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

Accord

Brand SA

CCRD

CGCSA

CPO

CIPC

COTII

EBI

COSATU

EDD

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.

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.

Consumer Goods Council of South Africa

Chief Procurement Officer.

Companies Intellectual Property Commission.

Council of Trade and Industry Institutions.

Ekurhuleni Business Initiative

the Congress of South African Trade Unions

Economic Development Department, a national government department 
in the Republic of South Africa.
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ACRONYMS
The following are definitions of the acronyms used in the report

NEDLAC

IMF

NT

PFMA

Proudly SA

SALGA

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

International Monetary Fund

National Treasury.

Public Finance Management Act No. 1 of 1999.

Public Finance Management Act No. 1 of 1999.

South African Local Government Association

SAPBA

The dti

The Summit

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
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2. EXECUTIVE SUMMARY
This report covers the period 1 January - 31 March 2016 and focuses on 

various highlights during the period:

SOUTH AFRICA’S DOWNGRADE 
IS NOT A DONE DEAL....
Moody’s Investor Service has placed South Africa’s 
Baa2 bond and issuer ratings on review for down-
grade. However, it is misleading to say that a down-
grade is absolutely inevitable. Team South Africa 
has been – and continues to be - hard at work to 
prove to investors and the world that the country 
still offers value and still has a good story to tell.

Finance Minister, Pravin Gordhan, recentlyem-
barked on an investor roadshow in the United 
Kingdom and the United States of America. Team 
South Africa - comprising senior government offi-
cials, business representatives and members of 
the three trade union federations – met with inves-
tors who hold South African bonds, equities and/or 
shares as well as the three ratings agencies.

Team SA, through Minister Gordhan, described the 
discussions as “very good”. South Africa has ex-

plained how it came up with some of the budget 
numbers and budget proposals and has sought to 
clarify its plans to increase economic growth as well 
as clarifying issues around State owned companies 
and infrastructure investment, among others.
Moody’s decision to place South Africa on review 
was taken before the investor roadshow – before 
Team SA met with the three ratings agencies. It cur-
rently has South Africa two grades above “sub-in-
vestment grade”.

South Africa again had an opportunity to present 
its case to Moody’s when its analysts visited the 
country between 16 and 18 March 2016, as they 
sought relevant information that will influence their 
ultimate decision on the country’s creditworthiness 
– whether or not to drop the country’s credit rating 
to one notch above “junk” status.
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South Africa naturally wants to avoid moving into junk 
or sub-investment grade and this can still be averted. 
In fact, it’s critical for the country to succeed as ratings 
agencies play a central role in keeping economies in 
good standing which, in turn, empowers economies 
for growth and equips them with the capability to bor-
row, keep afloat and trade with other countries.

In essence a downgrade would mean investors would 
be sceptical about investing in the country, the rand 
would weaken further, inflation would sky rocket, in-
terest rates and the cost of borrowing money would 
increase, the cost of imports would increase and the 
cost of living would rise for average South Africans.

Standard & Poor’s believes South Africa’s challenge 
is not concentrated on fiscal consolidation but rather 
on economic growth. As a country we need to spend 
our energies on getting the country’s growth back on 
track. The 2016 Budget has offered a framework to 
get the economy back on a growth path. This is wel-
comed and needs to be accelerated.

Well respected economists strongly believe that if 
South Africans can work together – and if several 
smart interventions are implemented rapidly - we will 
be able to stave off a downgrade. Time is of the es-
sence and South Africa needs to unite and act fast.

We need, as a country, to be decisive in a number 
of areas including taking decisions around the min-
ing sector and other critical sectors of our econo-
my as identified in the Industrial Policy Action Plan. 
Uncertainty around the mining sector’s legislative 
framework, for example, needs to be addressed as 
a matter of urgency, in an effort to stimulate investor 
confidence.

Interventions also need to include Sector Working 
Groups, through which Ministers and chief players in 
the public sector work together to facilitate growth. 
Inevitably, South Africa has to prove to itself and the 
world that we are capable of working together to 
grow our economy, create jobs and make our fiscal 
framework a viable one. We have faced major chal-
lenges as a country before. We have emerged victo-
rious before. For us to unite as a nation is once again 
possible – and crucial.

Together, we can overcome the greatest challenges. 
It is for this reason too, that it remains speculative 
and premature to write an autopsy on South Africa’s 
economy. Together, we can move South Africa for-
ward as we have done so many times before. But we 
need to unite. And we need to act fast.

BE PROUDLY SOUTH AFRICAN - BUY LOCAL TO 
CREATE JOBS!
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During the period under review, the following meetings took place:

The following Board and Sub-committee meetings took place, during the quarter under 
review:

3.1 Finance and Procurement Committee

The members of the Finance and Procurement committee held their meeting on 14 
March 2016 and the meeting considered the following:

•	 The reduced budget for the 2015/16 financial year
•	 The Budget for the 2016/17 financial year, for recommendation to the Board;
•	 The negotiation underway with the real estate agent for the capital investment in new 

office building for the organization; and 
•	 The financial reports as tabled for the period year to date, including Management 

Accounts and the Cash flow projection schedule;

3.2 Audit and Risk Committee

•	 The members of the Audit and Risk committee held their meeting on 7 March 2016 
and the meeting considered the following:

•	 The feedback on the strategic discussion held with the Auditor General’s office
•	 The Audit planning memorandum for the 2015/16 financial year end external audit; 

and
•	 The reports tabled by the Internal auditors for audits conducted during the period 

under review;

3.3 Membership, Marketing and Communications Committee
 
The members of the Membership, Marketing and Communications Committee held their 
meeting on 7 March 2016 and the meeting considered the following:

•	 The finalization of the Service Level Agreement with Pan African Research on their 
appointment as the service provider responsible for conducting the Economic Impact 
Studies;

•	 The need for correspondence to be sent to NEDLAC to place Proudly South African 
on the agenda of the MANCO, in order to highlight the responsibilities of the Social 
Partners as set out in the LPA;

•	 An update on the plans for the upcoming 2016 Proudly Buy Local Summit and Expo, 
which subsequently took place on 30 March 2016;

•	 The Marketing report on all the previous activities that have taken place during the 
period under review;

•	 Media, PR and Social Media reports; and
•	 Membership Status reports

3. GOVERNANCE AND OVERSIGHT
	  D U R I N G  T H E  Q U A R T E R
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3.4 Remuneration Committee

The members of the Remuneration committee held their meeting on 14 March 2016 and 
the meeting considered the following:

•	 The Job grading and preliminary report on the Salary benchmarking exercise done;
•	 Performance Management report for the financial year;
•	 Staff Development Report for the period under review;
•	 A report on staff movement that happened during the period under review;
•	 Employee Assistance Programme including employee wellness activities;
•	 The removal of the Sales Manager position from the Organogram;
•	 The recommendation for an annual inflationary increase for staff for the 2016/17 

financial year; and 
•	 The CEO’s contract of employment (an In-Camera session was held by the commit-

tee for this)

3.5 Board meeting

The Proudly SA Board of Directors, met on 14 March 2016 and considered the following:

•	 The presentation made by the CEO surrounding the findings by FIFA;
•	 The discussion with the AG’s office, where it was agreed that the Performance Audit 

Division of the AG will look at the level of compliance of all spheres of government to 
the PPPFA and its effect on the economy;

•	 The revised budget and reduced allocation of funds from the dti for the 2015/16 fi-
nancial year;

•	 An update on the appointment of Pan African Research as the research house re-
sponsible for undertaking an Economic Impact Studies on behalf of Proudly SA;

•	 The importance of Proudly SA presenting to the NEDLAC Manco and the Millennium 
Labour Council and the need to request slots to present at these forums;

•	 The  recommendation from Remunerations Committee on the annual inflationary 
increase for staff for the 2016/17 financial year;

•	 The budget for the 2016/17 financial year was approved, as per recommendation 
from the Finance and Procurement Committee;

•	 The term of the CEO’s contract of employment;
•	 The adoption of the newly developed Supply Chain Management Policy;
•	 The Quarterly Report for the period ending 31 December 2016;
•	 Reports from the Standing Committees of the Board; and
•	 The financial reports as tabled for the period year to date, including Management 

Accounts and the Cash flow projection schedule



10

4. THE PERIOD UNDER REVIEW

4.1 High level achievements for the quarter

During the period under review, the Proudly SA campaign was able to achieve most of 
its targets as contained in the Annual Performance Plan (APP) for the fourth quarter of 
the 2015/16 financial year. 

The following were some of the achievements and these are reported in detail in Section 
5 of the report:

•	 The 5th Annual Proudly SA Buy Local Summit 
and Expo, was successfully hosted at Sandton 
Convention Centre on 30 March 2016, in part-
nership with ABSA, where the Deputy Presi-
dent of the Republic of South Africa delivered 
the Keynote address;

•	 The campaign also hosted the  annual Valen-
tine’s “Show your Love for SA” Activation on 
11 February at the intersection of Oxford and 
Glenhove in Rosebank, where South Africans 
were urged to show their love for SA by buying 
locally manufactured products and services;

•	 An Above-the-line campaign promoting the Buy 
Local Summit and Expo, was rolled out during 
the period under review. This was then used 
as an opportunity to also promote Proudly SA 
“Buy Local” and included advertisements on 
billboards on the N1 and M1 freeways in Jo-
hannesburg, 

some of the Multichoice (DSTV) channels, as well 
as placements in print media, radio interviews on 
Power FM, Kaya FM, Classic FM, e-TV and SABC;
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•	 Proudly SA partnered with MTN and visited 3 
different schools in Swartruggens as part of the 
Ubuntu Schools campaign, where about 2 600 
learners were reached and deserving kids were 
given school shoes and the learners were educat-
ed on the values and principles of Ubuntu;

•	 The Buy Back SA campaign continued during the 
period with continued adverts on 30 billboards in 
various prime spots (mostly taxi ranks in shopping 
malls) throughout the country;

•	 Proudly SA exhibited together with some of its 
members at various expos and events.  The cam-
paign participated in 4 different exhibitions and/or 
events which provided the campaign with a plat-
form to educate consumers as well as both the pri-
vate and public sector on the importance of buying 
local;

•	 Pan African Research was appointed to conduct 
an Economic Impact Studies to determine the  
impact of local manufacturing/ Buy Local on the 
country’s economy, with specific focus on the Man-
ufacturing, Mining, Agro-processing, Automotive, 
Pharmaceuticals and Petro-chemicals sectors (the 
MAP Programme);

•	 The CEO presented to the State Owned Enter-
prises Procurement Forum (SOEPF), which com-
prises Heads of Procurements/Chief procurement 
Officers of all State owned entities;

•	 Proudly SA’s Twitter following reached 123 000 fol-
lowers. Organically grown, the number of followers 
continues to grow this PR platform, which enables 
Proudly SA to communicate its programmes and 
weigh in on relevant current topical issues. This 
growth indicates the campaign’s relevance and 
appeal to the broader social media community;

•	 A total of 32 press releases were issued during the 
period on an array of topical issues, including on 
the Buy Local Summit and Expo;

•	 A media dinner was hosted at the Clico Boutique 
Hotel in Rosebank, where a total of 20 guests rep-
resenting different media houses were hosted;

•	 A total of 59 new members were successfully re-
cruited and vetted for Proudly SA membership and 
have now joined the Buy Local Campaign; and

•	 Some 92% of members, scheduled to renew their 
membership with Proudly SA during the period un-
der review, renewed their membership;
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4.2 Areas where targets were not met:

During the period 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 
2015/16 financial year, however was not able to achieve the following targets:

•	 Although contact has been made with BUSA, 
BBC and BLSA, the actual presentations to any 
of these organisations did not happen during 
Quarter 4, as planned. However plans are afoot 
to have this presentations during the next fi-
nancial year, depending on the platforms be-
ing made available by the organisations them-
selves;

•	 The campaign was not able to secure a briefing 
session with any of the major retailers during 
the period under review;

•	 No meetings took place with any district munic-
ipalities during the period to market the cam-
paign and educate them on: the importance 
of buying local and the LPA database of local 
products and services. Engagements took 
place with the SALGA team, in line with the 
agreement concluded between the two organ-
isations, where it was agreed on the platforms 
to be used for Proudly SA to engage with all 
local and district municipalities at once, in the 
next quarter;

•	 The bi-annual meetings aimed at partnering 
with law enforcement agencies to deal with il-
legal imports, counterfeit products, under-in-
voiced products and dumping of unsafe prod-
ucts in SA did not take place during the quarter, 
as the secretariat for these meetings did not 
arrange the said meeting; and

•	 No competitions were ran on any of our social 
media platforms, due to limited budget. How-
ever, the organic growth of the Twitter account 
to 123 000 followers, by tweeting on topical 
issues, has countered the lack of Proudly SA 
competitions on our social media platforms. As 
a result, there is no need for competitions at this 
stage as the purpose for which they had been 
earmarked is served through another economi-
cal and highly cost-effective way.
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4.3 HIGHLIGHTS FOR THE QUARTER
	   PROUDLY SOUTH AFRICAN EVENTS

1 JANUARY - 31 MARCH 2016

4.3.1 MTN & PROUD-
LY South African 
Ubuntu School 
Shoes Campaign, 
Swartruggens 
5 February 2016

With this CSI project in particular, 
we aim to assist disadvantaged 
communities whilst spreading 
the Proudly SA buy local mes-
sage. This is also a mechanism 
developed to bring the Campaign 
closer to the public and provide 
business profiling opportunities. 
Swartruggens is a poor area in 
which we identified a desperate 
need for school shoes.  Most of 
the children come from families 
who are struggling to make ends 
meet and they have many other 
socio economic challenges they 
face daily.  

The timing of this event was ex-
cellent as the new school term 
had just started a couple of 
weeks before. Proudly SA part-
nered with MTN, which supplied 
650 pairs of shoes to deserving 
children at 3 different schools in 
the Swartruggens area. 

Reach for this event:  2 600
 
Target Audience: Learners, edu-
cators and business

The CEO delivered an address 
at this event on the Proudly SA 
campaign and on upholding the 
values and principles of Ubuntu.

4.3.2 Proudly SA 
Valentine’s day activation
11 February 2016

Proudly SA Valentine’s activation is an annual event which seeks to 
inspire South Africans, show love for the 
people of South Africa and to promote so-
cial cohesion and national pride. The event 
promotes the spirit of tolerance and Ubun-
tu, and encourages the nation to celebrate 
love, kindness and being considerate. The 
theme for the event was “Show your love 
for your country” and through this event, 
the Proudly SA team, together with local 
celebrities spread love by handing out ros-
es and call to action cards to members of 
the public, urging them to support the “Buy 
Local” campaign.
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The event was also informed by the cam-
paign’s mandate to encourage South Af-
ricans to “buy local” to help stimulate the 
economy and the creation of jobs – therefore 
the event is used to promote and encourage 
the nation to show their love for South Africa 
by supporting and buying local products to 
help stimulate the local economy and create 
more jobs. 

Proudly SA team, together with local celeb-
rities will hand out thousands of roses and 
hand-held South African flags to members of 
the publics/motorists 

Members of the public welcomed our “show 
your love to South Africa” ethos with open 
arms, especially the celebrities that were 
part of the team. These included local celebs 
such as Somizi, Proverb, Mrs. South Africa 
2016, Siphokazi January and William Le-
hong, just to name a few. This gave mem-
bers of the public photo opportunities with 
their favourite local celebrities, which in most 
instances, is a once in a lifetime opportunity 
for them.

Media publicity was derived from this activa-
tion and this included coverage in the Cax-
ton newspapers and Drum magazine, which 
focused Proudly SA’s drive to showing our 
love to South Africa.

Reach for this event:  2 500 

Target Audience: Consumers
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4.3.3 Proudly SA in partner-
hip with NFVF Movie Night 
24 February 2016

Proudly South African in partnership with Na-
tional Film & Video Foundation collaborated 
to celebrate local films, embrace local films, 
promote local films and educate consumers 
about the importance of local procurement, 
strengthen the economy by buying local and 
supporting local films.

This was done at the premiere of the local 
movie: “Happiness is a four letter word” 
which was held at The Rosebank Zone cine-
ma, where the campaign reaffirmed its sup-
port for local productions, whilst also empha-
sizing the need to stop piracy and the impact 
that piracy has on the economy.

Reach for this event:  120

Target Audience: Business representatives 
and celebrities

4.3.4 DTI Open Day 
11 March 2016

The Open Day aims to educate and create 
awareness about the services and products 
the DTI offers to the public as a contribution 
towards building the South African economy. 
This also serves as an opportunity for all the 
members of the DTI family to build relation-
ships and share information in their areas of 
business & expertise

Reach for this event:  500 attendees

Target Audience: SMME and Government

4.3.5	 The Economic Research Advi-
sory (ERAN) Conference (the DTI) 
10 -11 March 2016

The Open Day aims to educate and create awareness 
about the services and products the DTI offers to the 
public as a contribution towards building the South Afri-
can economy. This also serves as an opportunity for all 
the members of the DTI family to build relationships and 
share information in their areas of business & expertise

Reach for this event:  500 attendees

Target Audience: SMME and Government

4.3.6 Proudly SA Media Dinner
17 March 2016

This is a Proudly SA initiative to engage media around the 
topic of buying local and the Proudly South African cam-
paign. This also formed part of a networking, meet & greet 
as well as a branding opportunity platform

Reach for this event:  20 attendees

Target Audience: Workers, small business, shop stew-
ards, labour

The CEO delivered an address at this event on the Proud-
ly SA campaign and for disseminating information to the 
attendees on the 2016 Proudly SA Buy Local Summit and 
Expo.
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4.3.7 SABIC  
10 to 11 March 2016

The Small Enterprise Development Agency (SEDA) 
identified a need to create a platform where every-
thing Technology Business Incubation related can 
be deliberated, shared and explored. Business In-
cubation has been identified as a powerful tool to 
support and sustain small businesses and boost the 
economy. As a result SEDA and the Department of 
Small Business Development (DSBD) hosted the 
inaugural South African Business Incubation Con-
ference (SABIC) on 10 and 11 March 2016 at the 
Gallagher Estate Conference Centre in Midrand - 
Gauteng Province.

Reach for this event:  500 attendees

Target Audience: Workers, small business, shop 
stewards, labour

4.3.8 Spaza Shop Summit
23 March 2016

The main objective of the Summit is to empower 
township based spazas through skills development 
and the creation of sustainable partnerships be-
tween Spaza Retail Enterprises and Private sector 
in the development of economic infrastructure. We 
exhibited at this platform and were also afforded a 
presentation opportunity

Reach for this event:  100 attendees
Target Audience: Businesses (SMMEs, mostly 
Spaza shop owners)

The CFO delivered an address at this event on the 
Proudly SA campaign and on the economy wide 
benefits of Buying local, as well as the importance 
of collective procuring for their businesses in the in-
terests of deriving lower cost prices (economies of 
scale);

4.3.9 Proudly SA Buy Local 
Summit and Expo 
30 March 2016

Proudly South African, the country’s National Buy 
Local Campaign, hosted the 5th Annual Proudly SA 
Buy Local Summit and Expo on the 30th March 2016 
at Sandton Convention Centre in Johannesburg, 
Gauteng. This event has grown into one of the coun-
try’s most significant events on the business calen-
dar and is sponsored by ABSA and Transnet as the 
top tier sponsors, as well as CSIR, Pikitup, Nestle, 
and Sasol as the lower tier sponsors.

Recognised as the main institution that has, among 
others, the potential to strongly influence procure-
ment in favour of domestic production, Proudly SA 
worked and continues to work closely with both the 
public and private sector entities to drive the “Buy Lo-
cal” message extensively. 

The event was again two pronged, in that it had a 
Summit and an Expo, where the focus of the Summit 
was on the importance, benefits and challenges of 
Local procurement in SA, both from the public and 
the private sector. Some of the speakers on the day 
included the following, amongst others:

•	 Deputy President of the Republic of South Africa, 
Mr. Cyril Ramaphosa;

•	 Minister of Trade and Industry, Mr. Rob Davies;
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•	 Minister of Small Business Development, Ms. 
Lindiwe Zulu;

•	 Deputy CEO, and Financial Director at ABSA, Mr. 
David Hodnett;

•	 Auditor General, Mr. Kimi Makwetu;
•	 Director of Corporate Affairs at Nestle, Mr. Ravi 

Pillay;
•	 Senior Executive at Aspen, Mr. Stavros Nicolau;
•	 MD of Pikitup, Ms. Amanda Nair; 
•	 Enterprise Development Executive at Transnet, 

Ms. Mmadiboka Chokoe;

In addition to the speakers, there were 2 separate 
panel discussions held on the day, both made up of 
representatives of Business, labour constituency, the 
public sector, and industry experts and/or Captains 
of Industry. The first panel focused on the Topic: “Re-
tailers and Wholesalers – a vital cog in the Buy Local 
wheel” whilst the second panel focused on the Topic: 
“Buy Local, Buy for the future. – are we doing enough 
to equip local businesses/ entrepreneurs for global 
competitiveness, increased productivity, innovation 
and job creation”.

The second part of the event was the Expo, which 
showcases local products and services of Proud-
ly SA member companies, partners and strategic 
stakeholders. In total there were over 1 700 people 
that attended the event and visited the stalls, which 
resulted in both immediate sales transactions as well 
as long term business deals for some of the exhibi-
tors, made up mostly of Proudly SA member compa-
nies that manufacture local products.

Some of the exhibitors, representing both the public 
and the private sectors, which showcased their rele-
vant offerings, included:
•	 ABSA;
•	 BMW;
•	 Sizwe IT;
•	 Sasol;
•	 Nestle;
•	 Schachter and Namdar;
•	 Hisense;
•	 Continental China; and 
•	 Little Master Diapers
•	 CSIR

Reach for this event:  1 700 attendees

Target Audience: Businesses, Government, Cap-
tains of Industry, consumers and representatives of 
labour organisations
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PR, COMMUNICATIONS & MEDIA
4.4 SUMMARY - MEDIA/PR REPORT

....EXECUTIVE SUMMARY....

1.	 CLIPCOUNT ANALYSIS - 2012/2013/2014/2015 QUARTERLY COMPARISON

The Clipcount Comparison illustrates the number of media clippings for print, broadcast 
and online media for the period under review compared with previous years. Clippings 
relating to Proudly SA are extracted from daily notifications from Newsclip Media Moni-
toring Services.

2.	 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 October-December 2012-2015 respectively. 

3.	 CLIPCOUNT ANALYSIS - MEDIA TYPES

The media types show which online sites, print publications and television and radio 
stations carried stories and/or publicized Proudly SA and/or its activities for the period 
under review.

4.	 4AVE/PR VALUE – 2012/2013/2014/2015 OCT-DEC COMPARISON

Advertising Value Equivalency (AVE) is what editorial coverage would cost if it were ad-
vertising space (or time). PR/editorial value is derived (per industry norms) by multiplying 
AVE by three.

5.	 AVE/PR VALUE – INDIVIDUAL MONTHLY COMPARISONS
Exact values are given for each month in the period under review (compared to the same 
period over previous years).
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Decline in Clipcount and AVE/PR Values for 2015 period under review:

Previous years yielded higher Clipcounts and AVE/PR values due to specific events 
not held in 2015. Therefore, previous years generated higher levels of media coverage. 
For example, the same period in 2014 yielded higher figures as a result of the following 
events, not held in 2015:

•	 In 2014 the international policing organisation, Interpol, named five South Africans 
as global ambassadors for its anti-crime initiative “Turn Back Crime” (including the 
Proudly SA CEO, Adv. Leslie Sedibe). The Southern African leg of the Campaign 
was launched in Gauteng, during a meeting of the Southern African Regional Police 
Chiefs Co-Operation Organisation (SARPCCO);

•	 In 2014 Proudly SA executed a “16 days of No Violence Against Women And Chil-
dren” Campaign. SAPS members and well-known personalities joined Proudly SA to 
assist the NGO, Matla a Bana, which is a voice against child abuse. In a show of ac-
tive citizenship and Ubuntu, officials and personalities rolled up their sleeves to assist 
Matla a Bana to pack “comfort packs” for child victims of violence and sexual crimes;

•	 Proudly SA and Salga officially joined forces during the 2014 period under review;
•	 Proudly SA was a partner in a civil society conference, organised by the Nedlac com-

munity constituency;
•	 Commentary by Proudly SA following the murder of Senzo Meyiwa; and
•	 Commentary by Proudly SA following Rolene Straus being crowned as Miss World.

6.	 HIGHLIGHTS FOR THE PERIOD UNDER REVIEW

•	 Proudly South African continued with its nationwide initiative to empower and equip 
small businesses and entrepreneurs for success and sustainability. This is with a 
view to ultimately stimulate the local economy and contribute towards an environ-
ment which is conducive for job creation. The Business Forums, sponsored by Absa 
and supported by the dti, forms part of Proudly SA’s mandate to promote locally man-
ufactured products and services and to educate procurers, enterprises and consum-
ers about the economy-wide benefits of supporting and buying locally made goods.
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•	 Proudly South African officially endorsed 
STEP UP 2 A START UP, a youth development 
initiative by Primestars Marketing, which has 
seen vital entrepreneurship lessons reach-
ing thousands of historically disadvantaged 
high school learners across the country. Al-
ready launched in cinemas nationwide, this 
ground-breaking initiative aims to inspire a cul-
ture of entrepreneurship and wealth creation 
among youths.

•	 Proudly SA received extensive media cover-
age following statements made by the CEO, 
Adv. Leslie Sedibe, that South Africa is export-
ing jobs.

•	 South Africa needs a mindset change to be-
come productive, competitive and profitable 
says Proudly SA’s CEO, Adv. Leslie Sedibe.

•	 General coverage: highlights
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7.	 PRESS RELEASES
The following Press Releases were issued during the period 1 October to 31 December 
2015:

8.	 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 had both formal 
and informal meetings/networking sessions with members of the media and/or advertis-
ing officials during the period under review:

No.

1 18 Oct

2 19 Oct

3 30 Oct

4 17 Nov

5 17 Nov

6 24 Nov

7 1 Dec

Date Headline

Proudly SA - empowering cape town local businesses for innovation and competitive-
ness

Proudly SA - empowering cape town local businesses for innovation and competitive-
ness

Proudly SA welcomes industry-wide probe into labelling and trade descriptions

Proudly SA lauds bmw sa for investing billions and contributing towards job creation

Helping businesses grow - proudly sa targets small business and entrepreneurs in kzn

Proudly SA appoints top marketing & communitcations executive

Winners of national youth entrepreneurship programme to be announced 

1	 eTV Sunrise

2	 EWN

3	 SABC 24 HOUR NEWS CHANNEL

4	 IOL - BUSINESS REPORT

5	 SABC RADIO

6	 CLASSIC FM

7	 GOVERNMENT COMMUNICATIONS

8	 TNA MEDIA (ANN7 & NEW AGE)
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4.4. 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:  

Date Event Venue

29 January 2016 Launch of Operation Hydrate Houghton 

5 February 2016 Ubuntu Schools Campaign Swartruggens

18 February 2016 SOEPF AGM The dti Campus

29 February 2016 Brits Hospital Brits

12 February 2016 Smart Procurement Confer-
ence 

Pretoria

29 March 2016 Pre-Summit Interviews:
Power FM
Classic FM
Metro FM

Cape Town

30 March 2016 Proudly SA Buy Local Summit Sandton

31 March 2016 Post Summit Interviews:
Radio 2000
Thobela FM
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