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STRICTLY CONFIDENTIAL 

Dear Noluthando 

Request for information by the Online Intermediation Platform Market Inquiry (the "Inquiry") 
from Woolworths Proprietary Limited ("Woolworths") 

1. We refer to the Commission's request for information dated 23 June 2021 (the "RFI"). 

2. For ease of reference, we repeat each item of the RFI in bold and italics before providing 
Woolworths' response. 

3. This letter is strictly confidential, and we accordingly attach a confidentiality claim on behalf 
of Woolworths. 

4. Item 1: Indicate the current size of online sales through your own website or 
application in terms of: 

4.1 a. Monthly customer site visits 

4.2 b. Total monthly number of transactions 

4.3 c. Total monthly value of transactions 

4.4 d. Proportion of total sales by your company (i.e. incl. physical stores) 

4.5 e. Growth rate in monthly online sales 

Please see Table 1 below. 

http://www.webberwentzel.com/
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Table 1 
[CONTENTS OF TABLE CONFIDENTIAL] 

Total Online (Website and Mobile Application) Monthly Averages 

a.  Monthly customer site visits (sessions) [CONFIDENTIAL] 

b.  Total monthly number of transactions [CONFIDENTIAL] 

c.  Total monthly value of transactions [CONFIDENTIAL] 

d.  Proportion of total sales by your company (i.e. incl. 
physical stores) [CONFIDENTIAL] 

e.  Growth rate in monthly online sales (year-on-year) [CONFIDENTIAL] 

5. Item 2: Indicate the business process flow for order fulfilment on your online sales 
operations, including whether any aspects are outsourced to third parties (and if so, 
the fees payable) 

5.1 Woolworths employs pickers that 'shop' for customers in respect of online food sales. 
Woolworths outsources the delivery of these products to DSV couriers. Woolworths 
also offers Woolies Dash, an outsourced arrangement with OneCart, which employs 
the pickers and drivers.1  

5.2 For online fashion, beauty and home sales, Woolworths has an arrangement with On 
The Dot ("OTD") in Gauteng, with pickers employed by OTD.2 Woolworths also uses 
DSV or other couriers such as FedEx to deliver its products to customers. 

6. Item 3: Provide a breakdown of the costs of your online operations, including 

6.1 a. A breakdown of the total costs of your online operations on a monthly basis, 
incl. fees payable to third parties. 

Please see Table 2 below. 

  

 
1  For further information on Woolies Dash, please see https://www.woolworths.co.za/content/article/app-

content/woolies-dash/_/A-cmp212140 . For more information on OneCart, please see https://www.onecart.co.za/ . 
2  For more information on OTD please see https://www.onthedot.co.za/ . 

https://www.woolworths.co.za/content/article/app-content/woolies-dash/_/A-cmp212140
https://www.woolworths.co.za/content/article/app-content/woolies-dash/_/A-cmp212140
https://www.onecart.co.za/
https://www.onthedot.co.za/
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Table 2 
[CONTENTS OF TABLE CONFIDENTIAL] 

6.2 b. The average cost for order fulfilment per order in Rand terms and as a 
percentage of order value 

Please see Table 2 above. 

6.3 c. The total monthly marketing costs used to promote the online sales channel 
incl. search, social media and above the line marketing. 

On average, the total monthly marketing costs are approximately [CONFIDENTIAL]. 
However, it is difficult to provide a precise amount as most Woolworths' marketing links 
to the website. However, the main objective of the advertisement may not necessarily 
be to promote the online sales channel. For example, the primary campaign could be 
poultry, but all of Woolworths' digital spend would link the advertisement to the website 
or the mobile application as a destination point. In this case, the main objective of the 
advertisement would be to promote poultry at Woolworths (in all channels) and not 
promote the online channel. 

7. Item 4: What have been the challenges in establishing your own online sales service 
and meeting customer service expectations. 

7.1 [CONFIDENTIAL] 

7.2 Woolworths fulfils online fashion, beauty, and home orders through a centralised 
distributor in Gauteng. Woolworths is profitable in these channels online when it 
achieves sufficient scale.  

7.3 Covid-19 has severely disrupted Woolworths' services. Furthermore, Woolworths is 
sensitive to any disruption that may impact labour and transport, including fuel hikes 
and taxi strikes. 

8. Item 5: What is your experience of consumer online behaviour in your product 
category, including: 

8.1 a. The extent of online channel adoption and for which product categories 

The adoption of online shopping has spiked since the onset of Covid-19. 
[CONFIDENTIAL] 

8.2 b. Consumer use and preferences for online platforms with multiple businesses 
relative to the direct channels operated by businesses 

8.2.1 Woolworths does not list its products on Takealot, Superbalist or UberEats. Zulzi3 
and OneCart carry the Woolworths catalogue on their sites, but Woolworths does 
not have any commercial relationship with them.  

 
3  For more information on Zulzi, please see https://zulzi.com/ . 

https://zulzi.com/
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8.2.2 Both Zulzi and OneCart charge delivery and service fees directly to the client. 
Woolworths understands that Zulzi's and OneCart's services are relatively large 
but are still smaller than Woolworths in overall e-commerce.  

8.2.3 [CONFIDENTIAL] 

8.3 c. Whether platforms are necessary for reaching certain consumers 

8.3.1 Certain smaller retailers or retailers without online websites or mobile applications 
use platforms (such as Takealot and Superbalist) successfully. [CONFIDENTIAL] 

9. Item 6: Provide any market research (incl. consumer research) undertaken by your 
business on online sales channels. 

Woolworths does not have recent customer survey information.  

10. Item 7: If you make use of online platforms to sell your products in addition to your 
own online presence, please answer the following questions: 

10.1 a. Name each platform used and indicate the total number and value of monthly 
transactions through each platform 

Woolworths makes use of Quench. [CONFIDENTIAL] 

10.2 b. Provide the average wholesale price discount on the retail price or fees 
payable to each platform, whichever is relevant 

[CONFIDENTIAL] 

10.3 c. If you were to stop selling through all these online platforms, could the sales 
generated through these online platforms be quickly replaced by sales through 
your own website or traditional sales channels (Y/N)? Please explain. 

Yes. [CONFIDENTIAL] 

11. Item 8: If the above questions do not cover any areas you consider important for the 
understanding of your business model, you are welcome to provide other information 
and/ or comments that may assist the Inquiry. 

Woolworths does not have any further information or comments currently. 

Yours sincerely 

WEBBER WENTZEL 
Robert Wilson / Andriza Liebenberg 
Partner / Senior Associate 
Direct tel: +27 11 530 5756 / +27 11 530 5672 
Direct fax: +27 11 530 6756 / +27 11 530 6672 
Email:  robert.wilson@webberwentzel.com / andriza.liebenberg@webberwentzel.com  

Letter sent electronically. A signed copy will be provided on request. 

mailto:robert.wilson@webberwentzel.com
mailto:robert.wilson@webberwentzel.com
mailto:andriza.liebenberg@webberwentzel.com
mailto:andriza.liebenberg@webberwentzel.com
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