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

Accord

APP

Brand SA

CGCSA

CPO

CIPC

COTII

CSI

EDD

NCPC

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.

Annual Performance Plan.

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

Consumer Goods Council of South Africa

Chief Procurement Officer.

Companies Intellectual Property Commission.

Council of Trade and Industry Institutions.

Corporate Social Investment

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 pro-
duction and resource efficiency measures.

FMCG Fast Moving Consumer Goods.
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ACRONYMS
The following are definitions of the acronyms used in the report

SOEPF

NEDLAC

NT

PFMA

Proudly SA

SALGA

State Owned Enterprise.

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.

SAPBA

The dti

The Summit

UNISA

SAPS

SARS

UN

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.

University of South Africa.

South African Police Service.

South African Revenue Service.

United Nations.
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2. EXECUTIVE SUMMARY
This report covers the period 1 July – 30 September 2016 and focuses on various highlights 
during the period:

In its latest World Economic Outlook (WEO) 
the International Monetary Fund (IMF) lowered 
the economy growth forecast for two of Africa’s 
largest economies, including South Africa.

According to the IMF, policy uncertainty, weak 
investor confidence and low commodity prices 
are the key common factors which resulted in 
the lowering of both South Africa’s and Nigeria’s 
economic forecasts – whose combined GDP’s 
make up more than half of sub-Saharan Africa’s 
GDP –  with an expectation for “mild recovery” 
only in 2017.

On 4 October 2016, the IMF announced that it 
expected South Africa’s GDP growth to remain 
flat at 0.1% in 2016 with a 0.8% growth forecast 

in 2017. This is significantly lower than the 1% 
growth initially logged in July 2016.

The collective global economy, however, is it-
self not doing exceptionally well either. “Taken 
as a whole, the world economy has moved side-
ways,” said the IMF’s Maurice Obstfeld. 

Parallels can be drawn between the IMF’s 
economic outlook and Statistics South Africa’s 
(Stats SA) Quarterly Employment Statistics 
(QES) survey.

ECONOMIC

OUTLOOK
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The survey revealed that the formal jobs in the 
country’s formal employment sector shrank by 
67 000 in the second quarter of 2016. Most in-
dustries observed job losses barring the con-
struction and electricity industries.

Most of these job losses, the survey says, were 
in the community, social and personal services 
industry and are reflective of the temporary jobs 
created by the IEC during the recent govern-
ment elections. 

Meanwhile, small to medium sized en-
terprises (SMEs) continued to face 
challenges in the progression of their 
businesses. On 11 October 2016, Mon-
eyweb reported that SMEs worldwide 
increasingly face barriers in the access 
to funding due to the strengthening of 
regulatory and compliance require-
ments in banks around the world.

According to the International Chamber 
of Commerce’s latest Global Trade and 
Finance Survey, 58% of all trade finance 
proposals made by SMEs in 2015 were 
rejected. This is up from 53% in 2014. 
The graph below shows a comparison 
of proposed and rejected transactions 
per organisation segment:

Annual employment comparisons, however, 
paint a slightly different picture. 

While quarter on quarter statistics show a de-
crease in employment, annual figures show an 
increase of 30 000 jobs between the second 
quarters of 2015 and 2016.

Furthermore, in the six years between 2009 
and 2015 employment in South Africa went up 
by 1.5 million as revealed by Stats SA’s Labour 
Market Dynamics report. It was noted, howev-
er, that the official 2015 unemployment rate of 
25.3% is higher than that of 2009 by 1.6%.

SMALL BUSINESS
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“SMEs in developing countries are the most af-
fected,” said Marc Auboin from the World Trade 
Organisation. “The estimated value of unmet 
demand was US$120 bn in Africa,” he adds.

In South Africa, however, a special fund for 
SMEs was recently established by the govern-
ment and the private sector. More details of this 
fund will be detailed further in this article. 

The slow growth of South Africa’s economy will, 
ultimately, also have an impact on consumers. 
Gwarega Mangozhe – chief executive at the 
Consumer Goods Council of SA – said the in-
crease in fuel prices, which is directly linked to 
the weakening of the rand/dollar rate, will inevi-
tably impact on all household goods that require 
any sort of transportation during the manufac-
turing process.

He was quoted on IOL as saying that consumer 
spending is subdued and some of the council’s 
members had “noticed a change in shopping 
habits as consumers search for bargains, while 
some [members] are prioritising their overall 
spend on groceries in light of tighter disposable 
incomes.”

In line with Mangozhe’s sentiments is the antic-
ipated increase in meat prices in the last quar-
ter of 2016. CNBC Africa reports that red meat 
prices are expected to trend higher by between 
nine and 15 percent by December 2016.

To cope with the most severe drought experi-
enced this century, the farming industry saw a 
record number of slaughters and farmers are 
likely to hold back on meeting the country’s beef 
demands as they rebuild their herds.

The rebuilding of herds could take anything 
between three and four seasons to get back to 
normal levels according to CEO of SA Red Meat 
Producers Organisation, Gerhard Schutte.

IMPACT ON CONSUMERS
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There are, however, two sides to any story and 
this can be reflected through Stats SA’s 3,3% 
quarter on quarter GDP growth recorded in 
September 2016, the fastest economic growth 
since the last quarter of 2014.

In their quarterly bulletin the South African Re-
serve Bank also revealed that the country’s 
current account deficit shrunk to 3.1% of GDP 
(R134bn) from 5.3% (R221bn).

In September, Department of Trade and Indus-
try Minister Dr. Rob Davies highlighted the coun-
try’s efforts to create an investor-friendly envi-
ronment, making special mention to InvestSA, a 
newly established investment division which will 
provide a service dedicated to investment pro-
motion as well as the facilitation and aftercare of 
the country’s investment opportunities.
Minister Davies also hailed the R11 billion in-
vestment in an Eastern Cape vehicle manu-
facturing plant by China’s Beijing Automobile 
International Corporation as Africa’s biggest au-
tomotive in the last 40 years.

Danish valve manufacturers AVK Holdings 
were also lauded for the launch of their R200 
million valve manufacturing facility in Alberton, 
Gauteng. AVK Southern Africa is one of the 
leading valves supplier for various industries 
on the continent. The company has also es-

tablished a training academy which will provide 
skills development to 1500 people.

Also in September, the Presidential CEO’s Ini-
tiative – a public-private initiative initiated to 
foster economic growth in South Africa – estab-
lished the SME Fund which will stimulate en-
trepreneurship and support the growth of small 
business. Led by the founder of Discovery, Adri-
an Gore, the CEO Initiative’s SME work stream 
found that major challenges faced by small 
businesses include lack of equity funding for 
start-ups, insufficient risk appetite for venture 
capital funding, and highly skilled mentorship. 
The SME fund is designed to address these 
challenges.

Over 70% of the top 40 companies listed on the 
Johannesburg Stock Exchange (JSE) are sup-
portive of the fund, which has already raised 
R1,5 billion. Both Gore and Public Investment 
Corporation (PIC) CEO Dan Matjila agree that 
supporting small businesses is key to unlock-
ing South Africa’s economic growth. “SME’s 
are of a few entities that can create jobs at the 
quantum required,” says Adrian Gore. “Entre-
preneurs and businesses create jobs; and by 
assisting them, we are building the future,” adds 
Dr. Matjila. 

SA ECONOMY
STILL ATTRACTIVE FOR INVESTMENT
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During the period under review, the Board and/or its sub-committees held the following meetings:

3.1. Board Strategy Session

The Board convened its annual strategic session on 22 September, aimed at refining its strategy 
and developing a strategic plan which will focus on repositioning the campaign, in order to improve 
its impact. 

The Board considered the following strategic and policy documents when developing the reposi-
tioned strategy:

• National Development Plan (2030);
• Industrial Policy Action Plan;
• Local Procurement Accord;
• The recently concluded MoA with the dti;
• Proudly SA’s previous strategic plan and Annual Performance Plan.
 
At the end of the strategic session, the Board resolved to have a strategy with a focus on three key 
strategic areas only, which are for the proudly SA campaign to:

• Conduct consumer education campaigns on the economy wide benefits of buying locally manu-
factured products and services, targeting all spheres of the public sector, the private sector and 
consumers in general;

• Roll out awareness campaigns on Country of Origin labels;
• Compiling of a database of local products and services.

3.2. Board Meeting

The Proudly SA Board of Directors met on 26 August 2016 and considered the following:

• The results of the concluded Economic Impact Study on the impact and/or multiplier effect of 
improved local economic activity including Buying Local on the economy;

• The Annual Financial Statements for the period ending 31 March 2016;
• The Annual Report for the financial year ending 31 March 2016;
• Appointment of an Acting CEO for the organisation;
• The election of signatories for the organisations’ bank accounts;
• Reports from standing committees of the Board;
• The financial reports as tabled for the period year to date, including Management Accounts and 

the Cash flow projection schedule.

3. GOVERNANCE AND OVERSIGHT DURING THE 
QUARTER
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3.3. Audit and Risk Committee

The members of the Audit and Risk committee held their meeting on 27 July 2016 and the meeting 
considered the following:

• External Audit Reports, including the Auditors Report and the management letter;
• Annual Financial Statements for the financial year ending 31 March 2016;
• Internal Audit Reports, which included reports on Corporate Governance, Finance as well as 

Membership and Compliance;
• The Internal Audit plan for the 3-year period (2016/17 to 2018/19);
• Risk Management quarterly report; and 
• An In-committee discussion between the members of the committee, Internal and external au-

ditors.

3.4.  Finance and Procurement Committee

The members of the Finance and Procurement committee held their meeting on 22 August 2016 
and the meeting considered the following:

• Annual Review of the Terms of Reference of the committee;
• Annual Financial Statements for the financial year ending 31 March 2016;
• The financial reports as tabled for the period year to date, including Management Accounts and 

the Cash flow projection schedule

3.5 Membership, Marketing and Communications Committee

The members of the Membership, Marketing and Communications Committee held their meeting on 
22 August 2016 and the meeting considered the following:

• Annual Review of the Terms of Reference of the committee;
• The Local Procurement Accord and the need for Proudly SA to serve on the committee monitor-

ing the implementation of the deliverables contained in the LPA by the social partners;
• The results of the concluded Economic Impact Study on the impact and/or multiplier effect of 

improved local economic activity – including Buying Local – on the economy;
• The Annual Report for the financial year ending 31 March 2016;
• The Membership Report for the period under review;
• A report on the 2016 Proudly SA Buy Local Summit and Expo;
• Marketing report on the events and activities for the period under review;
• PR, Media and Communications report for the period under review;
• The financial reports as tabled for the period year to date, including Management Accounts and 

the Cash flow projection schedule.

3.6. HR and Remunerations Committee

The members of the HR and Remunerations Committee held their meeting on 22 August 2016 and 
the meeting considered the following:
• Annual Review of the Terms of Reference of the committee and the proposed committee name 

change;
• Salary Benchmarking and Comparisons;
• Staff loans policy and the need to review the policy;
• Annual Inflationary adjustment to Directors Fees; and
• HR Reports on Staff movement, Performance Management, Staff training and Development 

and Staff Retention activities.
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4. THE PERIOD UNDER REVIEW
4 . 1 .  H i g h  l e v e l  a c h i e v e m e n t s  f o r  t h e  q u a r t e r

During the quarter under review, the Proudly SA campaign was able to achieve most of its targets 
as contained in the Annual Performance Plan (APP) for the second quarter of the 2016/17 financial 
year. 

The following were some of the achievements and most of these are reported in detail in Section 4 
of the report:

• The Board held its strategic session during September, the result of which was a much more 
streamlined and focused strategic document with a clear focus on only three areas in line with 
the campaign’s mandate – these will be the main focus areas in line with the intention to repo-
sition the campaign in the market, in order to improve its impact;

• An Economic Impact Study aimed at determining the multiplier effect of local procurement, 
mainly in the Manufacturing, as well as the sub sectors of Agro-processing, Pharmaceuticals 
and Petrochemicals, was conducted and the results thereof were presented to the Board. These 
results will be shared with key stakeholders as a way of strengthening and highlighting the work 
and contribution of the Proudly SA campaign to the growth of South Africa’s economy, with a 
specific focus on the creation of much needed jobs;

• In its quest to attract major retailers to become part of the Proudly SA campaign, a working 
partnership was concluded with EDCON for a project aimed at unearthing and supporting local 
designers whose work will end up on EDCON’s main stores (manufactured locally through ED-
CON’s local manufacturing bases;

• Proudly SA hosted a consumer education activation at the Gateway Mall in Durban, KZN at the 
beginning of the Durban July weekend, where consumers were educated on the economy wide 
benefits of buying locally manufactured products (and services);

• The ABSA and Transnet sponsored business forums (part of the annual Buy Back SA national 
roadshow) in three provinces, namely Eastern Cape (Port Elizabeth), Free State (Bloemfontein) 
and Northern Cape (Kimberley). The events were a success and business forums will have 
been held in all nine provinces by the end of the current financial year;

• Pikitup has been roped in to sponsor the Gauteng based sector specific forums during the cur-
rent financial year and the first of these was held for the Franchising sector and the next set of 
these specific sector will be held for the ICT and construction sectors;

• The annual Cosatu Western Cape-led Proudly SA conference was held at CTICC on 30 Sep-
tember and this strategic platform was used to piggy back on the support from this labour 
federation to engage and educate three key sectors of society namely labour (shop stewards), 
businesses and the youth in Western Cape;

• Together with nine Proudly SA member companies, Proudly SA exhibited at the SA Innovation 
Summit, an expo celebrating innovative products. This platform was used by Proudly SA to 
showcase the local innovations from our member companies and to educate the delegates at 
the event on the great products manufactured by local companies as well as the impact their 
work has on the economy (including their contribution to the creation of jobs);
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• Proudly SA participated and exhibited at the 21st annual NEDLAC Summit and showcased 
the offerings of the campaign to the representatives of the four NEDLAC Social partners. The 
event was well attended by high profile guests including the Deputy President of the Republic 
of South Africa, cabinet Ministers as well as captains of industry and leaders of civil society and 
the country’s labour federations;

• Strategic discussions and partnerships were cemented with various organisations that will con-
tribute to the repositioning of the campaign, including national government departments, busi-
ness associations and labour federations;

• In celebration of local movie productions and to demonstrate its support of local productions, 
Proudly SA participated in and supported the premiere of a local movie titled “Noem My Skollie”. 
This was also in line with the campaign’s anti-piracy campaign aimed at getting South Africans 
to support, consume and buy local productions;

• Proudly SA supported and participated at the 2nd Annual Vita Basadi Awards in partnership with 
the Gauteng provincial legislature honouring women in business in Gauteng;

• The Annual Proudly SA Women in Business event was held under the theme “Women of Sub-
stance – Meet The Locals” event, where women in business were invited to participate in the 
Proudly SA campaign and were educated on the economic benefits of buying locally manufac-
tured products;

• A total of 49 new members were successfully recruited and vetted for Proudly SA membership 
and have now joined the Buy Local Campaign;

• At least 87% of renewal membership fees due for the quarter, indicating a high retention rate of 
existing members during the period under review;

• Proudly SA’s Twitter following has exceeded 128 000. Organically grown, the number of follow-
ers continues to grow. This PR platform enables Proudly SA to communicate its programmes 
and weigh in on relevant current topical issues;

• A total of 11 press releases were issued during the quarter on an array of issues including the 
call to South Africans to support local and to attend the Proudly SA Business Forums in Kimber-
ley, Bloemfontein and Port Elizabeth, the promotion of foreign direct investment in SA as well 
as the call for a Buy Local Indaba following the uproar around the national team’s Olympic Kit.
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4. THE PERIOD UNDER REVIEW
4 . 2 .  A r e a s  w h e r e  t a r g e t s  w e r e  n o t  m e t

During the quarter under review, the Proudly SA campaign was not able to achieve all its targets 
as contained in the Annual Performance Plan (APP) for the second quarter of the 2016/17 financial 
year, and below are some of the areas where the campaign fell short:

• The Buy Back SA advertising (Above The Line) campaign will only commence later in the year 
through an integrated campaign, aimed at launching the “Meet The Locals” campaign ahead 
of the festive season, with the intention of getting South Africans to “Buy Local for the Festive 
Season”, therefore the campaign was not held during the second quarter;

• The Schools Consumer Education campaign was meant to have taken place in at least three 
schools during Quarter 2, however the schools campaign will take place later in the year as it is 
meant to coincide with the national consumer roadshows. This is done in order to minimise the 
travel costs involved in taking the consumer roadshow and schools campaign to different parts 
of the country;

• The planned university activations were scheduled to take place in all four of UJ’s campuses, 
however the activations were postponed to later in the year due to the interruption in the cam-
puses as a result of the “Fees must Fall” campaign; and

• As a result of financial constraints and the continued search for partners to sponsor the prizes 
for the online/social media competitions, no monthly competitions were held during the period 
under review. Member companies with relevant attractive consumer targeted products will be 
approached to partner with the Proudly SA campaign in rolling out these competitions during the 
rest of the financial year.

The campaign has a plan on how to make up all these areas, as listed above, during the course of 
the financial year, in order to ensure that the annual targets as contained in the approved Annual 
Performance Plan are all met by the end of the 2016/17 financial year.
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4. THE PERIOD UNDER REVIEW
4 . 3 .  H I G H L I G H T S  F O R  T H E  Q U A R T E R

e v e n t s  a n d  a c t i v a t i o n s

One of the campaign’s main (core) deliverables is the 
educating of consumers on the importance of buying 
local and the economic benefits thereof, and con-
sumer activations are one of the forms in which the 
company is able to engage and educate consumers.

The Gateway Mall activation aimed to see interac-
tion with consumers, stimulating awareness, attract-
ing potential members to the campaign and boosting 
recognition of the Proudly South African brand, thus 
in turn, impacting on issues surrounding member 
retention and consumer education. The event was 
hosted by media personality – Mablehr, who is well-
known in the area and who helped to attract interest 
to the activation.

Reach for this event:  5000 people
Target Audience: Consumers

4.3.1. KZN Gateway Mall Activation, Durban – 04 July 2016
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4.4.5. Nelson Mandela Day - 18 July 2016

Proudly SA in partnership with the Al-Imdaad Foun-
dation; Procter and Gamble, Mr. John Adams, GAME 
stores and MAQ volunteered their time and sponsored 
various items to the Helen Joseph Hospital on Monday 
18 July 2016, where various activities took place. This 
included amongst others, activities such as cooking 
for hospital patients, handing out soup to out-patients, 
cleaning of the dining hall area, donation of blankets 
for the patients, supply of paint, toothbrushes and 
cleaning detergents to the hospital. 

This was used as a platform to introduce the cam-
paign to the hospital staff (consumer education) and a 
brief introduction was done on the campaign and the 
work it does.

Reach for this event:  500
Target Audience: Consumers (Staff from the hospital 
and from partnering institutions listed above)

4.3.2. Pikitup Business Forum, Gauteng - 04 
August 2016

The Proudly SA business forums are aimed at edu-
cating consumers on the importance of buying locally 
manufactured products. The forums are also used for 
getting the business community to support the cam-
paign’s drive to stimulate local production and pro-
curement in the Gauteng region, in order for more sus-
tainable jobs to be created, attract business, serve as 
a platform to recruit companies to become part of the 
National Buy-Local movement and retain members. 

Pikitup partnered with Proudly SA on this initiative and 
focused on the Franchising industry since their objec-
tives are aligned with ours in this  regard in that both 
entities seek to create awareness around the impor-
tance of waste management and the preservation of 
the environment. 
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The forum was hosted at the Radisson Blu Gautrain 
Hotel in Sandton and representatives from Pikitup, 
Proudly SA, The Franchise Association of SA, Con-
sumer Goods Council – SA and the National Cleaner 
Production Centre – SA spoke on the offerings of their 
respective organisations.

Reach for this event:  105 people
Target Audience: Franchise, Waste, Green and relat-
ed businesses, private business and government

4.3.4. Noem My Skollie - 29 August 2016

In support of the South African film industry, Proudly 
SA partnered with Max-D Productions for the promo-
tion and support of local movie Noem My Skollie. The 
film industry is one of the priority sectors identified for 
support by the dti in terms of the Industrial Policy Ac-
tion Plan (IPAP). Proudly SA used this platform as an 
opportunity to push the Buy Local message and the 
importance of supporting our local film industry, high-
lighting the talent we have in our country both in front 
of and behind the camera.

Reach for this event:  190 people
Target Audience: Consumers

4.3.5. The 2nd Annual Vita Basadi Awards in part-
nership with the Gauteng Provincial Legislature - 
31 August 2016

The 2nd Annual Vita Basadi Awards took place on 
Wednesday 31 August 2016 at the Gauteng Legis-
lature Johannesburg City Hall. These awards honor 
remarkable women (young and mature) who make 
positive impact in their communities without reward. 

Proudly SA partnered with the Legislature by sponsor-
ing the 18 winners with Proudly SA products. This is 
a consumer education platform used by Proudly SA 
to educate attendees (consumers and business rep-
resentatives) on the economy wide benefits of buying 
local and to support government’s drive to empower 
women to become entrepreneurs who will contribute 
to the creation of much needed jobs in their commu-
nities.

Reach for this event:  500
Target Audience: Government, Business and con-
sumers
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This forum in particular, served as a soft launch for the 
“Meet the Locals” campaign and it honored and paid 
tribute to remarkable South African women. The event 
was presented in the format of arrival refreshments, 
a breakfast with keynote speakers who sat on a pan-
el, engaging the audience, celebrating women and 
discussing issues pertaining to women in business 
in South African. It also focused on the importance of 
supporting local business especially through procure-
ment decisions aimed at improving local procurement 
(Buy Local). 

Representatives from corporations, SOEs, small 
business as well as media and personalities were in 
attendance. An opportunity was also given to a few 
women-owned member companies and our staff to 
showcase the campaign and its members. The event 
was held at the Fairlawns Boutique Hotel and Spa in 
Morningside, Sandton. Some of the highlights includ-
ed that this event garnered support from key influential 
women in business and media, who have a high fol-
lowing and have been successful as business people 
in their own right.

Reach for this event:  87 people
Target Audience: Women in Business

4.3.6. Women of Substance : Meet the Locals - 03 September 2016
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4.3.8. South Africa Innovation Summit 2016 - 23-
24 September 2016

The SA Innovation Summit 2016 was an exciting 
and moving expo event that brought together a 
mixture of companies in the innovation space, to 
showcase their wide array of products and services. 
The Innovation Hub is a Proudly SA Member and 
provided Proudly SA with an opportunity for Proud-
ly SA member companies to exhibit at the Proudly 
SA stand pavilion. This provided the companies and 
the exhibiting members with an opportunity to es-
tablish business leads and new business ventures.  
This event was hosted at Birchwood Hotel, Ekurhu-
leni, Gauteng.

4.3.7. 21st National Economic Annual Summit 
2016 - 09 September 2016

The 21st National Economic Annual Summit re-
viewed NEDLAC activities for the year 2015/2016, 
assess the socio-economic landscape and address 
key challenges facing the country while charting a 
way forward with particular reference to addressing 
the challenges of poverty, unemployment and in-
equality. This event was hosted at Birchwood Hotel, 
Ekurhuleni, Gauteng.

Deputy President Cyril Ramaphosa gave a keynote 
address at this event under the theme “Rapid Eco-
nomic Growth to create Decent Jobs.” In this regard, 
the Summit was also addressed by Minister of La-
bour Mildred Oliphant, Jabu Mabuza representing 
the business sector, Laura Kganyago representing 
communities and Bheki Ntshalintshali representing 
organised labour.

The Summit took place against the background of 
numerous policy initiatives that the country has un-
dertaken including the National Development Plan, 
New Growth Path, the Nine Point Plan and a num-
ber of social accords on skills, youth employment, 
green economy, local procurement and similar oth-
er initiatives.

The Summit also took place in the context of prepa-
rations for the Job Summit scheduled before the 
end of the year. Proudly SA exhibited at the event 
with an effort to push the message of Buy local and 
local procurement in the overall factor. 

The Proudly SA Board Chairperson Mr. Howard 
Gabriel’s, other Board Members Michael Lawrence, 
and the Acting Proudly SA CEO Eustace Mashim-
bye were present at this event. It was also attended 
by top business, labour, government and communi-
ty leaders.

Reach for this event:  200
Target Audience: Representative of all social part-
ners (Labour, government, business and communi-
ty organisations)
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The auspicious invite sent to local companies essen-
tially shows the belief and pride Proudly SA has for 
these companies and exemplifies that small business 
are the backbone of the economy and they have 
power in absorbing a sizable number of unemployed 
South Africans. This is part of the value proposition 
which the campaign has put in place for its member 
companies and the invited members thanked Proud-
ly SA for affording them the opportunity to gain ac-
cess to markets that showed great interest in their 
actual products and services.

Scan Display assembled an exhibition stand for 
Proudly SA because is also critical for Proudly SA to 
exemplify the belief they have in the local procure-
ment of products from members and this is the ‘’local 
procurement synergy’’ that will be carried into the fu-
ture.

Proudly SA Invited the following (9) SMME enterpris-
es to exhibit with us at the summit where Proudly SA 
was the 10th company.

• Oll So Langa (handmade shoes company);
• Royal Mabundu Brands
• Khepri Innovations
• Prijap Biolife
• Makhamisa
• Circumfort
• Mathote Modular Building system
• Brigado 
• Excellence Motor Trimmers
• Proudly South African

Reach for this event:  3 000
Target Audience: Private sector, Government and 
consumers

4.3.9. COSATU Western Cape Proudly SA Local 
Procurement conference - 30 September 2016

The COSATU Western Cape Proudly SA Local Pro-
curement conference, took place on Friday 30 Sep-
tember 2016, at the Cape Town International Con-
vention Centre. One of the aims of the conference 
was to ensure that various sectors of society that 
participated at the conference increase their uptake 
of local products and to ensure that there is an in-
crease in local procurement in the Western Cape. 
This conference was used as a platform to educate 
all attendees on the importance of buying local and to 
urge consumers to make a clear conscious decision 
to buy local, in order to contribute to job creation.
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4.3.10. Kimberley Business 
Forum, Northern Cape – 24 Au-
gust 2016

The aim of this conference is part 
of the Proudly SA campaign’s ef-
forts to equip small to medium 
enterprises (SME) with informa-
tion which will contribute to growth 
and sustainability in the Northern 
Cape. This effort was made more 
effective and results driven by 
bringing payers such as Transnet 
(Main Sponsor), Absa, Productivi-
ty SA, the dti and NCPC-SA, UN-
OPS, who all communicated their 
offerings (financial and non-finan-
cial) tailor made for businesses. 
This event was hosted at Protea 
Hotel Kimberley, Northern Cape.

The objective of the event is to 
create an opportunity for mem-
bers and non-members to engage 
and network, this is a network en-
vironment that carries the ethos 
of local procurement and carries 

messages that ultimately local companies must benefit from. 

The forums are used to afford the campaign with an opportunity to engage the members (to keep in touch 
with their needs and expectations), maximizing value for members and to facilitating opportunities for local 
economic development, especially within their province.

The other important objective for Proudly SA at the forums is to recruit non-members to become Proudly 
South African members. This is also a platform to push the local procurement message to companies with-
in the Northern Cape province.  The event was also used for creating awareness on the UNOPS project 
which aims to create awareness and build capacity on eco-labelling for Proudly SA stakeholders in the 
agricultural sector.
  

The conference was divided into three separate 
sessions, with the first one focusing on the labour 
representatives from Cosatu Western Cape (shop 
stewards), the second one focused on school-going 
youth, whilst the third session focused on the busi-
ness sector in Western Cape.

The Chairman of Proudly South African, Mr. How-
ard Gabriels, made presentations on the Buy Local 
campaign at all the sessions at the conference.

The concluding part of the daylong conference was 
a music concert aimed at promoting local music in 
the Western Cape, as part of contributing to grow-
ing the arts industry as a sector that creates jobs in 
the economy.

Reach for this event:  250
Target Audience: Labour, Business and consum-
ers (youth)
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Some of the major outcomes of this event, 
included the following:
• There was impressive media coverage 

at the event, including live TV transmis-
sion and local companies were featured 
and the CMO, Mrs. Happy Ngidi was in-
terviewed on the SABC News channel;

• There was interaction of business own-
ers at this networking session;

• There were a lot of Membership leads 
who are in the process of being convert-
ed into active members;

• The Proudly SA Business Forum was the 
Top trending topic in South Africa on 24 
August 2016 – under the hashtag #Kim-
BizForum 

The Proudly South African Business forum 
– Kimberley leg was an instrumental event 
that ensured that the topic of Local pro-
curement is brought to the forefront in the 
Northern Cape Government’s agenda. This 
effort had more weight because the MEC of 
Finance, Economic Development and Tour-
ism Mr. Mac Jack was invited to ensure that 
local procurement is brought into the core 
discussions of government and his keynote 
address focused on the results driven gov-
ernment efforts in this regard.
 
Reach for this event:  80
Target Audience: SMMEs and Government 
  

4.3.11 Bloemfontein Business Forum, Free State - 25 
August 2016

Business forums stimulate local production and procure-
ment in the targeted region, in order for more sustainable 
jobs to be created, to attract business and serve as a plat-
form to recruit companies to become part of the National 
Buy-Local movement and retain members.  
Absa has partnered on this property with the aim of reach-
ing out to small business and showcasing their offerings. 

This forum was made more effective and results driv-
en through partnering with institutions such as Transnet 
(Main Sponsor), Absa, Productivity SA, the dti and NCPC-
SA and UNOPS.  

This event was hosted at Protea Hotel Willowlake, Free 
state.

The objective of the event is to create an opportunity for 
Members and non-Members to engage and network, this 
is a network environment that carries the ethos of local 
procurement and carries message that ultimately local 
companies must benefit from. 

The other important objective of the forum was to recruit 
non-members to become Proudly South African members 
in the Free State province and this was also a platform 
used to push the local procurement message to the com-
panies within the Free State province. 

The event was also used to promote the Proudly SA/UN-
OPS partnership which aims to create awareness and 
build capacity on eco-labelling for Proudly SA stakehold-
ers in the agricultural sector.

Reach for this event:  110
Target Audience: SMME, Business and Government
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4.3.12. Port Elizabeth Business Forum, 
Eastern Cape – 27 September 2016
Business forums stimulate local production 
and procurement in the targeted region, in 
order for more sustainable jobs to be creat-
ed, to attract business and serve as a plat-
form to recruit companies to become part of 
the National Buy-Local movement and retain 
members.  
Absa has partnered on this property with the 
aim of reaching out to small business and 
showcasing their offerings. 

The PE forum was hosted at the Radisson 
Blu Hotel in Summerstrand, PE. Represen-
tatives from Absa, the dti, Proudly SA, Pro-
ductivity SA, and the National Cleaner Pro-
duction Centre – SA spoke on the offerings 
of their respective organisations. 

PE surprised us with a high response to the 
point where we considered having to turn at-
tendees away due to venue capacity. This 
was an indication that businesses in PE 
need information and are eager to tap into 
forums that will help contribute to the growth 
of their businesses.

Reach for this event:  130
Target Audience: SMME, Business and Gov-
ernment

4.3.13. UCS Business Funding Expo - 30-31 August 
2016

The 4th Annual UCS Business Funding Expo took place 
at the University of the Free State (UFS) in Bloemfontein 
and was hosted by UCS Business.  The event focussed 
on the high unemployment rate, the slow economic growth 
that cannot be ignored as well as importance of the role 
that can be played by a thriving SME sector. Access to 
funding and local business opportunities were at the cen-
tre of the event’s focus.  Consumers were educated about 
the offering of companies within the SMME sector, includ-
ing Proudly SA, SARS, NHBRC and TUHF. This therefore 
provided the campaign to educate consumers about the 
Buy Local campaign and to invite companies to join the 
Buy Local movement.

However, the event was not well attended on both days 
due to inaccessible venue that was not reachable for SM-
MEs.

Reach for this event:  50
Target Audience: SMME, Business and Government
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4. THE PERIOD UNDER REVIEW
4 . 4  P R ,  C O M M U N I C A T I O N S  &  M E D I A

Summary – Media/Pr Report

Due to a two-month waiting period for all news clippings to be provided by Newsclip Monitoring Ser-
vices (for any given month), the quarterly report for the period April to June 2016 is provided in this 
report. The July to September 2016 quarterly report will only be available at the end of November 
2016 due to the news monitoring system and waiting period for news clippings.

4.4.1. CLIP COUNT ANALYSIS – 2012/2013/2014/2015/2016 QUARTERLY COMPARISON

The clip count comparison illustrates the total number of media clippings for each media platform 
i.e. print, broadcast and online for the period under review (April - June 2016). Comparison is made 
with the same period in 2012, 2013 and 2014.

4.4.2 AVE/PR VALUE COMPARISON – APR-JUN 2012/2013/2014/2015 

The AVE/PR Value Comparison shows a decrease for the period April-June 2016 compared to the 
previous year. 

The analysis shows an increase in print coverage for 2016, compared to the previous year (for the 
period under review). There was a slight dip in broadcast and online coverage.

(Only clips relating specifically to Proudly SA and its activities are included in the clipcount analysis. 
The clipcount is extracted from daily notifications from Newsclip Media Monitoring Services relating 
to phrases/key words “Proudly South African”).
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4.4.3. HIGHLIGHTS FOR THE PERIOD UNDER REVIEW

The CEO for Proudly SA continues to maintain 
media columns and provides an opportunity for 
him to communicate the Proudly SA ethos and 
messaging to the public through the media. 

The CEO also continues to do regular media in-
terviews (radio, television and print) regarding 
issues including local procurement, economic is-
sues and issues around social cohesion, national 
pride and patriotism.  

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

• Nestlé South Africa – a strategic partner of 
Proudly South African – celebrated its cente-
nary in the country and Proudly SA attended 
the celebrations which included the multi-na-
tional hosting a media event at its upgraded 
coffee plant in KZN. This afforded Proudly SA 
an opportunity to take part in media interviews 
arranged by Nestlé SA as well as Proudly SA 
in the province.

• Proudly SA received media coverage after it 
called for more support of local music, through 
a CEO opinion piece (see Sowetan clipping 
under CEO columns) and a media release. 
The SABC later announced a mandatory in-
crease in the percentage of airplay for local 
music. Proudly SA issued a statement in this 
regard, congratulating the public broadcaster 
for implementing the move across all its radio 
stations.

• A special focus on the Automotive sector (as 
part of the MAP programme) during the period 
under review saw an opinion piece published 
regarding multi-national automotive manufac-
turers investing in SA.

• Proudly SA weighed in on the debate around 
the correct labelling of imported chicken, both 
in mainstream media and on social media. 
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• Proudly SA continues its agreement with the 
National Film and Video Foundation (NFVF) 
which involves supporting local film and local 
talent. Proudly SA continues to rally around 
new local film releases and assists in publicis-
ing the local productions through its PR and 
media platforms. Proudly SA supported the 
latest local movie to hit the big screen, Mrs. 
Right Guy, during the period under review. 

• Other highlights for the period under review 
– through which Proudly SA benefited from 
a Media/PR perspective – included an event 
with partner, Pikitup; Proudly SA’s issued a 
media release in relation to racism and the 
annual Generation Next Youth Conference. 
There was also substantial media coverage 
around reports that Proudly SA would seek a 
new CEO.

The drop in media coverage for the period un-
der review (compared to the same period the 
previous year) could be ascribed to the fact 
that Proudly SA did not partner on the annu-
al CEO Sleepout event. The previous year 
also saw Proudly SA engage with the media 
around the xenophobia issue and the SA Pre-
mier Business Awards were held during the 
period under review last year – the event has 
been postponed this year.
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4.3.24 PRESS RELEASES

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

NO DATE HEADLINE
1 17 April South Africa’s automotive industry

2 April Downgrade op ed for GCIS – placement 

3 13 April Proudly SA supports call for more local music representation

4 18 April Business & government inclusion is crucial for social dialogue on community level (requested by Mr. 
Mthalane, Board member)

5 19 April Proudly SA applauds Nestle SA for its century of investment in SA 

6 16 May Proudly SA applauds SABC for decision to prioritise local music   

7 18 May Proudly SA backs latest local rom com – calls on SA to flood 
cinemas and support local films

8 18 May Proudly SA calls on private sector to “buy local”

9 23 May Where is the American poultry? Proudly SA asks stockists

10 31 May CEO op ed in The Sowetan: “Giving SA music a chance to thrive” 

11 9 June New and cool Proudly SA added to annual Generation Next Awards

12 10 June SA Rugby Union pledges to support local goods and services

13 16 June Proudly SA encourages the nation’s youth to embrace constitution,  
social cohesion towards a non-racial and united country

14 23 June Proudly SA helps small business grow in the North West & KZN

15 23 June BET Awards: Proudly SA roots for “fab four” proudly flying SA flag 
on international stage

16 Sun, 7 
Feb

Proudly SA calls for national boycott of racist establishments and 
custodial sentences for racists 
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4.4.5. MEDIA VISITS/ENGAGEMENTS

In order 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 with members of the media and/or advertising 
officials from the following media platforms (among others), during the period under review: 

1.  Business Report 9.  Equinox
2.  eNCA 10.  SA Business Integrator
3.  SABC News 11.  Kaya FM
4.  Ukhozi FM 12.  Zee Entertainment
5.  Isolezwe (KZN) 13.  Cliff Central
6.  Ilanga (KZN 14.  City Press
7.  Gagasi FM (KZN) 15. Sunday Times
8. Sowetan

4.4.6. CEO PRESENTATIONS

The Proudly SA CEO, Adv. Leslie Sedibe’s contract ended 2 months into the quarter (31 August 
2016) and the current CFO, was appointed as the Acting CEO, and during the period under re-
view, CEO-led presentations were made at various events and at various media interviews. 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-led presentations included, among others, 
the following:  

Date Event Venue

4 August 2016 Pikitup Business Forum Sandton 

19 August 2016 5th Annual UNISA Student 
Re-search and Innovation 
Show-case

Pretoria

25 August 2016 Proudly SA Buy Local Summit 
and Expo

Bloemfontein

21 September 2016 APMP, SOEPF Event Pretoria
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4.4.7. PARTNERSHIP ENGAGEMENTS

As part of the repositioning strategy, ahead of and following the Board Strategy Session, the 
Acting Proudly SA CEO engaged various stakeholders as part of a drive aimed at ensuring that 
the campaign secures partnerships required to deliver on some of its key deliverables, especially 
where funding for such activities is not immediately available. Some of the partners engaged 
included entities with which the campaign has existing relationships and where the intention is to 
solidify the relationship.

Some of the entities engaged during this period, included, among others, the 
following organisations:

• Brand SA;
• DIRCO;
• Tourism SA;
• GCIS;
• the dti (Industrial Development division);
• Economic Development Department;
• SALGA;
• Nestle;
• Consumer Goods Council of SA;
• Aspen;
• National Clothing Retail Federation
• Multichoice
• Forward Foods (formerly known as Food Bank);
• Hisense;
• SACTWU
• Cosatu
• State Owned Enterprises Procurement Forum (SOEPF);
• Manufacturing Circle;
• University of Johannesburg 
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