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ACRONYMS

ACCORD

APP

BRAND SA

CGCSA

CPO

CIPC

COTII

CSI

EDD

IPAP

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.

Industrial Policy Action Plan

FMCG Fast Moving Consumer Goods.

The following are definitions of the acronyms used in the report

1
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SOEPF

NCPC

NEDLAC

NT

PFMA

PROUDLY SA

SALGA

State Owned Enterprises Procurement Forum

The National Cleaner Production Centre, a programme of the dti, housed under 
the CSIR which focuses on assisting companies implement cleaner production 
and resource efficiency measures.

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

National Treasury.

Public Finance Management Act No. 1 of 1999.

Proudly South African, a not for profit company incorporated in terms of the 
Companies Act

South African Local Government Association.

SAPBA

the dti

The Summit

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.

South African Police Service.

South African Revenue Service.

United Nations.
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Once again, South Africa 
proved to be a country 
of mixed fortunes during 
the 2nd quarter in review. 
According to Focus 
Economics, investor 
confidence plumbed a 
30 year low in August, 
as the rot of corruption 
continued to deepen.

Unemployment remained 
high at above 26%, and with no perceptible 
drivers of growth emerging from the gloom, the 
Reserve bank downwardly adjusted its growth 
forecast, estimating that 2017’s full year GDP at 
0.5% rather than the anticipated 1%. The OECD 
reported that South Africa needs structural 
reforms if it is to revive its economic growth, 
requiring bold action from policy makers. As 
if in response, Finance Minister Malusi Gigaba 
revealed his new economic growth plan early in 
July. 

In direct counterpoint, however, The Reserve 

Bank managed to reduce 
the repo rate for the 
first time in 5 years in 
July by 25 basis points 
to 6.75%. Inflation was 
also at its lowest for 18 
months in July, remaining 
well within the 3-6% 
government target range.

Oberberg.biz reported 
that August vehicle sales 

in the private sector were up, and that retail sales 
had rebounded, as consumers found relief with 
the lower interest rate and reduced inflation.

Stats SA reported a great performance by the 
agricultural sector as farmers slowly recovered 
from the drought, although investment 
contracted slightly in the quarter in review. The 
rate of contraction in the manufacturing sector 
slowed, the country emerged by the end of the 
quarter, albeit battered and bruised, from its 
technical recession.

EXECUTIVE SUMMARY
2

This report covers the period 1 July – 30 September 2017 and focuses on various highlights 
during the period:
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Set against this, Proudly South African 
had a successful quarter collaborating 
on a number of high profile events during 
July’s Mandela Day commemoration, 
August Women’s Month and September 
Heritage Month. These included joining 
with the Nelson Mandela Foundation to 
mark Mandela Day at the Adelaide Tambo 
School for the Disabled, a high level 
Women’s Day celebration hosted jointly 
with Tsogo Sun, a 3-day Mall Activation 
in KZN together with Multichoice, an 
invitation to the Induction in to the Hall 
of Fame of the 1996 Afcon Cup winning 
Bafana Bafana team at Sun City, and 
the launch of Edcon’s Spring/Summer 
2017 in-house collection and David 
Tlale’s Proudly South African label, to 
be sold at Edgars stores nationally. In 
addition, Maropeng hosted us for a 
youth activation at which we reached 
200 grade 9-12s in an informative, light 
hearted presentation.

It is a mark of the higher profile that the 
Campaign now enjoys that our larger 
member companies are seeking out 
opportunities in which to collaborate 
with Proudly SA and recognising that 
together we are stronger and that even 
more can be achieved.
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3.1. Board Meeting

The Proudly SA Board of Directors met on 25 August 2017 and considered the following:

•	 The Chairman’s organisational report provided updates on strategic meetings held with the 
Acting Director General of Economic Development Department. 

•	 The need to drive the Buy Local Message using the platforms provided by the Constituencies 
like Labour Schools, National and Provincial Labour Conferences as well as using Civil Society 
to assist with accessing places of worship, as well as presentations to Parliamentarians. 

•	 The Quarterly Report for the period1 April to 30 June 2017 was approved for submission to the 
dti. 

•	 The Board considered and approved the non-financial content of the Annual Report
•	 The Board considered the Annual Financial Statements and ratified the recommendation from 

the Audit and Risk Committee to approve them. 
•	 The Board received a Progress Report on the Tender Monitoring System 
•	 The Board received the recommendation from the Finance and Procurement Committee to 

amend the MOI to allow the Board to borrow money or acquire property. 
•	 The Board were urged to assist with introductions to potential members in key sectors. 
•	 A comprehensive status report on the Switch Africa Green Project was presented including 

the Proudly South African Standard that was being implemented in 9 farms in 3 different 
provinces. 

•	 The Management Accounts and the Cash flow projection schedule.

3.2. 2-Day Board Session

The Board of Directors held a 2-day session from 22 to 23 September 2017 and the focus was on 
the following over the 2-day period:

•	 This first part of Day-1 focused on training for the members of the Board, as part of the 
individua Director’s Continuous Professional Development. The focus of the training was 
on the Duties and Responsibilities of Directors as well as the changes emanating from the 
transition from King III to King IV report on Corporate Governance. This training was done by 
CGF Research Institute, a leading Corporate Governance Institute and a Proudly SA member 
company;

•	 The second part of the Day 1 was facilitated by the organisation’s internal auditors and this 
was the organisation’s Risk Management workshop, aimed at identifying the organisation’s 
strategic risks and developing the Strategic Risks Register. This followed a session held 
earlier on by staff which identified the operational risks and led to the development of the 
Operational Risk Register;

•	 Day 2 of the Board session was the annual Board Strategic workshop, where the Board reviewed 
progress made since its last strategic session, whilst also building on that and crafting the 
strategy for the next medium to long term period.

GOVERNANCE AND OVERSIGHT 
DURING THE QUARTER

During the period under review, the board and/or its 
sub-committees held the following meetings:

3
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3.3. Audit and Risk Committee

The members of the Audit and Risk committee held their meeting on 20 July 2017 and the meeting 
considered the following:

•	 Approval of the External Audit Plan as tabled and presented by the external auditors;
•	 The Management Letter from the External Auditors for the 2016/17 financial year end audit;
•	 The Annual Financial Statements for the 2016-2017 Financial Year;
•	 The need for a new Risk Register to be developed and tabled at the next meeting 
•	 The External Auditors, Internal Auditors and Audit Committee met independently of 

Management for the committee to receive their annual in-committee update from the auditors;

3.3. Finance and Procurement Committee

The members of the Finance and Procurement committee held their meeting on 2 August 2017 and 
the meeting considered the following:

•	 Amendments to the MOI to allow for borrowing of money and acquiring property once there 
was a majority resolution by the Board and approval by a lending institute 

•	 The Draft Annual Financial Statements 
•	 The Quarterly Management Accounts and Cash Flow 
•	 The Committee was requested to assist with introductions to potential high value members 

in key sectors 

3.4. Membership, Marketing and Communications Committee

The members of the Membership, Marketing and Communications Committee held their meeting 
on 2 August 2017 and the meeting considered the following:

•	 The outcomes of the Board Evaluation Report that were applicable to the Committee. 
•	 The Membership Report for the period under review
•	 The Membership Hit List detailing companies being targeted for membership for the next 

medium to long term period;
•	 The Marketing Report which included reports on the 2017 Summit and Expo, the Provincial 

Business Forums, the Buy Back SA Advertising campaign, Women’s Day event, as well as plans 
for future activities such as the Delicious Festival, Festive Season Campaign and the 2018 Buy 
Local Summit and Expo;

•	 The PR and Communications Report for the period under review
•	 The Tender Monitoring System and progress made since implementation of the system;
•	 The Annual Report (Non-Financial Content of the report)
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3.5.  HR and Remunerations Committee

The members of the HR and Remunerations Committee held their meeting on 3 August 2017 and 
the meeting considered the following:

•	 Possible commission for Directors who managed to raise sponsorship for the organisation;
•	 The Salary Benchmarking and Comparisons exercise undertaken to improve the campaign’s 

personnel retention strategy;
•	 The acceptance of the retainer fee by the Chairman who chose to forgo his remuneration for 

meetings for the period during which he would receive the retainer, as approved by the Board;
•	 HR Reports on Staff movement, Performance Management, Staff training and Development as 

well as Staff Retention activities;

•	 3.7. Social and Ethics Committee 

The members of the Social and Ethics Committee held their meeting on 3 August 2017 and the 
meeting considered the following:

•	 Amendments to the clauses of the Terms of Reference of the committee, including on the 
frequency of meetings as well as the appointment of the Chairperson for the committee;

•	 The update on the Checklist containing the items that should ideally be considered by the 
committee at its meetings and fall within the scope of its responsibilities;



11

4.1.  HIGH LEVEL ACHIEVEMENTS FOR THE QUARTER
During the quarter under review, the Proudly SA campaign was able to achieve most of its targets 
as contained in the Annual Performance Plan (APP) for the second quarter of the 2017/18 financial 
year. 
The following were some of the achievements and most of these are reported in detail in Section 
4 of the report:

•	 A Members’ Newsletter was launched and Edition 1 of this newsletter was issued during 
September 2017;

•	 The target of 100 new products and/or services was substantially exceeded, as 1 061 new 
products and services were listed during Q2

•	 The target of recruiting 50 new fully paid-up members was achieved, where a total of 72 
members were approved for membership, with the balance just needing to make payments in 
order to activate their membership with the campaign;

•	 More than 5 million consumers were reached through logo placements on TV adverts rolled 
out by both Edgars and DSTV Delicious festival organisers. This was augmented by having the 
Buy Back SA advert flighted on both TSogo Sun’s Inspire Channel in all their hotels in SA as 
well as on various DSTV channels;

•	 In continuing to roll out eco-labelling standards for SA in the agricultural sector, the SA 
Eco-label standard was approved during this period by the appointed Technical committee, 
and has now been published on various public platforms. This standard and the broader 
Proudly SA led Switch Africa Green project was showcased at the NCPC conference in Cape 
Town and at the Tzaneen Agricultural Expo and Forum. 

•	 In addition to this, 9 farms were identified for piloting the Eco-label standard (3 farms in 
each of the following provinces: Limpopo, WC and KZN). Trainers meant to train and assist the 
farms with implementing the standard on the farms were also trained during this period and 
the pilot project is well underway;

•	 Proudly SA made a presentation to Chief Procurement Officers and/or Heads of Procurement of 
various State-Owned entities at their quarterly State-Owned Enterprises Procurement Forum 
(SOEPF) meeting held during this quarter. The focus of the presentation was on educating 
the procurement officers on the Proudly SA Buy Local campaign, the local content provisions 
as contained in the revised procurement regulations and to introduce them to Proudly SA’s 
tender monitoring system, which looks at all tenders for designated items in the public sector;

•	 A partnership agreement was concluded with Massmart for their Local Manufacturing 
programme to be linked to Proudly SA and for all the companies that are part of this programme 
(and make their products locally for supplying Massmart’s retailers) to be registered with 
Proudly SA;

•	 A follow up presentation was made to Nedlac’s Trade and Industry Chamber on the progress 
made by Proudly SA in implementing its repositioning strategy, following the presentation 
made towards the end of the previous financial year to the same committee;

THE QUARTER UNDER REVIEW

4
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4.2.  AREAS WHERE TARGETS WERE NOT MET:
During the quarter under review, the Proudly SA campaign was not able to achieve all its targets 
as contained in the Annual Performance Plan (APP) for the second quarter of the 2017/18 financial 
year, and below are some of the areas where the campaign fell short for the quarter: 

•	 Roadshows predominantly made up of mall activations were meant to have taken place in 3 
provinces were planned, however only one was implemented in partnership with Multichoice, 
with the rest postponed and incorporated into Festive Season plan to be implemented later 
during Quarter 3 of the financial year;

•	 The campaign could not implement the 2 Campus radio campaigns as contained in the APP, 
due to resource constraints and this will be implemented during Q3 as part of the broader 
festive season consumer targeted campaign;

•	 Two out of the 3 planned provincial public-sector forums were postponed to later in the year 
due to last-minute cancellations from the respective Finance MECs in both the Western Cape 
and Mpumalanga. As a result, the target to host at least 2 of these forums during this quarter 
was missed by 1 forum;

•	 The campaign needed to host at least 1 sector specific forum/workshop during the quarter, 
however this was not achieved, as a decision was taken to move all the sector specific forums 
to Quarter 4 due to capacity constraints during Quarter 2 as a result of Proudly SA month 
heritage activities during this period;

•	 No dipstick surveys were done after each of the forums to determine the levels of customer 
satisfaction as required in the APP. This was as a result of management oversight however, 
the total required number of dipstick surveys will have been undertaken by the end of the 
financial year;

•	 The actual membership retention rate for members due for renewal during the quarter was 
86% against a target of 90%. A dedicated official has been assigned to focus on the renewals 
side of the business and it is already clear that this intervention coupled with the improved 
repositioning strategy will yield the desired outcomes.
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4.3. MEMBERSHIP REPORT Q2 2017/2018

Overview

The second quarter of 2017/2018 saw an uptake of exactly 50 new fully paid-up members (or 72 
approved memberships). This number is drastically up from previous years as historically, only 
approved members were accounted for.

Of the 50 newly-recruited and finalised members, 15 new memberships were activated in June 
(although as many as 19 were approved), 18 in the month of August (whereas 32 were approved), 
and 17 at the end of September (whereas 21 companies were approved for membership).

The interest in Gauteng for membership remains the highest at 38 new recruits in the second 
quarter, six in the Western Cape, three in KwaZulu-Natal, and one each in the Eastern Cape, the 
Free State and Limpopo.

The best performing sector remains Manufacturing with a total number of newly-recruited 
members at 14, followed by Food Products (due to the Membership Department’s work done for 
the Delicious Festival and the active drive for recruiting in the FMCG space) at eight, Professional 
Services at six new recruits, and Media, Marketing and Publishing at five. 
  
The Proudly South African database of products and services continues to grow at a rapid pace. 
The target of 100 new products and services for the second quarter was exceeded by over 900% at 
1,061. The total number of products and services now totals 7,861 as at 30 September 2017.

Members are retained at a monthly average of 86% for the first two quarters, just falling short of 
the annual target of 90%.
 
The membership team is actively recruiting those memberships that have expired these last two 
years by introducing the respective companies to the Campaign’s revised value proposition for 
members. The team is also aggressively recruiting member companies in the FMCG space for the 
remaining two quarters of 2017/2018.

Month 2010/2011 2011/2012 2012/2013 2013/2014 2014/2015 2015/2016 2016/2017 2017/2018
(Companies 

approved for 
membership)

July 4 2 51 16 16 20 20 15
(19)

August 7 10 46 8 10 27 11 18
(32)

September 4 2 22 27 21 6 18 17
(21)

Total 15 14 119 51 47 53 49 50
(72 approved 
member-
ships))

2017 Q2: NEWLY-RECRUITED MEMBERS
Year-on-year Comparisons: 2010/2011 to 2017/2018
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Year on Year Comparisons: 2010/2011 to 2017/2018

Sector

14 Manufacturer

3 Representative Organisations

1 Culture, Entertainment, Music and Recreation

6 Professional Services

2 Wholesale and Retail Trade

2 Construction, Engineering and Architecture

5 Media, Marketing and Publishing

8 Food Products

2 Agriculture

2 Community Organisations and Projects

1 Transport and Logistics

2 Tourism, Travel and Hospitality

1 Information Technology and Telecommunication

2017 Q2 by Sector
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2017 Q2 by Sector

2017 Q2 by Province

Region

38 Gauteng

6 Western Cape

3 KwaZulu-Natal

1 Eastern Cape

1 Free State

1 Limpopo
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2017 Q2 NEW RECRUITS: JULY

Company Sector Province

Ae-A Manufacturer GP

Craft + Design Institute Representative Organisations WC

Delicious Food Festival Culture, Entertainment, Music and 
Recreation

GP

Franchise Association of Southern 
Africa (FASA)

Representative Organisations GP

Herbex Manufacturer WC

Lets All Do It Professional Services GP

OBC Group Wholesale and Retail Trade GP

Paramixed Construction, Engineering and 
Architecture

GP

Peneul Nathi Construction, Engineering and 
Architecture

GP

Radio Islam Media, Marketing and Publishing GP

RSAMade Group Wholesale and Retail Trade GP

Sennergi Food Products GP

Southern Right Foods Food Products WC

Tlaweng Lechaba Inc Professional Services GP

Wesgro Professional Services WC

2017 Q2 by Province
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July 2017 New Recruits by Sector

July 2017 New Recruits by Province
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2017 Q2 NEW RECRUITS: August 

Company Sector Province

African Butterfly Manufacturer GP

Bhan Thai Massage Professional Services GP

Cappeny Estates Agriculture KZN

Country Bird Holdings Agriculture GP

DermaDore Manufacturer WC

K1 Group Manufacturer KZN

Kombo King Food Products WC

Lereko Furniture Manufacturers Manufacturer GP

Lift Rite Inspection & Load Testing Professional Services KZN

Macpherson Paints Manufacturer GP

Malati Research & Empowerment Manufacturer GP

Mediwaste Packaging Manufacturer GP

Radio Pulpit Media, Marketing and Publishing GP

Sharpeville Breweries Manufacturer GP

Sweet Gift Bakery and Catering Food Products GP

The Giant Flag Trust Community Organisations and 
Projects

EC

Transfix Transformers South Africa Manufacturer FC

ZMA Logistics Transport and Logistics GP

August 2017 New Recruits by Sector
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2017 Q2 NEW RECRUITS: September 

Company Sector Province

7 Khalaz Food Products GP

Agni Media Concepts Media, Marketing and Publishing GP

Beyond Corporate Travel Tourism, Travel and Hospitality GP

David Tlale Manufacturer GP

Flip Page Communications Information Technology and 
Telecommunication

GP

Jozi Records Culture, Entertainment, Musis and 
Recreation

GP

Kgarose Kgaros Food Products LP

Molly’s Food Enterprises Food Products GP

Nothile Consulting Professional Services GP

Oarabile Katlego Investments Tourism, Travel and Hospitality GP

Pharmacare Limited Manufacturer GP

Sandvik Mining RSA Manufacturer GP

Southern African Stainless Steel 
Development Association (SASSDA)

Representative Organisations GP

The African Story Teller Media, Marketing and Publishing GP

The Hourglass Project Community Organisations and 
Projects

GP

The Mash Braai House Food Products GP

Through the Eyes of an African Eye Media Marketing and Publishing GP

August 2017 New Recruits by Province
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September 2017 New Recruits by Sector

September 2017 New Recruits by Province
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4.4.  HIGHLIGHTS FOR THE QUARTER - EVENTS AND ACTIVATIONS

Nelson Mandela Day:  18 July 2017

Proudly South African partnered 
with the Nelson Mandela Foundation 
and Absa to provide various 
sponsored Proudly SA member 
products which were donated to 
the Adelaide Tambo School for 
the physically challenged and for 
which the Tambo Family showed 
their gratitude to all stakeholders 
involved. Activities later moved 
on to the YMCA Centre in Orlando, 
where painting, cleaning of the 
garden and building took place. 
This provided the campaign with an 
opportunity to expose the brand to 
the various stakeholders, including 
the corporates that were part of 
this initiative. 

Reach for this event:  120
Target Audience: Members of the 
public
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Proudly SA Polokwane, Limpopo Business Forum
27 July 2017
 
Proudly SA invited delegates from business in the Limpopo region, entrepreneurs, SMMEs and procurement officials. 
The Limpopo business forum ran smoothly and was oversubscribed on the day. This forum was held to stimulate local 
production and local procurement in the region, in order for more sustainable jobs to be created.  A dynamic panel 
discussion was held which addressed challenges and the inner workings of business in Limpopo and represented 
bodies, namely, City of Polokwane, the dti, Productivity SA, LEDA, NCPC-SA and a representative from the office of 
the Economic Development, Tourism and Environmental Affairs who worked on finding solutions for the audience 
and outlining their respective programmes for business.  The venue, Tsogo Sun Garden Court, hosted the forum and 
survey analysis showed that delegates found it to be an excellent networking and profiling platform.  

Reach for this event:  120
Target Audience: Business, government, consumers, SMME’s, Limpopo based member companies
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Women in Business: 8 August 2017

Proudly South African’s annual 
acknowledgement of the 
achievements of women and the 
gift of sisterhood, our Women’s Day 
celebration, was held this year in 
partnership with Tsogo Sun. Held at 
the Southern Sun, under the banner 
of “Women in Business” at Hyde 
Park’s Southern Sun Hotel, the event’s 
key note speaker was Mrs. Basetsana 
Kumalo, celebrated business woman. 
She shared words of empowerment 
with approximately 200 influential 
women from the corporate sector, 
entertainment and media world, 
whilst highlighting some of the work 
Tsogo Sun and Proudly South African 
are doing.  

Reach for this event:  200
Target Audience: Private sector, 
government, women in business

Proudly SA Public Sector Preferential Procurement Forum
15 August  2017

The newly introduced Public Sector Preferential 
Procurement Forums are aimed at educating procurement 
officials in the public sector on legislated local content 
provisions, as contained in the revised PPPFA. 

The North West provincial leg of the Public Sector 
Preferential Procurement Forums took place on Tuesday 
15 August 2017 at Walmont Hotel at Mmabatho Palms, 
Mahikeng. 

Reach for this event: 80
Target Audience: Procurment officers, government officials, 
buyers, SMME’s
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Induction of 1996 Bafana Bafana Afcon winning team into the Hall of Fame, Sun City:  20 August
 
Proudly South African was invited to be part of the podium presentations to the 1996 Bafana Bafana Afcon winning 
team into the Hall of Fame. The gala dinner was attended by an audience of 800 people and hosted at Sun City in 
the North West. 

Proudly SA gained significant traction on social media throughout the course of the evening, as this was a very 
popular event on the sporting calendar.

Reach: 800 
Target Audience : Public and media
 

Proudly SA Western Cape Business Forum
16 August 2017

Stimulating inter-member trade and providing 
Proudly SA companies an opportunity to profile 
their businesses, the Western Cape business 
forum ran smoothly and was oversubscribed by 
existing member companies as well as potential 
new members, presenting a good problem for 
the campaign as this demonstrates the level of 
interest in the Proudly SA Buy Local campaign 
within that province. A dynamic panel discussion 
was held which addressed challenges and 
the inner workings of business in the Western 
Cape and was made up of representatives from 
Wesgro, the dti, Productivity SA, the NCPC-SA 
and SEDA, who worked on finding solutions 
for the audience and outlining their respective 
programmes for business.  

The outstanding Tsogo Sun, Cullinan Hotel 
hosted the forum and survey analysis showed 
that delegates found it to be an excellent 
networking and profiling platform. 

Reach for this event:  105
Target Audience: Business, government, 
consumers. SMME’s, CPT based member 
companies
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3rd Annual Vita Basadi Awards in partnership with the 
Gauteng Provincial Legislature:  31 August 2017

Held on Thursday 31 August 2017 at the Gauteng Legislature, 
Johannesburg, City Hall, the awards honoured remarkable, 
world changing women who have made a positive impact 
on their communities without reward, seving selflessly to 
empower those around them.

Proudly SA partnered with the Legislature by sponsoring 
the 18 winners with gifts donated by various Proudly SA 
member companies. Proudly South African proposes that 
such partnerships with the Gauteng Provincial Legislature 
are maintained to ensure that relief is brought to the lives of 
the people of Gauteng.

This gave the Proudly SA campaign an opportunity to expose 
the Proudly SA brand to the audience and the short note 
made by the CEO at the event made this a great consumer 
education platform.

Reach for this event:  300
Target Audience: Women in business, entrepreneurs, young 
adults

Proudly SA & Multichoice Mall Activation: 
01-03 September 2017
 
The three-day-long mall activation in Durban was 
held at the Umlazi Mega City mall in Umlazi, Kwa 
Zulu Natal in collaboration with MultiChoice. The 
purpose of the Mall Activations was to educate 
consumers about Proudly SA, the organisation’s 
logo and Labels of Origin. This, in an effort to 
create awareness among consumers on how 
to identify locally made products and services. 
Shoppers were educated about the economy-wide 
benefits of buying local, including job creation 
and poverty alleviation. So-called “trolley checks” 
were also conducted to determine if shoppers had 
purchased local products, while being entertained 
and educated through music and dance. 
 
Reach for this event:  TBC
Target Audience: Consumers
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SA Innovation Summit
6-8 September 2017

An annual flagship event on the South African 
innovation agenda, the Innovation Summit is a stage 
for the cultivation of thought-leadership and is created 
to support and endorse African innovation and to 
facilitate teamwork. The initiative brings together 
corporates, thought leaders, inventors, entrepreneurs, 
academia and policy makers to amplify South Africa’s 
competitive edge and to inspire sustained economic 
growth across the continent of Africa. The SA Innovation 
Summit 2017 was held at Cape Town Stadium.

The event is hosted in partnership with a number 
of strategic partners, which included Chivas Regal 
Venture, Santam, SABC Education, The IDC, IBM and 
The City of Cape Town. Proudly SA exhibited at the 
event from 06 - 08 September 2017. A team from the 
membership department accompanied marketing to 
source members in the innovation sector.

A highlight for the event in the form of a panel 
discussion entitled “How to scale a world class Business 
from South Africa to the world. CEOs of companies that 
have done just that! Global success stories that were 
born in Africa” included the following panelists: Mr. 
Eustace Mashimbye, Pieter De Villiers, Patricia Norris 
and Hannes van Rensburg

Reach for this event: 800
Target Audience: Technology leaders and founders, 
trend specialists, policy makers and forward thinkers

National Cleaner Production Centre (NCPC-
SA) :  13 -15 September 2017

The biennial Industrial Efficiency Conference 
of the National Cleaner Production Centre 
(NCPC-SA) is a flagship event in the ventures 
mandated effort to raise awareness and 
educate industry on the application and 
benefits of Resource Efficient and Cleaner 
Production (RECP) methodologies. The event 
was held at the Century City Convention 
centre in Cape Town, Western Cape

The key aim was to track gender mainstreaming 
and increase the participation of women as 
well as equipping SMEs, particularly those in 
the downstream value chain, to contribute 
towards a low carbon economy.
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Edcon Heritage Month Roof Party, Braamfontein: 
23 September 2017
 
Edcon held an afternoon roof party to celebrate 
Heritage Day in Braamfontein for their stakeholders 
which featured Proudly South African branding. 
Our presence underlined our partnership in the 
new Spring/Summer 17 Proudly SA collection. Staff 
attended the event which gained a lot of social 
media coverage.
 
Reach: 300 
Target Audience : Young Edcon stakeholders

The conference endeavoured to solidify communication 
channels with partners, namely, the Consumer Goods 
Council of SA, Proudly SA, The Western Cape Provincial 
Government, Green Cape, Switch Africa Green (UNEP/
EU) and the Global Reporting Initiative(GRI).

Proudly South African CEO, Mr Eustace Mashimbye was 
one of the keynote speakers, whilst the organisation 
exhibited at the event with the view to source 
membership and increase brand awareness.

Proudly SA Chief Officer: HR and Administration, Mr 
Vusi Sithole presented on the Switch Africa Green 
project being rolled out by Proudly SA at one of the 
plenary sessions.

Reach for this event:  800
Target Audience: Large, medium and small 
manufacturers, major retailers and their supply chains, 
Industry association representatives and sustainability 
reporting managers
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Youth Engagement, Maropeng: 
18 September 2017
 
The Proudly South African team travelled 
as part of our Heritage Month activities 
to Maropeng in The Cradle of Humankind 
World Heritage for a youth engagement 
programme. We addressed 150 learners 
from grades 9, 10 and 11 from Khindlimukane 
High School in Soweto, as well as 30 staff 
from the centre. 

The Buy Local to Create Jobs message 
was conveyed in a fun, interactive way 
with a quiz, music and some give-aways.  
Maropeng’s MD Michael Worsnip also 
addressed the learners, telling them 
that they were in the real ‘home’ of our 
civilization, a unique place in the whole 
world. Maropeng is a Proudly South African 
member company.

Reach for this event:  150
Target Audience: Youth
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Proudly SA & Edcon Fashion Show – 20 September 2017

Held at Shine Studios in Braamfontein and presented 
in a typical fashion show format, the evening saw 
guests dressed to the theme “South African Unique” in 
celebration of SA Heritage with fashion. With a focus on 
supporting local designers and manufacturers through 
Edcon’s Design Innovation Challenge and showcasing the 
campaign and its partnership with the Department of 
Small Business Development, the event was addressed 
by Minister Lindiwe Zulu and Proudly SA board member, 
Mr. Michael Lawrence. 

Renowned local fashion designer, David Tlale, closed the 
show with his Proudly SA collection which will be available 
in Edgars stores nationally from November. The project 
educated influencers on the importance of supporting 
local business especially in the clothing sector, whilst 
also showcasing the growth in the local content carried in 
the Edcon owned stores as a result of their commitment 
to improved localisation.

Reach for this event:  250
Target Audience: Business, clothing and textile 
manufacturers, designers, government, consumers, 
SMME’s, media
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4.5. PR Communications & Media
The PR activity during the quarter in review had a strong emphasis on the DStv Delicious 
International Food & Music Festival into which we were significantly invested. This included 
collaboration on a media box drop full of Proudly South African ‘goodies’ to 50 media and 
influencers, and regular notification through August as the musical line up was announced on 
different dates throughout the month until the ‘final reveal’ on 30 August. We were part of Take 
over Tuesdays on Kayafm in which the Festival took a slot on every show on the station on a series 
of Tuesdays in the run up to the event. We received good media coverage for our involvement 
with Delicious. Heritage Month also featured large in our PR activities and our fashion event with 
Edcon, youth engagement day at Maropeng, and invitation to be part of the Dept Evaluation & 
Monitoring’s launch of an NDP Young Ambassadors’ Programme gained traction in the media and 
on social media. 

In addition, we wrote pieces for sector specific publications including one for the tourism sector 
on how to steer overseas visitors to spend on locally produced and manufactured goods, for the 
Stainless Steel Industry’s magazine, and for the first edition of a new clothing sector magazine 
called Wear.
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CLIP COUNT COMPARISON

Clip count comparison

The clip count comparison illustrates the total number of media clippings for each media platform 
i.e. print, broadcast and online for the period under review (July – September 2017). Comparison is 
made with the same period in 2014, 2015 and 2016.

The analysis shows a decrease in the total clip count as compared to previous years. The main 
reason for this slight decline is attributed to the recent refining of the settings of Proudly SA’s 
media monitoring service in December 2016, assisting the organisation in capturing only relevant 
media mentions which can be attributed to the efforts of the Campaign. 
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AVE analysis

The Advertising Value Equivalency (AVE) is what editorial coverage would cost if it were 
advertising space (or time). PR/Editorial value is derived by multiplying the AVE by three, as 
per industry norms. The total AVE value between July and September 2017 is R5,5 million. The 
PR value for the same period amounts to R16,7 million.
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4.5.1. Press Releases

The following were issued / published between July and September 2017:

4.5.2. Media Visits/Engagements

To build and strengthen good working relationships with the media – and to promote good media coverage of 
Proudly SA and its activities – the PR Manager and the PR officer had both formal and informal meetings, network-
ing sessions and or interactions with members of the media and/or advertising officials from the following media 
platforms (among others).
 

NO DATE HEADLINE

1 4 July Press Statement Illegal Use of the Proudly SA logo by the DA

2 5 July Press release on Rep Trak Reputation study 
in which ABSA, Nedbank, Nestlé & Edcon 
get special mentions

When reputations all around are falling…

3 10 July Press release DStv Delicious Festival is Proudly South 
African!

4 21 July Press release for Limpopo Business Forum MEC Sekoati to give keynote address at 
Limpopo Networking Forum

5 17 August Commissioned article for SA Stainless Steel 
Assoc. publication

An interview with Proudly SA CEO

6 23 August Opinion Piece by the CEO Proudly SA member companies are able to 
thrive in difficult economic times

7 01 Sept Press Release Entries open for the 5th Annual SAPBA 
Awards

9 01 Sept Commissioned article for Tourism SA 
addressing tour guides

How tour guides can help promote South 
African products whilst accompanying a 
tour

10 18 Sept Press Release Proudly SA chooses Maropeng, The Official 
Visitor Centre for the Cradle of Humankind 
World Heritage Site for its youth 
engagement programme

11 19 Sept Press Release Proudly SA & Edcon celebrate our heritage 
through fashion

12 September Editorial for first edition of WEAR magazine Q&A with CEO

Kaya FM Brand South Africa

Power FM Hazelbird Post

ENCA Media 24

Touch HD FASA

Radio 2000 Sunday Times

Sowetan Live Business Report

Times Live The Star

DStv Saturday Star

Daily Sun Soweto Life
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DATE EVENT VENUE

27 July 2017 Limpopo Business Forum Limpopo 

15 August 2017 North West Public-Sector Forum North West 

16 August 2017 Western Cape Business Form Cape Town 

20 August 2017 Bafana Bafana Induction to the 
Sports Hall of Fame 

Sun City 

31 August 2017 NEDLAC’s TIC meeting NEDLAC

7 September 2017 SA Innovation Summit Cape Town 

14 September 2017 NCPC Conference Cape Town 

September 2017 SOEPF quarterly meeting Pretoria (Chief Marketing 
officer) made the presentation

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

The CEO-led presentations included, among others, the following:
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1. Corporate Identity
Proudly South African member companies have the privilege of bearing the tick of quality and the symbol which 
says they are proud to contribute to the growth of our economy and to the creation of jobs. They sell pride. In 
making a local purchasing choice, you are buying pride by also contributing to the strengthening of our country’s 
economy, and you may have saved or even created a job in the process. 

We show pride in many ways. When we sing our national anthem at the top of our lungs. When we dress in our 
traditional clothes. The way we speak and share many languages. When we are part of the Buy Back South African 
movement. 

The Proudly South African logo is a way in which our members can boast about their role in buying back South 
Africa. The logo means ‘we made this here’. It tells consumers that they can have faith in the quality and integrity 
of the company that displays it. 

This badge of pride is worn on every company touch point from the item itself to company stationery, on digital 
and electronic platforms such as websites and on email signatures, to posters, advertising and even around the 
company premises, to remind employees that they too can be proud of their work and contribution. 

Our new CI Manual, The Book of Pride takes you on a journey of pride. It tells you how, and where to show your 
pride and how to use our Proudly South African logo, the ultimate symbol of that pride. 

4.6. Brand Management

Below the Line

In an effort to heighten recognition of our logo by consumers we have been on an active campaign during this 
quarter to encourage its increased use and visibility by large member companies such as Aspen and Edcon. The 
development of a new CI manual was designed to make the placement of the Proudly SA logo more simple for 
our members and we are seeing results with the appearance of the ‘tick of quality’ on more and more packaging, 
marketing and advertising material. 

Below the line activity is supplemented by above the line messaging. In order for our own messaging and that of 
our members to be aligned, it is important that our logo is correctly applied on all member companies’ products & 
services. The logo provides for a physical touch point for consumers actively looking to buy local products. 

This quarter the objective of increased logo use by our members and  through co -branding with them has made 
us more visible and accessible to consumers.
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2. Above the Line 

During the quarter in review we co-branded with partners on a number of different events. Our above the line 
messaging included endorsement of the DStv Delicious International Food & Music Festival as well as the SA Pre-
mier Business Awards. Our message for the quarter was ‘Made in SA’ and we ran this on a number of platforms. 

The advertising in this quarter was aimed at getting consumers to seek and choose the products that bear the 
Proudly SA logo :

Delicious Festival: this ad campaign allowed us to brand build by associating the Proudly South African brand with 
a Proudly South African lifestyle festival. Consumers were exposed to local food and beverage brands and local 
music and make the connection between being proudly South African and and consuming Proudly South African.
SA Premier Business Awards: These Awards celebrate local businesses and the campaign around them plays in the 
business space to increase the prestige of our own brand at the same time as that of the event.  

Made in SA campaign: An emotionally impactful message which connects and resonates with consumers, the Made 
in SA campaign underscores reasons to support local, forcing consumers to think about the consequences of each 
their purchase decision.

Buy Back SA: A continuously running campaign, Buy Back SA educates the public about the positive impact on the 
economy of buying local. 
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•	 DStv Delicious International Food & Music 
Festival

This ad campaign allowed us to brand build and 
associate the Proudly South African Brand with a 
Proudly South African Festival. Consumers got to 
see Proudly South African as a lifestyle brand with 
the association to local music & food.
 
The event provides 2 days of family entertainment, 
but it is the business end of the Festival that 
is impressive for us as a buy local movement. 
The event represents millions of Rands in local 
procurement and is a significant creator of jobs 
both directly and indirectly. In 2016 there were 
900 crew members working for 10 days, with an 
additional 3 500 workers taken on for the duration 
of the festival. We believe that this event has an 
impact on SMMEs, the Gauteng economy and jobs 
that goes far beyond the 2 days that the general 
public experiences. It is a perfect fit with our 
campaign. In addition, we were able to offer a great 
value proposition to 14 member companies who 
showcased and sold their food and drink products 
at the event. Our Proudly SA Village and Hospitality 
Pavilion had great prominence in front of the 40 
000 visitors the event attracts.

Brand exposure included:

Outdoor billboards 
Television advert 
Digital adverts 
Radio slots
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•	 Buy Back SA campaign 

The objective of the Buy Back SA campaign is to educate consumers to buy or use locally grown, produced 
or manufactured goods and services, and to encourage businesses to make local procurement decisions, in 
the knowledge that in so doing, money will flow back into the country’s economy.  

The campaign utilises various above the line platforms to reach a mass audience and is designed in such a 
way that whilst the wording of the message varies, the call to action as well as the look and feel of the ads 
is always the same - Buy Local.  Through this education process, Buy Back SA aims to increase the uptake in 
locally manufactured goods and services and promote the positive impact this action has on the country.

•	 Made in SA Ad Campaign

The new messaging for the quarter in review was 
“Made in SA, it’s not just a label, it’s more”  The 
advert depicts the Proudly SA logo on a number 
of products, with a strap line that points out that 
it’s not simply a label, but a movement that has a 
real  impact on the economy and job creation. The 
advert encourages consumers to see that there is 
more to their purchase decision than supporting 
South Africa, but that every ‘Made in SA’ purchase 
has real positive consequences in the lives of 
South Africans. The campaign has lived through 
print media and on our digital platforms. 

Brand exposure included:

Print Advert : Woolworths Taste magazine 

IT’S NOT JUST A LABEL
it’s Job Creation, it’s Economic Growth

it’s a Mark of Quality

JOIN THE BUY LOCAL MOVEMENT

Trade and Industry
Department:

REPUBLIC OF SOUTH AFRICA

the dti
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•	 SA Premier Business Awards

Proudly South African’s mandate to promote the 
Buy Local message fits perfectly with the business 
objectives of the SA Premier Business Awards which 
are presented annually in a partnership between 
us, Brand SA and the dti.
 
The Awards celebrate local companies that are 
making a difference to our economy, and to job 
creation and who are championing everything 
South African that represents quality, innovation, 
and commitment to the growth and elevation of 
the country.

Brand exposure included:

Television advert 
Digital adverts 
Radio
Print advert  

BUSINE        SSREPORT
INTERNATIONAL

Tuesday, September 19 2017

It is with great excitement that we once again 

call for entries to the 5th Annual South African 

Premier Business Awards. The event is hosted by 

the Department of Trade and Industry (the dti), in 

partnership with Brand South Africa and Proudly South 

African. The Awards recognise business excellence and 

honour enterprises that promote innovation, job creation 

and sound business ethics.

All eligible companies are invited to enter in the applicable 

categories.

❚❚ IN BRIEF

CHINA’S central bank yesterday injected cash into the inter-
bank market via reverse repos. The People’s Bank of  China 
pumped 300 billion yuan (R601.54bn) into the financial system 
via a process by which the central bank purchases securities 
from commercial banks through bidding with an agreement to 
sell them back in the future. The operations included 280bn yuan 
seven-day reverse repos priced to yield 2.45 percent and 20bn yuan 
of  28-day contracts with a yield of  2.75 percent. In yesterday’s 
interbank market, the benchmark overnight Shanghai Interbank 
Offered Rate, which measures the cost at which Chinese banks 
lend to each other, stood at 2.756 percent, 6.02 basis points higher 
than Friday. The central bank has increasingly relied on open 
market operations for liquidity management, rather than cuts in 
interest rates or reserve requirement ratios. China set the tone of  
its monetary policy in 2017 as prudent and neutral. – Xinhua

CHINA 

Reverse repos inject more cash

THE FRENCH government is planning a series of  new incentives 
and taxes to phase out polluting vehicles and to boost energy-
saving insulation in houses, the environment minister said. 
Environment and energy minister Nicolas Hulot told French 
daily Liberation the 2018 government budget presented next 
week would include a series of  measures to limit climate change, 
reduce pollution and help low-income families. Hulot said he 
would propose that a €500 to €1 000 incentive to switch to a less 
polluting vehicle, so far only available to low-income families, 
should be available from 2018 to all citizens who own cars with 
petrol engines registered before 1997 and cars with diesel engines 
registered before 2001. The sum will not only be for buying new 
cars but also relatively new second-hand vehicles. – Reuters

FRANCE 

Incentives to phase out pollution

INSURERS are counting 
on real-time technology to 
help them cut back on pay-
outs, from a system warning 
ships of  nearby pirates to an 
app offering to buy sleepy 
drivers a coffee. 

The lure of  products 
promising to save on claims 
in a highly competitive mar-
ket has led to a leap in in-
vestment in “insurtech” in 
Europe to more than $400 
million (R5.3bn) in the first 
half  of  2017, from just $50 
million a year ago. 

The aim is to move insur-
ance from a “grudge” pur-

chase to a “nudge” product, 
encouraging safer behav-
iour. While the idea is not 
entirely new, the technology 
is making it more prevalent, 
prompting warnings from 
regulators about the risk of  
discrimination. 

Insurers say they can 
navigate those hazards as 
they explore blockchain – 
tamper-proof  databases 
shared and updated across 
a network – “big data”, ana-
lysing reams of  information 
for trends, as well as the 
artificial intelligence tech-
nology behind driverless 
cars, drones and voice-rec-
ognition software. 

The biggest surge of  
insurtech investment was 

in Britain, where, despite 
the vote to leave the EU, it 
hit $279 million in the six 
months to end-June from 
$9 million a year earlier, an-
alysis by Accenture of  data 
from CB Insights showed. 

In the rest of  Europe, 
investment jumped to 
$134 million from $37 mil-
lion and some insurers are 
also forming partnerships 
with insurtech firms. 

More than half  the 100-
plus insurers surveyed by 
consultants Capgemini said 
they wanted to partner with 
insurtech firms, according 
to its annual World Insur-
ance Report published last 
week with trade body Efma. 
– Reuters

Carolyn Cohn 
and Jemima Kelly  
London

Big banks 
looking at 
own forms 
of Bitcoin 
Blockchains the drawcard 

THE WORLD’S central banks 
cannot ignore the growth in 
cryptocurrencies and may at 
some point have to consider 
whether it makes sense for 
them to issue their own digital 
currencies, according to the 
Bank for International Settle-
ments (BIS).

“Whether or not a central 
bank should provide a digital 
alternative to cash is most 
pressing in countries, such as 
Sweden, where cash usage is 
rapidly declining,” the BIS said 
in its quarterly review. “But all 
central banks may eventually 
have to decide whether issu-
ing retail or wholesale CBCCs 
(central banks cryptocurren-
cies) makes sense in their own 
context.”

In making these decisions, 
institutions will need to take 
into account not only privacy 
issues and efficiency gains 
in payment systems, but also 
potential economic, financial 
and monetary policy repercus-

sions. “In less than a decade, 
Bitcoin has gone from being an 
obscure curiosity to a house-
hold name,” BIS said. 

“While it seems unlikely 
that Bitcoin or its sisters will 
displace sovereign currencies, 
they have demonstrated the vi-
ability of  the underlying block-
chain or distributed ledger 
technology.”

The analysis came at the 
end of  a rough week for digital 
currencies, with JPMorgan 
Chase chief  executive Ja-
mie Dimon calling bitcoin a 
“fraud” and China moving to 
crack down on domestic trad-
ing of  cryptocurrencies.

But with Bitcoin and others 
gaining in popularity as pay-
ment systems go mobile and in-
vestors pour in money, central 
banks are beginning to delve 
into them and their underlying 
blockchain technology. 

According to the BIS, one 
option for central banks might 
be a currency available to the 
public, with only the central 
bank able to issue directly con-
vertible units. – Bloomberg

Catherine Bosley 
Zurich

WORLD stocks hit a record high yes-
terday, and the dollar reached an 
eight-week peak against the yen on 
expectations that the US Federal Re-
serve will this week announce the 
trimming of  its balance sheet, part of  
a reversal of  cheap money worldwide. 

As investors breathed a sigh of  
relief  that the weekend passed with 
no new provocation by North Korea, 
Europe’s main share index opened at 
a six-week high.

MSCI’s broadest index of  Asia-
Pacific shares outside Japan had ear-
lier risen to heights not visited since 
late 2007. That nudged MSCI’s index 
of  world stocks to a new all-time high, 

adding to gains seen on Friday, when 
Wall Street set its own record level. 

“The Federal Open Market Com-
mittee’s latest verdict will be of  
special interest,” said Daniel Lenz, 
an analyst at DZ Bank in Frank-
furt. “The Fed could well set the 
balance-sheet-reduction process in 
motion.”  

Elections
An address by US President Donald 
Trump to world leaders at the UN 
today, and elections in Germany and 
New Zealand will add extra political 
uncertainty to the mix this week. 

But the main event will be the 
Fed’s meeting today and tomorrow, 
at which it is likely to take another 

step towards policy normalisation 
amid what is rapidly becoming a 
global trend. 

Canada has already hiked interest 
rates twice in recent months, while 
the Bank of  England (BoE) shocked 
many last week by flagging its own 
coming increases.

The European Central Bank is 
expected to shed more light on plans 
to exit its extraordinary stimulus in 
October. 

But persistently subdued global 
inflation despite a pick-up in growth 
remains the “trillion dollar” question 
for central banks looking to normal-
ise policy, a report from Bank for 
International Settlements said on 
Sunday. 

As such, investors are far from 

convinced that the Fed will move 
on rates again this year, with a De-
cember change put at less than a 
50 percent probability in the futures 
market. 

“It is fair to say that, in our recent 
travels, most of  the investors we have 
spoken to question not just a Decem-
ber hike, but whether the Fed will 
hike at all again this cycle,” said Tom 
Porcelli, chief  US economist at RBC 
Capital Markets. 

“When you press investors on the 
why, the standard reply is the lack of  
inflationary pressures.” 

US government bond yields 
jumped a hefty 14 basis points last 
week, but were little changed yes-
terday, as were most developed bond 
markets. – Reuters

Stocks reach record high on the eve of Fed meeting 
John Geddie 
London

Insurers moving from ‘grudge’ to ‘nudge’

A model 
presents a 
creation at 
the Burberry 
Spring/
Summer 
2018 show 
at London 
Fashion 
Week on 
Saturday.  
 
 PHOTO: REUTERS

BURBERRY Group is betting 
on growth in handbags and 
playing up its trademark 
check as new chief  execu-
tive Marco Gobbetti seeks 
to join the luxury industry’s 
turnaround.

At its first major runway 
show since Gobbetti took 
over in July, the trenchcoat 
maker showed off  revers-

ible tote bags decked out in 
its tartan plaid, including a 
$2 025 (R26 609) version lined 
in honey calfskin.

“We have already estab-
lished a very good platform 
in accessories and leather 
goods, but I think we have 
a great opportunity there,” 
Gobbetti said since joining 
Burberry from French rival 
LVMH’s Celine. 

“I’m very confident that 
will be a big area of  develop-

ment for us.”
In placing a priority on 

handbags, Gobbetti is bor-
rowing from the strategy of  
LVMH’s Louis Vuitton and 
Hermes International, which 
generate much of  their profit 
from leather goods and are 
bouncing back from a multi-
year slump in Asia. 

The new chief  executive’s 
comments signal he’ll seek 
growth from an accessories 
business that generated sales 

of  £1 billion (R17.84bn) in the 
past fiscal year, or 38 percent 
of  Burberry’s total.

While Burberry’s latest 
quarterly results showed 
signs of  strength in China, 
the brand is seeking some 
panache after cutting its ac-
cessibly priced Brit and Lon-
don lines as well as pulling 
out of  many US department 
stores whose heavy discount-
ing has held back its luxury 
aspirations. – Bloomberg

Checked-out Burberry has things in the bag 

Bitcoins sit among twisted copper wiring inside an office in 
London this week. The world’s central banks may, at some point, 
consider whether it makes sense for them to issue their own 
digital currencies.  PHOTO: BLOOMBERG

Robert Williams 
Paris

www.busrep.co.za
Breaking news on...

Trade and Industry
Department:

REPUBLIC OF SOUTH AFRICA

the dti

Inspiring new ways

CLOSING DATE: 13 OCTOBER 2017

It is with great excitement that we once again call for entries to the 5th Annual 
South African Premier Business Awards. The event is hosted by the Department 
of Trade and Industry (the dti), in partnership with Brand South Africa and Proudly 
South African. The Awards recognise business excellence and honour enterprises 
that promote innovation, job creation and sound business ethics.

All eligible companies are invited to enter in the applicable categories.

For more information, please visit:
www.sapremierbusinessawards.co.za
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