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The Group’s focus on HIV and Aids management and its drive to keep employees healthy and productive enhances the Group’s image as a caring 
organisation while improving its competitiveness and sustainability. Proactively managed HIV-positive employees are less likely to become Aids 
sick, thereby reducing staff turnover, retaining skills and decreasing recruitment and training costs.

Policy, approach and management
The Group manages the risk of HIV through its Group HIV/Aids Policy, which focuses on education, prevention and management. The HIV and Aids 
Committee oversees all HIV/Aids-related interventions and ensures that relevant and appropriate advice is always available to employees. The 
Group recently conducted employee surveys to determine their lifestyle, ran HIV awareness campaigns and had almost 800 peer educators who 
engaged directly with employees in the Group’s branches. Voluntary counselling and testing was provided in the period under review at some 
branches and employees were referred to state facilities for medical support.

During the period under review, the Group appointed a third party service provider, Kaelo, to provide HIV and Aids support services on its behalf. 
Their role is to communicate important issues to staff and to manage the HIV and Aids Healthline, which has qualified nurses and doctors to assist 
employees with any questions or issues they might have relating to HIV or Aids. They also create awareness and understanding about the Group’s 
Wellness Programme and manage the dispensing of Post Exposure Prophylaxis (PEP) to help prevent infection in cases of accidental exposure to 
HIV. Each branch still has a peer educator who can refer employees to the health line for medical advice.

Every two months, 50 000 newsletters are distributed and an HIV/Aids-related news article is published in the Group’s bi-monthly staff news-
paper, Baked Beans & Bully Beef. 

Products

MAINTAINING A LOW-PRICE IMAGE
‘Leading with low prices’ has been the Group’s strategic point of differentiation since its inception. The Group believes that consistent and real 
price leadership, based on superior cost control and management, has proven to be a sustainable and successful positioning. Price perception is 
critical in the South African context with its relatively low income levels and high unemployment. Consistently maintaining that image over time 
develops trust in the brand. 

The ‘every day low price’ policy also gives the Group opportunities during tougher economic times, as more consumers become cost-conscious 
and turn to retailers they perceive to have low prices. Customer trust in the Group’s low prices also creates opportunities to diversify into comple-
mentary business areas with less risk.

Policy and approach
The Group’s policy is never to be out-priced on advertised products. The Group endeavours to beat competitors’ prices on the same products in its 
advertising to protect the brand image. Almost 90% of the Group’s marketing communication is focused on promotions featuring products and 
price information. The use of mass media such as daily newspapers, television and radio supports the fact that the Group is continually and 
consistently reducing prices on high demand products.

Management actions and performance during the period under review 
The Group employs both employees and external companies to conduct price surveys on the customer’s behalf. These occur on a daily, weekly and 
monthly basis. This information is analysed in order to ensure that the Group constantly leads with low prices. Continual work is being done to 
maintain the Group’s low-price image. 

The Group’s success is clear from the fact that Shoprite Holdings has the largest market capitalisation of all the JSE Top-40-listed food and drug 
retailers. The Group grew its market share in South Africa by 1.2%, showing consistent growth over the last four years at the expense of its biggest rival. 

FOOD AND PRODUCT SAFETY
The Group has a responsibility to provide products that are safe, as well as to 
communicate product information clearly and simply to its customers. 
Customer safety and satisfaction are of the utmost importance and managing 
these issues effectively minimises the short-term risk of complaints and 
returns and the long-term risk of losing customer loyalty and sales.

Policy and approach
The Group’s Food Safety Policy – which must be implemented by all 
branch managers – covers the activities of all employees, suppliers, 
contractors and service providers. All product labelling is currently being 
reviewed in line with regulations published in terms of the Foodstuff, 
Cosmetics and Disinfectants Act and other Acts. All the Group’s own-label 
products are regularly tested by independent laboratories for compliance 
with safety specifications. Own-label products display full product infor-
mation and the Group works with its suppliers to ensure that the necessary 
information is also supplied on other brand labels. 
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Management actions and performance during the period under review 
The Group is working with the Consumer Goods Council of South Africa (CGCSA) as part of the Food Safety Initiative (FSI) to establish minimum 
safety standards for the industry, as well as a standard audit for all food suppliers. 

Processes are in place to manage the Group’s own-label products and fresh food departments (meat markets, bakeries, delicatessens and fish 
markets) through independent audits. 

The Group’s Freshmark division performs random sample tests on fresh produce. Farmers who supply this division sign an agreement under-
taking that they will comply with all legal food safety requirements. The majority of the farmers are all internationally approved through the 
GLOBALG.A.P. partnership for good agricultural practice.

MANAGING THE AFTER-SALES IMPACT OF PRODUCTS
Customer satisfaction is a top priority in the retail business and it is therefore critical that the Group manages the after-sales impact of its products 
effectively. How the Group manages after-sales complaints, returns and product recalls bears consequences for its brand reputation. 

Policy and approach
The Group has a ‘refund and replace’ policy in place for the majority of its housebrand products. Food safety issues are critical and the Group has a 
specific recall process in place for any such incidences.

Management actions during the period under review 
The Group currently manages this issue as one of high importance in terms of customer satisfaction issues. Please refer to the section on ‘Meeting 
customer needs and ensuring great service’ for more on this topic. Customer returns are monitored by ratio of returns to identify trends, which are 
then investigated and, if required, a product recall is initiated. 

Performance during the period under review
The Group is pleased to report that in the period under review very few products were recalled on behalf of its suppliers. These incidents had no 
material effect on the Group’s business. Of those products that were recalled, none were of the Group’s own labels. 

The Group is currently investigating the potential of building a returns centre for dry waste and packaging material in the Centurion area to 
service its Gauteng division. This centre would be used to manage the re-use or recycling of returned material.

Plans and targets for the next review period
The new Consumer Protection Act is set to give suppliers and retailers a shared responsibility in the risk for faulty products. The Group will imple-
ment various measures to mitigate risk in this regard. 

Customers

MEETING CUSTOMER NEEDS AND ENSURING GREAT SERVICE
Satisfied and loyal customers are an indicator of the sustainability of a business. The Group aims to adapt to customers’ changing needs and to 
provide them with a level of service that exceeds their expectations. 

Policy and approach
The Group’s customer service policy governs its interactions with customers and was developed in alignment with international standards and 
codes. The Group’s policy is to provide customer service training for all staff who interface with customers. 

The Group audits customer complaints and reports are produced for all operational divisions. Each division manages its own customer issues 
individually. All customer complaints are attended to as a priority and the Group communicates personally with customers to resolve their issues. 
In addition to its centralised Customer Service Centre for supermarkets and Customer Care Line for furniture, the Group also places customer 
service stations in stores, manned by a service assistant.

Management actions and performance during the period under review 
The Group began rolling out customer service representatives for stores. Currently 121 of the 485 Shoprite and Checkers supermarkets in South 
Africa have an active representative and the Group aims to complete this project during the next review period. 

Plans and targets for the next review period
The Group is currently performing an analysis of the Customer Service Centre, to ensure that its processes are up to date in terms of current best 
practice. While the Group’s current customer service policy, which is based on treating customers fairly, is already in line with the International Code 
of Consumer Rights, the Group is in the process of reviewing the policy to bring it in line with the new Consumer Protection Act, where required.

PROMOTING HEALTHY LIVING
A growing number of South African consumers are progressing towards a focus on healthy lifestyles. Increased awareness of food safety and 
 nutrition, as well as a responsibility to protect customer health and the environment means that the Group needs to diversify its product range to 
include healthy and sustainably-produced goods. 




