
Supermarkets in South Africa 

Total sales R101.7 billion Up 8.0%

Trading profit R6.4 billion Up 10.2%

Trading margin 6.31%

The core South African supermarket operation, which represents 72% of total sales and 79% of 
trading profit, increased sales by 8.0% in a tough operating environment. It has a 31.9% market share, 
which continues to grow. 

The majority of South Africans continue to prefer shopping at our supermarkets as they trust our 
service and our market-leading prices. Our basket is mostly cheaper than our competitors and our 
internal food inflation has been running at half of official food inflation for the better part of the year. 
We have shielded customers from R1.8 billion of additional expenses, had our prices tracked inflation.

Our private label sales have been growing at 2.5 times the pace of total sales. At 14.7% of total sales, 
we are still below the industry average of 18.5%, indicating significant potential for continued growth 
in private label sales. We added 341 new private label products and continue to develop products to 
take advantage of the potential. 

We have a relentless focus on our customers, we speak to our customers and implement customer-
first decision-making and try to ensure that no customer leaves the store unhappy. Customer 
satisfaction is at record levels, according to our latest brand tracker research, as our customers 
continue to trust us to provide them with low cost, quality products. 

While the pace of turnover growth has slowed, we continue to outperform the industry and we are 
extracting more value per customer through larger basket sizes. 

There are significant opportunities in Checkers to continue to grow high margin products. We are 
aware of the trend towards more frequent and fresh shopping and towards wellness and healthier 
eating. Taking this into consideration, we are providing healthier and more convenient options, 
doubling the value of convenience food sales in a year.

Shoprite’s ability to source products from any part of the world and distribute it to even the most 
remote parts in Africa provides an unmatched level of competitiveness that enhances its trading 
capability. For more than two decades Shoprite has invested substantially in its supply chain making 
Shoprite the market leader on the African continent. The Company operates about 750 000m² of 
distribution space and it has recently launched its next generation of distribution centres at Cilmor in 
Cape Town. 

Supply chain is fundamental in the retail mix. We are preparing for a changing world where consumers 
have options to buy things electronically and collect at the store. Our aim is to enable the consumers 
to live the lifestyle they want in an affordable manner and are engaging our supply chain to do that in 
the future. 

Our LiquorShop chain provides a wide range of well-priced, quality products. We continue to expand, 
and opened one store a week (54 outlets) during the year to bring the total to 376 in South Africa and 
14 Non-RSA operations. LiquorShop’s performance has been excellent, with an exceptional ROI and 
growth in excess of 20% in turnover. Market share is now 18.2%, a 0.72 percentage point increase 
year-on-year. 

The Money Market operation deals with a number of financial transactions including payments to 
2 million South African Social Security Agency recipients, sales of handsets, airtime and data, money 
transfers and account payments, Christmas savings books, gift vouchers, gift cards and lottery 
tickets. 

We are a meaningful player in the cash remittance space and have begun a cross-border pilot. 
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Supermarkets Non-RSA 

Total sales R24.8 billion Up 11.7%

Trading profit R1.4 billion Up 14.7%

Trading margin 5.66%

Supermarkets outside of South Africa in 14 countries in Africa and on Indian Ocean Islands continued 
to perform well. Despite the devaluation of most currencies against the rand, slowing economies, 
lower commodity prices and foreign exchange shortages impacting on performance, the 308 stores 
generated an 11.7% increase in turnover. Turnover growth of 31.6% at constant currencies remains 
strong, albeit at a lower rate than the previous year, which accentuates the effect of devaluations of 
Non-RSA currencies against the rand.

The fast-growing operations in Angola now account for the largest share of Non-RSA sales. Our 
30 supermarkets are well ahead of expectations. We opened one store in the financial year and are 
planning an additional two over the next 12 months. Customer numbers for the year were up by 36%. 
Expectations of some currency devaluation later this year could make next year challenging, but we 
are still perceived to be the cheapest grocery chain with the widest range of products. This country 
continues to offer significant growth potential. We have also purchased a distribution centre which will 
improve supply chain efficiencies and on-shelf availability.

Nigeria remains a region with significant growth potential for the Group, despite short-term issues 
including the oil price, a devaluing currency and a ban on imports to stem the outflow of dollars. We 
have 23 stores with a further two under construction. With less than 50 shopping malls catering for a 
population of 160 million, the growth potential is significant. There is a huge demand for our products 
and customer numbers increased by 38% during the year. We source 75% locally from manufacturers 
and distributors and have 140 farmers supplying our stores. 

With a relatively small population, an economy in distress and mines largely closed, Zambia has 
become overtraded with the entry of numerous competitors, but we remain the preferred brand.

There was significant expansion in Mozambique, with five new supermarkets over the past year 
bringing the total to 17. The currency was seriously affected by the suspension of loans to 
government by the IMF and World Bank, resulting in almost all food being imported and an almost 
doubling of food prices. Customers cut back dramatically and consumer spending dropped 12% 
year-on-year, which affected turnover and profitability. 

Furniture division 

Total sales R5.4 billion Up 4.3%

Trading profit R123.0 million Up 35.2%

Trading margin 2.26%

The division, trading under the OK Furniture, OK Power Express and House & Home brands, 
consolidated its store base after some years of footprint expansion, ending the year with 488 stores, 
representing a net closure of nine. 

The division has done well in a difficult year characterised by heightened competition in a depressed 
durable goods market, and reported a net profit. The increase in turnover was mainly due to the 
77 stores outside South Africa which increased sales by 21.6%. Our nine stores in Angola are trading 
particularly well and we plan to expand our operation in the country.

Plans are in place to reposition the House & Home brand, which continues to experience challenges. 
OK Furniture, by far the biggest divisional brand, traded relatively well and grew sales in a market 
which has declined and where competition has increased.
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Other divisions

Total sales R9.0 billion Up 7.0%

Trading profit R173.0 million Up 28.1%

Trading margin 1.92%

 
Franchise division 
The OK Franchise division is an important extension of our business as it gives us access to 
neighbourhoods and smaller communities where about 60% of the stores are currently located. 
A future focus will include the mainstream convenience market in metropoles. 

The ongoing restructuring over several years – from 14 different brands into fewer trading platforms – 
continued, and the division now trades largely under the OK Foods, OK MiniMark and OK Express 
brands, as well as wholesale division Megasave, which enables franchisees to benefit from the 
Group’s buying power. The consolidation has helped to develop the OK brand, which is gaining 
visibility, and prepared the division for growth. We now have 388 members in South Africa, Namibia 
and Swaziland, gaining 29 over the past year. 

Almost without exception, franchised stores have performed above expectation and we continue to 
receive significant interest by potential franchisees across the continent. We have started our first 
perishable deliveries as part of our drive to offer franchisees a one stop shop in terms of logistics and 
distribution. 

Divisional operating performance was enhanced by improvements in supply chain and information 
sharing and improved service to our members. OK introduced refreshed house brands and increased 
promotion activity, and customer frequency has increased. The franchise division remains focused on 
concluding the rebranding and on growth.

Complementary services
The Group extends its commitment to customers through several ancillary services which enable 
them to conduct various transactions at our stores – from getting medicine to buying tickets and 
making account payments. 

The 146 MediRite pharmacies in South Africa filled 5.4 million prescriptions during the financial year 
and provided valuable healthcare support in rural and underserved areas. We have increased our 
footprint in Angola, where we now have 13 pharmacies, but turnover growth is hampered somewhat 
by unavailability and high pricing of medicines. This is expected to be alleviated by the opening of our 
first Transpharm wholesale operation in Angola later this year. 

Computicket, which sells tickets for events, bus tickets for long distance carriers and flight tickets, 
operates in 1 200 locations around the country and grows in line with store growth. Cash-strapped 
customers have scaled back on discretionary purchases and Computicket experienced a decline in 
sales. There has, however, been some improvement in the number of events on offer, and we are 
cautiously confident that we will be able to reverse the decline.
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