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Fuel convenience:  
Engen Big Bird Petroport North  �  t
This is 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. The site was alive 
with people – the real movement was concentrated 
within the food and retail environment, which told 
where value on the site is being created.

STOREWATCH

Supply chain: Complex, costly  
and unpredictable retail distribution�  t
Every product on every shelf has already completed 
a complex journey – one that is becoming harder, 
more expensive and far less predictable by the day.
Retail distribution is no longer just a back-end 
logistics function. It has become a competitive 
battleground where cost, speed and service are 
constantly being traded off against one another.

Delight your customers �  t
Aki Kalliatakis talks about the Zeigarnik Effect 
which goes something like this … People don’t like 
the tension created by incomplete tasks, which is 
why we remember them better or take action to 
complete them. It is a principle that can be applied 
to any product or service that wants to help people 
complete harder tasks.

skills development as it 
ensures that employees 
know how to use the 
store’s technology, manage  
inventory, handle deliveries  
and follow safety and 
hygiene standards. Im
proved efficiency, reduced 
waste and increased sales 
and productivity are all 
worthwhile benefits of 
ongoing training.

Storewatch: Eroski, Spain  �  t
Localisms, convenience, freshness, modernity 
and private label are the five cornerstones of 
a cooperative supported by successful women. 
Eroski is one of the most important and influential 
companies in Spain. It’s part of the Mondragon 
Group, a federation of cooperatives that stands 
out in Spain for its financial position and boasts 
undisputed leadership in the Basque region.
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Higher education driving retail success�  t
Skills development and ongoing training in the 
FMCG sector is crucially important. Leading local 
retailers offer a variety of higher learning and skills 
development programmes to their employees, 
while also championing learning in the wider 
community. Operational efficiency benefits from 
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Tasty & Delicious

Ideal for a family meal

Great South African  
Chicken Every Day!

Serves:4
Preparation time: 20 minutes 
Cooking time: 60 minutes

Method:

Chicken:

Season the chicken with salt and pepper.

Rub the tikka chicken paste evenly over the chicken, ensuring a thorough coating.

Heat the olive oil in a pot and fry the onions for 3-4 minutes.

Add the curry powder and fry for another 3-4 minutes.

Add the garlic, ginger and chopped tomatoes and fry for about 5-6 minutes.

Add the tomato paste and brown sugar and fry for another 2 minutes (add a splash of water if necessary).

Add the marinated chicken and stock and cover with a lid. Simmer for 15 minutes over medium heat.

Add the potatoes and fresh coriander and simmer for a further 20-25 minutes or until the chicken and potatoes are cooked through.

Season well, stir through freshly chopped coriander and lemon juice.

Serve with flaky roti or charred pita, sambals, and cucumber yoghurt, if preferred.

TIKKA CHICKEN CURRY
Tikka is an Indian word referring to a dish of small pieces of meat or vegetables marinated  

in a spice mixture. Try our take on this famous favourite recipe.

INGREDIENTS
1 x chicken braai pack (10 pieces)
Salt and milled pepper
3 Tbsp (45ml) tikka chicken paste
Glug olive oil
2 onions, chopped
3 Tbsp (45ml) medium curry powder
3 garlic cloves, sliced
1 Tbsp (15ml) freshly grated ginger
3-4 whole tomatoes, chopped
1 Tbsp (15ml) tomato paste
2 tsp (10ml) brown sugar
2 cups (500ml) chicken stock
4 potatoes, peeled and chopped
Handful of fresh coriander, chopped
Juice (60ml) of 1 lemon
Plain roti
Red onion and tomato sambal

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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DELIGHT YOUR CUSTOMERS

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

By Aki Kalliatakis

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. 

Unfinished business drives us crazy

Zhenya Bluma Zeigarnik
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https://stockcake.com/i/neon-sneakers-jumping

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, comfort
able (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 com
puter, 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. 
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DELIGHT YOUR CUSTOMERS

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.

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 abandon
ment 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!)

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?”

“

“

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.

“

“
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The biggest weakness? I would suggest that it is 
because the final step, the long and complicated 
checkout process, is the area where most improve
ment 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.

DELIGHT YOUR CUSTOMERS
â
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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

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. 

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 Pallet Jacks Semi-Electric Stacker 1 500kg

Pharmaceutical
Hygienic Pallet

Freezer Spacers

1200mm x 1000mm x
150mm

1219mm x 1016mm x
35mm

- 500kg or 1000kg
- Lids, Castors,
And Outlet Valves
are optional extras

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

-  Lifts up to 2500mm-3500mm
-  Forkover or 

Wide Straddle
-  Electric Lift
-  Manual  

Push/Pull

https://vizury.com/blog/



Consultations on product's end-
of-life management

Avoidance of product to Landfill

Achieving SUSTAINABILITY
by execution of Reverse
Logistics goals

Achieving CIRCULARITY to
conserve the environment,
while bringing value back into
the supply chain 

WE AT ANTEL SOLUTIONS
SPECIALIZE IN

WHAT ARE THE
UNKNOWNS IN YOUR

SUPPLY CHAIN?

REVERSE LOGISTICS CAN
STREAMLINE YOUR

LOGISTICS AND CREATE
CONSISTENCY IN THE

SUPPLY CHAIN

SPECIALISTS IN REVERSE LOGISTICS

CONTACT US AT
+27 (0)11 474 2406

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

www.antelsolutions.co.za
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Rising fuel costs, tighter service-level agree- 
 ments, 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 commercially 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

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.

SPECIALISTS IN REVERSE LOGISTICS

ANTELSOLUTIONSAntel 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



â
Free S&R subscription ■

SUPPLY CHAIN
By Catherine Larkin

Complex, costly and unpredictable
The new reality of retail distribution
Few of us think about it while pushing a trolley 

down a supermarket aisle, but every product 
on every shelf has already completed a complex 
journey – one that is becoming harder, more 
expensive and far less predictable by the day.

Retail distribution is no longer just a back-end 
logistics function. It has become a competitive 
battleground where cost, speed and service are 
constantly being traded off against one another.

Behind the scenes, distribution networks are 
under strain. Rising fuel costs, volatile operating 
conditions and demanding delivery windows are 
forcing retailers and their logistics partners to 
rethink how goods move from warehouse to store, 
and ultimately to the consumer.

In South Africa, the challenges are even more 
pronounced. With the country’s main port 
infrastructure centred in Durban, its economic 
hub 500km inland and long distances to smaller 
and rural towns, logistics is not only operationally 
complex but inherently expensive.

What was once a relatively linear supply chain 
is now far more exposed. Factors that were once 
considered nice-to-haves have become critical to 
whether a business succeeds or not.

Consumers are not only no longer willing to wait 
for their goods, but they are also more and more 
unwilling to pay more for the privilege.  

This is making retail 
and FMCG distribution 
environments far more 
difficult to manage, 
says Steven Sutherland, 
General Manager Enter
prise at Powerfleet Africa. 

Operators must 
simultaneously manage 
facility efficiency, 
transport performance, 
regulatory compliance 
and product integrity 
across highly dynamic 
supply chains.

Over 50 000 runners from around the world filled the streets of London as they 
set out to complete the 2024 TCS London Marathon. Together with a team of 
volunteers, DSV local colleagues were responsible for ensuring that the participants’ 
belongings were safely transported from the start to the finish line. This entailed 
collecting 17 truckloads of personal items and driving them to the finish line, where 
the runners could pick them up after completing the 42.195 km long race past 
some of London’s most iconic landmarks. https://www.dsv.com/en-za/

Steven Sutherland

An example, he says, is a distribution 
network that can involve multiple ware
houses, cross-docking facilities, long-
haul transport routes and last-mile 

“

“



Instant access to video, driver behaviour, and event context so you can 
coach quickly, resolve issues faster, and stay ahead of risk.

See what’s happening. 
Respond with 
precision.

Visit www.powerfleet.com/africa

Manage, monitor, optimise. 
Fleet intelligence you can act on.

fleet@powerfleet.com
+27 11 654 8000
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SUPPLY CHAIN

delivery vehicles. “Without a connected view across 
these layers, inefficiencies and operational blind 
spots quickly emerge.”

Another challenge is maintaining consistent 
service levels while managing operational risk. 
Temperature-sensitive goods, driver safety, vehicle 
utilisation and delivery reliability all need to be 
monitored continuously. When systems operate in 
isolation, decision-making becomes reactive rather 
than proactive, he says.

“Increasingly, retailers and logistics service 
providers are focusing on building connected 
ecosystems where transport fleets, warehouse 
assets and cold-chain equipment are visible within 
a single operational environment.”

The strain on the system is clearly visible in how 
fleets are managed and how goods are moved 
across the country. Predictable volumes, fixed 
delivery cycles and stable routes are falling away, 
replaced by models that demand far greater 
flexibility in how cargo is transported and delivered.

Put simply, goods need to move more fluidly – 
without driving up cost or compromising efficiency. 
That is a difficult balance to strike at the best of 
times. In South Africa, it is even more challenging.

According to Riaan Kleinhans, 
Director of Operations at DSV South 
Africa, fleet strategy has already 
shifted from a fixed replacement 
cycle model to a more dynamic, 
cost-conscious approach, prioritising 
operational efficiency and spend 
control over routine fleet renewal.

Riaan Kleinhans

A DSV team was faced 
with an interesting 
challenge when Hyundai 
Engineering asked them 
to transport a 950-tonne 
oil distilling component. 
Adding to the challenge 
of shipping this large 
cargo was the short 
timeframe. This needed 
close collaboration with 
the customer and between 
DSV teams across the 
world. Just six days after 
the cargo was loaded 
in the port of Kuantan, 
Malaysia, it was safely 
delivered to its destination 
in Balikpapan in Indonesia. 
www.dsv.com/en-za/

“The transformation has been profound and has 
completely changed our daily operations,” he tells 
Supermarket & Retailer.

As little as five years ago, retail replenishment 
relied on planned bulk deliveries. Volumes were 
predictable, the routes stable and the frequency 
relatively reasonable. Today, delivery frequency has 
increased across virtually every retail category, with 
drop sizes smaller and more delivery points.

We are moving 
the same or greater 
volumes in smaller, 
more frequent con
signments to more 
locations, which 
increases both cost 
and complexity.

Hennie Serdyn

“

“Supply chain optimisation, 
says Hennie Serdyn, Partner and 
Advisor at FLOW Advisory, is 
a meticulous task. “It requires 
breaking down silos between 
departments. It means procure
ment, planning, warehousing and 
distribution must all understand 
their impact on the end-to-
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BEST-OF-BREED  TECHNOLOGY TO ELIMINATE
FRAGMENTATION AND SURFACE WHAT MATTERS

YOUR DIGITAL TRANSFORMATION PARTNER

READY TO BRIDGE THE GAP?
info@fortesupplychain.com
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SUPPLY CHAIN

end chain. Without this shared understanding, 
decision-making often becomes reactive, with 
the loudest voice determining the process, 
frequently leading to sub-optimal outcomes.”

He says decision-making needs to be driven 
by data rather than instinct. Logistics service 
providers need to focus more on in-depth data 
analysis, looking beyond the averages.  Serdyn 
explains …

They often hide the costly exceptions  
that drain a business. Because the  

supply chain represents the entire journey  
of merchandise from origin to customer,  
every department must be integrated.

Companies can no longer rely on their trusted 
methods of service. Robust strategies that define 
how traditional retail and e-commerce coexist 
are a must. He explains …

For instance, will you fulfil  
e-commerce orders from existing stores  

or a dedicated dark warehouse?  
The models present vastly different  

considerations and the strategy must determine  
whether a single unified supply chain  
is viable or if a separation of channels  

would be more advantageous.

In effect, managing the supply chain in parts 
is no longer viable. It has to be treated as 
a single, connected system if retailers – and their 
consumers – are to be kept happy. 

“
“

“

“

Prevent incidents, protect drivers, and improve operations with AI-powered end-to-end video intelligence across your supply 
chain – built for fleets of all sizes, across on-road, in-warehouse, and supply chain operations. www.powerfleet.com/africa/

E-commerce drives smaller,  
faster, more complex flows
Covid-19 marked a turning point for retail. As con
sumers shifted online during lockdowns, e-commerce 
moved from being a growing channel to a core part of 
how goods are bought and delivered.

It shows no signs of slowing down – if anything, 
e-commerce is accelerating and continuing to mature, 
changing distribution in the process. E-commerce 
is no longer limited to online-only retailers, but has 
changed how most retailers operate.

Omnichannel models have become the norm for 
both large and small players. While this has helped 
level the playing field in some regard, it has also intro
duced a far more complex operating environment.

Distribution networks now have to support both 

store replenishment and direct-to-consumer 
fulfilment, often from the same facilities and using 
the same fleet, says Kleinhans. 

“Running two distinct fulfilment models – one 
designed for bulk store delivery and the other for 
individual customer orders – in parallel is a growing 
challenge.”

Sutherland adds that this is also changing how 
distribution networks are structured. “Retailers are 
now expected to support higher order volumes, 
shorter delivery windows and more frequent 
replenishment cycles,” he says.

In many cases, networks that were designed 
around bulk store deliveries are having to support 
a hybrid model that includes direct-to-consumer 
fulfilment alongside store replenishment.



R E L I A B L E  H A N D L I N G

F R O M  S U P P L I E R
T O  S T O R E
P E R F O R M A N C E  T H A T 
N E V E R  S L O W S 
Y O U  D O W N 

Jungheinrich electric forklifts keep retail 
supply chains moving - faster stock flow, 
lower costs, reliable performance.

Book your FREE consultation at 
+27 10 596 8460  
info@jungheinrich.co.za

www.jungheinrich.co.za
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SUPPLY CHAIN

This is placing additional strain on fleet sche
duling and communication between distribution 
centres and transport operations.

He says rapid restocking has become the norm as 
leaner inventory levels mean retailers can no longer 
absorb late or incomplete deliveries. What was 
once a minor inconvenience, now means empty 
shelves, lost sales and even financial penalties. 

The pressure on transport planning, vehicle avail
ability and driver scheduling is constant. Expect
ations around deliveries have also changed. Retail
ers now want far more accurate delivery times and 
expect to be warned in advance if something goes 
wrong or deliveries are going to be late.

“What was once considered a premium capa
bility has become a baseline requirement,” says 
Sutherland. “Many operators are still putting the 
systems in place, implementing tracking techno
logies and customer-facing systems to meet the 
expectations of their customers.”

Fuel is fast becoming one of 
the biggest pressure points 
in transport. Rising costs and 
ongoing global uncertainty are 
putting margins under strain, 
forcing operators to rethink 
how fuel is managed across 
their operations. But, for many, 
fuel still sits outside the core 
system – planned separately, 
executed manually, and only 
reviewed after the fact.

That gap between planning 
and execution is where 
inefficiency creeps in. There is 
a shift towards more connected 
approaches, where fuel is no 
longer treated as a separate 
function, but as part of the 
broader operational flow. 
https://ctrlfleet.co/

Visibility expectations  
reshape transport operations
It is these rising expectations that are changing 
how transport operators manage service delivery. 
For many customers, the issue is not the delay 
itself, but the lack of certainty around it. They want 
to know when a delivery will arrive, if there is a 
problem and what to expect ahead of time.

Renko Bergh, co-founder of CtrlFleet, says this is 
the level of service customers now expect. He says:

Customer demands are 
increasing and access to 
real-time data has become 
both the norm and a key 
differentiator in service 
delivery This comes at a cost, 
either through additional 
resources or, more efficiently, 
through the implementation 
of the right technology.Renko Bergh

For many households, the real cost of driving is already higher than 
they think. Calculations based on South Africa’s three most popular 
cars, using coastal prices, the Automobile Association’s current 
vehicle rates show that a typical 7.5km round trip (the average 
return journey for a Checkers Sixty60 delivery) would roughly cost …

• �A Volkswagen Polo Vivo running on petrol: R51.30 per trip at  
R6.84 per km.

• �A Ford Ranger running on diesel: R66.37 per trip at R8.85 per km.

• �A Toyota Hilux running on diesel: R78.37 per trip at R10.45 per km.

By comparison, Checkers Sixty60’s R36 delivery fee means 
customers could save up to R42 per trip, depending on the vehicle. 
These savings margins are set to increase even more, as Sixty60’s 
delivery fee will remain unchanged despite the April fuel price hikes. 
Instead, Checkers will continue to absorb rising fuel costs within its 
delivery network, including adjusting rider fuel subsidies in line with 
monthly price changes.

Since launching nearly seven years ago, the Sixty60 delivery fee has 
increased by just R1, from R35 in 2019 to R36 in 2025. 
https://supermarket.co.za/

According to Bergh, transporters are expected to 
provide continuous updates on order progress. This 
includes accurate estimated time of arrivals (ETAs), 
as well as any deviations from original plans. While 
this can be done manually through spreadsheets, 
emails or messaging platforms, it quickly becomes 
resource-intensive as operations scale.

Bergh says this is why many operators are 
turning to digital platforms and customer portals 
to automate these processes. “Clients expect an 
‘Uber-like’ view of their deliveries, with real-time 
visibility on vehicle movement.”“
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