


There’s a thread running 
through this issue that feels 

both familiar and more urgent 
than before: pressure. Not new 
pressure, but pressure that has 
shifted. It’s no longer sitting in 
one part of the business – it’s 
everywhere, all at once. From 
supply chain to store floor, from 
energy to skills, the message is 
consistent: the margin for error 
is narrowing.

Take distribution. What was once a relatively predict
able, linear function has become a constant balancing act 
between cost, speed and service. Smaller, more frequent 
deliveries. Higher expectations. Less tolerance for delays. 
And all of it playing out in a uniquely South African 
context, where infrastructure, distance and disruption 
add layers of complexity that global models don’t always 
account for.

What stands out is how quickly ‘nice-to-have’ capabil
ities have become non-negotiables. Real-time visibility. 
Integrated systems. Accurate ETAs. These are no longer 
differentiators – they are baseline expectations. And yet, 
many operations are still working across fragmented 
systems, duplicating effort and absorbing inefficiency 
where they can least afford it. That same theme carries 
through to the store environment. Whether it’s energy 
resilience, always-on connectivity, or even something 
as seemingly simple as product availability, the modern 
retail experience is being shaped by infrastructure that 
the customer never sees – but feels immediately when  
it fails.

And then there’s the human layer …
As automation, AI and optimisation accelerate, the need 
for skilled, adaptable people hasn’t diminished – it’s 
intensified. Retailers investing in training, development 
and education aren’t just ticking compliance boxes; they 
are building operational resilience from the inside out.

On the ground, we see different responses to these 
pressures. Evolving forecourt formats becoming destin
ations. Retailers rethinking convenience. Supply chains 
restructuring around omnichannel demands. There is no 
single blueprint emerging – just multiple approaches  
to solving the same set of challenges. 
Perhaps that’s the reality of this market.

Resilience isn’t built on one big strategic move. It’s built 
in the detail – in connected systems, in better decisions, 
in skilled people, and in the discipline to get the funda
mentals right, consistently. Because right now, that’s 
where the real advantage lies.
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BIN SALES AND PALLET SALES
Contact: Johan or Janine

salesteam@masterjack.co.za

PALLET JACK SALES
Contact: Brendan

internalsales@masterjack.co.za

www.MASTERJACK.co.zaLifting Equipment ● Pallets ● Bins
Since 1989

Wheelie Bin-120L, 240L, 360L Mobile Bin-660L & 1100L Pallet Bin – Solid or Perforated

- 500kg or 1000kg
-  Lids, Castors, and Outlet 

Valves are optional extras

Pharmaceutical
Hygienic Pallet

- 1200mm x 1000mm x
150mm

- 1219mm x 1016mm x
35mm

Freezer Spacers Pallet Jacks

- 2000 to 5000kg
- 1200 x 685mm
- 1500 x 685mm
- 1800 x 685mm

Semi-Electric 
 Stacker 1 500kg

-  Lifts up to  
2500mm-3500mm

-  Forkover or 
Wide Straddle

-  Electric Lift
-  Manual  

Push/Pull
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DELIGHT YOUR CUSTOMERS

How 
behavioural 
economics 
and ‘being 
human’ 
affects your 
business.

By Aki Kalliatakis

Unfinished business 
drives us crazy

https://stockcake.com/i/neon-sneakers-jumping

It’s a familiar feeling. You’re watching a movie or  
a series on TV. You are tired and way past bedtime,  

but … you just can’t seem to quit. The talented writer 
creates a series of awe-inspiring cliff hangers that keep 
you hooked in, and then you simply have to watch  
some more. 

Here’s another example: What happens when you are 
driving down the road and you see some traffic lights in 
the distance? If you are like most of us – particularly  
if you are a man – you probably accelerate to make sure 
that you make it before it goes red. Is it the cleverest 
thing to do? Of course not in fact it is really very risky 
behaviour.

Why do we do this?  
It’s called the Zeigarnik Effect 
and goes something like this … 

People don’t like  
the tension created  
by incomplete tasks.  
That’s why we remember 
them better or take action  
to complete them. 

Zhenya Bluma Zeigarnik
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If I come into your store with a list, and I don’t get 
everything on my list (inevitably), it leaves me with  
a feeling of dissatisfaction). Of course, rationally, logically, 
I know it’s impossible to have everything in stock but,  
you see, I’m neither rational nor logical.

Here’s a recent example: As I get older, comfortable 
(boring) shoes are far more important than a fashion 
statement, so I went to buy a famous brand of expensive 
soft shoes at the branded store. They didn’t have what 
I was looking for, but the staff response was at best, 
indifferent. Slightly irritated, I asked if they could look  
on the computer, and it was as if I’d suggested they plan 
an expedition to climb Kilimanjaro. The final answer?  
No, we can’t help.

By a pure stroke of luck, I happened to pop into 
a large hyper store of a grocery chain that sells, not only 
groceries, but also many other products like lawnmowers, 
electronics and apparel. I saw a really cheap version of  
the shoes I was looking for, but made in South Africa –  
an added bonus. They were literally 15% of the price of 
the branded shoes, so I bought two pairs!

On the other hand, what if you make it easy for me to 
discuss my dilemma of the missing items with you, and 
then have a system to respond to that through delivery 
to my home or office, or a simple phone call or text 
message to let me know when it’s available. I can tell you 
without any hesitation that the businesses that do this 
have my greatest support. My pharmacist who runs out 
of my medicine gets delivery from the supplier the same 
day, and then by 17h00 the motorbike rider delivers. 

The sales person went 
onto the computer, and 
told me there were a few 
copies at other branches. 
She went on to say, “Well, 
your home is near where 
I live. Would you like me 
to bring the books to 
you on my way home 
tomorrow?”

“

“
The place where I occasionally buy clothes and apparel 

sometimes doesn’t have my size, but they phone around 
to the other branches, see who has it in stock, and then 
get my details to deliver it to me. 

A final example: I love books, and the feel and smell 
of books. Although my Kindle and Amazon are usually 
my go-to for buying business books, fiction simply 
has to be on paper to be enjoyed, so I popped into my 
favourite bookseller, but they didn’t have what I was 
looking for. Without prompting, the sales person went 
onto the computer, told me there were a few copies at 
other branches, but then offered me something I’ve  
never experienced before. 

“Where do you live and work?” she asked. I told her,  
and she said, “Well, your home is near where I live. 
Would you like me to bring it to you on my way home 
tomorrow?“ I got such a surprise I nearly had a heart 
attack. There and then I vowed to write the head office 
a letter – which they loved because more often than not 
they get complaints – and I promised myself I would 
support them forever.

But here is where it gets better for you. All the 
previous examples I mentioned were in response to your 
customers’ needs, but the Zeigarnik Effect is a principle 
that can be applied to any product or service that wants 
to help people complete harder tasks. It’s used by social 
media, for example, when your profile is incomplete. 
The algorithm tells you that there are some gaps or 
empty spaces, and you need little encouragement to 
complete your professional profile. On LinkedIn, you are 
even ranked by your completeness with the lowest rank 
being ‘Beginner’, and then you move to ‘Intermediate’ by 
completing two simple steps. You know exactly what you 
need to do next to reach completion.

https://stockcake.com/i/
books-and-coffee

/www.freepik.com/free-photo/bearded-karate-fighter

The Zeigarnik 
Effect is a principle 
that can be applied 
to any product or 
service that wants to 
help people complete 
harder tasks.

“

“
We see it in the martial arts too: you begin as a white 

belt and then progress every three months or so to  
the next level until eventually you become a black belt. 
Even then it doesn’t end, because the first level black belt, 
or ‘Sho-Dan’, is followed by ‘Ni-Dan’ (2nd level), then 
‘San-Dan’ and so on. 

I’ve also noticed that this technique is very successfully 
used by some online retailers like Amazon, for example,  
at the checkout point. Many don’t use this technique, and 
the cart abandonment rates are generally much higher 
than their rivals. (As a minor negative, you probably find 
that you get caught up going down multiple rabbit holes 
in your research to find the perfect product for you, and 
hours later you may finally complete your transaction!)

https://vizury.com/blog/

But with a few isolated exceptions, bricks-and-mortar 
retailers have not been very successful at using this 
effect. While the ‘cart abandonment’ rates in your store 
are probably not nearly as high as those online, that is 
probably not because your customers want completion, 
but more because of their sunk costs. They are time 
hostages, and to abandon their transaction right now 
means they have wasted a whole lot of their time and 
energy – and you can be sure that they leave your 
business resentful about that. 

The biggest weakness? I would suggest that it is 
because the final step, the long and complicated check
out process, is the area where most improvement can 
occur. Where is the finish line in the store? How many 
steps to complete the transaction? How long will it take? 
Sure, they can watch and maybe even time the queue’s 
progress, but there is never real certainty or guarantee,  
is there?

And therein lies your opportunity. SR

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
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Several parties are involved in the successful implementation of  
a warehouse automation project, including Executive management, 
Production, purchasing and inventory management, Sales and marketing, 
your Staff, and External stakeholders. www.jungheinrich.co.za/

SUPPLY CHAIN continued … 

Fleet efficiency strategies come into focus
Against this backdrop, attention is turning to how fleets 
are managed more efficiently. Sutherland says a number 
of strategies are helping organisations improve utilisation. 

Better demand forecasting is one of them, allowing 
operators to better align transport capacity with distribu
tion needs. Dynamic routing is another, helping to reduce 
empty return trips and make better use of available 
vehicle capacity.

Many organisations are also using telematics data to 
identify underused assets and adjust fleet deployment 
accordingly.

Bharath says SkyNet uses a range of solutions to im
prove fleet efficiency, including advanced route planning, 
load consolidation, dynamic scheduling and telematics. 
Hub-based distribution, logistics partnerships and flexible 
vehicle options also form part of this approach.

“We want to reduce empty miles, lower costs and boost 
overall productivity,” she says.

For Kleinhans, waste reduction strategies that target 
every level of the organisation are essential. Planning 
remains critical at this stage. “Knowing what needs to 
move, when and where before a vehicle leaves the yard 
prevents reactive scheduling that wastes kilometres and 
resources.”

At DSV, existing routes are evaluated regularly against 
delivery data, traffic trends and client density, he says.

This helps avoid maintaining routes that may have 
worked in the past but no longer fit the current network.

Mapping technology has proved beneficial.  
Planners can examine delivery points, volumes, time 

windows and road conditions on a live map.

Backhaul optimisation is another key opportunity, he 
says. 

One of the easiest ways to minimise cost per 
kilometre is to ensure that a vehicle returns with 

cargo instead of running empty.

In practice, this reduces empty kilometres, fuel use and 
operating costs, while improving overall efficiency.

“ “
“ “

These all-electric Maxus E-Deliver 9 are cruising their way through Chile,

Integration replaces siloed systems
But, improving efficiency is not only about how fleets are 
managed, but also how systems work together. Customer 
demands on transport operators – and the supply chain 
overall – continue to increase. 

Bergh says access to data has become a key differen
tiator in service delivery, but meeting these expectations 
comes at a cost. “The accessibility and need for data has 
become the norm and the differentiator for customer 
service,” he says. 

Many operators are still working with multiple systems 
that manage different parts of the operation, from fuel 
and maintenance to scheduling and invoicing, but these 
often operate in isolation.

This limits decision-making across the business. “ 
By linking these systems through overarching platforms 
that aggregate and visualise data, operators can gain  
a consolidated view of their operations,” he says.

For Bergh, the solution lies in more integrated use of 
technology. “Organisations need to embrace technology 
across planning, scheduling and execution, while 
integrating systems into a single point of control.”

This shift is also changing how transporters and retailers 
work together, with closer integration becoming more 
common.

Kleinhans says early signs of artificial intelligence are 
already visible, particularly in areas such as route planning 
and maintenance.

He expects broader applications in forecasting and 
network management to follow.

“Electric vehicles will also begin to influence urban 
and regional distribution models,” he says, noting that 
infrastructure constraints remain a factor in South Africa.

Greater integration across transport, warehousing 
and replenishment systems is also expected to improve 
responsiveness across the supply chain.

“When systems are connected, distribution becomes 
faster, leaner and more resilient.”

Sutherland agrees that technology will play a growing 
role, but says the real shift lies in how organisations use 
the data these systems generate.

“Many businesses still operate with fragmented visi
bility – strong data in one area but blind spots in 
another.”

Those that succeed will be the ones that bring these 
insights together into a single, usable view. Ultimately, 
technology creates the conditions for better decisions, 
but it does not make them.

“When operational teams have clear, integrated 
visibility across their assets, they are better positioned to 
improve safety, efficiency and overall performance,”  
he says.
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Warehouse
Optimisation

Warehouse
Automation

Business Process
Improvement

Local After Sales
Support & Maintenance 

All the Warehouse
Solutions You’ll Need
Under One Roof 

Best-of-breed solutions. Integrated into any IT system in
Africa and supported by seasoned local engineers.

Transform your warehouse operations today!

Visit www.apex-rts.co.za or call us at 087 135 0783
to learn more and schedule a free consultation.

DSV’s new 34 000 sqm Venlo 5 logistics warehouse in the Netherlands. 
The two-storey facility is the first of its kind to be built by DSV in Europe 
and will add to their existing 235 000 sqm of storage capacity in the city 
of Venlo. In addition to the warehouse, Venlo 5 has a 19 000 sqm cross-
dock terminal and over 7 000 sqm of office space. It has been designed to 
support customers from a wide variety of industries and includes advanced 
automation and temperature-controlled storage solutions.

The new facility boasts 7 500 solar panels, which will harness renewable 
energy to power the facility. Additionally, it is Breeam Excellent certified and 
compliant with high sustainable construction standards. www.dsv.com/en-za/

The next phase of retail logistics
Taken together, these developments are reshaping how 
supply chains are built and managed – and what will be 
required to remain competitive.

Most players in the supply chain are clear about where 
they are heading and what needs to be done to get there.

But, says Kleinhans, the operators who will stand out 
are those who remain genuinely engaged. “Curiosity 
is what drives the constant improvement that makes 
operations exceptional instead of just good.”

The focus will be on companies  
that invest in data and visibility, get their  

network design right and continuously refine it.  
They will also need to view technology  

as a competitive investment rather than a cost,  
stay engaged with emerging developments  

and support the growth of their people.  
Electrification, AI-driven planning and tighter  
supply chain integration are already moving  

from concept to practical application.

“We anticipate significant transformation in fleet 
management and operations in the retail sector over the 
next five years,” says Kleinhans. 
AI is expected to become a core tool in areas such as 
route planning, forecasting and maintenance. 

Sutherland says fleet management in retail and FMCG 
distribution will become more intelligent and more con
nected, although the pace of change will vary depending 
on how quickly organisations move from fragmented 
systems to more integrated platforms.

“Over the next five years, AI and predictive analytics 
will shift from emerging capabilities to standard expect
ations,” he says. 

Retailers and logistics providers that have already 
invested in connected technology will be able to achieve 
more with less, improving efficiencies.

“We will see them optimising routes, predicting main
tenance needs and managing risk with a level of accuracy 
that was not feasible even a few years ago,” says 
Sutherland.

Sustainability will remain an increasingly important 
operational consideration. Fuel efficiency, emissions 
tracking and responsible fleet management are no longer 
just compliance concerns, but part of how retailers are 
assessed by partners and customers.

“The organisations that will be best positioned are 
those that treat technology as an interconnected eco
system,” says Sutherland. 

For shoppers, the retail experience has become easier – 
many now simply click a button. Behind the scenes,  
a very different picture is unfolding.

Dealing with rising costs and shifting expectations, 
getting goods from point A to point B – on time, in full 
and at the right cost – is where the real challenge lies. 

It is anything but simple.

“

“

PAVING THE WAY FOR
REVERSE LOGISTICS IN 
SOUTH AFRICA
AND BEYOND...

www.antelsolutions.co.za

www.facebook.com/antelsolutions

+27 (0)11 474 2406

ag@antelsolutions.co.za

We are  about:
• Bringing an ethos of environmental 

   responsibility to the end-life cycles

   of products

• Finding unique and technological 

   solutions to manage circularity in the 

   supply chain via

 • Repair and Refurbishment

 • Recycling

 • Reselling and Re-use

 • Repackaging

ANTELSOLUTIONS

SUSTAINABILITY
• Our projects aim to be 

   environmentally sustainable to 

   achieve Zero to Landfill policies.

• It provides positive impact for best 

   practice to support the environment.

We are Antel Solutions, a  South 
African dedicated Reverse 

Logistics company. 

• Antel operates nationally within South 

Africa and Southern Africa.

•  Reverse Logistics taps into economic 

opportunities called upon by  this 

consumer environment. 

• Antel Solutions is about adaptability 
and agility.

•We  cater to our clients’ needs using 
dynamic methodologies.

• We establish new logistics and 
informational networks 

• We adapt mobile applications for our 
customers needs.

Reverse logistics …
The return flow in South  
African retail distribution

“
“

Forward logistics gets the budget  
and the board time. The goods that travel the  

other way — returns, recalls, end-of-life stock — 
decide margin, compliance and reputation.

Catherine Larkin is a communication and 
marketing professional, specialising in Logistics,  
Transport and Supply Chain. Her company, 
CVLC Communication, is a corporate public 
relations, communication, marketing and 
events consultancy. Its services range from full 
secretariat support, project management and 
administration.

SR

Rising fuel costs, tighter service-level agreements, 
and retail customers who expect shelf availability in 

real time. South African distribution networks are under 
pressure from every direction, and the industry response 
has focused, correctly, on forward flow: cross-docking, 
last-mile performance, telematics, end-to-end visibility. 

But a distribution network moves in both directions, and the 
return flow is where most of the industry is quietly carrying  
a cost it does not see.

Reverse logistics is the discipline of managing goods that 
travel backward through the supply chain — returns, product 
recalls, damaged stock, obsolete ranges, end-of-life packaging, 
and anything else that needs to come off a shelf or out of 
a depot. In Fast Moving Consumer Goods (FMCG) retail the 
volumes are substantial and the decisions are complex: what 
gets refurbished, what gets redistributed, what gets recycled, 
and what must be responsibly destroyed and documented. 
Historically, the industry has underinvested here because the 
return flow rarely has a single owner. Warehousing looks after 
forward inventory, marketing owns the brand, compliance 
owns regulation, and the goods in between fall through  
the cracks — until they surface on a stock reconciliation or  
a recall notice. Between returns, obsolete and damaged stock, 
recall handling, end-of-life disposal, and the working capital 
stranded inside all of them, the reverse-flow cost line rarely 
sits neatly in one budget.

A well-run reverse flow does several things at once. Goods 
are uplifted from store or depot on a planned cycle, not as 
emergency ad-hoc collections. At a sortation site they are 
triaged against a clear decision logic: stock that is commer
cially viable is reconditioned or repacked and redistributed 
through appropriate secondary channels; stock that cannot be 
resold is stripped of brand identity, then either redirected for 
industrial reuse or routed into the correct recycling stream. 
Regulated and hazardous material is handled under licence. 
Every movement is documented so the retailer or brand 
owner has a defensible audit trail — particularly important 
during product recalls, where debranding and destruction 
certificates protect against grey-market leakage. Done well, 
reverse logistics also feeds data back into the forward side: 
return reasons, failure rates and regional patterns help buyers, 
category managers and demand planners make sharper 
decisions next season. It is an intelligence function as much  
as a logistics function.

Two forces have moved reverse logistics from nice-to-have 
to unavoidable. The first is regulation. South Africa’s Extended 
Producer Responsibility (EPR) framework, issued under the 
National Environmental Management: Waste Act, places 
direct obligations on producers and importers across fast-
moving consumer goods (FMCG), consumer electronics, and 
general merchandise — requiring them to evidence what 
happened to their products and packaging after the point of 
sale. Retailers carry the pressure adjacent to it, through their 
buying relationships and private-label ranges. 

The second is the circular economy: the principle that 
materials and products should keep their value in circulation 
through reuse, refurbishment and recycling rather than being 
discarded after a single use. Retail partners, investors and 
consumers are all applying pressure in this direction, and 
waste events or recalls that used to be operational problems 
now travel quickly as brand risks.

A high-performance distribution network is not complete if it 
only moves in one direction. Antel Solutions has been building 
the reverse side of that capability for South African FMCG 
clients since 2016, across seven provinces, with more than 
89 years of combined logistics experience on the team, and 
represents the Reverse Logistics Association of South Africa.  
If your forward distribution has a clear owner and your 
reverse flow does not, that is where to start.

Reverse logistics is an intelligence function 
as much as a logistics function

+27 (0)11 474 2406
ag@antelsolutions.com  |  www.antelsolutions.co.za

Antel Solutions designs and operates reverse logistics and 
end-of-life management programmes in the circular economy 
for FMCG brands and retailers across South Africa.

start a conversation WITH US

SPECIALISTS IN REVERSE LOGISTICS

ANTELSOLUTIONS
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FUEL CONVENIENCE

Engen Big Bird 
Petroport North

A Midrand anchor on  
the cross-border corridor

The MID 
(major 
identification 
sign) is clear 
and shows 
exactly what 
to expect on 
arrival.

By Muneeba Jaffar

Engen’s Big Bird Petroport North, located on the N1 
at the New Road offramp in Midrand, sits squarely 

on a busy cross-border bus and taxi route. It’s a familiar 
landmark for many commuters travelling this stretch.  
My previous visits have been early morning stops en 
route to out-of-town stores; quick, efficient, good coffee 
and largely uneventful. This time, however, I arrived 
on Easter Sunday afternoon, and encountered a very 
different energy.

The site was alive with people – interestingly, not  
a busy forecourt. The Easter weekend came soon after  
the fuel pricing hike and potential panic buying led to 
some forecourts running out of fuel over the long week
end. The real movement was concentrated within the 
food and retail environment beyond it. It was a subtle 
shift, but a telling one, in where value on the site was 
being created.

The idea of a ‘destination’ continues to evolve within 
forecourt retail, and this site brings that concept into 
sharp focus. The MID (major identification sign) sets 
the tone on arrival, but the full impact only becomes 
apparent once you park and engage with the retail 
offering.

The leading name in 

STRIP CURTAINS

Follow us on 

 +27 86 111 2600

COLD SPACES
INSULATED

Retail Cold Storage

what we offer:

GLASS DISPLAY
DOORS

COMPLETE
INSTALLATION
SERVICES

INSULATED PANEL
SPACES

www.panelworld.co.za

sales@panelworld.co.za

At the entrance, and the line-up is extensive: a take
alot.com pickup point with a recycling bin, Kauai, Seattle 
Coffee, Engen’s Quick Shop complemented by a Wool
worths Food Stop feeding into the Wimpy, followed with 
a PostNet, Clicks with a dispensary, KFC, and offices ser
vicing transportation operators. Separate to the main 
forecourt is a dedicated Truckstop, reinforcing the site’s 
role in serving multiple customer segments simultane
ously. There is a clear effort to cater across price points 
and preferences, ensuring that all commuters, regardless 
of journey length, can find something suitable to eat.

Inside the Quick Shop and Woolworths Food Stop, the 
range is extensive. From cut fruit and chicken sliders to 
marinated spatchcock chicken and fresh mince, the offer 
leans strongly into convenience with a premium edge.  
I did look out for the Woolies Hot Cross Buns with Bis
coff® – they didn’t have any. But the assortment over
all remains compelling. Café 365 provides the expected 
c-store staples, including pies, muffins, and ‘machine’ 
coffee, while Seattle Coffee next door caters to those 
seeking a more traditional barista experience.

The merchandising is also worth noting. Quick Shop 
and Woolworths products run parallel within the same 
aisle. Something only possible given the size of the store. 
It creates an interesting dynamic of choice within a single 
environment. Meanwhile, national brands still command 
strong visibility, and prime shelf positioning. For regular 
commuters, this store functions as more than a conve
nience stop; it becomes a viable option for everyday 
essentials.

The design and layout of the forecourt adapts 
to the roads built above it, and curves as it 
guides you to the retail and food offering. 

takealot.com’s pickup point 
with recycling bin stands  
at the entrance to the retail 
and food brands on the site.

Wimpy nostalgia is embedded in so much of the South 
African culture. Seeing the old red & white VW caravan 
cut out was a reminder of childhood holiday memories. 
And a smile. 

KFC is strategically positioned near the bus and taxi 
areas, and at one point during my visit the queue exten
ded beyond the entrance. An indication of strong demand 
and effective placement. Surprisingly, I don’t recall the 
familiar fried chicken aroma in the air at that time, but 
nonetheless the queue was visible.

The Clicks walkthrough was interesting too with its 
supermarket-height shelving and dispensary, reinforcing 
how easily everyday needs can be included into a stop 
like this.

Watching the cross-border buses raises further con
siderations. These vehicles often carry significant volumes 
of luggage, with passengers in some cases paying per bag. 
It introduces a potential, albeit complex, opportunity: 
could forecourts along these routes better align their 
retail offering to capture additional spend from this 
customer base?

Cross-border travel of this nature is rarely comfortable. 
Journeys can extend up to three days, with passengers 
relying heavily on forecourt facilities for food, rest, and 
basic amenities all in a 15–30 minute window. It prompts 
an important question around what constitutes a ‘basic’ 
versus a ‘necessary’ customer experience, in this context. 
The reality of course, is that cost remains the defining 
factor.
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KFC is mostly the hot meal of choice and 
this is confirmed by the queues that are 
often seen where the brand is available.

Having seen footage of the scale and execution of 
Buc-ee’s travel centres in the United States, and the IT 
development coming out of Japan enabling food to be 
ordered on a high-speed train and delivered at the next 
stop, one can’t help but reflect on how far those models 
are from our current context.

For the commuter on this route, the need is far more 
practical. Features such as metered hot showers or 
prepared hot meals delivered on arrival, to the taxi, 
would require significant infrastructure investment and 
change in mindset. The priority, quite simply, is to move 
commuters efficiently, without delaying travel time.

In an African context, these are not just add-ons; they 
come with real considerations around water availability, 
maintenance, waste removal, potential solar supply, 
and security. Replicating that level of experience would 
demand not only capital, but co-ordinated planning 
across multiple stakeholders. Elevating the experience, 
therefore, may be less about replicating global bench
marks and more about getting the fundamentals right, 
consistently, at our scale. Sometimes as simple as just 
additional till points or better planning around ablution 
facilities.

Importantly, the cross-border commuter is not typically 
a high-spend customer, which brings us back to the com
mercial model: does the opportunity justify the invest
ment? Or is there a more targeted way to evolve the 
offer for us – incrementally, focusing on the most imme
diate needs, and building from there in a way that aligns 
with realistic returns? 

I’m looping back to my visit to the Shell Ultra City 
Montrose, also on a bus route (Supermarket & Retailer 
Issue 1 2026). It has a monitor close to the Shell Select’s 
entrance that tracks the next bus en route with timing. 
It’s a relatively cheap method to assist instore staff with 
production planning and gearing towards being readily 
available to serve the customer barrage about to enter 
the site.

A pipe dream – maybe. But like many shifts in this 
industry, it ultimately comes down to who is willing to 
think differently, first, and which stakeholders would 
support that thinking. It also raises a broader question: 
is the sheer volume of commuters moving along these 
routes enough to justify a more considered, and perhaps 
differentiated, approach to serving this segment? And 
would multiple governments work together on it.

Seattle Coffee offers the full barista and 
smooth loyalty rewards points experience.

Wimpy’s nostalgia supplies the 
relaxed atmosphere to the journey.

Kauai brings an 
alternate selection 
of choice to the 
forecourt.

Photo courtesy of Cristinel Istratescu

While writing this article, news was shared of Zambia 
and Zimbabwe’s partnership to develop a railway project 
to improve on trade and, Burkina Faso, Mali and Niger are 
working closer together on various projects as well. 

It would be interesting to understand whether petro
leum companies have undertaken a structured review 
of destination sites along key cross-border corridors 
within Southern Africa. There may be an opportunity to 
think more holistically about these routes, not just as 
transit pathways, but as ecosystems with specific and 
underserved needs.

Engen Big Bird Petroport North demonstrates how 
one forecourt can successfully position itself as a multi-
faceted destination, at the start of the trip. It does how
ever, raise the question of where else this thinking might 
find relevance – and how it could be adapted to suit 
different customer journeys.

Standing there, watching the interchange of buses,  
taxis, and commuters, it becomes clear that these sites 
are already more than expected; they are informal con
nectors within a much larger, under-recognised network 
of movement. The question that lingers is not necessarily 
what needs to change, but rather how much of this 
opportunity is already in motion – and whether we are 
paying enough attention to it.

Café 365 has  
a predictable and 
reliable menu when 
choice becomes 
overwhelming.

FUEL CONVENIENCE continued …
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