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Shake-up in SA banking can pay off for customers

24
Tons of garbage diverted from landfills

annually by every waste-picker

11%
Proportion of SA’s waste that is recycled

Talking trash -- recycling your
waste for airtime and food

MAKING GOOD ON TECH PROMISE
President Cyril Ramaphosa toured the Mara phone manufacturing plant with Mara Group CEO Ashish Thakkar in Durban this week. At
the inaugural South African Investment Conference held in October 2018, the group announced plans to manufacture affordable
smartphones in SA. Mara Phones will produce two models of smartphone, developed in partnership with Google, as part of Google’s
Android One programme. Picture: Siyabulela Duda

By TANYA FARBER

● Imagine turning your trash into airtime or
groceries by recycling it and receiving virtual
currency as a result.

This is the basic idea behind a Cape Town
start-up, Regenize, that has just scooped
R1.3m in funding by winning a South African
Breweries social innovation award.

Chad Robertson and Nkazimlo Miti came
up with the idea of a free recycling service
that rewards people in a virtual currency
called Remali.

“Regenize partners with waste-pickers
during the collection process, providing
them with uniforms, transport, mobile de-
vices and access to sorted recyclables,” s ai d
Robertson, who is doing his master’s in in-
clusive innovation at the University of Cape
Town .

He and Miti are piloting the model in the
Athlone community of Bridgetown, where
300 households have signed up.

Some residents are “incentivised by the
Remali ” while others are motivated by the
idea that “the waste-pickers are being incor-
porated and given dignity ... as it is more so-
cially acceptable because they are in uni-

forms and riding the container-carrying
tricycles. That is very different from being
shunned as a vagrant,” said Robertson.

Bridgetown resident Nolita Abrahams
said this week: “I signed up the very first day
they started. To be honest, it was the airtime
vouchers that motivated me. I don’t throw
anything away any more.  I will clean it and
put it in the recycling bag.”

For Kelis Mthethi of Khayelitsha, the re-
wards are just as satisfying.

“What I like is talking to people and keep-
ing the community clean. I ride the tricycle
around the community doing collections
when I come here twice a week.”

What are Regenize’s ambitions?
Miti said: “Five years from now, we’re in

multiple communities and different
provinces. We have a robust Remali service
that goes beyond rewards and encourages
people to take part in environmental activi-
ties and other green initiatives that uplift the
com mu n ity.”
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By PENELOPE MASHEGO

● As technological disruption and new en-
trants shake up SA’s banking sector, cus -
tomer loyalty has become the prize for fi-
nancial services companies.

Amanda Cromhout, CEO of Truth, a loy -
alty and customer relationship manage-
ment consultancy, said loyalty strategies
were increasingly important for banks.

It was becoming a requirement “th at
you have some element of a loyalty propo-
sition because of the competitive environ-
ment, but it’s driving the right banking be-
haviour so it’s not a negative thing”,
Cromhout said.

A loyalty rewards programme could be

beneficial for the banks’ customers who re-
ceived discounts on products and services,
such as flights and groceries, for their bank -
ing behaviour.

“For the bank, what’s very obvious, espe-
cially with the tiering system, is [that] it is in-
centivising customers to climb up the tiers to
get better rewards and therefore, as they
climb up the tiers, they have to do better
banking as a customer of the bank,” she
said .

Lester Davids, a trading desk analyst at
Unum Capital, said prioritising customer ex-
perience had become increasingly impor-
tant for banks, and customers were the win -
ners .

“While behavioural science gives compa-

nies greater insights into consumers, it is the
consumers that will be the ultimate benefi-
ciaries as they would be spoilt for choice as
companies vie for a share of their loyalty and
spend . ”

The increasing presence of technology
companies in financial services, such as Pay-
Pal, Square and Alipay, and the relative ease
with which customers can switch banks,
have made the sector even more competitive
and intensified the need for banks to incen-
tivise customers to remain.

New reward system
Nedbank, in response to the changes in the
sector as well as the financial pressure con-
sumers are facing, has developed a new re -

ward system that goes beyond discounts,
vouchers, points and cash for its clients.

This month it relaunched its new Green-
backs Money Management programme,
which it started more than 10 years ago.

Dharmesh Bhana, executive head for Loy-
alty and Rewards at Nedbank, said: “We ’ve
looked at loyalty and rewards as a concept,
we ’ve looked at rewards which are really
around points, discounts, vouchers — tho s e
kinds of things — and then we’ve also
thought about loyalty as a separate concept.
So we said, in this market that is so saturated,
how do we differentiate ourselves?”

The new Greenbacks programme is made
up of the Card Swiper that has a R22 monthly
fee, Money Manager and Responsible Bor-
rower packages.

Card Swiper encourages customers to use
their cards rather than cash, Money Manager
helps customers save on banking fees when
they make transactions, and Responsible
Borrower, which will be launched next
month, is aimed at helping customers re -
main in control of their debt.

Those who keep up with their payments
could be rewarded with their debt repay-
ments covered for them in one quarter.

Bhana said the bank is investing about

R2bn in its digital strategy and some of that
will go towards loyalty and rewards.

FNB frequently updates its eBucks Re-
wards programme, which was established 19
years ago.

Johan Moolman, eBucks Rewards CEO,
said that “e Bucks rules are revised on an an-
nual basis. It is an ongoing necessity to revise
our offerings and products to ensure that it is
relevant to our members and for the pro-
gramme to remain sustainable.”

Like FNB, Standard Bank and Absa also
use a tier system, which means customers
can earn more as they move up the tiers de-
pending on which account they have, with
the latter two banks charging a monthly fee
for the reward programme.

Donate points
Fay-Elizabeth Foster, Standard Bank’s head
of loyalty and rewards, said the bank
launched its UCount programme six years
ago and makes changes to it every year to en-
sure that it remains relevant to customers
and is competitive.

Customers can also donate points earned
on the loyalty UCount programme to charity,
a crowd-funding initiative, invest it or pay off
their loans.

Capitec has taken a different approach
with its tierless Live Better Programme that
is accessible to all its customers at no cost.

Capitec offers its programme members
discounts through its transport, food and
groceries, education and health partners.

“Those are the things people need in their
daily lives; our focus is not about expensive
holidays or about luxury goods,” said Fran-
cois Viviers, marketing and communications
executive .

He said the bank’s rewards include en-
abling members to pay lower interest on
their credit and to earn more on their savings
by behaving better.

Jay Vomacka, a portfolio manager at Aeon
Investment Management, said behavioural
science was affecting many industries, in-
cluding banking, as power shifts to con-
sumers. “Customers are becoming more
conscious of elements such as ‘doing good’
or some environmental focus.

“The catch is that better data and more
awareness of current trends allow one to be
more relevant and price better, ending up
with increased potential growth, increased
margins, and more loyal customers. Hence,
both consumers and companies will benefit
from this,” Vomacka said.

Retailers feel consumers’ pai n
Many outlets will be
hoping for a Black
Friday bonanza

By NTANDO THUKWANA
and PENELOPE MASHEGO

● Figures released this week provide further
evidence of the bleak outlook for retailers ,
many of which will be hoping for a shot in
the arm on Black Friday.

August retail sales grew 1.1% year on year,
compared with 2% in July, according to Stats
SA data. Retailers of household furniture, ap-
pliances and equipment were the major con-
tributors to growth at 4.5%.

But overall, S A’s retail sales have not reg-
istered year-on-year growth
better than 3% since May last
yea r.

Peter Takaendesa, a port-
folio manager at Mergence
Investment Managers, said
employment and income
trends are harming consu mer
sentiment .

“The key issues are that
employment creation, jobs
growth and income growth
are really struggling, and until
those things start to turn
around, it will be likely that we  have a con-
strained consumer recovery.”

He said all retailers are feeling the pinch
from tough economic conditions, including
TFG , which has gained market share.

As the cloud of renewed load-shedding
hangs over the economy, retailers may be
pinning their hopes on Black Friday and
Christmas sales.

But Takaendesa said: “Most of them h ave
got a huge task on Black Friday, most of them
experience system issues.”

In the past, he said, “their IT systems
couldn ’t cope well and their stock was not
right. The competition is really getting
tougher and the overall retail market is not
growing; that’s the difficult part of it.”

Damon Buss, an equity analyst at Electus

Fund Managers, said volumes are still weak
across most sectors. “So I  think it is  going to
be a far tougher Christmas than what retail -
ers have been used to for a number of
years . ”

But he said retailers have “got a bit
smarter on how they do Black Friday”.

He predicts that the shopping orgy at the
end of next month could be better for retail-
ers this year than Christmas. The outlook for
next year will continue to be tough for con-
sumers, Buss said, with pay increases aver-
aging 5%-6%.

“Our inflation is running at 4.5%, but at
6% you’re not getting a very good real wage
increase. So people’s incomes are going to be
under pressure.”

Over the past year, the JSE’s general re-
tailers ’ index lost 12%, with Massmart lead-
ing the decline at 50%. Among fashion retail-
ers Truworths’ share price has fallen 32%,

while Woolworths bucked the
trend as the best-performing
general retail stock with a
gain of 20% in the same peri-
od .

The food & drug retai lers
index was up 4.7% in the past
year, with Clicks shares ad-
vancing the most at 58%, fol -
lowed by Spar at 16%.

Michele Santangelo, a
portfolio manager at Inde-
pendent Securities, said
Massmart, owner of Game

and Makro, will be hoping to make a killing
on Black Friday. “They are one of the leaders
in terms of durable goods that people are go-
ing to look for specials on; if they have a big
showing for Black Friday, it might bode well
for them.”

But Buss said Game is struggling to re-
main relevant in the era of online shopping.

He said Woolworths has shown signs of
recovery after its fashion missteps and in the
face of stiff competition from TFG and for-
eign retailers Zara and H&M.

“They [Woolworths] seem to have sta-
bilised, but I still think they don’t seem to
have got the fashion right,” he said, also not-
ing the problems it had with its acquisitions
in Australia.

Siphamandla Mkhwanazi, a senior prop-

erty and consumer economist at FNB, said
sales are inclined to drop before Black Friday
as consumers wait for bargains.

Consumers are generally delaying their
purchases as they wait for specials due to fi-
nancial constraints, he said.

“It ’s linked to household finances that are
relatively depressed at the moment. We saw
in the last three years increases in taxes, and

wages aren’t growing as fast as they should.
In some sectors wages are growing below in-
flation, meaning that in real terms wages are
declining .

“The South African consumer seems to be
more inclined to buy goods on discount or in
bulk, or things that are on promotion.

“So it does appear that as a retailer now,
you have to incentivise the South African

consumer to buy, in the form of lowering
your prices or putting goods on special,”
Mkhwanazi said.

In terms of the longer-term outlook for
the retail sector, Santangelo said a strong
Black Friday and a strong last quarter could
tempt investors back. “You might see [them]
start to look at these [retail stocks] in a dif-
ferent light again . ”

‘The overal l
retail market

is not
growing ;
that ’s the

difficult part’

tively address our energy needs and decar-
bonisation commitments, and creates the
opportunity for further significant invest-
ment in the South African energy sector”.

Martin Kingston, vice-president of Busi-
ness Unity SA, said business was satisfied
with the outcome, which would alleviate
strain on the energy grid, and “the quickest
way we can bring new capacity online is re-
newables ”.

Discussions at the National Economic De-
velopment & Labour Council about the IRP
considered the need to “maintain existing in-
dustries to the extent that that’s possible”.
This included coal mines and coal-fired
power stations “with due regard to the fact
that the just transition is going to reduce car-
bon intensity and therefore we need to mi-
grate away from dependency on coal in a re-
sponsible manner but in accordance with
commitments we’ve made unto the [Paris]
climate accord”, he said.

“There ’s a balance to be struck, to ensure
that people who are already employed can
be transitioned into appropriate roles, and
there is much work taking place about the
creation of new industries which can use
that labour that may need to be upskilled or
reskilled appropriately.”

The IRP does include 1,500MW of new
coal capacity though this is the two new
coal-fired stations (Thabametsi and Khany-
isa) already procured from independent
power producers. Analysts say these may
never be built because of the reluctance of
banks and construction players to fund new
coal-fired power.

No new nuclear capacity has been written
into the plan, although Mantashe said invest-
ment would go into SA’s only nuclear station,
Koeberg, to extend its life to 2044, from
2024, and the government would investigate
the possibility of smaller modular reactors.

The hydroelectric power the IRP provides
for — from the Grand Inga Project in the
Democratic Republic of Congo — may also
never materialise given the complexities of
regional politics and the high cost of trans-
mitting the power to SA.
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