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Our strategy has two focus areas 

ACCELERATE 

AFRICA GROWTH 

UNLOCK FURTHER VALUE 

FROM BASE BUSINESS 

ÅActive portfolio management, 

including possible divestitures 

ÅStringent cost management ï 

CFC increases of below CPI 

ÅWorking capital management 

ÅBusiness process improvement 

ïBuy better ï streamline 

procurement process 

ïMake better ï operational 

excellence, safety and efficiency 

ïSell better ï margin expansion, 

customer portfolio management 

ÅGrowth through greenfield investment 

and acquisitions in metals, glass and 

plastics 

ÅPartner with major multinational 

customers 

ÅBuild market base through exports 

ÅEstablish local manufacture 

ÅDiversify manufacturing to other 

Nampak products 

ÅBuild on existing hubs 



SA strategy 

Buy better, Make better, Sell better 
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MAINTAIN STRICT COST AND WORKING 

CAPITAL DISCIPLINE 

ÅStreamline procurement process 

ÅImprove energy efficiency 

ÅImplement business improvement programmes 

and reduce cost  

ÅFocused working capital management 

ASSET AND DIVISIONAL PORTFOLIO 

MANAGEMENT 

ÅOperational excellence 

ÅImprove safety performance 

ÅEnsure structured sharing of best practice 

across divisions 

ÅActive portfolio management ï fix, sell, 

close underperformers 

IMPROVE SALES AND MARKETING AND CONTINUE TO GROW METALS, 

GLASS AND PLASTICS 

ÅSales and marketing excellence 

ïMargin expansion  

ïPortfolio management 

ÅSustenance (maintenance, asset renewal, regulatory requirements) at benchmark rates 

ÅGrowth and restructuring at hurdle rate, and only if working capital targets are met 

SOUTH AFRICA TRADING CONDITIONS EXPECTED TO REMAIN CHALLENGING 



Rest of Africa context 

Nampak strongly positioned for growth 

ÅImproving conditions around policy certainty  

ÅStrengthening political commitment to private 

sector growth and job creation 

ÅIncreased investment, high GDP growth rates 

(~5%) and rapid urbanisation 

ÅGrowth of the middle income consumer, creating 

demand for packaged products  

ïConsumer spend accounts for ~60% of GDP 

ï20% middle class spend on packaged  

fast moving consumer goods (FMCG) 

ÅStrong growth in implementation of key 

infrastructure projects, improving cost and ease 

of doing business 

ÅSSA manufacturing including packaging, 

a key market growth industry valued at 

about $130bn 
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Urban dwelling % of population 
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Source: EY 



Rest of Africa strategy 

Accelerate growth 
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OVERALL GROWTH 

ÅCapture GDP growth in 

existing markets 

ÅGrow organically at 5% 

above GDP growth 

ÅExplore acquisitions 

ïMetals and Glass 

ïPlastics 



Bevcan 

 
Group Executive, Erik Smuts 



Beverage can and end manufacturing 
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Aluminium Can & End Manufacturing.ppsx


Strategic focus areas 
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Key initiatives to deliver strategy 
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ÅAssets 

ïRecapitalisation 

ïConsolidation 

ïExpansion 

ÅOperational excellence 

ÅService focus 

(internal and external) 

ÅQuality of people 

ÅCAN DO! Marketing campaign 



Aluminium conversion project update 

Åsfsegfewgewsegw 
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MOTIVATION 

ÅCustomer 

preference 

ÅTechnological 

advances 

ÅOverall cost 

reduction 

ÅSustainability 

STATUS 

Completed 

ÅSprings Line 1 (New Line) 

ïCommissioned May ô13 on 330ml 

ïConverted to 440ml Mar ô14 

ÅSprings Line 2 

(Previous Tinplate Line) 

ïConverted to aluminium Jul ï Oct ô13 

ïCommissioned Nov ô13 on 330ml 

ÅSprings Line 3 

(Previous Tinplate Line) 

ïConverted to aluminium Apr ï Jul ô14 

ïCommissioned Aug ô14 on 440ml 

In Progress 

ÅCape Town Line 1 (Tinplate Line) 

ïPlanned conversion to aluminium 

May ï Aug ô15 

ïPlanned commissioning Oct ô15 

EXPANSION PROJECTS 

South Africa 

ÅRosslyn 

ïNew high speed 

aluminium line to 

be installed 

ïCivil works currently 

in progress 

ïCommissioning mid-ô15 

Angola 

ÅWarehouse expansion 

completed Aug ô14 

ÅSecond line 

ïInstallation currently 

in progress 

ïCommissioning Early ô15 



Marketing 
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ÅCAN DO! Marketing campaign launched in 2010 to 

address can volume decline 

ÅTarget market and approach based on market 

research conducted 

ÅSuccessful in changing perception towards beverage 

cans of both consumers and brand owners 

ÅMarketing activities/channels include: 

ïBillboards 

ïRadio/television 

ïEvents 

ïOn-premise/tavern activations 



CAN DO! Marketing campaign 

Example 
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