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1
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.

SAPS

South African Police Service.

SARS

South African Revenue Service.

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 Local Procurement Summit & Expo.
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EXECUTIVE SUMMARY
This report covers the period 1 October – 31 December 2019 and focuses on
various highlights during the period:

In addition to the continued and busy activities
of the marketing department, the Executive and
CEO of Proudly SA have continued to represent
the buy local movement at institutional and
organisational level, with presentations, panel
participations and one on one meetings.

First Monday Working Group in October and
November on the significant progress it has
made in this regard.
Working together with SARS in a series of
Customs and Excise industry specific forums,
aimed at assisting industries, our head of
Membership, Legal & Compliance, Ms Jeannine
van Straaten engaged with 11 different sectors,
namely alcohol, footwear, clothing and
textiles, petroleum industries, poultry, tyre
manufacturers, scrap metal, the downstream
steel sector, tobacco industry, plastics and sugar
industries about the impact of illicit and illegal
imports on local companies operating in these
sectors. At industry body levels we continue
to work closely with the poultry and related
agro-processing sector, with the automotive
sector and with CTFL manufacturers.

The CEO presents at each of the provincial
business and public sector forums, of which
there were two in the quarter in review, in the
Eastern and Northern Cape. The public sector
procurement forums put the emphasis on
the roles and responsibilities of public sector
supply chain officials in respect of the PPPFA,
and the role of Proudly SA’s tender monitoring
system. During the quarter under review,
we pulled 329 tenders through our tender
monitoring system, of which 98 were identified
as tenders for designated items, of which 65
(66%) were fully compliant, 15 (15%) partially
compliant and 18 (19%) non-compliant.

Proudly SA continues to enjoy a close
relationship with a number of unions and during
the quarter in review made presentations to
all NEDLAC labour federations namely NULAW
(Fedusa), COSATU and NACTU.

Private sector forums put the emphasis
on capacitating small businesses and on
introducing them to provincial and national
structures and bodies that regulate the SMME
sector and who can also provide financial
and non-financial support programmes to
them. In addition, business forums serve as
a membership recruitment opportunity and
delegates are given a testimonial by an existing
local member on the benefits of joining the
buy local campaign.

The importance of the youth consumer
market cannot be underestimated and so
the partnership agreement reached between
WearSA and Proudly SA during this quarter
is important both in its reach to university
campuses around the country as well as to
the CTFL sector specifically. The roll out of
activations will extend into 2020.

As a follow up to the 2018 Jobs Summit, Proudly
South African has continued to solicit renewed
commitments and to confirm new promises of
increased localisation by local corporations.
The campaign’s CEO presented twice during
the quarter in review to the Presidential
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Consumer awareness activations are an
important part of our work and during the
quarter in review we undertook two ‘pop up
markets’ which combined reached over 5 000
consumers. In both cases the markets had a
dual purpose, taking place in the SABC Radio
Park foyer in Johannesburg and The Foschini
Group head office in Parow, Western Cape.
Employees of both partner companies were
exposed to the range of products and services
that Proudly South African represents and
those members that participated were given
an access to market sales opportunity. In total,
14 member companies took advantage of this
sales platform.

have to tailor very specific value proposition
packages, which are very different from those
offered to SMMEs. That they understand the
collective benefits to the campaign, themselves
and the country of being part of the buy local
movement is testament to the work we are
doing with big business in the country. New
members recruited during the quarter include
MaraPhones, Mr Price, Italtile, Trellidor and the
Beier Group.
As the quarter and calendar year closed,
planning for our annual flagship Buy Local
Summit & Expo in March 2020 was well
underway, with plans to expand the Gauteng
property into KZN in June of 2020 with a
provincial edition of the event.

At a time of year when many South Africans have
both surplus time and money, we undertook a
digital and out of home advertising campaign
around buying local over the festive season.
South Africans are estimated to have spent
an additional 37% of household expenditure
on groceries and 20% over their usual budget
on gifts. Proudly SA messaging encouraged
consumers to be aware of labels of origin
and to make the choice to buy local over the
holiday season.

Despite the third quarter including the
traditionally slow December month, Proudly
SA’s activities continued unabated during
the quarter in review, making a significant
impact on public, private and consumer sector
awareness.

Our membership base continues to grow and
we are gratified at the level of support we are
getting from large corporations, for whom we
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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) ANNUAL GENERAL MEETING
The Proudly SA Board is required to hold an Annual General Meeting where the Board reviewed the
following for the financial year under review:
•

The Director’s report as presented by the Chairman of the Board;

•

The Annual Report for the year;

•

The Annual Financial Statements;

•

The confirmation of directors to serve on the Board in the ensuing year;

•

The confirmation of the appointed auditors for the company;

•

The work done by each of Board sub-committees during the financial year.

3.2) BOARD MEETING
The Proudly SA Board of Directors met on 26 November 2019 and considered the following:
•

The Chairman provided a report on the engagements that he had undertaken during the period under
review, this included presentations at the NACTU Shop Steward Workshops.

•

The Board reviewed the outcomes of the Board Strategy Session.

•

The Board received the Board Evaluation Report and agreed to closely review the findings over the
coming months.

•

The Board agreed to changes to the Membership Fee Policy to allow for increased discounts to members
to pay membership fees over an extended time. The CEO would report any special discretions to the
Board.

•

The Board considered reports from the Subcommittees.

•

The Board considered the Management Accounts and Cash Flow.

3.3) AUDIT AND RISK COMMITTEE
The members of the Audit and Risk committee held their meeting on 15 November 2019 and the meeting
considered the following:
•

The Committee considered the Internal Audit Report on IT Governance

•

The Committee closely considered the Board Evaluation Report and referred it to the Board.

•

The Committee received and approved the Internal Audit Plan including the cost.

•

The Committee received and evaluated the quarterly Risk Register.
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3.4) Finance and Procurement Committee
The members of the Finance and Procurement committee held their meeting on 14 November 2019 and
the meeting considered the following:
•
•
•
•
•

The Committee recommended that a new resolution as required by SARS be drawn up to be signed by
all Board Members;
The Committee received a report on the Sponsorship Roadshow for the 2020 Buy Local Summit and
Expo;
The Committee received Managements request to offer longer payment terms for Membership Fees;
The Committee thoroughly evaluated the Management Accounts and sought reassurance from
Management that no activities were undertaken if the funds were not available;
Management suggested proposed changes to the SCM Policy for the Committee to consider, to which the
Committee agreed.

3.5) MEMBERSHIP, MARKETING AND COMMUNICATIONS COMMITTEE
The members of the Membership, Marketing and Communications Committee held their meeting on 15
November 2019 and the meeting considered the following:
•
•
•

•
•

The CEO reported on the outcomes of the Presidential Working Committee Meeting;
The Committee received the Membership Report and noted the growth in membership despite the
current economic conditions;
The Committee considered Management’s request to allow longer payment terms for members and to
allow the CEO to offer higher discounts to members who wanted to be members but were not able to
pay the membership fee. The Committee deliberated on the request and agreed to refer it to the Board;
The Committee received the Tender Monitoring Report for the quarter;
The Committee received the Marketing Report on activities held during the quarter.

3.6) HR AND REMUNERATIONS COMMITTEE
The members of the HR and Remunerations Committee held their meeting on 14 November 2019 and the
meeting considered the following:
•
•

•
•

The Committee received and noted reports on Staff Profile, Movements, Training and Development as
well as Staff Retention;
The CEO suggested changes to the Organogram. This included a new position, Chief Officer: Strategy,
Stakeholder Relations and Legal which would replace the Chief Officer: Membership, Legal and
Compliance position on the structure;
The Membership Manager position would be retained but would report directly to the CEO.
The Committee received detailed reports on Staff performance and the received a request for the
payment of annual Staff performance-based Bonus which the Committee agreed to recommend to the
Board.

3.7.) SOCIAL AND ETHICS COMMITTEE
The members of the Social and Ethics Committee did not meet in the third quarter. The Committee is
required to meet a minimum of 2 times a year and will meet during the next quarter.
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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 third quarter of the 2019/20
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 activities reached more than 10 million consumers through the Festive Season
and Back to School campaign, Kyalami 9-hour race as well as pre and post event advertising;

•

Below the Line activities reached more than 4 million consumers through the Festive Season
and Back to School campaign, Eastern Cape Media Tour and media gift drops, CEO’s weekly
columns, various press releases and opinion pieces;

•

Proudly SA participated in three (3) Expos namely SA Investment Summit, Consumer Goods
Council of SA Summit and the Township Business Innovation Summit

•

Proudly SA hosted the SOEPF quarterly meeting at its offices, where it got an opportunity to
present to the Heads of Procurement of various SOEs;

•

The CEO was invited by the Eastern Cape Province to present at their annual Procurement
Forum, where all their state entities are represented;

•

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. 329
tenders/request for proposals were identified in Q3 whereas the target was 300;

•

Presentations were made to two (2) business chambers/associations namely at the Consumer
Goods Council of SA and Manufacturing Indaba (JHB)

•

The CEO made a presentation to NAAMSA, where all its members that are automotive
manufacturer companies were represented;

•

Three (3) consumers activations were implemented namely the SABC and TFG pop up markets,
as well as the Proudly SA Edcon (Design Innovation Challenge) Fashion Show;

•

The average increase in following on the three (3) social media platforms is in excess of 2.0%.
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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 third quarter of the 2019/20 financial year, and
below are some of the areas where the campaign fell short for the quarter:
•

•
•

•

•

•
•
•

Four (4) campaigns with radio stations were planned but none materialized, mainly due to the academic
year-end during Q4. This was replaced through taking up advertising and live-reads slots on various
township-based youth community radio stations throughout the festive season. However, the Schools
Recycling awards with CCBSA (Coca Cola) took place as well as discussions with Wear SA for campus
activations
Proudly SA did not undertake any CSI activity – this was postponed to Q4;
The target of 80% membership retention/renewal rate was not achieved as only 61% was achieved,
mainly due to the fact that the renewal process remains a timeous one as various compliance documents
are required. The process can take at least 3 months to complete in its entirety. With the tough economic
climate, members are renewing a slower pace. Only one membership was cancelled in Q3;
Although four (4) Provincial Public Sector Forums were planned, only two took place namely E/Cape and
N/Cape whereas Limpopo (postponed at the request of provincial government) and Mpumalanga will
take place in Q4
Although four (4) Business Forums were planned, only two took place namely E/Cape and N/Cape
whereas Limpopo and Mpumalanga (postponed at the request of provincial government) will take place
in Q4
No member companies have been integrated with CSD to date as National Treasury requested that an
MoU be concluded first prior to going -live. This is meant to be finalised during Q4;
No presentation was made to a metropolitan council – City of JHB pulled out due budget constraints, but
efforts are underway to secure other major metros for Q4;
No industry specific localisation commitments were received but discussions were held with the Banking
Association of SA and Tourism Business Council of SA.
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4.3) MEMBERSHIP REPORT FOR Q3 2019/20
Overview
The Proudly South African membership base is growing at a steady pace with 1,676 companies currently
registered as members of the Campaign.
In quarter three of 2019/2020, a total of 56 new members were recruited, predominantly from Gauteng at 53,
and in Manufacturing at 24.
Members were mostly recruited in the SMME classification, followed by three members from the Diamond
category namely the retailer, the Mr Price Group, Beier Group (Pty) Ltd and companies that form part of the
Italtile group.
The rate of retention of member companies for the current quarter is at 61% due to the thorough renewal
process which generally endures for a period of three months. The target of the number of local products
and services listed on Proudly SA’s database for this quarter was exceeded by 1,159%.

QUARTER 3 HIGHLIGHTS
New Members
Target

55

Achievement

56
Renewal Rate (in percentage)

Target

80%

Achievement

61%
Database of Local Products and Services

Target

125

Achievement

1,449
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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

Annual membership fee
payable (excluding VAT)

Bronze
Organisations turning over between R5
million and R10 million per annum

R1,000.00

Silver
Companies turning over between R10 million
and R30 million per annum

R10,000.00

Gold
Companies turning over between R30 million
and R50 million per annum

R20,000.00

Platinum
Companies turning over between R50 million
and R100 million per annum

R50,000.00

Diamond
Companies turning over R100 million or more
per annum

R100,000.00

R500.00

Other Terms
Affiliate of Diamond

A company or division that falls under a holding company that is classified a
Diamond (Proudly SA member company category)

Beneficiary of Diamond

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)

TE

A membership based on a Trade Exchange Agreement

Lead

A company before it is converted into a member
Consultant-generated Lead A member consultant who is chasing to convert
a lead he/she has generated him/herself
Direct

Enquiry received directly from organisation
interested in membership

Event

Leads generated from Proudly South African’s
presence at events

Lead Origin

The platform from whence a lead originates

Referral

Referral of a company from an internal or extra
stakeholder

12

2019/2020 Q3 NEWLY-RECRUITED MEMBERS
Year-on-year Comparisons: 2010/2011 to 2019/2020

MONTH

2010/2011

2011/2012

2012/2013

2013/2014

2014/2015

2015/2016

2016/2017

2017/2018

2018/2019

2019/2020

October

0

62

7

16

11

11

17

17

43

14

November

7

17

9

11

17

18

19

26

13

18

December

3

21

4

0

6

9

6

6

5

24

TOTAL

10

100

20

27

34

38

42

49

61

56

GRAPHICAL REPRESENTATION
Year-on-year comparisons 2010/2011 to 2019/2020
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0
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10

7

3

2010/2011

20

2011/2012

9

4

2012/2013

16

26
18

17
11

11

11

6

17
9

19

17
6

6

0
2013/2014

2014/2015

2015/2016

2016/2017

October

November

December

TOTAL

13

14

13

2017/2018

18

24

5
2018/2019

2019/2020

2019/2020 Q3 NEWLY-RECRUITED MEMBERS

Company

Sector

Province

Classification

Lead Origin

October
Aquasky Pty Ltd

Food Products

Western Cape

SMME

Consultant-generated

Ceramic Industries

Mining and
Beneficiation

Gauteng

Diamond

Enquiry

CTM

Wholesale and Retail
Trade

Gauteng

Diamond

Enquiry

Ezee Tile

Manufacturer

Gauteng

Diamond

Enquiry

Farmos Health (Pty) Ltd

Manufacturer

Free State

SMME

Referral

Ghuall Business & Information
Services t/a Kadima Sauces

Manufacturer

Gauteng

SMME

Consultant-generated

Italtile Ceramics (Pty) Ltd

Manufacturer

Gauteng

Diamond

Enquiry

Krugerbits (Pty) Ltd

Wholesale and Retail
Trade

Gauteng

SMME

Consultant-generated

Mara Phones

Manufacturer

Gauteng

Diamond

Enquiry

Ntate's Creation Construction
and Project Company

Construction,
Engineering and
Architecture

Gauteng

SMME

Consultant-generated

Physical Literacy for Children

Education,
Development and
Training

Western Cape

SMME

Consultant-generated

Ramie Maleka Designs & Flowers

Manufacturer

Limpopo

SMME

Beneficiary of Diamond

Sari Kraft 360

Manufacturer

Gauteng

SMME

Referral

TopT

Wholesale and Retail
Trade

Gauteng

Diamond

Enquiry
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Company

Sector

Province

Classification

Lead Origin

November
1st Verification Networx (Pty) Ltd

Professional Services

KwaZulu-Natal

SMME

Consultant-generated

BBF Safety Group

Manufacturer

KwaZulu-Natal

Diamond

Referral

Beier Drawtex Healthcare

Manufacturer

KwaZulu-Natal

Diamond

Referral

Beier Envirotec

Manufacturer

KwaZulu-Natal

Diamond

Referral

Beier Group (Pty) Ltd

Manufacturer

KwaZulu-Natal

Diamond

Referral

Bssc Radiators (Pty) Ltd

Construction,
Engineering and
Architecture

Gauteng

SMME

Consultant-generated

Crest Advisory Africa (Pty) Ltd

Professional Services

Gauteng

SMME

Consultant-generated

Eco Smart Box cc

Manufacturer

Gauteng

SMME

Consultant-generated

IV Plastics (Pty) Ltd

Manufacturer

Gauteng

SMME

Referral

Leafline (Pty) Ltd

Manufacturer

Western Cape

SMME

Event

Macbean Beier Plastics t/a
Neucoat

Manufacturer

KwaZulu-Natal

Diamond

Referral

Ornecy (Pty) Ltd

Professional Services

Gauteng

SMME

Event

Quality Safety 1990

Manufacturer

KwaZulu-Natal

Diamond

Referral

RR and SS Events and
Entertainment (Pty) Ltd

Culture,
Entertainment, Music
and Recreation

Gauteng

SMME

Consultant-generated

RSA Aluminum and Glass (Pty) Ltd Manufacturer

Gauteng

SMME

Referral

South African Native Growers t/a
Native Kombucha

Food Products

Gauteng

SMME

Consultant-generated

The Larder Café t/a The Larder

Food Products

Western Cape

SMME

Consultant-generated

Wolseley Liquids cc

Food Products

Western Cape

SMME

Consultant-generated
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Company

Sector

Province

Classification

Lead Origin

December
Adventures of Riverlea Farm

Education,
Development and
Training

KwaZulu-Natal

SMME

Consultant-generated

Amet Furnishings (Pty) Ltd

Manufacturer

Gauteng

SMME

Enquiry

CliffCentral.com

Media, Marketing and Gauteng
Publication

SMME

Direct

Flock Eventing Platform

Information
Technology and
Communication

Gauteng

SMME

Direct

Gomma Gomma, division of Bravo Group Manufacturing (Pty) Ltd

Manufacturer

KwaZulu-Natal

SMME

Referral

Institute for the Blind

Representative
Organisations

Western Cape

SMME

Referral

J'Something

Wholesale and Retail
Trade

Gauteng

SMME

Direct

Lets Link Pamoja

Community
Organisations and
Projects

Gauteng

SMME

Direct

Maluti Woodworx

Manufacturer

Free State

SMME

Referral

Mamela Media

Media, Marketing and Gauteng
Publication

SMME

Beneficary of Diamond

MD Skincare by Minnie Dlamini

Manufacturer

Gauteng

SMME

Direct

Mr Price Group Limited

Wholesale and Retail
Trade

KwaZulu-Natal

Diamond

Direct

Neo Star Car Rentals (Pty) Ltd

Tourism, Travel and
Hospitality

KwaZulu-Natal

SMME

Consultant-generated

Plastics SA

Representative
Organisations

Gauteng

SMME

Direct

Printing SA

Representative
Organisations

Gauteng

SMME

Direct

SB Kids Clothing

Manufacturer

Gauteng

SMME

Direct

Social-TV

Media, Marketing and Gauteng
Publication

SMME

Direct

StratAstute Holdings (Pty) Ltd

Professional Services

Eastern Cape

SMME

Consultant-generated

The Beverage Association of
South Africa

Representative
Organisations

Gauteng

SMME

Direct

U.K.D Marketing

Media, Marketing and KwaZulu-Natal
Publication

SMME

Referral

Van Heerden Mays Publication
t/a Media Xpose (Deryn)

Media, Marketing and Gauteng
Publication

SMME

Direct

Viva Bedd (Pty) Ltd

Manufacturer

Gauteng

Diamond

Referral

Water Institute of Southern
Africa

Representative
Organisations

Gauteng

SMME

Direct

Yvemock (Pty) Ltd t/a Fresh Start

Manufacturer

Limpopo

SMME

Beneficiary of Diamond
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2019/2020 Q3
NEWLY-RECRUITED MEMBERS BY SECTOR

Manufacturer

24

Media, Marketing and Publication

5

Representative Organisations

5

Wholesale and Retail Trade

5

Food Products

4

Professional Services

4

Construction, Engineering and Architecture

2

Education, Development and Training

2

Community Organisations and Projects

1

Culture, Entertainment, Music and Recreation

1

Information Technology and Communication

1

Mining and Beneficiation

1

Tourism, Travel and Hospitality

1

2019/2020 Q3
NEWLY-RECRUITED MEMBERS BY PROVINCE

Gauteng

33

KwaZulu-Natal

12

Western Cape

6

Free State

2

Limpopo

2

Eastern Cape

1

17

2019/2020 Q3
NEWLY-RECRUITED MEMBERS BY CLASSIFICATION

Diamond

SMME
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2019/2020 Q3
NEWLY-RECRUITED MEMBERS BY LEAD ORIGIN

Consultant-generated

16

Referral

15

Direct

13

Enquiry

7

Beneficiary of Diamond

3

Event

2

18

35

40

45

2019/2020 Q3 RENEWING MEMBERS

RENEWAL REPORT
Renewal Rate:

61%

Target:

80%
REASON FOR DEVIATION

Members’ renewals remain a timeous process which can take up to three
months to complete. The current economic climate is also placing companies
under severe financial stress which is contributing to the lower renewal rate.
Number of cancelled memberships: 1 company

2019/2020 Q3:
MEMBERS RENEWED V MEMBERS YET TO RENEW

MEMBERS YET TO
RENEW; 39%
MEMBERS RENEWED;
61%
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2019/2020 Q3:
RENEWING MEMBERS BY SECTORS

Manufacturer

36%

Professional Services

13%

Food Products

10%

Construction, Engineering and Architecture

6%

Healthcare

6%

Representative Organisations

6%

Information Technology and Communication

5%

Agriculture

4%

Media, Marketing and Publication

4%

Tourism, Travel and Hospitality

3%

Community Organisations and Projects

1%

Crafts and Home Industries

1%

Culture, Entertainment, Music and Recreation

1%

Education, Development and Training

1%

Financial Services

1%

Industrial Manufacturing

1%

Mining and Beneficiation

1%

2019/2020 Q3:
RENEWING MEMBERS BY PROVINCE

Gauteng

67%

KwaZulu-Natal

13%

Western Cape

13%

Eastern Cape

3%

Free State
Limpopo
Northern Cape
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2019/2020 Q3:
RENEWING MEMBERS BY CLASSIFICATION

SMME

81%

Bronze

13%

Diamond

4%

Silver

2019/2020 Q3
PROUDLY SOUTH AFRICAN DATABASE OF LOCAL
PRODUCTS AND SERVICES

PROUDLY SOUTH AFRICAN DATABASE
Period

Number of Products and Services

Previous Quarter: 2019/2020 Q3

12,948

Current Quarter: 2019/2020 Q3

14,397

Current Period: 2019/2020 Q2
Target

125

Number of Products and Service Added

1,449

Target exceeded by 1,159%
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2019/2020 Q3:
DATABASE OF LOCAL PRODUCTS AND SERVICES
TARGET V GROWTH

GROWTH

1449

TARGET

125
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2019/2020 Q3:
DATABASE OF LOCAL PRODUCTS AND SERVICES
PREVIOUS PERIOD V CURRENT PERIOD
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14,397
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PREVIOUS PERIOD

CURRENT PERIOD
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1400

1600

2019/2020 Q3
TENDERS DESIGNATED FOR LOCAL CONTENT

To support the efforts to drive stricter adherence to local procurement legislation (within the
public sector), Proudly SA has launched the Tender Monitoring Function in April 2017 which
now searches through over 763 government and SOE websites for tenders that are required
to stipulate an element of local procurement. As part of Proudly SA’s value proposition for
members, they are matched with companies that are able to fulfil the tenders and are flagged
and sent to the dti to monitor compliance.
The grid and graph below portray the tenders that have been categorised in terms of their
compliance to local content specifications, whether they are fully compliant, not compliant or
whether the local content is unclear.

TENDERS IDENTIFIED FOR DESIGNATED SECTORS
PREVIOUS PERIOD –
2019/2020 Q2

CURRENT PERIOD –
2019/2020 Q3 – 98 tenders identified for
designated sectors

Fully compliant

73%

65 (66%)

Not compliant

14%

15 (15%)

Unclear

13%

18 (19%)

2019/2020 Q3:
TENDERS IDENTIFIED FOR DESIGNATED SECTORS

Unclear; 19%

Not compliant; 15%

Fully compliant;
66%
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4.4) Highlights for the quarter

EVENTS AND ACTIVATIONS

BUSINESS
FORUMS
The Proudly SA series of provincial business
forums brings together local SMMEs and
entrepreneurs for a day of presentations
and panel discussions on the value of local
procurement and on the financial and
non-financial support programmes that are
available to them through provincial and
national government structures. Always well
attended, these events include a testimonial
from a local member company and serve as a
member recruitment opportunity.
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Eastern Cape, East London 30 October 2019
Hosted at Southern Sun Hemingways with the
participation of SEDA, SEFA, CIPC, BEE Commission,
the dti & SARS. Proudly South African member
company Ozzy’s Eco Décor shared their experience
of being a member and how it has benefitted the
company.
Attendance: 120

Northern Cape, Kimberley 27 November 2019
Hosted at the historic Kimberley Club this event
was over-subscribed. Member companies Touch
Let’s Go Travel & Tours Agency and Botebo Wines
addressed delegates on the benefits of association
with Proudly South African.
The Northern Cape Department of Economic
Development and Tourism addressed delegates
on provincial procurement opportunities and a
panel comprising representatives from the CIPC,
SARS, SEDA, SEFA and the Department of Small
Business Development answered questions on
their respective roles.
Attendance: 150
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PUBLIC
SECTOR
PROCUREMENT
FORUMS
Proudly SA’s provincial public sector
procurement forums serve as an opportunity
for Proudly SA to engage with municipal and
provincial supply chain and procurement
officials and to raise the profile of local
procurement within the public sector. Roles
and responsibilities of the respective
structures in respect of the PPPFA and our
tender monitoring system highlight the
importance of adherence to procurement
legislation.
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Eastern Cape, East London 31 October 2019
Held at The Venue in Hemingways Casino, East
London. Proudly SA was joined by Mr Daluhlanga
Majeke, Head of Department at the Eastern Cape
Provincial Treasury, Ms Shereen Noble, Business
Executive from the Auditor General’s Eastern Cape
office and Mr Zukisa Nkonzo, QMS Auditor: Mechanical,
Transportation & Materials at the SABS.
Attendance: 28

Northern Cape, Kimberley 28 November 2019
Northern Cape municipalities which were
represented
included
the
David
Kruiper
Municipality, Gamagara Municipality, Siyathemba
Local Municipality and Siyancuma Municipality.
The Northern Cape Provincial Treasury was
represented by Executive Manager, Integrated
Economic Development services, Mr Darryl
Christians and the South African Bureau of
Standards and Auditor General of South Africa each
gave presentations on local content thresholds in
the public sector.
Attendance: 45
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E V E N T S I N W H I C H P R O U D LY
S O U T H A F R I C A N PA R T I C I PAT E D
BY I N V I TAT I O N

South African Investment Conference,
Johannesburg, 06 & 07 November 2019
The second Investment Conference showcased
the growth and investment potential the country
where investors had the opportunity to hear from
– and engage with – government representatives
on its progress towards political and economic
renewal, strengthening the credibility of public
institutions and unlocking the innovative spirit of
South Africa’s economy.
As part of the activities on the side line of the
actual conference, nine Proudly South African
member companies showcased their products
and services at Summer Place on 6 November,
engaging delegates and speaking about their
companies and the job creation they each
represent.
Attendance: 300
Target audience: Investors, CEOs, CFOs, private
sector and public sector executives

Tsogo Sun Entrepreneurs Conference,
Johannesburg, 6-7 November 2019
The Tsogo Sun Entrepreneurs programme identifies
and develops emerging businesses as part of its
commitment to transformation, enterprise and
supplier development.
All participants in the programme are given one
year’s membership of Proudly SA as part of our
Tsogo Sun partnership, and Proudly SA played
a prominent role in the events over 2 days of
finalists’ presentations, an exhibition and awards
dinner with 3 speaking opportunities.
Attendance: 150
Target Audience: SMMEs, entrepreneurs, business
owners, members, non-members, media
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Kyalami 9 Hour Race, Kyalami Grand Prix
Circuit, Johannesburg, 21 – 23 November
2019
Back in South Africa after an absence on
over 30 years, the Kyalami 9 Hour Race
attracted massive publicity and local and
international visitor numbers over 3 days.

Consumer Goods Council of South Africa
Summit, Johannesburg, 06 November 2019

The race hosted 30 GT cars on the track,
including South African drivers Kelvin van
der Linde, Gennaro Bonafede, Sheldon
van der Linde, and championship winner
Jordan Pepper, amongst others. This was
both a motor racing and lifestyle event,
at which Proudly SA had a presence as an
awareness and brand activation only.

The two-day CGCSA Summit & Exhibition was
hosted at The Campus, Bryanston.
Under the theme ‘Is South Africa at a tipping
point? How to grow business sustainably in
an ever-changing environment’ the event
offered a platform to network and engage
with CEOs and leaders from some of South
Africa’s most successful vendors.

Attendance: 22 000
Target Audience: General public

Proudly SA exhibited at the event together
with members Molly’s Food Entreprise,
YaMama Gemmer and Why Cook.
Attendance: 300
Target Audience: Sector CEO’s, supply
chain,
commercial
and
integrated
sustainability executives and management,
brand executives, shopper analytics,
SMME suppliers / manufactures, category
managers, merchandisers and buyers, sales
and marketing executives
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Township Business Innovation Summit –
22-23 November 2019
Organised under the umbrella of the Township
Entrepreneurship Alliance which Proudly SA supports
throughout the year and which is run by member
Bulelani Balabala, this event was held in the Dlamini
Multipurpose Hall in Soweto. Well attended by young
people from the township and surrounding areas,
there was a strong visibility of various brands looking
for support from the young, local market .
Proudly South African contributed financially as
a sponsor in support of SMME and entrepreneur
development and job creation in the township and
used the event as a member recruitment opportunity.
The Proudly SA CMO was given a speaking platform
and presented on the role of Proudly SA in influencing
change.
Attendance: 200
Target Audience: Youth, young business owners,
SMMEs

Schools Recycling Awards, Johannesburg,
03 December 2019
The Schools Recycling Programme (SRP) is a
successful Coca-Cola Beverages South Africa (CCBSA)
initiative and is central to its integrated approach to
the sustainability of the PET packaging value chain.
The company takes responsibility for collecting
consumer waste as well as raising awareness amongst
learners and communities around the importance of
waste management and recycling. The fun, competitive
element to the initiative gives learners a reason to
drive a culture of recycling.
Held at the University of Johannesburg, Kingsway
Campus, the awards honour the top schools nationally
that have excelled in the programme. Prize money is
given for the improvement of the winning schools’
facilities.
Proudly South African took Green Coffee, a member
company that is manufacturing carry out trays from
coffee grounds and supplying to Mc Cafe as a working
example of recycling as a commercial business.
Attendance: 120
Target market: Learners, teachers, stakeholders and
sponsors
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E V E N T S A T W H I C H O N LY
MEMBERSHIP WAS
REPRESENTED

Manufacturing Indaba, Cape Town, 06 November
2019

P R O U D LY S A
I N ST I G AT E D A N D
DRIVEN EVENTS

Proudly SA Media Tour, Eastern Cape,
15-17 October 2019
The second collaboration with Tourism SA and
Comair on a media tour into one of the country’s
provinces took to the Eastern Cape this year. Using
tourism and investment projects and Proudly SA
member companies as the content of the tour, we
took four mainstream journalists from broadcast,
print and online platforms to showcase a variety
of sites and activities.
The 2-day experience was a twin centre trip,
arriving in Port Elizabeth and departing from East
London.
Day 1 ground activities and lunch were sponsored
by E Cape Tourism and Nelson Mandela Bay
Tourism and comprised a brief tour of the city
followed by a Segway tour along the seafront.
Former and prospective new member The
Knysna Oyster Company, now operating from Port
Elizabeth’s bay took us out to their oyster fields
during the afternoon and spoke about the job
creation the relocation from Knysna has brought
to the Eastern Cape.
At a reception at the hotel in the evening we were
joined by members of local media and secured 2
radio interviews as a result.
On the second day we travelled from Port
Elizabeth to Queenstown for a site inspection of
member company Twizza and their Crickley Dairy
plant. After a presentation of the company and
the scope of its operations across the country,
but most important in the Eastern Cape where
job opportunities are scarce, the group toured the
plants.
The tour concluded with a cocktail evening and
networking session in East London with local
media once again invited.
Participation in this event: 4 media houses
Target Market: External stakeholders and media

Festive Season Market, SABC Radio Park,
Johannesburg , 28 November 2018
Hosted in conjunction with the SABC to kick
off the festive season and held one day before
Black Friday, this one day pop up market saw
11 member companies exhibiting and selling to
an estimated 2500 employees and visitors to
the national broadcaster. The market also gave
employees of the SABC a better understanding
of the Proudly South African campaign.
Members that participated were Alex Ceramic
Art in Design, Blaqmor, Sister Jenny JenTil Touch CC, African Butterfly Trading CC,
The Chocolatiers, Kono Authentic, Dimzique
Jewellery, Skinny Sbu Socks, SerenitiiLBC By
Sarinah, Ledikana, Mara Phones SA (Pty)Ltd.
Reach for this event: 1500-2500
Target Audience: SABC employees and visitors
to the SABC offices

Pusha Local Pop Up Market, Parow, Western
Cape, 05 December 2019
The Foschini Group’s Parow headquarters was
transformed into a vibrant market of local
member companies for the #Pusha Local market
day, offering a sales opportunity for vendors
and an opportunity to involve employees at
the TFG head office in furthering the goals of
the buy local campaign. The market underlined
TFG’s positioning in the marketplace as a
conscious retailer that supports the South
African clothing and textiles sector.
Together Proudly SA and TFG brought on board
a mixture of local vendors including Proudly SA
members My Crunch Box, Darling Sweet, The
Bean People and KV Concepts.
Number of employees at the offices: 3 000
Target Market: TFG employees as consumers &
TFG management
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4.5) PR Communications & Media
4.5.1) Summary
The quarter in review included a number of valuable media engagements including our second annual
media trip, in collaboration with Tourism SA and Comair, this year to the Eastern Cape. With journalists
from broadcast, print and online platforms, we were well represented after the trip with coverage across
all their outlets.
During this quarter we also launched our podcast series, The Local Show, in collaboration with Social-TV.
Using their technology and recording in the Proudly SA studios, we produced three shows this quarter,
hosted by PR Officer, Tshiamo Ndlovu. The content included interviews with Proudly SA CEO, RSAMade’s
CEO and CEO of member company, Makhamisa. This is a very exciting development as all content both
online and the podcasts will be produced by Social-TV but we will own it for posting or broadcast on our
own platforms, adding a valuable media and PR outlet for the campaign.
The quarter in review saw the end of the second full year of our weekly Business Report columns, which
will continue into 2020. These columns provide a valuable space for us to promote the campaign and
to give media coverage to members whose companies we mention or profile to an audience of over 200
000 every week in print and online editions of the publication.
Black Friday and festive season spending gave rise to many conversations in the media and Proudly SA
was invited by a number of media houses to comment on the importance of buying local, demonstrating
the traction the movement now has in the media.
4.5.2) Clip Count Analysis
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 (Oct – Dec 2019). Comparison is made with the
same period in 2017 and 2018.

C L I P C O U N T A N A LY S I S
Q3: 2017 - 2019
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Online

Oct - Dec 2019

4.5.3) AVE/PR Values
or time. PR/Editorial value is derived by multiplying the AVE by three. The total AVE value between
October and December 2019 is R12.1 million and the PR/editorial value for the same period is R36.4
million.

AV E A N A LY S I S
Q3: 2017 - 2019
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4.5.4) Press Releases/Op Eds/Media Articles
The following were issued between October and December 2019
No.

Date

Release/Commission

Title

AVE

1

04 October

Press statement

Illegal use of the Proudly SA logo by
Petronella

R0.00

2

15 October

Business Report column

Vehicle sector gearing up to put a
tiger in economy’s tank

R457 635.86

3

17 October

Press release

First of its kind – Mara Smartphones
joins Proudly SA

R2 116 218.04

4

22 October

Business Report column

Local products for local people way to
go in SA

R262 289.84

5

October 2019

Editorial for SA Profile
magazine

Building the South African brand by
investing in South African products

6

29 October

Business Report column

Innovative ways that can reverse
youth unemployment

R 555 301.30

7

05 November

Business Report column

We salute Boks for going into battle in
SA made jerseys

R 409 850.42

8

12 November

Business Report column

Price vs value, and no, local isn’t
expensive

R 203 196.00
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No.

Date

Release/Commission

Title

AVE

9

19 November

Business Report column

Clearing confusion local tenders are
facing

R 277 888.01

10

22 November

Press release

Proudly SA assists Edcon to grow its
pool of local designers

11

26 November

Press release

Proudly SA reminder to buy local this
Black Friday and through the festive
season

R 129 458.36

12

26 November

Business Report column

Implementing social compacts at
grassroots

R 903 068.28

13

3 December

Business Report column

Poor procurement practices
undermine economic growth

R 384 253.12

14

9 December

Press release

Vodacom backs South Africa’s first
smart phone

702 Money Show

15

10 December

Business Report column

Give economy a holiday boost by
buying Made in SA products

R 440 437.12

16

11 December

Media gift box drop

Proudly SA Christmas Gift Box

4.5.5) 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 sales staff from the
following media platforms (among others).

Date

Engagement

AVE

1

8 Ocober

Meeting at Newzroom Afrika

N/A

2

9 October

DIY Trade News Editor and Jourmalist

This has had traction over
a period of time in various
DIY kind of publications

3

10 October

Tiso Black Star Top Brands panel

4

15-17 October

Eastern Cape Media Tour – The Sowetan, Mail &
Guardian, Powerfm & GCIS

R 383,312.77

5

21 October

Social-TV

Resulting in podcast series

6

12 November

Meeting at SABC

N/A

7

21 November

SABC Networking event

N/A

8

22 November

Design Innovation Challenge fashion show – Kaya
fm, Business Report

R 690 383.38

9

28 November

SABC pop up market and media engagements

R 32 634.00

10

December 2019

Media bag drop
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4.5.6) Social Media
Below is a table which illustrates Proudly South African’s following on social media platforms.

No of followers
Dec 2019

Fiscal growth (since April
2019)

Year-on-year growth

Facebook likes

16 506

1 213 (7.9 %)

1 770 (12 %)

Facebook follows

16 969

1 308 (8.3 %)

2 253 (15.3 %)

Instagram follows

4 204

919 (28 %)

1 481 (54.4 %)

LinkedIn

713

225 (46.1 %)

382 (115 %)

Twitter

166 010

4 313 (2.7 %)

7 348 (4.6 %)
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CEO PRESENTATIONS
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:
DATE

EVENT

VENUE

11 September 2019

SATU Conference

Midrand

12 September 2019

North West Public Sector Forum

North West

19 September 2019

National Public Sector PerforDurban
mance Monitoring and Evaluation
Indaba

4 October 2019

Nulaw Event

Pietermaritzburg

10 October 2019

NAAMSA Presentation

Pretoria

18 October 2019

Presentation and hosting of
SOEPF

Rosebank

23 October 2019

Programme Director at Economic
Policy Dialogue

Pretoria

25 October 2019

Presentation to Ford Motor Company

Pretoria

29 October 2019

Presentation to Mr. Price Group

Durban

30 October 2019

Proudly SA Business Forum

East London

31 October 2019

Proudly SA Public Sector Forum

East London

6 November 2019

Manufacturing Indaba

Western Cape

27 November 2019

Proudly SA Business Forum

Kimberley

29 November 2019

Proudly SA Public Sector Forum

Kimberley

30 November 2019

Extended SCM Forum

King Williams Town

4 December 2019

Prime Stars Event

Krugersdorp
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4,7

BRAND MANAGEMENT
During the quarter in review we worked on above the line activities that spoke to the festive season
campaign, which ran across various platforms with the goal of educating people to buy local over the high
spending period of December and into January, in particular using the online portal www.RSAMade.co.za.
The campaign featured messaging on billboards across various high visibility areas, driving towards malls
and shopping centres in the three key provinces of Gauteng, KwaZulu Natal & Western Cape. This was
repeated in Mall advertising where we ran digital campaigns in the malls across the major metropoles.
The final element was the digital online campaign, including a 60 second advert as well as digital banners
on social media ie Instagram, Facebook & Twitter. We placed third party adverts as well with a click through
to the RSAMade website to drive traffic to the site, with the hope of converting page views to sales.
During the quarter in review the Branding Department also worked on internal branding that has provided
a support function to the organisation’s below the line activities, including sponsorship proposals for the
2020 Buy Local Summit & Expo that will be used to solicit financial support from partners for this event.
The Branding Department’s work includes the design and creation of all artwork required by the campaign
including but not limited to slide presentations, programmes, invitations and e-cards.

Billboards
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MALL ADVERTISING
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Canal Walk
Ballito Mall
Brooklyn Mall
Fourways Mall
Gateway Mall
Greenstone Mall
Jabulani Mall
Kolonnade Mall
La Lucia
Loch Logan Mall
Mimosa Mall
Menlyn Mall
Pavilion Mall
Southgate Mall
Tyger Valley Mall
V&A Waterfront Mall
Waterfall Mall
The Zone Mall
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DIGITAL ADVERTISING

Sponsored post on twitter
Sponsored post on Facebook
Sponsored post on Instagram
3rd party advertising
Programmatics
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We ran a Facebook awareness campaign drawing users’ attention to our promoted ads
for buying local, in particular online, over the festive season. The campaign ran from 18
December 2019 – 1 January 2020 with 5 image ads and two video ads.
Using a placement algorithm, we were able to monitor and optimise spend towards the
post to which users responded most, which is some ads performed better than others.
Using programmatics in this way allows us to use the best creative and messaging in
future campaigns.
We targeted users residing in South Africa, aged 18 years and older. In terms of
optimisation, we targeted a variety of topics and interests such as Christmas festivities,
shopping, fashion, clothes, engaged South African shoppers, movies and entertainment.
We also targeted popular magazines including Drum and People, many of these interests
and topics played a big role in the success of the campaign.
The seven ads gained a lot of attention with a unique reach audience of 1.6 Million
people. Impressions were over 3.9 Million. Almost 25% of the audience reached watched
the video, while 0.2% of the audience watched the 2 full videos. The videos gained over
29 800 engagements at a CPE of R16.00.
The other five ads (With Facebook and Instagram) performed extremely well, the best
plat¬form was Facebook gaining over 1.5 million unique reaches alone, Instagram gained
over 600K. The posts were shared more than 730 times, a clear indication that they
resonated with the audience who took an active interest.
For a campaign of such short duration (15 days) the impact was high and we were pleased
with its reach, which speaks to how well the campaign performed and was received by
the audience.
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On Twitter we ran an awareness campaign around the Proudly South African buy local
movement. The campaign’s duration was 18 December 2019 – 1 January 2020 (15 Days)
with two iImage ads and 1 video ad.
The Twitter algorithm allowed optimisation and spend towards the post that resonated
best with the audience, which is why some ads out performed others. Using this
algorithm allows us better to tailor our creative messaging in future campaigns.
The same target audience demographic was used on Twitter as in the Facebook campaign.
The three ads gained a lot of attention with over 1.1 million impres¬sions at a cost per
1000 Impressions of R43.57 which is an excellent result. Despite this being an awareness
campaign only, engagements were above 9 600 at R4.46 which is an impressive statistic.
Total link clicks generated were 3 400, with 8 371 clicks generated on all posts. 26% of
the audience watched 25% of the video, while over 3 900 people watched the full video.
The other ads all performed well, with the best ad gaining over 609 497 impressions
alone. The campaign gained 108 more followers and over 500 likes on the posts - a
clear indication that the campaign resonated well with audiences and that they took an
active interest in the ads. The statistics and reach of the Twitter campaign exceeded our
expectations and speak to the overall success of the campaign.
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PROGRAMMATICS
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44

45
45

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

*2 activations were planned
for Quarter 3

*4 Campaigns with radio
stations were planned for Q3

*PR & Below the Line Activities
reaching at least 10 million
consumers per annum;

*At least 6 Activations hosted
annually

*10 x Youth targeted Radio
interviews/ competitions or
advertising
campaigns
per
annum

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

*Youth targeted Campaign, with radio stations
of Tertiary Institutions and/ or youth targeted
commercial and community ratio stations
(programs)

*Schools Recycling awards
with CCBSA (Coca-Cola)
*Discussions had with for
Campus Activation with
Wear SA

*SABC pop up market
*TFG pop up market.
*Edcon Design Innovation
Challenge/Fashion Show

*Reached in excess of 4
million consumers through:
*Press releases – Festive
Season campaign
*Social media presence –
Festive Season campaign
*Media Tour (EC)
*Media gift drops

*Reach 10 million consumers
during Quarter 3

*Reach 2 million consumers
during Quarter 3

Actual Achievement (Q3)
*Reached in excess of 10
million consumers through:
*Festive Season & Back To
School campaign.
*Kyalami 9-hour race
*including pre and post
event advertising for
activations during the
quarter

Quarterly Milestone (Q3 target)

*PR and Below the line activities through Social
Media, press releases, radio interviews and
other PR related activities;

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;

Annual Target
*Above-the-line – Buy Local
(Buy Back SA/Buy SA) activism
campaign reaching at least 20
million consumers

Performance Measure or Indicator

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:

Output

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

Strategic objective/outcome

*Due to the academic
year end during this
quarter, PSA were unable
to reach target. Festive
season advertising on
youth community radio
stations

Reason for Variance

Performance for the period under review (1 October to 31 December 2019) - Performance against the Annual Performance Plan targets for the quarter

PERFORMANCE FOR THE PERIOD UNDER REVIEW
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Increase procurement of local
products and services in the
public sector through
increased engagements with
the public sector.

Output

Strategic objective/outcome

*At least 2 CSI projects per
annum

*Proudly SA CSI projects

Actual Achievement (Q3)

*Provincial Public Sector
forums in at least 9 provinces

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

*Eastern Cape
*Northern Cape

*CEO was invited by the
Eastern Cape Province to
present at their annual
Procurement Forum.
*1 presentation planned for
Q3

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

*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

* 4 Provincial Public Sector
forums planned for Q3

*PSA hosted a SOEPF
session at their offices and
CEO presented.

*1 presentation planned for
Q3

*Second and final CSI
activity scheduled for Q4

*N/A

*SA Investment Summit
*Consumer Goods Council
of SA Summit.
*Township Business
Innovation Summit.

*At least 1 presentation to
SOEPF per annum

*1 CSI activity planned for Q3

*No Proudly SA Heritage
month activities planned for
Q3

*At least 3 expos per quarter

Quarterly Milestone (Q3 target)

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

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

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

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

Annual Target
*Participation in at least 12
trade expos per annum;

Performance Measure or Indicator

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

*Limpopo and
Mpumalanga (postponed
at the request of prov.
govts) and to be hosted
during Q4.

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

Output

Strategic objective/outcome

*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

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

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:

*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 presentation planned with
any of the targeted
organizations for Q3

*2 presentations planned for
Q3

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

*Presentations to at least 4
business chambers,
associations and/or industry
events per annum

*Buy Local Expo planned for Q4

*Presentations at Consumer
Goods Council SA &
Manufacturing Indaba, and
to Manufacturing Circle
members

*Participated in the BUSA
caucus(es) for Jobs Summit
Localisation reporting.
Presented at the PWC on
behalf of business after the
caucus(es)

*N/A

*N/A

*No member companies
have been integrated with
CSD to date as National
Treasury requested a MoU

*30 Proudly SA companies to
be integrated with CSD in Q3

*Launch of integration of CSD
with Proudly SA database, with
at least 100 companies
registered in Year 1 (2019/20

*CSD Integration – an integration of the Proudly
SA database with National Treasury’s CSD
(Number of Proudly SA companies integrated
with CSD)
*Buy Local Summit planned
for Q4

329 Tenders for designated
sectors/products were
monitored

*300 Tenders/RFPs

*At least 1 200 tenders/RFPs for
designated sectors/ products
identified through the tender
monitoring system per annum

Actual Achievement (Q3)
*Gauteng Metro pulled out
of the agreement due to
their budget constraints.

*Tender Monitoring – Number of tenders/RFPs
identified by Proudly SA’s system, issued for
designated sectors/products by public sector
entities

Quarterly Milestone (Q3 target)
*1 presentation planned for
Q3

Annual Target
*Presentation to at least 2
metropolitan council
procurement forums per
annum

Performance Measure or Indicator

*Limpopo and Mpumalanga (postponed at the
request of prov. govts) and to be hosted during
Q4.

Reason for Variance

*MoU will be finalized in
Q4

*Postponed to next
fiscal. Other Metros
approached

48
48

Output

Strategic objective/outcome

*3 trade expos scheduled per
quarter

*Awards scheduled for Q4

*No industry commitment
planned for Q3

*At least 1 Buy Local Expo held
per annum;

*3 x sector specific forums per
annum

*9 business forums per annum

* Participation in at least 12
major trade expos per annum

* Co-hosting 1X annual SA
Premier Business Awards event
(as a partner to the dti)
*Secure an industry
commitment from at least one
major sector per annum

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

*Sector Specific Workshops

*Business Forums with dti and other strategic
partners

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

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

Soliciting and securing of localisation and/or
local procurement commitments from the
private sector – number of sectors and
companies from which commitments are
secured.

*4 business forums scheduled
for Q3

*1 sector specific forum
scheduled for Q3

*Buy Local Expo scheduled
for Q4 (March ‘20)

*Buy Local Summit scheduled
for Q4 (March ‘20)

*At least 1 summit to be held
per annum;

*1 partnership planned for Q3

Quarterly Milestone (Q3 target)

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

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

Performance Measure or Indicator

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

Actual Achievement (Q3)

*N/A but discussions were
held with the Banking
Association and Tourism
Business Council of SA

*N/A

*Investment Conference SA
*CGCSA Summit
*USA Trade Expo at the dti
campus.

*Eastern Cape
*Northern Cape

*This was replaced by an
intimate session where CEO
presented to the NAAMSA
Board meeting (Automotive
manufacturers association)

*N/A

*N/A

*Concluded a partnership
and membership with Mr.
Price

*Mpumalanga
(postponed at the
request of prov. govt) &
Free State will be done in
Q4

Reason for Variance

49
49

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

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

Output

Strategic objective/outcome

*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

*Annual compliance review of
all members

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

*7 dipstick survey planned for
Q3

*No consumer research study
planned for Q3

*No import replacement
implementation (in any key
industry/product) planned
for Q3

*2 new localization
commitments from major
corporates planned for Q3

Quarterly Milestone (Q3 target)

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

*At least 18 x Dipstick surveys
per annum conducted at
Proudly SA events and
exhibitions/ consumer
outreach campaigns and via
the website

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

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

*Brand or Consumer Research
to be undertaken at least once
per annum

* Implementation of Import
Replacement in at least one
key
industry/product
per
annum

*Secure new localisation
commitments from at least 5
major corporates per annum

Annual Target

Existence of an Economic Impact Study to
contribute to the increase in the uptake of local
products and services and procurement by the
public sector, private sector and consumers;

Implementation of Import Replacement in key
industries/products as per the highest
imported items into the country, by value

Performance Measure or Indicator

*Monitoring done by Adams
and Adams monthly – 100%

*All members contacted as
part of the new and
renewals membership
compliance process – 100%

*All identified irregular
users were sent letters –
100%

*Surveys done for 2 Public
Sector Forums & 2 Business
Forums

*N/A

*N/A

*No new commitments
secured during the quarter

Actual Achievement (Q3)

*The surveys to be
conducted for the
postponed forums
during Q4

Reason for Variance

50
50

*125 new products and/or
services registered for Q3

*4 provincial public-sector
forums planned for Q3

*4 provincial business forum
planned for Q3
*1 workshop with a business
association or chamber
planned for Q3

*500 new products and/or
services registered

*Promotion of database to at
least 9 provincial public-sector
forums

*Promotion of database to at
least 9 provincial business
forums
*Promotion of database to at
least 2 business associations or
chambers

*Grow the number of companies registering on
the database.

*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.

*Official Database for Local
Products and Services to be
utilized by all South Africans
and all Government entities
when procuring designated
and local products

*1 activity planned for Q3

Quarterly Milestone (Q3 target)

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

Annual Target

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

*To prevent illegal imports, counterfeit
products, dumping of unsafe products and
under invoiced products through Below and
Above the line Anti-piracy and illicit trading
campaigns reaching 2 million people per
annum;

Performance Measure or Indicator

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

Partnership with enforcement
agencies

Output

Strategic objective/outcome

*Free State &
Mpumalanga will be
done in Q4

*Eastern Cape
*Northern Cape
*Presentation at the
Manufacturing Indaba
and NAAMSA

*Limpopo & Mpumalanga
will be done in Q4

Reason for Variance

*Eastern Cape
*Northern Cape

*1449 new products and/or
services registered

*This Task Team has
completed its work

Actual Achievement (Q3)

51
51

*1 media meet & greet
networking session planned
for Q3

* At least 3 x Media meet &
greet networking sessions per
annum

*Daily updates on Twitter,
Facebook and Instagram done

*10 media/editor’s meetings
per quarter

*Media engagement
*At least 40x 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

* Social Media activities daily

*9 press releases issued per
quarter

*Press releases
At least 36 press releases per
annum

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

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

*100% of Daily monitoring
through Newsclip of all
coverage on Proudly SA

Quarterly Milestone (Q3 target)

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

Performance Measure or Indicator

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

Output

Strengthening Media
relations, PR and social media

Strategic objective/outcome
Actual Achievement (Q3)

*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 166,010
followers and Facebook has
more than 16, 969 followers
& Instagram has more than
4,204 followers

*Media tour took place in
the Eastern Cape

*10 media engagements,
Refer to Media Visits
Engagement Table herein.

*16 press releases, Refer to
PR press release table
herein.

*Daily feed from media
monitoring service active

Reason for Variance

52
52

Retention and Recruitment
Members

Output

Strategic objective/outcome

Number of members recruited and retained

*55 new members recruited
during the quarter
*80% of all members due for
renewal renewed
membership

*Recruit at least 200 new
members for the year
*Retain at least 80% of all
members due for renewal for
the year

*This activation is scheduled
to take place during Q4 (Feb
’20)

*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

Quarterly Milestone (Q3 target)
Increase following on all
social media platforms by 2%
per quarter

Annual Target
*Increase following on all social
media platforms by 2% per
annum

Performance Measure or Indicator

*Increase following on social media platforms
and increase in publicity

Actual Achievement (Q3)

*61% of all members due
for renewal, renewed their
membership

*56 new fully paid up
members recruited

*N/A

*Twitter – 1.0%
*Facebook – 3.8%
*Instagram – 11.7%

The renewal process
remains a timeous one
as various compliance
documents are required.
The process can take at
least 3 months to
complete in its entirety.
With the tough economic
climate, members are
renewing at a slower
pace. Only one
membership was
cancelled in Q3 (the
reason was not
disclosed).

Reason for Variance

53
53

100% compliance

*30% growth in sales on the
RSA Made platform year on
year

*Organogram with positions
informed by the organisational
strategy and aligned
completely

*All (100%) critical positions
filled at all times

Approved annual strategic risk register and
quarterly risk management reports

*Growth in sales of products on the online
shopping platform (RSA Made)

Extent (Percentage) of alignment of the
functional organogram with the approved
strategy

*Percentage of critical positions filled

Risk Management

*Improvement of accessibility
and uptake of locally made
products
(Official online shopping
platform for Local Products,
to be utilized by all online
shoppers in SA and abroad
wishing to buy locally made
products)

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

Annual Target
100% accurate and correct
processing of all financial
transactions - unqualified
opinion and clean audit reports
for 2018/19 financial year end
audit – Annual Financial
Statements

Performance Measure or Indicator

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

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

Output

Strategic objective/outcome

*All (100%) critical positions
filled during the quarter

*100% alignment of
organogram to the strategy in
every quarter

7.5% growth per quarter

100% compliance

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

Quarterly Milestone (Q3 target)

Actual Achievement (Q3)

*All critical positions filled
during the quarter except
the Marketing manager’s
services were terminated in
November 2019

*Organogram fully aligned
(100%) to the strategy

413% growth quarter on
quarter (substantially high
sales in December 2019)

Risk Register finalized and
updated for the quarter

*All financial transactions
correctly and accurately
processed during Q3;

Reason for Variance

54
54

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

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

Annual Target
Performance Agreements
signed and all personnel
assessed every 4 months
during a 12-months
Performance Cycle that runs
from August 2019 to July 2020.
Performance across all
departments is not lesser than
70%

Performance Measure or Indicator

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

Output

Performance Management

Strategic objective/outcome

100% compliance

100% compliance

100% compliance

Quarterly Milestone (Q3 target)

Actual Achievement (Q3)

100% compliance

100% compliance

100% compliance

Reason for Variance

55
55

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

The Board is the Accounting Authority
of Proudly SA

X

X

X

X

X

X

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

X

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

COMMENTS

N/A

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

NO

X

X

X

YES

56
56

NO.

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

The effectiveness of internal audit;

•

TR 27.1.13

The effectiveness of internal control systems;

•

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

X

X

X

X

X

X

X

X

X

X

YES

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

57
57

NO.

TR 27.2.10

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

•
•
•

•
•

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:

X

X

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

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

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

X

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

•

•

•

COMMENTS

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

N/A

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

NO

X

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

TR 27.2.6

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

•

X

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

•

X

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

YES

•

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

58
58

5.

NO.

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

•

•

•

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.

Is the Executive Authority, Auditor-General and relevant
treasury provided with a schedule detailing:

TR 33.3.1

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?
Have any employees of the public entity committed financial
misconduct?
If so, was the investigation instituted within 30 days?

•

•

•

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

ACTION

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

Financial Misconduct

DESCRIPTION

TR 33.2.1

TR 33.1.2

TR 33.1.1

86(2)

51(e)

SECTION

YES

X

X

X

NO

X

X

X

N/A

The reports on any disciplinary hearings
held are reported to the Accounting
Authority through the relevant
subcommittee (HR and Remunerations
Committee).

If any criminal charges are instituted for
financial misconduct, the Executive
Authority will be advised accordingly

No employee has committed any of the
offences listed herein

COMMENTS

59
59

1.

TR 29.1.1

SECTION

52

NO.

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

ACTION

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.

•

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;
a materiality/significant framework, referred to in
Treasury Regulation
28.1.5;
A financial plan addressing o
revenue, expenditure and borrowings;
o
asset and liability management cash flow
projections;
o
capital expenditure programmes; and
o
dividend policies

•

•

•

•
•

•

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:

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

60
60

2.

NO.

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)

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?
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

YES

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

ACTION

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

DESCRIPTION

53(2)

53(1)

TR 29.2.

SECTION

X

NO

X

X

N/A

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

COMMENTS

61
61

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

62
62

NO.

TR 32.1.1

TR 29.1.3
TR 29.1.6

SECTION

DESCRIPTION

•

•

Information on
borrowing;
Information on proposed foreign
borrowing (national entities)

•
•

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.

•
•
•
•
•

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:

Short and long term borrowing;
Borrowing in relation to a pre-approved
corporate plan

•
•

proposed domestic

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

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

X

X

COMMENTS

N/A

63
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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

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

X

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

COMMENTS

X

N/A

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)

NO

X

YES

64
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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

X

N/A

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?

NO

X

X

X
X

X

X

X

YES

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;

•

Does the annual report and financial statements include:

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?

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

65
65

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?

TR 28.1.2

ACTION
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?

DESCRIPTION

TR 28.1.1

SECTION

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

66
66

1.

NO.

TR 31.1

51(1)(b)(iii)

SECTION

Cash Management

DESCRIPTION

ACTION

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;

•

•
•

•
•
•

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;

•

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

X
X

X

X

X

X

X

YES

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

67
67

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

68
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Risk No

Risk
Category

Risk
Description

Growing the database of
South African supplier
products and services for
local procurement
4

3

Moderate

Lack of
segmentation
of the target
market and
content of the
material
presented
Major

4

Major

Insufficient
products
available to
consumers at
point of sale

Strategic Insufficient
Risk
manufacturing
major players
coming on
board and not
all sectors are
covered

3

4

Moderate

Major

Impact

Effectiveness
of the current
campaigns
and lack of
measurement
thereof

Strategic Insufficient
Risk
financial
resources to
roll out
consumer
Promoting the country of
education and
origin label to improve fair
awareness
campaigns to
and legal trade
reach wider
scale of the
market

Educate consumers on the
importance of buying
local- Influencing 'Buy
Local 'purchase behaviour

Objective
(Strategic/Operational)

Likely

Moderate

Likely

Moderate

Common

Likelihood

4

3

4

3

5

High

Medium

High

Medium

High

16

9

16

9

20

Inherent risk

Focused
membership/
recruitment drive;
Improved value
proposition to
attract high value
members

Segmentation of
public and private
sectors & consumers

Improved value
proposition to
attract high value
members especially
with relailers &
manufacturers

Dipstick surveys;
Post event surveys;
Debriefs; Lessons
learnt

Improved value
proposition to
attract high value
members

Sponsorship and
strategic
partnerships to
implement to
consumer education

Current controls

Satisfactory

50%

10%

50%

Satisfactory

Very good

30%

30%

Good

Good

Perceived control
effectiveness

Medium

Low

Medium

Low

Medium

8

1

8

3

6

Residual risk

Executive Manager:
Membership, Legal &
Compliance;
Manager HR &
Administration

MANCO

Executive Manager:
Membership, Legal &
Compliance

Executive Manager:
Marketing & Comms

CFO/MANCO

Risk owner

PROGRESS ON ACTIONS IN THE RISK REGISTER - 31 DECEMBER 2019

7

Maintaining current
efforts (clothing retail)
and increasing focus
on the FMCG

Integration with
National Treasury’s
CSD

Membership to
convert/approach
former members

Stakeholder
engagement

Actions to improve
management of the
risk
Revenue generation
strategy to be
implemented

Executive
Manager:
Membership,
Legal &
Compliance;
Executive
Manager HR &
Administration

Executive
Manager:
Membership,
Legal &
Compliance

CFO/MANCO

Action owner

31 March
2020

31 March
2020

Ongoing

31 March
2020

Ongoing

Time Frame

69
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Risk No

Financial
Management

Objective
(Strategic/Operati
onal)

High-level
Operational
Risks

Risk
Category

Major

Major

Moderate

Fraud &
corruption

Lack of IT
capacity and
intelligence

Moderate

Impact

Business
Continuity

Imminent
POPI Act

Risk
Description

3

4

4

3

Moderate

Moderate

Moderate

Moderate

Likelihood

3

3

3

3

Medium

Medium

Medium

Medium

9

12

12

9

Inherent risk

Website with
the search
facility; IT
Framework &
Strategy

Backups of
core systems:
Antivirus
software: 24
hour security
with armed
response;
insurance
Fraud
prevention
plan; Tip-offs
anonymous;
Procurement
Policy;
Delegation of
Authority

Training to
implement
best practices

Current
controls
50%

50%

50%

50%

Satisfactory

Satisfactory

Satisfactory

Satisfactory

Perceived control
effectiveness

Low

Medium

Medium

Low

5

6

6

5

Residual risk

CEO

CFO/CEO

CEO

From smart
partnerships with
stakeholders

Disaster recovery
site to be
identified and
secured

Actions to
improve
management of
the risk
Executive Manager: Monitoring the
Membership Legal regulation/
compliance
& Compliance;
Manager HR &
Creating internal
Administration
capacity within the
organisation
Risk owner

Time
Frame

CEO

CEO

Ongoing

Ongoing

31 March
2020

Executive
31 March
Manager:
2020
Membership Legal
& Compliance;
Manager HR &
Administration

Action owner

70
70

Certain board members did not appear on CIPC company
registration document but they were disclosed in the Annual
Financial Statements as directors

Member fees are determined on the financial performance of
the prospective members, however some members did not
submit their annual financial statements during the renewal
application process

2.

Finding

1.

No.

The membership consultant will obtain JSE listed member
companies’ AFS’s on their respective websites.

The Board Secretariat will liaise with CIPC to add board
members not appearing on Proudly SA’s CIPC document

Corrective Action (Plan)

PROGRESS AGAINST POST-AUDIT IMPLEMENTATION PLAN - 2018/19

8

Completed

In progress

Status

71
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13,593,000

Total Income

120,689

Membership costs

Total Expenditure

Capital Expenditure & IT

11,087,288

223,936

2,362,500

1,479,668

Administrative costs

Marketing costs

6,900,495

HR and Staffing costs

EXPENDITURE

0

5, 000, 000

0

7,623,000

970,000

Budget for
the quarter
(Q3)
Rands

Other Income

Sponsorship

Project based funding UNOPS

Grant – the dti

Membership Fees

INCOME

Description of item

9,915,501

358,091

1,863,830

134,344

1,329,134

6,230,102

13,822,814

200,718

5,000,000

0

7,623,000

999,096

Actual for
the quarter
(Q3)
Rands

1,171,787

(134,155)

498,670

(13,655)

150,534

670,392

229,814

200,718

0

11%

(60%)

21%

11%

10%

10%

1.7%

100%

0%

0%

0%

0
0

3%

%
Variance

29,096

Variance for
the quarters
(Q3)
Rands

Financial report - expenditure vs budget (Quarter 3 – 1 October to 31 December 2019)

FINANCIAL REPORT

9

Timing nature of certain cost
elements – software licenses

Timing nature of certain cost
elements

Cost cutting exercise
undertaken

Timing nature of certain cost
elements

Restructure within the HR
Department

Interest income & sale of
promotional items

Reason for Variance

53,003,000

1,451,742

19,840,725

482,758

6,855,797

24,371,978

53,003,000

0

16,500,000

0

32,623,000

3,880,000

Annual Budget
Rands

27,253,249

1,019,485

4,617,091

276,916

3,811,781

17,527,975

40,906,761

470,113

5,000,000

0

32,623,000

2,813,648

YTD Actual
(31 December
2019)
Rands

25,749,751

432,257

15,223,634

205,841

3,044,016

6,844,004

(12,096,239)

470,113

(11,500,000)

0

0

(1,066,352)

YTD Variance
(31 March
2019)
Rands

@ProudlySA
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www.proudlysa.co.za

