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This report is submitted in compliance with the provisions of clause 9.2.11 of the Consumer Goods and Services Industry (CGSI) 
Code (the Code) which requires the Consumer Goods and Services Ombud Scheme (CGSO) to produce and publish an annual report 
within six months of the close of its financial year, which is February. The annual report is to be distributed to stakeholders, the 
National Consumer Commission (NCC), and made available to the public.
 
The Code requires the annual report to contain the following information:

1) Complaint type;
2) Business complained about;
3) The type and frequency of the complaint;
4) How the complaint was resolved;
5) Time taken to deal with complaints;
6) Type of sanction(s) imposed; and 
7) Financial statements and audit reports.

INTRODUCTION
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The Mission of the CGSO is to maintain Fair Play in the Consumer Goods and Services Industry by:

Ÿ Raising the standards of good conduct and increasing the level of certainty for all Participants;

Ÿ Offering guidance to Participants in the Industry as to the implementation of and the compliance with the Consumer 

Protection Act (CPA) and what constitutes fair business practices to be followed when operating within the Industry;

Ÿ Educating Consumers as to their rights and redress available to them should a Participant breach the Consumer Protection Act 

or the Code; and

Ÿ Providing for a scheme of alternative dispute resolution as described in section 82 (6) of the Consumer Protection Act.

MISSION

 To be recognized by all stakeholders as the speediest, most independent and fairest alternative dispute resolution service in the 

country, and one that is completely impartial and compliant.

VISION 

Our values are:

Ÿ Respect and Empathy: We treat our customers (both consumers and service providers) with respect and understanding.

Ÿ Fairness and Impartiality: We deal with complaints referred to us fairly and impartially and we treat both the Participants 

and complainant with fairness throughout the complaint’s resolution process. We also make impartial and fair commendations 

based on relevant evidence and the law.

Ÿ Integrity and Honesty: We conduct ourselves with integrity and honesty.

Ÿ Accessible and Responsive: We are accessible to complainants, Participants and stakeholders through quality and timely 

responses.

Ÿ Universality: We are ready to deal appropriately (resolve/refer) with every complaint regardless of whether it is within our 

jurisdiction or not.
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April 2019 marks five years since our Code 
formally came into effect, during which 
time the Scheme has gone from strength to 
strength, both in terms of the number of 
Participants subscribing to the Code and the 
volume of consumers seeking advice and 
redress through our office. 

Over the five-year period, the Participant 
numbers have grown exponentially from 24 
founder members in 2014 to 727 as at 29 
February 2019, an 8.8% improvement on the 
previous reporting period. 

Notwithstanding the year on year growth, it 
is clear that not all eligible businesses have 
signed up to the Code, despite it being 
mandatory for every entity operating 
within the industry bound by the Code to 
sign up, unless expressly excluded. 

A thorny issue from the very start was the 
issue of how to legally compel businesses to 
sign up and pay the participation fees. The 
Code allows the CGSO to take legal action 
against entities who refuse to sign up but 
the sentiment has always been that it is 
better to give companies sufficient 
opportunity to comply willingly rather than 
to adopt a coercive approach. 

Consequently, in 2016, the CGSO Board took 
the decision to seek a declaratory order 
from the High Court to confirm that the 
requirements of the Code are lawful and 
enforceable. This court action is underway 
and we hope the matter will be set down for 
hearing in the latter part of 2019. A 
favourable outcome will make it easier for 
CGSO to proceed against resisting 
businesses in the lower courts. It will also 
free up CGSO to focus its attention on its 
primary mandate, namely the resolution of 
consumer complaints. At the same time, we 
are in talks with the National Consumer 
Commission (NCC) and the Department of 
Trade and Industry (dti) to address policy 
m a t t e r s ,  i n c l u d i n g  t h e  i s s u e  o f 
enforcement.
 
In the interim we have continued with our 
awareness drive to encourage entities to 
sign up and become compliant. In 
particular, efforts to reach out to the SME 
sector  has  paid d iv idends and by 
collaborating with industry associations, 
small enterprise development agencies and 
relevant government departments, we 
have seen a significant increase in 
Participant numbers in the small turnover 

Our engagement strategy also focuses on 
retaining our active Participants to whom 
we extend  our heartfelt gratitude for their 
ongoing support of a free and fair 
alternative dispute resolution process. 

During the 2018/2019 reporting period, the 
Scheme received a record number of 
complaints, up 47% year on year from 5 593 
to 8 261. While our ongoing outreach and 
awareness programmes at regional and 
national level have a role to play in the rise 
in the number of consumers turning to the 
CGSO, the bulk of the calls were referrals 
from the NCC following that body's decision 
to refer all consumer complaints to the 
Scheme in the first instance. 

We welcome this decision by the NCC as it 
not only streamlines the process for all 
concerned, but also reduces the frustration 
levels of consumers who previously would 
have first had their complaint captured and 
processed by the NCC before being referred 
on to us, only to be referred back to the NCC 
if the complaint was beyond our scope or 
the supplier proved uncooperative. 

This  referral system between the NCC and 
CGSO demonstrates confidence in the work 
of the CGSO and the value that we  add to 
the consumer landscape in South Africa. 

The Board, with the support of the Audit 
and Risk Committee, continues to monitor 
the environment to ensure that in the 
process of meeting the objectives of the 
Consumer Protection Act and the CGSI Code 
we comply with all relevant laws relating to 
good governance, financial management 
and fair labour practice. In this I am 
indebted to my fellow directors who, in 
providing the requisite strategic guidance 
and support, give so generously of their 
time and knowledge. 

Which was bolstered by the appointment of 
Ms Magauta Mphahlele and Ms Queen 
Munyai in October 2018, having proved 
their mettle as acting Ombudsman and CEO 
respectively. The ongoing improvement 
across all key performance areas is 
testament to their high level of energy and 
commitment to the office. 

Finally, I would like to acknowledge the 
Minister of Trade and Industry, The 
Consumer and Corporate Regulation 
Division of the Department of Trade and 

 Industry and the NCC for providing policy, 
legislative and implementation guidance to 
enable us to continue to deliver on our 
mandate to provide an alternative dispute 
resolution mechanism, and in the process, 
raise the standards of good conduct among 
all Participants thereby facilitating fair play 
between consumer and supplier. 

Thandiwe Zulu 

23 May 2019

Our job is made that much easier by the high level of experience, 
knowledge and skill  evinced by  the executive management team.
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REPORT 
OMBUDSMAN’S 

Overview
The 2018/19 financial year continues the steady improvement 
across all key performance indicators of the Consumer Goods and 
Services Ombud Scheme (CGSO), which was first promulgated in 
April 2014.

Accordingly, we have seen a steady rise in the number of 
participating companies (Participants), which is crucial to the 
sound fiscal management of the Scheme and access to redress for 
South African consumers. 

At the same time, the Scheme experienced a record 47% rise in the 
number of complaints addressed to this office, compared with the 
equivalent period in 2018. Notwithstanding the dramatic increase 
in the case load, the average time to close a case continues to be 
well below the 60 days stipulated in the Consumer Goods and 
Services Industry (CGSI) Code (the Code).  The appropriate steps to 
deal with the additional case load were taken after due 
consideration, and have been effected within the available 
budget.
 
The Year at a Glance

Highlights of the 2018/2019 financial year include:   

Ÿ An 8.8% rise in Participant numbers. This is a pleasing 
development and reflects our renewed efforts to reach out to 
the industry and engage with Participants and non-participants 
alike.

Ÿ We closed 39% more cases compared to the equivalent period in 
2018, despite an increased case load of 47%. 

Ÿ Of the 7 717 cases closed, 63% were in favour of the 
complainant. It is however important to note that we do not 
equate the number of cases ruled in favour of the complainant 
as a yardstick for success, nor should it be construed as an 
indicator of non-compliance by Participants. This office is an 
impartial and independent alternate dispute resolution 
scheme and findings, outcomes and recommendations are 
based on the Consumer Protection Act (CPA), related case law 
and the goodwill of Participants. 

Ÿ The number of complaints relating to goods or services 
procured online rose sharply, from 2% to 6%, representing an 
increase of 200%. Accordingly, this will be an area of focus in 
the coming year as we assist businesses to operate compliant 
online enterprises and educate consumers on how to protect 
themselves when transacting online.

Ÿ The majority of people who found their way to our office did so 
via the internet, a fact that we attribute to a renewed focus on 
our social media strategy. Our online presence is 
complemented by ongoing engagement with traditional media 
outlets.

Ÿ 20% of cases had to be closed due to non-cooperation from 
suppliers, compared to 17% in the previous period. This is cause 
for concern, and underscores the need for a declaratory order 
to rule on the enforceability of the Code. In addition, we 
consulted widely with the NCC and other stakeholders on the 
appropriate sanctions to be applied to suppliers who wilfully 
flout the Code and /or the CPA.  The National Consumer 
Tribunal considers non-cooperation and non-compliance to be 
indicative of a dismissive attitude towards the rights of 
consumers and the dispute resolution process in general, 
especially when respondents refuse to take advantage of the 
opportunity to engage and resolve matters through the CGSO. 
Non-cooperative suppliers are referred to the NCC who have 
confirmed that some are under formal investigation. 
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A crucial aspect 

of this office’s 

mandate is to educate 

the general public, 

consumers, suppliers (and 

their staff), as well as any 

other interested parties 

on consumer rights in 

South Africa

Ÿ As part of our ongoing commitment to testing satisfaction levels 
with regards to the complaints-handling process, a survey among 
883 complainants (representing 16% of the target population) 
revealed that 68% declared themselves happy with the outcome of 
their complaints. While it is to be expected that where the 
outcome is not positive, the complainant will feel aggrieved, the 
fact that 81% of all respondents would recommend the CGSO is 
cause for optimism. More importantly, a full 94% said they were 
treated with respect, which is a critical metric for us as it goes to 
the heart of our values and the way in which we aspire to deal with 
our stakeholders. A detailed breakdown of the nature and type of 
complaints, and an analysis of calls received by our offices are 
contained in the Statistics section of this report.

Outreach and Engagement

A crucial aspect of this office’s mandate is to educate the general 
public, consumers, suppliers (and their staff), as well as any other 
interested parties on consumer rights in South Africa, specifically with 
regard to the existence of the CGSO, procedures to be followed in 
terms of where and how to lay a complaint, and what to expect in 
terms of the relevant time period, the resources available, and how to 
obtain feedback on the status of the complaint. 

Thanks to the ongoing support from dedicated media and journalists 
devoted to consumer rights, our relatively modest marketing budget 
goes a long way and we are able to punch above our weight in terms of 
national and local coverage on important consumer issues. At the 
same time, the team works closely with National Consumer 
Commission, Department of Trade and Industry, Provincial Consumer 
Affairs Office, as well as other Ombuds and Regulators to ensure that 
we collaborate effectively whenever the opportunity arises. 

Resourcing and Training 

The mandate of this office extends beyond mediating disputes 
between Participants and consumers. The Code requires us to also 
strive to raise the standards of good conduct amongst Participants 
who are obliged by the Consumer Goods and Service Industry Code to:

Ÿ Reduce and ameliorate any disadvantages experienced by  
     consumers in accessing the supply of any Goods and Services;
Ÿ Promote fair business practices;
Ÿ Protect Consumers from:

Ÿ Provide for a consistent, accessible and efficient system of 
consensual resolution of disputes arising from consumer  
transactions.

Accordingly, we embark on regular training initiatives for our 
own call centre employees as well as offering training 
programmes to Participants at no charge. We also provide 
Participants with monthly complaints reports and 
recommendations to improve their conduct and complaints’ 
handling processes.

Key Objectives Going Forward

In fulfilling our mandate to maintain fair play in the consumer 
goods and services industry, the Board has approved the 
following key strategic activities for 2019/20:

Ÿ Increase the number of Participants to ensure that 
consumers have access to redress across the consumer 
goods and services industry and the CGSO collects sufficient 
revenue to be able to carry out its mandate effectively and 
efficiently; 

Ÿ Develop a sustainable, fair and widely accepted funding 
model that takes into consideration the concerns of existing 
and future  Participants;

Ÿ Manage the existing budget prudently and comply with all  
     relevant governance laws;
Ÿ Raise the standard of good conduct in the industry to 

improve market conduct, customer care and industry 
compliance;

Ÿ Increase awareness of rights and responsibilities of 
suppliers and  consumers across South Africa;

Ÿ Ensure good stakeholder relationships especially with the 
National  Consumer Commission, Department of Trade and 
Industry,  Provincial Consumer Affairs Offices, other Ombuds 
and  Regulators; 

Ÿ Continue to reduce the complaints-handling turnaround 
times  without compromising on quality;

Ÿ Improve employee productivity and satisfaction levels.

Thanks to the Team 

Finally, it remains for me to thank the small but incredibly 
focused and dedicated team that engage tirelessly and 
respectfully with our stakeholders;  fielding enquiries, chasing 
information and going the extra mile to resolve disputes fairly 
and equitably. Morale is high despite budget constraints and 
staff turnover is gratifyingly low. My heartfelt gratitude and 
thanks to you all and especially our CEO, Ms Queen Munyai, who 
ensures that the office runs smoothly on a day-to-day basis. 

Magauta Mphahlele

Ÿ Unconscionable, unfair, unreasonable, unjust or 
otherwise improper trade practices; and

Ÿ Deceptive, misleading, unfair or fraudulent conduct.

23 May 2019
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Fifty-nine new 
Participants 
were signed up 
in the 2018/2019 
financial year.

REPORT
CEO’s

The office of the CEO was established in October 2018 following a Board decision to 
restructure the Scheme to comprise a part-time Ombudsman working three days a week 
supported by a full time CEO in charge of operations. 

Accordingly, Ms Magauta Mphahlele was appointed Ombudsman for a period of three years 
with effect from October 2018 and I assumed the role of CEO. Prior to that, we had both 
been acting in the respective positions. The change in structure is designed to allow the 
Ombudsman to focus on the dispute resolution aspects of the organisation, with the CEO’s 
office responsible for the smooth running of the operation, including the finance, human 
resources, business development, communications, IT and compliance functions.

Participant Compliance Drive 

Fifty-nine (59) new Participants signed up in the 2018/2019 financial year, an 8.8% 
improvement on the previous year, bringing the total number of Participants to 727. We aim 
to continue the upward momentum in terms of Participants compliance with the Code and 
CPA, and we are working closely with industry and the relevant legislative bodies to drive 
compliance among retailers, manufacturers and service providers. 

We always consider the feedback we receive from Participants and are also cognisant of the 
cost pressures faced by business, especially in relation to regulatory compliance. Following 
a review of the fee structure in the period under review, the fee for Group 1 participants 
(with turnover in excess of R3 billion), Group 2 (with turnover between R1 billion and R3 
billion), and Group 3 (with turnover between R500 million and R1 billion) was reduced by 
20%, while the fees for Participants in Group 4 (turnover above R5 million to R500 million) 
and Group 5 (turnover above R1million to R5 million) increased by 20%, a move that was 
widely welcomed by industry. 

Our aim is to grow Participant numbers by 30% over the next 36 months and we urge all 
suppliers to cooperate with the Scheme to avoid penalties. The Ombudsman is in 
consultation with the regulator as to the sanctions to be applied to delinquent suppliers 
that refuse to cooperate with the scheme.

Industry compliance, which includes paying 
the participation fee, is crucial to ensure our 
day-to-day operations are funded to enable 
us to provide an effective dispute resolution 
scheme.
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Financial Overview and Accountability

The Scheme has received a clean audit since 
inception and the 2018/2019 financial year was no 
exception. The CGSO is financially stable and thanks 
to the prompt payment of Participant fees and strict 
adherence to our budgets, the Scheme has managed 
to build up more than 12 months’ reserves. The 
Scheme is run on a not for profit basis and is solely 
reliant on participant fees for funding. We are 
committed to a sustainable funding model and to a 
regular review of fee structures as Participant 
numbers increase. We are extremely mindful of the 
cost pressures on Participants as well as consumers 
in the current economic environment. 

Consumer Education and Awareness 

In terms of our mandate, the aim of the CGSO is two-
fold: to provide a free, impartial alternative dispute 
resolution vehicle capable of mediating between 
Participants and their customers; and to raise the 
standards of good conduct amongst Participants. For 
this to happen effectively, the general public needs 
to be aware of our existence and understand who we 
are, what we do and how we can help. By working 
closely with media covering the consumer and retail 
space, we have managed to amplify our reach and 
ensure greater awareness among consumers beyond 
what could be achieved with our modest budget. As 
a small team, we pride ourselves on our 
responsiveness and availability when it comes to 
engaging with media requests. 

The CGSO’s presence on social media is critical as 
increasingly consumers take to these platforms to 
vent their frustration and we have employed the 
services of a PR and social media marketing company 
to assist in implementing a digital engagement 
strategy. This is already bearing fruit in the number 
of followers, impressions, profile visits and post 
activity which has led to an increase in engagements 
the organisation’s social media platforms as well as 
driving traffic to the CGSO website. We are also 
exploring digital channels to speed up and simplify 
the lodging of disputes as well as the establishment 
of a toll-free number, specifically for low-income 
and rural consumers without internet access. 
Currently, calls to the CGSO complaints line are 
based on a share-call tariff. 

Case Load Management

The increased caseload necessitated additional 
resources to ensure that we maintain our high 
standards in terms of our ability to respond 
timeously and efficiently to Participants and 
complainants. To this end our Complaints Handling 
department was boosted with the appointment of a 
part-t ime Adjudicator  and an addit ional 
Administrator. Currently, the call centre is capable 
of dealing with queries in all 11 official languages.

Strategy 2019/20

In the course of the year the board and the staff of 
the CGSO were involved in drawing up a strategy 
document designed to give direction and impetus to 
the vision and mission of the scheme. This is in terms 
of section 5.5 of the Consumer Goods and Service 
Industry Code of Conduct that requires the CGSO 
Board to “annually review the application of the 
Code to ensure that the standards of the code meet 
identified objectives and consumer expectations.” 
The annual report is part of the review process and 
will be submitted to the NCC and the Minister and 
made available on the CGSO website. 

Thank you to the Team

The CGSO is a stakeholder-driven organisation. 
We rely on sound relationships to stretch our budgets 
and achieve our goals. In particular, I am grateful to 
the employees of the CGSO who go above and 
beyond the call of duty in ensuring that we 
consistently deliver on our organisational mandate 
and our targets.

This was also the year in 
which we revived our 
social media marketing 
strategy as a means to 
more effectively engage 
with our target audiences.

23 May 2019

Queen Munyai
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The Consumer Goods and Services Industry Code of Conduct, which regulates this office, requires all qualifying Participants in the 
consumer goods and services industry to sign up with our office, pay participation fees and comply with the Code. Without the support 
of these Participants, the office would not be able to provide an effective alternative dispute resolution scheme. 

As at end of February 2019, 727 Participants had signed up at group level, an 8.8% increase on the previous period.  This includes 
many of the large manufacturers, wholesalers, retailers and distributers. A full list of Participants can be found on our website. 
While we are gratified by the success of our Participants recruitment strategy, there are still companies that refuse to sign up, or 
cooperate with our office. We continue to report these companies to the National Consumer Commission. 

PARTICIPATION 
LEVELS & STATUS

727
668

650
174

24

2018/19 2017/18 2016/17 2015/16 2014/15
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Radio remains one of the most effective ways of 
reaching key audiences, especially in communities with 
limited access to electricity, internet and television. In 
a bid to supplement and amplify our radio presence, the 
team – working in collaboration with the SABC produced 
a radio advert that was flighted as part of a campaign to 
reach small business owners who had not yet signed up 
to the Code.

The campaign ran for just under a month, from 18 
February to 22 March 2019, and reached some nine 
million listeners. Using of commercial and community 
radio stations, we were able to target a cross section of 
South African business owners and consumers.  The ad 
campaign is only one component of a broader media 
strategy to continuously refine our message and find 
innovative, relevant and fresh approaches to fulfilling 
our mandate.  
       

Total
9 Million

listenership

Good Hope 
FM

512 000

Ukhozi FM
7.575 

million

Radio 2000
488 000

SAFM 
161 000

Lotus FM
150 000

 Source of Audience Ratings: Broadcast Research Council of South Africa 
(Radio Listenership, Commercial and PBS, January 2018-December 2018)

RADIO CAMPAIGN 

th 

nd

Radio is the most reliable 
and affordable medium of 
exchanging information in 
many communities. 
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MEDIA, TRAINING AND OUTREACH 

Stakeholder communications is a critical component of the CGSO and we take our responsibility to educate and inform consumers and 
suppliers very seriously. Working with a modest budget, we aim for creative solutions that seek to engage audiences across a wide range 
of platforms, from traditional media to online platforms. 

Engagement through social media is particularly effective when it comes to raising awareness and driving people to our website, and 
going forward, our strategy is to develop digital marketing expertise in order to leverage our engagement with consumers through social 
media, allowing us to both listen and respond more effectively.    

Our communication strategy is designed to meet the needs of all our stakeholders, and we endeavour to ensure that we engage regularly 
with industry and with consumers with a view to updating, informing and warning around topical issues that are relevant to both 
consumers and Participants. To this end, the media are a crucial ally and we are extremely grateful for the small band of dedicated 
consumer-rights journalists who play such an important role in the consumer landscape in South Africa and who are always willing to take 
up cudgels against unethical and unlawful practices.   

Community Outreach

CGSO continues to collaborate with the Provincial Consumer Affairs Offices, other Ombuds, regulators and key stakeholders to reach 
communities in outlying arears. During the reporting period we took part in six collaborative workshops, reaching 1 295 individuals.

Radio

CGSO was invited to take part in 74 interviews spread between eight community and seven commercial radio stations including SAfm, 
Metro, Motsweding FM, Lesedi and Thobela FM. We are always grateful for the opportunity to participate in radio shows as they reach a 
wide range of audiences and we are able to respond in real time to topical questions and trending topics. In the period under review, radio 
played a key role in helping consumers to understand the listeriosis outbreak in the first quarter of 2018, as well as related topics of food 
poisoning and sell-by dates. Our advice and views were also sought on a range of topics from consumer rights and the art of complaining, 
to on-line shopping, Black Friday specials, and in-store security. Programmes took the form of chat shows, interviews and phone-ins, and 
covered a variety of language options and time slots. 

Television

CGSO appeared 27 times in six SABC television programmes reaching an average of 70 000 viewers per episode. Viewership is calculated 
on numbers shared with us by the respective platforms. We are particularly grateful to the producers of Speak Out, Leihlo la Sechaba, 
Yilungelo Lakho, and Morning Live for their willingness to include the CGSO on their panels. 

Print Media

CGSO was featured 37 times in various print publications covering a range of topics from warranty queries to expiry of loyalty points.  We 
are particularly indebted to the following journalists to their excellent work when it comes to raising consumer issues: Andile Sithole, 
Boniswa Mohale, Brian Joss, Buhle Soni, Georgina Crouth, Kevin Lancaster, Lyse Comins, Maya Fisher, Ryan Brothwell, Thuli Zungu and 
Vicky Abraham. 

Participant Training

As part of our mandate to improve the standards of good conduct and awareness among Participants, the CGSO offers free training on the 
key provisions of the CPA and the code to Participants employees and other stakeholders. During the period under review, 178 employees 
from 11 Participant companies took advantage of this service, along with one of the regulators, being the NCR. 
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For the 2018/19 financial year our call centre received 25 744 calls, an increase of 2 855 on the previous year, where we answered 22 889 calls. 
The increase can be attributed to the ongoing support that we receive from our media partners as well as the fresh launch of our social media 
campaign on Facebook and Twitter, as well as direct referrals from the NCC. Of the calls received, 40% were general enquiries, including complaints 
which we referred to other institutions because they were outside of our jurisdiction; 28% related to new complaints and 23% were follow ups on 
existing complaints. The remaining 9% were internal calls.

28%

28% related to new 
complaints 

40% were general 
enquiries, including 
complaints which we 

referred to other 
institutions

40%

23%

23% were follow ups on 
existing complaints 

9%

9% were internal 
calls

CALL CENTRE STATISTICS
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HOW CONSUMERS HEARD ABOUT 
THE CGSO IN 2018/2019

Internet NCC Friend Legal Advisor

Other Ombud Radio Television Consumer Goods Council

Supplier Relative Newspaper

Provinces

Other

2845

1167

888

561

531

525

174

808

164

188

109

60

40
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COMPLAINTS STATISTICS

There has been a significant increase in the 
number of complaints received during the 2019 
financial year. The rise in the number of 
complaints can be attributed to a combination 
of increased public awareness and the fact that 
the NCC now refers all complaints directly to 
the CGSO. 

47%

2018/19 

7 717
Closed

The rise in the number of cases closed reflects 
the increase in the number of complaints 
received, and the need to increase our 
resources and capacity to handle inbound flow 
of calls. 

39% 2017/18 

5 553
Closed

2018/19 

8 261
Received

2017/18 

5 593
Received
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NATURE OF COMPLAINTS
The majority of complaints (91%) related to 
goods, services and agreements.

36%
Goods

32%
Services

23%
Agreements

4%
Treatment

2%
Disclosure

1% 
Health & Safety

2%
Marketing
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COMPLAINTS BY SECTOR
While the biggest number of complaints emanated from the telecommunications and satellite services industry, the incidence of 
complaints following negative experiences as a result of shopping online rose 200%, from 2% in 2017/2018 to 6%. We anticipate that this 
will be a growing trend as consumers warm up to the ease and convenience of online shopping.

Sector
Breakdown

Satellite & 
Telecommunications

6% Online 
Discounters

34%

10%
Appliance Manufacturers

and Retailers

10%

Furniture Retail

8%
Groceries

8%
Clothing
Retail

6% Fitness

5%
Timeshare

4%

Wholesalers

4%

Security and
Tracking

2%

Other

2%

Catalogue

1%
Loyalty

Programmes
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NATURE AND FREQUENCY OF COMPLAINTS
The majority of complaints received related to services. The top 3 services-related complaints are: 
Ÿ Not provided in time
Ÿ Cancellation of services
Ÿ Consumers being overcharged for services.

Services

Cellphones

Electrical Appliances 

Furniture

Computer Accessories

Clothing

Building Material

Timeshare

Food & Beverage

Other

Footwear Apparel

Hardware Supplies

Home Décor

Cosmetics

Sport Goods

Tools

Jewellery

Home Care Products

Linen & Bedding

Stationery 

Medical Equipment 

Toys

Chemicals

Textiles & Fabric

Luggage & Bags

Power Tools

Pet Food & Products

Tobacco Products

2687

1255

814

727

353

318

276

226

214

165

160

130

107

89

84

76

72

58

44

43

42

37

31

29

15

13

10

6
17



THE OUTCOME OF COMPLAINTS 

TIME TAKEN TO DEAL WITH COMPLAINTS

2017/18
Average days to close a file

47 Days

2018/19
Average days to close a file

45 Days

OUTCOME

Resolved 
complaint 

upheld fully
53%

Dismissed 
non-cooperation 

supplier
20%

Resolved 
matter not 

upheld
17%

Resolved 
complaint 

upheld 
partially

6%

Resolved assistance provided
4%

During the period under review, we managed to reduce the average number of business days to resolve complaints from 47 to 45, well 
within the 60 business days stipulated in the Code. While we always strive to resolve matters as expeditiously as possible, some matters 
may take longer to resolve given the complexity and nature of the complaint. Our goal is to strive for the optimal balance between 
quality and quantity.

In 63% of cases there was a positive outcome for complainants, with 53% being fully in favour of the consumer, 6% partially in favour, and 
in 4% of the cases, assistance was provided. This excludes cases outside of our jurisdiction as well as cases where there was no 
cooperation from the complainant, or where the case was withdrawn by the complainant, or where the matter has not yet been referred 
to the supplier, as well as duplications. 
Non-cooperation from suppliers includes the following outcomes:
Ÿ Not accepting a recommendation made by the CGSO
Ÿ Failure to provide additional information
Ÿ Failure to respond to the CGSO
We have reported these entities to the NCC.
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CUSTOMER SATISFACTION SURVEY RESULTS
We closed 7 717 cases in the last financial 
year. Of these, 2 251 were outside of our 
jurisdiction and as a result these 
complainants were not surveyed. Of the 5 
466 surveys sent out, 883 complainants 
took part, constituting 16.1% of the target 
population.

The results were generally positive, even 
allowing for negative responses from 
complainants who had failed to have their 
complaint upheld, or where cases were 
closed as a result of non-cooperation from 
suppliers.  In cases where suppliers do not 
cooperate, we refer the matter to the NCC 
and where the matter was not upheld, we 
check to see if the outcome was properly 
explained and if not, we contact the 
complainant again to explain further.  
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CASE
STUDIES

Case Study 1: Proving Food 
Poisoning
The complainant claims he ate contaminated biscuits 
purchased from the supplier. The complainant advised that he 
had already consumed seven biscuits when he noticed a 
human hair connecting three biscuits together. Three days 
later the complainant developed a painful cough and sore 
throat.
The complainant wants the food to be analysed in a laboratory 
for possible disease-causing viruses and the supplier should 
pay in order for the complainant to see a doctor for 
examination and tests.
The supplier advised that the complainant returned pieces of 
biscuit, alleging that it contained human hair. The product 
was returned with no till slip and not in its original packaging.
The supplier, in the spirit of customer service, offered a 
replacement of the product and a refund, which the 
complainant accepted.
The complainant later returned wanting compensation for his 
experience with the product. The supplier advised that no 
additional information was provided to support the 
complainant’s claim.
The complainant then reported the matter to the supplier’s 
Customers Care department, citing his unhappiness with the 
treatment accorded to him by the branch manager and 
requesting further compensation. 
The supplier was unable to complete their investigation as it 
was not possible to identify the make of biscuit from the 
remnants that had been submitted. Neither was there any  
product packaging, nor any till slip to support the 
complainant’s claim. 
In the spirit of customer service, the supplier offered the 
complainant an electronic voucher to the value of R150.00.

The Law

 Section 55 and of the CPA

Section 55 of the CPA gives consumers the right to good quality 
goods. If goods are defective, a consumer can demand that 
the supplier refund, replace or repair. The redress is at the 
complainant’s discretion and the complainant can choose if he 
wants a replacement or refund (repair not possible in this 
instance).
In this instance, the supplier was unable to conclude their 
investigation without the necessary proof and product 
information (packaging, till slip, etc.). The supplier could 
therefore not determine if a defective product was supplied 
to the complainant. The supplier has however attempted to 
assist by refunding and replacing the product.
The supplier, therefore, assisted beyond the provisions of the 
CPA by both refunding and replacing the said product.

 Section 61 of the CPA

Section 61 enables consumers to obtain redress from the 
producer, importer, distributor or retailer where they have 
become ill or have suffered damages because of a safety 
defect in a product. 

Section 61 further provides that producers, importers, distributors, 
and retailers of goods will be liable for damage caused by these goods 
irrespective of whether negligence can be established. 
This relieves the consumer of the onerous burden of proving fault. The 
consumer must however still prove that the product had some kind of 
flaw that made it unsafe or otherwise defective. Furthermore, once it 
has been proved that the product is defective, a consumer still needs 
to prove that there is a causal link between the product defect and the 
harm/illness suffered. This can cause difficulty as the possibility might 
exist, especially with a medical condition, that it might have been 
triggered by environmental conditions or another pre-existing medical 
condition.
Determining whether there is a link between the illness and the 
defective product can place a heavy evidential burden on a consumer 
and may involve scrutiny of complex, highly technical evidence.In 
order for the supplier to be held liable in terms of section 61, a 
consumer must on a balance of probabilities prove causation. 

The supplier was not able to conduct an investigation as there was no 
proof of when, from whom and which product was purchased. Further, 
as mentioned above, the onus rests on the consumer to prove that the 
illness was caused by the defective product. No medical reports were 
provided. Unfortunately, a supplier cannot pay for medical costs 
without first proving that they are at fault and that they are the cause 
of the medical condition. Furthermore, the CPA allows for 
compensation for damages suffered. One would therefore first have to 
prove that the supplier is liable, and thereafter claim for costs or 
damages incurred. 
Without any evidence that the product was defective and that the 
defect was the cause of the complainant’s cough and sore throat, our 
office was unable  to conclude that the product was defective and 
caused harm to the complainant.
Based on the facts of this case, the information and evidence 
furnished to this office and on the principles of reasonableness and 
fairness, there is no reasonable prospect of this office making a 
recommendation in the complainant’s favour.
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Case Study 2: Loyalty and Voucher Programmes
The supplier sent an SMS offering a voucher to the complainant for purchases over R600, with a link to the terms and conditions. In 
the terms and conditions the offer stated that for purchases of R600 or more, members would be entitled to a R600 voucher, 
However,  in the event of purchases to the value of  R1200 or more, a R1 200 voucher would be forthcoming. The complainant duly 
made a purchase of R1 499 within the specified timeframe. The supplier however did not send the promised voucher, and the 
complainant took up the matter with  the supplier’s  customer services department. Three weeks later, the supplier responded by 
offering a R600 voucher, despite the fact that the complainant had spent over R1 200. 
The complainant felt that the supplier was misleading consumers into making purchases, and then refusing to honour  their offers.
According to the supplier, the complainant only qualified for the R600 voucher in terms of  the initial SMS she received, namely: 

“600 Voucher up for grabs! Spend 600 or more till 25 Nov and get 600 back to use on your next purchase of 600 or more. Swipe card. 
T&C https:”

The link provided referred the complainant to the Terms and Conditions of the promotion and did not give instructions for the  
purchase, as this was already stated on the SMS.
The complainant, therefore, would have to refer to the Terms and Conditions and only apply it to the related promotion sent to her, 
which in this case would have been for R600 spend.
The marketing manager has however authorised for an R300 gift voucher as a goodwill gesture to be sent electronically  to the 
complainant.

The Law 
The CGSO noted that the SMS sent to the complainant only made mention of spending R600 or more to qualify for a R600 voucher. 
However, the link contained in the SMS directed the complainant to the supplier’s website which appears to give consumers the 
option to spend either R600 or R1 200 in order to receive a voucher worth R600 or R1 200 respectively.  There is nothing contained 
in either the SMS or the terms and conditions to explain that certain consumers are not eligible for the R1 200 voucher.  It would 
appear that it is the consumer’s choice as to whether they wish to  spend R600 or R1 200 in order to receive a voucher for the 
corresponding amount. 

From a consideration of the CPA, it would appear that sections 35 and 41 are applicable and they provide, inter alia, as follows: 

“35.Customer loyalty programmes.

(1) Despite any provision in any law, agreement or notice to the contrary, for all purposes of this Act, loyalty credits or awards are a 
legal medium of exchange when offered or tendered as consideration for any goods or services offered, or transaction 
contemplated, in terms of that loyalty programme.

 (2) A person must not offer participation in a loyalty programme, or offer any loyalty credit or award with the intention of—
            (a) not providing it; or
            (b) providing it in a manner other than as offered.
(3) Any document setting out an offer contemplated in subsection (2) must clearly state—
            (a) the nature of the programme, credit or award being offered;

21



(b) the goods or services to which the offer relates;
(c) the steps required by a consumer to participate in the programme or to receive any benefit in terms of the programme; and
(d) any person from whom, any place where, and any date and time on or at which, the consumer may gain access to the 
programme, or to any loyalty credit or awards in terms of the programme.”

“41.False, misleading or deceptive representations.

Ÿ (1) In relation to the marketing of any goods or services, the supplier must not, by words or conduct—
Ÿ (a) directly or indirectly express or imply a false, misleading or deceptive representation concerning a material fact to a 

consumer;
Ÿ (b) use exaggeration, innuendo or ambiguity as to a material fact, or fail to disclose a material fact if that failure amounts 

to a deception; or
Ÿ (c) fail to correct an apparent misapprehension on the part of a consumer, amounting to a false, misleading or deceptive 

representation, or permit or require any other person to do so on behalf of the supplier.”

It was found that the supplier failed to comply with the provisions of section 35 in that the offer did not clearly state the terms 
and conditions and explain clearly who was eligible for, or excluded from, qualifying for which voucher. Further, the promotion 
contravened the provisions of section 41 in that it was ambiguous as to which consumers were eligible for which voucher. 
On that  basis, it was recommended that the complainant be given a voucher to the value of R1 200 as she had spent over 
R1 200 in order to qualify for same, as per the terms and conditions of the promotion. The supplier accepted the 
recommendation and provided the complainant with a R1 200 voucher.

Online Shopping 
Loyalty Programmes 
in the digital world.
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CORPORATE GOVERNANCE REPORT
The CGSO is a non-profit company and an Ombud Scheme set up and accredited in terms of section 82(6) of the 
Consumer Protection Act, 2008 (“the CPA”). The purpose and object of the CGSO is to further the protection and 
promotion of consumer rights and improve the control over and quality of goods and services within the consumer 
goods and services industry.
 The governance of the CGSO is guided primarily by the Companies Act No. 71 of 2008 (“the Companies Act”), the 
CPA, the Consumer Goods and Services Industry Code of Conduct (“the Code of Conduct”) developed in terms of the 
CPA, the principles of the King Report on Governance, 2009 and the King IV Report on Corporate Governance for 
South Africa, 2016 (collectively “the King Reports”), the Company's memorandum of incorporation (“MOI”) and 
various internal rules and policies.
 
Board of Directors

The Board complement is prescribed by the Company's MOI, which provides for a minimum of nine (9) and a 
maximum of fifteen (15) directors, with specific requirements for the representation of the manufacturing and 
retail sectors, industry associations, consumer bodies and additional independent directors, as deemed 
appropriate by the Board.

The Board is chaired by an independent non-executive director and a representative of the consumer body, the 
Black Sash, Ms Thandiwe Zulu, since June 2017. The Board is properly representative of the various sectors, as 
prescribed by the MOI. Members of the Board include consumer body representative, Mr Clifton Johnston (South 
African National Consumer Union - SANCU); industry associations' representative, Mr Gwarega Mangozhe (Consumer 
Goods Council of South Africa NPC - CGCSA); retail industry representatives, Mr Michael Lawrence (National 
Clothing Retail Federation of South Africa – NCRF), Ms Debra Muller (Pick n Pay); and manufacturing industry 
representatives, Mr Ravi Pillay (Nestlé) and Mr Nishaan Pursad (Tiger Brands). 

During the course of the financial year-end, Mr Grattan Kirk, Mr Russel Behrens and Ms Patricia Pillay retired by 
rotation and Mr Nishaan Pursad joined the Board. Post the financial year-end, Ravina Reddy joined the Board as an 
independent non-stakeholder director. 

In October 2018, after a lengthy process of recruiting for a permanent Ombudsman, the Board appointed Ms 
Magauta Mphahlele as the Ombudsman for a period of 3 years. With the new Ombudsman's position being a part-
time position, the Board also appointed Ms Queen Munyai as the CEO heading the operations, whilst the 
Ombudsman is responsible for spearheading the dispute resolution aspects of the organisation.  

Responsibilities of the Board

The duties and responsibilities of the Board are embodied in the Companies Act, the King Reports, the Company's 
MOI, the Code of Conduct, as well as its terms of reference, which are reviewed annually to ensure alignment with 
changes in legislation and non-binding codes. 

The Board provides the executive management with a clear strategic direction, as documented in the Company's 
strategic plan which is compiled after the Board annual strategic planning meeting. The Board ensures that it 
effectively monitors all managerial and Company decisions and transactions by receiving quarterly reports 
detailing all significant operational, risk, financial and non-financial occurrences as well as progress with case 
management. This is facilitated through quarterly Board and committee meetings. The Board operates 
independently of the Ombudsman in the dispensing of complaints. Thus, the Ombudsman has absolute discretion on 
how she resolves disputes and the Board has no influence on the outcome of complaints. On the other hand, to 
preserve the principle of independence, the Ombudsman, being the only executive director, has no voting power at 
Board meetings. The views and inputs of the Ombudsman are however taken into consideration by the Board, in 
reaching decisions.

Directors are appointed through a process involving the HR and Nominations Committee and ultimately the Board. 
Thereafter, directors are taken through an induction process in order to familiarise them with the operations of the 
Company, the general governance framework and the industry within which the Company operates. In the near 
past, the Board has conducted an assessment of its effectiveness and a collective training, which processes assist 
the Board in reflecting on its role and effectiveness in discharging its duties. The Board is thus fairly satisfied with its 
compliance and adherence with non-binding codes and any identified gaps are addressed. 
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 * Mr Kirk and Mr Behrens retired during the year and Mr Pursad joined the Board during the year
** Ms Pillay was an alternate director to Mr Mangozhe and only attended in his absence. 
    
Committees of the Board

The Board has appointed the Audit and Risk Committee, chaired by Mr Michael Lawrence and the HR and 
Nominations Committee, chaired by Mr Clifton Johnston.

Audit and Risk Committee

During the year under review, the Audit and Risk Committee was constituted by four (4) non-executive directors, Mr 
Grattan Kirk (Chairman), Mr Russell Behrens, Mr Gwarega Mangozhe and Ms Debra Muller. Upon Mr Kirk and Mr 
Behrens' retirement during the course of the year, Mr Michael Lawrence joined and chaired the Committee. Soon 
thereafter, Mr Pursad joined the committee as an additional member. The Committee members are adequately 
skilled to carry out the functions of the Committee and the Chairman of the Committee possesses vast experience in 
financial matters. 

The Audit and Risk Committee has been established in accordance with the requirements of the Companies Act, the 
recommendations of the King Reports and Board approved terms of reference. In keeping with its duties contained 
in the Companies Act, the Committee considers all financial requirements prior to presentation to the Board. 

The Committee monitors the role and effectiveness of the external audit and considers and signs off on the annual 
financial statements prior to submission to the Board. In line with the requirements of the Companies Act, the 
Committee has prepared a report describing how it has carried out its functions during the financial year under 
review. 

During the 2019 financial year the Board held six (6) scheduled meetings including a Board strategy meeting, which 
is scheduled annually to review its ongoing strategy.  Details of the number of Board meetings and attendances are 
contained in the table below.

Ms Thandiwe Zulu (chairperson)
(Black Sash)

Mr Grattan Kirk
(Tiger Brands)

Mr Gwarega Mangozhe
(CGCSA)

Mr Clifton Johnston
(SANCU)

Mr Ravintheran Pillay
(Nestlé)

Mr Russell Behrens
(Tiger Brands)

Mr Michael Lawrence
(NCRF)

Ms Debra Muller
(Pick n Pay)

Ms Patricia Pillay
(CGCSA)

Mr Nishaan Pursad
(Tiger Brands)

Ms Magauta Mphahlele
(Ombudsman / Executive Director

Ms Queen Munyai
(CEO)

Members Meeting Attendance 

5/6

1/2*

3/6

6/6

4/6

0/2*

6/6

5/6

1/4**

4/4*

6/6

6/6
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*** Executives

HR and Nominations Committee

During the year, the HR and Nominations Committee was constituted by three (3) non-executive directors and the 
committee is chaired by Mr Clifton Johnston, with Ms Thandiwe Zulu and Mr Michael Lawrence as the additional 
members. Mr Lawrence resigned from the Committee during the course of the year to join the Audit and Risk 
Committee. The created vacancy has been filled by the new director, Ms Ravina Reddy. 

The role of this committee is to consider and advise the Board on the Company's general framework on 
remuneration of employees including the executives, as well as matters relating to performance and human 
resources aspects of the business operations. The Committee further deals with the nomination of non-executive 
directors to serve on the Board.

During the year under review the Committee held three (3) scheduled meetings to consider matters falling within 
its mandate. The members of the committee engage on an ad hoc basis to deliberate on issues such as the 
recommendations for appointment of non-executive directors during the course of the year. The table below 
depicts the attendance at the Committee meetings held during the financial year. 

Mr Michael Lawrence
(Chairman)

Mr Grattan Kirk

Mr Russell Behrens

Mr Gwarega Mangozhe

Ms Debra Muller

Mr Nishaan Pursad

Members Meeting Attendance 

2/2

1/1

0/1

2/3

3/3

2/2

1/3

3/3

Ms Magauta Mphahlele***

Ms Queen Munyai***

Mr Clifton Johnston
(Chairman)

Mr Michael Lawrence 

Ms Thandiwe Zulu

Members Meeting Attendance 

3/3

1/1

3/3

2/3

3/3

Ms Magauta Mphahlele***

Ms Queen Munyai***
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Rules

Governance Mission Ethics

Decisions Committees

Recruitment Committee 

In addition to the standing Board committees, during the financial year the Board appointed an ad hoc Recruitment 
Committee, the sole purpose of which was to conduct the recruitment process of the Ombudsman, as prescribed by 
the Code of Conduct. The Committee was properly constituted in line with the requirements of the Code of Conduct 
and fulfilled its duties, a process which resulted in the appointment of Ms Mphahlele as the Ombudsman.

Company Secretary

Ms Nozuko Mxunyelwa has served as the Company Secretary of the Board since incorporation and continues to assist 
the Board with governance and company secretarial functions on an outsourced basis. The Company Secretary 
meets the requirements of the Companies Act and is independent and fully empowered by the Board to perform her 
functions. Amongst other duties, the Company Secretary ensures the Company's adherence to all legislative, 
regulatory and stakeholder requirements by advising and informing the Board on all legislation and governance 
matters affecting the Company. She also ensures that the meeting proceedings and resolutions of the Board and 
committees are properly recorded, communicated and implemented. The Company Secretary is also responsible 
for ensuring that new directors receive appropriate induction and access to specifically required training 
programmes to help them execute their duties diligently and effectively.

Directors' remuneration

The Company's MOI provides that unless deemed appropriate by the Board at its discretion, directors do not get paid 
any Board fees, save for reasonable travel costs in certain instances. The Board has in the past, resolved that 
certain non-stakeholder directors who do not represent the retail nor the manufacturing sector, will be paid Board 
fees. 

Lastly, on recommendation by the HR and Nominations Committee, the Board determines the remuneration and 
incentives for the Ombudsman and senior executives. The remuneration of the directors is disclosed in the annual 
financial statements. 
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REPORT BY THE AUDIT AND RISK 
COMMITTEE 

During the year under review, the Audit and Risk Committee (“the Committee”) performed its functions in 
accordance with section 94(7) of the Companies Act, No. 71 of 2008, as amended (“the Companies Act”). The 
Committee has adopted appropriate formal terms of reference which are reviewed annually. The Committee has 
discharged its responsibilities as contained in the terms of reference and in compliance with the Companies Act.

During the year under review, the Committee comprised of four (4) non-executive directors. The Committee held 
three (3) scheduled meetings for the year ended 28 February 2019.

In the conduct of its duties, the Committee has performed the following activities:

Ÿ Recommended for re-appointment, the current independent auditor for the Company who, in the opinion 
of the Committee, is independent of the Company;

Ÿ Determined the fees to be paid to the independent auditor and the independent auditor's terms of 
engagement;

Ÿ Ensured that the appointment of the independent auditor complies with the Companies Act and any other 
legislation relating to the appointment of auditors;

Ÿ Received and reviewed reports from the independent auditor concerning the effectiveness of the 
Company's internal control environment, systems and processes;

Ÿ Reviewed the Company's business risks as well as the measures put in place to ensure that business risks are 
properly addressed through the Company's risk management, monitoring and assurance processes;

Ÿ Reviewed the reports of the independent auditor detailing their concerns arising out of their audits and 
requested appropriate responses from management which resulted in their concerns being addressed;

Ÿ Reviewed and recommended for adoption by Company's Board, such financial information that is publicly 
disclosed for the year ended 28 February 2019;

Ÿ Made appropriate recommendations to the Company's Board regarding the corrective actions to be taken 
as a consequence of audit findings;

Ÿ Reviewed the Company's compliance with legal and regulatory provisions; and

Ÿ Reviewed the adequacy, reliability and accuracy of the financial information provided to management and 
other users of such information;

In the opinion of the Committee, the internal controls of the Company are considered appropriate to meet the 
business objectives of the Company, ensure the Company's assets are safeguarded, and ensure that transactions 
undertaken are recorded in the Company's accounting records. Where weaknesses in specific controls have been 
identified, management has undertaken to implement the appropriate corrective actions to mitigate the identified 
weaknesses.

The independent auditor has unlimited access to the Chairman of the Committee and holds separate meetings with 
the Committee, if deemed necessary. 

MICHAEL LAWRENCE
CHAIRMAN OF THE AUDIT AND RISK COMMITTEE
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Directors' Responsibilities and Approval  
 
The directors are required in terms of the Companies Act of South Africa to maintain adequate accounting records and are 
responsible for the content and integrity of the financial statements and related financial information included in this report. 
It is their responsibility to ensure that the financial statements fairly present the state of affairs of the company as at the 
end of the financial year and the results of its operations and cash flows for the period then ended, in conformity with the 
International Financial Reporting Standard for Small and Medium-sized Entities. The external auditor is engaged to express an 
independent opinion on the financial statements. 
 
The financial statements are prepared in accordance with the International Financial Reporting Standard for Small and 
Medium-sized Entities and are based upon appropriate accounting policies consistently applied and supported by reasonable 
and prudent judgements and estimates. 
 
The directors acknowledge that they are ultimately responsible for the system of internal financial control established by the 
company and place considerable importance on maintaining a strong control environment. To enable the directors to meet 
these responsibilities, the board sets standards for internal control aimed at reducing the risk of error or loss in a cost 
effective manner. The standards include the proper delegation of responsibilities within a clearly defined framework, 
effective accounting procedures and adequate segregation of duties to ensure an acceptable level of risk. These controls are 
monitored throughout the company and all employees are required to maintain the highest ethical standards in ensuring the 
company’s business is conducted in a manner that in all reasonable circumstances is above reproach. The focus of risk 
management in the company is on identifying, assessing, managing and monitoring all known forms of risk across the 
company. While operating risk cannot be fully eliminated, the company endeavours to minimise it by ensuring that 
appropriate infrastructure, controls, systems and ethical behaviour are applied and managed within predetermined 
procedures and constraints. 
 
The directors are of the opinion, based on the information and explanations given by management, that the system of 
internal control provides reasonable assurance that the financial records may be relied on for the preparation of the financial 
statements. However, any system of internal financial control can provide only reasonable, and not absolute, assurance 
against material misstatement or loss. 
 
The directors have reviewed the company’s cash flow forecast for the 12 months from date of approval of this report and, in 
the light of this review and the current financial position, they are satisfied that the company has or has access to adequate 
resources to continue in operational existence for the foreseeable future. 
 

 
 
Director Director  
 

 
 
The company's external auditor is responsible for independently auditing and reporting on the company's financial 
statements. The financial statements have been audited by the company's external auditor and the report is presented on 
pages 30 to 31 (Financial Report). 
 
The annual financial statements set out on pages 32 to 33, which have been prepared on the going concern basis, were 
approved by the board on 25 June 2019 and were signed on its behalf by:  
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Statement of Surplus or Deficit and Other Comprehensive Income 
 

Figures in Rand Notes 2019 2018 

Revenue 7 14 824 390 15 804 616 
Other income - 5 597 
Operating expenses (12 430 461) (10 172 343) 

Operating surplus 8 2 393 929 5 637 870 
Investment income 9 1 259 208 386 395 
Finance costs 10 (32 512) - 

Surplus for the year 3 620 625 6 024 265 

Other comprehensive income - - 

Total comprehensive income for the year 3 620 625 6 024 265 
   

 
Consumer Goods & Services Ombud (Non-Profit Company) 

  

Annual Financial Statements for the year ended 28 February 2019   

Statement of Financial Position as at 28 February 2019 
  

Figures in Rand Notes 2019 2018 

Assets 
  

Non-Current Assets   

Property, plant and equipment 2 131 942 128 874 

Current Assets 
  

Trade and other receivables 3 575 982 2 484 920 
Cash and cash equivalents 4 16 019 811 10 366 598 

 16 595 793 12 851 518 

Total Assets 16 727 735 12 980 392 

Equity and Liabilities 
  

Equity   

Retained income 14 911 820 11 291 195 

Liabilities 
  

Current Liabilities   

Trade and other payables 5 1 013 149 1 284 157
Deferred income 6 802 766 405 040

 1 815 915 1 689 197

Total Equity and Liabilities 16 727 735 12 980 392
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Consumer Goods & Services Ombud (Non-Profit Company) 
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Statement of Changes in Funds and Reserves 
Accumulated Total funds 

Figures in Rand Funds and reserves 

Balance at 01 March 2017 5 266 930 5 266 930 

Total comprehensive income for the year 6 024 265 6 024 265 

Balance at 01 March 2018 11 291 195 11 291 195 

Total comprehensive income for the year 3 620 625 3 620 625 

Balance at 28 February 2019 14 911 820 14 911 820 

Statement of Cash Flows 
Figures in Rand Notes 2019 2018 

Cash flows from operating activities 

Cash generated from operations 12 4 511 184 5 075 905 
Interest income 9 1 259 208 386 395 
Finance costs 10 (32 512) - 

Net cash from operating activities 5 737 880 5 462 300 

Cash flows from investing activities 

Purchase of property, plant and equipment 22 (87 268) (94 643) 
Proceeds on disposal of property, plant and equipment 2 601 8 807 

Net cash from investing activities (84 667) (85 836) 

Total cash movement for the year 5 653 213 5 376 464 
Cash at the beginning of the year 10 366 598 4 990 134 

Total cash at end of the year 4 16 019 811 10 366 598 
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OUR TEAM

Front row from left : 

Priviledge Ndou
Finance

Ouma Ramaru
Media

Tsholofelo More
Call Centre

Magauta Mphahlele
Ombudsman

Queen Munyai
CEO

Selloane Motsamai
Intern

Audry Ramaloko
 Administrator

Veronica fokwane
Cleaner

 

Second row from left:

Mantombi Rikhotso 
Administrator

Mpho Neluheni 
Administrator

Zandile Hlongwane
Adjudicator

Katlego Lehabe
New Business

Nadima Hartley
Administrator

Bongiwe Myeni
New Business

Penelope Kwape
Administrator

Theodore Luthuli
Call Centre

Lindiwe Hlatshwayo
Executive PA

 

Third row from left :

Bonita Hughes
Complaints Manager

Mokgosi Rampa
Adjudicator

Gladys Manyobe
Receptionist

Obakeng Rammila
Intern

Siyanda Tyikwe
Administrator

William Mmotong
Intern

 
Absent :

Jeremy Samuels
Call Centre Team Leader

Rhoda Maphosa
Finance

Nomsa Tokoane
Intern
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