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A lean, stripped-down, hatchet-faced Tatler this week, a bit like Lance Armstrong at the top of l’Alp d’Huez, except 
without the drugs, obviously, as you, our lotus-eating readers, are busily packing for Plett and will probably just 
glimpse at this on your Blackberries on the way to the first-class lounge, not that we’re complaining. Enjoy the read. 
 
RETAILERS AND WHOLESALERS  
 

 
Boxer Superstores 
Red carpet time 
Pick n Pay subsidiary Boxer Superstores are finalists in three categories of the African Access Business Awards, 
South Africa’s business Oscars. The nominations are for the Customer Focus Award, the Marketing Excellence 
Award and the Top Performing Businessman of The Year Award, for which Marketing Director Andrew Mills has 
received the nod. Nice work from a business which leads at the lower-end of the market where others are just 
beginning to follow. 
Tatler Reporter 15/06/11 
 
Pick n Pay 
Tie me wholesaler down 
As Walmart battles the local competition boys to get in, Pick n Pay battles the Aussie ones to get out. Reading 
between the lines, though, there is some light at the end of the tunnel. Metcash (Aus) has received more than 200 
expressions of interest for the 80 Franklins supermarkets it has agreed to acquire from the Big Blue, many of these 
coming from the independent supers PnP would end up selling the stores to should the deal not go through. 
Reuters 13/06/11 
 
Pick n Pay (2) 
Card sharp 
Just months after the launch of its smart card, Pick n Pay has signed up 3.1 million ‘smart shoppers’ against a target 
of 3 million for the first year. The cerebral fragments of polyvinyl chloride were used in just over 50% of sales, said 
Mr Badminton at the Group’s AGM just the other day, and might account for the slight uptick in sales for the first 
three months of the jolly old FY. 
Business Report 15/06/11 
 
MANUFACTURERS AND SERVICE PROVIDERS 
 

 
Adcock Ingram 
Take two and call us in 2015 
A task team from Adcock Ingram has been working tirelessly for 18 months to clear more than 4,000 medicine 
registrations with the Medicines Control Council, which apparently needs some assistance in these things. More 
than 250 registrations from Adcock Ingram alone are still outstanding, in a bad way, including registrations for much-
needed ARVs and first-to-market generics which could lighten the burden of ill-health for poorer South Africans. 
IOL 15/06/11 
 
Unilever 
Soy what’s up? 
This sustainable sourcing business leads one down some lesser trodden paths, that’s for sure. As part of the Round 
Table on Responsible Soy (RTRS) initiative, Unilever Brazil has recently bought certificates that cover 5,000 tonnes 
of sustainable soy oil, for use in dressings and margarine products, which will go some way to stimulate farmers to 
move their agricultural practices towards the (RTRS) criteria. Global production in soy oil is around 40 million tonnes 
and the company buys around 1%, we bet you didn’t know. 
Bizcommunity 15/06/11 
 
 
 
 
 



 
Rainbow Chicken 
Yes but have any been laid off? 
4,500 Rainbow Chicken workers at processing and farm plants in the Western Cape, North West, Mpumalanga, 
Gauteng, KwaZulu-Natal and Eastern Cape plants are out on strike, demanding better wages, reduced working 
hours and a backdated payment to April 2011, this final issue being the major sticking point, apparently. 
Fin 24 09/06/11 
 
TRADE ENVIRONMENT 
 

 
Interest Rates 
May you be born in interesting times 
As the interest rate migrates north in early spring, some of our retailers are shaking out the mothballs and preparing 
for a bleaker season of consumer spending. As it were. While the lilac-shirted credit retailers in the clothing sector 
generally benefit from an upswing in the rate, our manly cash boys do not, particularly those who cater for the 
hocked-to-the-gills upper-LSMs. 
IOL 15/06/11 
 
TRADE INTELLIGENCE 
 

 
Training & Seminars 

 
My Customer is a series of training programmes and executive presentations designed to provide your business 
with the insights you need to trade effectively in the South African consumer goods environment. The programmes 
look at the FMCG Environment holistically, from the macroeconomic drivers that shape consumer behaviour to the 
retail responses to these, including their positioning, strategy and operational execution. My Customer explores the 
areas of opportunity for co-creating value with your customers, and inspires your team to maximise these 
opportunities in your business and with your trading partners. 
 

 
An introduction to the SA Trade 
Trade Intelligence plays a fundamental role in attracting, educating and inspiring industry talent with this intensive 2-
day workshop for marketing and customer marketing graduates, new entrants and non-customer facing staff, 
providing in-depth insight into Key Customers and the environment in which they operate. 
 
My Customer 2.0 provides: 

• An in-depth understanding of your customers, their trading operations, market positioning and strategic 
focus areas. 

• A clear and concise ‘situation-analysis’ which is key to drawing up annual account plans – “where each 
retailer is at today and discussion regarding where it is going tomorrow”. 

FOR MORE INFORMATION ABOUT THESE COURSES, contact Linda Hogg on (031) 303 2803 or email 
linda@tradeintelligence.co.za 
 

THE WEEKLY GURU 
"Debts and lies are generally mixed together." 
Francois Rabelais 
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