
 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 
 

 

 

          Better Business Focus  September/October 2016 

  

 
44 

 
Reinvention has become a major trend. 

You can consult psychologists and 

therapeutic hypnotists or read self-help 
guides to a new you. The key is 

recognition that things must change; a 

crisis is near and a new start is overdue. 
 

That crunch hit retailing some years 

ago, but we have yet to see shopping 

reinvention. However, recent 

statistics suggest change is now 

urgent. 

 

According to Trade Intelligence, R78 

of every R100 spent by consumers is 

used to pay down debt.  

 

Standard Bank then tells us the biggest 

items of household expenditure are 

food, beverages and tobacco, 

accounting for 20% of consumer 

spend. Transport costs account for 

another 15%. 

 

Typically, 60% of household spending 

goes on absolute essentials, with food 

the priority. 

 

Food is becoming a crisis zone. 

 

Agri SA warns of ‘enormous’ food 

price increases in 2016. We see 

headlines about concern around 

retailers profiting from food prices 

while Agriculture Minister Senzeni 

Zokwana admonishes business not to 

engage in profiteering. 

 

The headlines suggest our retailers 

have an image problem. Drought 

comes, food inflation sets in and 

profiteering at the tills is instantly 

suspected. 

 

Consumers are simply drawing on 

past experience. Traditionally, 

businesses respond to pressure by 

cutting back, protecting margins and 

passing on costs to the consumer. 

 

Reinvention is called for. Our retailers 

still have to contain costs and defend 

margins, but this time around they 

could try doing something different as 

well – like becoming the shopper’s 

price-fighting ally; not as a gimmick, 

but as an act of reinvention. 

 

You don’t communicate a deeply felt 

change of heart in a press release. You 

do it by behaving differently. 

 

Sales staff are taught to up-sell and 

cross-sell. Engaging in selective down-

selling is unprecedented. But in a 

crisis, it might be justified. 

 

Staff who spot pensioners double-

checking the price of the cheapest 

cuts of meat might like to direct them 

to genuine bargains. They could help 

by telling customers when and where 

genuine pensioner specials will be run. 

 

Staff could pass on friendly tips like 

the impact of rand weakness on 

imported speciality lines – items they 

might prefer to skip if money is tight. 

 

Price differentials could usefully be 

pointed out. Maize might be up, but 

samp and rice prices might be stable. 

 

 

In the fruit and veg section, staff could 

educate shoppers on the wisdom of 

buying in-season produce at keen 

prices.  

 

Consumer-friendly staff could also 

point out any products that keep 

prices ‘low’ while quietly reducing the 

pack size. 

 

Helpfulness could extend beyond the 

shop. 

 

Really helpful staff would know the 

nearby restaurants that offer good 

value – 50% off hake and chips on 

Mondays, two pizzas for the price of 

one, etc. 

 

You rescue the consumer from 

unnecessary expense. In the process 

you could save your own business. 
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Important Notice 
© Copyright 2016, Bizezia Limited, All 

Rights Reserved 

 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article.  

 

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 

 

Publication issued on: 3 October 2016  
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kalliatakis/1/a2b/b76 


