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

Accord

Brand SA

CCRD

CPO

CIPC

COTII

EDD

NCPC

NEDLAC

NT

PFMA

Proudly SA

SALGA

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 govern-
ment’s aim to create 5 million jobs by 2020.

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

Consumer Commission Regulatory Division of the dti.

Chief Procurement Officer.

Companies Intellectual Property Commission.

Council of Trade and Industry Institutions.

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

National Cleaner Production Centre, a program of the dti, housed under the CSIR 
which focuses on assisting companies implement cleaner production and re-
source efficiency measures.

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

National Treasury.

Public Finance Management Act No. 1 of 1999.

Public Finance Management Act No. 1 of 1999.

South African Local Government Association
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SAPBA

The DTI

The Summit

SAFACT

SAFDA

SAPS

SARS

SOEPF

WNC

South African Premier Business Awards

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

the Local Procurement Summit & Expo

 South African Federation Against Copyright Theft

South African Fashion Designers Association

South African Police Services

South African Revenue Service

 State Owned Enterprises

Women’s National Coalition
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EXECUTIVE SUMMARY
This report covers the period 1 January 2015 - 31 March 2015 and focuses on various highlights during the period

OVERVIEW

The Proudly South African national “Buy Local” Campaign continues its quest to get big businesses, corporations 
and even SMEs to buy local and to consciously choose to support locally manufactured products and services. 

In the absence of a legislative mandate, the Local Procurement Accord still remains the cornerstone for Proudly 
SA as it continues to play an active role in supporting government’s drive to grow the economy, alleviate poverty,  
create decent sustainable jobs and reduce inequalities.

Buy Local movements continue to gain traction globally and have demonstrated time and again that buying close 
to home is more than a feel-good matter. 

“Buying Local” is an internationally tried and tested method to stimulate job creation and alleviate poverty – and 
in our country, where we continue to grapple with unemployment, poverty and inequality, every South African can 
make a difference in this regard.

Buying locally manufactured goods or brands - whether it involves purchasing machinery worth millions or even 
just a t-shirt – begins a cycle in which you re-invest money into the local economy.  

Research shows there is a positive economic impact associated with keeping money “in town” and communities 
around the world are increasingly depending on the “Buy Local” philosophy and supporting local brands.  

Spending your money on a Proudly South African product or a brand that is made locally means you also help 
keep the worker – who made that product – in the their job. When you buy local you help create jobs and, in turn, 
help alleviate poverty. That, simply put, is the multiplier effect of buying local.  
Late last year, in September 2014, two of South Africa’s BRICS partners launched their own “Buy Local” campaigns 
in an effort to boost local manufacturing, promote local brands, create jobs and entice investment.
India’s Prime Minister, Narendra Modi, launched that country’s “Made in India” marketing campaign amidst much 
fanfare.   

Only a few months into office, the Prime Minister has been unrelenting in his efforts to promote India as the 
world’s next manufacturing giant. In a country where a reported 700 million people live in poverty, it was sug-
gested at the “Made In India” event that 90 million manufacturing jobs could be created in India in the next 10 
years alone.
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Speakers also suggested that a stronger manufacturing base would boost exports while linking India to global 
supply chains and help reduce the current account deficit.
Hot on the heels of the “Made In India” launch, China’s government launched their “Made In China” campaign. 
The Chinese campaign comes with a host of tax concessions for local businesses to boost the manufacturing sec-
tor, a key driver of China’s economic growth.

As consumers, both at home and at the workplace, we also have immense power in our pockets to help uplift and 
grow the economy of South Africa, create jobs and make a tangible difference in the lives of ordinary South Afri-
cans. 

As the country’s national Buy Local Campaign, Proudly South African promotes local procurement but also believes 
in the importance of direct foreign investment. Balance is key, to ensure that local brands and the local economy 
can grow. In this way, we can help create jobs and alleviate poverty.     

Proudly South African also continues to strive to source and secure shelf space for locally manufactured products.  
South Africans need to support local manufacturers to ensure the country doesn’t become a warehouse for im-
ported products or a dumping ground for inferior goods rejected by the rest of the world.

South Africans need to work together as a collective, to claim back the jobs lost over past decades and revisit op-
portunities that exist to stimulate job creation, entrepreneurship and enterprise development. 

BUY LOCAL MOVEMENT

Be Proudly South African – Buy Local to Create Jobs!
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GOVERNANCE AND 
OVERSIGHT DURING THE QUARTER

During the period under review, he following Board and subcommittee meetings took place:

3.1 	 Audit and Risk Committee
	 The members of the Audit and Risk Committee held their meeting on 24 March 2015 and considered the 	
	 following:

3.2 	 Membership, Marketing and Communications Committee
	 The members of the Membership, Marketing and Communications Committee held their meeting on 
	 24 March 2015 and considered the following:

3.3 	 Board
	 The Board of Directors met on 26 March 2015 and the meeting considered the following:

•	 Amendments to the Terms of Reference of the Committee;
•	 Reports from the Internal Auditors on Corporate Governance, Human Resources, Membership, Compli-

ance  and Brand Management as well as Financial Disciplinary Review;
•	 The appointment of Internal Auditors for the next three years; and
•	 The Audit Planning Memorandum for the external audit for the period ending 31 March 2015, from 

Nexia SAB&T was approved.

•	 The Terms of Reference of the Committee; 
•	 Reports of the previous events held, including the Valentine’s Day Activation and the Buy Local Summit 

and Expo;
•	 Reports on the preparations for the South African Premier Business Awards;
•	 Membership update including year on year trends; and
•	 The Media Coverage Report and Social Medial statistics for the period. 

•	 Terms of Reference of the Board; 
•	 The PFMA Status of the organisation; 
•	 Quarterly Report for Quarter 3 (October 2014 to December 2014);
•	 Standing Committee Reports from the Board subcommittees;
•	 The budget for the 2015/16 financial year;
•	 The Board approved an inflationary adjustment of 5.5% for staff;
•	 The Board approved the opening of a bank account with ABSA Bank;
•	 The financial reports as tabled for the period year to date, including Management Accounts and the Cash 

flow projection schedule.
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THE QUARTER UNDER 
REVIEW

4.1 	 High level achievements for the quarter
	 During the quarter under review, the following were some of the achievements as contained in the Annual 	
	 Performance Plan (APP) and reported in detail in Section 5 of the report:

•	 During the quarter under review, the following were some of the achievements as contained in the An-
nual Performance Plan (APP) and reported in detail in Section 5 of the report:

•	 The Buy Back SA above-the-line advertising campaign continued on SABC radio stations with high 
listenership including 5FM, Metro FM, Ukhozi FM, Lesedi FM and Ligwalagwala FM, which collectively 
reached about 20 million listeners throughout the country. This campaign was conceptualized by the dti 
in partnership with Proudly SA and the Manufacturing Circle and is aimed at encouraging consumers to 
buy local when making their purchasing decisions;

•	 The annual Proudly South African “Show Your Love for South Africa” Valentine’s activation was held 
at the Sandton Gautrain station, as part of the drive to promote national pride, patriotism and social 
cohesion. It was also aimed at educating consumers to Buy Local. This is done in order to promote the 
campaign publicly and to educate consumers about the importance of buying locally manufactured 
products and services;

•	 The annual Proudly SA Buy Local Summit and Expo was held at Sandton Convention Centre on 3 March 
2015 in partnership with ABSA, Mango and Transnet who contributed wholly to the costs of hosting the 
event;

•	 Proudly SA participated at the SALGA National Members Assembly where decision makers from 278 
municipalities were in attendance;

•	 Proudly SA had an opportunity to present to the Trade and Industry Portfolio Committee during the 
period under review;

•	 Proudly SA exhibited at the dti Open Day held at the dti campus, where all COTII institutions attended 
and exhibited at the event;

•	 An activation was held at the University of Johannesburg (UJ), in line with Proudly SA’s strategy aimed 
at educating the youth on the economy wide benefits of buying locally manufactured products and 
services;

•	 In total  94% of the members that were scheduled to renew their membership with Proudly SA during 
the quarter, renewed their membership;

•	 37 new members were successfully recruited and vetted for Proudly SA membership and have now 
joined the Buy Local Campaign; and

•	 A total of 15 press releases were issued during the quarter to all print media on an array of issues includ-
ing the Buy Local campaign as well as the Buy Local Summit and Expo. The Proudly SA Twitter account 
now has more than 83 000 followers and Facebook has more than 10 000 followers.
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4.2 	 Areas where targets were not met
	 For one or another reason, and as reported in detail in Section 5 of the report, there were areas and/or 
	 deliverables, as contained in the APP, that were not met for the period under review. 

	 These included:

•	 The above-the-line advertising campaign on anti-piracy could not be rolled out during the current 
financial year due to budget constraints. The campaign has been postponed until the strategic partner-
ships for this campaign are finalized. Proudly SA does not have the financial resources to carry out an 
above-the-line advertising campaign of this nature on its own. Therefore, this campaign will be rolled 
out in partnership with other organisations that also have an interest in anti-piracy matters;

•	 No (qualitative and quantitative) research was done during the quarter, as planned, as a result of budg-
etary constraints. However, 2 dipstick research surveys were done at the Buy Local Summit as well as at 
the University activation using Questback Research. Discussions are still underway with various stake-
holders including Pan African Advisory Services, Unisa and other academic institutions to partner with 
Proudly SA with regard to rolling out relevant research studies;

•	 The campaign was not able to effectively strengthen its participation in the bi-annual inter-governmen-
tal state enforcement agency meetings and raids as arranged by the law enforcement agencies, as none 
of the meetings took place during the period under review.  This is in line with its deliverable to partner 
with enforcement agencies against illegal imports, counterfeit products, under invoiced products, and 
dumping of unsafe products as contained in the Local Procurement Accord.
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4.3 HIGHLIGHTS 
	  FOR THE QUARTER

Proudly South African Events : 1 January - 31 March

4.3.1 	Proudly SA Valentine’s Activation : 14 February 2015
	
	 The annual Proudly SA Valentine’s Activation, aimed at encouraging South Africans to “Show their love for 	
	 SA by buying local”. The event was held on 13 February 2015, in partnership with the Department of Arts & 	
	 Culture, the Gautrain Management Agency and various South African artists and celebrities.

	 The event was held at the Gautrain Station in Sandton as it is the busiest hub in terms of the Gautrain, 	
	 with over ten thousand people passing through the station during peak times. In order to attract the 	
	 crowd, 	and in line with the theme of love and showing love for South Africa, Proudly SA also partnered 	
	 with Vusi Nova, a local music artist, who gave away love themed CDs and also performed for the crowd 	
	 passing through the station. 

	 Other organisations which supported the initiative included Sun International, which brought the reigning 	
	 Miss SA, as well as all the Miss SA finalists. There were other celebrities in attendance including actresses, 	
	 actors, Umoja dancers, and other public figures that came to support the campaign and encourage people 	
	 to “Show their love for SA by buying and supporting local”. 

	 The primary purpose of activation was public relations – to educate consumers about the Buy Local Cam	
	 paign and to promote national pride and patriotism as well as to create brand awareness for Proudly 	
	 South African.

	 Reach for this event: 5 000 consumers

	 Target Audience: Consumers (using the Gautrain)
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4.3.2 Buy Local Summit and Expo : 3 March 2015	
	 The Proudly South African Buy Local Summit & Expo was held at the Sandton Convention Centre, 
	 Johannesburg, on 3 March 2015 to provide a platform where all stakeholders and social partners can meet 	
	 and deliberate on the various issues affecting local procurement and the need to increase the production 	
	 as well as consumption of locally manufactured products and services.
 
	 The 2015 Buy Local Summit and Expo was sponsored by ABSA, Mango and Transnet, who collectively 	
	 contributed the entire budget that was required to roll out the event. The event was an overwhelming 
	 success as a result of this sponsorship.

	 The Proudly SA Buy Local Expo ran concurrently to the Summit at the Sandton Convention Centre on 3 	
	 March 2015, and it was aimed at showcasing the products and services of Proudly SA member companies 	
	 as well as other local companies. The Expo offered smaller enterprises an opportunity to engage and 
	 market their products to these bigger corporates, ordinary consumers and to the public sector as there was 	
	 representation from each of these sectors at the Summit.

	 The Proudly South African Buy Local Expo provided exposure to the exhibitors and their companies as part 	
	 of their membership benefits and we invited other local manufacturers as well as non-member companies 	
	 to attend the Expo.

	 The expo focused on companies that render services and/or manufacture products across many different 	
	 sectors, but mostly in sectors that form part of those designated by the dti for local procurement.
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The designated sectors are as follows:

•	 Clothing, Textiles & Footwear;
•	 Agro processing;
•	 Buses;
•	 Power Pylons;
•	 Rolling Stock;
•	 Forestry, timber, paper, pulp and furniture;
•	 Plastics & pharmaceuticals;
•	 Manufacturing;
•	 Solar Panels;
•	 Renewable Energy; and
•	 Arts & Crafts & Corporate Gifting

In total 150 exhibitors were targeted and participated in the Proudly SA Buy Local Expo, and  approximately 407 
delegates (made up of guests and leaders from the business sector, government, labour and the wider community) 
attended the Summit. In addition to this, 534 day visitors visited the various exhibition stalls set up in the Expo area.

Some of the speakers at the event included the following:

•	 Ms. Happy Ralinala – ABSA;
•	 Mr. Ian Donald – Nestle;
•	 Ms. Makhosazana Masilela – Transnet;
•	 Mr. Amanda Rogaly – Foodsure;
•	 Mr. Sandeep Desai – Unilever;
•	 Mr. Jeff Nemeth – Ford Motor Company;
•	 Mr. Shareen Osmon – the dti;
•	 Ms. Seapei Mofayane - Shanduka Group;

Reach for this event:  In total 150 exhibitors were targeted and participated in the Proudly SA Buy Local Expo, and  
approximately 407 delegates (made up of guests and leaders from the business sector, government, labour and the 
wider community) attended the Summit. In addition to this, 534 day visitors visited the various exhibition stalls set 
up in the Expo area.

Target Audience: Public and the private sector, as well as ordinary consumers
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4.3.3 The dti UJ Campus Activation : 20 March
	
	 Consumer Education is one of the key deliverables for Proudly SA in the Local Procurement Accord, and 	
	 the youth is a key constituency that has also been earmarked for this drive to educate consumers on the 	
	 economy-wide benefits of buying local.  Tertiary institutions have been identified as a suitable platform 	
	 to roll out consumer education campaigns, and the University of Johannesburg was the venue for this 
	 specific activation during the period under review.

	 Through this activation, having an MC and entertainment, students were educated about Proudly South 	
	 African product identification and the impact of their purchasing behavior.

	 Reach for this event:  900 students that actively participated in the activation

	 Target Audience: Youth and students in general at the University of Johannesburg
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4.3.4 SALGA Annual National Members Assembly : 23 - 26 March 2015
	
	 Proudly SA has concluded a strategic partnership with the SA Local Government Association (SALGA), in 	
	 terms of which both parties will benefit from participating in each other’s programmes, which will assist 	
	 each of them to achieve their strategic objectives.
 
	 SALGA hosted their annual National Members Assembly (NMA) at the Gallagher Convention Center, from 	
	 23 to 26 March 2015. The assembly is an annual gathering of all local and district municipalities affiliated 	
	 with SALGA (SALGA has 278 municipalities as members), and the assembly is attended by amongst others, 	
	 Mayors, Municipal Managers and CFOs of each of the member municipalities.

	 Proudly SA had a fully branded exhibition stand where information was disseminated to the delegates that 	
	 visited the stand and information was shared with them on what the campaign is about and how they 	
	 could support the buying of locally manufactured products and services.
	
	 Reach for this event: 1 400 delegates, representing 278 municipalities and both the public and the
	 private sector.

	 Target Audience: Decision makers in the local and district municipalities 

4.3.5 The dti Open Day : 27 February 2015
	
	 The dti hosted their annual Open Day at the dti campus in Sunnyside, Pretoria, where all the dti’s COTII 	
	 agencies were invited on 27 February 2015. The purpose of the Open Day is to educate and create 
	 awareness around the services offered by the dti and its agencies to the public, as a contribution towards 	
	 building the South African economy. This event is also used as a platform to enable the various agencies 	
	 within the dti family to build relationships and share information that can help enhance each of their 
	 offerings.

	 Proudly SA had an exhibition stand which was also used to accommodate five Proudly SA companies that 	
	 showcased their products and offerings at the Open Day. This, with a view to showcasing some of the
	 local products that are available in the market. This was a great platform as it afforded the campaign an 	
	 opportunity to roll out consumer education about the “Buy Local” philosophy and possibly recruit members. 

	 Reach for this event:  2 000 people

	 Target Audience: Consumers
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BRAND MANAGEMENT

A)	 MEMBER AND PARTNER LOGO REQUEST	
	 Brand management and branding assistance was provided to all Events Coordinators for the above
	 reported events. Logos are usually sent to the event organizers with the Proudly South African Corporate 	
	 Identity

B)	 Adams and Adams Report - IP:
	 The following is a report on the IP cases handles during the past	

Reference no Subject Status Action Required

1

2

3

IN41160ZA00

IN41160ZA00

INTERNAL

IN – Infringement
Trade mark registration 
2006/30307 PROUDLY 
SOUTH AFRICAN LOGO 
in class 18 by 
Buccaneer Shoes

Copyright ownership
Ownership of the 
Proudly SA logo

NOTICE 583 OF 2002
PROHIBITION OF THE 
USE OF CERTAIN 
WORDS AND LOGO BY 
GOV:

ALEXANDER ERWIN, 
MINISTER OF TRADE 
AND INDUSTRY 
SECTION 15. APRIL 
2002.

OPEN
Adams & Adams

OPEN
Internal

OPEN
Internal

Letter sent to Buccaneer Shoes from Adams and Adams. 9 
May 2013. Buccaneer Shoes gave an indication that they 
wanted to join. A letter of undertaking was sent to them 
with the application forms. Deadline 31 May 2013.

We requested that Adams and Adams close this case and 
we will continue with CCRD in our application to include 
the Proudly South African logo in the Intellectual Property 
Policy of state.

Met with the dti Mr. Macdonald Netshitenzhe 012 394 
1510 / 072 311 3394 to discuss renewal. 

Mpho contacted Mr. Netshitenzhe and will send email 
request for an appointment.

Meeting was held with Mr. Netshintenzhe and it was 
confirmed that the logo enjoys perpetual protection. 22 
June 2012.

Second meeting was held on the 2nd November 2012.
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Reference no Subject Status Action Required

4

5

6

DO39255WW00/
JP/JV/crm

IN39932ZA00/JP/
CHVZ/AVH

IN40036ZA00

TW18402ZA00

SOUTH AFRICA - Rights 
of Proudly South 
African and infringe-
ment, passing-off and 
unlawful competition 
by the owners of the 
website
www.proudlysouthafrica.com

Proudly South Africa.
com.
Using flag and the 
address as well as logo 
Proudly South Africa.
com to run a business. 
Bookings for B’n B and 
Facebook page. South 
African gentleman.

Proudlysouthafrican.
com website – previous 
member Top Team. They 
are not currently active. 
Rights of Proudly South 
African and infringe-
ment, passing-off and 
unlawful competition 
by the owners of the 
website 

www.proudlysouthafrican.com

WATCH NOTICE - SOUTH 
AFRICA: Trade Mark no. 
2006/24265 PROUDLY 
SOUTH AFRICAN in 
class 35 in the name of 
PROUDLY SOUTH AFRI-
CAN. Proudly 
Pietermaritzburg

OPEN
ADAMS AND 
ADAMS

PENDING 
CLOSURE.

Internal
CLOSED

Affidavit is no longer needed, as Chillies is no longer trad-
ing on Facebook; the site is not in use either. The Facebook 
site is only used for news and commentary.
It was decided that we would monitor the site. We will not 
put in an anonymous offer for the domain name either.

Recommendation from Adams and Adams:

We have been able to obtain the contact details of Mr. De Sa. 
In the circumstances, I recommend that we send to him a let-
ter, advising him of your rights, and warning him that, should 
he start to use PROUDLY SOUTH AFRICA in the course of 
trade, in relation to goods or services, you will object to that 
use.  We could also ask Mr. De Sa if he would be willing to 
place a disclaimer on that website, stating that the website is 
not associated with, or endorsed by, Proudly South African. 

Found the following details from the website:
TOPTEAM MANAGEMENT (PTY) LTD 
39 Main Rd,Greyton, 7233
Greyton, 
Phone: (028) 254-9888
Registrar: Eurotrashnames.com
Expiration date: 01 Sep 2013
Website is up for sale. We will not bid.

Handled internally.  
Closed 
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Reference no Subject Status Action Required

7

8

9

IN39673ZA00

IN41812ZA00/
JP/JV

IN41954ZA00/
JP/JV

TRADE MARK 
APPLICATIOS 
2006/24263-70 
PROUDLY SOUTH 
AFRICAN AND 
PROUDLY SOUTH 
AFRICAN LOGO IN 
CLASSES 16, 25, 35 
AND 42; trade mark 
applications 
Passing off and 
unlawful competition 
by Wilmar 
Technologies (Pty) Ltd

SOUTH AFRICA - 
Infringement of the 
PROUDLY SOUTH 
AFRICAN logo by Herbal 
Zone CC

SOUTHAFRICATODAY.NET
They have published a 
very negative
article about SA and 
used the SA logo with 
the wording “Blacks only 
“ underneath the logo.

OPEN
2011

CLOSED

OPEN

Adams and Adams contacted Mr. Dilgee who indicated 
that he is still interested in the trademarks and ‘does not 
mind going to court’.

Instructed AA to continue opposing and go to court if 
required.

21 Jan 2015
Recent search shows that the status remains the same 
“Accepted with conditions”.

04 March 2015
Status still has not changed.

Received go ahead from CEO. Letter was sent to Herbal 
Zone. Awaiting feedback.

Jenny reviewed case and replied giving three options on 
25 June 2014.
•	 To contact White Nation.
•	 Contact Mr Merrick and test water
•	 Walk away from the issue.
CEO recommended that Jenny contact Mr. Merrick to test 
the water.
Sent instructions to contact Mr. Merrick on 25 June 2014.

07 August 2014 – the logo was removed.

05 January 2015 – the illegal use of the logo with racist 
article has resurfaced again and was shared on social 
media in January 2015.

Received notification from PR manager 02/01/2015. 

Sent instruction to Adams and Adams on Monday 
05/01/2015 to follow up.

07 JAN 2015 – Name and contact details to this domain is 
protected. 
Two options suggested: 
1)	 Firstly we can send a letter to SA Today.
2)	 Walk away

INSTRUCTED ADAMS AND ADAMS TO CLOSE FILE ON THE 
16 MARCH.
 



19

Reference no Subject Status Action Required

10

11

12

IN42145ZA00/
JP/JV

IN42094ZA00/JP/
JV/CRM

IN42225ZA00, 
IN42226ZA00, 
IN42099ZA00 & 
IN39932ZA00/
JP/JV

SOUTH AFRICA
INFRINGEMENT OF 
TRADE MARK REGIS-
TRATION
2006/24269
PROUDLY SOUTH 
AFRICAN LOGO IN 
CLASS 35
Ravi Naicker

SOUTH AFRICA – Rights 
in the slogan “NOU 
GAAN ONS BRAAI” in 
the name of Barry Hilton 
and Barry Hilton Produc-
tions CC and passing off 
claim against Proudly 
South African

SOUTH AFRICA - In-
fringement of the trade 
mark PROUDLY SOUTH 
AFRICAN and PROUDLY 
SOUTH AFRICAN logo 
in the name of Proudly 
South African, and pass-
ing off / unlawful com-
petition on the Facebook 
webpage www.facebook.
com/proudandpositivesa
 
SOUTH AFRICA - In-
fringement of the trade 
mark PROUDLY SOUTH 
AFRICAN in the name of 
Proudly South African, 
and passing off / unlaw-
ful competition on the 
Facebook webpage www.
facebook.com/hashtag/
proudlysouthafrican
 
SOUTH AFRICA - In-
fringement of trade mark 
registration 2006/24265 
PROUDLY SOUTH AFRI-
CAN in class 35 in the 

OPEN

OPEN

OPEN

Requested Jenny to send a letter.
Letter was approved A&A needs to send letter. 03 Nov 
2014.

Letter was sent and we requested Adams and Adams to 
watch that they don’t use this logo.

21 Jan domain is parked and will continue to monitor.

25 Feb – website is still parked but will continue to moni-
tor.

Instructed Adams and Adams to keep under watch.

Requested Jenny to send letter to Barry Hilton’s lawyers.

Adams and Adams received a response from Mr. Hilton’s 
attorneys, Senekal Simmonds, advising that they take 
note that Proudly SA is not associated with the Facebook 
webpage Proudly South African Clothing.

Instructed Adams and Adams to take action against 
Proudly South African clothing and other facebook ac-
counts using our trademarks. File complaint on our behalf.

SENT LIST OF SOCIAL MEDIA INFRINGMENTS TO ADAMS 
AND ADAMS ON 5 NOV 2015.

24 November 2015
They flagged that asking Facebook to flag the Proudly SA 
logo may not be possible as cases of infringement need to 
be logged for each case.

Facebook webpage of Spread the Infection: Positively 
Proudly South African

www.facebook.com/proudandpositivesa.
 They do not believe that we will be able to object to the 
use of the phrase “Spread the Infection: Positively Proudly 
South African”, as that phrase is used in a descriptive 
sense (i.e. describing the purpose of the website), and not 
in a trademark sense. In addition, as this Facebook web-
page consists of public comment, it does not appear that 
that phrase is used in the course of trade.

Option: We will have to log a case with Facebook.

Facebook webpage relating to #proudlysouthafrican

Online investigations reveal that, in addition to Facebook, 
the tagline #proudlysouthafrican is also used, by the 
general public, on other social media websites, including 
Twitter.
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name of Proudly South 
African by Proudly South 
African Clothing
 
SOUTH AFRICA - Rights 
of Proudly South African 
and infringement, 
passing-off and unlawful 
competition by the own-
ers of the website www.
proudlysouthafrica.com

ADAMS & ADAMS suggested that it would be impractical 
to stop everyone from using this tagline. There is no re-
course against the use of the tagline #proudlysouthafrican 
on the social media websites.
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4.3.23 SUMMARY – MEDIA/PR REPORT
Due to a two-month waiting period for all news clippings to be provided by Newsclip Monitoring Services (for 
any given month), the quarterly report for the period October 2014 – December 2014 is provided in this report. 
The January to March 2015 quarterly report will only be available at the end of May 2015 due to the news 
monitoring system and waiting period for news clippings.

4.3.24	 CLIPCOUNT ANALYSIS - 2012/2013/2014 QUARTERLY COMPARISON

The Clipcount Comparison illustrates the total number of media clippings for each media platform i.e. print, 
broadcast and online for the period under review (October-December 2014). Comparison is made with the same 
period in 2012 and 2013. 

The analysis shows that the most coverage, for the period under review, was obtained in 2013 followed by 2014 
and then 2012.  

(Only clips relating specifically to Proudly SA and its activities are included in the clipcount analysis. The clip-
count is extracted from daily notifications from Newsclip Media Monitoring Services relating to phrases/key 
words “Proudly South African”).

PR, COMMUNICATIONS 
& MEDIA
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4.3.25	 CLIPCOUNT ANALYSIS - INDIVIDUAL MONTHLY COMPARISONS

The individual monthly comparisons show the number of media clippings for each media platform i.e. 
print, broadcast and online for July, August and September 2012, 2013 and 2014 respectively.
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4.3.26	 CLIPCOUNT ANALYSIS - MEDIA TYPES

The media types show which online sites, print publications and television and radio stations carried 
stories and/or publicized Proudly South African and/or its activities for the period under review.
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4.3.27	 AVE/PR VALUE – 2012/2013/2014 OCTOBER-DECEMBER  COMPARISON

The AVE/PR Value Comparison shows an increase in 2014 compared to 2013 and 2012.  

4.3.28	 AVE/PR VALUE – INDIVIDUAL MONTHLY COMPARISONS

Exact values are given for each month in the period under review (compared to previous years).
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4.3.29	 PR & MEDIA HIGHLIGHTS FOR THE PERIOD UNDER REVIEW

The CEO for Proudly SA continues to write a monthly column in the Pretoria News. The same column is also used 
by other publications in the Independent Group, including in The Star and on iol from time to time. This provides 
an opportunity for the CEO to regularly communicate Proudly SA and Buy Local messaging to the public through 
the media. 

As the spokesperson for Proudly South African, the CEO -working closely with the PR Manager- also continues 
to do regular media interviews (radio, television and print) relating to issues including, but not limited to, local 
procurement, economics, social cohesion, national pride and patriotism.

Other PR/Media highlights for the period under review included:

•	 On 22 October 2014 the international policing organisation, Interpol, named five South Africans as global 
ambassadors for its anti-crime initiative “Turn Back Crime”. The Southern African leg of the Campaign was 
launched in Gauteng, during a meeting of the Southern African Regional Police Chiefs Co-Operation Or-
ganisation (SARPCCO). 



28

The South African ambassadors include the CEO of Proudly South African, Adv. Leslie Sedibe. Other ambassadors 
are the Head of Crime Line & Director of Crime Stoppers International, Yusuf Abramjee; Chairman of the Gaut-
eng Community Police Board, Andy Mashaile; poet and anti-piracy activist, Mzwakhe Mbuli; and well known 
artist, KB Motsilanyane.

They five join other international “Turn Back Crime” ambassadors including world-renowned Bollywood super-
star, Shah Rukh Khan; actor, Jackie Chan; footballer Lionel Messi and Formula 1 racing drivers, Fernando Alonso 
and Kimi Raikkonen, among others.

•	 Proudly SA continued its nationwide Buy Local roadshow/campaign under the banner of “Buy Back SA”. The 
campaign included radio advertisements and live reads, across a wide range of SABC radio stations. The 
radio campaign also included various radio interviews.



29

4.3.30	 PRESS RELEASES

The following Press Releases were issued during the quarter under review:

	
  
NO.	
  
	
  

	
  
DATE	
  

	
  
HEADLINE	
  

1	
   28	
  Jan	
   SUMMIT	
  PRESS	
  RELEASE	
  –	
  PR1	
  

2	
   28	
  Jan	
   SUMMIT	
  PRESS	
  RELEASE	
  –	
  PR2	
  

3	
   28	
  Jan	
   SUMMIT	
  PRESS	
  RELEASE	
  –	
  PR3	
  

4	
   28	
  Jan	
   SUMMIT	
  PRESS	
  RELEASE	
  –	
  PR4	
  

5	
   28	
  Jan	
   SUMMIT	
  PRESS	
  RELEASE	
  –	
  PR5	
  

6	
   13	
  Feb	
   VALENTINES	
  ACTIVATION	
  PRESS	
  RELEASE	
  

7	
   23	
  Feb	
  
BUSINESS,	
  GOVERNMENT,	
  COMMUNITY	
  AND	
  LABOUR	
  TO	
  GATHER	
  FOR	
  PROUDLY	
  SA	
  
BUY	
  LOCAL	
  SUMMIT	
  &	
  EXPO	
  	
  

8	
   24	
  Feb	
  
INVITATION	
  TO	
  COVER	
  PROUDLY	
  SA	
  BUY	
  LOCAL	
  SUMMIT	
  &	
  EXPO	
  	
  

9	
   25	
  Feb	
  
LOCAL	
  PROCUREMENT	
  &	
  JOB	
  CREATION	
  KEY	
  FOCUS	
  AT	
  ANNUAL	
  PROUDLY	
  SOUTH	
  
AFRICAN	
  BUY	
  LOCAL	
  SUMMIT	
  &	
  EXPO	
  	
  

10	
   25	
  Feb	
   INVITE	
  TO	
  MEDIA	
  –	
  ANNUAL	
  PROUDLY	
  SA	
  BUY	
  LOCAL	
  SUMMIT	
  &	
  EXPO	
  2015	
  	
  

11	
   2	
  Mar	
  
LOCAL	
  PROCUREMENT	
  &	
  JOB	
  CREATION	
  KEY	
  FOCUS	
  AT	
  ANNUAL	
  PROUDLY	
  SOUTH	
  
AFRICAN	
  BUY	
  LOCAL	
  SUMMIT	
  &	
  EXPO	
  	
  

12	
   2	
  Mar	
   INVITE	
  TO	
  MEDIA	
  –	
  ANNUAL	
  PROUDLY	
  SA	
  BUY	
  LOCAL	
  SUMMIT	
  &	
  EXPO	
  2015	
  

13	
   15	
  Mar	
  
Proudly	
  SA	
  mourns	
  with	
  South	
  African	
  people	
  over	
  the	
  death	
  of	
  Minister	
  Collins	
  
Chabane	
  

14	
   16	
  Mar	
   Inputs	
  into	
  Carbon	
  Track	
  Press	
  Release	
  (member	
  company)	
  for	
  media	
  launch	
  

15	
   18	
  Mar	
  
PROUDLY	
   SOUTH	
   AFRICAN	
   ENCOURAGES	
   LOCAL	
   ENTERPRISES	
   TO	
   ENTER	
   SA’S	
   TOP	
  
BUSINESS	
  AWARDS	
  

 

4.3.31	 MEDIA VISITS / ENGAGEMENTS

In order to build and strengthen good working relationships with the media – and to promote good media cover-
age of Proudly SA and its activities - the PR Manager had meetings/networking sessions with members of the 
media and/or advertising officials during the period under review:

1.	 SABC Radio News
2.	 SABC Radio
3.	 Kaya FM
4.	 Classic FM
5.	 Etv Sunrise
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6.	 ANN 7
7.	 Kyknet/ENuus
8.	 Metro FM
9.	 Small Business Connect (the dti)
10.	SAPA Wire Service
11.	The Times’ upcoming Wire Service
12.	Media 24’s upcoming Wire Service

4.3.32	 CEO INTERVIEWS

The CEO of Proudly SA, Adv. Leslie Sedibe – as the official spokesperson for the organization – took part in in-
terviews with the following news organisations during the period under review:

Pre – Buy Local Summit interviews:
•	 Metro FM;
•	 Kaya FM;
•	 Classic FM;
•	 SAfm;
•	 Lesedi FM;
•	 Motsweding FM;
•	 Radio 2000;
•	 Smile FM;
•	 SABC News;
•	 Gagasi FM;
•	 Ukhozi FM;
•	 Jozi FM

Summit interviews (at the Summit):
•	 SABC 24 hour TV news channel;
•	 eNuus/Kyknet;
•	 eNCA;
•	 ANN7
•	 eTV Sunrise;
•	 Metro FM;
•	 Classic FM;
•	 Kaya FM

Other Interviews done during the period included the following:
•	 SME Magazine;
•	 eTV Sunrise panel discussion on Local Music;
•	 EWN debate on 702 and Cape Talk;
•	 Thobela FM;
•	 Good Hope FM;
•	 Lotus FM;
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4.3.33	 CEO PRESENTATIONS

The CEO presented at various events and took part in various media interviews during the period under review. 
The aim 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’s presentations included, among others, the following:  

MONTH		               EVENT					  
14 February 2015		  Valentine’s Day Activation
23 February 2015		  University of Free State MBA programme students
3 March 2015		  Buy Local Summit and Expo
18 March 2015		  Trade and Industry Portfolio Committee
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