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Executive Summary
The performance of the consumer
industry in South Africa is closely linked
to the economic health of the country. At
present, its growth prospects are down.
Import, material and utility costs are rising,
public infrastructure is deteriorating
and the workforce lacks the digital skills
needed to meet changing consumer
demands for personalisation and multichannel engagement. This is prompting
a focus on value chain optimisation,
maximising resources, eliminating process
inefficiencies, product customisation and
reskilling.
Digital technologies can help address
many of these challenges. But which
technologies can deliver the most value?
Recent Accenture research, leveraging the
value-at-stake framework1 developed with
the World Economic forum (WEF),
estimates that the adoption of digital
technologies in this sector can create R411
billion2 in value for the South African
consumer industry, consumers and
society between now and 2026.
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Further research from Accenture identifies
six digital themes, including e-commerce,
a digital fulfilment chain, physical store
transformation and smart supply chains,
that will be pivotal to achieving this value.
However, it will take a collaborative effort
from all stakeholders—government,
business, industry and civil society—to
drive change.
Our research, detailed in this paper,
provides a digital roadmap for the
consumer industry, indicating where the
greatest pockets of value are, how they
can be unlocked and the role each
stakeholder can play. We hope that this
paper will stimulate discussion and
provide a framework to help South Africa
unlock hidden value faster.

THE VALUE THAT
DIGITAL TECHNOLOGIES
CAN CREATE FOR
CONSUMER INDUSTRIES
IN SOUTH AFRICA
BY 2026
Introduction
The performance of South Africa’s
consumer industries—which include
consumer goods manufacturers, physical
and online retail, and wholesale—has
historically been closely linked to the
country’s GDP growth. Slow economic
growth, coupled with a low rise in
disposable income, has seen the growth
rate of this sector decline. Adoption of
digital technologies can help address the
challenges they face. Growth in the
industry is projected to reach 2.4 percent
per annum until 2020, with the non-store
or online retailing segment growing at
6.6 percent, well ahead of in-store
retailing at 2.3 percent (Figure 1). This is a
reflection of the increasing adoption of
online channels by consumers who are
attracted by relatively cheaper pricing
and the convenience of online shopping.
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Figure 1: South African Retail Industry Market Size
(in ZAR billion)3
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Challenging economic conditions and
low consumer spend have also led to
a decline in South Africa’s share of the
global consumer market, especially among
retailers and consumer packaged goods
(CPG) companies.
In this environment, the twin challenges
for industry participants are carefully
defining their portfolios to meet the
demands of the digital consumer and
optimising their internal operations.
Embracing digital technologies will be
critical to the performance of the sector
and of sector participants. What value
can it add and which technologies will
add the greatest value? The numbers are
significant.
Recent Accenture research, leveraging the
value-at-stake framework4 developed with
the World Economic forum (WEF),
estimates that the adoption of digital
technologies can unlock R411 billion5 in
value for the South African consumer
industry, consumers and society between
now and 2026.

Accenture’s research identifies six
digital themes that will be pivotal to the
transformation of the industry over the
next decade.
These are:
• e-commerce
• data as an asset
• smart supply chains
• physical store transformation
• digital fulfilment chain
• digitised support functions
Approximately R185 billion of the total
value-at-stake will be driven by the digital
fulfilment chain (receiving, packaging and
shipping orders for goods) and
e-commerce. About 45 percent of the total
value will accrue to consumers and society
in the form of cost savings, time savings
and productivity gains.
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South African consumers are expected to
benefit from improved and easier access
to products and services, as well as an
easier, less time-consuming shopping
experience.
To better understand how digital
technologies can create value, let’s look
at the key challenges the sector faces and
how new digital approaches and solutions
can help address them.

KEY CHALLENGES
FOR SOUTH AFRICA’S
CONSUMER
INDUSTRIES
Consumer industries in South Africa
are experiencing slower than expected
growth as a result of several market
challenges. These include unstable
economic conditions, plummeting
consumer confidence, sluggish growth in
consumer spending, changes in consumer
behaviour, rising value chain costs and
skills shortages.
South Africa’s economy has been
volatile over the past few years. Political
uncertainty and a decline in real GDP
growth have led to a devaluation of the
Rand and re-classification of the country’s
credit rating to junk status. Consumer
confidence is at its lowest level since
1985, when the country was in a state
of emergency. Employment security
concerns associated with declining
consumer confidence and increasing
food prices have led to deferred spending
and a long-term focus on servicing debt
and savings rather than spending on
discretionary items.
Against a backdrop of declining
disposable incomes, rising unemployment
and increasing prices, consumers’
preferences are changing—they are
shopping around for the best deals and
value-for-money products.
A low-skilled workforce, deteriorating
physical infrastructure as well as volatile
and unpredictable fuel prices have
resulted in supply chain inefficiencies
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and cost pressures for both retailers and
wholesalers (Figure 2). While South Africa
is experiencing an increase in logistics
costs, many other BRIC countries (Brazil,
Russia, India and China who are
considered to be in a similar state of
newly advanced economic development)
are experiencing improvements in supply
chain costs.6 In South Africa, transport
is the largest logistics cost, followed by
warehousing, both of which are growing
well ahead of other costs.
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Figure 2: South Africa—logistics cost element7

Raw material costs are also rising and
profit margins are lower. Persistent
upward pressure on input costs as well as
utility costs (power and water) have
resulted in deterioration in overall
profitability as both retailers and
wholesalers struggle to pass on the costs
to consumers as prices increase.

While the wholesale trade and retail sector has
consistently been one of the top employment generators
in South Africa, only 2.4 percent of the workforce in this
sector have higher education qualifications.8 As the
sector increases its focus on designing personalised
customer experiences by leveraging data, and
transforming sales by empowering employees to make
use of advanced technologies and insights, the skill
shortage scenario is becoming even more pronounced.
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THE VALUE FOR
SOCIETY, CONSUMERS
AND THE CONSUMER
INDUSTRY
Accenture and WEF developed a valueat-stake framework as part of WEF’s
multi-year Digital Transformation Initiative
(DTI) project to measure the impact of
digital technology and allow us to peer
into the future to quantify the value these
technologies can create.

The value-at-stake framework takes into
account value to consumers and to the
industry, and introduces Digital Value to
Society (DVS)—a metric to support the
identification of value across different
elements (e.g., health and safety,
employment and the environment) that
generate value to society.

Figure 3: DTI Value-at-Stake Framework9

Applied to South Africa, the framework
estimates that the adoption of digital
technologies can unlock R411 billion in
value for the South African consumer
industry, consumers and society between
now and 2026.
Additional Accenture research, based
on the value-at-stake framework, expert
interviews, local statistics and other inputs
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identifies six digital themes that are likely
to prevail in the sector over the coming
years.
These are e-commerce, data as an asset,
smart supply chains, physical store
transformation, digital fulfilment chain and
digitised support functions.

Investing in digital technologies to
address these themes and leverage the
opportunities that will arise from them will
boost consumer organisations’ ability to
compete and thrive, ultimately stimulating
economic growth.

The biggest value impact will be to the
consumer industry itself (Figure 4), but
consumers and society stand to benefit
significantly too.

Figure 4: Cumulative value-at-stake for selected initiatives 10
Note: (*) Impact to Earnings before Interest and Taxation (EBIT). Due to rounding numbers presented may not add up precisely
to totals indicated.

VALUE TO INDUSTRY
transformation which enhances the
customer experience and drives sales;
and digitising support functions, which
allows industry players to reallocate
their workforce to more productive
activities. Erosion of approximately
R17 billion is expected as a result of
deep discounting strategies applied by
e-commerce companies to attract and
retain customers.
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VALUE TO SOCIETY

VALUE TO CONSUMERS

Value to society, estimated at R59 billion,
will primarily be derived from e-commerce
and digitalising the fulfilment chain.

Consumers will benefit from approximately
R124 billion in cumulative value11 from
a combination of cost savings (price
and travel cost reductions) and time
savings from the e-commerce and digital
fulfilment initiatives. Other consumer
benefits will arise from physical store
transformation. They include: a richer
shopping experience enabled by digital;
time savings; and the resultant increase in
personal productivity.

This will deliver productivity gains—e.g.,
people will make fewer shopping trips as
they adopt online shopping and make use
of the digital channels of the fulfilment
chain. Furthermore, around 20,000
net new jobs are likely to be created in
initiatives associated with e-commerce,
physical store transformation and data-asan-asset.
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DIGITAL CONSUMER
INDUSTRY THEMES
AND INITIATIVES THAT
WILL CREATE VALUE
Accenture research, based on the value-at-stake
framework, expert interviews, local statistics and other
inputs, identi ies six digital themes that are likely to
prevail in the sector over the coming years:
1
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To address the challenges in the industry, Accenture believes there is opportunity for
consumer businesses in South Africa to respond through a dual strategy: protecting
traditional revenue streams while at the same time making a well-paced wise pivot,
“rotating to the new” by applying digital approaches and strategies to connect with
customers; improve the supply chain and lower costs; transform stores and innovate.
Through this dual strategy of protecting the core and rotating to the new— i.e.,
embracing digital—Accenture believes that the consumer industry can increase
its contribution to the South African economy. These six digital initiatives can help
consumer businesses shape an effective dual strategy.
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E-COMMERCE
E-commerce currently accounts for only 1.3 percent of the overall consumer market in
South Africa but it is the fastest growing segment. Its growth is aided by a rapid increase
in the adoption of smartphones in the country, deeper penetration of mobile data and
broadband, and expansion of omni-channel strategies. The e-commerce market is
expected to increase at a compound annual growth rate (CAGR) of 15.4 percent to a
market size of approximately R4.1 billion in 2020.
With an approximate 31 percent share of the overall market, electronics and media
will remain the largest segment of this market. However, omni-channel strategies are
expected to drive growth in the fashion and food segments, with the fashion segment
increasing its share from 16 percent of the overall market in 2016 to 21 percent by 2020.
While categories such as food and personal care have been lagging in terms of online
presence, they are expected to gain momentum as grocery and other retailers increase
their investments in developing an online presence.
Growth in online retail will have positive spillover effects to adjacent industries and small
enterprises in the consumer industry. In addition, consumers in underdeveloped parts of
the country will gain wider access to goods and services.
Business-to-consumer (B2C) e-commerce is expected to unlock approximately R99
billion in value for the industry, consumers and society between 2017 and 2026, with
R20 billion of this total expected to be created in 2026. Consumers are likely to be the
main beneficiaries, gaining from the availability of discounted products on e-commerce
platforms in the initial years. Consumers are also likely to witness an increase in
productivity as the time saved through use of online channels can be put to productive
use.
As e-commerce becomes a bigger theme in a country like South Africa, e-commerce
players such as Amazon and Alibaba will consider the market more viable.
The impact of e-commerce platforms on South African retail markets has been partly
captured in the value-at-stake analysis in terms of value migration.
The methodology essentially accounts for the value that would flow from existing
traditional retailers to e-commerce players and market entrants. The impact of strong
e-commerce players will lead to a shift in profits from the traditional offline retailers to
online platforms, with an expected total value migration at operating profit level
of R11 billion for retailers.
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Traditional “brick and mortar” stores are expected to witness a reduction in their market
share and thus a shift in their earnings to the online platforms, primarily due to deepdiscounting by e-commerce players. However, we believe that traditional brick and
mortar companies will continue to play a critical role in the e-commerce ecosystem
thanks to their fulfilment and distribution capabilities.
In order to effectively compete with international e-commerce players, local
retailers should consider some important factors and ask themselves some important
questions. For example, customer experience expectations are set by services such as
Amazon Prime’s same day or one-day delivery. Do local retailers want to provide a similar
service, and do they have the funds to make it happen? How will this impact their
profitability? How do they best leverage existing assets such as stores, warehouses and
distribution networks? How do they build a good omni-channel capability that enhances
the overall customer experience and brand loyalty? How can retailers that do not yet
have an e-commerce capability get one, and fast? Should they buy, build or partner?
E-commerce companies are likely to benefit from an increase in profits as their
operations begin to scale in the latter half of the decade. However, these profits won’t
compensate for the losses that the e-commerce players accumulate as a result of the
deep discounting strategies they initially apply to attract and retain customers. As a
result, we expect an erosion of value for the industry of about R17 billion. The total value
to society and consumers during this period is expected to be R116 billion.

CASE IN POINT
Online shopping platform Jumia (https://www.jumia.com.ng/) was launched in Nigeria
in 2012. Its goal was to be a new-age hub enabling a range of African companies to link
directly with potential customers, thereby bypassing traditional intermediaries. Jumia
now has a presence in 23 African countries with a network of over half a million sellers.
Its role has extended to upskilling and finding employment for Africans in these
countries.

CASE IN POINT
Online shopping mall Kilimall (https://www.kilimall.co.ke/) launched in Kenya in 2014
with a focus on tapping into online shopping opportunities in second-tier cities and
towns in Kenya. It connects merchants and consumers via an e-commerce marketplace.
In 2016, Kilimall partnered with the Postal Corporation of Kenya to enable consumers to
collect goods and place orders at over 600 post offices countrywide.
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Accenture has quantified the benefits that digital
technologies bring—there is R411 billion at stake
for the consumer industry.12
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PHYSICAL STORE TRANSFORMATION
Digital marketing is no longer the centrepiece of the brand experience for retailers
who are increasingly exploring the integration of the in-store experience into their
overall value proposition. Instead of new store openings, they are thinking about
how to enhance their existing stores, upgrading them, installing new technology
and developing the look and feel to provide unique customer experiences and value
propositions.
Retailers are empowering their in-store employees by investing in training and
knowledge-building. They are increasing in-store efficiency to transform their current
operations, and they are developing more effective loyalty and rewards programmes and
incentivising store customers through more targeted promotions to drive sales.
Physical store transformation has the potential to unlock about R81 billion over the next
decade, with more than 85 percent of the value (R71 billion) expected to be generated
for the consumer industry. This digital theme or initiative, which encompasses the use of
augmented reality, sensors and beacons, is aimed at enhancing the shopping experience
of consumers as well as optimising the operating performance of stores. Benefits include
increased effectiveness of marketing campaigns, reduction in losses due to pilferage,
optimised usage of store space and inventory maintenance. It also increases sales
thanks to the delivery of a superior customer experience.

CASE IN POINT

Nordstrom has backed its store presence with significant investments in digital,
implementing broad-based merchandising programmes, social media marketing, loyalty
programmes and effective mobile app functionality to create a comprehensive omnichannel experience for its customers.
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SMART SUPPLY CHAINS
The Consumer Goods Council Summit cites high costs, non-optimal inventory, poor
demand forecasting and unreliable and unpredictable service levels as the main factors
negatively impacting South African retailers’ supply chains. Streamlining the supply
chain by investing in digital tools and developing a connected network has helped
consumer packaged goods (CPG) companies in developed countries to lower supply
chain costs by up to 50 percent. Smart, connected supply chains can unlock value for
South African retailers, enhancing the efficiency of supply chain operations, eliminating
process redundancies and lowering costs at all stages of the supply chain.
Smart supply chains have the potential to unlock approximately R76 billion in value
value by 2026. Approximately 99 percent of this value will accrue to the consumer
industry as smart supply chains using control towers, analytics and radio-frequency
identification (RFID) enable real-time visibility for all stakeholders. This will enable
consumer companies to more accurately predict consumer demand and optimise the
movement of goods between value chain participants, reducing logistics and inventory
costs. Consumers are expected to benefit from a reduction in shipping and waiting
times.

CASE IN POINT

Procter & Gamble (P&G) launched a programme called Vendor Flex that allows Amazon
to work within P&G’s warehouses and distribution networks. By allowing Amazon to
access P&G’s goods directly, Amazon saves on moving and storing costs while P&G saves
on transportation costs.

CASE IN POINT

L’Oréal recently re-designed its corporate supply chain, incorporating RFID technologies
in its systems for greater visibility. It also launched new IT visibility platforms that enable
transparency within the supply chain team, providing insights into factors such as price,
promotion and performance.
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DATA AS AN ASSET
Consumers leave a trail of data with every activity they perform, but many consumer
goods companies are not yet able to leverage it as they are unable to collect the data
and transform it into meaningful insights. Retailers are further ahead. They have been
leveraging customer data to better understand shoppers and are now starting to drive
loyalty and improve the customer experience by offering unique value opportunities that
help to taper the tendency of South African shoppers to shop around for the best deal.
A recent Kantar study13 indicates that shoppers are keen to engage on this level. They are
looking to reduce stress, simplify their lives and engage with retailers more seamlessly.
Retailers can fill this gap by using big data analytics to customise and personalise
services. However, a big challenge for South African retailers will be the acute shortage
of people with big data skills.
The “Data as an Asset” digital theme will enable the creation of customised offerings and
the personalisation of products to meet changing consumer demands. This is expected
to lead to increased customer satisfaction and potentially higher spend. This will add
value for the industry, customers and society. This value was not quantified as part of
this analysis.

CASE IN POINT

JD Sports outdoor brands Blacks and Millets drove personalisation by leveraging data
from the browsing patterns of its customers. This allows the brands to automatically
provide customers with tailored recommendations on their website landing pages. The
brands have seen their online conversion rates increase by 277 percent and 432 percent
respectively, due to these personalised recommendations.

CASE IN POINT

Walmart is building the world’s biggest private cloud to process 2.5 petabytes of data
every hour. Its ‘Data Café’ model visualises and evaluates multiple external and internal
variables, and cuts the time it uses to generate insights from sales analysis from weeks
to just minutes.

16

DIGITAL FULFILMENT CHAIN
About 60 percent of South Africa’s population is now urbanised. This figure is projected
to reach 80 percent by 2020. This rise in urbanisation has resulted in a rapid increase
in poverty and undernourishment in rural areas. With food retailers finding it less viable
to establish outlets in the increasingly poor rural areas, “food deserts” are emerging.
This is becoming a primary driver of hunger in a number of areas. The development of
a digital fulfilment chain that makes use of mobile connectivity and creates more direct
distribution networks among the rural populace can address many of the challenges
associated with the reach of products. It not only provides greater access to rural
shoppers but cuts costs out of the value chain, lowering prices.
The cumulative value at stake from digital fulfilment chain is about R86 billion, of which
R56 billion is expected to accrue to society and consumers.
This digital fulfilment chain theme encompasses the use of mobile technologies as well
as innovative delivery technologies such as drones to expand the reach of consumer
companies. A network of residents acts as sales agents and distributors, reducing the
control of intermediaries and cutting out the additional costs intermediaries’ mark-ups
insert into value chains. Benefits include the reduction of the influence of intermediaries
in the supply chain, the opening of new markets for consumer goods companies, and
easier access to better priced goods for people in rural areas.
Companies are expected to benefit from a reduction in fulfilment costs as the network
of rural residents generates a new source of revenue, while consumers will benefit from
reduced prices.

CASE IN POINT
With its Shakti initiative, Hindustan Unilever Limited (HUL) pioneered the concept of
training local women as rural sales agents. As of 2018, the initiative had grown to
80,000 sales agents serving 165,000 Indian villages. HUL has equipped its sales agents
with smartphone apps to help them manage inventory and other aspects of their
business. The company has created variations of the programme in Bangladesh,
Vietnam, Sri Lanka and Egypt.

17

DIGITISE SUPPORT FUNCTIONS
The 2018 Talent Shortage Survey for South Africa14 indicates that 45 percent of
employers are having difficulty filling jobs. IT, engineering and finance skills are among
the top ten most challenging skills to find in South Africa. Of respondents, 47 percent
stated that candidates either lack technical competence or do not have enough
experience. The skills challenge will be further compounded by changing workforce
requirements driven by digital advancement and automation.
The cumulative value at stake from digitising support functions is approximately
R45 billion, all of which accrues to the industry.
Digitising support functions such as human resources, finance and IT functions is
expected to lead to cost savings for consumer companies. Using robotic process
automation (RPA) to automate tasks that are repetitive in nature will allow businesses to
reprioritise and realign their workforce to more productive activities.

CASE IN POINT

Unilever has partnered with digital HR service providers Pymetrics and HireVue to
completely digitise its recruitment process in 68 countries. It uses artificial intelligence
(AI) to screen all entry-level employees and neuroscience-based games to measure
inherent traits. It also records interviews to be analysed by AI. This has reduced the
average time to hire a new candidate from four months to four weeks and has decreased
time spent on applications by recruiters by approximately 75 percent.
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DIGITAL’S ROLE IN
SUSTAINABILITY
With the rise of ethical consumerism,
the commitment to achieving sustainability
goals has become an increasingly important
topic for business, and digital is well
positioned to help in meeting these goals.
Consumers are increasingly conscious and
concerned about the ethical and moral
aspects of the products they use, from the
sourcing of raw materials to activities along
the value chain and the retailing of the
product. Correspondingly, ethical trade is
an important topic given the global focus on
topics such as modern slavery, child labour
and pollution of the environment. Digital
technologies can help to support ethical
business practices. Through its shared
database, blockchain technology has great
potential to enable transparency in supply
chains.
The outcomes of applying this technology
range from reduced environmental impact
to better assurance of human rights and fair
work practices within the supply chain.
Furthermore, the application of digital
through embedding smart technology along
the value chain, can help drive efficiencies in
energy and water use,

19

and even create potential for the
introduction of new business models that
can reduce waste along the value chain.
Improved recycling technologies can help
accelerate the realisation of a circular
economy – redirecting waste from landfills
and back into the production process.
Well-known companies Uber and Lyft have
shown how digital technology has helped to
accelerate the sharing economy globally,
driving a more sustainable use of resources
and in so doing, reducing waste. In other
sectors, we see digital contributing to what
we call, “dematerialisation” – the process of
replacing something physical with a digital
alternative. This can be seen with music,
advertising and even brick and mortar stores
such as in the travel agency sector. We have
also seen digital technologies such as video
conferencing and collaborative tools enable
a culture of more people being able to work
remotely – reducing the need for travel to
the office and in so doing, reducing their
carbon footprint.

IMPLICATIONS FOR
THE INDUSTRY AND ITS
WIDER ECOSYSTEM
Digitalisation is revolutionising customer behaviour, delivering new efficiencies and
giving rise to new business models. Consumer industry players will need to act fast
to meet the expectations of digital consumers and to remain competitive. However,
the adoption of new technologies across the value chain will require a change in
conventional beliefs and policies. To realise the potential value, a collaborative
effort is required by all the stakeholders—policymakers, industry bodies and
consumer businesses. Each has a role to play.

POLICYMAKERS
Policymakers need to embrace a data-driven and collaborative approach to
policymaking. They need to look ahead, exploring forward-looking policy decisions on
emerging technologies, such as the use of drones, and set up innovation clusters in
partnership with universities and corporates to facilitate R&D and open innovation. In
addition, investment in connected infrastructure (social, economic and financial) will
help improve the investment climate in the country.

CASE IN POINT
AMAZON.COM AND DRONE DELIVERY
Amazon has been testing drone delivery in the United Kingdom in partnership with the
UK Civil Aviation Authority since 2016. In particular, it has been testing the operation of
drones beyond line of sight in rural and suburban areas to ensure that the devices can
recognise and avoid obstacles, and experimenting with single-man operation of
multiple drones. Now, with changes being made to the UK’s air traffic control system to
allow out-of-sight drone operations, drone deliveries may become a reality by 2019.
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INDUSTRY BODIES
Industry bodies are well positioned to facilitate the creation of a collaborative ecosystem
by connecting companies with adjacent and complementary industries. They can set a
leading example by creating a digital dashboard as a primary mode of operations and
communication with other stakeholders. Industry bodies can also play a central role in
building a digital-ready workforce by designing upskilling programs in collaboration with
ecosystem partners to impart digital and technical skills. To drive the industry towards
the adoption of digital technologies and digital innovation, industry bodies could set up
an empowered steering committee.

CASE IN POINT
RETAILERS ASSOCIATION OF INDIA (RAI)
The Retailers Association of India (RAI) is the voice of Indian retailers, a body that
encourages, develops, facilitates and supports retailers to become modern and adopt
best practices that will delight customers. It holds seminars with panelists from industry
to discuss technologies disrupting the retail space and the ones being adopted by Indian
e-commerce and/or offline players. A similar approach would enable South African
consumer bodies to take the lead in encouraging a future-focused dialogue for digital
transformation across the industry.
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CONSUMER BUSINESSES
Businesses in the sector need to make customer experience a priority, using advanced
analytics to target customers with personalised offerings. A data-driven approach will
also facilitate better business decision-making—e.g., pricing and promotions,
expansion, etc. Training and upskilling employees will allow re-alignment of the
business and its culture to focus on innovation. The creation of open API platforms will
enable businesses to collaborate with ecosystem partners.

CASE IN POINT
NORDSTROM
Nordstrom has built a “Reserve Online & Try In-Store” service that makes it easier for
customers to shop. The service enables app users to select items they like, then book
to have them placed in a fitting room in the store of their choice, ready for them to try
on in person. There is no commitment to purchase at any stage. The success of this
omni-channel idea is evidenced by the continued use of the app by 80 percent of the
customers who have tried it.
Nordstrom is leveraging digital technologies to deliver more personalised in-store
experiences. For example, it notifies in-store employees when a customer who has
reserved a session via the app arrives at the store so they can prepare the change
room.
22

THE WAY FORWARD
South Africa’s consumer industry has
been experiencing slower than expected
growth. Volatile economic conditions and
a decline in consumer confidence play a
role, but so do deteriorating infrastructure
and rising supply chain costs. In addition,
in an increasingly digital, connected world,
consumers have higher expectations and
the means to rapidly find better and best
value products.
By adopting digital technologies,
businesses in the consumer industry can
address many of the challenges they face,
growing their businesses by entering
new markets and making their operations
and value chain more efficient and
competitive.
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Investing in digital technologies that
enable time and cost savings will also
deliver a much-improved experience to
consumers. Perhaps most importantly,
however, a concerted effort by all
stakeholders can build momentum in this
sector that can aid economic growth and
socio-economic advancement.
The clock is ticking. The environment is
set for aggressive digital disruption, and
the window of opportunity for retailers and
CPG’s to leverage their current industry
advantage is closing. It is important
for these companies to invest in digital
technologies to ensure that they benefit
from both the growth and cost savings.
Similarly, for stakeholders in this segment,
now is the time to begin to explore
and create the policies, and lay the
foundations that will allow this sector to
transform and grow.
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