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1
ACRONYMS
The following are definitions of the acronyms used in the report

ACCORD

APP
BRAND SA

CGCSA

Annual Performance Plan.
Brand South Africa, an agency of the government of the Republic of South Africa
whose objective it is to market South Africa as a foreign investment destination.

Consumer Goods Council of South Africa

CPO

Chief Procurement Officer.

CIPC

Companies Intellectual Property Commission.

COTII
CSI
EDD
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The Local Procurement Accord (an agreement signed on 31 October 2011 by labour,
government, business and community representatives to promote local procurement
in South Africa, in support of the New Growth Path and government’s aim to create 5
million jobs by 2020

Council of Trade and Industry Institutions.
Corporate Social Investment
Economic Development Department, a national government department in the Republic of South Africa.

FMCG

Fast Moving Consumer Goods.

IPAP

Industrial Policy Action Plan

NCPC

NEDLAC
NT
PFMA
PROUDLY SA

The National Cleaner Production Centre, a programme of the dti, housed under the
CSIR which focuses on assisting companies implement cleaner production and resource efficiency measures.

National Economic Development and Labour Council, an entity of the
Department of Labour.
National Treasury.
Public Finance Management Act No. 1 of 1999.
Proudly South African, a not for profit company incorporated in terms of the Companies
Act

SALGA

South African Local Government Association.

SAPBA

South African Premier Business Awards.

SAPS

South African Police Service.

SARS

South African Revenue Service.

SOEPF
the dti
The Summit
UN

State Owned Enterprises Procurement Forum
Department of Trade and Industry, a national government department
in the Republic of South Africa.
The Local Procurement Summit & Expo.
United Nations.
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2
EXECUTIVE SUMMARY

ECONOMIC OUTLOOK
After the political uncertainties in
the major economies of the UK and
USA at the end of 2016, the new year
was greeted with a sense of relative
normalcy, both in South Africa and
around the world.
Analysts and economists looking
for decisiveness in South African
political and economic policy
direction,
seemed
cautiously
optimistic ahead of a new sitting
of the National Assembly, and the
February budget.
Despite having very little ‘wriggle
room’, then Finance Minister
Pravin Gordhan delivered a
budget speech on 22 February that
attempted to address the major
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issues of unemployment, public
debt and low economic growth.
Gordhan sent a message of calm
and prudent fiscal management
to the world, including to ratings
agencies, whose assessment of
our investment climate is critical
to attracting much needed Foreign
Direct Investment.
February also saw the introduction
of the National Minimum Wage
which seemed to receive a largely
positive response from labour.
In the final quarter of 2016,
employment in fact grew by 235 000
and job seekers declined by 92 000,
pushing the official unemployment
rate down by 0.6% to 26.5%.
Take up in jobs was biggest in

the services sector, followed by
manufacturing and transport. On
a strong note, 47% of SMEs polled
at the end of last year reported
taking on additional staff during
the preceding 12 months.
Although high gold and platinum
prices were balanced against
higher crude oil costs, inflation
remained stable, and on the low
side. Despite an overall contraction
of 3.6%
in the manufacturing
sector reported by Stats SA in
February, the motor vehicle parts
and transport equipment grew by
0.8% , a possible indication that
preferential local procurement
measures are reaping rewards.

Our past efforts have come short of
delivering either adequate growth or
the social transformation we need. We
are at a crossroads now. We need to
act urgently to build confidence and
support investment. We need to bring
all stakeholders onto an inclusive
growth and transformation path
-Pravin Gordhan

In February, the SA Chamber of
Commerce & Industry (SACCI)
commented, “All indications are
that economic growth will pick
up as the implementation and
prudent authority takes hold. The
business climate could further
be improved if the constructive
present economic developments
could be augmented. Business and
investor confidence depend on
whether this window of opportunity
will be seized and the more
positive sentiment be supported
by responsible governance and
accountability. ”
Towards the end of March, then
Finance Minister Gordhan departed
for a roadshow to the UK, looking
for support and further investment
into the country. Almost 90% of
all foreign investment comes
from Europe and USA and so the
message he was taking with him
was important for future economic
growth and the resultant creation
of more business opportunities.

On 24th March, Gordhan was
summarily recalled before the
roadshow even began and then on
31 March, Gordhan, along with his
Deputy and 9 other ministers, lost
his job.
Since then, economic momentum
has been lost and business
confidence has plummeted. SACCI’s
Business Confidence Index sunk
from 97.7 points in January, to 95.5
in February and 93.8 in March.
As at the end of March, all eyes
were on the rating agencies and
their reaction to the sacking of the
Finance Minister. As we sit at the end
of Q1 2017, South Africa’s prospects
for even modest economic growth
in 2017 have been virtually dashed.
In this overall political and
economic climate in Q1 of the year,
Proudly South African was required
to secure sponsorship for its 6th
Annual Buy Local Summit and
Expo, whose date was pushed out

from end March to early April to
accommodate Minister Rob Davies.
The campaign suffered a severe
blow when Transnet withdrew its
funding and Absa significantly
reduced its contribution. Both
chose instead to put their money
into the Global Entrepreneur
Congress held for the first time
in South Africa between 13-15
March. With over 6 000 delegates
from across the world it was an
attractive alternative with global
reach for these sponsors, but which
left us with a significant shortfall in
funding.
Therefore, a large part of our
energy in Q1 was spent in looking
for financing for the event, and we
spent much time knocking on old
and new doors. We managed to
achieve RXXX of our target RXXX,
and ended the quarter optimistic
that we would host the largest and
most successful Summit yet.

Let’s all be Proudly South African and let’s buy local to create jobs.
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3
GOVERNANCE AND OVERSIGHT
DURING THE QUARTER
During the period under review, the board and/or its
sub-committees held the following meetings:

3.1. Board Meeting
The Proudly SA Board of Directors met on 27 March 2017 and considered the following:
•
•
•
•
•
•
•
•
•
•
•

The Chairman’s organisational report giving updates on the strategic discussions held with
amongst others, the dti and Nedlac’s Trade and Industry Chamber, during the period under
review;
The composition of the standing committees of the Board, including the resuscitation of the
Social and Ethics committee;
The appointment of the Company Secretary for the organisation;
The chapter drafted for inclusion in the next edition of IPAP;
The quarterly report for the period January to March 2017;
The Annual Performance Plan for the 2017/18 financial year;
The draft budget for the 2017/18 financial year;
The outcome of the extended (second phase) of the Economic Impact study;
Reports from standing committees of the Board;
Annual Calendar of meetings for the next financial year;
The financial reports as tabled for the period year to date, including Management Accounts
and the Cash flow projection schedule;

3.2. Audit and Risk Committee
The members of the Audit and Risk Committee held their meeting on 22 March 2017 and the
meeting considered the following:
•
•
•
•
•
•
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Annual Review of the Terms of Reference of the committee;
Recommended training of Board members and members of the Audit and Risk Committee as
part of their Continuous Development Programme;
Internal Audit Reports, which included reports on Performance Information and on Corporate
Governance;
Internal Audit Plan for the 2017/18 financial year;
Recommendation on the appointment of external auditors for the next 3 financial years;
Risk Management quarterly report.

3.4. Membership, Marketing and Communications Committee
The members of the Membership, Marketing and Communications Committee held their meeting
on 22 March 2017 and the meeting considered the following:
•
•
•
•
•
•
•
•
•
•

The outcome of the extended (second phase) Economic Impact Study on the impact and/
or multiplier effect of improved local economic activity – including Buying Local – on the
economy;
The Buy Back SA settlement agreement concluded with the advertising agency that previously
held the rights and owned the IP and the proposed resurrection of that specific advertising
campaign;
Feedback from the presentation made by Proudly SA to Nedlac’s Trade and Industry Chamber;
The revised Membership Fee Structure, with discounts for longer term membership periods;
The Membership Report for the period under review;
A proposal on the compliance evaluation process for renewing members;
Marketing report on the events and activities that took place during the period under review,
including the Festive Season campaign report;
PR, Media and Communications report for the period under review;
A detailed plan on the 2017 Buy Local Summit and Expo;
A report on the progress made to date on implementation of Proudly SA’s deliverables with
regards to the Switch Africa Green project, in line with the funding received from UNOPS for
this project.

3.6. HR and Remunerations Committee
The members of the HR and Remunerations Committee held their meeting on 27 March 2017 and
the meeting considered the following:
•
•
•
•
•
•

Annual Inflationary Adjustment to the Directors Fees (Non-Executive);
The Salary Benchmarking and Comparisons exercise undertaken to improve the campaign’s
personnel retention strategy;
Feedback on the special HR and Remunerations Committee meeting held to consider retention
of the current Executive Managers;
Remuneration of the Chairman – recommendation to introduce a retainer;
Revised tax laws in so far as the remuneration of Non-Executive Directors, is concerned;
HR Reports on Staff movement, Performance Management, Staff training and Development
and Staff Retention activities;
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4
THE QUARTER UNDER REVIEW

4.1. HIGH LEVEL ACHIEVEMENTS FOR THE QUARTER
During the quarter under review, the Proudly SA campaign was able to achieve most of its targets
as contained in the Annual Performance Plan (APP) for the fourth (and final) quarter of the 2016/17
financial year.
The following were some of the achievements and most of these are reported in detail in Section
4 of the report:
•

•
•

•
•
•
•
•
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The final phase of the Buy Local Festive season campaign continued during the month of the
January 2017, where the campaign evolved into the Back To School campaign ahead of the new
schooling year. This campaign was aimed at getting South Africans to buy locally manufactured
products and services for the upcoming school year, when buying items such as school uniform
and stationery. The campaign sought to educate consumers on the economy wide benefits of
buying local, and was made up of elements that included amongst others, an Above-The-Line
campaign and a strong social media presence;
Participation in the Step Up 2 a Start Up campaign gave Proudly SA an opportunity to reach
thousands of school going students, and educating them on the importance of buying local;
Pan African Research Advisory Services completed the extended (2nd phase) of the Economic
Impact Study aimed at firstly arriving at the premium acceptable for local procurement in the
public sector when procuring those products mainly in the Manufacturing, Agro-processing and
Pharmaceuticals sector and secondly to determine the multiplier effect of local procurement;
The campaign participated at 3 major trade expos, which were all very strategic in nature
and these were Africa Trade Summit, Africa Energy Indaba and the Global Entrepreneurship
Congress;
Strategic discussions, aimed at ensuring that partnerships and memberships would be cemented
in the future, were held with three of the five major retailers, namely Woolworths, Mr. Price and
The Foschini Group;
A total of 11 press releases were issued during the quarter on an array of issues including
amongst others, the crisis that has befallen the local poultry industry, as well as information on
the upcoming Buy Local Summit and Expo.
At least 89% of renewal membership fees due for the quarter, indicating an above average
retention rate of existing members during the period under review;
Proudly SA’s Twitter following has exceeded 135 000. Organically grown, the number of followers
continues to grow. This PR platform enables Proudly SA to communicate its programmes and
weigh in on relevant current topical issues.

4.2. AREAS WHERE TARGETS WERE NOT MET:
During the quarter under review, the Proudly SA campaign was not able to achieve all its targets
as contained in the Annual Performance Plan (APP) for the fourth quarter of the 2016/17 financial
year, however the annual target had already been achieved in earlier quarters for almost all the
areas, and below are some of the areas where the campaign fell short for the quarter:
•

•

•

The Schools Consumer Education campaign was meant to have taken place in at least three
schools during Quarter 4 however the schools campaign did not take place, as the campaign
opted to participate in the Step Up 2 a Start Up schools project. This is a project that is targeted
at schools all over the country and enabled the campaign to reach more school going students
than what would have been the case if only 3 schools had been visited as per the initial plan as
contained in the APP;
No presentations to any of the major business associations listed in the APP, took place during
quarter 4. The campaign however started discussions with all the associations and interactions
with all the associations took place through the presentation made by Proudly SA to the Nedlac
Trade and Industry Chamber, where all these business associations are duly represented;
The 2017 edition of the Proudly SA Buy Local Summit and Expo, was initially scheduled for 22
-23 March 2017, but was rescheduled due to the unavailability of all the political principals invited to the event, namely the Deputy President and the Ministers of Trade and Industry, Economic
Development, and Small Business. A decision was then taken to move the event to 3 -4 April
2017 as that was the first available date when both the venue and the invited political principals
would become available. This decision was of strategic importance as the absence of these
political heads would have impacted negatively on the profile of the event on both days as well
as on the overall summit outcomes.
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4.3. HIGHLIGHTS FOR THE QUARTER - EVENTS AND ACTIVATIONS

Africa Trade Summit
7-8 February 2017
The Africa Trade Summit and Expo looked at the feasibility of creating platforms necessary for African
SMMEs to trade globally and locally through innovative big business and trade linkages. The event was
held at the Cape Town International Convention Centre (CTICC).
Proudly SA Chief Executive Officer Eustace Mashimbye gave a presentation on 08 February 2017 on
Proudly SA, local procurement and the relative benefits and offerings. The dti provided a well -designed
stand which Proudly SA and the NEF shared at the event.
Reach for this event: 3 000
Target Audience: Dignitaries, diplomats, local ministers, decision makers and SMMEs

Three Cities One Day
14 February 2017
Valentine’s Day celebrations took place in partnership with Mango. Proudly SA and Mango teams handed over
a thousand roses, hand-held South African flags and cupcakes out to members of the public both in-flight and
on the ground with the theme “Love is in the air”. The in-flight activation targeted two flights each for Durban,
Johannesburg and Cape Town and the ground activation took place at Lanseria International Airport.
Local artists – Thami Shobede and Charlie Mind Games performed on the ground, which excited fans tremendously.
The overall campaign worked very well with assistance from the Mango team, albeit a pilot project. The success
indicated that future events of this nature and magnitude in reach should continue.
The annual event sought to inspire South Africans, showed love for the people of South Africa and promoted social
cohesion and national pride. Part of Proudly SA’s mandate is to encourage South Africans to “buy local” and we
therefore also promoted and encouraged the nation to show their love for South Africa by supporting and buying
local products to help stimulate the local economy and create more jobs.
Reach for this event: 7 000
Target Audience: Consumers
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Africa Energy Indaba
21-22 February 2017
Hosted by Siyenza Marketing, the
Africa Energy Indaba is the continent’s
premier energy event, bringing
together the continent’s leading
players in the sector to unlock the
energy opportunities presented across
the African continent. The indaba
garnered support through strategic
partnerships with leading energy
organisations, such as the World
Energy Council, the South African
National Energy Association and
the NEPAD Planning & Coordinating
Agency to name a few.
Proudly SA exhibited at the show from
21-22 February at Sandton Convention
Centre, JHB and invited a Proudly SA
Member, Bokone Gas to share the
exhibition space.
Reach for this event: 2 000
Target Audience: Energy sector

Proudly South African Media Launch
28 February 2017

Proudly South African hosted the Buy Local Summit & Expo
Launch 2017 at The Forum, Turbine Hall, Johannesburg.
The core aim of the event was to announce sponsors and
partners for the 2017 annual “Buy Local Summit & Expo” to
the media and other key stakeholders.
The event also provided an overall synopsis of what the
Buy Local Summit 2017 entails. Proudly South African CEO
Eustace Mashimbye, introduced the companies whose
partnerships would ensure that the 6th edition of the
Summit would be the largest to date.
Reach for this event: 35
Target Audience: Media, sponsors and key stakeholders
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Global Entrepreneurship Congress (GEC)
14-15 March 2017

The GEC gathered together an audience of
start-up champions in the thousands, from
more than 170 countries to identify new ways
of assisting founders to start and scale new
ventures around the world. At the week-long
GEC, delegates made connections, gained
insights, learnt about new research, and left
ready to renew their programmes, policy
ideas and firm up founder skills.
Proudly SA was one of the key partners and
exhibited at the event from 14-15 March
2017. The event took place at the Sandton
Convention Centre, Johannesburg.
Reach for this event: 4 000
Target Audience: Entrepreneurs, investors,
researchers, policy makers

Buy Local Summit and Expo
3-4 April 2017
This year’s Buy Local Summit & Expo held at the Sandton Convention Centre in Johannesburg was
extended to a two-day event on 3rd & 4th April. The event was initially scheduled for 22nd & 23rd of
March, in line with the campaign’s deliverable as contained in the 2016/17 Annual Performance Plan.
The focus of the event was on educating audiences on the involvement of the campaign on issues relating
to localisation. It also outlined who the role-players within government and business are, who work in
unison with the campaign to achieve localisation goals, in line with the NDP and the re-industrialisation
drive as contained in IPAP.
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The SMME focused workshop hosted on the first
day was aimed at empowering local SMME’s. The
conference and exhibition took place on the
second day. The conference was themed “Driving
Industrialisation and Growing the Economy (with
reference to the Industrialisation Policy Action
Plan)”. The property is growing exponentially
and stakeholders were excited to participate at
the event. Sponsors saw the value of the project
and a number have already committed to future
opportunities.
There was a total of 180 exhibition stands
showcasing locally manufactured products and
services, ranging from those manufactured by
SMMEs to large corporate companies, and across
many different sectors. Some of the sectors
represented included clothing and textiles,
pharmaceuticals, automotive sector, food,
beverages, as well as representation from two of
the major retailers.
Some of the speakers at the 2 day event, included
the Minister of Small Business Development, Ms.
Lindiwe Zulu, Minister of Trade and Industry, Dr. Rob
Davies, CEO of Jet (Edcon), Head of Merchandising
and Buying at Pick ‘n Pay, economists ists, and
other industry leaders.
Reach for this event: 6 000
Target Audience: Business, government,
consumers, procurement officers
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4.4. PR, COMMUNICATIONS AND MEDIA

4.4.1. Summary

The first quarter of 2017 was driven by preparations for the 6th Annual Buy Local Summit and Expo and
putting into place the media and advertising agreements, including negotiating added value packages
with print and broadcast media.
Nevertheless, 11 releases went out in this period, of which seven were unrelated to the Summit. Our
releases on the murder of Sakhumzi Restaurant’s manager as well as on the death of Joost van der
Westhuizen both got some traction on social media as well as mainstream media, as did a piece on job
losses in the poultry sector.
We were commissioned to write two articles – one for Pretoria News on why buying local matters, which
was published with the CEO’s name in the by-line and one by the Franchise Association of South Africa
also on the importance of buying local which was covered in several trade publications.

articles – one for Pretoria News on why buying local matters, which was published with the CEO’s name
in the by-line and one by the Franchise Association of South Africa also on the importance of buying
local which was covered in several trade publications.
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The CEO had two one-on-one interviews, with Beeld and Independent Media’s Business Report and was
featured in large spreads in both of those publications.

Outside of the Summit & Expo, Proudly South
African this year moved from the highways to the
skies for its annual Valentine’s Day activation,
partnering with member company Mango Airlines
on flights to and from Cape Town, Durban
and Johannesburg (Lanseria and OR Tambo
International Airport), in addition to having a team
on the ground at Lanseria, handing out flags, roses
and cupcakes with Proudly SA messaging. There
was a sound stage and performances from Idols SA
Season 12 runner-up Thami Shobede as well as upand-coming local R&B artist, Charlie Mindgames.
Meanwhile, surprised passengers on an early
morning flight to Cape Town, and the return flight
at lunchtime also received flags and cupcakes with
two couples winning stays at Tsogo Sun hotels.

A press launch was held on 28 February at
Johannesburg’s Turbine Hall to announce Proudly
SA’s sponsors and partners for the 2017 Summit
and brought in around 20 media representing print
and broadcast.
Our media monitoring service settings have,
since 1 December, been refined only to capture
mentions where Proudly SA has a capital ‘P’ which
has eliminated many random mentions of the
phrase “Proudly SA” or “Proudly South African.”
In addition, reporting for PR will henceforth be in
‘real time’ and not retrospectively for the previous
quarter. Therefore, this PR, Communications and
Media section of the report refers for the first time
to the Quarter in review, namely January to March.
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4.4.2. Clip Count Analysis 2014-2017

The clip count comparison illustrates the total number of media clippings for each media platform i.e.
print, broadcast and online for the period under review (January – March 2017). Comparison is made with
the same period in 2014, 2015 and 2016.

The analysis shows a decrease in the total clip count as compared to previous years. The main reason for
this decline is attributed to the recent refining of the settings of Proudly SA’s media monitoring service,
assisting the organisation in capturing only relevant media mentions which can be attributed to the
efforts of the Campaign.
Furthermore, the 2017 Buy Local Summit & Expo, a flagship event which traditionally gets the most
media coverage, this year fell outside of the quarter under review (January – March 2017) unlike in 2014,
2015 and 2016.
4.4.3. AVE/PR VALUE

The AVE/PR Value Comparison shows a decrease for the period January – March 2017 compared to the
previous year. The Advertising Value Equivalency (AVE) places a value on editorial as an equivalent
for the same amount of space or airtime taken in advertising. The PR/Editorial Value is derived by
multiplying the AVE by three, as per industry norms

The AVE/PR value analysis shows a decrease for January – March 2017 compared to the same quarter
in previous years. As per the previous graph entitled Clip Count Comparison, the decrease can be
attributed to the timing of the 2017 Buy Local Summit as well as the refining of our media monitoring
service settings.
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4.4.3. Press Releases
The following were issued / published between July and September 2016:

NO

DATE

HEADLINE

1

30 January

PROUDLY SA SHOCKED AT MURDER OF SOWETO MANAGER

2

31 January

PROUDLY SA BUY LOCAL SUMMIT & EXPO EXTENDED TO 2 DAYS IN 2017

3

1 February

PROUDLY SA REGRETS JOB LOSSES IN THE POULTRY SECTOR

4

6 February

STATEMENT FROM PROUDLY SA ON LOSING A RUGBY LEGEND AND ICON

5

6 February

DATE OF PROUDLY SA’S 6TH LOCAL SUMMIT & EXPO CHANGED

6

15 February

SHOWING LOVE FOR SA WITH PROUDLY SA AND MANGO

7

28 February

PROUDLY SA ANNOUNCES ITS PARTNERS FOR THE 2017 BUY LOCAL SUMMIT & EXPO

8

1 March

Opinion Piece for Pretoria News: WHY BUYING LOCAL MATTERS by Eustace Mashimbye

9

6 March

ADCOCK INGRAM BECOMES THE FIRST MAJOR PHARMACEUTICAL COMPANY TO TAKE UP PROUDLY SA
MEMBERSHIP

10

13 March

FRANCHISE ASSOCIATION OF SA URGES MEMBERS TO SUPPORT LOCAL PROCUREMENT

11

29 March

PROUDLY SOUTH AFRICAN TO EXPLORE IDENTITY & HERITAGE AT BUY LOCAL SUMMIT & EXPO

4.4.4. Media Visits/Engagements
In the process of negotiating our terms for collaborating on the Summit & Expo, meetings between
several media houses were held including Power FM, Kaya FM, and Business Day TV. The Valentine’s Day
activation also gave us an opportunity to engage with media houses.
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Power FM

Soweto Life Magazine

Kaya FM

Business Day TV

eTV

VOW FM

Radio 2000

SME South Africa

The New Age

Business Report

Radio Islam

SABC

Soweto TV

Beeld

ANN7

Citizen

4.5. Presentations
The Proudly SA CEO, Eustace Mashimbye made CEO-led presentations at various events and media interviews as an awareness and education campaign around the work of Proudly South African Campaign
and what it stands for. Businesses/enterprises, as well as consumers are invited to support and join the
Proudly South African Buy Local Campaign.

DATE

EVENT

VENUE

31 January 2017

NEDLAC Trade and Industry
Chamber (together with the
Chairman of the Board)

NEDLAC Offices

31 January 2017

4th Japan Seminar (JETRO)

SCC

22 February 2017

Treasure Chest Wines (Black
Wine manufacturers)

SCC

28 February 2017

Proudly SA Buy Local Summit &
Expo media launch

Turbine Hall

8 March 2017

Smart Procurement World (Afri- Cape Town
ca Trade Indaba)
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4.6. Above The Line Campaigns
4.6.1. Back To School

Following on from December 2016’s Festive Season Campaign which promoted the buying of locally
produced gifts and groceries for the holiday season, the campaign was extended and morphed in January
2017 into a Back To School themed message, using the same imaging as December. Encouraging the
purchase of locally made uniform and stationery items for the January return to school, the campaign
was promoted across social media.

4.6.2. Buy Local Summit
The Buy Local Summit & Expo is our flagship event and this provided for an opportunity to promote the
campaign as well as to get the businesses to come to the event. The above the line served a primary
purpose of getting businesses and procurement officials to attend the event, secondary to that is to get
our brand out there. Visibility of the brand and the campaign activities makes the brand stronger and
more relevant to businesses.
The platforms used to promote the event and the work around the event are Print, Television, outdoor
billboards & radio adverts. The buy local message has been projected in the promotion of this event and
has enabled the campaign to further reach more people in the interest to promote local and strengthen
brand association with other important stakeholders sponsoring and aligned to the event and campaign.
Through promotion of this event including logos form other big brands has allowed us to leverage from
their brand equity.
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Campaign Objectives
•
•
•
•
•
•

Build Proudly SA Brand and create brand awareness
Promote the Buy Local Summit & Expo
Educate consumers on the importance of buying local
Promote the Country of Origin label to improve sales of local products.
Showcase local brands sponsoring the event
Strengthening brand alignment with big brands

Campaign

Join us at the Buy Local Summit & Expo
‘Be proudly South African, Buy local to create jobs’

Objectives

Call to action: Join us at the Buy Local Summit & Expo. Get
businesses to attend the expo and conference

Elements

3 Billboards
18 street poles
Radio Adverts
Television adverts
Newspaper advert
Magazine adverts

Period

January 31st – 4th April

Target Market

Business & SMMEs

Outdoor Billboard
Media: Billboards
Regions:
1. Gauteng, M1 South Freeway past
Booysens offramp traffic travelling
North
Reach: ± 1,193,650 vehicles per month
2. Facing traffic travelling North to
Sandton/PTA. | Waverley | Gauteng
3. N1 Ben Schoeman highway just
before New road offramp.
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Print advert
Print ads were taken out to
Media:
		
• Report adverts
Date: 27 Feb
Reach: Circulation 253 452/Readership 1 166 000
•

City Press ads 12/19/26 March and 2 April
Date: 3 ads in Business Section on each of 12/19/26 March
Reach: Circ 81 488/Readership 165 300

•

Sowetan ads
Date27/28/29/30/31 March
Reach: Circ 86 624/Readership 551 000

•

Mango Juice
Date: 01 -31 March 2017
Reach: Circulation- 20 000

Regions: National
Online
Sowetan Live
Banners/eNewsletter
Date:27-31 March
Reach: Unique browsers 1 752 838
CTR (click through rate) of 0.24%
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Radio
702 – Promos
Reach 547 000
Power - Live reads in last 2 weeks of March
Reach 99 000
Radio 2000 - Live reads 1 week prior
Reach 477 000
Kayafm - Live reads last 2 weeks March
Reach 841 000
Region: Gauteng
Total Reach:
Television
Multichoice Channels: Travel ; Trace Tv ; TLC ;Sony; Nat Geographic’s ; life ; Food Network; E Entertainment;discovery entertainment; Discovery ID ; BBC First: BBC Earth ; Animal Channel
Reach: 3 374 848
Region: National
Street Poles
Media: Sowetan online banners and added value editorial ran from 27Mar-3 April
Regions: Gauteng,
Reach:
Region

Units

Street Name

Estimated average daily road count

Johannesburg Metro

3

Katherine Street

15 050

Johannesburg Metro

3

Marlboro Drive

11 557

Johannesburg Metro

3

Sandton Drive

16 889

Johannesburg Metro

3

William Nicol Drive

51 044

Johannesburg Metro

3

5th Street

10 080

Johannesburg Metro

3

6th Road

12 000

Johannesburg Metro

3

Linden Street

11 050

Johannesburg Metro

3

Main Road

28 814

Johannesburg Metro

3

Oxford Road

16 080

Johannesburg Metro

3

Republic Road

24 080

Johannesburg Metro

3

Jan Smuts Avenue

26 050

25

26

(January to March)
Performance against the Annual Performance Plan targets for the quarter

PERFORMANCE FOR THE PERIOD UNDER REVIEW

5

27

28

29

30

31

32

33

Corporate Management

PFMA AND TR COMPLIANCE
CHECKLIST / COMPLIANCE CALENDER

6

34

35

36

37

PFMA Checklist for Public Entities
Planning and Budgeting

38

39

PFMA Checklist for Public Entities
Management of Working Capital

40

PFMA Checklistfor Public Entities
Reporting

41

42

43

PFMA Checklist for Public Entities
Cash managemnet,banking and Investment

44

45

PROGRESS ON ACTIONS IN THE RISK REGISTER AS
AT 31 DECEMBER 2016

7

46

47

48

49

PROGRESS AGAINST POST-AUDIT
IMPLEMENTATION PLAN

8

50

51

Expenditure Vs. Budget
(Quarter 4 - January To March 2017)

FINANCIAL REPORT

9

