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EDCON REALIGNS STRATEGIC PLAN AND RETURNS FOCUS BACK TO THE CUSTOMER  
 
Johannesburg, South Africa, December 09, 2015: Edcon Group (the “Group”) has announced a 
strategic realignment plan that is designed to enhance financial performance by ensuring that 
customer needs are at the centre of every strategic decision that is made and in so doing, returning 
Edcon to its preeminent position in the market.   
 
Over the last year, Edcon has significantly improved liquidity and stabilised its balance sheet as a result 
of successful conclusion of the exchange offer relating to the secured notes due 2019. Edcon also 
successfully concluded an agreement with bank lenders to extend the maturity of over R7.9 billion of 
bank debt.  This means Edcon’s material debt obligations will not mature for at least two years and 
there has been a substantial reduction in net cash interest payment obligations.   
 
Edcon is now rolling-out its operational improvement programme and has today outlined a strategic 
realignment plan, with three key imperatives, which will be the Group’s focus over the 2016 calendar 
year.  These imperatives include: 
 

 A customer centric approach; 

 Simplicity; and 

 People empowerment. 
 
Edcon Chief Executive, Bernie Brookes, commented: “Following the restructuring and improvement 
of our debt position, including the increased headroom and available cash, we can confidently move 
forward with our Group-wide plans focused on ensuring sustained profitable growth. To achieve this, 
however, there are still numerous areas within the business that need attention. Edcon has over the 
last few years, lost considerable market share. Our realigned plan is designed to drive meaningful 
customer change in the near term and create long-term value for all stakeholders." 
 
Edcon will focus on those investments that have the highest return opportunities in terms of 
productivity, which is a critical area of the business that requires urgent improvement.  Other areas 
that are being simplified and modernised for better efficiencies include sourcing, the supply chain and 
information technology systems. The overall cost structure is being reduced without the need to 
remove jobs at store level.  A restructuring of management roles and reporting responsibilities at head 
office has advanced to ensure that the requisite skills are in place for the successful delivery of this 
strategic ambition.  
 
People empowerment in any organisation will always be an imperative to improve strategic execution.  
For this reason, Edcon has introduced internal productivity improvement initiatives and boosted 
communication throughout the Group to ensure understanding across all aspects of the strategic 
realignment plan, and continued customer focused delivery.   
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Edgars 
 
In terms of Edgars specifically, there is an urgent need to return lost market share by improving 
customer focus, which will primarily be driven by three leading indicators: 
 

 Improving Edgars’ price perception; 

 Clearly define Edgars’ differentiation;  and 

 Improve the in-store experience with enhanced service, consistent merchandising, signage and 
general tidiness.  
 

Sales productivity is the lowest among the peer group and as a result, like-for-like growth has been on 
a steady downward spiral.  Edgars’ gross margin, however, remains competitive and increasing cash 
sales continue to demonstrate that customers are, to a certain degree, accepting the improved store 
look and product offerings.   There is an urgent need to rebalance the historically strong and margin 
accretive private label products with the international brand that have been introduced over recent 
years. 
 
It has also become clear, following more than four quarters of declining credit sales, that consumers 
have exhausted the ability to take on additional debt.  Mr Brookes added: “Banking products and 
offerings have advanced to such an extent that we are seeing a shift to traditional banks cards as 
opposed to using store credit.  This has been driven largely by an increase in the banked population, 
changes to bank interchange fees, and more savvy consumers selecting lower interest rate cards.  It is 
doubtful that Edcon will have the ability to gain or even maintain market share through the offering 
of credit at this stage”.  
 
Customer segmentation at Edgars has become an urgent imperative and the team has been tasked 
with returning the Edgars brand to those fashion followers and quality seekers that have traditionally 
supported this brand.  This requires an enhanced value proposition providing high quality fashion, re-
introducing a customer-centric premium shopping experience by focusing on cosmetics, ladieswear 
and activewear, while maintaining the successful menswear offering.    
 
Edcon intends boosting Edgars’ high-margin, fast-fashion private labels and being more selective on 
the international brands offered, focusing only on those that are showing good acceptance among 
customers. The stores will offer a more personalised service, including its direct marketing initiatives 
while leveraging the massively successful loyalty program.  In-store improvements are being advanced 
and the online retail ‘click and collect’ concept will be introduced, while expanding the credit and 
financial services offering is a distinct possibility.  
 
Mr Brookes commented: “Lean retail with reduced complexity is key and an agile supply chain with 
quick response to stores will be the drivers to ensure better productivity.  We will ensure that the 
various teams are empowered, qualified and equipped with the right capabilities as well as more 
efficient information technology systems that will enable growth.  I am happy to note that we will also 
be focusing on a more effective transformation programme that is in sync with Edgars’ strategic 
realignment.” 
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Discount 
 
South African consumers are increasingly price conscious, which provides Edcon’s Jet and Jet Mart 
brands the opportunity to gain market share.  Currently, these stores are positioned as mid-market 
offerings rather than a true discount format. In so doing, there is a failure to differentiate on value, 
which is the most critical discount attribute.  Gross margin is competitive, but store performances are 
inconsistent with the majority of the stores performing below industry profitability and productivity 
levels. There is a need for organisational flexibility to operate Jet and Jet Mart as ‘true’ discounters 
with a lean cost model.  
 
Jet and Jet Mart’s customer segmentation has therefore become an area of significant focus.  It is clear 
that bargain hunters, family value seekers and convenience shoppers are key supporters of these 
brands and Edcon certainly intends to continue offering this proposition to the vast customer base. 
The category offerings of kidswear, ladieswear, menswear and cellular will remain the core areas of 
focus.  The geographies in which Jet and Jet Mart will operate include a continued prioritisation of the 
South African business, while the brands will be targeted in key African areas for an expansion of the 
new low cost model.  
 
Jet and Jet Mart’s future focus will be on improving the logistics, supply chain and information 
technology models and systems, while empowering the in store teams with a set of capabilities and 
guidelines to drive productivity and growth.    
  
Specialty Stores 
 
There is overlap between Edcon’s Red Square brand, which offers premium cosmetics, and the 
Group’s various core department store businesses.  Cosmetics are key to supporting overall 
department store profitability, and synergies will be pursued as these are important to achieve 
continued success.   
 
Boardmans is a homeware retailer that has demonstrated limited growth and profitability over recent 
years, mainly as a results of underperforming stores.  Certain of the stores have been closed, and 
Edcon believes that the longer term outlook is now more positive for Boardmans, while productivity 
levels have been improving. 
 
Legit has shown rapid growth in an attractive market providing affordable and ‘fast’ women’s fashion.  
It has a targeted value proposition, but low sales productivity, which will be the main area of focus for 
improvement. 
 
Edgars Active provides sports and active wear that has performed well delivering rapid store growth 
following a vigorous roll-out programme.  There is opportunity for a further tightening of the product 
offerings and cross-selling among the Group’s department stores, which will ultimately reduce Edgars 
Active’s dependence on cellular products that currently account for approximately 30% of sales.  
 
CNA has traditionally been known as a one-stop shop for books, movies, music, stationery and cellular 
products. It has a solid market position and there is no overlap with department store businesses.  
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However, it is under pressure for various reasons, including the online retail phenomenon that is 
starting to gain significant traction in this area of South African retail.  CNA requires a complete refresh 
of customer proposition and differentiation, required to grow this business.  Edcon is therefore looking 
to explore B2B opportunities as a means of diversifying CNA’s business, but it is clear the customer 
would require a lower cost position.  
 
Edcon’s cellular business as a major handset seller operating primarily within Edgars, Jet and CNA, as 
well as a presence in certain stand-alone stores, has become a significant overall contributor to the 
Group.  This in-store format is working well, with solid profitability and exceptional growth in a rapidly 
evolving market.   
 
The international brands introduced by Edcon since 2013 have shown varying levels of success.  There 
is now an extremely wide range of apparel, footwear and cosmetics brands available, and these are 
offered in both shop-in-shop and stand-alone stores. Performance has been highly variable, but there 
are some acceptably profitable brands, but which end up subsiding the remainder.  Increased 
competition in the market and poor productivity levels are seen as the main areas for recent 
underperformance.  
 
Conclusion 
 
Mr Brookes concluded: “As the Group moves forward, the focus now is on the needs of our vast 
customer base and returning the business to its leading position in the market”. 
 
 

– ends – 
 
Contact details:     
                                   
Edcon 
 
Vuyo Mtawa 
Edcon Media Relations Manager 
+27 11 495 4244 
vmtawa@edcon.co.za 
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Aprio / RLM Finsbury 
Communications Advisors to Edcon 
Edcon-external@rlmfinsbury.com  
South Africa: Julian Gwillim 
+27 82 452 4389 
 
About Edcon 
 

Edcon is South Africa’s largest non-food retailer, with a market share of the South African 
clothing and footwear (C&F) market nearly twice that of its nearest competitor, trading 
through a range of retail formats. The Group has grown from opening its first store in 1929, 
to trading in 1527 stores (as at 26 September 2015) in South Africa, Botswana, Mozambique, 
Namibia, Swaziland, Lesotho, Zambia, Ghana and Zimbabwe. Edcon has been recognised in 
national surveys as one of the top companies to work for in South Africa and continues to 
make significant progress in its equity and transformation goals.  
 
Our retail businesses are structured under three divisions: Edgars division, including Edgars, 
Boardmans, Edgars Active, Edgars Shoe Gallery, Red Square and the Group’s mono-branded 
stores such as Topshop Topman, Tom Tailor, Dune, Lucky, T.M. Lewin, Lipsy, Salsa, River 
Island, GEOX, Dr. Martens, Vince Camuto, Jessica Simpson, Calvin Klein, CR7, Inglot, La Senza 
and Accessorize whose products, are also available through Edgars stores, serves principally 
middle and upper income markets; Discount division including Jet, JetMart and Legit, serves 
principally middle to lower income markets; and CNA, the Group’s stationery, books, games, 
movies, music, hi-tech electronics and mobile retailer. The Edcon Credit and financial services 
division provides credit and insurance products to the Group’s customers.  
 
With the launch of its “Thank U” loyalty programme, Edcon now has the largest retail 
customer database in South Africa with more than 12 million customers, which enables it to 
provide customers with relevant offers across its suite of retail and financial services products; 
this programme includes all mono-branded stores in South Africa. 
 
For more information, please visit the Edcon website: www.edcon.co.za  

http://www.edcon.co.za/

