – 100gr  
with 3 moulding  
plates 

Italian Roll Moulder with safety  
infeed belt, stainless steel rollers 
500mm belt width and safety guard 
weight range 40gr – 500gr

bAKEry & CATErING
Tombake  

Cake Mixers
Available in  

20lt,40lt,60lt,
80lt and 100lt


