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

Accord

Brand SA

CCRD

CGCSA

CPO

CIPC

COTII

EBI

COSATU

EDD

The Local Procurement Accord (an agreement signed on 31 October 2011 by labour, 
government, business and community representatives to promote local procurement 
in South Africa, in support of the New Growth Path and government’s aim to create 5 
million jobs by 2020.

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

Consumer Commission Regulatory Division of the dti.

Consumer Goods Council of South Africa

Chief Procurement Officer.

Companies Intellectual Property Commission.

Council of Trade and Industry Institutions.

Ekurhuleni Business Initiative

the Congress of South African Trade Unions

Economic Development Department, a national government department in the Repub-
lic of South Africa.



5

NEDLAC

IMF

NT

PFMA

Proudly SA

SALGA

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

International Monetary Fund

National Treasury.

Public Finance Management Act No. 1 of 1999.

Public Finance Management Act No. 1 of 1999.

South African Local Government Association

SAPBA

The dti

The Summit

South African Premier Business Awards

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

the Local Procurement Summit & Expo
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EXECUTIVE SUMMARY
This report covers the period 1 0ctober-31 December 

and focuses on various highlights during the period:

The past few months have been tough for South Africa’s 
economy and the Rand has certainly not finished the 
year on a strong footing. South Africa has been handed 
an “increasingly weak” growth outlook.

During the period under review, the International Mone-
tary Fund (IMF) lowered its 2015 growth outlook for the 
country, projecting that South Africa’s economy would 
expand by only 1.4% in 2015 and 1.3% in 2016.

At the start of December 2015, rating agency, Fitch cut 
the country ’s grade to BBB- after S&P cut it to the equiv-
alent level in June (2014). 

In mid-December 2015, South Africa’s credit rating out-
look was also cut to negative by Moody’s Investor Ser-
vice, which said the country faces a “prolonged” period 
of slow growth. 

To round off 2015, the Rand tumbled some 20 percent 
against the dollar, with some economists forecasting a 
tough year for South Africa’s economy in 2016. 

Some analysts believe the country could face a sub-in-
vestment grade rating from one agency by the end of 
2016 for South African bonds, while projections into 
2017 paint a gloomier outlook.       

Although the economic outlook and projections point to 
turbulent times ahead, a practical approach to reviving 
South Africa’s economy has been identified.

The McKinsey Global Institute recently released a re-
port in Johannesburg which identifies five measures which 
could reignite South Africa’s economy. 

OVERVIEW
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Proudly SA believes a significant increase in the uptake 
of locally manufactured goods and services (by South 
African consumers, retailers as well as public and private 
sector procurement decision makers) will have a signifi-
cant and positive impact on South Africa’s ailing econo-
my, huge trade deficit and high unemployment rate. 

As the country ’s national Buy Local Campaign, Proud-
ly South African promotes local procurement and also 

believes in the importance of direct foreign investment. 
Balance is key to ensure that the country does not “ex-
port jobs” or become a “warehouse” for imported goods. 
Local brands and the local economy need to be given 
an opportunity to grow, so that jobs can be created 
and poverty can be eradicated.

Be Proudly South African – Buy Local to Create Jobs!

Dubbed the “big five”, implementation of these mea-
sures has the potential to add over one trillion Rand 
to the country ’s annual GDP by 2030, create over 3.4 
million jobs and transform the face of South African so-
ciety.

The “big five” growth opportunities have been en-
dorsed by Dr. Iraj Abedian, CEO: Pan-African Capital 
Holdings, as a practical approach in reviving South Af-
rica’s Economy:

1.	 Creating a globally competitive hub in advanced 
manufacturing;

2.	 Making infrastructure investment more productive to 
enable growth across the economy;

3.	 Harnessing natural gas for power generation and 
industrial development;

4.	 Boosting exports of services to the rest of Africa 
and the world; and

5.	 Unlocking South Africa’s full agricultural production 
and processing potential.

Economists the world over agree that governments 
need to invest in self-sustaining solutions for long-term 
prosperity. There needs to be continued investment in 
infrastructure, local manufacturing, skills development, 
education and entrepreneurship.

Job creation and economic growth are at the heart of 
Proudly South African’s vision: Buying Local is a proven 
salve for ailing macro and micro economies worldwide.

Sources: Fin24; iol; Times Live; and EWN news sites
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GOVERNANCE AND OVERSIGHT DURING THE QUARTER
During the period under review, the following meetings took place:

3.1 Finance and Procurement Committee
The Finance and Procurement committee held its meeting on 26 October 2015 and the meet-
ing considered the following:

•	 The revised Budget and reduced allocation from the dti for the 2015/16 financial year;
•	 The draft comprehensive Supply Chain Management Policy;
•	 The financial reports as tabled for the period year to date, including Management Ac-

counts and the Cash flow projection schedule;

3.2 Audit and Risk Committee
The Audit and Risk committee held its meeting on 26 October 2015 and the meeting consid-
ered the following:

•	 The Risk Management Plan and Strategic Risk Register;
•	 The Internal Audit plan and fee for the 2015/16 financial year;
•	 The appointment of a new partner for Proudly SA for external auditors;
•	 The reports tabled by the External auditors for the financial year ending 31 March 2015, 

including the Management Letter and Audit Report; and
•	 The need for the CEO to engage the AG on the level of compliance by Government 

Departments and State Owned Companies with the designated sectors and the Local 
Procurement Accord.

3.3 Membership, Marketing and Communications committee 
The  Membership, Marketing and Communications committee held its meeting on 26 October 
2015 and the meeting considered the following:

•	 An update on the process aimed at ensuring that the Economic Impact Study can be 
done, including the IDC report on the research they did on Local Content;

•	 The need for the organisation to appoint an Economist for Proudly SA and to include this 
position in the Organogram;

•	 An update on the engagement between the Pharmaceutical Industry and the DG of 
Health on ensuring that local procurement becomes part of their Agenda;

•	 The Marketing reports on all the previous activities that have taken place, including 
planned activities for the rest of the financial year;

•	 Media, PR and Social Media reports; and
•	 Membership Status reports;
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3.4 Remuneration Committee
The Remuneration committee held its meeting on 28 August 2015 and the meeting considered 
the following:

•	 Performance Management report for the financial year;
•	 Staff Development Reports;
•	 A report on staff movements;
•	 Employee Assistance Programme including employee wellness activities; 
•	 Payment of bonuses policy and recommendation for payment of bonuses for 2015/16 

financial year to Executive Managers and staff;
•	 Annual closure of business for December 2015 holidays; and
•	 The need for a salary benchmarking exercise and comparative analysis on remuneration 

levels of staff by other similar organisations.

3.5 Board Meeting
The Proudly SA Board of Directors, met and considered the following:

•	 The need to finalise the FICA process for the organisation’s Bank accounts;
•	 The Special Board meeting with the dti and the items to be discussed with the dti at that 

meeting;
•	 The revised budget and reduced allocation of funds from the dti for the 2015/16 financial 

year;
•	 The importance of Proudly SA presenting to the NEDLAC Manco and the Millennium La-

bour Council and the need to request slots to present at these forums;
•	 Board Evaluation process for the 2015/16 financial year;
•	 The importance of training of Board members, including a presentation by Judge Mervyn 

King as well as the circulation of all governance documents to members of the Board;
•	 The draft comprehensive Supply Chain Management Policy;
•	 The payment of performance bonus to staff, Executive Management and the CEO;
•	 Reports from the Standing Committees of the Board; and
•	 The financial reports as tabled for the period year to date, including Management Ac-

counts and the Cash flow projection schedule
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THE PERIOD UNDER REVIEW
4.1 High level achievements for the quarter

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

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

•	 The national Proudly SA Buy Back SA roadshow, tar-
geting business all over the country and supported 
by ABSA’s Enterprise Development division, visited 3 
provinces: namely Eastern Cape (East London), KZN 
(Durban) and the Western Cape (Cape Town) and 
in total, reached more than 200 delegates respec-
tively, representing a mixture of both Proudly SA mem-
bers as well as non-member companies;

•	 The provincial governments of both the Western 
Cape and KZN provinces, together with the Cape 
Town Metro, gave messages of support for the 
Proudly SA campaign and gave presentations on 
the efforts made by their respective organisations 
with regard to supporting local companies as well 
as improving their local procurement efforts;

•	 An above-the-line campaign was executed, focus-
ing on the Buy Back SA campaign. Advertisements 

were placed on various outdoor media platforms 
including 12 branded trucks in Gauteng and West-
ern Cape, 10 branded community walls in various 
townships across SA as well as 30 billboards in var-
ious prime spots (mostly taxi ranks in shopping malls) 
throughout the country;
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•	 Proudly SA exhibited together with some of its mem-
bers at various expos and events.  The campaign 
participated in 5 different exhibitions and/or events 
which provided the campaign with a platform to ed-
ucate consumers as well as both the private and 
public sector on the importance of buying local;

•	 Proudly SA’s Twitter following exceeded 116 000. 
Organically grown, the number of followers continues 
to grow this PR platform, which enables Proudly SA to 
communicate its programmes and weigh in on rele-
vant current topical issues. This growth indicates the 
campaign’s relevance and appeal to the broader 
social media community;

•	 A total of 7 press releases were issued during the 
quarter on an array of topical issues, whereas a total 
of 8 media interaction/visits were held with represen-
tatives of different media houses;

•	 A total of 30 new members were successfully recruit-
ed and vetted for Proudly SA membership and have 
now joined the Buy Local Campaign; and

•	 Some 90% of members, scheduled to renew their 
membership with Proudly SA during the period under 
review, renewed their membership;

During the period under review, the Proudly SA campaign 
was able to achieve most of its targets as contained in 
the Annual Performance Plan (APP) for the third quarter 
of the 2015/16 financial year, however was not able to 
achieve the following targets:

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

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

•	 No competitions were run on any of our social me-
dia platforms, due to limited budget. However, the 
organic growth of the Twitter account to more than 
116 000 followers, by tweeting on topical issues, has 
countered the lack of Proudly SA competitions on 
our social media platforms. As a result, there is no 
need for competitions at this stage as the purpose 
for which they had been earmarked is served through 
another economical and highly cost-effective way.

4.2 Areas where targets were not met:
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4.3 Highlights for the quarter

PROUDLY SOUTH AFRICAN EVENTS
1 OCTOBER - 31 DECEMBER 2015

4.3.1 CAPE TOWN BUSINESS FORUM - 20 OCTOBER 2015

4.3.2 Ebotse Captains of Industry launch – 22 October 2015

4.3.3 EAST LONDON BUSINESS FORUM - 29 OCTOBER 2015

This is a continuation of the 2015/16 edition of the Buy Back SA roadshow. Sponsored by ABSA, the forum is de-
signed to bring Proudly SA closer to members and to introduce the campaign to potential members. It also aims 
to facilitate business to business networking and interaction between the Campaign and decision-makers and key 
stakeholders across the country. The stimulation of inter-member trade is another key objective of these sessions, 
which also provides member companies with an opportunity to profile their businesses. A mechanism developed to 
bring the Campaign closer to members, and non-members, it also aims to introduce Proudly SA to companies that 
are not members of the Campaign.

Reach for this event:  67 attendees
Target Audience: Business, government, member companies and non-member companies

The Ebotse Captains of Industry breakfast launch was held on 22 October 2015 and its main objective was to 
enhance business development for the businesses in Ekurhuleni and to propel them into the global world.  Interna-
tional and local government collaboration was the main focus of the event.  The breakfast launch was sponsored 
by Grindrod Bank, McCarthy, Emperors Palace, Thompsons Travel and Ebotse Estate Agents.

Reach for this event:  45 Business people 
Target Audience: Established business people

This is a continuation of the 2015/16 edition of the Buy Back SA roadshow. Sponsored by ABSA, the forum is de-
signed to bring Proudly SA closer to members and to introduce the campaign to potential members. It also aims 
to facilitate business to business networking and interaction between the Campaign and decision-makers and key 
stakeholders across the country. The stimulation of inter-member trade is another key objective of these sessions, 
which also provides member companies with an opportunity to profile their businesses. A mechanism developed to 
bring the Campaign closer to members, and non-members, it also aims to introduce Proudly SA to companies that 
are not members of the Campaign.

Reach for this event:  45 Business people 
Target Audience: Business, government, member companies and non-member companies
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4.3.4 COSATU PROUDLY SOUTH AFRICAN CHAMPIONS CONFERENCE - 3 NOVEMBER 
2015

4.3.5 MANUFACTURING INDABA WESTERN CAPE - 6 NOVEMBER 2015

The event was organised in partnership with COSATU Western Cape and was aimed at ensuring the implemen-
tation of Buy Local principles and support for Proudly SA in the Western Cape. The conference also promotes 
the Local Procurement Accord and specifically interrogates measures to ensure its provincial implementation. The 
conference seeks to boost and increase the uptake and procurement of locally produced products and services, 
through discussions and commitments, which in turn will lead to greater levels of sustainable job creation. 

The second part of the conference was in a form of a concert which brought together various communities with a 
view to galvanizing support on grassroots level and celebrating local talent.

Reach for this event:  1 600 attendees
Target Audience: Workers, small business, shop stewards, labour

The CEO delivered an address at this event on the Proudly SA campaign and on the economy wide benefits of 
Buying local.

The aim of the event was to focus on the growth potential of 6 key industry sectors, as well as unpacking challenges 
and obstacles to find solutions for growth in each of these sectors, especially within the Western Cape Province. 
The manufacturing industry continues to face tremendous challenges. A shrinking manufacturing base, supply chain 
challenges, human capital challenges and the threat of other emerging economies and cheap labour continue to 
threaten the growth and prosperity of the South African manufacturing sector. 

The aim of the Manufacturing Indaba is to bring together business owners, industry leaders, government officials, 
capital providers and professional experts to discuss challenges faced by industry and to brainstorm solutions. The 
success of the nation depends on a strong and innovative manufacturing base. The event also aimed to ensure 
that all role players continue to work together to promote prosperity through manufacturing, science and innovation.
.

Reach for this event:  486 delegates 
Target Audience: Businesses, consumers, Government and the members of the community  

The CEO delivered an address at this event on the Proudly SA campaign and on the economy wide benefits of 
Buying local.
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4.3.6 GenNEXT 2016 LAUNCH AND YOUTH INSIGHTS BREAKFAST - 17 NOVEMBER 
2015

4.3.7 DURBAN BUSINESS FORUM - 19 NOVEMBER 2015

4.3.8 SA AFRO MUSIC AWARDS - 28 NOVEMBER 2015

This was the launch event for the next edition of the Generation Next conference and awards, scheduled for May 
2016. Proudly SA is a strategic partner for both the awards and the conference and had a speaking and brand-
ing opportunity at this launch event. The event offered valuable eye-openers around the growing influence of 
Generation Z, and why most successful global youth marketing strategies are beginning to make the shift to these 
successors of millennial Generation Y.

Reach for this event:  200 guests including media reach
Target Audience: Youth, related organisations and media

The CEO delivered an address at this event on the Proudly SA campaign and on the economy wide benefits of 
Buying local.

This is a continuation of the 2015/16 edition of the Buy Back SA roadshow. Sponsored by ABSA, the forum is de-
signed to bring Proudly SA closer to members and to introduce the campaign to potential members. It also aims 
to facilitate business to business networking and interaction between the Campaign and decision-makers and key 
stakeholders across the country. The stimulation of inter-member trade is another key objective of these sessions, 
which also provides member companies with an opportunity to profile their businesses. A mechanism developed to 
bring the Campaign closer to members, and non-members, it also aims to introduce Proudly SA to companies that 
are not members of the Campaign.

Reach for this event:  93 attendees 
Target Audience: Business, government, member companies and non-member companies

Proudly SA is a strategic partner of the newly introduced SA Afro Music Awards. This inaugural South African Afro 
Music Awards (SAAFMA) are designed to recognize excellence and promote the impact and importance of this 
genre. The big idea with this event is to keep the members of Afro Music growing, to recognize the custodians and 
those who continue to excel and propel it. SAAFMA’s are established to commemorate and honour artists and role 
players in the Afro music genre.

The aim of the awards is to celebrate and keep the Afro Music genre relevant and to show appreciation and 
encourage the musicians. The partnership also seeks to forge an alliance with the music industry in the fight against 
music piracy.

Reach for this event:  200 
Target Audience: Entertainment and Music, related organisations, including the media

The CEO delivered an address at this event on the Proudly SA campaign and on the economy wide benefits of 
Buying local.
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4.3 Highlights for the quarter

PR, COMMUNICATIONS & MEDIA
4.4 SUMMARY - MEDIA/PR REPORT

....EXECUTIVE SUMMARY....

4.4.1	 CLIPCOUNT ANALYSIS - 2012/2013/2014/2015 QUARTERLY COMPARISON

The Clipcount Comparison illustrates the total number of media clippings for each media platform i.e. 
print, broadcast and online for the period under review (Jul-Sep 2015). 

Comparison is made with the same period in 2012, 2013 and 2014. (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”).

4.4.2	 CLIPCOUNT ANALYSIS - INDIVIDUAL MONTHLY COMPARISONS

The individual monthly comparisons show the number of media clippings for each media platform i.e. 
print, broadcast and online for July, August and September 2012, 2013, 2014 and 2015 respectively. 
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4.4.5	 AVE/PR VALUE – INDIVIDUAL MONTHLY COMPARISONS

Exact values are given for each month in the period under review (compared to the same period the 
previous year).

4.4.3	 CLIPCOUNT ANALYSIS - MEDIA TYPES

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

4.4.4	 AVE/PR VALUE – 2012/2013/2014/2015 JUL-SEP COMPARISON

The AVE/PR Value Comparison shows a decrease for the period July-September 2015 compared to 
the three previous years
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4.4.6	 HIGHLIGHTS FOR THE PERIOD UNDER REVIEW

Exact values are given for each month in the period under review (compared to the 
same period the previous year).

The CEO for Proudly SA continues to maintain his monthly column in the Pretoria News. 
The same column is also used within the Independent Group of Newspapers and online 
from time to time. 

This provides an opportunity for the CEO to regularly communicate the Proudly SA 
ethos and messaging to the public through the media. 

The CEO also writes opinion pieces for other publications from time to time as well as 
through the Department of Communications for publication in newspapers.

The CEO also continues to do regular media interviews (radio, television and print) with 
regard to issues including local procurement, economic issues and issues around social 
cohesion, national pride and patriotism.  
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Although there were no major events hosted by Proudly SA for the period under review, a few PR/
Media highlights included:

•	 Proudly South African continued with its nationwide initiative to empower and equip small businesses 
and entrepreneurs for success and sustainability. This is with a view to ultimately stimulate the local econ-
omy and contribute towards an environment which is conducive for job creation. The Business Forums, 
sponsored by Absa and supported by the dti, forms part of Proudly SA’s mandate to promote locally 
manufactured products and services and to educate procurers, enterprises and consumers about the 
economy-wide benefits of supporting and buying locally made goods

•	 Proudly South African officially endorsed STEP UP 2 
A START UP, a youth development initiative by Prime-
stars Marketing, which has seen vital entrepreneurship 
lessons reaching thousands of historically disadvan-
taged high school learners across the country. 

	 Already launched in cinemas nationwide, this 
ground-breaking initiative aims to inspire a culture 
of entrepreneurship and wealth creation among 
youths.

 
	 The official media launch took place on Thursday, 

27 August 2015, at Montecasino and the Minister 
of Small Business Development, Lindiwe Zulu, was the 
keynote speaker. Various South African celebrities 
were also introduced as ambassadors of the initia-
tive.
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•	 Proudly SA marked Heritage Day on 23 September by is-
suing a press release, calling on the nation to celebrate 
its cultural wealth and to embrace a greater sense of 
‘unity in diversity ’. 

	 The organization also took part in a Pretoria News Ad-
vertorial Feature, marking Heritage Day.
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•	 Proudly SA also issued a press release during 
the period under review to mark the renewal 
of its strategic partnership with the CGF Re-
search Institute.

	 Proudly SA and the CGF Research Institute 
have renewed a strategic partnership agree-
ment, which will see a continuation of the long 
standing partnership between the two organ-
isations.

	 “We highly value our ongoing partnership with 
the CGF Research Institute and are indeed 
proud of the association – it speaks to good 
corporate governance, business ethics and 
integrity when doing business,” said Proudly 

SA’s CEO, Adv. Leslie Sedibe.

	 The CGF Research Institute is a Proudly South 
African organisation that specialises in con-
ducting umbrella research on Corporate 
Governance, Risk and Compliance (GRC).

	 “As Proudly SA we believe in good corpo-
rate governance and compliance principles 
- and we ascribe to high ethical values to the 
benefit of our members, partners, associates 
and staff. It is what we pride ourselves upon. 
We are therefore pleased to be renewing 
our partnership with an organisation that pro-
motes and practices our shared values,” add-
ed Adv. Sedibe.
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4.4.7	 PRESS RELEASES

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

4.4.8	 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 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:

No.

1 16 July

2 28 July

3 28 July

4 28 July

5 21 Aug

6 26 Aug

7 28 Aug

8 23 Sep

Date Headline

Proudly SA pays tribute to veteran journalist, ramatsiyi moholoa, following reports of his 
passing

Empowering small business & entrepreneurs through “buy local” drive – press release

Proudly SA- empowering small business & entrepreneurs through “buy local” drive – me-
dia advisory

Proudly SA pays tribute to legendary south african cricketer, clive rice

Proudly SA empowering mpumalanga local business

Proudly SA officially endorses youth entrepreneurship programme

(Pre-written) proudly south african and cgf research institute renew strategic partnership

(Pre-written) Heritage Day press release

1	 SABC RADIO

2	 ANN7

3	 EWN

4	 RECORD-WEST, NOWETO, CENTRAL

5	 Classic FM

6	 GOVERNMENT COMMUNICATIONS
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4.5	 CEO PRESENTATIONS
The CEO presented at various events and took part in various media interviews during the period under re-
view. The aim is to create awareness and to educate audiences about the Proudly South African Campaign 
and what it stands for. Businesses/enterprises are also invited to support and join the Proudly South African Buy 
Local Campaign. The CEO’s presentations included, among others, the following: 

Date Event Venue

1 October 2015 SA Council of Shopping Centres 
Annual Congress

Durban

5 October 2015 Miss SA Finalists Sandton

8 October2015 Nestle/CSIR Event Pretoria

13 October 2015 Presentation to Tlokwe and 
Vaxjo Sweden

Tlokwe

13 October 2015 Golden Key Member Induction Pretoria

20 October 2015 Cape Town Proudly SA Business 
Forum

Cape Town

22 October 2015 Ebotse Captains of Industry Benoni

27 October 2015 State Diamond Trader Indaba Sandton

29 October 2015 East London Proudly SA Business 
Forum

East London

3 November 2015 Cosatu Champions Conference 
and Festival

Cape Town

6 November 2015 Cape Town Manufacturing Inda-
ba

Cape Town

10 November 2015 Youth Insights Breakfast Sandton

19 November 2015 Durban Proudly SA Business 
Forum

Durban

20 November 2015 Laudium Child Welfare Event Pretoria

1 December 2015 Step Up Awards Sandton
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