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

Accord

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.

APP

Annual Performance Plan.

Brand SA

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.

CGCSA

Consumer Goods Council of South Africa

CPO

Chief Procurement Officer.

CIPC

Companies Intellectual Property Commission.

COTII

Council of Trade and Industry Institutions.

CSI

Corporate Social Investment.

EDD

Economic Development Department, a national government department in the
Republic of South Africa.

FMCG

Fast Moving Consumer Goods.

IPAP

Industrial Policy Action Plan

NCPC

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.

NEDLAC

National Economic Development and Labour Council, an entity of the
Department of Labour.

NT

National Treasury.

PFMA

Public Finance Management Act No. 1 of 1999.

Proudly SA

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.

SOEPF

State Owned Enterprises Procurement Forum

the dti

Department of Trade and Industry, a national government department
in the Republic of South Africa.

The Summit

The Buy Local Summit & Expo.

UN

United Nations.
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Executive Summary

ECONOMIC
OUTLOOK

This report covers the period 1 July – 30
September 2018 and focuses on various
highlights during the period:

The quarter under review was a torrid one on financial markets
and for the economy as a whole, as South Africa swung back
and forth between deep pessimism to cautious optimism.
In June, inflation reached a 10-month high, as the impact
of the VAT hike and raising fuel costs continued to be felt.
Nevertheless, retail sales reportedly picked up in July and
increased by 3% in the clothing and textile sector, and as
much as 6.9% in the furniture and appliances sector. Trade
conditions, however remained constrained as work stoppages
and violent and disruptive labour action took their toll.
In August, the effect of the Turkish Lira crisis was felt by many
emerging markets, including our own South African economy,
and the consequent weak exchange rate and high inflation
meant that further job shedding in many sectors remained
a real possibility. The SACCI Business Confidence Index, after
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rallying slightly in July, slumped in August to its lowest level
since the same time last year.
In September, as news of the first technical recession
since the 2008-2009 global financial crisis hit, we saw the
economy shrink by 0.7% and a fall off reported by STATS SA of
agricultural, transport, trade and manufacturing activity. Even
government activity decreased by 0.5% mainly as a result of
declining employment figures in the civil service.
By the end of the Quarter under review, the country was
looking ahead to the October Presidential Job Summit, and
the October mid-term budget review in the hope that they will
have a positive impact on what remains an ailing economy.
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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 23 August 2018 and considered the following:
•
•
•
•
•
•
•
•
•
•
•

Terms of Reference for the Board and all Sub-Committees
The Chairman reported on a meeting with Ms. Thandi Phele who was Mr. Strachan’s replacement at the dti.
The Chairman reported on a meeting with Mr. Thebe Ikalafeng.
The Quarterly Report was approved.
The non-financial information for the Annual Report was approved.
The Board considered and approved the Annual Financial Statements for the financial year ending 2017
The CEO provided an update on meetings held with key stakeholders from the various constituencies.
The CEO updated the Board on progress made on the Top 100 Import Replacement Project
The Chairman spoke about the succession planning for the CEO, Chairman and the Board.
The Board received reports from the various Subcommittees
The Board noted the Management Accounts and Cash Flow

3.2) Audit and Risk Committee
The members of the Audit and Risk committee held their meeting on 26 July 2018 and the meeting considered the
following:
•
•
•
•
•
•

The Committee received the reports on the External Audit and engaged with the external Auditors.
The Committee expressed concern on the repeat findings and the number of findings
The Committee noted that the audit opinion was unqualified.
The Committee noted the financial loss and recommended that the committee look at ways to improve the
cash position and reserves of the organisation
The Committee noted the Quarterly Risk Register
The Internal Auditors, External Auditors, Auditor General and the Committee held an in-committee meeting.

3.3) Finance and Procurement Committee
The members of the Finance and Procurement committee held their meeting on 1 August 2018 and the meeting
considered the following:
•
•

•
•
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The Committee requested that the square meterage be included in the rental agreement and that the CEO sign
the agreement.
The Committee considered the Draft Annual Financial Statements and requested:
• all liabilities not included in the book should be mitigated
• that the marketing budget be trimmed
• that the membership committee look at ways to increase members
• that board members defer payments as part of their contribution to the organization
The Audit and Risk Committee had recommended that the Finance and Procurement Committee look at ways
to improve the cash position, the committee requested that a cost containment plan be developed.
The Committee noted the quarterly management accounts and the cash flow.

3.4) Membership, Marketing and Communications Committee
The members of the Membership, Marketing and Communications Committee held their meeting on 1 August 2018
and the meeting considered the following:
•
•
•
•
•

The Committee received an update on the recruitment and retention of members.
The Committee resolved that further efforts should be made to increase the membership base.
The Committee agreed to recommend that the Board consider a 20% discount for long term memberships.
The Committee recommended that comparisons for each quarter be done to the corresponding quarter in the
previous year from the Tender Monitoring System information.
The Committee agreed to look at ways of making representations to the Job Summit Discussions.

3.5) HR and Remunerations Committee
The members of the HR and Remunerations Committee held their meeting on 1 August 2018 and the meeting
considered the following:
•
•
•

The Committee received a report on the plans for Succession Planning for the CEO and Chairman position
Reports were received on Staff Matters, Training and Development and Staff Retention.
The committee agreed to amend the Annual Closure of Business policy to allow the CEO to make the decision
based on operational requirements.

3.6) Social and Ethics Committee
The members of the Social and Ethics Committee held their meeting on 1 August 2018 and the
meeting considered the following:
•
•
•
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The Committee perused the Checklist and made amendments where necessary
The Committee agreed to the implementation of the Social Media Policy
The Chairperson requested that a PAIA manual be developed.
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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 second quarter of the 2018/19 financial year.
The following were some of the achievements and most of these are reported in detail in Section 5 of the report:
•

Above the Line Campaign reached more than 5 million consumers through:
DSTV Delicious Festival
Multichoice Heritage month localization campaign
Media 24 print campaign (You, Drum & Huisgenoot)

•

Below the line Campaign reached more than 2 million consumers through Heritage month activities, launch of
the online shopping platform and the KZN Media Tour

•

The Heritage Month activities included:
The DSTV Delicious Festival
The Edcon fashion show
Media Tour in KZN

•

Proudly SA attended 4 expos namely
Manufacturing Indaba in KZN
Business Show
DSTV Delicious Festival
Small Business Expo

•

Proudly SA hosted a sector specific forum on creative arts and media and the importance that local content
creation has on our society and on the economy
Proudly SA participated in 2 Nedlac Task Team meetings on illegal imports, illicit trade and unfair trade such
as dumping
Proudly SA hosted 3 Business forums and public sector forums in Mpumalanga, Western Cape and Limpopo
Proudly SA made a presentation to BLSA’s Council meeting where all its member companies are represented

•
•
•
•

Proudly SA presented its product database to 3 business associations namely
SA Medical Devices Association
FASA (Franchise Association of SA)
Cape Business Chamber

•
•

Proudly SA launched the on-line shopping platform with RSA Made on 21 August
Proudly SA continued with its tender monitoring system where tenders issued in the public sector for designated items are checked for compliance with local content provisions
The target of recruiting 50 new fully paid up members was exceeded as 57 were recruited
The database of locally made products and services grew by an additional 202 new products with the database
now having 9 101 products and services.

•
•
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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 second quarter of the 2018/19 financial year, and below
are some of the areas where the campaign fell short for the quarter:
•
•
•

•
•
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The CSI activity planned for Q2 was postpone to Q3 due to resource
and capacity challenges however a school was identified for the
installation of a library
Negotiations with local retailer TFG had commenced in Q2 but the
partnership agreement will be concluded in Q3.
Participation in youth activities during Q2 only reached 100 000
youth instead of 250 000 due to limited budget but youth related
activities will be rolled out as part of the Festive Season Campaign
in Q3
Only one presentation was made at TUT Pretoria to the Fashion
Faculty due to resource constraints but campus activities have
been moved to Q3 to form part of the Festive Season Campaign
The actual membership retention/renewal rate for the quarter
was 68% against a target of 80%. The long turnaround times with
renewals in some instances impact negatively on the renewal rate

4.3) Membership Report for Q2 2018/19
Overview
The Proudly South African membership base is continuing to grow at a steady pace with
1,355 companies currently registered as members of the Campaign.
Quarter two highlights include 23 members recruited in the Manufacturing sector, and 11
in Professional Services. New members from 15 out of Proudly South African’s 26 sectors
were added to its membership base from 6 out of our 9 provinces with Gauteng remaining
the dominant province in terms of membership recruitment. Fifty two SMMEs joined the
Campaign in quarter 2, and members in the Diamond category including Comair Limited,
Kaytech – manufacturer of geosynthetics, and the Nyamezela Group – manufacturer of
electricity meters (a sector designated for local content) joined the Buy Local Movement.
Kaytech committed to a 5-year membership, and the Nyamezela Group pledged a
membership of 3 years.
Leads that were converted to members originated from various platforms including
referrals from both internal and external stakeholders, companies that form part of
larger corporations’ enterprise and/or supplier development programmes nominated for
sponsored Proudly South African membership (“Beneficiary of Diamond”), leads generated
from the membership consultants themselves, and leads obtained from Proudly SA’s
presence at events including expression of interest gleaned from online queries.
The rate of retention of member companies for the current quarter is below target at 68% −
largely due to members’ tardiness in completing the renewal process. Efforts are currently
underway to ensure that the members are assisted as much as possible to ensure they
renew speedily. The target of the number of local products and services listed on Proudly
SA’s database for this quarter was exceeded by 102% at 202 items added.

Looking Forward to Quarter 3
The membership department will continue to recruit companies in the designated sector
space to ensure as many members as possible benefit from spend by the public sector,
the fast-moving consumer goods space to promote logo visibility among consumers, and
representative organisations to assist with Proudly South African’s import replacement
project.
Proudly South African’s online shop, RSAMADE is well received as companies who were
historically members are in the process of renewing their memberships in order to benefit
from this platform.
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Quarter 2 Highlights
New Members
Target

50

Achievement

57
Renewal Rate (in percentage)

Target

80%

Achievement

68%
Database of Local Products and Services

Target

100

Growth

202

Number currently listed

9,101

Exceeded target (in percentage)

102%

Terms utilised in the tables and charts in this membership report:
Classification of Members
Category

SMMEs
Small, micro and medium enterprises turning over less than
R5 million per annum and organisations including
foundations, councils, associations, and not-for-profit
institutions
Bronze
Organisations turning over between R5 million and R10
million per annum
Silver
Companies turning over between R10 million and R30
million per annum
Gold
Companies turning over between R30 million and R50
million per annum
Platinum
Companies turning over between R50 million and R100
million per annum
Diamond
Companies turning over R100 million or more per annum

Annual membership fee payable (excluding VAT)
R500.00

R1,000.00
R10,000.00
R20,000.00
R50,000.00
R100,000.00

Other Terms
Affiliate of Diamond
Beneficiary of Diamond
TE
Lead

A company or division that falls under a holding company that is classified a Diamond (Proudly SA member company
category)
A company that forms part of a larger organisation’s enterprise and/or supplier development programme. The larger
organisation is classified a Diamond (Proudly SA member company category)
A membership based on a Trade Exchange Agreement
A company before it is converted into a member
Consultant-generated Lead
Direct
Event
Origin of Lead
Referral
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A member consultant who is chasing to convert a lead
he/she has generated him/herself
Enquiry received directly from organisation interested in
membership
Leads generated from Proudly South African’s presence at
events
The platform from whence a lead originates
Referral of a company from an internal or extra stakeholder

2018/2019 Q2 NEWLY-RECRUITED MEMBERS
Year-on-year Comparisons: 2010/2011 to 2018/2019

2010/2011

2011/2012

2012/2013

2013/2014

2014/2015

2015/2016

2016/2017

2017/2018

2018/2019

July

4

2

51

16

16

20

20

15

16

August

7

10

46

8

10

27

11

18

20

September

4

2

22

27

21

6

18

17

21

TOTAL

15

14

119

51

47

53

49

50

57

GRAPHICAL REPRESENTATION:
YEAR-ON-YEAR COMPARISONS FOR Q2 2010/2011 TO 2018/2019
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2014/2015
August

September

2015/2016
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2016/2017

2017/2018

2018/2019

2018/2019 Q2 NEWLY-RECRUITED MEMBERS

COMPANY

SECTOR

PROVINCE

CLASSIFICATION

LEAD ORIGIN

JULY
AmAfrikan Enterprise
Technology
Blossom Beauty
Collections (Euphrates
Cosmetics)
Chillisoft Solution
Services (Pty) Ltd

Gauteng

SMME

Referral

Manufacturer

Gauteng

SMME

Consultant-generated

Silver

Consultant-generated

Information Technology
KwaZulu-Natal
and Telecommunication

Crunch - The Crunch
Box

Manufacturer

Western Cape

SMME

Consultant-generated

Dilano Design

Manufacturer

Gauteng

SMME

Consultant-generated

Western Cape

SMME

Consultant-generated

Gauteng

SMME

Consultant-generated

KwaZulu-Natal

Diamond

Referral

Gauteng

SMME

Consultant-generated

Dining Out
Impumelelo
Consulting (Pty) Ltd
Kaytech
(Kaymac (Pty) Ltd)
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Export and Trade

Tourism, Travel and
Hospitality
Education,
Development and
Training
Manufacturer

Mangwane Holdings
(Pty) Ltd

Professional Services

Mzansi Travel (Pty) Ltd

Tourism, Travel and
Hospitality

Gauteng

SMME

Referral

Nyamezela Group

Manufacturer

Gauteng

Diamond

Consultant-generated

St Nubian Architects

Professional Services

Western Cape

SMME

Referral

Try Mos
Foods (Pty) Ltd

Food Products

Limpopo

SMME

Consultant-generated

Vogue Exchange

Professional Services

Western Cape

SMME

Consultant-generated

Wendy
Mokhine (Pty) Ltd

Manufacturer

Gauteng

SMME

Consultant-generated

Xivunguvungu
Projects (Pty) Ltd

Manufacturer

Gauteng

SMME

Consultant-generated

COMPANY

SECTOR

PROVINCE

CLASSIFICATION

LEAD ORIGIN

AUGUST
Abundant Resources
International (Pty) Ltd

Media, Marketing and
Publishing

Gauteng

SMME

Consultant-generated

Bella Babe

Manufacturer

Gauteng

SMME

Consultant-generated

Biozest (Pty) Ltd

Food Products

Gauteng

SMME

Beneficiary of Diamond

Braai Guru (Pty) Ltd

Food Products

Gauteng

SMME

Consultant-generated

Chimpel

Manufacturer

Western Cape

SMME

Beneficiary of Diamond

Double M MEDPRAC
Solutions

Professional Services

Gauteng

SMME

Consultant-generated

FJ Stainless Steel

Construction,
Engineering and
Architecture

Western Cape

SMME

Consultant-generated

Professional Services

Gauteng

SMME

Event

Insa (Pty) Ltd

Manufacturer

KwaZulu-Natal

SMME

Referral

Jane Massey
Training cc

Food Products

Gauteng

SMME

Event

Mamelodi Lager

Food Products

Gauteng

SMME

Referral

Mobi Lab

Healthcare

Gauteng

SMME

Beneficiary of Diamond

Mo's Food and
Pastries (Pty) Ltd

Manufacturer

Gauteng

SMME

Event

Myomy Foods

Manufacturer

Gauteng

SMME

Consultant-generated

Otarel
Consulting (Pty) Ltd

Transport and Logistics

Gauteng

SMME

Consultant-generated

Sechi Makole Trading
and Projects

Manufacturer

Gauteng

SMME

Beneficiary of Diamond

SIA
Technology (Pty) Ltd

Transport and Logistics

Gauteng

SMME

Direct

Smergos (Pty) Ltd

Manufacturer

Gauteng

SMME

Beneficiary of Diamond

Styld (Pty) Ltd

Professional Services

Gauteng

SMME

Referral

The Beeger
Picture (Pty) Ltd

Professional Services

Mpumalanga

SMME

Consultant-generated

Harambee Youth
Employment
Accelerator
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COMPANY

SECTOR

PROVINCE

CLASSIFICATION

LEAD ORIGIN

SEPTEMBER
Agnisito Trading and
Projects

Manufacturer

North West

SMME

Direct

Belle Hair Oil

Manufacturer

Gauteng

SMME

Beneficiary of Diamond

Black Excellence
Forensic and Security
Services

Professional Services

Gauteng

SMME

Beneficiary of Diamond

Blucleen

Professional Services

Gauteng

SMME

Beneficiary of Diamond

Chepa
Streetware (Pty) Ltd

Manufacturer

Gauteng

SMME

Referral

Comair Limited

Tourism, Travel and
Hospitality

Gauteng

Diamond

Referral

Crest
Operations (Pty) Ltd

Manufacturer

Western Cape

SMME

Referral

Deutronomeo
Co-operative

Food Products

Limpopo

SMME

Event

Green Extraction
Technologies (Pty) Ltd

Manufacturer

Gauteng

SMME

Beneficiary of Diamond

Gauteng

SMME

Beneficiary of Diamond

Gauteng

SMME

Referral

I am emerge (Pty) Ltd
Keutlwang
Communications
Makoya
Adhesive (Pty) Ltd

Manufacturer

Gauteng

SMME

Consultant-generated

Memuka Plastic
Mats (Pty) Ltd

Manufacturer

Gauteng

SMME

Referral

Midesk Global

Manufacturer

Gauteng

SMME

Beneficiary of Diamond

Montech Calibration
Services

Professional Services

Gauteng

SMME

Beneficiary of Diamond

Om Trading

Mining and
Beneficiation

Gauteng

SMME

Beneficiary of Diamond

Paradise Boutique

Manufacturer

Gauteng

SMME

Beneficiary of Diamond

Property
Tower (Pty) Ltd

Professional Services

Gauteng

SMME

Consultant-generated

Media, Marketing and
Publishing

Gauteng

SMME

Referral

Representative
Organisation

KwaZulu-Natal

SMME

Referral

Agriculture

Western Cape

Silver

Referral

Smudge
Colour (Pty) Ltd
South Coast Chamber
of Commerce and
Industry
True Vine
Grapeseed Products

15

Information
Technology and
Telecommunication
Media Production
Services

2 01 8 /2 01 9 Q2 : N E W LY- R E C R U I T E D
MEMBERS BY PROVINCE, CLASSIFICATION,
LEAD ORIGIN AND SECTOR

2018/2019 Q2
NEWLY-RECRUITED MEMBERS BY PROVINCE

Gauteng

41

Western Cape

8

KwaZulu-Natal

4

Limpopo

2

Mpumalanga

1

North West

1

2018/2019 Q2
NEWLY-RECRUITED MEMBERS BY CLASSIFICATION

16

SMME

52

Silver

1

Diamond

3

Platinum

1

2018/2019 Q2
NEWLY-RECRUITED MEMBERS BY LEAD ORIGIN

Consultant-generated

22

Referral

14

Beneficiary of Diamond

14

Event

4

Direct

3

2018/2019 Q2
NEWLY-RECRUITED MEMBERS BY SECTOR

17

Manufacturer

23

Professional Services

11

Food Products

6

Tourism, Travel and Hospitality

3

Information Technology and Telecommunication

2

Media, Marketing and Publishing

2

Transport and Logistics

2

Export and Trade

1

Education, Development and Training

1

Construction, Engineering and Architecture

1

Healthcare

1

Media Production Services

1

Mining and Beneficiation

1

Representative Organisation

1

Agriculture

1

M O N T H LY D I F F E R E N T I AT I O N
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2018/2019 Q2 JULY
NEWLY-RECRUITED MEMBERS BY PROVINCE

Gauteng

9

Western Cape

4

KwaZulu-Natal

2

Limpopo

1

2018/2019 Q2 JULY
NEWLY-RECRUITED MEMBERS BY SECTOR

18

Manufacturer

7

Professional Services

3

Tourism, Travel and Hospitality

2

Export and Trade

1

Information Technology and Telecommunication

1

Education, Development and Training

1

Food Products

1

2018/2019 Q2 JULY
NEWLY-RECRUITED MEMBERS BY CLASSIFICATION

SMME

13

Diamond

2

Silver

1

2018/2019 Q2 JULY
NEWLY-RECRUITED MEMBERS BY LEAD ORIGIN

Referral

Consultant-generated

0

19

2

4

6

8

10

12

14

M O N T H LY D I F F E R E N T I AT I O N CO N T I N U E D
2018/2019 Q2 AUGUST

2018/2019 Q2 AUGUST
NEWLY-RECRUITED MEMBERS BY PROVINCE

Gauteng

16

Western Cape

2

KwaZulu-Natal

1

Mpumalanga

1

2018/2019 Q2 AUGUST
NEWLY-RECRUITED MEMBERS BY SECTOR

20

Manufacturer

7

Food Products

4

Professional Services

4

Transport and Logistics

2

Media, Marketing and Publishing

1

Healthcare

1

Construction, Engineering and Architecture

1

2018/2019 Q2 AUGUST
NEWLY-RECRUITED MEMBERS BY CLASSIFICATION

SMME

0

5

10

15

2018/2019 Q2 AUGUST
NEWLY-RECRUITED MEMBERS BY LEAD ORIGIN

21

Consultant-generated

9

Beneficiary of Diamond

5

Event

3

Referral

2

Direct

1

20

25

M O N T H LY D I F F E R E N T I AT I O N CO N T I N U E D
2018/2019 Q2 SEPTEMBER

2018/2019 Q2 SEPTEMBER
NEWLY-RECRUITED MEMBERS BY PROVINCE

Gauteng

16

Western Cape

2

North West

1

Limpopo

1

KwaZulu-Natal

1

2018/2019 Q2 SEPTEMBER
NEWLY-RECRUITED MEMBERS BY SECTOR

22

Manufacturer

9

Professional Services

4

Media Production Services

2

Tourism, Travel and Hospitality

1

Food Products

1

Information Technology and Telecommunication

1

Mining and Beneficiation

1

Media, Marketing and Publishing

1

Representative Organisation

1

2018/2019 Q2 SEPTEMBER
NEWLY-RECRUITED MEMBERS BY CLASSIFICATION

SMME

19

Diamond

1

Silver

1

2018/2019 Q2 SEPTEMBER
NEWLY-RECRUITED MEMBERS BY LEAD ORIGIN

23

Beneficiary of Diamond

9

Referral

8

Consultant-generated

2

Direct

1

Event

1

2018/2019 Q2 RENEWING MEMBERS BY SECTOR,
PROVINCE AND CLASSIFICATION

2018/2019 Q2 RENEWING MEMBERS BY SECTOR

Manufacturer

25

Food Products
Professional Services

7
7

Tourism, Travel and Hospitality

6

Information Techonology and
Telecommunication Agriculture

5
4

Community Organisation and Projects

4
4
4

Construction, Engineering and Architecture
Education, Development and Training
Healthcare

4
3
2

Media, Marketing and Publishing
Represenstative Organisations
Transport and Logistics

2
1
1

Financial Services
Media Production Services
Wholesale and Retail

1

2018/2019 Q2 RENEWING MEMBERS BY PROVINCE

24

Gauteng

59

Western Cape

12

KwaZulu-Natal

4

North West

3

Eastern Cape

1

Limpopo

1

2018/2019 Q1 RENEWING MEMBERS BY CLASSIFICATION

SMME

56

Bronze

9

Silver

7

Platinum

3

Diamond

2

TE

2

Gold

1

2018/2019 Q2
PROUDLY SOUTH AFRICAN DATABASE OF LOCAL PRODUCTS AND SERVICES

PROUDLY SOUTH AFRICAN DATABASE
Period

Number of Products and Services

Previous Quarter: 2018/2019 Q1

8,899

Current Quarter: 2018/2019 Q2

9,101
Current Period: 2018/2019 Q2

Target

100

Number of Products and Service Added

202
Target exceeded by 102%

2018/2019 Q2
DATABASE OF LOCAL PRODUCTS AND SERVICES ACTUAL NUMBER ADDED V TARGET

Number of Products and Service Added

Target

0

25

50

100

150

200

250

4.4) Highlights for the quarter

MTN 702 Walk the Talk, Johannesburg, Gauteng, 22 July
2018
The MTN 702 Walk the Talk event is the biggest walk
event in South Africa. It draws 50 000 participants on
5km, 8km and 15km distances.
A number of Proudly SA staff including Chief Marketing
Officer, Mrs. Happy Ngidi, Ms. Deryn Graham, Proudly
South African’s Public Relations Manager, Mr Tshiamo
Ndlovu, PR Officer walked 15km and Ms. Amy Williams,
Senior Events Coordinator took on the 5km walk
sporting company attire. A start line interview with
702 Talk Radio’s Bruce Whitfield gave Happy Ngidi the
opportunity to talk about the job creation opportunities
such an event offers.

The rest of the Proudly South African marketing team
branded at the finish line generating brand awareness for Proudly SA and reflected the campaign’s
support for the walkers.
Reach for this event: 50 0000
Target Audience: Members of the public, corporate
teams and NGOs .
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Western Cape Public Procurement Forum, Cape Town,
24 July 2018
The Western Cape edition of our Public Procurement
Forums brought together procurement officials, CFO’s,
municipalities, and key government decision makers.
The event comprised a breakfast networking session
with a morning programme of speakers. The forum
took place at the Southern Sun, Cape Sun. Stakeholders
that participated included a representative from the
Western Cape Provincial Government, Comair, Tsogo
Sun and SALGA.
Reach for this event: 60
Target audience: All tiers of government, procurement
officials

Western Cape Business Forum, Cape Town, WC,
25 July 2018
The Proudly SA Western Cape Business Forum took
place at the Southern Sun Cape Sun.
The Business Forums are one of several mechanisms
developed to bring the Buy Local Campaign closer to
members, and prospective members and facilitate
business to business networking opportunities. In
addition, Proudly South African is able to interact
with procurement decision-makers and key
stakeholders across the country. The newly-added
Business Matchmaking feature provides a literal
notice board of needs and leads and has proved
very popular and beneficial with and for delegates.
The Western Cape Government was represented
by Mr. Nezaam Joseph, Director: Strategy, Economic
Policy and Planning. Proudly SA Member company,
Tshaya Mashabela Attorneys’ Ms. Tumelo Mashabela
was one of the speakers who spoke about Intellectual
Property (IP) and patent law, which any company
needs to be aware of always. Media personalit
and business mentor, Mr. Rams Mabote, spoke
about the business principles and commitment
which are required to establish and maintain a
successful enterprise. Other organisations that
were represented included SARS, SEDA, SEFA, the
Department of Small Business Development, and
the Department of Trade and Industry.
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Reach for this event: 100
Target Audience: Proudly SA member companies,
non and prospective members.

The Business Show, Midrand, Gauteng, 1
August 2018
The Business Show is a leading oneday business exhibition, conference and
networking event focused on growing and
developing businesses. The event was
held at the Gallagher Estate Convention
Centre in Midrand. The Department of
Trade and Industry invited Proudly South
African to exhibit alongside the National
Empowerment Fund (NEF) and the Companies
Intellectual Property Commission (CIPC).
This collaboration is important in solidifying
the relationship between the dti agencies
and to present a ‘’one stop shop’’ to other
exhibitors and visitors.
Speakers included Mr. Mike Anderson: NSBC
Founder and CEO, Mr. Mark Keating, Sales
Guru and Ms. Cynthia Sathekge-Latha, Absa:
Head Enterprise Credit Risk. Proudly South
African collected key small business leads
from this event for membership recruitment.
Reach for this event: 12 500
Target Audience: Business owners, guest
entrepreneurs.

The Styld Fashion Show, Opening of Styld
and Designer Day, Centurion,5 August 2018
Keshini Morar is an astute business woman
and Proudly SA member who has brought
her entrepreneurial skills into the fashion
sector. Bringing together a number of
small, local designers who are suppliers to
her personal styling service, the event was
held at the Styld Fashion Show Studios in
Centurion.
Proudly SA CEO, Mr. Eustace Mashimbye
gave a presentation on the importance
the clothing and textile sector has on job
creation. Media presence included GauTV
and China TV Global Network both of whom
interviewed the CEO.
Reach for this event: 50
Target Audience: Fashion designer business
owners, media, buyers and clients of Styld.
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Limpopo Public Sector Procurement Forum,
Polokwane, Limpopo, 14 August 2018
The Public Sector Preferential Procurement Forum
provided Limpopo government procurement and
supply chain officers information on the PPPFA
and their responsibilities in this regard, including
meeting targets to procure from township
economies in the province.
The event was held at the Fusion Boutique Hotel,
Polokwane, Limpopo. MEC Rob Tooley gave a
presentation that illustrated how government
efforts could be directed at increased local
procurement. Proudly SA’s CEO presented Proudly
SA’s roles and responsibilities in respect of public
procurement. Proudly South African’s Head of
Membership, Ms Jeannine van Straaten spoke
about the benefits for prospective members of
joining the buy local movement and local sweet
potato yoghurt manufacturer was cited as an
example of member profiting from the campaign’s
support. Approximately 40 prospective leads were
generated from the forum.
Local media was represented by The Polokwane
Observe.
Reach for this event: 65
Target Audience: Government procurement
officials, municipal managers and senior
government officials, Proudly SA member
companies and non-members.

Limpopo Business Forum, Polokwane,
Limpopo, 15 August 2018
The event informed entrepreneurs and
SMME’s about the programmes that
are available to help stimulate local
production and procurement within
Limpopo. It educated entrepreneurs on
the business offerings of our strategic
partners, through funding, access to
market and enterprise development
programmes. The Limpopo Department:
Economic Development, Environment and
Tourism focused on encouraging local
enterprises in the province to take up local
goods and services to sustain and create
jobs. The business match-making platform
offered opportunities for SMME’s to link up,
network and exchange business ideas. The
forum took place at the Fusion Boutique
Hotel in Polokwane, Limpopo.
Reach for this event: 120
Target Audience: Limpopo industry leaders,
local business owners, entrepreneurs,
SMME’s.
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I am an Entrepreneur, East London, Eastern Cape, 18 August 2018
The Eastern Cape leg of Andile Khumalo’s I am an Entrepreneur Summit comprised a
combination of educational, skills development as well as entrepreneurial leadership
content led by experts in those fields. Entrepreneurs Laduma Ngxokolo and Aisha Pandor
joined a panel discussion that provided entrepreneurs with real-life tools for success.
Reach for this event: 90
Target Audience: SMME and aspirant entrepreneurs

Launch of www.rsamade.co.za, Johannesburg, Gauteng,
21 August 2018
Held in the SABC’s auditorium, the launch of Proudly
SA’s dedicated online shopping platform was well
attended by media representatives and stakeholders
of the campaign. The exclusively Proudly South African
digital shop fills an online shopping gap at a crucial
time when South Africans are increasingly purchasing
on the internet, with numbers set to rise with the advent
of the 4th Industrial Revolution. The site will serve as
a tangible platform to take advantage of 18 million+
consumers who are now choosing to shop online - a
new and exciting extension of the Proudly South African
offering. The launch included a small exhibition of
member companies, giving the audience a taste of what
could be found online. The Chairman of the campaign,
Mr. Howard Gabriels, its CEO, Mr. Eustace Mashimbye as
well as the Chairman and Founder of RSA Made, Mr. Ntai
Khojane and its CEO, Mr. Karamba Jabbi introduced the
site and spoke about our objectives and the benefits for
members and consumers.
A further, small launch was held at the offices of Proudly
SA later the same day to which media averse to attending
at the SABC was invited and this resulted in additional
coverage.
Reach for this event: 60
Target Audience: Media and stakeholders
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The Manufacturing Indaba, Durban, KZN, 22
August 2018
Held at the ICC Durban, The annual Manufacturing
Indaba,
Kwazulu-Natal
brought
together
provincial manufacturers and businesses to
explore growth opportunities, find out about
the latest manufacturing incentives and trends,
and provide a platform for networking and
collaboration.
The conference programme included plenary
sessions as well as debates which unpacked and
encouraged active participation. The exhibition
provided an opportunity for manufacturers to
showcase their expertise, network amongst
industry peers and meet business suppliers.
Proudly SA interacted with delegates and
encouraged companies to make ‘buy local’
procurement decisions and both Membership
and Marketing teams had business matchmaking
meetings that were arranged by Siyenza,
organisers of the Indaba. Proudly SA messaging
and branding featured in the Exhibitor Manual
and on all other event marketing collateral.
The dti, represented by Ms. Neela Govender
exhibited alongside Proudly SA and this served
as an opportunity to strengthen links with the
dti Durban office, that will assist Proudly SA
with its its Durban-based events. The following
companies were the endorsing partners for
the event: Proudly South African, Packaging
SA, Production Technologies Association of SA,
Randburg Chamber of Business and Industry,
the South African Furniture Association,
South African Stainless-Steel Development
Association, National Association of Automobile
Manufacturers of South Africa (NAAMSA),
Chemical and Allied Industries Association of
South Africa.
Reach for this event: 3 000
Target Audience: Policy makers, private equity
investors, industry sector specialist, small
medium and large manufacturing companies,
exporters, IT solution providers.
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Mpumalanga Public Sector
Nelspruit, 27 August 2018

Procurement

Forum,

The Nelspruit Public Sector Procurement Forum
was a platform offered by Proudly South African
for public sector procurement officials and finance
officials to understand how the Public Preferential
Procurement Act affects them and what their roles and
responsibilities regarding localisation are. Speakers
included Mr. Robert Masambo, Provincial Supply Chain
Management
Mpumalanga Provincial Treasury, Goitsi Tsolanku,
Sales Manager: Mpumalanga Tsogo Sun and Dr. Tebogo
Makube, Chief Director: Industrial Procurement, the
dti. The forum took place at the Tsogo Sun, Emnotweni
Casino.
Reach for this event: 53
Target Audience: Government procurement officers,
government officials

Mpumalanga Business Forum, Nelspruit, Mpumalanga, 28
August 2018
The Proudly SA Business Forums bring the campaign to
members in the provinces and introduce Proudly SA to
companies that are prospective or potential members of
the campaign. The forums are a way in which we can keep in
touch with the needs and expectations of regional members,
maximizing membership value by facilitating opportunities
for local economic development and business to business
networking.
Reach for this event: 140
Target Audience: SMME, business and government

Women in Leadership, Johannesburg, Gauteng, 29
August 2018
Our second collaboration with Tsogo Sun to
acknowledge Women’s Month, The Women in
Leadership event celebrated women leading in
all aspects of life. It served as an opportunity
to strengthen relationships with stakeholders
and influential figures in business and media
and to present the campaign to the audience.
Both Proudly South African and Tsogo Sun’s
ghave presentations on the role of women. Tsogo
Sun’s 2015 Entrepreneur of the Year Ms Nomsa
Mazibuko and environmental activists Catherine
Constantinides and Ella Bella Leite shared their
personal, inspirational stories. Media broadcaster
Ms. Ayanda Allie-Paine took on the role of Master
of Ceremonies for the day and entertainment was
from Tsogo Sun’s empowerment drive.
Reach for this event: 100
Target Audience: Leading women in business,
media, stakeholders.
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Edcon and Proudly South African Mini Expo
& Marketplace, Edgardale, 30 & 31 August
2018
This was the first such event, taking member
companies to exhibit and sell in a pop up
2 day marketplace at the headquarters
of Edcon, which has 4 000 feet passing
through daily. Also an opportunity for Edcon
employees to have a better understanding
the Proudly South African campaign.
Reach for this event: 3000-4000
Target Audience: Edcon employees and
visitors to Edgardale offices

Media Tour, Umhlanga, KZN, 5-6 September
2018
Hosted by Proudly SA in partnership with
Brand SA, Tourism SA and KZN Tourism, a
7-strong Gauteng based media contingent
was flown to King Shaka International
Airport courtesy of Comair and was
accommodated for one night in Tsogo
Sun’s Beverly Hills Hotel. Providing an
opportunity for all parties to outline their
respective mandates, the tour visited Dube
Trade Port, an investment hub supported
by Brand SA, the Albert Luthuli Museum,
a local tourism highlight, and Cappeny
Estates Strawberry Farm, a Proudly South
African member company. The group was
joined by KZN local media for a cocktail
event and formal presentations by each of
the parties to demonstrate the differences
in their respective mandates. The tour was
a departure from our usual event formats
highlighted the importance of providing
innovative platforms to communicate
with internal and external stakeholders.
The tour resulted in a number of different
media stories from lifestyle blog posts,
travel and tourism focused pieces, and job
opportunity articles on the commercial
benefits of joining the buy local movement.
Reach for this event: 7 specific media
practitioners plus 60 additional local guests
Target Audience: Media and campaign
stakeholders
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The Small Business Expo, Johannesburg, Gauteng,
6-8 September 2018
The Small Business Expo 2018 provided current
and aspiring entrepreneurs with a platform to
market their businesses, interact with prominent
business leaders and company representatives. The
event was held at the TicketPro Dome, Northgate,
Johannesburg.
There was a lot of interaction with delegates and
the public, who were keen to engage with Proudly
SA membership. Approximately 185 prospective
membership leads were collected, and the brand
awareness target reached.
Proudly SA exhibited alongside CIPC, NEF, and the
host, the dti.
On the sidelines of the Small Business Expo Proudly
South African’s Head of Membership, Ms. Jeannine
Van Straaten, gave a talk at the Creative Business
Cup, a global network for innovative start-ups
and an international competition that connects
entrepreneurs in the creative industries to global
investors. Her talk addressed access to markets and
increased localisation.
Other speakers included Mr. Vusi Thembekwayo,
Mr. Karamba Jabbie (Founder of www.rsamade.
co.za) and Mr. Brian Simelane, small business
financier).
Reach for this event: 6 000
Target Audience: Business service providers,
commerce & digital service providers, business
owners, SMMEs

Heritage through Fashion Show in
partnership with Edcon, The Mall of
Africa, 15 September
Our second Heritage through Fashion
Show collaboration with Edcon was taken
to the public this year. It took place on a
busy Saturday morning in The Mall of Africa
Food Court and was supported by The Mall
with digital media advertising on screens
in the run up to the Fashion Show, generating public interest. Alongside 250 invited
guests and VIPs, the public areas afforded
shoppers a bird’s eye view of Jet and Edgar’s local ranges and fashion collections
from young designers from the Design
Innovation Challenge programme as well
as draw card David Tlale, who brought additional publicity as he had just returned
from a successful New York Fashion Week.
BMW sponsored vehicles for display and
model photo opportunities.

Reach for this event: 250 invited guests

and general public
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Target Audience: Edcon stakeholders,
media and general public

Creative Industry Sector Forum, Johannesburg,
Gauteng, 19 September 2018
Proudly South African turned its attention to the
creative arts and media and the importance that
local content creation has on our society and on
the economy. The sector has the capacity to create
thousands of direct and indirect jobs and this was
the focus of the event. Broadcaster and author
Redi Tlhabi was the MC for the day and engaged
the audience in constructive conversation. Each
of the big three broadcasters, namely the SABC,
Multichoice and eTV gave presentations on their
respective levels of local content and its value.
Gareth Cliff, Founder and President of Cliff Central
give a presentation on online media platforms.
Two panel discussions dealt with issues of local
content in the global environment and on funding
featuring participants from local production
houses, Power fm, The Independent Producers
Association, Progressive Blacks in ICT, MNet,
The IDC, Arts &B Culture Trust, and BASA. After
the close of the forum, we hosted a networking
session and comedy set from Celeste Ntuli.
Attendance included delegates from The Gauteng
Film Commission, Animation South Africa, ICASA,
National Association of Broadcasters of South
Africa, Print Media South Africa amongst other
independent delegates. The forum took place at
The Venue, Melrose Arch, Sandton.
Reach for this event: 191
Target Audience: Proudly SA members in the
creative arts, non members, individuals and
company owners from the creative industry space
and media.
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DSTV Delicious International Food & Music
Festival, Kyalami Race Track, September 22-23,
2018
For the second year, Proudly South African
was a strategic partner of this DStv prime
property, benefitting from millions of Rands
of publicity and advertising across many DStv
platforms both inside and outside South Africa.
Seventeen member companies exhibited
and sold their food and drink offerings in a
specially constructed Proudly South African
village and made a collective impression on
the overall layout of the Festival. Proudly South
African, together with Brand SA hosted guests,
high value members and other stakeholders in
a VIP hospitality lounge, with a prime location
overlooking the sound stage. Branding inside
the lounge was prominent and attractive and
a large banner on the embankment over the
viewing area was impactful. Public attendance
reaches around 40 000 festival goers, all of
whom were exposed to the brand around the
food area and music stage.
Reach for this event: 40 000 public, members,
stakeholders
Target Audience: Consumers
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of The Sowetan, City Press, Independent Media, Beeld,
OziAfrica (online), Ndalo Media and HypressLive
(popular lifestyle blog). The itinerary including visits
to an investment success story (Dube Tradeport), a
heritage site (Luthuli Museum) and a member company
(Cappeny Strawberry Estates) all of which caught the
imaginations of the journalists, who all have a different
reporting focus, and we received an excellent return on
our investment in terms of coverage.
The second quarter in review was an extremely busy one
for Public Relations and offered many opportunities for
coverage across print, broadcast and online media from
different sectors.
Starting with the fun but immensely popular 702 MTN
Walk the Talk, a small group of Proudly SA staff took
to the streets of Joburg to complete a 15km walk. We
secured a live radio interview at the start line of the
race and spoke about the job creation opportunities
such mass public participation events create.
Our annual collaboration with partners Tsogo Sun to
observe Women’s Month also garnered good publicity
as over 100 women in leadership gathered to celebrate
the role we can play in shaping the female leaders of
the future.
The launch of Proudly SA’s online shopping platform
in partnership with RSA Made saw a massive spike in
interest in the buy local movement with interviews,
articles and online reports across all media, amounting
to a value of R2,8 million. From business related shows
and publications to fashion and lifestyle blogs, the
launch caught the media’s attention.
In an exercise designed to clarify with media the
respective roles of Brand SA and Proudly SA and how
they differ but also intersect, a high level media tour to
KZN, in partnership with Tsogo Sun, Comair, Tourism SA
and KZN Tourism was arranged with the participation
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A second collaboration with Edcon in a fashion show to
celebrate heritage through fashion went from a private
event last year to a public one in the Mall of Africa in
2018. As well as invited guests and media, shoppers
were able to watch the showcasing of Edgar’s and Jet’s
local ranges, featuring David Tlale’s collection as the
finale. Media attention was enhanced by the return just
days before of Tlale from a successful showing at New
York’s Fashion Week.
Despite us putting the spotlight on the media and
creative arts industry itself in a sector specific forum
to focus on job creation opportunities associated with
local content production on radio, tv and film, the press
coverage of the event was much less for example than
the Clothing & Textile Sector event in the previous
quarter. Nevertheless, thanks to draw cards including
Celeste Ntuli, Portia Gumede and others, the event did
receive some media space.
The grand finale of the quarter in review was the DStv
Delicious International Food & Music Festival which
itself (a member company) generates massive amounts
of hype and media interest. We again created a Proudly
SA Village and used social media extensively to promote
our presence at the weekend long event.
In addition to these events, Proudly South African
CEO’s Tuesday column in Independent Media’s national
business supplement, Business Report continues to be
well received by both publishers and readers.

Our paid monthly features in Media 24’s You, Drum and Huisgenoot magazines with a promo block and full-page advertorial gave us a value of over R850 000 and benefits members
whose companies we have chosen to feature. In a September
round table discussion with all 3 editors and the overall editor
in chief of the publications, we discussed further opportunities
on their VIA TV channel for features on the movement and some
of its members. This is a partnership that has great potential to
grow with a massive consumer reach.
We’ve continued to grow across all our social media platforms,
with our verified Twitter account still being our most powerful platform with an impressive 157 000 followers by the end
of Quarter 2. In keeping up with the dynamism of social media
we’ve procured the services of amaSocial, a media monitoring
service for social media which will make it easier to put together
targeted campaigns using the most appropriate approach with
the most appropriate influencers.
This new social media tool will also assist us in discovering and
utilising new measurements of ROI which more relatable to the
company strategy as opposed to only using the dying out follower-growth measurement.
In conclusion, as our profile grows in the media, so even more
interest is generated in the buy local movement. We continue
to draw positive attention to the campaign through publicity
around events, press releases, social media posts and commissioned articles. The number and reach of our media list have
grown and our stories are run in publications and websites previously unknown to us.
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4.5.1) CLIP COUNT COMPARISON
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 (Jul – Sep 2018). Comparison is made
with the same period in 2017.
Clip Count Comparison
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As illustrated in the graph, the total number of clippings has more than doubled in twelve months,
demonstrating an increase in activity by the campaign, as well as interest from the media and
increased solicitation by the PR team.
4.5.2) AVE ANALYSIS
The advertising value equivalency (AVE) is what editorial coverage would cost it were advertising
space or time. PR/Editorial value is derived by multiplying the AVE by three. The total AVE value
between July and September 2018 is R11.5 million and the AVE for the same period is R34.5 million.
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This shows a clear increase of more than 100% from the same quarter in 2017.
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WOMEN IN LEADERSHIP EVENT
WITH TSOGO SUN

40

P R O U D LY S A O N L I N E S H O P
LAUNCH WITH RSA MADE
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Event date

21 August 2018

Description

Proudly South African in partnership with
RSA Made launched an online shop which
exclusively sells Proudly SA member
companies’ products/services.

ROI/AVE

Print: R237 582.10
Broadcast: R1 169 039.16
Online: R1 422 464.94
Total: R2 829 083.20

KZN MEDIA TOUR
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Event date

5 & 6 September 2018

Description

Proudly SA partnered with SA Tourism and
Brand South Africa to take carefully-selected
media on a tour to KwaZulu Natal on a mission to learn about the differences in mandates of the three organisations.

ROI/AVE

Print: R179 842.56
Broadcast: --Online: R504 920.60
Total: R684 763.16

EDCON FASHION SHOW
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Event date

15 September 2018

Description

As part of our heritage month celebrations,
Proudly South African hosted a fashion show
alongside member companies Edcon and
David Tlale at the Mall of Africa in Midrand

ROI/AVE

Print: R182 053.32
Broadcast: R111 201.00
Online: R166 665.00
Total: R459 919.32

4.5.3) Press Releases /OP EDS/Media Articles
The following were issued between July and September 2018:

No

Date

Release/Commission

Title

1

3 July

Business Report Opinion/Column

The power of franchises in the SA economy

2

23 July

Release

Leader in geosynthetic technology joins the Buy Local
movement

3

24 July

Release

Proudly South African endorses Centre for Tissue Engineering
to encourage more organ and tissue donors

4

31 July

Business Report Opinion/Column

Multiplier effect benefits us in re-industrialisation

5

August

Entrepreneur Magazine digitorial
How to…? series

How to leverage industry associations and endorsements

6

2 August

Release

Africa does luxury

7

7 August

Business Report Opinion/Column

Bribery and nepotism are our big job killers

8

14 August

Business Report Opinion/Column

Keep money circulating locally to uplift society

9

21 August

Business Report Opinion/Column

Buy South African, by South Africans

10

21 August

Release

Proudly SA online shopping takes the Buy Local campaign to
the next level

11

28 August

Business Report Opinion/Column

We all need to help our domestic industries

12

29 August

Release

In celebration of Women’s Day

13

September

Entrepreneur Magazine digitorial
How to…? series

How to protect your IP

14

4 September

Business Report Opinion/Column

Pre-election spending actions of our leaders will reveal a lot

15

10 September

Release

Proudly SA joins the Franchise Association of SA for supply
chain transformation workshops

16

12 September

Business Report Opinion/Column

KZN initiative of excellence does country proud

17

17 September

Release

Local fashion struts its stuff

18

18 September

Business Report Opinion/Column

Let’s take a leaf out of Trump’s book and boost manufacturing

19

18 September

Release

Proudly South African creates a foodie village at Delicious
Festival

20

25 September

Business Report Opinion/Column

Local viewing, listening should be a national choice

44

4.5.4) Media Visits/Engagements
To build and strengthen good working relationships with the media – and to promote good media coverage
of Proudly SA and its activities – the PR Manager and the PR officer had both formal and informal meetings,
networking sessions and or interactions with members of the media and/or advertising officials from the following
media platforms (among others).
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Online shop launch

Women in Leadership

KZN Media Tour

KZN Media Tour
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•
•
•
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Kaya FM
News24
Times Live
Kaya FM
News24
Times Live
702/CapeTalk
947 and KFM
VOW FM
Oudsthoorn Courant
Lesedi FM
The Star
Daily Voice
BizCommunity
Smile FM
Destiny Man
ENCA
Classic FM
Power FM
Algoa FM
IOL
Engineering News
iAfrica
Channel Africa
Citizen
CNBC Africa
Metro FM
Jozi FM
VCR 90.6
Thobela FM

The Star
Pretoria News
Sunday Independent
IOL
Impact Radio
Female Entrepreneur SA
Show Me South Africa

Phoenix Sun
Ozi Africa
Business Report
Brand South Africa
IOL
The Star

Lesedi FM
Hypress Live
IOL
Blue Cube Media
The Star
Hazelbird Post
Glamour
We are Le’Afrinique
Previdar
News Everyday

4.5.5) Social Media
Below is a table which illustrates Proudly South African’s following on social media platforms.
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06 Jul 2018

08 Aug 2018

10 Sep 2018

Facebook likes

14138

14237

14361

Facebook followers

14102

14206

14334

Twitter followers

154881

154696

156376

Instagram followers

2026

2105

2267

LinkedIn followers

225

237

255

4.6) Presentations
The Proudly SA CEO, Eustace Mashimbye made CEO-led presentations at various events and at various media
interviews. The aim of these presentations is to create awareness and to educate audiences about the Proudly
South African Campaign and what it stands for. Businesses/enterprises are also invited to support and join the
Proudly South African Buy Local Campaign.
The CEO-led presentations included, among others, the following:
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DATE

EVENT

VENUE

6 July 2018

BEVSA signing of guidelines

Dti Campus

24 July 2018

Western Cape Procurement Forum

Cape Town

25 July 2018

Western Cape Business Forum

Cape Town

3 August 2018

TUT Fashion Seminar

Tshwane

5 August 2018

Styled Launch

Centurion

13 August 2018

Dti Exco

Dti Campus

14 August 2018

Limpopo Provincial Forum

Limpopo

15 August 2018

Limpopo Business Forum

Limpopo

17 August 2018

Business in China Expo

Ekhuruleni

18 August 2018

GEP Awards

Sandton

21 August 2018

RSA made Launch

Johannesburg

27 August 2018

Nelspruit Procurement Forum

Nelspruit

28 August 2018

Nelspruit Business Forum

Nelspruit

(4.7)

Brand Management
During the quarter in review we introduced the new messaging ‘We buy local’. This message is designed
to rally consumers to be proud of purchasing local products and services and also encourages business
to buy local and to celebrate that. The message is clear and straight to the point. We have carried this
message in the above and below the line activities, using aesthetics and design cues to supplement
the message of buying locally.
With this message we will be able to collaborate with activities in which we are participating, this will
further entrench the messaging of buying locally.

ABOVE THE LINE
The new advert was featured on various print platforms, and encouraged consumers to celebrate their
heritage and support local. It is a call to action that has an emotive undertone to appeal to readers.
Wording was kept to a minimum and personalised per publication so that it resonates with the reader.

M U LT I C H O I C E C A M PA I G N
As part of our collaboration with Multichoice on the Creative Industry Business Forum,
Multichoice adverts focusing on supporting local productions and illustrating the extent of job
creation resulting from local shows were flighted extensively throughout September. This schedule
was also supplemented by messaging after local programmes, with a banner at the end of the show
promoting the job creation element.

48

DTI CAMPUS MARKETING
Inside and around the dti campus we have banners and billboard promoting our ‘We buy local’ messages. These
highly visible banners showcase the campaign to all visitors to the campus.

49

MEDIA 24 AGREEMENT - YOU/DRUM/
HUISGENOOT

50

MALL OF AFRICA DIGITAL SCREEN
ADVERTISING
As part of the buildup to the Heritage through Fashion Show we flighted a digital advert on digital
screens throughout the mall, accessing consumers in the period running up to the event.

BELOW THE LINE
The campaign has also been carried thorough on below the line platforms, including:
•
•
•

Edcon Fashion Show
Multichoice Creative Industry Forum
DStv Delicious International Food & Music Festival.

Our branding was showcased at these events with TVC adverts on in house screens as well as printed
banners showcasing our message for the quarter. The platforms allowed us to further emphasise the
brand message showing consumers the linkage between buying local and what they were seeing or
consuming. This included local tv, radio and film content in the creative industry during the sector
focused forum, local clothing ranges at the fashion show and local music and food at the DStv Delicious
International Food & Music Festival. The platforms have pushed the message at the same time as profiling
a specific local brand or brands.

51

Proudly South African adverts
The advert was printed on various print platforms including Tsogo sun magazine & Jet Magazine . The messaging
around the print advert directed consumers to celebrate their heritage and support local. It is a call to action that
has an emotive undertone that will appeal to the readers. We kept the wording to a minimum and personalized
the message so that it resonates with the reader.
The campaign utilises various print platforms to reach a mass audience and is designed in such a way that whilst
the wording of the message varies, the call to action as well as the look and feel of the ads is always the same Buy Local. Through this education process , Proudly SA aims to increase the uptake in locally manufactured goods
and services and promote the positive impact this action has on the country.
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53
53

Educate consumers
on the importance of
buying local (Local
Procurement Accord) –
Influencing “Buy Local”
purchase behaviour

Educate consumers
on the importance of
buying local (Local
Procurement Accord) –
Influencing “Buy Local”
purchase behaviour

Output

Performance Measure or Indicator

3 consumer activations:
*DSTV Delicious Festival
*702 Walk The Talk
*Fashion Show with
Edcon
*Interview held with
VowFM reached 100,000
youth.

*Participation in youth
*Youth targeted Campaign, incl. university *Participation in youth
targeted activities reaching activities during Q2 –
radio stations and other youth targeted
at least 750k youth
initiatives *Proudly SA CSI projects
reach of 250k youth

*Roadshows in at least 6
provinces annually

*Reach 2 million
Reached in excess of 2m
consumers during Quarter consumers through
2
*All Heritage Month
Activities
*Online shopping
platform launch.
*KZN Media Tour

*Multichoice Heritage
month localisation
campaign;
*Media 24 print
campaign (You, Drum
and Huisgenoot)

Reached in excess of 5
million consumers
through: *DSTV Delicious
Festival pre-event
advertising

Actual Achievement (Q2)

*3 roadshows were
planned for Quarter 2

*National Consumer Educational Road
show through Consumer Activations
(Education Through Edutainment);

Quarterly Milestone (Q2
target)

*Above-the-line – Buy Local *Reach 5 million
(Buy Back SA) activism
consumers during each
campaign reaching at least quarter
20 million consumers

Annual Target

*PR and Below the line activities through *PR & Below the Line
Activities reaching at least
Social Media, press releases, radio
interviews and other PR related activities; 10 million consumers per
annum;

To increase awareness of Proudly SA
(products and services), influence
purchase behaviour in favour of local
products, raise the profile of local
products and educate consumers on the
importance of buying local through:

* Above-the-line campaign, i.e. Top of
mind awareness through various
platforms incl. TV, radio, print, outdoor,
online and social media campaigns –
number of people reached;

To increase awareness of Proudly SA
(products and services), influence
purchase behaviour in favour of local
products, raise the profile of local
products and educate consumers on the
importance of buying local through:

Strategic objective/outcome

*Youth targeted
activities to be rolled
out as part of the
festive season
campaign in Q3 due to
limited budget

Reason for Variance

Performance for the period under review (1 July to 30 September 2018) - Performance against the Annual Performance Plan targets for the quarter

PERFORMANCE FOR THE PERIOD UNDER REVIEW

5
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Promoting Proudly SA logo
as a Country of Origin label
to improve fair and legal
trade

Output

Strategic objective/outcome

*School identified,
required project (Library)
finalised and sponsors
secured on Mandela Day
Reached in excess of 5
million consumers
through: *DSTV Delicious
Festival pre-event
advertising
*Multichoice Heritage
month localisation
campaign;
*Media 24 print campaign
(You, Drum and
Huisgenoot)

*One (1) CSI activity planned
for Q2

*At least 2 CSI projects per
annum

*Reach 5 million consumers
Above the line – Buy Local
(Buy Back SA) Activism
during each quarter
Campaign reaching at least 20
million consumers;

*Promotion of Eco-labelled
local products in the
agricultural sector in 3
provinces

Above-the Line Campaigns promoting the
Proudly SA logo as the Country of Origin
label. These include Radio Adverts, TV
Blurps, Print Banners, Street Posters, Social
Media Campaigns, Proudly SA Website.

*Introduction of Eco-labelling in specific
sectors (partnership with UNOPS)

At least one province
planned for Q2

*Promotion of standard
done in KZN

3 Heritage month
activities:
*Delicious Festival;
*Fashion show with Edcon
*KZN Media Tour

*Proudly SA CSI projects

*3 Proudly SA week
activities planned for Q2

*Roll out of at least 3 major
Proudly SA month activities
per annum

Participated in 4 expos:
*Business Show
*Small Business Expo
*DSTV Delicious Festival
*Manufacturing Indaba
(KZN)

*One presentation made
at TUT Pretoria to the
Fashion Faculty during Q2

Actual Achievement (Q2)

*Increased awareness of the buy-local
message in support of Heritage
Day/Week/Month

*At least 2 major expos per
quarter

Quarterly Milestone (Q2
target)
*2 campaigns planned per
quarter

*Participation in at least 8
major trade expos per
annum;

8 x Campus Radio interviews/
competitions or advertising
campaigns per annum

Annual Target

*Proudly SA
Events/Exhibitions/Expo’s/Villages at trade
expos;

Performance Measure or Indicator

*Installation of library
to be done during Q3
with the sponsors

Campus activities
moved to Q3 to form
part of the broader
Festive Season
campaign

Reason for Variance
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Educational roadshows
Increase buy-in and support for local
procurement by the public sector (all state
organs) through:

Increase procurement of
local products and services
in the public sector through
increased engagements
with the public sector.

Presentation at 1
government’s SCM forum
with Heads of
procurement from various
national government
departments

*Presentation at least 1x
SALGA member’s forum
and/or event;
*At least 1 summit to be held
per annum
*At least 1 Buy Local Expo
held per annum

*1-2 x day Buy Local Summit – focusing on
all state organs and business procurement

*1-2 x Day Buy Local Expo – of all SA
companies focusing on the priority Sectors Gallagher Estate – “Made in SA” Expo

* Provincial Public Sector
forums in at least 9 provinces

•

*At least 1 presentation to
SOEPF per annum

Annual Target

*Presentation at SALGA

*National, provincial and local departments
visits – engagement with procurement
officers

*Partnership with the dti, EDD, National
Treasury and provincial government
departments on education of procurement
officials on the implementation of the
public procurement regulations in support
of local procurement for designated sectors
in national, provincial & local government
departments and to monitor procurement
within the public sector

*Presentation to SOEPF (State Owned
Enterprises Procurement Forum) per annum

Performance Measure or Indicator

Output

Strategic objective/outcome

*N/A

*N/A

*Buy Local Summit planned
for Q4

*Buy Local Expo planned
for Q4

*N/A

3 Provincial sector
forums: *Mpumalanga
*Western Cape
*Limpopo

*N/A

*N/A

Actual Achievement (Q2)

*No presentation planned
for Q2

* 3 Provincial Public Sector
forum planned for Q2

*No presentations at
government SCM forum
planned for Q2

*No activity planned for Q2

Quarterly Milestone (Q2
target)

Reason for Variance
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National Educational road shows:
Increased buy-in and support for local
procurement by the private sector. Signing
of Partnership agreements/pledges with
BLSA, BBC and BUSA to commit to buying
locally produced products and services
through:

Increase procurement of
local products and services
in the private sector
through engagements with
Business (incl. BUSA, BBC
and BLSA)

*SA Premier Business Awards aimed at
rewarding SA companies that achieve high
levels of excellence in the course of doing
business

*Proudly SA Events/ Exhibitions/ Expo’s/
Villages at trade expos

*3 business forums
scheduled for Q2

*9 business
annum

*Business Forums with dti and other
strategic partners

* Co-hosting 1X annual SA
Premier Business Awards
event (as a partner to the dti)

* Participation in at least 8
major trade expos per
annum

per

*3 x sector specific forums
per annum

*Sector Specific Workshops

forums

*1 sector specific forum
scheduled for Q2

*At least 1 Buy Local Expo
held per annum;

1-2 x day Buy Local Expo – of all SA
companies focusing on the priority Sectors SCC – “Made in SA” Expo

*Awards scheduled for Q3

*2 trade expos scheduled
per quarter

*Buy Local Expo scheduled
for Q4 (March ‘19)

*Buy Local Summit
scheduled for Q4 (March
‘19)

*At least 1 summit to be held
per annum;

*1-2 x Day Buy Local Summit – focusing on
all state organs and business procurement

*1 partnership planned for
Q2

1 presentation planned for
Q2

Presentations to at least 2
business chambers and/or
associations per annum

*Partnerships with at least 2
major
retailers/manufacturers per
annum;

*1 presentation planned to
any of the targeted
organizations for Q2

Quarterly Milestone (Q2
target)

*1 presentation to each
BUSA, BBC and BLSA per
annum;

Annual Target

* Local Procurement Partnerships with large
retailers and /or manufacturers;

* Presentations to BUSA, BBC and BLSA
members plus Business Chambers;

Performance Measure or Indicator

Output

Strategic objective/outcome

*N/A

Participated in 4 expos:
*Business Show
*Small Business Expo
*DSTV Delicious Festival
*Manufacturing Indaba
(KZN)

3 Business forums:
*Limpopo
*Western Cape
*Mpumalanga

*Creative Arts Forum
hosted during Q2

*N/A

*N/A

*No partnership
concluded during Q2

Presented to 2
associations:
*SA Medical Devices
Association
*Cape Business Chamber

*Presentation made to
BLSA’s Council meeting

Actual Achievement (Q2)

*Negotiations
commenced with TFG,
but to be concluded
during Q3

Reason for Variance
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Brand Compliance and IP.
Effective management of
Proudly SA intellectual
property

Brand Management
Brand research Development of a
scientific basis for local
procurement

Output

Performance Measure or Indicator

Annual Target

Percentage of successfully executed
letters of demand and court actions
against identified transgressors

Bi-annual research, qualitative and
quantitative research results as well as
event or campaign dipstick surveys
outcomes;

*All identified irregular
users were sent letters
– 100%

*All members contacted
as part of the new and
renewals membership
compliance process –
100%
*Monitoring done by
Adams and Adams
weekly – 100%

*100% of all identified
illegal users sent letters

*100% (All) members
checked for compliance

*Monitoring of the use of
logo and phrase done
illegally – 100% contact
with all identified
companies

*Action/letters of demand
to all (100%) irregular
users of the Proudly SA
logo identified
*Annual compliance
review of all members

*Weekly monitoring with
Adams & Adams of
companies that are using
the Phrase and logo
illegally

*N/A

Actual Achievement (Q2)

*At least 4 dipstick surveys 4 Dipstick Surveys for:
planned for Q2
*Polokwane Forum
*Western Cape Forum
*Mpumalanga Forum
*Gauteng Creative Forum

Quarterly Milestone (Q2
target)
*No activity planned for
Q2

*At least 12 x Dipstick
surveys per annum
conducted at Proudly SA
events and exhibitions/
consumer outreach
campaigns and via the
website

Existence of an Economic Impact Study to Brand or Consumer
contribute to the increase in the uptake
Research to be undertaken
of local products and services and
at least once per annum
procurement by the public sector, private
sector and consumers;

Strategic objective/outcome
Reason for Variance
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*Official Database for Local
Products and Services to be
utilized by all South
Africans and all
Government entities when
procuring designated and
local products

Growing the database of
South African supplier
products and services for
local procurement

Partnership with
enforcement agencies

Output

Strategic objective/outcome

*Promotion of database to both the public
and private sector through workshops /
regular communique (this will include the
promotion of other SA Made Products as per
the designated sectors). Measured in terms
of how many public institutions reached
that are using the database.

*Promotion of Database - NATIONAL
CAMPAIGN to grow the number of companies
registering on the database.

*Develop partnerships with
Intergovernmental State enforcement
Agencies, i.e. SARS, CIPC, Customs, SAPS,
Hawks, Brand SA and – multi disciplinary
process with key stakeholders

piracy and illicit trading campaigns reaching
2 million people per annum;

*To prevent illegal imports, counterfeit
products, dumping of unsafe products and
under invoiced products through Below and
Above the line Anti-

Performance Measure or Indicator

*Promotion of database to at
least 2 business associations
or chambers

*Promotion of database to at
least 9 provincial business
forums

*Promotion of database to at
least 9 provincial publicsector forums

*500 new products and/or
services registered

Participation in the Nedlac
Task team on Anti-piracy at
least twice per annum

Annual Target

Presented to 3
associations:
*FASA
*SA Medical Devices
Association
*Cape Business Chamber

3 Business Forums:
*Mpumalanga
*Western Cape
*Limpopo

3 provincial business
forums planned for Q2

1 workshop with a business
association or chamber
planned for Q2

3 Public Sector Forums:
*Mpumalanga
*Western Cape
*Limpopo

*202 new products and/or
services registered

*Participated in 2 Nedlac
Task Team meetings
during Q2

Actual Achievement (Q2)

3 provincial public-sector
forums planned for Q2

100 new products and/or
services registered for Q2

Quarterly Milestone (Q2
target)
1 activity planned for Q2

Reason for Variance
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Strengthening Media
relations, PR and social
media

Output

Strategic objective/outcome

*Increase following on all
social media platforms by 5%
per annum
*Valentine’s Day activation
1 per year on Valentine’s day

*Major PR activation to increase awareness
about the campaign and the “Buy Local”
campaign

*Social Media activities daily

*Instagram following
increased by 5%

*Increase following on all
social media platforms by
5%

*This activation is scheduled *N/A
to take place during Q4 (Feb
’19)

*Daily updates done on
Twitter, Facebook &
Instagram resulting in an
increase in the number of
followers on all 3
platforms. The Proudly SA
Twitter account now has
465 953 followers and
Facebook has more than
42642 followers &
Instagram has more than
6398 followers

*N/A

*Eyewitness News
*Media Tour
*Business Report Lunch
*Online Media Launch

*20 press releases issued
(see PR section of the
report)

*100% achieved through
Newsclip.

Actual Achievement (Q2)

*Daily updates on Twitter,
Facebook and Instagram
done

No media meet & greet
At least 2 x Media meet &
greet networking sessions per networking session planned
annum
for Q2

*Increase following on social media
platforms and increase in publicity

*Daily communication on Twitter, Facebook
and Instagram. Increased activities during
campaigns

*4 media/editor’s meetings
per quarter

*Media engagement
*At least 16x individual media
engagements per annum

*Number of interactions with the media per
annum to increase the publicity and raise the
profile of Proudly SA. This is part of the
media relations strategy where the campaign
can discuss with the media tactical issues,
e.g. job losses in specific sectors as well as
strengthen relations with the media through
media breakfasts/lunches & media meetings
hosted by the CEO, Chairperson, board or the
PR Manager

Quarterly Milestone (Q2
target)
*100% of Daily monitoring
through Newsclip of all
coverage on Proudly SA

*6 press releases issued per
quarter

*Media Monitoring
Regular monitoring of media
reports coverage on Proudly
SA, its members and other key
stakeholders

Annual Target

* Number of published press releases
*Press releases
prepared per month (Regular communication At least 24 press releases per
in print media aimed at members, media,
annum
government departments, consumers and
other stakeholders)

*Daily, weekly, monthly monitoring of media
coverage on the campaign and analysis
thereof

Performance Measure or Indicator

*Twitter and Facebook
following are all on a
high base.

Reason for Variance
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Number of members recruited and
retained

Percentage of processing of all financial
transactions done accurately and
correctly at all times

Approved annual strategic risk register
and quarterly risk management reports

Financial Management:
Proper processing of all
financial transactions on
SAP and maintenance of
records and supporting
documents for audit
purposes in compliance
with relevant standards

Risk Management

Performance Measure or Indicator

Retention and
Recruitment Members

Output

Strategic objective/outcome

100% compliance

100% compliance

*100% accurate and
correct processing of all
financial transactions
during each quarter

*80% of all members due
for renewal renewed
membership

*Retain at least 80% of all
members due for renewal
for the year

100% accurate and correct
processing of all financial
transactions - unqualified
opinion and clean audit
reports for 2017/18
financial year end audit –
Annual Financial
Statements

*50 new members
recruited during the
quarter

Quarterly Milestone (Q2
target)

*Recruit at least 200 new
members for the year

Annual Target

Risk Register finalized
and updated for the
quarter

*All financial
transactions correctly
and accurately
processed during Q2

*68% of all members
due for renewal,
renewed their
membership

*57 new fully paid up
members recruited

Actual Achievement (Q2)

*The long turnaround
times with renewals
in some instances
impact negatively on
the renewal rate,
where a lot of the
renewal processes
will be concluded
during Q3

Reason for Variance
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Extent (Percentage) of alignment of the
functional organogram with the approved
strategy
*Percentage of critical positions filled

Human Resources
Management:
Organisational structure is
always aligned to
organisational strategy

ISO 9001-based system in place and
organisational activities in line with the
system policies, processes and
procedures

Comply with SARS, Employment Equity,
and Occupational Health and Safety
requirements

Quality Management
System in place

Compliance to Statutory
Requirements

Performance Management Performance management system to set
and evaluate performance targets and
levels every 4 months

Performance Measure or Indicator

Output

Strategic objective/outcome
Quarterly Milestone (Q2
target)
*Organogram fully
aligned (100%) to the
strategy in Q2

Actual Achievement (Q2)

100% compliance

Make monthly, mid-term
100% compliance
and annual submissions
with relevant institutions to
fully comply with SARS,
Employment Equity, and
Occupational Health and
Safety requirements

Migrate to ISO9001 of 2015
Standard and monitor
continued compliance to
the requirements

100% compliance

100% compliance

*All (100%) critical positions *All (100%) critical
*All critical positions
filled at all times
positions filled during the filled during the quarter
quarter
100% compliance
Performance Agreements
100% compliance
signed and all personnel
assessed every 4 months
during a 12-months
Performance Cycle that runs
from August 2017 to July
2018.
Performance across all
departments is not lesser
than 70%

*Organogram with positions *100% alignment of
informed by the
organogram to the
organisational strategy and strategy in every quarter
aligned completely

Annual Target

Reason for Variance
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Does the audit committee consist of at least 3 persons?
Does the audit committee meet at least twice a year?

Does the audit committee operate in terms of written terms
of reference?
Are the terms of reference reviewed at least annually to
ensure its relevance?

77(b)

TR 27.1.6

TR 27.1.6

Does the public entity have:
an effective, efficient and transparent system of financial
and risk management and internal control?

77(a)

Internal Control

Have the powers entrusted or delegated to the accounting
authority been delegated to other officials within the public
entity?

Is the audit committee a sub-committee of the accounting
authority?

51(1)(a)(i)

4.

Delegations of Authority

In the case of a 3A or 3C public entity, has a chief financial
officer been appointed to head the finance division?

TR 27.1.1

56(1)

3.

Chief Financial Officer

In terms of section 49(3) the relevant treasury, in
exceptional circumstances, may approve that a functionary
other than the board or CEO be the AA of the public entity.
In this regard, has the Auditor-General been informed in
writing of any such approval or instruction?

ACTION

A system of internal audit under the control and direction
of an audit committee complying with and operating in
accordance with regulations and instructions prescribed in
terms of sections 76 and 77?

TR 27.3.1

2.

Accounting Authority

DESCRIPTION

51(1)(a)(ii)

49

SECTION

1.

NO.

Corporate Management

PFMA AND TREASURY REGULATIONS CHECKLIST

6

X

X

X

X

X

X

X

X

X

YES

NO
X

N/A

The terms of reference are reviewed by
the Audit committee annually

There are approved terms of reference
for the Audit and Risk committee

The committee meets at least twice a
year annually and met 3 times in the
previous financial year

The audit committee has at least 4
members

The audit committee is a subcommittee of the Board

There is an outsourced internal audit
function due to the size of the
organisation and it reports to the Audit
committee and complies with the
provisions of sections 76 and 77

The policies and processes are in line
with best practice and are being
modified where required to fully
comply with the PFMA

There is a Schedule of Delegated
Authority in place and this has been
approved by the Board

There is a Chief Financial Officer even
though Proudly SA is not a public entity

The Board is the Accounting Authority
of Proudly SA

COMMENTS

63
63

NO.

X

X
X
X

X

The adequacy, reliability and accuracy of financial
information provided to management and other users of
such information
Any accounting and auditing concerns identified as a
result of internal and external audits
The entity’s compliance with legal and regulatory
provisions
The activities of the internal audit function, including its
annual work programme, co-ordination with the external
auditors, the reports of significant investigations and the
responses of management to specific recommendations;
and
Where relevant, the independence and objectivity of the
external auditors.

•

•
•
•

•

Does the audit committee meet annually with the AuditorGeneral or external auditor to ensure that there are no
unresolved issues of concern?

X

The risk areas of the entity’s operations to be covered in
the scope of internal and external audits

•

TR 27.1.13

X

The effectiveness of internal audit;

•

X

X

X

The effectiveness of internal control systems;

YES

•

Does the audit committee review the following:

ACTION

Does the audit committee report and make
recommendations to the accounting authority?

DESCRIPTION

TR 27.1.10(a)

27.1.8

SECTION

NO

N/A

The Audit committee meets with the
external auditors prior to and after
completion of external audits

The Audit committee does report and
make recommendations to the Board on
a quarterly basis

The Audit Committee considers and
approves the Audit plans of both the
outsourced Internal and External Audit
functions which detail all the
information referred to herein, as well as
all the findings and recommendations of
the auditors in respect of this

COMMENTS

64
64

NO.

TR 27.2.10

•
•
•

•
•

The information systems environment;
The reliability and integrity of financial and operational
information;
The effectiveness of operations;
Safeguarding of assets; and
Compliance with laws, regulations and controls

Does the internal audit function evaluate the following:

Does the internal audit function report to the audit
committee detailing its performance against the plan?

Has the internal audit function prepared a three-year
strategic internal audit plan based on the risks facing the
public entity?

TR 27.2.7

If there is a risk management strategy, is it communicated
to all employees?

•

Is internal audit conducted in accordance with standards set
by the Institute of Internal Auditors?

Does the public entity have a risk management strategy
(including a fraud prevention plan) to direct internal audit
effort and priority and to determine the skills required of
managers and staff to improve controls and to manage
these risks?

•

TR 27.2.6

Are risk assessments conducted regularly to identify the
public entity’s emerging risks?

•

ACTION

Are the purpose, authority and responsibility of the internal
audit function defined in an audit charter?

DESCRIPTION

TR 27.2.5

TR 27.2.1

SECTION

Risk Assessment is done annually
and the Risk Register is updated
annually and reviewed quarterly
The company has a Risk
Management Strategy and this
informs the Risk Management
Register. There is an approved
Fraud prevention plan and
Whistleblowing policy
All staff participate in the
organisational Risk Management
workshops

As part of the annual Internal audit
plans, the areas referred to herein, are
included for audits. They are therefore
evaluated (audited) annually and
reported once these specific audits are
concluded

All internal audit reports are tabled at
the Audit Committee and the Auditors
report to the committee on all their
work, including tabling their quarterly
progress against the approved audit
plan
X

X

The Internal Audit plan approved by the
Audit committee is a rolling 3-year plan

The purpose, authority and
responsibility of Internal Audit is
contained in the Internal Audit charter

•

•

•

COMMENTS

X

N/A

Internal Audit is conducted in
accordance with required standards,
and this is checked when the internal
auditors are appointed

NO

X

X

X

X

X

YES
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5.

NO.

Is the Executive Authority, Auditor-General and relevant
treasury advised if any criminal charges that have been laid
against persons for financial misconduct?
Is the Executive Authority, Auditor-General and relevant
treasury provided with a schedule detailing:

TR 33.2.1

TR 33.3.1

•
•

The outcome of any disciplinary hearings and/or
criminal charges;
The names and ranks of employees involved; and
The sanctions and any further actions taken against
these employees.

If so, was the investigation instituted within 30 days?

TR 33.1.2

•

Have any employees of the public entity committed financial
misconduct?

Contravened or failed to comply with a provision of the
PFMA
Committed an act which undermined the financial
management and internal control system of the public
entity
Made or permitted irregular or fruitless and wasteful
expenditure

TR 33.1.1

•

•

•

Have effective and appropriate disciplinary steps been taken
against any employee of the public entity who has:

ACTION

Has the accounting authority been found guilty of an offence
or is there any investigation pending relating to the willful or
negligent failure to comply with the provisions of sections 50,
51 or 55?

Financial Misconduct

DESCRIPTION

86(2)

51(e)

SECTION

YES

X

X

X

NO

If any criminal charges are instituted for
financial misconduct, the Executive
Authority will be advised accordingly
The reports on any disciplinary hearings
held are reported to the Accounting
Authority through the relevant
subcommittee (HR and Remunerations
Committee).

X

No employee has committed any of the
offences listed herein

COMMENTS

X

X

N/A

66
66

1.

NO

TR 29.1.1

52

SECTION

Annual budget, corporate plan and
shareholder's compact by Schedule
2 public entities and government
business
enterprises

DESCRIPTION

PFMA for Public Entities: Planning and Budgeting

a corporate plan in the prescribed format covering
the affairs of that public entity or business
enterprise for the following three financial years,
and if it has subsidiaries, also the affairs of the
subsidiaries.

•

A financial plan addressing

•

o
o

revenue, expenditure and borrowings;
asset and liability management cash flow
projections;
capital expenditure programmes; and
dividend policies

a materiality/significant framework, referred to in
Treasury Regulation 28.1.5;

•

•
•

o
o

strategic and business initiatives as embodied in
business function strategies;
key performance measures and indicators for
assessing the entity’s performance in delivering
the desired outcomes and objectives;
a risk management plan;
a fraud prevention plan;

•
•

strategic objectives and outcomes identified and
agreed upon by the executive authority in the
shareholder’s compact;

•

Does the corporate plan include the following:

a projection of revenue, expenditure and
borrowings for the financial year in the prescribed
format; and

•

Did the accounting authority submit the following to the
relevant treasury and to the accounting officer of the
department at least one month before the start of the
public entity’s financial year:

ACTION

X

X

X
X

X

X

X

X

X

YES

NO

N/A

•

•
•
•

•

•

•

•

This is part of the corporate
plan submitted to the Executive
Authority after approval by the
Board as the Accounting
Authority

Risk Management plan exists
Fraud prevention plan approved
Materiality is determined prior
to and during external audits

This is built into the approved
strategic plan

The approved strategic plan and
business plan has been
submitted to the dti as the
Executive Authority

The Board has approved the
Strategic Plan and it was
submitted to the dti and a
Business plan was developed
based on the approved
Strategic plan.

The budget and cash flow for
the financial year were
submitted to the dti on time

COMMENTS

67
67

2.

Was the final strategic plan submitted to the executive
authority before 1 April?
Does the strategic plan:

TR 30.1.2

TR 30.1.3

Is the strategic plan updated on an annual basis?

•

cover a period of three years;
include objectives and outcomes as
identified by the executive authority;
include multi-year projections of revenue and expenditure;
include performance measures and indicators for assessing
the public entity’s performance in delivering the desired
outcomes and objectives; and
include the materiality/significant framework, referred to in
Treasury Regulation 28.1.5.

Did the accounting authority submit a proposed strategic plan
to the executive authority for his or her approval at least six
months before the start of the financial year of the department
designated by the executive authority?

TR 30.1.1

•
•
•
•
•

Did the public entity budget for a deficit or accumulate a
surplus without approval of the National Treasury?

53(3)

Did the accounting authority submit a budget to the executive
authority for his or her approval at least six months prior to
the start of the financial year of the department designated by
the executive authority?

X

X

X

X

X
X

X

X

X

If yes, does the shareholders compact document the mandated
key performance measures and indicators to be attained as
agreed between the accounting authority and the executive
authority?

Was the budget submitted to the executive authority via the
accounting officer of the department designated by the
executive authority?

Annual budgets by non-business
Schedule 3 public entities

X

Does the public entity conclude a shareholder's compact with
the executive authority on an annual basis?

53(2)

53(1)

TR 29.2.

X

X

X

The Strategic plan approved by the Board
does cover all the areas as required by the
Treasury Regulations

Final strategic plan submitted as per
requirements contained in the MoA

Specific to Schedule 3 non business
entities and not applicable to Proudly SA,
however a strategic plan was submitted as
per the MoA

Specific to Schedule 3 non business
entities and not applicable to Proudly SA
however, Proudly SA does not budget for a
deficit

Specific to Schedule 3 non business
entities and not applicable to Proudly SA,
however Proudly SA does submit its
budget to the dti as per the MoA

Specific to Schedule 3 non business
entities, however Proudly SA does submit
its budget to the dti as required as per the
MoA

The draft MoA does detail the key
performance measures and the indicators
to be attained

A memorandum of Association (MoA) has
been concluded and signed with the dti

68
68

1.

NO.

•

•
•

•

•
have an appropriate procurement and provisioning
administration system, which is fair, equitable,
transparent, competitive and cost-effective?
have a system for properly evaluating all major
capital projects prior to a final decision on the
project?
collect all revenue due?
Have mechanisms in place to prevent irregular and
fruitless and wasteful expenditure?
Manage available working capital efficiently and
economically?

Does the public entity:

51(1)

ACTION
Has the public entity submitted a written assurance to the
transferring department to the effect that the entity has and
maintains effective, efficient and transparent financial
management and internal control systems?

DESCRIPTION

38(1)(j)

SECTION

PFMA for Public Entities: Management of Working Capital

X

X
X

X

X

YES

NO

X

N/A

There are currently no major capital
projects

The procurement system is in line with
section 217 of the constitution, and is fair,
equitable, transparent, competitive and
cost-effective. The SCM policy has been
revised to ensure full compliance with the
PFMA and has been approved by the Board

A written assurance is submitted to the dti
in the form of a letter confirming
compliance with Section 38(1)(j) of the
PFMA on a quarterly basis

COMMENTS

69
69

NO.

TR 32.1.1

TR 29.1.3
TR 29.1.6

SECTION

DESCRIPTION

Information on proposed foreign borrowing (national
entities)
Short and long term borrowing;
Borrowing in relation to a pre-approved corporate plan
The maturity profile of the debt;
The confirmation of compliance with existing and
proposed loan covenants;
Debts guaranteed by the government;
Motivations for government guarantees, if required; and
The executive authority’s approval of the borrowing
programme, if required by the legislation in terms of
which the entity was established.

•
•
•
•
•
•
•
•

•
•

Information on proposed domestic borrowing;

•

Was approval obtained from the Minister of Finance?
Was the debt repaid within 30 days from the end of
the financial year?

Did the public entity borrow money for bridging purposes?
If yes:

The terms and conditions on which the money was
borrowed?

•

If a borrowing programme was submitted, did it include?

Did the public entity submit a corporate plan and
borrowing programme to the relevant treasury?
(Schedule 2, 3B and 3D entities only)

ACTION

YES

X

NO

X

X

X
X
X
X
X
X
X
X
X
X

X

N/A

No money borrowed by the campaign for
any purposes, including for bridging
purposes

Proudly SA is not a Schedule 2, 3B or 3D
entity and does not borrow any funds

COMMENTS

70
70

2.

1.

NO.

55

Annual report and financial statements

•

•

•

An annual report on the activities of the public entity
during that financial year;
The financial statements for that financial year after
the statements have been audited;
The report of the auditors on those statements.

Did the public entity submit the following to the relevant
treasury, executive authority and Auditor-General within 5
months from the end of the financial year:

Has the public entity established procedures to report
quarterly to the executive authority in relation to progress
made against achieving the targets set out in the strategic
and corporate plan?

TR 29.3.1
TR 30.2.1

Does the public entity submit information on its actual and
projected revenue and expenditure to the designated
accounting officer within 30 days from the end of each
quarter? (Schedule 3A and 3C entities)

ACTION

Does the public entity report quarterly to the executive
authority (via the designated accounting officer) on the extent
of compliance with the PFMA and Treasury Regulations?
(Schedule 3A and 3C public entities)

Quarterly Reporting

DESCRIPTION

TR 26.1.2

TR 26.1.1

SECTION

PFMA for Public Entities: Reporting

X

X

X

X

X

X

YES

NO

N/A

The Annual Report, Annual Financial
Statements and the Auditors report on
the financial statements, are all
submitted to the dti on time, as required
in the MoA

Proudly SA is required in the MoA to
submit quarterly reports to the dti, as
per the template provided. The quarterly
report sets out the progress made
against achieving the set targets as
contained in the APP

Proudly SA is not a Schedule 3A or 3C
entity, but does submit quarterly reports
with the required information to the dti

Proudly SA is not a Schedule 3A or 3C
entity, but does submit quarterly reports
with the required information to the dti
as per the MoA (30 days from the end of
each quarter)

COMMENTS

71
71

NO.

Any criminal or disciplinary steps taken as a
consequence of such losses or irregular expenditure
or fruitless and wasteful expenditure;
Any losses recovered or written off;
Any financial assistance received from the state and
commitments made by the state on its behalf;
The financial statements of subsidiaries.

•

Did the audit committee comment on its evaluation of the
public entity’s financial statements?

TR 27.1.10

X

X

If no, did the executive authority table an explanation in
the Legislature setting out the reasons why the annual
report and financial statements were not tabled?

X

N/A

X

X

X
X

X

NO

Did the executive authority table the annual report and
financial statements within one month after the accounting
authority received the audit report?

•

•
•

Any material losses through criminal conduct and
any irregular expenditure and fruitless and wasteful
expenditure that occurred during the financial year;

•
X

X

Does the public entity’s annual report and financial
statements fairly present the state of affairs of the public
entity, its business, its financial results, its performance
against predetermined objectives and its financial position
as at the end of the financial year concerned?
Does the annual report and financial statements include:

YES

ACTION

Does the annual report contain a disclosure to the effect
that the audit committee has adopted a formal terms of
reference

DESCRIPTION

TR 27.1.7

65

SECTION

The Audit committee does comment on
the public entity’s financial statements
in the AFS contained in the Annual
Report

This disclosure was included in the
Governance section in the Annual
Report as the audit committee has an
approved set of Terms of references

The Executive Authority is not obliged
to table this as Proudly SA is not a
public entity, however the Annual
report is submitted to the dti to enable
the Minister to table this if the need
arises

Proudly SA does not have any
subsidiaries

No material losses incurred through
criminal conduct and fruitless
expenditure (penalties) incurred during
the previous financial year reported as
such
No criminal charges instituted as no
such loss was incurred

The Annual Report and Annual
Financial Statements fairly presents
the information referred to herein

COMMENTS

72
72

NO.

Has your public entity adjusted its financial year in
accordance with the table in TR 28.1.3?
Does the annual report provide details of the
materiality/significant framework applied during the
financial year?

TR 28.2.1

Fees for services as a director or executive member;
Basic salary;
Bonuses and performance related payments;
Sums paid by way of expense allowances;
Contributions made to any pension fund, medical aid,
insurance scheme, etc.;
Any commission, gain or profit sharing arrangements;
Any share options, including their strike price and
period; and
Any other material benefits received.

TR 28.1.3

•

•
•

•
•
•
•
•

If yes, to above, does the disclosure include?

ACTION

TR 28.1.2

DESCRIPTION
Does the financial statement include a report by the
accounting authority that discloses the emoluments of all
directors and executive members of the public entity and
its subsidiaries?

SECTION

TR 28.1.1

X

X
X
X
X
X

X

YES

NO

X

X

X

X

N/A

Not applicable, as Proudly SA’s financial
year is in line already – 31 March

No commission, gain or profit sharing
applicable
No share options as there is no
shareholding
No other material benefits received by
the directors and executive members

COMMENTS

73
73

1.

NO.

51(1)(b)(iii)
TR 31.1

SECTION

Cash Management

DESCRIPTION

ACTION

X

X

X
X

X
X
X

Collecting and banking revenue promptly making payment
no earlier than necessary with due regard for efficient,
effective and economical programme delivery and the
public entity’s normal terms for account payments;
Avoiding prepayments for goods and services unless
required by the contractual arrangements with the
supplier;
Accepting discounts to effect early settlement;
Pursuing debtors with appropriate sensitivity and vigor to
ensure that amounts receivable by the public entity are
collected and banked promptly;
Accurately forecasting the public entity’s cash flow
requirements;
Timing the in and out flow of cash;
Recognizing the time value of money, i.e. economically,
efficiently, and effectively managing cash;

•

•
•

•
•
•

YES

•

Are systems, procedures and processes in place in the
public entity to ensure efficient and effective banking and
cash management, which includes?

PFMA for Public Entities: Cash Management, Banking and Investment

NO

N/A

Proudly SA is not a public entity but
conforms to best practice as prescribed by
the PFMA and Treasury Regulations for its
banking and cash management

COMMENTS

74
74

TR 31.2.1

TR 31.3.1
TR 31.3.2

3.

SECTION

2.

NO.

Investment

Banking

DESCRIPTION
Taking any other action that avoids locking up money
unnecessarily and inefficiently, such as managing
inventories to the optimum level for efficient and
effective programme delivery, and selling surplus or
under- utilized assets;
Performing bank reconciliations at least weekly;
Making regular cash forecasts; and
Alignment of the approved budget with monthly cash
flows;
Variance analyses of actual cash flow with the
approved budget

•

•
•
•

•
•
•

selection of counter-parties through credit risk analyses;
establishment of investment limits per institution;
establishment of investment limits per investment
instrument;
monitoring of investments against limits;
reassessment of investment policies on a regular basis;
reassessment of counter-party credit risk based on credit
ratings; and
reassessment of investment instruments based on
liquidity requirements.

If yes to the above, does the investment policy include the:

Does the public entity have an investment policy?

Does the public entity submit a list of all its banking accounts
to the National Treasury by 31 May of each year?

•

•
•
•

•

ACTION

X

X

X
X

X

YES

NO

X

X

N/A

The Proudly SA campaign does not have
enough long term cash reserves to
enable it to invest. Any surplus funds are
placed in Call accounts with the highest
rate of returns, as negotiated with the
banking institution where the funds are
kept.

The campaign submits its list of bank
accounts to the dti as per the MoA

COMMENTS

75
75

As at 30 June 2018

PROGRESS ON ACTIONS IN THE RISK REGISTER

7

76
76

77
77

Completeness of operating expense as invoice not recorded on the general ledger

Invoice recorded in the incorrect accounting period

Supplier invoiced Proudly SA amount higher than the signed trade exchange
agreement

Accuracy of leave days used to accrue for leave pay

Reassessment of useful lives incorrectly calculated

Assets not tagged on the fixed asset register

Minutes of meeting not signed by the respective chairpersons

Duplicate invoices recorded in the general ledger

Incorrect aging of the creditors balances as payments are incorrectly allocated

Balance as per the creditor’s statements does not agree to the age analysis

Incorrect apportionment of revenue received in the current year and revenue
received in advance

No Sponsorship agreements in place for revenue received

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

12,

Finding

1.

No.

Contracts will be signed between Proudly SA and sponsors

AFS were adjusted accordingly AND a process was developed and
implemented to address the audit finding

Additional information was provided to the auditors to resolve this finding
Management will ensure that creditors’ reconciliations are performed on a
regular basis and all variances are immediately resolved

This is SAP problem and the SAP service provider has been advised of the
problem and they are in the process of resolving the
problem

AFS were adjusted accordingly

Minutes have since been signed
The Board secretariat will ensure that all minutes of meeting are signed by
the respective chairpersons

All identifiable items will be tagged

AFS were adjusted accordingly

Management will ensure that a regular reconciliation is performed between
the leave schedule and leave forms and the accrual calculation is accurate
and complete.

AFS were adjusted accordingly
Management will ensure that supporting documents are reviewed against
invoices supplied for payment before being processed.

AFS were adjusted accordingly
Management will ensure that all transactions are recorded in the correct
financial period, and that adequate internal control processes are put in
place to identify such transactions.

AFS were adjusted accordingly.
Management will ensure that all invoices are recorded in the accounting
records on the accrual basis

Corrective Action (Plan)

PROGRESS AGAINST POST-AUDIT IMPLEMENTATION PLAN

8

Completed

Completed

Completed

In progress

Completed

Completed

Completed

Completed

Completed

Completed

Completed

Completed

Status

78
78

9,100,001

Total Income

Total Expenditure

Capital Expenditure & IT

Marketing costs

Membership costs

Administrative costs

HR and Staffing costs

8,655,769

166,950

1,967,500

114,443

1,477,161

4,929,715

0

Other Income

EXPENDITURE

300 000

0

8,000,000

800,001

Sponsorship

Project based funding - UNOPS

Grant – the dti

Membership Fees

INCOME

Description of item

Budget for the
quarter (Q2)
Rands

8,850,301

120,187

2,900,399

38,307

968,941

4,822,467

9,185,026

18,439

300,000

0

8,000,000

866,587

Actual for the
quarter (Q2)
Rands

(194,532)

46,763

(932,899)

76,136

508,220

107,248

85,025

18,439

0

0

0

66,586

Variance for the
quarters (Q2)
Rands

(2%)

28%

(47%)

67%

34%

2%

1%

100%

0%

0%

0%

8%

% Variance

Financial report - expenditure vs budget (Quarter 2 July - 30 September 2018)

FINANCIAL REPORT

9

Timing nature of certain cost
elements

Timing nature of certain cost
elements

Cost cutting exercise undertaken

Timing nature of certain cost
elements

Timing nature of certain cost
elements

Interest income & sale of
promotional items

Inclusive of Trade exchanges

Reason for Variance

47,639,000

1,223,800

18,732,426

457,773

6,561,143

20,663,858

47,639,000

0

13,700,000

0

30,739,000

3,200,000

Annual Budget
Rands

18,449,737

316,501

5,598,619

136,660

2,382,001

10,015,956

27,135,991

29,971

750,000

493,420

24,000,000

1,862,600

YTD Actual
(30 September
2018)
Rands

(29,189,263)

(907,299)

(13,133,807)

(321,113)

(4,179,142)

(10,647,902)

(20,503,009)

29,971

(12,950,000)

493,420

(6,739 000)

(1,337,400)

YTD Variance
(30 September 2018)
Rands

@ProudlySA

79
79

www.proudlysa.co.za

