




women in retail

Women leading retail
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By Albert Swanepoel, S&R editor

From the shop floor to the boardroom, South African 
women are shaping the future of retail through 

resilience, leadership and an extraordinary ability to make 
the complex look effortless.

Behind South Africa’s retail buyers’ offices, boardrooms, 
tills, fitting rooms, pharmacy counters and supermarket 
aisles stands a simple fact: women are not merely part of 
retail – they are its majority. 

According to Stats SA (2024), they account for 56.6% 
of the retail workforce. Yet, despite the everyday challenges  
so many South African women navigate – balancing 
family responsibilities, rising living costs and the occa
sional customer who believes patience is optional – they 
somehow make it all appear entirely ordinary.

 Stats SA’s Quarterly Labour Force Survey (QLFS) 2026 
consistently shows that Trade (which includes wholesale 
and retail) is one of the largest employers of women  
in South Africa. Women are more likely than men to  
be employed in the Trade sector.

 One reason is that retail remains one of the most 
diverse industries in the economy, offering an extra
ordinary range of roles that rely as much on emotional 
intelligence and adaptability as they do on technical skill. 
From store owners, store managers and pharmacists, 
to buyers, planners, supervisors and executives, there 
is room for people with very different talents. Women 
have not simply found a place in this ecosystem; they 
have become an indispensable force within it, keeping 
the machinery of South African retail running day in 
and day out.

 South African women in retail bring a unique combin
ation of empathy and professionalism that benefits both 
the bottom line and the customer experience. They solve 
problems with remarkable composure and, more often 
than not, leave customers with a smile. In a country 
where every day can present a new surprise – from load 
shedding to economic pressures – they respond with 
equal measures of ingenuity and resilience.

Elegance needs no
introduction.

Celebrating women, this Women’s month

www.thegoodmonk.orgwww.thegoodmonk.org
@thegood.monk@thegood.monk
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 Retail does not wake up by itself. Long before the first 
customer announces, “I’m just browsing,” someone has 
balanced the float, switched on the lights, unpacked 
deliveries and transformed a busy store into a welcoming 
shopping environment. Stock appears. Shelves refill. Prices 
are corrected. Customers assume these are simply part of 
shopping. Women in retail know it’s just another Tuesday.

 Success in retail is often measured in turnover, margins 
and basket sizes. Yet behind every successful trading day 
stands an army of women whose greatest achievement 
is making the extraordinary appear routine. If retail 
is a machine, they are not simply cogs in the system – 
they are the oil, the timing belt and, on difficult days, 
the entire engine. The miracle isn’t that the shops open 
every morning. It’s that they do so with a smile waiting 
at the entrance.

 South Africa’s retail sector is well placed to help shape 
the next chapter of women’s leadership. More broadly, 
the country is already setting an encouraging example. 
Grant Thornton’s Women in Business 2026 report found 
that women now occupy 47.3% of senior management 
positions in South Africa, placing the country well ahead 
of the global average and among the world’s leaders in 
gender-balanced leadership, to the point of approaching 
gender parity. The report also found that organisations 
strengthening their gender equality initiatives are more 
likely to report stronger revenue growth, while business 
leaders increasingly associate gender-diverse leadership 
teams with better decision-making and financial per
formance.

 The industry now has every opportunity to build on 
that momentum by investing in leadership development.  
Add mentoring, skills training and workplaces that sup
port women throughout their careers, and retailers will 
strengthen both their businesses and the communities 
they serve. More progress can be made, particularly in 
ensuring that more women occupy executive and tech
nical leadership roles, but the direction is unmistakably  
positive. Diversity is no longer simply a social issue but 
a competitive advantage, which is why retailers are 
increasingly treating diversity and inclusion as a strategic 
priority (McKinsey, 2021).

 As retail continues to evolve through digital innovation, 
changing consumer expectations and new ways of 
working, the industry’s future will be shaped not only 
by technology or strategy, but by the women whose 
strength, resilience and leadership have quietly powered 
South African retail all along. SR

CONTACT US FOR QUALITY, DURABLE DOORS AND PANELS 

 Sales1@glacierdoors.co.za   +27 11 613 8120   www.glacierdoors.co.za

This women’s month, 

WE COOL THE BUSINESSES 
RUN BY WOMEN

To the women in food production, retail, farming, and hospitality... 
You keep South Africa fresh. You keep our cold chain strong. 

This August we salute you.

Glacier, 
The leader in 
manufacturing 
of Insulated 
Glass Doors, 
Polyurethane 
Panels, Shelving 
Solutions, and 
Glass Products, 
reinvents the 
meaning of 
commitment 
to quality, 
craftsmanship, 
and design 
excellence.
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From village shop to smart warehouse
The innovations reshaping  

retail supply chains

Leipoldtville, a very small historical town  
with so much character on the road to Clanwilliam 
from Lambert’s Bay. DustBugs Travel on YouTube.

By Catherine Larkin

From village shop  
to customer expectation

In the rural Eastern Cape where I grew up, the village 
shop sold almost anything. My mother would send 

me there clutching a handwritten shopping list. The 
shopkeeper would smile, slip me a sweet or two, then 
unfold the paper.

Hasn’t come yet.”
“We don’t stock it.”
“Forgot to order it.”
“Maybe next week.

That was simply how we shopped. If something wasn’t 
available, you waited or bought an alternative. Today, 
those expectations have been turned on their head (even 
in that little shop in the middle of nowhere). Consumers 
expect products to be available when and where they 
want them, whether they’re shopping in-store, ordering 
online or using an on-demand delivery service. The trans
formation from that small village shop to today’s highly 
sophisticated distribution centres has fundamentally 
changed retail.

The pace of change continues to accelerate. “Speed 
in the retailer space has seen a step-change,” says Pieter 
Theron, Industrials and Services Africa Leader at PwC 
South Africa. He continues …

Instead of moving from weeks to 
days, expectations moved to hours 
with the introduction of delivery 
models such as Checkers Sixty60. 
Retailers are no longer judged simply 
on stock availability. 

As Theron notes, customers expect products to be  
“on shelf, on time, in the right promotional state, with  
the right price label, every time.”

“
“

Pieter Theron

“
“

During the holiday season last year, DSV deliver edover 1.5 million Christmas 
trees to families across Europe. That’s 1 500–2 000 truckloads, each packed 
with around 1 000 trees in all shapes and sizes! From Denmark to Germany, 
the UK, Ireland, Poland, France, and beyond – their mission is simple: to 
deliver the magic of Christmas, one tree at a time. https://www.dsv.com/en-za/

Warehouses become strategic assets
Meeting those expectations has transformed the role 
of the warehouse. Distribution centres are no longer 
places where stock simply waits to be dispatched. They 
have become sophisticated fulfilment hubs supporting 
traditional store replenishment alongside online orders, 
on-demand delivery and returns.

“Consumers now expect products to be available 
whether they are shopping in-store, ordering through an 
app or using an on-demand delivery platform,” says Arno 
Haigh, National Logistics Executive at The SPAR Group. 

Supply chains 
therefore need to support 
both traditional store 
replenishment and 
increasingly dynamic 
fulfilment models.

That places unprecedented pressure on warehouse 
operations. Alan Richard, owner of Apex Real Time 
Solutions, says …

E-commerce and on-demand 
fulfilment have changed customer 
expectations, while retailers are  
still managing local realities such 
as cost pressure, infrastructure 
constraints, electricity reliability, 
labour availability and rising 
competition.

The result is that warehouses are expected to process 
more orders, faster and with almost no tolerance for error.

What separates efficient warehouses  
from the rest?
According to Richard, high-performing warehouses are 
distinguished less by automation than by operational 
control. “An efficient warehouse knows where stock is, 
what work is happening, where the bottlenecks are and 
how people, systems and equipment are performing. 
An inefficient warehouse relies too heavily on manual 
workarounds, experience-based knowledge and delayed 
reporting.”

That control comes from combining well-designed  
processes, accurate data, intelligent systems, effective 
layouts and disciplined execution – not simply relying on 
automation alone.

The team at Jungheinrich South Africa agrees that 
efficiency requires a full system/whole system approach. 
“You have to look at warehouse layouts, processes and 
equipment together so that you can reduce waste, 
improve flow and create more consistent, predictable 
operations.”

For retailers, this systems-thinking is becoming 
increasingly important as long-standing operational 
inefficiencies come under greater scrutiny.

According to Khethokuhle Nyawose, Chief Operating 
Officer overseeing Operations and Supply Chain at 
Massmart, double handling, waste, breakages and rigid 
planning cycles remain among the biggest obstacles to 
efficiency. He says …

In many operations, work 
is planned too far in advance, 
limiting the ability to respond to 
late changes in demand or large 
customer orders. Planning closer 
to execution allows warehouses to 
adjust loads before dispatch, but this 
requires robust system integration 
and AI-enabled planning tools.

Achieving that flexibility inevitably requires investment, 
forcing retailers to consider where technology delivers  
the greatest operational return.

Arno Haigh

“
“

Alan Richard

“

“

Khethokuhle Nyawose

“

“

Discover the real-life benefits  
of interconnected logistics!

The Digital 
Backbone of 
Logistics
Ensure quality and increase efficiency with 
intelligent supply chain software by KNAPP. 
Connect data, processes and decisions – from 
production to the last mile.

The population of African Penguins has declined by 99% in the past 
120 years, leaving less than 10 000 breeding pairs across South Africa. 
One area of focus is the impact of overfishing on penguin foraging areas 
and the subsequent need to implement meaningful island closures around 
at-risk penguin colonies. Massmart has partnered with Bird Life SA (BLSA) 
in a project to implement real-time tracking and weighbridge technology 
at important penguin colonies, to gather data such as distance travelled, 
time spent foraging for food, and weight gained or lost. This data provides 
a unique insight into both fishery health and the interdependent impact 
on the health and survivability of penguin colonies. Through the Massmart 
funded website, penguinalert.org, interested members of the public now  
also have access to this data. https://www.massmart.co.za/

Good design still matters
Technology alone, however, cannot compensate for poor 
warehouse design.

According to Hennie Serdyn, FLOW Advisory at Forte 
Supply Chain, warehouse layout remains one of the most 
underestimated contributors to operational performance.

Optimised layouts reduce 
travel distances, improve picking 
efficiency, minimise congestion 
and increase throughput. Small 
improvements in warehouse 
flow can have a significant 
impact on productivity and 
operating costs.

The same principle applies to material handling 
equipment. Forklifts, reach trucks and similar vehicles 
have evolved beyond simply moving goods. Increasingly, 
they form part of a broader performance management 
system, influencing travel times, safety, congestion, labour 
productivity and energy consumption.

Fleet management systems now provide valuable 
insights into equipment utilisation, operator behaviour, 
maintenance requirements, battery performance and 
fleet availability, enabling retailers to optimise both 
productivity and asset life.

Ultimately, the most successful warehouse is not 
defined by the amount of automation it contains, but 
by how effectively its people, processes, technology and 
equipment work together.

South Africa’s reality
For South African retailers, improving material handling is 
about far more than adopting the latest technology. The 
overwhelming constraint remains cost.

“Retailers operate in an environment where every 
investment needs to demonstrate clear operational value 
and support long-term resilience,” says Haigh. Businesses 
are therefore prioritising technologies that improve 
efficiency, visibility and operational performance while 
remaining practical and scalable within the local market.

Richard says uncertainty around return on invest
ment, legacy systems, skills shortages and the disruption 
associated with implementation often slow modernisation. 
“Many businesses know they need to modernise, but they 
are cautious about large-scale investment.”

Nyawose believes the challenge extends beyond 
purchasing technology. “Power reliability, the energy 
demands of automation, limited local technical support 
and the after-sales maintenance required for advanced 
systems all affect the business case. Labour also remains 
relatively affordable compared with many international 
markets, making automation decisions more complex.”

South Africa’s broader logistics environment adds 
further pressure. Businesses frequently invest in 
generators, solar installations and backup systems  
simply to maintain operations. Poor roads, vehicle 
breakdowns, hijackings, warehouse crime syndicates, rail 
constraints, port congestion and border delays all increase 
the cost and complexity of moving goods.

According to Gerhard van Zyl, Group Operations 
Director at the Professional Group of Companies, 
these realities are reshaping retail supply chains …

Logistics has become  
the name of the game.  
Logistics parks and warehouses 
are being developed at  
a rapid pace, largely as  
a response to failing  
infrastructure. 

He believes the decline of rail has fundamentally 
changed warehousing.

With limited rail capacity and increasing  
freight moving by road, additional warehousing has 
become one of the few practical solutions. Larger 

retailers are increasingly developing their own 
distribution hubs instead of relying solely on third-, 
fourth- and fifth-party logistics providers. They are 
taking greater control of their own supply chains.

Hennie Serdyn

“

“

Gerhard van Zyl

“

“
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Security becomes an operational priority
As retailers assume greater control of their supply chains, 
protecting inventory has become just as important as 
moving it efficiently.

According to Jungheinrich South Africa, shrinkage 
remains one of the industry’s biggest operational 
challenges simply because it affects profitability, 
inventory accuracy and customer service. Theft, 
administrative errors and process failures all reduce 
inventory visibility, disrupting replenishment planning and 
order fulfilment.

Maxeen Naidoo Bharath, International Imports Manager 
at Skynet Worldwide Express, says retailers are responding 
by investing in surveillance, access controls, RFID, 
blockchain and other tracking technologies to improve 
both security and traceability throughout the supply 
chain.

Haigh adds that retailers are increasingly combining 
traditional security measures with technology-enabled 
controls to strengthen warehouse and distribution 
operations. 

Richard believes the greatest value comes from 
integrating multiple technologies into a single controlled 
process. 

Scanning, RFID, serialisation, CCTV  
integration, access control and digital audit  

trails all play an important role. 

“The objective is for every stock movement to be 
recorded, every exception to become visible and every 
handover point to be clearly managed.”

Increasingly, the technologies that improve warehouse 
efficiency are also strengthening accountability. Visibility, 
security and operational performance are no longer 
separate objectives, but complementary outcomes of the 
same connected systems.

Technology succeeds  
only when people work together
Despite rapid advances in automation and artificial 
intelligence, experts agree that technology alone cannot 
transform warehouse performance.

Dr Osayuwamen Omoruyi, Director 
of the Nexus Lab and Senior Lecturer 
at Sol Plaatje University, points out 
that recent research into logistics in
formation technology adoption found 
that technologies such as Electronic 
Data Interchange (EDI), barcoding  
and freight consolidation platforms 
create value because they strengthen

collaboration between retailers, suppliers and logistics 
providers.

You might have perfect, real-time  
location data on every pallet, but if demand  

forecasting, supplier communication  
and inventory optimisation are fragmented,  

shelves can still end up empty.

The research concludes that technology delivers its 
greatest value when it improves relationships across the 
supply chain rather than operating in isolation.

The goal is not to have the most  
automated warehouse, but the most  

connected one, using shared data  
to build trust, reduce stockouts and ensure  

products arrive in perfect condition.

The message is clear: digital tools are only as effec
tive as the operational discipline, partnerships and 
collaboration that support them.

Dr Osayuwamen 
Omoruyi

“
“

“
“

IP65 / IP67

MATRIX 830
MATRIX 930
NEXT GENERATION
INDUSTRIAL BARCODE READING

Advanced image-based
barcode readers built for 
ultra-fast detection, superior
reliability and maximum uptime.

ULTRA-FAST
DECODING
High-speed image
capture and decodeing
for maximum throughput.

ETHERNET
CONNECTIVITY
Seamless integration with
industrial Ethernet and
fieldbus protocols

DIRECT PART
MARK READING
Reliable DPM code reading
on metal, plastic and
various surfaces.

RUGGED & RELIABLE
IP65/IP67 rated housing
for superior protection in
harsh environments.

BUILT FOR
HIGH-SPEED LINES
Optimized for demanding
production and logistics
applications

EASY SETUP
& MAINTENANCE
Intuitive web interface
and advanced configuration
tools for fast deployment.

SEE THE DIFFERENCE.
READ EVERY CODE.

MATRIX 830 | MATRIX 930
Maximum performance.
Maximum reliability.
Built for the future of automation.

1D / 2D CODES DPM CODES ETHERNET

www.dciscanning.co.za

+27 11 867 1449

sales@dciscanning.co.za

RELATED PRODUCTS

BLADE DS5100 AV900 DX8210MATRIX 320XMATRIX 220

https://stockcake.com/i/strategic-transport-network

Tomorrow’s warehouse?
The warehouse of the future is already taking shape. 
While South African retailers continue to face infrastruc
ture, energy and cost constraints, the direction of travel  
is becoming increasingly clear.

Richard believes tomorrow’s warehouse will be defined 
less by full automation than by connectivity, visibility  
and agility.

“It will not necessarily be fully automated in every case, 
but it will have far better visibility, smarter workflows, 
stronger integration and more efficient use of people  
and equipment.”

Many of the technologies driving that transformation 
are already being deployed. Artificial intelligence, predic- 
tive analytics, real-time inventory visibility and increas
ingly sophisticated warehouse management systems are 
enabling retailers to improve planning, respond faster to 
changing demand and make better operational decisions.

Haigh expects the greatest gains to come from tech
nologies that improve operational visibility and agility.

“This includes AI-driven analytics, predictive replenish
ment tools, smarter warehouse management systems, 
real-time inventory tracking and more connected fulfil
ment centres.”

However, technology can only deliver sustainable value 
when it is built on strong operational foundations.

Serdyn believes end-to-end visibility should remain  
the priority.

“Businesses need accurate data, connected systems and 
reliable operational processes. Once those foundations 
are established, organisations can effectively leverage 
automation, analytics and advanced technologies to drive 
further improvements.”

Theron agrees that successful transformation requires 
more than new technology. Skills development, resilient 
energy solutions, and localised and diversified supplier 
networks will all play an essential role in building stronger 
retail supply chains.

Bharath says many retailers are therefore taking a prag
matic approach by optimising existing assets while gradu
ally introducing new technologies and strengthening 
partnerships with logistics providers to improve flexibility 
and share costs.

The Jungheinrich South Africa team believes retailers 
should now focus on developing clear digital and opera
tional roadmaps that reflect both current requirements 
and future ambitions, enabling investment decisions that 
support long-term growth, and not just short-term fixes.

Van Zyl argues that, despite rapid technological change, 
retailers cannot lose sight of the fundamentals.

“Get the right product to the right retail outlet at the 
right time to fulfil your service obligations. A customer 
who cannot find what they are looking for will simply go 
elsewhere, and getting them back is extremely difficult.”

He notes that online shopping has permanently 
changed consumer behaviour, raising expectations for 
speed, availability and convenience across every retail 
channel.

Pricewizard has been in the retail 
industry for over 40 years. We 
are extremely proud to represent 
Hanshow, one of China’s  
leading electronic shelf  
labelling manufacturers  
& distributors in the  
Chinese & European  
markets.

POLARIS PRO RANGE OF ELECTRONIC SHELF LABELS
■ Multiple Colours.
■ 8 pages storage.
■ 7 colours flashing.
■ 10 year battery life.
■ �Thinner & Battery  

– replaceable design.
■ More flexible in placement.
■ Green and low carbon design.
■ Higher screen to body ratio.
■ Larger display, Thinner Bezel.
■ �3H surface hardness for better 

scratch resistance.

PriceWizard shelf label electronic pricing solutions

THE FUTURE OF INNOVATION IS NOW
Electronic Shelf Labels (ESL) are transforming the in-store retail 
experience with dynamic, digital pricing displays. ESLs allow retailers 
to update prices, promotions, and product information – ensuring 
100% price accuracy across every store, every aisle, every time.

Lumina  
Slim, 

ultra-thin 
and sleek 

with sharp 
full-colour 

display. 

Beyond pricing, ESLs enhance operational efficiency, 
eliminating manual label changes, reducing labour costs, 
and minimising pricing errors that can lead to customer 
dissatisfaction. They also enable real-time promotional 
flexibility, seamless integration with inventory and POS 
systems, and clearer, more engaging shelf communi
cation for shoppers..
In-store, ESLs create a cleaner, more modern retail 
environment while empowering retailers with smarter 
data, faster execution, and improved compliance. The 
result is a more agile store operation, happier customers, 
and a future-ready retail floor designed to keep pace 
with today’s fast-moving market.

M: +27 (0) 83 777 7043
O: +27 (0) 86 166 6349
www.pricewizard.co.za
info@pricewizard.co.za
2nd Floor, Block C, Oxford Gate, 54 Oxford 
Street, Durbanville, Cape Town, 7551

www.posisolve.co.za | info@posisolve.co.za | vernon@posisolve.co.za  | positronpmb@wol.co.za

Lithium-ion technology allows for minimal maintenance, flexible charging 
cycles and easy handling. It not only moves your electric forklift, but also 
drives your business forward. Lithium-ion batteries also offer financial 
advantages by improving energy efficiency, optimising how the fleet is used, 
and reducing maintenance requirements. https://www.jungheinrich.co.za/

Lithium-ion vs. lead acid – cost comparison

battery • 767

battery • 646
Maintenance costs – 71

Service costs – 42
Service costs – 42

Power costs – 185

Power costs – 137

Capital costs – 440 Capital costs – 467

Costs per month. EFG 72 months of use. 2 000 operating hours per year

Maintenance and 
infrastructure costs

Cleaning, water filling,
storage space – lead-acid

batteries cause higher
maintenance costs. Power costs

Because of lower,
internal impedance
and less waste heat,
Li-ion convinces
thanks to lower 
energy

The most important capability
The evolution of material handling is no longer simply 
about moving products through a warehouse. It has 
become a strategic capability that influences inventory 
accuracy, security, customer service and profitability.

Across the industry, experts agree that the future does 
not belong to the most automated warehouses, but to 
the smartest ones – operations that combine connected 
technology with efficient processes, skilled people and 
resilient supply chains.

For South African retailers, the challenge is not to 
replicate the world’s most advanced automated facilities, 
but to build practical, scalable operations that deliver 
measurable value despite local infrastructure and cost 
constraints.

Ultimately, competitive advantage will belong to 
retailers that consistently place the right product in the 
right place at the right time. In today’s retail environment, 
where consumers have more choice and higher 
expectations than ever before, that capability has become 
one of the industry’s most important differentiators.

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
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deliveries, stock errors, and manual scheduling cost time,
money, and customer trust.
React DelCo transforms your React Sales and Distribution
into a complete delivery management system — giving you
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SUPPLY CHAIN

The invisible  
advantage
Supply chains  
become strategy

By Albert Swanepoel 
editor Supermarket  
& Retailer

For more than 120 years, 
Oom Samie Se Winkel 
in Stellenbosch, with its 
beautiful white laced 
Victorian stoep, has been 
offering a great variety  
of everyday necessities.  
A truly vital place for  
a happy village community,  
this was the place where 
locals exchanged the latest 
news and ideas  
and did the mail while 
buying groceries. 
thetouristin, 
www.instagram.com/

For decades, retailers competed on price, product 
range and location. And indeed, that is still the case. 

But today, they also increasingly compete on something 
customers never see: the supply chain. Behind every 
full shelf, same-day delivery and accurate online order 
lies an invisible network of suppliers, ports, warehouses, 
transport fleets and digital systems working in synchrony. 
According to PwC South Africa, supply chains have 
evolved from operational support functions into strategic 
business assets, directly influencing customer experience 
and long-term resilience. For retailers, getting products to 
the right place at the right time is no longer enough; the 
ability to respond quickly to disruption has become just 
as important, because when the network fails, shoppers 
notice immediately.

Resilience beats efficiency
For many years, businesses pursued lean supply chains 
that minimised inventory and reduced costs. While 
efficiency remains essential, recent years have exposed 
the risks of relying on highly optimised but inflexible 
networks. From the Covid-19 pandemic and the KwaZulu-
Natal floods to ongoing challenges at South African ports 
and on the rail network, disruption has become part of 
doing business. 
SAPICS (Southern African Production and Inventory Con
trol Society) has repeatedly argued that resilience – the 
ability to anticipate, absorb and recover from unexpected 
events – has become a defining capability for modern 
supply chains. Today’s retailers increasingly have to 
balance cost efficiency with flexibility and contingency 
planning.

The ability to see every link
End-to-end visibility has become paramount. Retailers 
want to know exactly where products are, how suppliers 
are performing, where bottlenecks are developing and 
how inventory is moving throughout the network. Digital 
‘control towers’ (software platforms, or integrated dash
board, that gathers real-time data from across the entire 
supply chain into one place – usually the domain of logis
tics companies) are becoming increasingly important,  
bringing together information from suppliers, transport 
operators, warehouses and stores into a single real-time  
view. According to PwC’s Connected Supply Chain prac
tice, with greater visibility in place – which allows acting, 
instead of reacting – retailers can identify potential dis
ruptions early on and respond before customers are 
affected.

https://www.jungheinrich.co.za/

As South African retailers embrace digital capabilities, 
AI is becoming less about replacing people and more 
about enabling faster, better operational decisions.

Smarter forecasting
Artificial intelligence is changing the way retailers predict 
demand. Historical sales data is making way for modern 
demand sensing which combines that data with promo
tions, weather patterns, seasonal trends, social media 
activity and changing customer behaviour to produce 
far more accurate forecasts. Better forecasting reduces 
stockouts and excess inventory, resulting in improved 
service levels across the supply chain. As South African 
retailers embrace digital capabilities, AI is becoming less 
about replacing people and more about enabling faster, 
better operational decisions.

Partnerships matter
Supply chains are only as strong as the relationships that 
support them. Retailers, manufacturers, logistics providers 
and suppliers are increasingly sharing information to 
improve planning, reduce delays and respond more effec
tively to changing demand. SAPICS believes collaboration 
has become one of the industry’s most important success 
factors, particularly as South African businesses navigate 
infrastructure constraints and rising transport costs. When  
partners share reliable data instead of operating in isol
ation, the entire supply chain becomes more responsive, 
efficient and resilient.

Rethinking sourcing
Retailers are also reconsidering where products come 
from. Rather than relying heavily on a single supplier 
or region, many businesses are diversifying their supplier 
base to reduce risk and improve continuity of supply.  
In South Africa, there is growing emphasis on sourcing 
locally where practical, strengthening regional supply 
networks and shortening supply chains where possible. 
Source: Shoprite Holdings) 

While global sourcing will remain essential for many 
product categories, a more balanced procurement 
strategy can improve resilience while supporting local 
economic development. 

Winning the last mile
The final stage of delivery has become one of retail’s 
most important competitive battlegrounds. Consumers 
increasingly expect convenience, accurate delivery 
windows and rapid fulfilment, whether shopping online  
or collecting in store. Services such as Checkers Sixty60 
have fundamentally changed customer expectations, 
turning traditional retail models on their head and forcing 
retailers to rethink inventory positioning, transport 
planning and fulfilment models. Success is no longer 
measured simply by getting products to stores, but by 
getting them into customers’ hands quickly, while still 
providing good value for money.

Reverse logistics
Delivering products is only half the story. Returns, 
recycling, repairs and product recovery have become 
increasingly important as retailers seek to reduce waste, 
recover value and improve customer service. 

Efficient reverse logistics is about returns management 
but also enables refurbishment, responsible disposal 
and recycling programmes that contribute to broader 
sustainability goals. As circular economy principles gain 
momentum, retailers are beginning to acknowledge 
returned products as assets to be managed rather than 
simply as operational costs. (Source: CSIR)

Greener supply chains
Sustainability is becoming an integral part of supply chain 
strategy rather than a separate environmental initiative. 
Route optimisation, improved vehicle utilisation, energy-
efficient warehouses, sustainable packaging and reduced 
food waste all contribute to lower operating costs while 
helping businesses meet growing environmental expec
tations. 

Many retailers are finding that the most sustainable 
supply chain is often also the most efficient, creating  
a mutual benefit for the business and the environment.

https://stockcake.com/i/futuristic-cargo-terminal

Skills for a digital future
As much as technology is changing supply chains, people 
remain vital to their success. Modern supply chain pro
fessionals require a broader mix of skills, combining 
operational expertise with data analysis, systems thinking 
and digital literacy. As automation and artificial intelli
gence become more common, the demand for planners, 
analysts and technology specialists is expected to grow. 
SAPICS continues to stress that developing these capa
bilities will be essential if South African businesses aim  
to remain globally competitive.

South Africa’s logistics reality
SAPICS, at their 2025 convention appealed to supply 
chain professionals to continue with fruitful dialogues 
underway, to address the infrastructure inefficiencies 
that are costing the local economy a reported R1 billion 
a day in lost trade. South African retailers continue to 
operate in one of the world’s more challenging logistics 
environments. Port congestion, declining rail capacity, 
deteriorating road infrastructure, crime and rising trans
port costs all increase the complexity of moving goods. 
Yet these challenges have also accelerated innovation, 
prompting businesses to invest in stronger planning sys
tems, regional distribution networks, alternative transport 
solutions and closer collaboration with logistics partners. 
For many retailers, resilience is no longer simply about 
overcoming disruption – it has become a source of 
competitive advantage. 
Source: South African Association of Freight Forwarders (SAAFF)

Albert is a Johannesburg-based editor 
with a marketing background and a soft 
spot for purposeful language and helping 
organisations say what they mean. When 
he’s not working, you’ll usually find him 
reading, listening to music, studying to 
be an astronaut, travelling when he can, 
spotting birds, walking dogs – usually 

with coffee nearby and wine not too far behind. Contact him on 
albert@supermarket.co.za

The seven capabilities of  
tomorrow’s retail supply chain

Visibility Know where every product is.

Resilience Prepare for disruption.

Collaboration Share data across partners.

Intelligence Use AI to forecast demand.

Agility Respond quickly to change.

Sustainability Reduce waste and emissions.

Customer focus Deliver reliably across every channel.

The next competitive edge
The supply chain is rapidly evolving from a support 
function into one of retail’s defining strategic capabilities. 
While products, prices and promotions remain important, 
retailers increasingly succeed through their ability to 
anticipate disruption, respond quickly to changing 
demand and maintain product availability despite an 
increasingly uncertain operating environment. 

For South African retailers, the challenge is to create 
connected, resilient and practical networks that deliver 
consistent value. Ultimately, the businesses that place the 
right product in the right customer’s hands at the right 
time will continue to earn both loyalty and long-term 
competitive advantage. SR

Tel: 021 552 0220
Cell: 083 264 6043
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Mail to: ron@dexioncape.co.za
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High-Density Static 
Pallet Racking Solution
P R O J E C T  C A S E  S T U DY
O p t i m i s i n g  s t o r a g e  f o r  
a  p r e m i e r  c o s m e t i c s  b r a n d
Executive summary
A leading cosmetics brand needed to scale its warehouse 
capacity to manage growing inventory. We supplied 
and installed a heavy-duty static pallet racking system 
providing 2,000 pallet positions, optimising vertical space 
and improving operational throughput.

Client challenge
The client required a high-density storage solution 
that could handle bulk inventory while maintaining fast 
access for order fulfillment. Their primary objectives 
were to:

● �Expand storage within their existing  
warehouse footprint.

● �Maintain direct access to all  
stock-keeping units (SKUs).

● �Ensure maximum frame and beam  
stability for palletised loads.

The solution
We supplied and installed a tailored static selective pallet 
racking system designed around the facility’s specific 
floor plan and pallet load requirements.
Capacity: 2,000 pallet positions built for high-density 
storage.
Accessibility: Selective rack layout allowing 100% 
immediate access to every pallet.
Safety integration: Column protectors and secure beam 
locks installed to guard structural components against 
forklift impact.

Key Results
Maximised density: Fully utilised vertical clearance to 
expand capacity without increasing floor footprint.
Faster retrieval: Maintained direct access to every SKU, 
streamlining daily picking operations.
Improved safety: Enhanced rack protection measures 
minimised equipment damage and inventory risks.

Real-Time
Stock Updates

Your warehouse is
costing you more
than you know.

ISB Optimus. Your Infor WMS
Partner in South Africa.

Infor WMS gives you total command, 
from the shop floor to the boardroom.

Reduced
Inventory Errors

Faster Order
Fulfillment

Request a
consultation

Website
www.isboptimus.com
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Retail takeaway:  
Four ways to grow staple sales

Lead with value. Position rice, pasta, noodles and pulses 
as affordable meal solutions through competitive pricing, 
promotions and value-driven private-label ranges. 

Merchandise complete meals. Cross-merchandise 
staples with sauces, canned goods, vegetables and 
proteins to inspire meal solutions and grow basket size.

Offer smart choice. Balance everyday staple lines with 
a carefully selected range of premium and international 
products to cater for changing shopper tastes.

Inspire and educate (build loyalty). Use in-store 
displays, recipes, digital platforms and social media to 
showcase the versatility, nutritional benefits and value  
of staple foods.

Rice, pasta, maize, pulses,  
vegan & vegetarian

Rice, pasta, maize and pulses, 
plus vegan and vegetarian

Affordable 
staples, endless 

opportunities
Agricultural and food businesses  

are exposed to factors that are often beyond  
their immediate control. These include changing  

weather conditions, crop availability, fuel and 
transport costs, fertiliser and other agricultural  

input costs, exchange-rate  
movements, and international  

shipping conditions.

https://agtfoods.co.za/cover-crops/

“

“
By Albert Swanepoel, editor Supermarket & Retailer

As affordability continues to influence shopping habits, 
  staple foods are becoming increasingly important 

in helping consumers stretch their budgets without 
compromising on versatility or nutrition. For suppliers, 
one of the biggest challenges is maintaining the balance 
between affordability, consistent quality, and security of 
Manager, Corporate Affairs, Africa at AGT Foods explains …

“Agricultural and food businesses 
are exposed to factors that are often 
beyond their immediate control. 
These include changing weather 

conditions, crop avail-ability, fuel 
and transport costs, fertiliser and other 
agricultural input costs, exchange-rate 

movements, and international shipping conditions.”
Consumers understandably want stable and affordable 

prices, whilst farmers, processors, manufacturers and 
retailers need to operate sustainably economically, with
out treating affordability as lower quality.

For retailers, the category offers significant opportunties 
to build value, drive basket size and strengthen customer 
loyalty. While the agricultural sector posted a R124.6 
billion trade surplus in 2025 (AgriSA, 2026), the price of 
a basic household food basket has climbed by 33% over 
the past five years, and an estimated 20% to 25% of 
households still experience hunger. Clearly, there is an 
opportunity for staple foods to rise to the challenge  
once again.

As of February 2026, the gap between a typical low-
income food basket and a nutritionally complete one was 
approximately R1,076 per month. Which is why staple 
foods are becoming increasingly important in helping 
consumers stretch their budgets without compromising 
on versatility or nutrition. (Source: SAHRC)

In South Africa, the ‘staple basket’ – comprising rice, 
maize, pasta, and noodles – continues to anchor house
hold spending while evolving to meet new consumer 
expectations around health and value. Miller reiterates 
that these staples hold a key position for South African 
consumers who have to balance affordability, nutrition 
and convenience, needing to stretch household supplies 
very far. Looking to the future of staples, he says: ‘There is 
probably no single staple that answers every household’s 
need. Maize will remain fundamental to the South African 
food basket because it is familiar, versatile and provides 
affordable energy. Rice and pasta also have an important 
place because they are convenient, easy to prepare and 
can be used to extend a wide variety of meals.’

Having said that, Miller thinks that, considering afford
ability, nutrition, and versatility, pulses may have the 
greatest untapped potential. Beans, peas, lentils, and 
chickpeas provide protein and fibre, have a long shelf 
life, and can form the basis of a complete meal or be 
combined with maize, rice, pasta, vegetables or smaller 
portions of meat. Using staples together intelligently 
means taking, he says … 

 … a relatively inexpensive combination such  
as rice and lentils, samp and beans, or maize  

with beans, which can provide both sustenance 
and improved nutritional value. 

According to recent Euromonitor data, 
retail value sales for these essentials 
surged by 13% in current terms 

in 2025, reaching a total of 
ZAR 19.9 billion. This upward 
trajectory is not expected 
to slow down. The market is 
forecast to grow at a current 
value CAGR of 13% (and 
a constant value CAGR of 8%) 

over the forecast period, eventually reaching a staggering 
ZAR 37.0 billion. 

This growth is largely underpinned by the continued 
importance of home cooking and the widespread practice 
of using leftovers among cost-conscious households. 
(Source: Euromonitor)

Dean Miller,

Ayesha Makuyi
Senior Communications Executive 

Euromonitor International

“
“

AGT Foods’ suggestions to retailerss
Regard staples as more than basic commodity lines 
competing only on price. Offer a sensible range of pack 
sizes, including smaller packs that meet immediate 
affordability needs and larger value packs that provide 
a lower cost per meal. Clear pricing and easy comparison 
between pack sizes are also important.

Help consumers to understand what they can do with 
the product. Simple meal ideas, preparation instructions, 
and combinations such as pulses with rice, maize or pasta 
can turn an inexpensive staple into a nutritious family 
meal.

Understand the value in giving greater visibility to pulses. 
They are sometimes positioned as secondary or specialist 
ingredients when they can be central to an affordable 
and balanced diet.

Retailers and suppliers should work together on 
forecasting and availability. Staple products must be on 
the shelf when consumers need them.

https://www.foodnetwork.com/

Responsible Food Production and Sourcing

From Producer to the WorldTM

www.agtfoods.co.za I 011 762 5261 I sales.za@agtfoods.com
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Producing and marketing legumes and pulses for world markets

Confectionery Seeds
Marketing confectionery seeds
for human consumption to
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The competitive landscape
Despite the rise of smaller players, Tiger Consumer Brands 
Ltd remained the market leader in 2025, holding an 18% 
retail value share. Their dominance is anchored by iconic 
brands like Tastic and Fatti’s & Moni’s, which benefit from 
deep consumer recognition and wide distribution. 

However, this leadership is being tested. Private labels 
and smaller niche competitors are steadily eroding the 
share of established giants. In response, Tiger Brands has 
embarked on a multi-year internal transformation pro
gramme to enhance operational performance and supply 
chain efficiency while streamlining its portfolio toward 
higher-growth products. (Source: Euromonitor)

Health, wellness and regulation
Retailers must also navigate a growing consumer interest 
in health and wellness. 

While staples are generally seen as affordable neces
sities rather than ‘unhealthy’ processed foods, there is 
a rising demand for wholegrain, added-fibre, and high-
protein options. Retailers are increasingly responding with 
healthier private label versions of pasta and rice.

This evolution comes at a time of potential regulatory 
change. The Department of Health is considering man
datory front-of-pack warning labels for foods high in 
sugar, sodium, or saturated fats. While the timing of these 
regulations remains uncertain, they are likely to impact 
future product development and how consumers perceive 
nutritional value. (Source: Euromonitor)

Strategic insights for retailers
Miller believes that ‘the future is not simply about adding 
more products. It is about making wholesome products 
more accessible and relevant to the realities of the South 
African household. 

With greater local dry-bean production and improved 
coordination between seed, farmer, processor, and retailer, 
domestic food security can receive a boost, while creating 
opportunities for South African agriculture.’

For retailers, the staple category offers a unique oppor
tunity to increase basket size and strengthen shopper 
loyalty. By balancing value-led choices with wellness-
focused innovations, stores can position themselves 
as trusted destinations for both budget-conscious and 
health-conscious shoppers. Strategic execution – such 
as focusing on long-shelf-life products like noodles for 
busy lifestyles – will be key to maximizing growth in this 
essential aisle. Ultimately, while innovation and health 
trends provide the ‘premium’ edge, affordability remains 
the primary factor guiding South African purchases  
across all income groups.

The coming agricultural season
AGT’s Miller says they remain cautiously positive, but 
agricultural forecasts must always be approached with 
humility. Their focus is “not only on expecting a bigger 
crop. It is on building a more resilient supply chain: 
using appropriate seed varieties, supporting responsible 
production, maintaining quality standards, and developing 
more dependable relationships between growers and 
markets.”

Amaranth (Amaranthus cruentus) is a New World crop, a staple of 
the ancient Aztecs, who popped it and mixed it with honey to make 
a treat somewhere between marzipan and Cracker Jacks. In fact it 
was such a central part of their Precontact culture that the Spanish 
Conquistadores felt a need to ban its cultivation and consumption. 
Perhaps it didn’t help that it was used in rituals, sometimes mixed 
with the blood of human sacrifices. Anyway, amaranth use went 
underground for centuries, grown and eaten in secret. Now its 
reputation has been thoroughly rehabilitated, due largely to its 
superior nutritional value and suitability for sustainable crop sys
tems. Amaranth is classed as a ‘pseudo-grain’ because, although 
its culinary use is as a cereal, much like quinoa and buckwheat, it is 
not in the grass family (Poaceae), like wheat, rice, corn. It is also 
used as a vegetable (again, like quinoa and buckwheat), its young 
leaves and shoots providing highly nutritious and tasty greens. 
www.mofga.org/resources/gardening/ 
amaranth-an-ancient-food-for-modern-gardens/

In South Africa, amaranth is most commonly known as marogo 
(or morogo) when referring to the leafy greens. Depending on 
the specific language and region, it is also widely called imbuya 
in isiZulu/isiXhosa, thepe in Sesotho/Setswana, and misbredie in 
Afrikaans. In English, it is often called pigweed or African spinach.

www.britannica.com/plant/Amaranthus

ALL THE
FLAVOUR,
NONE OF
THE FUSS.

Real flavour at your fingertips. 
No prep, no mess. 

Say goodbye to chopping, peeling and 
waste. Replace fresh ingredients with Liquid 
Seasonings and instantly infuse meals with 
flavour. Made with real ingredients, so you 
get real flavour at your fingertips.
No prep, no mess.

Available at selected Pick ’n Pay and Food Lover's Market stores nationwide.

@capeherbandspice
@capeherbandspice

Scan for website

Miller provides some closing remarks …

Staple foods are often discussed  
as though they are ordinary products,  

but they sit at the centre of food security,  
health, and household dignity.

“The opportunity for producers, processors and retailers 
is to provide consumers with more than the cheapest 
possible calories. We should be helping households obtain 
dependable, nutritious, and versatile food at a price they 
can manage.”

Planting a vegan seed
As consumers look for more affordable, nutritious and 
sustainable ways to feed their families, the conversation 
around staples increasingly overlaps with the growth of 
plant-based eating. Pulses, beans and lentils have long 
been pantry essentials, but they are now also central 
ingredients in a growing range of vegetarian and vegan 
meal solutions, creating a natural bridge between tradi
tional staples and emerging consumer trends.

Health, environmental sustainability and animal 
welfare are all influencing South Africans’ food choices, 
encouraging more consumers to adopt plant-centred 
eating patterns. According to ProVeg International, vegan, 
vegetarian and flexitarian consumers accounted for an 
estimated 10% to 12% of the South African population 
by January 2024. While the category remains relatively 
niche, demand continues to grow for plant-based pro
teins, meat alternatives and convenient meal solutions. 
For retailers, the opportunity lies in complementing 
staple ranges with these products while also showcasing 
naturally plant-based foods such as beans, lentils, chick
peas and whole grains through recipe inspiration and 
cross-merchandising that emphasises affordability, 
nutrition and versatility. (Source: ProVeg International)

“
“
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FUEL CONVENIENCE continued …

AFRICA’S #1 HIGH pH
WATER IS NOW AVAILABLE
FOR YOUR STORES

Give your customers the premium hydration they already trust, and unlock excellent
margins with a top-selling brand. 

Designer Water Alkaline Ionized
Water pH10®
is South Africa’s fastest-growing
premium bottled water.  

Why retailers stock us:
Repeat purchases
Strong brand loyalty
High sell-through rates
Pack sizes: 330 ml, 500 ml, 

 750 ml, 1 L, 5 L, 10 L

Alkaline Water pH10® is a registered trademark of Designer Water.
Unit C, Alphen Square West, Cnr George & 15th Road,
Randjespark, Midrand, Gauteng.

Bring Africa’s most-loved high pH water to your shelves. 
Contact Nishaan (National Sales Manager)

087 550 1231
designerwater.co.za

Time in-store changes shopping missions
The longer customers stay, the more their baskets 
evolve... They move from buying milk to buying dinner. 
From coffee to dessert. From convenience to curiosity.

Is Pantry still setting the benchmark? The consistency 
of the concept, the integration of restaurant-quality food 
and the willingness to provide shelf space for smaller 
local suppliers still make it one of the more distinctive 
forecourt formats in South Africa.

While Pantry’s innovation stems largely from ranging, 
Fresh and customer experience, the next chapter for 
South African forecourts may well be shaped by techno
logy. Watching developments in other parts of the world, 
the opportunity may lie less in building more premium 
stores and more in creating smarter ones – stores that 
personalise the customer experience, strengthen loyalty, 
support local suppliers and continue finding new reasons 
for customers to spend a little longer in store.

Perhaps that’s what makes a convenience store mem
orable. It’s rarely one product or one department. It’s the 
combination of experience and relevance to the local 
customer and the feeling that you’ll find something 
worth coming back for.

The future of forecourt retail may not be about build
ing one hundred stores that all look the same. It may be 
about building one hundred stores that each give cus
tomers a reason to come back.

It’s clear that South African forecourt retail can innovate.  
The question is, who will define the next benchmark?

The Wine 
Department is  
in the back corner 
next to the pizza 
oven.

Health 
& beauty

Rusks are a popular product choice. Braai accessories are popular.

Muneeba Jaffar is the founder of MSI-J 
Consulting, driving forecourt convenience 
store growth and helping SMME vendors 
become retail ready. Backed by years of retail 
experience, she offers strategic insight and 
practical expertise. She can be contacted at 
muneeba@msi-jconsulting.co.za. 

SR
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continued …

A sobering thought as an 
extreme heat dome grips 
Europe, breaking records 
across the continent. 
Europe is warming at twice 
the global average. The 
summers we call extreme 
today might well become 
the norm tomorrow. The 
choices we make now 
decide how warm the 
future gets. Ourplanet_eu

Training and education driving sustainability
South Africa has taken large strides by taking a serious 
interest in its supply chains and communities and it is 
working. Technology and infrastructure alone will not 
create a stronger farm-to-fork supply chain. Long-term 
success also depends on developing skilled farmers, shar
ing knowledge and helping emerging producers meet  
the standards required by modern retail.

Building practical skills
The Living Soils Community Learning Farm, supported by 
Woolworths, provides a 12-month programme covering 
regenerative agriculture, soil preparation, food safety  
and commercial crop production. By combining classroom 
learning with practical experience, the initiative equips 
aspiring farmers – particularly young black women –  
with the skills needed to supply formal retail markets.

Supporting commercial readiness
Through its Rural Hub Programme, SPAR provides parti
cipating growers with ongoing technical support from 
qualified agronomists. Farmers receive practical guidance 
on crop planning, production methods and compliance 
with GLOBALG.A.P. Primary Farm Assurance (PFA) stan
dards, helping them meet commercial quality require
ments and improve long-term productivity.

Mentoring emerging enterprises
The Partners in Agri Land Solutions (PALS) initiative brings 
together commercial farmers, agribusinesses, financial 
institutions and government to support new agricultural 
enterprises. Its collaborative approach combines business 
mentoring, technical advice, finance and market access, 
helping emerging farmers build commercially sustainable 
businesses while strengthening local food production. 
(Source: The Sustainability Institute)

Axlepower’s intelligent charging system automatically switches between 
3 modes for optimal charging efficiency and ease of use, without driver 
intervention. This trailer-mounted solution recovers and stores energy 
generated by braking and driving downhill so you can power your refriger
ation unit with sustainable energy. https://europe.thermoking.com/

Conclusion
The journey from farm to fork is becoming shorter, 
smarter and simply better connected. Across South Africa’s  
fresh produce sector, investment in digital technology, 
modern cold-chain infrastructure and stronger retailer–
supplier partnerships is helping businesses improve effi
ciency while delivering fresher and safer food.

Equally important is the investment being made in 
people. Programmes that support emerging farmers, deve- 
lop technical skills and encourage sustainable farming 
practices are strengthening local supply chains and creat
ing new opportunities across the agricultural economy.

As consumer expectations continue to evolve and 
environmental pressures intensify, success will depend on 
collaboration. Growers, processors, logistics providers and 
retailers that embrace innovation while investing in long- 
term partnerships will be best placed to build a food 
system that is fit for the future.

Albert is a Johannesburg-based editor 
with a marketing background and a soft 
spot for purposeful language and helping 
organisations say what they mean. When 
he’s not working, you’ll usually find him 
reading, listening to music, studying to 
be an astronaut, travelling when he can, 
spotting birds, walking dogs – usually 

with coffee nearby and wine not too far behind. Contact him on 
albert@supermarket.co.za
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