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Tasty & Delicious

Ideal for a family meal

Great South African  
Chicken Every Day!

Serves: 2
Preparation time: 15 minutes 
Cooking time: 15 minutes

Method:

For the stir fry: Cook noodles according to package instructions and set aside.

In a large pan, add cooking oil and saute onions, red pepper, baby spinach and cabbage together until the onions are 
translucent. Season with salt and pepper. Combine with cooked noodles, divide into separate bowls and set aside.

For the sauce: Add vinegar, water, sugar, garlic, soy sauce and cayenne pepper to a saucepan. Simmer for about 
8-10 minutes while stirring in between to dissolve the sugar

Mix the cornflour with water and add this to the sauce whilst stirring to prevent it from sticking to the bottom  
of the pan.

Simmer the sauce for a few minutes until it reaches the desired consistency.

Cook frozen crumbed chicken pops according to package instructions and add to cooked noodles.

Gently toss the stir-fried noodles in the sauce and enjoy immediately.

STIR-FRIED NOODLES  
WITH CHICKEN POPS

Quick and flavourful noodles tossed with veggies and crispy chicken pops  
for a budget-friendly meal in minutes.

INGREDIENTS
For the stir-fry:
2 packs of instant noodles
2 Tbsp (30ml) cooking oil
1⁄2 cup (125ml) onions, diced
1⁄2 cup (125ml) red pepper, diced
1 cup (250ml) baby spinach
1⁄2 cup (125ml) cabbage, chopped

For the sauce:
1⁄2 cup (125ml) white or brown spirit vinegar
1⁄4 cup (60ml) water
2 Tbsp (30ml) crushed garlic
1 Tbsp (15ml) soy sauce  
or Worcestershire sauce
1 Tbsp (15ml) cayenne pepper  
or peri peri powder
4 tsp (20ml) cornflour
2 Tbsp (30ml) water

CHICKEN

Tender n Tasty

Johannesburg 011 206 0600, Cape Town 021 505 8000, Durban 031 563 3661

www.astralchicken.comFollow us on
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artisanal patisserie, and chocolate. Harnessing 
these trends to create a destination shopping 
experience drives feet into stores while building 
brand awareness and loyalty.

Winning the snack aisle �  t
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Relish on Astron Energy Rosebank  �  t
Muneeba Jaffar writes that at a time when fuel 
margins are under pressure, convenience is non-
negotiable, and forecourt retail is being reshaped 
by changing travel patterns and rising operating 
costs, Montrose and Bergview demonstrate how 
long-term strategic execution, rather than location 
alone, drives sustained relevance on a national 
highway.

NorgesGruppen & Norwegian retail  �  t

STOREWATCH

Delight your customers �  t
Aki Kalliatakis argues that customers are the 
purpose behind all actions and communication in 
business, and we’d better have a strategy to take 
care of them – even when they don’t know what 
they want.

Retail supply chains in 2026 �  t
Margins in South Africa’s retail sector have always 
been hard-won, but the pressure is intensifying. 
Rising input costs, persistent energy constraints, 
volatile fuel prices and a consumer base that is 
both price-sensitive and increasingly impatient 
have combined to expose inefficiencies that 
retailers can no longer afford to absorb. What once 
passed as ‘good enough’ in logistics, replenishment 
and inventory planning is now a direct threat 
to competitiveness. Smarter, faster and more 
disciplined operations now drive the advantage.

Opportunities rising in the bakery �  t
In South Africa, driven by affordability and conve
nience, the humble standard white loaf dominates 
the bakery category – and for some stores, volume 
speaks louder than value. However, there’s more 
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This group 
has built 
a hugely 
profitable 
model using 
various store 
brands and 

the high standard of living of consumers. Despite 
the harsh climate, the mass distribution market is 
well-maintained by them – they currently hold the 
largest national market share (over 43%).
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to the local bakery 
and this is where the 
value opportunity 
lies. International 
trends show a grow
ing interest in high-
quality baked goods 

From price-point packs and 
promotions to shelf visibility 
and occasion-led layouts, we 
explore how retail strategy 
turns everyday snacking into 
volume, margin and repeat 
purchase.

https://stockcake.com/i/
shopping-for-snacks



driven by affordability and convenience. According 
to Global Newswire, the standard loaf remains 
a firm favourite, and for some stores, volume still 
speaks louder than value.

Yet for many middle- and higher-income con
sumers, the local bakery is about more than sliced 
white bread. International trends show growing 
demand for high-quality baked goods, artisanal 
patisserie and chocolate. A strong in-store bakery 
can become a destination – driving foot traffic, 
building brand awareness and strengthening loyalty.

We also turn to the snack aisle. In a category 
driven by impulse, frequency and familiarity, 
retail execution is the true differentiator. From 
SKU rationalisation and price-point packs to 
occasion-based merchandising and shelf visibility, 
performance is increasingly shaped by how 
products are ranged, promoted and presented.

The roads are congested again. The holidays 
are over. And retail, like the country itself, is back 
to the serious business of moving forward – 
one considered decision at a time.

Helen Maister

the shift truly stuck? It’s a question retailers and 

suppliers are watching closely. Muneeba Jaffar looks 

at Bergview versus Montrose on the N2 – exploring 

what keeps travellers coming back for more, and 

why fuel convenience continues to matter.

Smarter systems, sharper decisions
Retail supply chains in 2026 are defined by smarter, 

faster and more disciplined operations. While 

investment discipline and operational flexibility 

are shaping how retailers plan for the year ahead, 

technology is increasingly defining how those plans 

are executed.

This is not a year for chasing the next big tool. 

2026 is about selective, purposeful deployment – 

technology that simplifies complexity, sharpens 

decision-making and improves responsiveness 

across increasingly fragmented retail networks.

Where value is being built
Opportunities are rising in the bakery aisle. In 

South Africa, white bread continues to dominate, 
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Back to reality – Happy 2026
The coastal towns are quiet 

again and the cities are back 
in gridlock. The festive season feels 
long forgotten. Yet there are signs 
of recovery. A turnaround, perhaps. 
The rand is trading at around 16:1 
to the dollar – levels we haven’t 
seen since 2022. Interest rates 
were cut in November 2025, with 
the promise of another cut in

2026. For many South Africans, that means the 
space to breathe a little.

We are not a nation of savers. The real question 
now is where consumers will choose to spend their 
hard-earned money – and what will influence those 
choices.

Changing baskets, lasting shifts
Private Label has risen sharply. When times were 
tough and every rand counted, it won the hearts - 
and baskets -of consumers. As pressure begins to 
ease, will shoppers return to trusted brands, or has 
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The leading name in 

INSULATED
COLD SPACES

Retail Cold Storage

what we offer:

GLASS DISPLAY
DOORS

STRIP CURTAINS

COMPLETE
INSTALLATION
SERVICES

INSULATED PANEL
SPACES

www.panelworld.co.za

Follow us on 

 +27 86 111 2600
sales@panelworld.co.za
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Like a fish out of water

This is the next article 
in a short series on 
how behavioural 
economics and ‘being 
human’ affects your 
business.

Aki Kalliatakis
aki@leadershiplaunchpad.co.za

In 2005, author David Wallace gave a speech to the 
graduation class at Kenyon College in Ohio. He began 

with a story that you probably have heard before … 

There are these two young fish  
swimming along and they happen to meet  

an older fish swimming the other way,  
who nods at them and says,  

“Morning, boys. How’s the water?”  
And the two young fish swim on  

for a bit, and then eventually  
one of them looks over at  

the other and goes,  
“What the hell is water?”

Wallace went on to state that the  
most important and obvious realities  
are often the ones that are hardest to  
see and talk about. In business, customers  
are the water.

Businesspeople always ask me, “What do customers want anyway?  
So often, they don’t even know themselves!”

But if we take one step back, we need to look at what your business is all 
about. In what is often misquoted, management guru Peter Drucker defined 
a business as … 

A social group that differs from other social groups  
in only one way: businesses must have customers …  

The purpose is to create and keep its customers.

“

“

“ “

Of course, there are many other parts 
that make up your business: people 

on your team, products and services 
(and a place to showcase those products)  
and the processes and methods by which you 

operate. But if you have no customers you have 
no business. I’d argue that customers are the most important.

Customers are everything. They are (hopefully) around us all the time. 
They are the water of business. They are the purpose behind all actions and 
communication, and we’d better have a strategy to take care of them – 
even when they don’t know what they want!

On the one hand, the water analogy is great because without water we 
die. But, just as the two fish in the story are so submerged in water that 

DELIGHT YOUR CUSTOMERS
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DELIGHT YOUR CUSTOMERS

“

they struggle to see it, businesses are so immersed in 
customers that they can’t make sense of it. Naturally, 
many leaders don’t consider customer care the best 
use of time. But leaders must choose the success 
factors of the business where they want to focus.

Some justify their hesitation – they say that trying 
to affect the water all around doesn’t make sense. 
But if you think about the impact of an oblivious 
and unintentional approach to customer experience, 
designing it with little purpose and unable to 
understand how it affects your business’s success, of 
course you will end up in trouble. One only has to 
look at retailers that no longer exist to see the path 
of destruction wreaked by unconscious customer 
strategy.

What about the fact that customers don’t know 
what they want?

In the movie Men in Black, my favourite scene is 
when Jay (played by Will Smith) as a cocky newbie, 
has his first encounter with aliens. He turns to his 
senior Kay (Tommy Lee Jones) and asks why they 
don’t just tell the world that aliens exist. After all, “… 
people are smart, they can handle it.” Kay responds …

“A person is smart, but people are dumb,  
panicky, dangerous animals, and you know it.”  

And then he added: “Fifteen hundred years ago,  
everybody knew the Earth was the centre  
of the universe. Five hundred years ago,  

everybody knew the Earth was flat,  
and 15 minutes ago, you knew that people  

were alone on this planet. Imagine what  
you’ll ‘know’ tomorrow.

“

This idea perfectly captures that even though we 
people can intellectually comprehend something 
new, it’s often difficult for us to believe and accept 
new ideas and make normal and coherent changes. 
In psychological terms, we call these ‘cognitive 
biases’, and there are hundreds of them.

Take an example: How many times have you 
heard someone saying, “But isn’t this just so 
obvious?” Indeed, how many times have you said 
this? We say it when we grasp that some request or 
recommendation you thought you delivered wasn’t 
acted on. This is called the ‘Signal Amplification 
Bias’ and, not to put too fine a point on it, people 
believe they said a lot more than they did in reality. 
It explains how most miscommunication occurs. 
We habitually fail to realise how little we actually 
communicate with others.

I’m willing to put money on it when I say 
that you probably see the effects of this 
hundreds of times a day. You can understand 
why it happens. You deal with this dozens of 
times a day. You see how your store is planned, 
where items are placed, and why, and you work 
with the processes like payment by credit card, 
for example, or ordering a customised braai 
pack for a customer’s order.

But for your customers, this may be the first 
time. Not only that, but their lives outside of 
your business are probably overwhelmingly 
filled with too much complexity. “I just 
don’t have the time to figure this all out!” 
they say to themselves, and then suddenly 
it all explodes in frustration when one small 
innocuous spark is lit.

A customer manage
ment strategy’s entire 
purpose is to improve 
the quality of the 
water – the customers’ 
experiences. You cannot 
do it in a self-centred 
way. You need to be 
aware of the greater 
context of their lives and 
listen to and observe 
the obvious and not so 
obvious clues they give 
you about what they 
need, want and desire.

https://wallpapercat.com/
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The trusted voice  
in retail for 70 Years

www.freepik.com/

Supermarket & Retailer has cemented its position 
as a trusted partner in the retail industry, providing 
businesses with valuable tools to effectively connect 
with their audience. Our platform is designed to 
meet the evolving needs of the retail sector, whether 
you’re a supplier of equipment, a service provider, or 
a brand looking to highlight your consumer goods. By 
leveraging our carefully curated advertising options, 
you can position your business right where industry 
decision-makers and buyers are actively seeking 
solutions. Supermarket & Retailer offers a variety of 
advertising opportunities to suit different goals.

A full suite of  
advertising solutions
Press releases: A press release 
on Supermarket & Retailer ensures 
that your brand’s voice is heard by 
key figures across the industry.

Dedicated emailers: Cut through the noise and 
deliver your message straight to the inboxes of retail 
professionals and decision-makers.

Social media marketing: We offer tailored social 
media campaigns that are designed to create buzz 
around your brand, influencing your retail space.

Buyers Guide listing: A trusted resource for retailers 
seeking suppliers and solutions, ensuring you are easily 
discoverable to those making purchasing decisions.

FMCG product highlights via the Product Hub: The 
platform for brands to showcase their consumer goods.

Why advertise with  
Supermarket & Retailer?
Targeted exposure: Our platform gives you access to 
an audience that is actively looking for products and 
services like yours.

Industry credibility: Our readers trust us for reliable 
insights and solutions, and this trust extends to the 
brands we feature.

Tailored campaign: We offer flexible and customisable 
advertising solutions that fit your specific objectives.

Proven results: Our platform has helped countless 
businesses boost their visibility and achieve measur
able results through effective, targeted marketing.

Partner with Supermarket & Retailer  
to target ‘Real’ retail decision makers
011 728 7006 | info@supermarket.co.za

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 +27 (0) 83 379 3466, or via the website at www.leadershiplaunchpad.co.za

To end his graduation speech, Wallace came back  
to the fish-in-water story. He spoke about how we need  
to value things like our education – not the academic knowledge 
that we accumulate and regurgitate – but everything to do with 
simple awareness of what is real and essential, hidden in plain 
sight all around us, all the time, and we have to keep reminding 
ourselves over and over: “This is water.”

I’d translate that thought for customer experiences  
this way: The real value of customer experiences and  
customer care have almost nothing to do with the physical 
layout, processes, people and products of your store, and 
everything to do with the awareness of how customers are 
essential, how their experiences connect everything  
around us that makes up the business. 

We need to move away from our worship 

of ourselves and our businesses and live  
in the real world of our customers. Unless 

you know for sure what they experience 
outside your store, at work, at home, on the roads, and 
in other businesses, you cannot be free. Unless you are 
certain that the tired woman who snapped at your staff 
wasn’t up all night for three nights in a row holding 
her dying husband’s hand, you cannot be free. Unless 

you are truly able to care about others, reach out to them, and 
sacrifice for them in a myriad of petty, and unsexy ways, every 
day, you cannot be free.    Set yourself free. SR

www.canstockphoto.com
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FUEL CONVENIENCE
By Muneeba Jaffar

Montrose or Bergview? 
A look at what keeps travellers coming back
During the early festive season of 2025, local influencer 

Sed Pillay posed a simple question in a post that 
resonated more than expected: Are you a Montrose or 
Bergview person?

At a time when fuel margins are under pressure, conve
nience is non-negotiable, and forecourt retail is being 
reshaped by changing travel patterns and rising operating 
costs, Montrose and Bergview demonstrate how long-term 
strategic execution, rather than location alone, drives sus
tained relevance on a national highway.

For those of us who regularly travel the N3 between 
Durban and Johannesburg, this question needs very little 
context. These stops are not just refuelling points; they 
are landmarks. They are planned pauses in long journeys, 
familiar anchors on a demanding route, and in many ways, 
a litmus test for how well the industry understands the 
evolving needs of the long-distance traveller.

I’ll take Sed’s question one step further and ask: Which 
one are you – and why?

Between Harrismith and Van Reenen, there are several 
options to fuel up, stretch your legs, and grab a meal. 
Yet, despite the relatively short 25km distance between 
Montrose and Bergview, the two stand apart from the rest. 
They’ve earned an almost iconic status over decades of 
consistent delivery. What’s interesting is how clearly these 
two have pulled ahead of the rest. It naturally leads one 
to consider what has enabled that gap, and what it would 
realistically take for other sites along this stretch to close it.
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FUEL CONVENIENCE

Bergview – Engen 1-Stop
Quick service restaurants (QSRs): Bergview’s offering 
is extensive and mostly national. Wimpy, Nando’s, KFC, 
McDonald’s Drive-Thru, Mugg & Bean, Seattle Coffee, Light
house Café, fishaways, Wrap It Up Café, Kauai and Panarottis 
(positioned alongside the motel) all feature. Add an antique 
shop and the Engen Quickshop, and you have a destination 
rather than a stop.

Bathrooms: Located in various areas across the property, they 
may feel dated in parts, but they are consistently clean, and 
that consistency matters more than aesthetics on a long road 
trip.

Parking: This is one of Bergview’s strongest differentiators. 
Parking is ample, well-planned, and makes sense. Traffic flow 
is smooth and not intimidating, even during peak periods. The 
separate entrance and designated parking for buses is a detail 
that signals respect for the different customer segments.

Scenery: Mountains in the background and cows along 
the boundary fence, the views are breathtaking. The natural 
surroundings elevate and add to the overall experience of 
stopping there.

Atmosphere: Inviting and vibrant, without feeling over
whelming. The mix of food options, coffee and open space 
works well without feeling cluttered.

Engen Quickshop: The Brazmata Coffee Co. counter sits 
alongside a self-service coffee machine, an interesting dual 
offering. While I haven’t observed customers using the 
machine despite its value proposition (two coffees for R40), 
the barista-served option is a winner. The store allocates 
a good amount of space to its kitchen and front facing Café 
365. With so many QSRs around it, standing out isn’t easy, 
but pies remain the hero. 

BERGVIEW














































































































