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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

SOEPF

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

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

Consumer Commission Regulatory Division of the dti.

Consumer Goods Council of South Africa

Chief Procurement Officer.

Companies Intellectual Property Commission.

Council of Trade and Industry Institutions.

Ekurhuleni Business Initiative

the Congress of South African Trade Unions

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

State Owned Enterprise
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ACRONYMS
The following are definitions of the acronyms used in the report

NEDLAC

NT

PFMA

Proudly SA

SALGA

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

APP

FMCG

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

Annual Performance Plan

Fast Moving Consumer Goods

South African Police Service

South African Revenue Service

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

In its latest annual ‘economic health check’ the 
International Monetary Fund (IMF) says “South 
Africa faces significant challenges and needs 
decisive action to revive growth”. 

Although the country has evolved economically 
and socially since the dawn of democracy, the 
assessment shows that “many citizens have not 
sufficiently benefited from the improvements”. 
It also states that income inequality and unem-
ployment remain among the highest worldwide, 
in a country which is failing to keep pace with 
the growing population.

On 7 July 2016 the IMF cut South Africa’s 
growth forecast, estimating that the economy 
would grow by a paltry 0.1% in 2016.

The IMF report cites structural impediments and 
policy uncertainty among the reasons for the ail-
ing economy and weakened job prospects. 
In early July 2016, Statistics SA’s Quarterly 
Employment Statistics survey showed that the 
formal sector shed 15-thousand jobs in the first 
quarter of the year. The decrease falls in line 
with economic contraction over the same peri-
od.’

However, according to Times Live, an earlier 
jobs report (the Quarterly Labour Force Survey, 
which includes agricultural and household sec-
tor jobs) showed that the economy had shed 
355-thousand jobs in the first quarter of 2016.
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South Africa’s National Treasury, nonetheless, 
remains more upbeat over the country’s eco-
nomic prospects despite the challenges it faces. 
It says in the immediate term it expects growth 
and employment to be supported by “several 
structural reforms and targeted government in-
terventions, as guided by the National Develop-
ment Plan and the Nine-Point-Plan”.

The National Development Plan is a detailed 
blueprint on how South Africa can eradicate 
poverty and decrease inequality by 2030. 

The Nine-Point-Plan was announced by Presi-
dent Jacob Zuma in his 2015 State of the Na-
tion Address. It seeks to accelerate economic 

growth by 0.8% in the short term and 1% in the 
medium to long term. It also aims to create jobs.
The Treasury believes that several interventions 
will further improve South Africa’s economic 
growth prospects. These include collaborative 
efforts by government and the private sector 
(aimed at co-investments in infrastructure) and 
supporting small, medium and micro-sized en-
terprises (SMMEs).

While analysts stand divided on whether or not 
the country’s economy will improve by year end, 
it is clear that consumer confidence has waned 
– and continues to decline. 

As consumers are forced to tighten their belts 
amidst current economic conditions, they are 
exhibiting notable price-conscious behavior as 
food prices to continue to increase in 2016. 

A food basket survey published by Business 
Tech in February 2016 illustrates average bas-
ket price changes:
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According to Business Tech economic projec-
tions in January predicted that food prices in 
South Africa would likely shoot up by another 
10% by the middle of 2016 (hitting 25% higher 
by April 2017).

Business Tech also quotes Agri SA as having 
said food prices will be 15% higher by the end 
of 2016, affecting the poorest of the poor – who 

spend up to 40% of total income on food – the 
hardest.

Meanwhile, according to a recent Business 
Tech consumer survey relating to rising food 
prices, most consumers (54% of respondents) 
only purchase essentials and have cut down on 
luxuries. In addition, 36% buy in bulk to get low-
er prices and 30% buy less in total.

At the same time, the latest Nielsen study of 
South African Shopper Trends 2015/2016 re-
veals that bargain hunting is high among con-
sumers. Due to the current economic climate, 
shoppers have become particularly price-con-
scious and are likely to notice any price fluctua-
tions. Many consumers are switching to cheap-
er brands and buying discounted products.

Interestingly, the Nielsen study also reveals that 
while supermarkets and hypermarkets have 
seen a decrease in shopper frequency, spaza 
shops have seen an increase as well as butch-
ers and vegetable vendors.

The study points out an increased use of more 

locally-based shops which can better meet the 
needs of consumers due to the current econom-
ic climate.
If anything, it is important for Proudly South Afri-
can to continually educate and inform consum-
ers and procurers that “buying local” is more 
than a feel-good matter. Education around the 
long-term and economy-wide benefits of “buy-
ing local” has to be ongoing.

In this regard, Proudly SA continues to cross 
the lengths and breadths of the country as part 
of various initiatives and roadshows to educate 
consumers and empower small businesses, en-
trepreneurs and SMMEs.

B e  P r o u d ly  S o u t h  A f r i c a n  -  B u y  L o c a l  T o  C r e at e  J o b s !
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During the period under review, the Proudly SA campaign was able to achieve all its targets as 
contained in the Annual Performance Plan (APP) for the first 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:

• Proudly SA celebrated Freedom day by participating at the mini roadshow organised by Gauteng 
provincial legislature by visiting four shelters housing abused women and children in Bekkers-
dal, Randfontein, Krugersdorp, and Toekomsrus. 

• In celebration of local movie productions and to demonstrate its support of local productions, 
Proudly SA participated in and supported the premieres of a local movie titled “Mrs Right Guy”. 
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 was one of the 2 main strategic partners at the 2015 edition of the Sunday Times 
Generation Next Youth marketing conference and Expo. Proudly SA also featured in the Sunday 
Times special insert for this flagship event. Readership is estimated at 3,5m people.

• A total of 38 new members were successfully recruited and vetted for Proudly SA membership 
and have now joined the Buy Local Campaign;

• At least 92% of renewal membership fees due for the quarter, indicating a high retention rate of 
existing members during the period under review;

• The ABSA sponsored business forums (part of the annual Buy Back SA national roadshow) for 
the current financial year kicked off in 3 provinces, namely Polokwane (Limpopo), Rustenburg 
(North West) and Durban (KZN). The events were a success and business forums will be held 
in 6 more provinces by the end of the current financial year, with Transnet also coming on board 
to sponsor 3 of the provincial business forums;

• Proudly SA’s Twitter following has exceeded 120 000. 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;

• Proudly SA exhibited together with its members at various expos and events. These included 
the Soweto Street Cookout, The Back To Kasi Seminar, International Franchise Expo and Con-
ference, FMCG Insight Conference, Inspire Trade Expo, Smart Procurement World Conference 
and Expo, as well as the UN procurement Conference and Expo.

• A total of 16 press releases were issued during the quarter on an array of issues including the 
South Africa’s Automotive Industry, the support for the call for more local music representation 
by the SABC, SA Rugby Union pledge to support local and a call to the private sector to support 
local companies.

3. THE PERIOD UNDER REVIEW
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
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• The Buy Back SA advertising (Above The Line) campaign will only commence later in the year 
through an integrated campaign;

• The national consumer roadshow aimed at reaching consumers in high traffic shopping malls 
did not happen during the period under review and will only commence during the second 
quarter (July 2016), due to the planning for this roadshow which was only concluded during this 
quarter, as a result of the amount of logistics involved;

• The Ubuntu schools campaign was meant to have taken place in at least 3 schools during 
quarter 1, however the Ubuntu schools campaign will take place later in the year as it is meant 
to coincide with the national consumer roadshow. 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; 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.

3. THE PERIOD UNDER REVIEW
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
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3. THE PERIOD UNDER REVIEW
H I G H L I G H T S  F O R  T H E  Q U A R T E R

P R O U D L Y  S O U T H  A F R I C A N  E V E N T S :  1  A P R I L  -  3 0  J U N E  2 0 1 6

The Soweto Street Cookout is a food experience that 
focused on the food created by some of Johannes-
burg’s local chefs. This concept aims to celebrate lo-
cal cuisine, along with food lovers, the artistic work 
they do as well as to encourage young and upcoming 
chefs within the same industry. The event had vari-
ous food stalls in a market style showcasing local cui-
sine. Proudly South African participated in this event 
to spread the buy local message and to showcase 
and celebrate local foods. The platform was also 
used to re-emphasize the call to celebrate local in all 
sectors of the economy 

Reach for this event:  2 000 people
Target Audience: Consumers & Businesses

4.3.1 Soweto Street Cookout – 02 April 2016
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4.3.2 The Back to Kasi - The Annual Back to Kasi 
Seminar – 02 April 2016

This event was held at the University of Johannes-
burg Soweto campus and it had a key Market which 
was UJ students who came in numbers. Some of the 
Speakers of this event were Masechaba Ndlovu who 
runs Masechaba Media and the Proudly SA CEO Les-
lie Sedibe. There were other various speakers who 
ranged from different sectors, including Media, Law, 
and Accounting.

Adv. Leslie Sedibe presented to the Youth who were 
part of the event and this event raised the profile of the 
Proudly South African brand and showed that it cares 
about youth development and is willing to go to grass-
roots level in order to build a formidable youth who will 
take active interest in the development of South Africa.

Reach for this event:  200 people
Target Audience: Youth, Consumers & Businesses

4.3.3 International Franchise Expo and Confer-
ence - 08 -10 April 2016

The International Franchise Expo, was organized by 
the Franchise Association of South Africa FASA event 
and had two parts to it, namely a Conference and an 
Exhibition.  The Expo, sponsored by Absa and it pro-
vided visitors with over 100 franchise and business 
opportunities to choose from, but also played a signif-
icant role in ensuring that all the help and advice was 
available and given to all those that visited the various 
stands. 

The event gave Proudly South African a platform 
to recruit members represented. There were three 
Proudly SA Members who were invited to exhibit and 
these were Flamiquo Marketing solution, Oll-so-Langa 
(leather shoe company) and Excellence Motor Trim-
mers. This is done to provide access to markets for 
our members as part of our membership benefits and 
a part of our member retention strategy.

The event provided a platform to access the big fran-
chisors and engage them on joining the Proudly SA 
campaign, as well as buying local when they procure 
for their franchisees. CEO presented at this event. 

Conference attended by retailers such as Pick ‘n Pay, 
Checkers etc. 

Reach for this event:  4 000 people
Target Audience: Consumers & Businesses
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4.3.4 Freedom Day event in partnership with the 
Gauteng Provincial Legislature - 28 April 2016

Proudly South African, in partnership with the Gauteng 
Provincial Legislature, visited four shelters based in 
Bekkersdal, Randfontein, Krugersdorp and Toekoms-
rus. This initiative was to support unemployed women 
and their kids, who are victims of abuse and in need 
of food supplies. The programme of the day includ-
ed various keynote speakers, who gave messages of 
support to these women and children.

Reach for this event:  100 people
Target Audience: Businesses & Youth 

4.3.5 Budget Vote

The event was hosted in parliament and was addressed 
by the Minister of Small Business Development, Ms. 
Lindiwe Zulu (MP), on the occasion of delivering the 
budget vote 31 on Small Business Development in the 
National Assembly.  Proudly South African, NAFCOC, 
SEDA, SEFA and SMME showcasing their services 
and products. This event provided a platform to show-
case and elaborate on our mandate to promote local 
companies and products. A close partnership with oth-
er agencies will also assist in the increase in achieving 
our mandate of increasing job creation and consump-
tion of local goods. The aim is to lobby government 
into spending more of the budget on local companies 
and reinvesting in the local economy.

Reach for this event:  100 people
Target Audience: Business & Government

4.3.6 FMCG Insight Conference – 10 May 2016

The FMCG insight conference in partnership with 
Sunday Times took place at the Turban Hall, where 
buyers, sellers, retailers and manufacturers got to-
gether to discuss topics such as how South African 
retailers are keeping up, how SA compares to interna-
tional markets, e-commerce spend, opportunities and 
risks, as well as whether FMCG should rather just get 
back to basic levels of communication. The platform 
offered Proudly South African an opportunity to exhib-
it and showcase their offerings and also served as a 
platform to engage businesses on being a member 
and buying local.

Reach for this event:  200 people
Target Audience: Retailers, Sellers, Buyers and Man-
ufacturers
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4.3.6 Mrs. Right Guy movie premiere – 19 May 2016

Proudly SA in partnership with Indigenous Films, sup-
ports SA’s film industry. Proudly SA took this opportuni-
ty to push the Buy Local message and the importance 
of supporting our local film industry. This initiative is 
also aimed at highlighting the talent that exists in our 
country within the arts industry.

This is a great platform to also educate consumers 
about the negative impact that piracy has on our film 
industry and how it destroys the job opportunities for 
those that are involved in this industry. Profiling local 
movies helps increase the uptake in local movies, also 
ensuring a longer stay for the movies in the cinema 
circuit, thereby increasing their revenue base. This will 
enable South African filmmakers to be able to produce 
more local movies as there will be an increased de-
mand and a market for local movies.

Proudly SA aims to use various platforms, including 
these movie platforms to send out a message of en-
couraging South African to choose local, buy and con-
sume local by supporting local companies and movies.

Reach for this event:  600 people
Target Audience: Consumers & the Media at large

4.3.7 Polokwane Business Forum – 24 May 2016

This Business forum is part of the national road show 
to educate businesses about networking and joining 
the buy local campaign and becoming members of 
the campaign. This is also a mechanism developed 
to bring the campaign closer to members and recruit 
non-members to join the campaign. It aims to intro-
duce Proudly SA to companies that are not members 
of the Campaign, and 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 the 
Proudly SA companies an opportunity to profile their 
businesses to potential customers. The event was 
held at the Fusion Boutique Hotel sponsored by Absa 
as part of their enterprise development program. The 
event was oversubscribed which showed a demand 
for information and the attractiveness of the Proudly 
South African campaign.

Reach for this event:  150 people
Target Audience: Business & Government
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4.3.8 Inspire Trade Expo 2016 
- 01-03 June 2016 

Inspire Trade Expo - South Afri-
ca’s premier furniture, decor & de-
sign trade exhibition - took place 
at Gallagher Convention Centre, 
Midrand. Showcasing the latest 
in furniture and decor designs 
while providing pure inspiration 
to the decorating world form our 
pool of creative partners.

The furniture industry is a key in-
dustry because it has significant 
positive results in ensuring em-
ployment numbers are raised and 
economy is kept active. Proudly 
SA’s role in trying to gain mem-
bers in this sector is an important 
factor because each industry has 
positive spin-offs for growth and 
development of the country both 
socially and economically.

The event allowed the Proudly 
South African campaign to show-
case members in the local furni-
ture industry and to promote local 
furniture manufacturers as well 
as to access other local compa-
nies that could be persuaded to 
join the buy local campaign.

Reach for this event:  1 000 
people
Target Audience: Business, 
Government and Consumers

4.3.9 Smart Procurement World conference - 8-9 June 2016

The Smart Procurement World conference and exhibition was a 2-day 
conference, which took place at the Durban International Convention 
Centre, Durban, where Proudly SA was given a platform to exhibit 
and promote Proudly SA’s offerings. The first day was slow, howev-

er there was a lot of interaction 
achieved with delegates at its 
various workshops. The second 
day proved to be more fruitful 
and a few leads were obtained 
and the interaction was great 
and provided great value for the 
campaign. 

The conference assists in deliv-
ering new ideas regarding the 
function of procurement and 
how it cannot be underestimat-
ed. The conference examined 
the finer procurement and sup-
ply chain innovations with organ-
isational goals and policies.

Reach for this event:  600 peo-
ple
Target Audience: Business & 
Government
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4.3.10 Generation Next Youth Confer-
ence - 10 June 2016

Hosted at Sandton Convention Centre, Jo-
hannesburg, the Sunday Times Generation 
Next Youth Marketing Conference again de-
livered valuable insights into the aspirations 
of South African youth, and the marketing 
influences impacting the near, and long-term 
brand preferences of Generation Z.  The 
conference was followed by an Interactive 
Showcase with SA brands delivering excit-
ing, innovative and engaging activations de-
signed to grab the attention of bot the youth 
and adults alike, which was followed by an 
under 18’s party thereafter. This project fo-
cuses on youth, a key segment of the con-
sumer market that requires attention from 
the campaign, which was reached through 
participation at this event. The project team 
has decided against hosting the under 18’s 
party in 2017 as more value for partners 
would be derived from the expansion and 
development of the conference and interac-
tive showcases and research.

Reach for this event:  2 500 people
Target Audience: Youth (youth marketing), 
Business and Consumers 
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4.3.11 UN Procurement Summit/Confer-
ence – 13-14 June 2016

The UN Procurement Summit (South Africa) 
was held at the CSIR convention Centre in 
Pretoria. This was South Africa’s premier, in-
augural Enterprise & Supplier Development 
showcase for the United Nations. The event 
brought together over 250 business leaders 
from corporate South Africa as well as mem-
bers of government in order to align efforts 
that will positively impact on social develop-
ment and job creation. 

This summit aligned local supplier devel-
opment to the United Nations’ procurement 
principals, processes and requirements. 
The conference highlighted niche areas for 
Proudly South African to explore and brought 
forward matters of necessity to infiltrate one 
of the currently untapped markets, namely, 
the defence industry. This market is worth 
exploring as it has job creation and business 
exploration opportunities, as this market 
seems to be seeking marketing strategies 
to make their products more accessible and 
known amongst the general public especially 
because good work is being done by South 
African companies within this space and we 
can all be proud of that and tell the stories. 

The conference also served as a good plat-
form, which allowed Proudly SA to cement 
its working relationship with the key partners 
to this event – Denel, Armscor, Engen, the 
dti, AMD, NDIC and CSIR – amongst others 
and the Minister of Small Business Develop-
ment who was very pleased to see Proudly 
SA represented within this space.

Reach for this event:  2 500 people
Target Audience: Business, Consumers 
and government

4.3.12 North West Business Forum, Rustenburg - 28 
June 2016

This Business forum is part of the national road show to 
educate businesses about networking and joining the buy 
local campaign and becoming members of the campaign. 
This is part of the Buy Back SA campaign and is also a 
mechanism developed to bring the campaign closer to 
members and recruit non-members to join the campaign. 
The event gives small and medium companies an opportu-
nity for the them to grow by linking them with our strategic 
partners such as Transnet, Absa, the dti, Productivity SA 
and NCPC, as they use this platform to promote offerings 
they have at their disposal to assist small and emerging 
businesses. The event also aims to introduce Proudly SA 
to companies that are not members of the Campaign, and 
to facilitate business to business networking and interac-
tion between the Campaign and decision-makers and key 
stakeholders across the country. 

The stimulation of inter-member trade is another key ob-
jective of these sessions, which also provides the Proudly 
SA companies an opportunity to profile their businesses 
to potential customers. The event was sponsored by Absa 
as part of their enterprise development program. The 
event was oversubscribed which showed a demand for 
information and the attractiveness of the Proudly South 
African campaign.

Reach for this event:  120 people
Target Audience: Business and Government
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4.3.13 Durban Business Forum – 30 June 2016 

This Business forum is part of the national road 
show to educate businesses about networking and 
joining the buy local campaign and becoming mem-
bers of the campaign. This is part of the Buy Back 
SA campaign and is also a mechanism developed 
to bring the campaign closer to members and re-
cruit non-members to join the campaign

It aims to introduce Proudly SA to companies that 
are not members of the Campaign, and to facilitate 
business to business networking and interaction be-
tween 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 the Proudly SA com-
panies an opportunity to profile their businesses.  

The event was held at the Durban ICC and was 
sponsored by Absa as part of their enterprise de-
velopment program. The event was well attended 
which showed a demand for information and the at-
tractiveness of the Proudly South African campaign. 
Attended by the MEC of Economic Development in 
the KwaZulu Natal province. Other speakers at the 
event, included Productivity SA and NCPC as well 
as Absa (Enterprise Development).

Reach for this event:  130
Target Audience: Business and Government



19

3. THE PERIOD UNDER REVIEW
P R ,  C O M M U N I C A T I O N S  &  M E D I A

4.3.20 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 January – March 2016 is provided in 
this report. The April to June 2015 quarterly report will only be available at the end of August 2015 
due to the news monitoring system and waiting period for news clippings.

4.3.21 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 (January-March 2016). Comparison is 
made with the same period in 2012, 2013 and 2014.

The analysis shows that substantially more broadcast coverage was obtained for January-March 
2016, compared to the same period in previous years. Print and online coverage remained, on av-
erage, the same as in previous years. The substantially higher broadcast coverage in 2016 can be 
ascribed to the Buy Local Summit & Expo which hosted more live broadcasts than in previous years. 

2016 yielded the highest clipcount for the period under review (January-March) and this demon-
strates consistent year-on-year growth in terms of the number of news clippings.

4.2.22 AVE/PR VALUE – 2012/2013/2014/2015/2016 JAN-MAR COMPARISON

The AVE/PR Value Comparison shows a consistent year-on-year increase for the period Janu-
ary-March from 2012-2016. In line with this trend, 2016 saw the highest figures when compared to 
the same period in previous years

The high figures are ascribed to the following events during the 2016 period under review:

• Proudly SA’s partnership with Operation Hydrate and the Nelson Mandela Foundation;
• Proudly SA garnering publicity after its billboard on a Gauteng highway was repeatedly dam-

aged through sabotage;
• Proudly SA’s annual Show Your Love for SA Valentines’ Day event; and
• Proudly SA’s annual Buy Local Summit and Expo, which saw a record number of live broadcasts 

from the event.
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4.2.23 HIGHLIGHTS FOR THE PERIOD UNDER REVIEW

• Proudly SA partnered with Operation Hydrate and the Nelson Mandela Foundation as part of ef-
forts to collect water for drought stricken communities around the country. In a show of unity and 
Ubuntu, millions of Rand were raised and hundreds of thousands of liters of water were collect-
ed and distributed to communities where taps had run dry. The initiative galvanized the nation to 
work together, as part of social cohesion and nation building efforts, to assist the less fortunate. 
Financial donations were also used to purchase water and set up boreholes in communities.

• Proudly South African condemned the repeated sabotage of its giant billboard on the M1 high-
way in Johannesburg. The billboard advertised Proudly SA’s annual flagship event, the Buy 
Local Summit and Expo, on 30 March at the Sandton Convention Center. Proudly SA received 
widespread coverage after issuing a media statement on the matter.
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• It is estimated that some seven million children from 
impoverished communities around South Africa do not 
have school shoes. Many of these children are injured 
on a daily basis, as they are forced to navigate their 
way across rugged terrain on their bare feet.

As part of its Ubuntu Schools’ Campaign, Proudly SA 
partnered with MTN to help put a solid foundation un-
der the feet of some of these disadvantaged children.
Some 650 children were identified as being in urgent 
need of school shoes. These children are from pover-
ty stricken areas in Swartruggens, in the North West, 
where families struggle to make ends meet. 

• Proudly SA held its annual “Show Your Love for 
South Africa” Valentines’ event during the period 
under review, as part of social cohesion and na-
tion building efforts. Several well-known South 
Africans joined the activation and hundreds of 
motorists in Rosebank were reached through the 
activation - Proudly SA awareness, PR and mes-
saging around national pride and patriotism, to co-
incide with Valentines’ Day.
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• A record number of live broadcasts (OB’s) were hosted at the Proudly South African Buy Local 
Summit & Expo 2016 held at the Sandton Convention Centre on 30 March. The live broadcasts 
were carried out by eTV Sunrise, SABC Morning Live, Kaya FM, Power FM, SAfm and Radio 
2000. 

The event also received widespread coverage from working media who attended the event 
(print, broadcast and online media platforms). 

This resulted in a spike in the broadcast clipcount for the period under review as well as the 
general media coverage for the period under review (also see detailed Summit & Expo Media/
PR report).  
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4.3.24 PRESS RELEASES

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

NO DATE HEADLINE

1 Fri, 8 Jan Opinion Piece for SANCO’s Mr. Dumisani Mthalane (also Overall Convener: 
Nedlac and Proudly SA Board Member) 
Importance of Buying Local and how it benefits communities

2 Sun, 10 
Jan

Proudly South African endorses “Operation Hydrate” - encourages corporate 
SA to assist

3 Wed, 13 
Jan

OPERATION HYDRATE NOW TARGETS 2-MILLION LITER MARK

4 17NOV OPERATION HYDRATE SET TO REACH THE 2-MILLION LITER MARK THIS 
WEEKEND

5 Fri, 15 Jan Operation Hydrate has reached the 2-liter water distribution target in some of 
South Africa’s worst drought affected areas

6 Sun, 17 
Jan

TRUCKLOADS OF WATER TO BE DISPATCHED TO DROUGHT-STRICKEN 
AREAS 

7 Fri, 22 Jan MASSIVE WATER COLLECTION DRIVE - LET’S MAKE EVERY DAY A MAN-
DELA DAY! (Joint statement by: The Nelson Mandela Foundation, Operation 
Hydrate & Proudly South African)

8 Mon, 25 
Jan

TWO MILLION LITERS OF WATER DONATED WITHIN HOURS OF WATER 
DRIVE ANNOUNCEMENT

9 Tue, 26 
Jan

PROUDLY SA CONDEMNS BILLBOARD SABOTAGE – CALLS FOR INFOR-
MATION FROM PUBLIC

10 Thu, 28 
Jan

SA’S BIGGEST WATER DRIVE TO BE LAUNCHED TOMORROW

11 Fri, 29 Jan OPERATION HYDRATE’s #WATERDRIVE - Biggest humanitarian drive in SA

12 Mon, 1 
Feb

PROUDLY SA & MTN PARTNER TO PUT BAREFOOT LEARNERS ON AN 
EVEN FOOTING

13 Thu, 4 
Feb

PROUDLY SA PUTTING BAREFOOT LEARNERS ON AN EVEN FOOTING

14 Fri, 5 Feb SCHOOL SHOE DISTRIBUTION AIMS TO LEAD CHILDREN ON A PATH TO 
A BRIGHTER FUTURE

15 Sun, 7 
Feb

OPERATION HYDRATE EXCEEDS 6M LITER DISTRIBUTION MARK

16 Mon, 8 
Feb

DRIVE TO PROMOTE SOCIAL COHESION AND LOVE FOR SA

17 Fri,19 Feb Proudly SA lauds Absa for commitment to enterprise development and grow-
ing local small businesses (Summit)

18 Mon, 22 
Feb

Proudly SA and NFVF partner to promote local talent and local film

19 Tue, 23 
Feb

Proudly SA and NFVF partner to promote local talent and local film – media 
screening invite: interview and photo opportunity
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4.3.25 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 fol-
lowing media platforms (among others), during the period under review: (includes media dinner)

NO DATE HEADLINE

20 Wed, 24 
Feb

Proudly SA and NFVF partner to promote local talent and local film – 
media screening invite: interview and photo opportunity

21 Wed,2 
Mar

Proudly SA applauds Absa for commitment to Buy Local, enterprise 
development and growing local small businesses

22 Fri,4 Mar Proudly SA supports dti call for proper chicken labeling, calls on SA to 
buy local chicken

23 Fri, 4 Mar Proudly SA encourages all non-registered eligible voters to register 
this weekend

24 Sun, 6 
Mar

Proudly SA lauds saa’s “set-asides” for designated group preference - 
calls for changes to the preferential procurement policy framework act

25 Mon, 7 
Mar

Proudly sa lauds saa’s “set-asides” for designated group preference - 
calls for changes to the preferential procurement policy framework act

26 Wed, 9 
Mar

Opinion piece for GCIS - SA DOWNGRADE IS NOT A DONE DEAL

27 Fri, 11 
Mar

PROUDLY SOUTH AFRICAN LAUDS BMW FOR DRIVING BUY LO-
CAL MESSAGE IN SA

28 Mon, 14 
Mar

PROUDLY SA BOARD CHAIRMAN STATEMENT - FIFA FINDINGS 
ON LESLIE SEDIBE

29 Sun, 27 
Mar

Proudly SA Buy Local Summit & Expo

30 Mon, 28 
Mar

Proudly SA Buy Local Summit & Expo

31 Mon, 28 
Mar

Media Advisory: Deputy President to deliver keynote address at 
Proudly SA Buy Local Summit

32 Tue, 29 
Mar

Proudly SA Buy Local Summit & Expo

1.   ETV SUNRISE 8.  Radio 2000
2.  ENCA / MONEYLINE 9.  METRO FM
3.  SABC MORNING LIVE 10.  BUSINESS REPORT
4.  SABC NEWS 11.  THE STAR
5.  Power FM 12.  SOWETAN
6.  KAYA FM 13.  BUSINESS DAY
7.  CLASSIC FM 14.  POLITY



25

4.3.26 CEO PRESENTATIONS

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

Date Event Venue

2 April 2016 Back to Kasi – Youth Event UJ Campus Soweto 

7 April 2016 Annual Franchise Association 
Conference 

The Park Hyatt 

7 April 2016 Regenesys Business School 
Graduation

Regenesys Sandton 

12 April 2016 Coca Cola Sales Results 
Event 

Bloemfontein 

18 April 2016 Danish Embassy Networking 
Event 

Pretoria 

3 June 2016 Pikitup Joburg Clean-up Johannesburg 

10 June 2016 SARU Event Cape Town 

13 June 2016 Youth Day Event Braamfontein

14 June 2016 UN Procurement Summit CSIR

18 June 2016 Youth Leadership Seminar Evaton

28 June 2016 North West Business Fo-
rum

Rustenburg

30 June 2016 Durban Business Forum Durban
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