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1. EXECUTIVE SUMMARY 

The current Corporate Plan, which sits at the apex of focus areas, is ensuring that the 

emphasis of this strategic cycle is directing all efforts towards the financial sustainability of the 

SA Post Office and attaining profitability. There are seven focus areas aimed at resolving the 

SA Post Office’s profitability challenge as well as establishing the foundation for the 

implementation of Vision 2030: 

 Financial sustainability; 
 Optimised assets and 

infrastructure 

 Customers and 

communities first 

 Efficient systems and 

processes; 

 Digital transformation 

 Corporate governance. 

 Culture of excellence 

and 

Though the SA Post Office is currently not operating optimally, the organization remains 

focused on serving the needs of citizens, business and government. This will require an 

enterprise-wide effort to resolve a number of operational issues as outlined in this 

implementation plan that includes the higher focus on revenue retention and growth, filling of 

critical vacancies and sourcing the required partnerships to unlock the faster implementation 

of strategic initiatives geared at modernization and taking advantage of technology. 

The SA Post Office’s modernisation strategy focuses on increasing customer value by 

optimising and modernising our business segments. The primary goal of this strategy is to 

develop a seamless integration between the customer’s digital and physical activities. 

Fundamentally, the SA Post Office is working towards becoming a modern cyber-physical 

business. 

The modernisation of the SA Post Office will begin with the establishment of an integrated 

digital platform that shall improve the interconnectedness of the letter, financial and goods 

exchange platforms. While the modernisation strategy focuses on building the SA Post Office 

of the future, the objective of resolving the SA Post Office’s current financial challenges 

remains management’s foremost priority.  

The optimisation of staff to achieve fit-for-purpose ratios in critical areas of need and the 

assessment of the urban retail presence to present an optimal and viable operating model. All 

efforts are directed towards resolving the SA Post Office’s sustainability challenge as a result 

of poor performing revenue numbers whilst operating costs remain higher than revenues. 
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Strategic initiatives promoting operational efficiencies and the reduction of excessive costs will 

be prioritized and supported with adequate funding and resources. Resolution of challenges 

relating to tools of trade, mail automation, IT systems, security deficiencies and delivery is the 

priority for implementation in this year. 

e-Commerce remains a focal area for the SA Post Office in this planning cycle, especially the 

delivery of parcels and other upstream opportunities in this market. To adequately service this 

demand, the SA Post Office is planning to maximize efficiencies, strengthening customer trust 

through flexible and convenient on-time delivery standards and delivery options. We also 

recognize that collaboration and partnership between transport technology suppliers, industry 

suppliers, courier operators and retailers is an increasing industry trend that we intend to take 

advantage of.  

After the development of the Corporate Plan 2020/21FY the world and country have been 

affected by the Covid-19 pandemic. This pandemic has caused the loss of many lives around 

the world which forced Governments to implement shutdowns to restrict the movement of 

people to decrease the spread of the corona virus. Whilst international trade has come to a 

complete stop, the South African Government implemented the shutdown procedures from 26 

March 2020 until 17 April 2020. The lockdown has brought the domestic economy to a halt 

with only essential services operating. The SA Post Office forms part of the essential services 

for the payment of social grants. 

The pandemic spreading to South African meant that personal protective equipment had to 

be provided to all employees that working during the lockdown period. This impacted the post 

office as we had to undertake emergency procurement of sanitisers, gloves and masks. The 

post offices, processing centres, depots, regional and head office that are not involved on the 

payment of social grants had to be closed. The shutdown of the economy and restriction in 

the movement of people will greatly impact the revenues and cash inflows to SAPO from April 

2020.  The pandemic has however created opportunities for digital transacting and e-

Commerce, for which engagements are taking place with potential partners for online 

deliveries.   

The extension of the lockdown for an additional two weeks to the 30 April 2020 means that no 

trading will take place at the post office during the month of April 2020. This will have further 

negative impacts on the revenues, cash flows and implementation timelines of initiatives since 

the planning was done prior to the unanticipated global pandemic. There will also be further 

implications after the economy is restored as there are major changes expected in customer 

behaviour and how they undertake business in the future. The impacts on the Corporate Plan, 
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initiatives and targets will be assessed after the lockdown period and any adjustments that 

may be arise will be accounted for during the mid-term budget adjustment process. 

The implementation of the Corporate Plan still remains a critical focus for management. The 

traction on ensuring the successful completion of the identified initiatives is crucial for the 

recovery, relevance and sustainability of the SA Post Office. This therefore means that 

monitoring of performance on deliverables is vital. The governance structure of the EXCO has 

the Business Performance Committee that will be key in the monitoring of deliverables and 

key performance indicators. The SAPO Board and committees will also monitor performance 

to ensure delivery and mitigation of identified risks. 
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NOTES 

This document contains forward-looking statements regarding the outlook and targets of the South 

African Post Office Group and its subsidiaries. These statements are based on the information available 

when this document was produced, or our expectations derived from projections or assumptions made 

at the time of producing this document. 

Therefore these forward-looking statements are subject to a broad range of risks and uncertainties, 

including changes in the economic conditions or business trends, and revisions to laws or regulations. 

As a result, the actual results may vary from such statements. Furthermore, if significant unforeseen 

external factors arise, the initiatives contemplated in this implementation plan will be adjusted 

accordingly and all stakeholders will be timeously informed in this regard. 
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THE SA POST OFFICE STRATEGY DOCUMENT Framework 

The SA Post Office strategy document framework comprises of five levels. The SA Post Office 

Corporate Strategic Plan – level 1 - describes the organisation’s vision (or long-term 

direction), future state and strategic purpose/mission within government and the wider 

economy. Essentially the Corporate Strategy provides a broad description – the “what and 

why” - of the organisation’s long-term strategy.  

The SA Post Office Business Strategy - level 2 – discusses “how” the organisation intends 

on competing in the markets in which it operates. This is strategy has a dual outcome, in that, 

it articulates how the SA Post Office will deliver its social mandate obligations and at the same 

time, describes how the organisation intends to generate revenue from its commercial 

business activities. This document describes the specific activities that are planned for the SA 

Post Office core lines of business, i.e. Postal Services, Parcel & Courier, Financial Services, 

Digital Services and Properties. 

The third level is concerned with the 

operational perspective of the organisation. 

There are a number of key operational and 

support units that must collectively deliver 

the objectives defined in the Corporate and 

Business strategies. Therefore, these 

functional strategies – “who, where and 

when” - focus on optimising the staff, 

processes, resources and systems required 

to ensure the successful delivery of the level 

1 and 2 strategies. 

Finally, level four is related to the portfolio 

of projects that are selected, prioritised and 

approved during each financial year of the strategic cycle. While level five provides a mapping 

of key corporate, business and functional performance indicators and targets for at the start 

of each financial year which are assigned to the relevant business executive. 

All critical information, strategic objectives, and key performance indicators are reported 

against a predefined schedule and, tracked and monitored by various oversight committees 

throughout the year. As and when required, adjustments are made to plans and these are 

communicated to all key stakeholders timeously. 

Figure 1 Strategy Document Framework 
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DOCUMENT PURPOSE 

This document provides a consolidated view of the strategic plans, programs of work and 

performance indicators planned for this FY2020/21 and medium term. It is structured as 

follows: 

Section Strategy Level Description 

Section A Corporate Strategy 
Summary of Vision 2030 & the Corporate plan 

FY2020/21 

Section B 

SAPO Business & 

Functional 

Strategies 

Provides a detailed overview of the business 

strategies and operations that support those lines 

of business. 

Section C 
Strategic Project 

Portfolios 

Describes the various of programs of work 

planned for implementation 

Section D Key Performance 

Indicator Map 

Indicates the linkages and alignment of corporate 

and functional performance indicators 

Section E 

Implementation 

Risk Management 

Plan 

Highlights the critical risks that impact the 

delivery of the strategy and also indicates the 

mitigation actions linked to the risks 

Section F 

Performance 

Monitoring and 

Reporting 

Provides a summary of the intended reports 

inclusive of submission schedules and the 

monitoring committee that will oversee the 

delivering of strategy. 
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2. OVERVIEW OF THE CORPORATE PLAN: FY2020/21 – 2022/23 

The long-term vision of the SA Post Office is to establish sufficient market equity in the brand 

so that the organisation can be recognised as a strategic component of government’s national 

infrastructure and is noted for its role fulfilling social and economic development goals, 

particularly in under-serviced communities. 

In this regard, management has developed a corporate strategy, Vision 2030, which directs 

the strategic actions over the next three strategic cycles. Central to this plan is the strategic 

outcome of transitioning the organisation from its current traditional post operator role to an 

integrated service and delivery platform that effectively facilitates the modernised movement 

of information, goods and money.  

Most importantly, this platform will aim to ensure the long-term continuation of the SA Post 

Office’s core purpose, that is, to serve citizens, business and government and all who deal 

with them, every day. 

Figure 2: The Modern SA Post Office Business Model 
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The fulfilment of the SA Post Office mission occurs through three primary lines of business 

which are supported by key capabilities and infrastructure components. Also, the organisation 

has secondary lines of business as well. 

Primary Lines of Business 

1. Postal Services 1. The collection, processing and delivery of physical letters 

2. Courier and 
Parcels 

2. The time-sensitive collection, processing and delivery of parcels 
(max 30kg). 

3. Financial 
Services 

3. The facilitation of retail payment and purchase services 

4. Social Grant payment services 

5. Money Transfer Services 

6. Government Services 

Secondary Line of Business 

4. Digital Services 
 Secure Digital Certificates 

 Secure Digital Signatures 

5. Properties  Property Rentals and Leasing 

The provision of these products and services to customers is underpinned by the following 

market value proposition: 

Attribute SAPO is known for… 

Convenience  Easy access to simple and easy to use products and services. 

Value 
 Relevant products and services that fulfil customer needs and 

expectations 

Trust 

 Secure and safe handling of physical items and electronic data whilst 

maintaining customer privacy throughout the collection and delivery 

process 

Reliability  Reliable, consistent and speedy service 

Reach 

 The availability of a point of presence network that is a convenient 

distance from home, work and social environments 

 Ensuring availability of postal network in rural and outlying areas 
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2.1. VISION 2030 STRATEGY OVERVIEW 

The SA Post Office is currently experiencing declining volumes and contracting market share 

across all revenue streams leading to significant financial challenges for the organisation. This 

situation is primarily driven by digital substitution, escalating operating costs and a failure to 

modernise the business timeously. 

Figure 3: Strategic Turnaround Objectives 

 

It is accepted that the move towards a profitable position, requires the organisation to increase 

its share of the market and the volumes generated by these markets. This requires significant 

effort towards improving the everyday delivery of its value proposition to its customers. The 

successful delivery of the value proposition rebuilds trust in the brand which, potentially, leads 

to higher volumes and market share growth and ultimately higher revenue growth.  Within this 

context, management have selected various strategies, along with associated objectives, that 

lead to achieving the goals discussed above. 
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2.2. STRATEGIC POSITIONING 

Vision 2030 positions the SA Post Office as a best cost service provider in the market while 

the establishment of an integrated platform enables the SA Post Office to further differentiate 

itself in the market by providing a customisable set of services and products to specific 

customer segments and markets. 

 STRATEGIC POSITIONING 1 

About 60% of the SA Post Office infrastructure is located in outlying and rural areas. This 

infrastructure will be leveraged and the quality and range of services provided to communities 

residing in these localities will be optimised.  

Figure 4: Strategic Positioning Objective 1 

 

The following will be prioritised: 

1. The provision of government services such as social grant payments, textbook distribution, 

set-top box distribution and motor vehicle license renewals, amongst other services. 

2. Financial services, specifically payments and money transfer services. 

3. Strategic partnerships will be established with courier companies to provide distribution 

services in areas where they don’t operate. 

4. Low cost broadband services will be launched to enable better access to the South African 

digital economy. 
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5. The SA Post Office will seek to partner with online retailers to deliver parcels in outlying 

areas. 

 STRATEGIC POSITIONING 2 

The second market positioning of the SA Post Office is within the small business sector. Within 

this sector, the SA Post Office will focus its effort on providing an end-to-end logistics service 

to small and medium businesses. 

Figure 5: Strategic Positioning Objective 2 

 

The following is prioritised for the sector: 

1. Establish distribution and storage partnership with SMME’s. 

2. Establish agreements with international postal operators facilitate access to international 

markets as well as cost-effective parcel delivery services. 

3. Establish a clearing and forwarding capability 

4. Revitalise the freight business segment 

5. Launch the SAPO Digital Mall 
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 STRATEGIC POSITIONING 3 

In-line with the SA Post Office strategic objective of positioning the organisation as a strategic 

component of government’s infrastructure, management will pay particular attention to 

strengthening the quality and overall efficiency of government services currently provided. 

Figure 6: Strategic Positioning Objective 3 

 

To this end, initiatives that improve the organisations ability to provide government services at 

higher standards will be prioritised. 

In addition to the above, the SA Post Office will also ensure the efficient delivery of mail items 

across areas of the country, with a specific focus on high volume catchment areas. To this end, 

management will initiatives that drive operational efficiency throughout its postal and parcel 

operations. 

 

 

 



For SAPO internal use only     

18 | P a g e  
 

STRATEGIC 

POSITIONING 

STATEMENT 

DESCRIPTION KEY CUSTOMER SEGMENTS KEY PRODUCTS 

Be a leading service 

provider in under-

serviced communities 

The SA Post Office aims to ensure the 

availability of affordable and relevant 

products and services which are 

conveniently accessible to residents 

located in under-serviced communities. 

1. Social Grant Beneficiaries 

2. Medical Institutions and 

Businesses 

3. Educational Institutions and 

departments 

4. Small Business sector 

5. Mass market consumers 

6. Large and medium entities with 

high volume parcel needs 

1. Government services 

 Social Grant Services 

 Distribution of Textbooks 

(elementary, secondary, 

and tertiary) 

 Distribution of Set-top 

boxes 

 Distribution of Chronic 

medication 

 Motor Vehicle License 

renewals 

2. Digital Services 

 Ecommerce for SMME’s 

 Logistics services for 

SMME’s 

3. Financial Services 

 Money Transfer facilities 

 Banking Services 

 Financial assurance 

products 
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STRATEGIC 

POSITIONING 

STATEMENT 

DESCRIPTION KEY CUSTOMER SEGMENTS KEY PRODUCTS 

 Prepaid Products such as 

electricity, tickets 

Be a national Full Party 

Logistics Services 

Provider to the Small 

Business Sector 

Provide a full party logistics service to the 

small business sector.  

1. Small Business sector 

2. Courier Operators 

3. Food Manufacturers 

4. Wholesalers 

5. Online Retailers with no physical 

infrastructure 

6. Businesses and Consumers with 

international distribution needs 

1. Courier Services 

 SMME courier services 

2. Warehousing Services 

 SMME national 

warehousing network 

 Clearing and Forwarding 

services 

 Online Retailer 

warehousing services 

3. International Distribution 

Services 

 Establish Ecommerce for 

Africa UPU hub network 

Be an integrated 

physical and digital 

platform for government 

services 

Modernise the SA Post Business to offer 

key government services via an integrated 

service and delivery platform 

1. Business and Consumers who 

utilise digital platforms 

1. E-Government Services 

 Broadband services 

 Various government 

services, e.g. Social 

Identity cards, Passports, 

etc. 
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STRATEGIC 

POSITIONING 

STATEMENT 

DESCRIPTION KEY CUSTOMER SEGMENTS KEY PRODUCTS 

2. E-Postal Services 

 E-register Letters 

 Hybrid Mail services 

 Digital Signatures and 

Addressing Services 

Be a Postal Operator 

that is recognised for an 

efficient and timely 

delivery of postal items 

Optimise its Postal and Parcel operations 

to improve the delivery of the 

organisation’s value proposition, with a 

specific focus on high volume catchment 

areas. 

1. Businesses with high volume letter 

delivery requirements 

2. Advertising Sector 

3. Direct Marketing entities 

4. Communications & Media 

Companies 

1. Postal Delivery Services 

2. Addressing Services 

3. Secure Mail Services 

4. International Mail items 
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KEY STRATEGIC DECISIONS: 

The following decisions direct the strategies selected for implementation during this strategic 

cycle: 

1. Address the revenue performance of each business segment and, collectively aim to 

resolve the overall financial challenges facing the organisation. 

2. Improve the organisation’s productivity levels through operational improvements and 

enhancements. 

3. Reduce the cost of business and forward these benefits to customers. 

4. Enhance customer value by effectively delivering the organisation’s market value 

proposition. 

5. Strengthen the core business capabilities and ensure that they are adequately 

capacitated with the requisite skill, facilities, systems and business tools. 

6. Modernise the SA Post Office by introducing current and future technologies into the 

organisation. 

2.3. KEY CORPORATE STRATEGIES 

The SA Post Office has developed a variety of corporate strategies address market factors 

specific to the various lines of business that it operates. 

Figure 7: Vision 2030 Strategy 
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 CORPORATE STRATEGY 1: DELIVERING THE POSTAL MANDATE 

The South African postal market is currently in the mature stage and has begun to enter the 

declining stage as evidenced by the increasing availability of digital substitutions to written 

communications. This situation requires the SA Post Office to drastically reduce the cost of 

operations to improve the profitability of this segment.  

As such, this line of business segment will follow a low-price strategy as per regulations and 

provide the market a basic letter delivery service at acceptable quality and delivery standards. 

This requires the postal service operations to significantly improve its productivity standards 

as well as implement tighter control of core costs such staff, properties and transport. 

In addition, management will also seek to improve the regulatory oversight of the reserved 

area and encourage customers to adhere to the Postal Act which mandates as the SA Post 

Office as the only entity allowed to deliver mail items up to 1kg.  

 CORPORATE STRATEGY 2: EXPANDING THE COMMERCIAL MARKET SHARE 

With regards to the SA Post Office commercial activities, the primary strategy is of a hybrid 

nature. Meaning that this strategy is a combination of best cost and differentiation objectives. 

Thus the SA Post Office will seek to provide services and products at better prices than its 

competitors and at the same time, differentiate itself from its competitors by providing 

customised solutions to its target customers. 

The SA Post Office has a distinct advantage of competitors in that ~60% of its infrastructure 

is already established in these rural and outlying areas. Management will leverage this 

infrastructure by partnering with industry leaders to provide a range of services which include 

financial services such insurance & banking, retail payments & money remittance services, 

courier and parcel distribution to these markets.  

A specific focus of this strategy is the small business sector and providing this customer 

segment a range of products and services that enable them to effectively grow their business. 

A key product aimed at this segment is the SAPO Digital Ecommerce Mall which is planned 

for launch within the next three months. It is anticipated that the ecommerce mall which provide 

SMME’s wider access to untapped markets, domestic and international.  

Utilising a lock-in strategy, the SA Post Office will ensure that it is the sole fulfilment partner to 

SMME’s that lease online shops from the SAPO eMall. This fulfilment service also includes 

the provision of a national warehouse service to SMME’s as well. 
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In addition, the SA Post Office will also begin the process of establishing a logistics capability. 

The first phase of this logistic strategy comprises of implementing a clearing and forwarding 

warehouse, increasing revenue generated by co-loading activities and distributing chronic 

medication to rural and outlying areas. 

A key differentiator that sets the SA Post Office apart from its competitors is the provision of 

various government services such as social grant payments, motor vehicle renewal and the 

distribution of textbooks and set-top decoders (includes unsubsidised market). 

This is a highly critical success factor to attaining its goal of being regarded as a strategic arm 

of government’s national infrastructure. Therefore initiatives that improve the productivity 

standards and quality of government services will prioritised during this strategic cycle. 

Attaining success in the provision of the current government services critically positions the 

SA Post Office to gaining future business from government. 

 CORPORATE STRATEGY 3: MODERNISING THE BUSINESS 

Faced with competition from private operators and faster alternative means of 

communications, Postal operators are under pressure to diversify into new products and 

services.  There is a growing realisation, globally, by postal operators that Information and 

Communications Technologies (ICT) are making it possible for them to improve the quality of 

existing services and introduce new value-added services. 

The SA Post Office is in many instances facing similar challenges as it global counterparts 

and also plans to leverage ICTs to improve organisational efficiency and productivity and 

stimulate revenue growth. The SA Post Office modernisation strategies includes a mix of 

modernisation initiatives which will: 

1. Improve productivity and reduce key cost drivers. This includes launching existing 

technologies as well as innovative technologies into the organisation. 

2. Enable the organisation to launch digital services related to ePostal, eGovernment and 

eCommerce. 

3. Enhance the quality of existing services within the parcel and financial lines of business 

4. Provide enhanced value added services to existing products and services, e.g. hybrid 

mail as part of the physical mailing process. 
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For the SA Post Office to be successful with its modernisation efforts, the following success 

factors must be prevalent: 

 Digital Postal Services Policy and Regulations 

 A real-time operations driven network that supports business applications and a  

modern workplace 

 ICT based training and development programs to enhance the professional 

qualifications of employees 

 Funding for Feasibility and Research Studies for modernisation programs 

 Acquisition of ICT skills 

 Effective Project Planning and Implementation 

 Strategic Partnerships 

 Management and staff commitment to modernisation 

 CORPORATE STRATEGY 4: ENABLING THE BUSINESS 

The SA Post Office is moving towards a customer-focused culture and will therefore 

reorganise its focus and priorities to have a sharper focus on the customer, ensure a reliable 

on-time in-full delivery of mail, parcels, payments service and better management of 

operations inclusive of business functions, infrastructure and systems.  

Essentially, the “Enabling the Business” strategy is about ensuring that the organisation’s 

operational environment is configured to sustain market competitiveness and customer 

(internal and external) satisfaction levels. Thus this strategy focuses on achieving higher 

productivity levels at a lower cost, ensuring market competitiveness and improving customer 

satisfaction levels. 

Table 1: Customer Expectations and SAPO CVP Alignment 

Customer Expectations SAPO Market Value Proposition 

Performance 

1. Quality 

2. Consistency 

3. Business 

Continuity 

4. Variety/Suitability 

 

Trust 

 Secure and safe handling of 

physical items and electronic data 

whilst maintaining customer privacy 

throughout the collection and 

delivery process 

Convenience 

5. Time availability 

6. Location 

availability 

7. Information 

availability 

 

Convenience/

Reach 

1. Easy access to simple and easy to 

use products and services 

2. National Delivery network 

3. National Post Office Branch 

Network 

Economy 

8. Competitive 

pricing 

9. Value for money 

Value 
 Relevant products and services that 

fulfil customer needs and 

expectations 

Reliability 
10. On-time In-full 

Delivery 
Reliability 

 Reliable, consistent and speedy 

service 
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The primary outcome of this strategy is to improve customer retention as well as drive new 

customer acquisition across all business lines. This requires the overall operations and 

productivity standards of the organisation to be optimised. Strategic success will be 

determined by measuring, amongst other performance indicators, the percentage of the sales 

derived from existing customers versus new customers, volumes generated by existing 

customers versus new customers and customer migration to alternative product substitutes 

and competitors. These performance indicators apply to all lines of business. 

Figure 8: Optimising the SA Post Office Value Chain 

 

Initiatives, falling within the boundaries of this strategy, which optimise the various value 

chains will be prioritised over the next two years. In addition, initiatives that contribute to 

improved efficiency within the operations environment, better customer service and delivery 

standards as well as the elimination of overhead costs will also be prioritised. 

A major priority for management during this strategic cycle is to improve the organisation’s 

market competitiveness. To this end, the SA Post Office will apply Lean Management 

principles to guide its continuous improvement programmes. 

This will require the SA Post Office to review its line of business value chain/s and, specifically 

the core business processes, systems and staff, so that the organisation’s competitive 

advantages are strengthened in the market. 

 



For SAPO internal use only     

26 | P a g e  
 

The stabilisation strategy comprises of initiatives that drive operational efficiency in various 

areas of the value chain, such as: 

1. Operations 
2. Transport & 

Distribution 
3. Group Technology 

4. Post Office Branch 

network & Digital Sale 

channels 

5. Sales & Marketing 

inclusive of product 

management 

6. Customer Service 

Channels 

STRATEGIC FOCUS AREAS 

There are seven focus areas that drive the organisation’s strategic journey towards regaining 

its market relevance and attaining financial sustainability.  These focus areas cover various 

areas of the organisation and guide the selection of initiatives planned for implementation over 

the strategic cycle. 

Table 2: Corporate Plan Focus Areas 

No FOCUS AREA OUTCOME 

1 Financial Sustainability  To be Financially Sustainable and achieve a positive net 

financial and cash position 

2 Optimised Assets and 

Infrastructure 
 Improve Return on Assets 

 Achieve a positive return on assets 

3 Customers and 

Communities First 

 Continued service provision  in underserviced communities 

(USO / Financial  / SASSA) 

 Improve the customer experience at all points of presence 

 Enhanced Brand Equity 

4 Efficient Systems and 

Processes 
 Improved service delivery to all customers 

 Optimised and modernised core business capabilities 

5 Digital Transformation  Improved Market Relevance through Digital Transformation 

 Increase customer access to digital services 

6 Culture of Excellence  Improved Organisational Performance 

 Have engaged and high performing employees 

7 Corporate Governance 
 Strengthened Organisational Governance 

 Well entrenched and consistently applied Governance 

principles in managing the organisation 
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Figure 9: Corporate Strategy Map 

 

The following section outlines the key priorities planned for implementation during this 

FY2020/21. The sections thereafter discuss the SA Post Office business strategy which 

outlines how the organisation intends to improve its competitiveness in the market. The 

subsequent section outlines the SA Post Office functional strategies that are designed to 

support the business and overall corporate strategy. 
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Assessment of the South African consumer show that customers: 

1. Are steadily becoming comfortable with transacting digitally and online purchases are 

increasing, particularly in Western Cape, Gauteng and Kwa-Zulu Natal 

2. Are becoming accustomed to 24/7 access to products and services and expect a 

reliable and consistent service at all times. 

3. Expect to shop conveniently and tend to prefer to shop at central points where all 

products and services are located close to each other. 

4. Are highly price-sensitive, want to be informed and expect value for money. 

5. Are willing to switch to businesses who offer the same level of service at a lower price. 

6. Are highly knowledgeable about prices, product features and business reputations. 

These customer expectations inform the 

adopted value proposition of the SA Post 

Office as well as its competitors. Therefore it 

is an imperative that SA Post Office fulfils its 

customer expectations if it is to be regarded 

as a competitor in the market. 

Assessing the SA Post Office effectiveness 

at delivering its value proposition, against its 

competitors, shows that the SA Post Office is 

lagging behind in some value attributes. This 

lag is a dominant reason for lower revenues 

and customer attrition. 

The SA Post Office will resolve this market lag by optimising a number of capabilities in the 

following areas: 

Business Capability Business Justification 

Product Selection & 

Pricing Strategies 

this enables the organisation to achieve its low-cost objectives and 

retain price-sensitive customers 

Sales & Marketing 

To drive revenue growth and volumes, the sales and marketing 

functions are planned for optimisation. A key focus will be to 

strengthen its customer relationships across all revenue lines. 

Channel Management 

Optimising the channel improves the convenience attribute of the 

value proposition. This also enables the SA Post Office to improve its 

24 hour accessibility and sales opportunities 

Optimised Operations 

Operations is fundamentally responsible for customer satisfaction, 

market competitiveness and lowering the cost of business. Significant 

efforts will be placed on improving the operations environment during 

FY2020/21.  

Figure 10: SAPO CVP Competitor Benchmark 
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3. CRITICAL DEPENDENCIES TO IMPLEMENTING THE CORPORATE PLAN 

There are a number of challenges that effect SAPO’s ability to function optimally resulting in 

high operating costs and declining revenues. These factors are also impeded the successful 

implementation of the Corporate Plan, Business Strategy and Functional unit strategies.  

Amongst these factors, the most severe issue facing the organisation is the availability of 

capex funding to implement critical initiatives. Following on the lack of funding is the severity 

of staff vacancies across the entire organisation. However along with the vacancy issue, the 

organisation’s workforce is also unbalanced, meaning there are more staff in areas with low 

demand and vice versa. Most staff also don’t have adequate tools of trade which further 

impedes their effectiveness and productivity. In addition, there are issues with accountability 

due to the high number of individuals acting is management positions and some are not as 

committed as to the effective delivery of results. In some areas, critical job functions such as 

product management, channel management and warehouse management don’t exist while 

some units have raised concerns about the skills of some staff. 

Another area of concern is the weak implementation culture of the organisation. This has issue 

is highlighted by the number of projects that have started but are not completed within the 

expected timelines and budget. This delays the benefit realisation these projects were 

anticipated to produce and seriously impacts the successful implementation of the business 

and functional strategies. 

Therefore this implementation plan will ensure that the key portfolios of projects are 

appropriately approved, adequately funded, resourced and is tightly and prudently managed 

to ensure that the anticipated benefits are realised as planned. To this end, the value of 

steering committees, delegation of authority, performance management, the allocation of 

resources and effective PMO oversight should not be under-estimated. 

While this section discusses the critical dependencies that contribute to the successful 

implementation of the corporate plan, the risk section will describe the risks that would 

significantly impact the realisation of the Corporate Plan and also outlines the mitigation plans 

that are in place, should the identified risk event materialise. 

The following sections discusses the financial plan for revenue and costs and thereafter 

outlines the key initiatives that are planned for implementation during this strategic cycle. 
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Figure 11: Key Organisational Challenges 

 



For SAPO internal use only     

31 | P a g e  
 

SECTION B: 

FINANCIAL STRATEGY 
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4. FINANCIAL STRATEGY (FY2020/21) 

The strategic financial objectives for the organisation are: 

1. Improve the cash flow of the organisation 

2. Ensure the growth in revenue across all lines of business through diversifying the 

product portfolio and modernisation of the organisation 

3. Reduce the cost base across all key cost drivers 

4. Leverage property portfolio to stimulate revenue growth 

 Postbank Transfer Pricing 

Currently the SA Post Office is under recovering costs from Postbank where braches and 

employees are utilised to complete Postbank related transactions. The transfer pricing 

charged to Postbank will be based on costing model results and benchmarked  against 

Commercial Banks, avoiding the subsidisation of Postbank and resulting in improved transfer 

pricing revenue. The projected increase in transfer pricing revenue is at R50m for 2020/21. 

 Corporatisation of Postbank 

The transfer of assets and liabilities to Postbank was effective on 01 April 2019, however 

notwithstanding the effective date, the physical transfer of assets and liabilities was delayed 

as Postbank not yet been fully capacitated with regards to personnel and still is reliant on the 

SA Post Office. Completion of the Corporatisation of Postbank is expected by 30 June 2020.  

 Funding required for Turnaround and CAPEX 

Losses for the 2019/2020 and prior FYs remain unfunded and a further loss is projected for 

2020/21 FY. The unfunded losses together with USO funding not being sufficient to attend to 

maintenance backlogs results in Capex funding being inadequate and funding for the 

turnaround is severely impacted. The poor financial position also impacts on the availability of 

potential partners funding the Capex requirements. Notwithstanding the poor “investability” of 

the SA Post Office, it is imperative that partnerships be identified and concluded to fund the 

Capex requirements and assist the turnaround of the organisation. 

 Average creditors payment of 30 days (Finance, accounts payable) 

The payment of suppliers within a period of 30 days is legislated by the PFMA. Currently 

payment delays are experienced due to impaired cashflow which has not improved to a level 

where a 30 day payment period can be observed. On time payment of suppliers will ensure 

timeous delivery of goods and services by Suppliers, improving organisational efficiency. 
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 Average Debtors collection days of 30 (Finance, collection) 

Based on preliminary financials for 2019/20 FY, debtors average payment is 50 days, mainly 

contributed by SASSA debtors. It is thus imperative that timeous submission of SASSA 

transaction for issuing the invoices for settlement by SASSA are maintained, improving 

cashflow. 

 Reduce cost to income ratio 

An Increase in revenue to cover the high fixed cost structure of the SA Post Office is required. 

Key to improving the revenue streams is diversification of revenue together with digitisation of 

operations. COVID-19 has negatively affected the SA Post Office operations and its current 

and potential revenue streams. Progress on planned initiatives to turn around the entity also 

been negatively affected.  

 Improve profitability, liquidity and solvency 

To improve profitability, liquidity and solvency it is critical maintain baseline revenue, reduce 

costs with precise and accurate implementation of revenue initiatives. Critical to this is to 

change the negative financial position into a surplus position, with the asset base to exceed 

liabilities. COVID-19 has negatively affected the SA Post Office operations and its current and 

potential revenue streams. Progress on planned initiatives to turn around the entity also been 

negatively affected. 

 

 

 

 

 

 

 

 

 

 

 



For SAPO internal use only     

34 | P a g e  
 

4.1. REVENUE BUDGET FORECAST 

Revise table 

Table 3: SA Post Office Revenue Forecast 

Post Office Company Revenue Driver 
FY20/21 
R’000 

 % Contribution 
Total  

Total Revenue Forecast 5 306 501 ≈100%  

SAPO Revenue Baseline 3 637 871 ≈74% 

Sales 
  

Postal Services 3 061 945 60% 

Courier & Parcels 116 711 5% 

Financial Services 405 932 10% 

Digital 0 0% 

Strategic Projects 948 000 ≈18% 

Strategic Projects 
Social Grant revenue 805 000 15% 

DTT Subsidised 143 000 3% 

Properties   53 223 ≈6% 

Properties Rental Revenue 53 223 2% 

Sundry   117 630 ≈2% 

Sundry 
Sundry 78 870 1% 

Interest 38 761 1% 

SAPO Revenue Growth  653 000 ≈4% 

Property Sales 200 000 1% 

Postbank Transfer Pricing 50 000  

MVL Transaction Growth 48 000 1% 

Prepaid, Fax & photocopier, Pay A Bill 52 000  

AARTO 100 000 1% 

DTT Unsubsidised Market  15 000 0.3% 

Ecommerce  36 000  

Chronic Medication  87 000  

Digital  20 000  

Property Rental  10 000  

DTT Warehouse  35 000  
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REVENUE ACCOUNTABILITY 

The SA Post Office is working towards inculcating an organisational culture that centres on 

providing customer excellence, i.e. internal and external customers, across the organisation 

as well as maintaining a high focus on revenue generation. To this end, the accountability for 

revenue tracking and reporting will be shared among all regional sales and operations 

management teams, this includes district, area and branch managers as well. This will also 

be included in the performance agreement of all line management in the regions. 

The Gauteng and Western Cape regions contribute 26% and 22% to total revenue, followed 

by KZN at 11%, while Northern and Eastern Cape both contribute 7% each and Central 

contributes 3%. 

However, it should be noted that, the sales team will remain accountable for all revenue 

targets, revenue generation activities, marketing, and product as well as customer 

management in all regions and at a national level as well. 

 

REVENUE ACCOUNTABILITY BY REGION 

 Line of Business GAUTENG NORTHERN CENTRAL KZN 
EASTERN 

CAPE 

WESTERN 

CAPE 

Postal Services 1 073 197 68 780 80 075 287 927 72 230 1 021 028 

Courier & Parcels 17 981 1 464 1 534 8 003 2 237 26 194 

Financial Services 252 766 270 380 99 171 295 973 287 994 82 868 

Total 1 343 945 340 624 180 780 591 902 362 460 1 130 090 
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REVENUE ACCOUNTABILITY AT NATIONAL LEVEL 

Line of Business LOGISTICS VALUE ADDED SALES 

Postal Services 0 442 110 116 596 

Courier & Parcels 95 358 0 87 000 

Financial Services 58 183 2 464 115 001 

Digital 0 0 20 000 

Rental Revenue 16 317 0 0 

Total 169 858 444 575 338 597 

The diagram below depicts the accountable functional unit that is accountable for achieving 

the various revenue retention and growth targets as defined in the corporate plan financial 

plan section (see Corporate Plan Fy2020/21, pg. 60).  

Figure 12: Revenue Retention & Growth Plan 
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4.2. OPERATING EXPENSES FORECAST 

Table 4: SA Post Office Operating Expenses Budget 

Post Office Company Functional Area 

Operating Budget 

FY2020/21 

Consumption 

(%) 

6 131 706 100 

    4 345 188 ≈71% 

O
p

er
at

io
n

s 

Regional Operations 3 218 397 52 

Logistics 568 551 9 

Properties 287 227 5 

Value Added Services 198 517 3 

Centre of Excellence 72 503 1 

 USO Cost Recovery 
(Subsidy (vat excl.) 

427 900* N/A 

    1 785 517 ≈29% 

Su
p

p
o

rt
 S

er
vi

ce
s 

Governance* 685 124 11 

Finance 351 083 6 

Technology 390 348 6 

Human Resources 130 889 2 

Sales 103 872 1 

SCM 41 349 1 

Internal Audit 33 471 1 

Executive 22 453 0 

Strategy 19 451 0 

Corporate Affairs 7 477 0 

Notes: 
 Support costs includes security costs of R518 278. This budget is allocated to Governance to centrally 

manage this cost at a national level. However this cost is a direct cost element related to ensuring that 
the SA Post Office properties (Branches and Mail centres) are adequately secured. Therefore this budget 
should be included in the operations budget (79%) (R4 863 467) while support costs is revised down to 
(21%) (R1 268 239). 
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4.1. CAPITAL INVESTMENT BUDGET 

An amount of R529m is allocated to the capital investment budget and disbursed to the 

functional units as per the table below. Due to the low investment in infrastructure over the 

years, a significant portion of the available capital budget is applied to either replacing or 

upgrading legacy technologies and key infrastructure facilities. 

The capital investment for FY2020/21 is depicted in the table below: 

Table 5: Approve Capital Investment Projects 

 

A large portion of funds is allocated to ensuring adequate security protocols are in place to 

support the SASSA revenue stream. 

Table 6: FY2020/21 Capital Investment Allocation 

Functional Unit 
% allocation 

R529m 

 

Sales 13% 

Operations 49% 

IT 11% 

Governance 27% 

 

Sales; 
13%

Operations; 
49%

IT; 11%

Governance; 
27%
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Table 7:  Capital Investment Divisional Allocation 

Post Office Company Functional Area 

Capital Investment 

Budget 

FY2020/21 

529 000 

  
  260 000 

Operations 

Regional Operations 15 000 

Logistics 45 000 

Properties 200 000 

    269 500 

Support Services 

Governance* 142 000 

Technology 60 000 

Sales 67 500 

*the governance capital budget is related to the improvement of security protocols for the 

organisations properties, particularly the mail processing centers and post office branch 

network. Therefore this budget is not allocated to the internal capital investment 

requirements of the governance division. 
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5. THE SA POST OFFICE BUSINESS FY2020/21 

This sections comprise of two parts. Part one discusses the SA Post Office business strategy 

and provides an overview of the market strategies planned for implementation this strategic 

cycle while Part two discusses the key operational activities that will be undertaken to drive 

the planned revenue budgets. 

5.1. BUSINESS STRATEGY 

The SA Post Office currently finds itself operating under difficult trading conditions. This mainly 

due to the fact that economic growth in some South African industries are either contracting 

or stagnating while other are experiencing marginal growth. 

As the SA Post Office is a multi-industry organisation, it is experiencing the effects of these 

economic trends. For example: 

1. Postal sector growth is declining due to customer migration to digital substitutions to 

written communication. Other sector dominant factors include increasing access to the 

internet via smartphone growth and decreasing data costs. However written 

communication is still proving to be resilient under these circumstances and will never 

be completely replaced. 

2. While the SA Post Office parcel & courier business is performing poorly, the courier 

sector is indicating a growth trend which is being driven by online retailing sector. In 

addition, this is a highly competitive sector and success is determined by operational 

efficiencies, flexible on-time in-full delivery and adoption of innovation technologies. 

3. The financial payment sector is fast moving towards digital-based payment platforms 

which prioritise the customer needs for convenience, speed (near-to-real-time) and 24 

hour availability. This sector is forecast to grow steadily over the next years, again due 

to increased smartphone usage, lower data costs and customer trust in transacting 

digitally. 

As indicated in section 2, the SA Post Office has selected a number of strategies that align its 

lines of business objectives to the specific market factors impacting each line of business. This 

objectives are translated into business and operational initiatives are elaborated on, in further 

detail, below. 
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In order to achieve the market positions discussed in section 2.2, the following priorities 

provide a foundation for the SA Post Office to build on towards its long term objectives. 

5.2. KEY REVENUE PRIORITIES FOR FY2020/21 

The sales division have determined a revenue growth target of R751m for this financial year. 

This growth is expected from the following initiatives: 

Table 8: Revenue Growth Initiatives 

FY2020/21 Revenue Growth Target 

INITIATIVE DESCRIPTION 
Revenue Target 

R751m 

Postal Services 1. DOT – AARTO (Increase in Hybrid mail) R100m 

Courier & Parcels 

2. Warehousing and Distribution of Medication R87m 

3. Ecommerce (Parcel Distribution and Online 

transactions) 
R36m 

Financial Services 

4. Value Added Services (Pay A Bill, prepaid, fax & 

photocopy, sale of tickets, financial insurance and 

remittances) 

R52m 

5. MVL Transactions R48m 

6. DTT STB Subsidised Market Registration and 

Distribution for the DOC 
R158m 

7. DTT STB Retailing – Unsubsidised Market 

Digital Services 
8. Digital Postbox/Email 

9. Electronic Mail and SMS 
R20m 

Properties 10. Sale of non-core properties identified R200m 

Transfer Pricing 

11. Recovery of costs incurred pertaining to transfer 

pricing to Postbank for the use of Post Office 

branches 

R50m 
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STRATEGIC PARTNERSHIPS 

Strategic private partnerships is a key pillar to the SA Post Office Corporate Plan, particularly 

towards optimising the organisation’s under-utilised infrastructure to support our service 

delivery and revenue generation model. It is anticipated that the engagement of key strategic 

partnerships will strengthen and diversify revenue lines, enabling the business as well as 

modernising the organisation. 

The organisation is in the process of conducting a number of proof of concepts with the 

industry, in the following areas: 

1. Electronic Bill payment systems 2. Digital Post Box/Email Solutions 

3. Warehousing and distribution of 

medication 
4. Electronic Registered Mail and SMS 

5. Financial Services and Insurance 6. Financial Remittance 

Since this is the implementation year, the benefits to be derived from these partnerships are 

conservative, but will increase over the medium term. 

PARCEL DISTRIBUTION PLATFORM 

A courier GPS system is planned for implementation during FY2020/21 and will optimise 

routes for drivers. A card payment system will be introduced which enables customers to pay 

import duties when our drivers deliver a foreign parcel to them. It is anticipated these initiatives 

along with the updated track and trace system will improve the SA Post Office delivery 

standards and customer satisfaction even further. 

SMS NOTIFICATION PLATFORM 

The SMS notification is currently being automated to enable customers to receive their parcel 

when it is ready for collection. The last track and trace scan will generate the SMS, again 

releasing employees for more productive work. On busy days – like around SASSA pay days 

– employees find it very hard to make time for work like typing SMS messages on the system. 

ENHANCE GOVERNMENT SERVICE DELIVERY 

Management will enhance the SA Post Office Government service capabilities, systems and 

technologies. To this end, the following government services will be enhanced: 

 Department of Social Development (SASSA),  
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 Department of Education (Textbooks),  

 IEC (Address registration),  

 Department of Transport (Motor Vehicle License)  

 Department of Health (Delivery of medicine),  

 Department of Communications (Set-top Decoder distribution - DTT) 

 Municipality Financial services 

 Government Bulk Mailing services 

ONLINE CUSTOMS DECLARATION SYSTEM 

An online customs declaration system is planned for introduction before the end of March 

2020. The sender will fill in the contents and value of the parcel online when it is dispatched. 

SARS gets a notification in advance and this will greatly speed up the assessment for possible 

import tax of all incoming items. 

BUSINESS SERVICES: MULTI-FUNCTION DEVICES 

At the beginning of 2020 a meeting was held with the appointed supplier regarding their 

concerns related to the MFD project. The supplier advised that they were concerned that the 

majority of photocopies, made at branch level, are for internal office administrative needs as 

compared to actual revenue sales. To address this matter, it was proposed that the per-copy- 

charge be increased from 10 cents per copy to 20 cents per copy as provided for in the 

contract. Management approved the requested amendment as stipulated in the original 

contract. 

The necessary contract amendments is currently being concluded and thereafter will route for 

signed off by SAPO and Nashua. Once the amended contract is approved, project will 

immediately restart the Proof of Concept phase and complete the national rollout country wide 

within the next 11 months. 

5.2.1. POSTAL SERVICES 

This revenue stream emphasises revenue retention as the core of its business strategy. In 

this regard, during this financial year, a number of digital postal products will be launched as 

a means to transition customers to digital postal alternatives rather than allowing them to 

migrate away from the SA Post Office completely. Secondly, these digital products will also 

enable the sales team to expand the postal revenue by on boarding new customers who 

require both physical and digital postal services. These digital products include the expansion 
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of the hybrid mail solution, introduction of a digital box and email service, as well as a digital 

registered mail and sms service. 

While it can be expected that the digital postal products will cause cannibalisation of physical 

mail volumes, it is an imperative the SA Post Office retain its existing postal customers, even 

if this means at a lower revenue rate. However, the steady uptake of digital postal products is 

also anticipated to alleviate the total cost of postal operations, thereby somewhat offsetting 

the revenue lost due to cannibalisation. These cost benefits can also to be past onwards to 

postal customers via a revised pricing and discounting model to drive a potential increase 

postal revenue. 

A primary success factor for the Postal line of business are the operational improvements 

expected within postal operations environment during this financial year. This is crucial as the 

organisation has continually committed, in various public arenas, to providing its customer an, 

on-time in-full, delivery of all mail items, particularly parcels entering via the SA Post Office 

international offices of exchange.  

This is perhaps the single most important revenue stream that influences the customers trust 

in the SAPO brand. Therefore management will ensure operational success in this business 

segment. 

Table 9: Postal Service Business Strategy & Revenue Forecast 

Corporate Strategy Delivering the Postal Mandate 

Description 
Provide a universal, regular and affordable of postal service to all 

areas including rural areas and small towns inclusive of 

unprofitable areas. 

Goal Be a Postal Operator that is recognised for an efficient and timely 

delivery of postal items 

Business Objectives 

1. Retain existing year on year customer  

2. Reduce cost to serve bulk mailers 

3. Increase digital postal options to all customer segments 

Customer Segments 

 Business entities (Private Sector) with frequent mailing 

requirements (Transactional Mail) 

 Direct Marketing Companies 

 Communications & Media Companies 

Revenue Target Baseline R3, 16bn Growth R100m 
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KEY POSTAL REVENUE PROGRAM 

The following three revenue initiatives are planned for 

implementation during this financial year. The Digital 

Post Box and Electronic solutions will complement the 

physical format of these product types however they 

will also be sold as stand-alone products as well. 

1. Digital Postbox and Email Solution 

2. Electronic Registered Mail and SMS 

3. Hybrid Mail 

The primary success to this revenue stream is related to the efficient fulfilment of services by 

the postal operations section of the operations functional unit. While management focuses on 

optimising postal delivery, the sale management will also being engaging key postal 

customers to develop a range of postal products. This exercise will be conducted during this 

financial year. 

5.2.2. PARCELS & COURIER SERVICES 

The parcel and courier strategy focuses on increasing the organisation market share of the 

courier, express and parcel sector. This is will be determined by the % increased of parcels 

volumes processed compared to the volumes processed during FY2019/20. In this regard, the 

parcel and courier strategy will firstly work at retaining the exit target online retailers who 

require a national delivery service. Furthermore, another key customer segment is the small 

business sector, the sale management team will actively work at increasing the number of 

small business who utilise the SA Post Office parcel and Courier services. 

Increasing revenue from government business is a critical focus area of the courier strategy, 

and currently the organisation is engaging with the department of health to distribute chronic 

medication throughout South Africa.  
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Table 10: Courier & Parcel Business Strategy & Revenue Forecast 

Corporate Strategy Expanding the Commercial Market Share 

Description A national courier, express and parcel delivery service 

Goal Be a national Full Party Logistics Services Provider to the Small 

Business Sector 

Business Objectives 

1. Be a best cost service provider  

2. Increase volumes 

3. Retain existing customers 

4. Increase government parcel volumes 

5. Increase small business sector volumes 

6. Increase ecommerc volumes 

Customer Segments 

 Business entities (Private Sector) with frequent mailing 

requirements (Transactional Mail) 

 Direct Marketing Companies 

 Communications & Media Companies 

 Government entities & municipalities 

 MailHouses 

Revenue Target Baseline R116m Growth R123m 

 

 

Future initiatives for this line of business includes the establishment of a clearing and 

forwarding warehouse capability as well as a reverse logistics services offering.  
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5.2.3. FINANCIAL SERVICES 

The financial services line of business consists of a number of services such as: 

1. Bill payments 

2. Money remittance 

3. Government services as such social grants payments, motor vehicle license amongst 

others 

This market has is fast moving adopting digital technologies as a mean of improving the 

customer experience providing 24hr real-time access to payment, prepaid and money transfer 

services.  In addition, the sale team will also expand the financial services product portfolio to 

include financial assurance and insurance products as well as other services that are required 

by low-income and under-serviced communities. To this end, the SA Post Office is currently 

engaging the market to source solutions that enable it to compete more effectively in this 

marketplace. 

The financial services strategy prioritises the low-income and under-serviced communities and 

as a first step, the SA Post Office will ensure that these markets have adequate access to 

critical financial services that enable them to participate effectively in the South Africa 

economy. Furthermore, government services that required by these communities will also be 

made available through various service and sales channels such mobile post offices, etcetera. 
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Table 11: Financial Services Business Strategy & Revenue Forecast 

Corporate Strategy Expanding the Commercial Market Share 

Description 

A service provider of financial payments services inclusive of 

1. Financial payment services 

2. Government services 

3. Money remittance services 

4. Business services such as photocopying and faxing 

5. Financial Assurance and Insurance products 

6. Banking Services 

Goal Be a leading service provider in under-serviced communities 

Business Objectives 

1. Retain existing year on year transaction volumes 

2. Increase transaction volumes across all financial service 

product groups 

3. Launch new technologies within this line of business 

4. Launch a digital financial services platform 

Customer Segments 

 Business Sector 

 Government institutions and departments 

 South African residents 

 Low-income and under-serviced communities 

Revenue Target Baseline R404m Growth R258m 

Financial 

Services 
R100m SASAA R805m DTT R158m 
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5.2.4. DIGITAL SERVICES 

The South African consumer is steadily moving towards purchasing and transacting online 

and as consumer concerns around online security are addressed, along with decreasing 

broadband costs, increasing access to the internet and smartphone adoption, this consumer 

trend will continue to grow. 

This trend, amongst other factors, drive the organisation’s modernisation strategy which 

intends to build an integrated service and delivery platform. In this regard, a number of 

initiatives are planned to enable the SA Post Office to improve its quality of service by 

launching 24hour real-time access capabilities to various products and services via its online 

Post Office branch. Furthermore, a number of products and services related to e-government, 

e-postal and e-commerce will be launched during this strategic cycle. The modernisation 

strategy will be implemented incrementally over time and begins with the launch of a SAPO 

eMall that intends to enable the small business sector to become more competitive within the 

economy. 

However the launch of a digital products requires that a digital infrastructure platform be in 

place first before these products can be made available to the market. Depending on how 

soon this digital platform becomes available, the products and services will be developed for 

ecommerce, digital security, digital postal services and broadband services. The sales team 

will be embarking on a number of market research exercises to determine an appropriate mix 

of digital products for the marketplace. But as a priority, management will focus on ensuring 

that government services are made available electronically during this financial year. 
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Table 12: Digital Services Business Strategy & Revenue Forecast 

Corporate Strategy Expanding the Commercial Market Share 

Description Launch a range of digital products related to e-government, e-postal 

and e-commerce. 

Goal Be an integrated physical and digital platform for government services 

Business Objectives 

1. Retain existing year on year customer  

2. Reduce cost to serve bulk mailers 

3. Increase digital postal options to all customer segments 

Customer Segments 

 Business entities (Private Sector) with frequent mailing 

requirements (Transactional Mail) 

 Direct Marketing Companies 

 Communications & Media Companies 

 Government entities & municipalities 

 South African residents 

Revenue Target Baseline R0m Growth R20m 

 

5.2.5. PROPERTIES 

A strategic objective of the SA Post Office strategy is to harvest the revenue opportunities 

presented by under-utilised properties. While the properties revenue has been passive in 

nature, the current strategy intends to transition this line of business into a mainstream 

revenue segment. 

During this financial year, the organisation property infrastructure will be used to grow revenue 

by providing the market billboard space for potential advertisers and make available property 

space for the cellular towers to the voice and data communication sector. In addition, the a 

number of properties considered to be non-core to the organisation are planned for disposal 

and these sales are expected to generate a once-off revenue injection of R200m and the costs 

of property will be incrementally adjusted as the sales of each property occurs. The DTT 

project will also contribute R34m to properties for warehousing space. 



For SAPO internal use only     

51 | P a g e  
 

A key priority for properties is to increase the % of available of industrial and commercial space 

leased from the current baseline. This requires a significant investment to refurbish and 

upgrade a significant number of properties before they are available for leasing. In this 

financial year, a capital budget of R200m is available for properties infrastructure 

improvements. 

Corporate Strategy Expanding the Commercial Market Share 

Description 
Improve the revenue generation opportunities by leveraging the under-

utilised properties. 

Goal Transition the property portfolio into a key revenue driver 

Business Objectives 

1. Retain existing year on year customer  

2. Launch Billboard Advertising and Mast Tower services 

3. Reduce the % of under-utilised space through leasing initiatives 

Customer Segments 

 Small Business Sector 

 Government Entities and Institutions 

 Transport sector 

Revenue Target Baseline R53m Growth R245m 

Warehouse 

Revenue 
R35m 

Commercial 

Rental 
R10m 

Property 

Sales 
R200m 
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5.2.6. GOVERNMENT SERVICES 

The SA Post Office has determined a strategic objective of positioning the organisation as 

critical entity to ensuring delivery of government services to the nation. In this regard, the SA 

Post Office will utilise its service and delivery platform to ensure the low-income and under-

communities can reliably and easily access critical government services and goods as well as 

have the opportunity to be economically active via the provision of low-cost financial services 

and products such as banking, insurance, amongst others. 

In addition, the SA Post Office will also utilise its infrastructure to bridge the digital divide 

currently experienced in the outlying, low-income and under-services communities. In this 

regard, the SA Post Office will launch a range of broadband and Wi-Fi related services aimed 

at stimulating activity within the fast growing South African digital economy. 

Enabling digital access and activity for the small business sector is a critical priority for the SA 

Post Office. An e-commerce digital mall (eMall) is planned for implementation during the first 

quarter of FY2020/21 and this digital services will also be complemented by a physical 

warehouse and distribution service as well. 

Another critical priority for this financial year, is the ensure that current government services 

provided by the SA Post Office are optimised and deliver a quality of service that is acceptable 

to all vest stakeholders. The following services will be reviewed and prioritised for optimisation: 

 Department of Social Development (SASSA),  

 Department of Education (Textbooks),  

 IEC (Address registration),  

 Department of Transport (Motor Vehicle License)  

 Department of Health (Delivery of medicine),  

 Department of Communications (Set-top Decoder distribution - DTT) 

 Municipality Financial services 

 Government Bulk Mailing services 
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5.2.7. REVENUE GROWTH 

The SA Post Office core business is facilitating the movement of information (physical & 

Digital), goods and money (physical and digital). Currently the SA Post Office has an 

infrastructure network that facilitates the movement of goods, physical forms of information 

and money. However, it has been slow to respond to technology trends within this markets.  

To this end, the SA Post Office has embarked on improving its competitive advantage by 

transitioning its currently separate lines of business into a single modernised service and 

delivery platform. As described previously, this platform is a hybrid service model comprising 

of a digital services platform and physical fulfilment network. 

The table below shows the key revenue initiatives linked to the envisaged organisation’s single 

service and delivery platform. Fundamentally, the new SA Post Office will provide an end-to-

end services whereby customers are able to move information and money physical and 

digitally and any goods purchased online can be distributed via its physical distribution 

network. 

Table 13: Revenue Generation & Product Type 

Diversification of Revenue 
The NEW SA POST OFFICE 

An Integrated Service and Delivery Platform 

Sales, Marketing, Customer, Channels Operations, Technology, Supply Chain 

Key Lines of Business Postal Courier 
Warehous

e 

Financial 

Services 
Digital 

FY2020/21 Revenue Growth 

Target 

Revenue 

Target 

R751m 

Letter 

Delivery 

Express 

Parcel 

Delivery 

Storage & 

Pick/Pack 
Payment 

Digital 

Platform 

1. DOT – AARTO (Hybrid mail) R100m X   X X 

2. Warehousing and 

Distribution of Medication 
R87m  X X X X 

3. Ecommerce (Parcel 

Distribution and Online 

transactions) 

R36m  X X X X 

4. Bill Payments, Prepaid, fax 

& photocopy, sale of tickets, 

financial insurance and 

remittances 

R52m    X X 

5. MVL Transactions R48m    X  

6. DTT STB Subsidised Market 

Registration and Distribution 

for the DOC 

R143m  X X X X 

7. DTT STB Retailing – 

Unsubsidised Market 
R15m  X X X X 

8. Digital Postbox/Email R20m X   X X 

9. Electronic Mail and SMS  X   X X 
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5.3. PRODUCT MARKETING PROGRAM 

Motor Vehicle License Campaign 

Activities Timing Budget 

 

A M J J A S O N D J F M 3m 

• Radio – national, Regional & 
Community 

   X   X       

• Print – trade publications   X    X       

• Posters    X X         

• License Disk Holders    x  X X       

• Include renewal message in stamp 

cancellation process 
      X X X X X X 

 

• Sms Notification for renewals    X X         

• MVL Perspex Signage              

• Presentation for Bulk Clients       X X      

Postbox 

Activities Timing Budget 

 
A M J J A S O N D J F M 2m 

Postbox Renewal 

• Radio       X X      

• Print       X X      

• Post Office Retail Posters       X X X X X X  

• DM (SMS & Email)        X X X X X  

• Press Release (Int & Ext)        X X X X X  

• Email Signature       X X X X X X  

• Digital Banners       X  X X X X  

• Social Media        X   X X  
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Parcels (Courier) 

Activities Timing Budget 

 
A M J J A S O N D J F M 3m 

Speed Services Couriers 

New Low Prices 

• Radio (3 Weeks)    X X X        

• Print (Weekly 6 Publications)    X X X        

• Social Media    X X X        

Christmas Parcels 

• Radio       X X X     

• In-store Poster       X X X     

• Website       X X X     

Pre-price Increase 

• Radio (3 Weeks)           X X  

• Website           X X  

• Social media           X X  

 

In addition to the above, the marketing team is currently developing marketing programs for a 

number of key initiatives such as AARTO, SASSA and DTT. Furthermore, the marketing will 

also be developing a digital media marketing program as well. 

The following section discusses the various operational activities that each functional division 

has prioritised for this financial year. These initiatives seek to enhance the productivity 

standards across the organisation as well improve the operational infrastructure, systems and 

tools of trade. In addition, a number of employee related initiatives are planned for 

implemented of which is aimed at improving the overall staff morale of the organisation. 

A number of initiatives contribute to the reduction of costs while others contribute to more than 

one strategic objectives. The initiatives that contribute to multiple objectives will be prioritised 

over those that have a limited impact at improving the organisation’s revenue generation and 

cost efficiency and productivity objectives. At the same time however, initiatives that ensure 

that the SA Post Office is compliant to applicable statutes will also be implemented as well. 
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6. MODERNISING THE BUSINESS  

Economic conditions and the substitution effects of digital innovation are driving postal sector 

reforms and the development of postal business model globally. The SA Post Office, like its 

global counterparts, is also experiencing the impact of these global trends within it business 

environment. A current key trend in South Africa is the evolution of traditional market 

structures. This is due to technology blurring the boundaries of various markets, for example, 

financial and communications markets are merging with technology markets. This trend also 

introduces non-traditional competitors into the market, of which is currently the case with SA 

Post Office, whereby its now competes with the retail and financial sectors. 

It is on this basis that SA Post Office has developed a strategy which responds to the 

challenges posed by digital technology, but at the same time also leverages off the benefits 

generated by digital innovations. 

In this regard, Government has issued a motivation for SA Post Office to amend its mandate 

to include the provision of digital services related to provide a range of services to the market. 

These services are grouped into three specific categories, namely, eGovernment, Ecommerce 

and ePostal. 

Figure 13: SAPO Digital Focus Areas 

 

Within this context, SA Post Office’s digital strategy ultimately transitions the organisation from 

its traditional state into a cyber-physical entity that caters to the physical and digital needs of 

its customers. This integrated digital strategy is segmented into 8 themes which focuses 

specifically on various areas of the organisation.   
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Figure 14: SAPO Modernisation Themes 

 

The SA Post Office digital strategy is designed to derive a number of outcomes for the 

organisation. Legacy systems that drive the SA Post Office core revenue streams will be 

replaced with modern technologies. An Omni-channel platform will also be implemented 

incrementally thereby enabling customers and employees to access SAPO on any device from 

anywhere at any time. SAPO workplace will be more digitally connected enabling employees 

to work, interact with each other and customers 

more efficiently. The customer experience will be 

enhanced via advanced digital integration SAPO’s 

services and product portfolio. 

SAPO will also improve its integration abilities with 

key stakeholders such government departments, 

governing institutions, industry experts and 

suppliers. This will enable SAPO to be more agile 

and responsive in the markets where it operates 

SA Post Office’s digital transformation requires a 

number of initiatives to be implemented over the 

next 5 years. Some primarily contributing to 

products and services while others focus on driving 

operational efficiencies throughout the organisation. 

For example, SA Post Office will seek to enhance its digital capabilities within its financial 

Figure 15: SAPO Modernisation Objectives 
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services business while implement technologies that improve its operations, particularly within 

the letter and parcel business segments. 

Phase one of the SA Post Office modernisation focuses on establishing an eCommerce Mall 

for the small business sector as well as launching a digital payment platform that enables 

digital payments in multiple methods. 

6.1. KEY MODERNISATION INITIATIVES 

PROGRAM 1: ECOMMERCE EMALL PLATFORM 

 The Ecommerce project intends to launch the SAPO eMall, during quarter 1 of FY2020/21 

 The initial phase of the eMall will be to conduct a proof of concept with South African small 

businesses who have all signed-up to use the SAPO eMall. 

 The eCommerce initiative is expected to increase parcel revenues and drive volume 

growth for the SA Post Office, particularly within the online retail market.  

 The SA Post Office is currently partnering with other postal operators on the continent to 

leverage off the already developed ecommerce platforms.  

 The strategy will focus on strengthening the Ecommerce corridor envisaged by the African 

postal operator group, of which South Africa will be the primary hub in southern Africa.  

 The Ecommerce initiative is currently in implementation and therefore the revenue 

forecasted is low at R36m for this financial year but is expected to scale up from next year 

and continue to do so over the medium term. 

The functionality the SAPO E-Commerce platform provided to the market is depicted in the 

image below. 

Figure 16: Ecommerce Functionality 
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PROGRAM 2: SAPO DIGITAL PAYMENT PLATFORM 

The SAPO Payment Platform is an end-to-end integrated infrastructure platform which 

enables SAPO’s digital payment value chain. It consists of two distinct channels, namely: 

1. Physical channel (Cash Payments) 

This channels enables cash payments in-store at Post Offices or at designated cash 

payment points throughout South Africa. The key functions applicable to physical 

channel are: 

 Physical Cash 

Management 

 Dynamic Cash 

Reconciliation 

 Contact centre query 

handling 

 Conversion to e-

payments 

 Hand-held biometric 

validation 

 Virtual Teller 

Machines 

 

2. Electronic Channel (Digital Payments) 

Digital payments are an easy, accessible and seamless payment service available 

beyond SAPO’s branch network and includes ATM’s and private merchants across 

South Africa. Key functions are: 

 Card Production and 

Management 

 Inter-banking routing 

switch 

 Payment gateway 

aggregator 

 Fraud Management  Dispute Management 
 Clearing and Settlement 

platform 

 Integration platform  Online Platform 
 Dynamic Reconciliation 

and Reporting 

The e-Payments channel incorporates the 

entire electronic funds transfer (EFT) and non-

EFT transactions suite. It allows merchants to 

accept a range of payment instruments and 

banks to acquire those payment 

tokens/instruments. This will be coupled with an 

integrated independent financial switch creating 

a new revenue stream for SAPO. An additional 

revenue stream that will be created whereby 

SAPO will also being issuing a range secure 

white-labelled banking card such as debit, 

credit and private label cards inclusive of 

contact and contactless smart cards. 

 

Figure 17: SAPO Digital Payment Platform 
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PROGRAM 3: SMART POST OFFICE 

SAPO and the DCDT are collaborating 

on developing a smart postal office proof 

of concept. There are three sites 

identified where this proof of concept will 

be conducted, Durmail (KZN), 

Mokopane and Mthatha both located in 

Eastern Cape.  

Currently the SA Post Office is in the 

process of developing and fine-tuning 

the smart post office branch model. The 

Durmain post office in Kwa-Zulu Natal is 

identified as the branch where the proof 

of concept will be developed. This innovative model will be go through a number of revisions 

and adequate testing before a national rollout is approved.   

A conceptual view of the envisaged smart post office is depicted in the image below. 

Figure 18: SAPO Smart Post Office Proof of Concept 
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PROGRAM 4: ESTABLISH AN OMNI-CHANNEL CAPABILITY 

The technology will collaborate with internal stakeholders to begin the process of developing 

an Omni-channel strategy and when approved will be deployed during this strategic cycle 

(FY2020/21 – FY2022/23). 

Figure 19: SAPO Omni-Channel Technology Map 

 

PROGRAM 5: TECHNOLOGY CHANGE MANAGEMENT PROGRAM 

The modernisation of the SA Post Office is anticipated to impact some job functions within 

various areas of the business and therefore, as an imperative, Group Technology will 

collaborate with Human Resource to launch a Change Management program to sensitise 

employees on the need for modernisation as well as how technological changes occurring 

within the organisation will impact them. This change management program will enable 

employees to successfully adopt an appreciation for adopting technology within the 

organisation as well as use this opportunity to learn new skills and potentially embark on 

completely new career paths that will be created by the modernisation program. 

This change management program begins with the establishment of the following: 

1. Establish a Change Management Board with requisite mandate and delegation of 

authority 

2. Develop and implement a Change Management strategy and execution plan 

complementing this strategy 
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3. Develop and implement a Modernisation Performance Management scorecard in 

collaboration with HR using this strategy objective as one of the performance metrics. 

PROGRAM 6: ESTABLISH A DATA MANAGEMENT AND ANALYTICS CAPABILITY 

The ability of the SA Post Office to proactively understand business and consumer trends and 

behaviour patterns is critical to sustaining a competitive edge in the market. Having this 

capability also enables the organisation to research, develop, test and timeously launch new 

products and services into the market. 

The SA Post Office, during the financial year, begin the process of developing a data 

management and integration strategy. A key outcome for this year is to establish a deeper 

understanding of the SA Post Office customer segments and markets. Information collected 

from customer engagements such as the customer satisfaction survey will inform what initial 

data should be collected, stored and analysed. This information will contribute to better 

decision-making across the organisation. The organisation also generates a vast amount of 

information internally, however this information tends to be fragmented and reside on systems 

that not integrated with each other. This is second priority whereby this data must be reviewed 

for relevance and prioritised as part of the Data Management strategy. 

In addition to the above, Group Technology will begin the process of assessing the market to 

determine suitable data management and analytics tools that will meet the business 

requirements of the organisation. Along with these activities, an enterprise data management 

and integration architecture will also be developed and approved prior to the acquisition of any 

data management solutions. 

PROGRAM 7: BROADBAND AND WI-FI CAPABILITIES AND SERVICES 

The Department of Communications’ digital migration strategy sits at the heart of this project 

for the release of spectrum for the introduction of Digital Terrestrial TV. This partnership with 

SAPO is for the Manufacture and distribution of Set Top Boxes through the SAPO 

infrastructure and network. This is targeted for the unsubsidised market. 

This service comes with the deployment of Wi-Fi in the communities and will cover schools 

and clinics in a specified radius. A big selling point and advantage of this solution is that while 

addressing the ‘missing middle’ of the unsubsidised STB market, Government stands to 

benefit in that schools and communities can suddenly afford to implement measures allowing 

for students, and parents alike to operate from home and access broadband at highly 

subsidised and affordable rates. 
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7. ENABLING THE BUSINESS 

This strategy seeks to revitalise the core business value chains and increase the overall 

efficiency and productivity of the organisation. At the core of this strategy to address 

misalignments between the demand side with the supply side of its revenue driver. 

 

In this regard, management will optimise the core business processes of the business so that 

the SA Post Office betters serves the customer (external and internal), lowers the cost of 

business,  improves the organisations market relevance and deliver the market value 

proposition.  

Figure 20: SAPO Value Creation Model 
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7.1. ORGANISATIONAL CAPABILITY AND MARKET VALUE PROPOSITION 

ALIGNMENT 

A strategic priority for this financial year is strengthening the organisation’s competitive 

advantage in the marketplace. Therefore a number of core business capabilities will be 

optimised. Capabilities that enables the organisation to deliver its value proposition optimally 

and consequently improves the overall customer experience will be prioritised.  

The diagram below depicts the accountability of all functional divisions, their roles and the key 

activities and objectives that contribute to the successful implementation of the corporate plan. 

Figure 21: SAPO Implementation Plan Functional Mapping 
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7.2. KEY COST OPTIMISATION PRIORITIES FOR FY2020/21 

In addition to the revenue growth initiative, the SA Post Office has also prioritised a set of 

initiatives that contribute to the reduction of costs as well. These are: 

REVIEW OF CONTRACTS 

With regards to cost optimisation and enabling the business, the SA Post Office will review all 

contracts to extract a higher value for the organisation, amongst other initiatives. The contract 

review is focused in the key areas of Group Technology, transport related costs, properties 

and Security related costs. The benefits to be derived from this exercise is projected at R50m 

for this year and increase over the medium term. 

POST-RETIREMENT MEDICAL AID LIABILITY 

The Post-retirement medical aid liability is a critical area that will be reviewed to ensure that 

liability is reduced as well as the assets provide adequate cover for the liability in the interim 

period. 

WORKFORCE OPTIMISATION 

SAPO is currently drafting an enterprise workforce programme that aims to rebalance the 

workforce to match organisational demand as well as ensure that the right skills are placed in 

the right jobs. 

PROPERTY PORTFOLIO 

Telkom is embarking on the second sale of properties and the SA Post Office to ensure that 

all outstanding property ownership matters are resolved before this process is concluded by 

Telkom. 

SASSA SECURITY COSTS 

The review of security contracts and cash dispenser offering - costing about R800m per 

annum - with Fidelity and G4’s is planned for FY2020/21. 

SASSA DIGITAL PAYMENT PLATFORM 

Due to the current challenges experienced with the current SASSA payment solution, it was 

resolved that the SA Post Office transition to a more robust and cost effective payment 

platform. 
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The new solution will address a number of system related issues and produce a number of 

benefits, such as: 

 The efficient processing of transactions at peak 

 Improved integration with retailers, SMME’s, etc. 

 Reduce the cost of IT operations related to SASSA 

 Reduce revenue leakage and increase revenue protection 

 Increase the adoption of low cost, scalable and cost effective technologies 

 Improve real-time capabilities 

 

7.3. ENABLING THE BUSINESS INITIATIVES 

It is accepted that achieving the strategic outcomes defined by the SA Post Office Board and 

Management, requires the following HR matters to be addressed urgently. 

THE PROVISION OF TOOLS OF TRADE 

This is a critical situation currently and is impeding higher productivity from employees, SAPO 

is currently preparing a report which identifies the critical tools required by employees to 

improve their productivity and will be prudently procured during this strategic cycle. 

CRITICAL VACANCIES AND REQUISITE SKILLS 

Overall business performance is substandard due to a vast number of vacancies across the 

organisation, SAPO is exploring avenues to addressing the critical vacancies within the 

organisation and has implemented controls that ensure that only the most critical vacancies 

are populated. 

TRAINING AND DEVELOPMENT PROGRAMMES 

SAPO’s training and development programmes include: 

 Frontline customer service training 

 Operational training related training 

 ICT related training and development programs 
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PERFORMANCE AND ACCOUNTABILITY MANAGEMENT 

SAPO will improve its performance management capability by embedding a culture of 

accountability across the organisation. Plans are underway to implement a revised model 

during FY2020/21. 

OPTIMISATION OF THE SAPO REMUNERATION MODEL 

SAPO will optimise its remuneration model which aims to be fair, responsible and transparent. 

The envisioned model will based on a number of variables such as benchmark skills, aptitude, 

work application and achievements. 

The model is aimed at deriving long term benefits for all stakeholders. It is anticipated that the 

new remuneration model will regarded as fair, responsible and transparent. This envisioned 

model is expected to: 

 Attract, Motivate, Reward and Retain employees 

 Encourage the achievement of strategic objectives 

 Promote the positive performance against set targets 

 Encourage an ethical culture and responsible corporate citizenship 

 

Along with the priorities mentioned above, business unit executives also plan to implement 

other additional initiatives that improve the overall functioning of their units. These are outlined, 

by business unit, in the following section. 
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7.3.1. SALES 

The digitisation of the SA Post Office Product Portfolio is currently being fast-tracked due to 

the global impact of the Covid-19 pandemic. In response, The SA Post Office has begun fast 

tracking the digital implementation activities related to SASSA grant payments and 

Ecommerce platforms. The objective is to continue serving customers while enabling them to 

limit their physical movements to collect grant payments as well as purchasing essential goods 

online via the SAPO e-Mall rather having to physically travel to stores. 

Sales has also identified quick wins for partnerships to specifically address the following as 

both an improvement on service delivery and as a consequence, implement solutions that can 

enable the organisation to continue doing business under the current restrictions in effect. 

SAPO - (E-BOX SOLUTION) E-MAIL FOR LIFE 

Introduction of Digital Communication to all citizens of South Africa by a Digital Postal 

Distribution Platform, aiming at bringing postal services into the Digital age. Proof of Concept 

(PoC) scheduled with Gauteng Provincial Government (GPG) on a maximum of 15Million 

users in the final phase. This will allow for effective communication across the province from 

the Premier’s office and across all spheres of Government without communities having to rely 

on physical pamphlets and gatherings in the era of COVID19 virus. This service will be rolled 

out nationally upon successful deployment in Gauteng. 

Deliverables Status 

Assess customer readiness and sites for 

testing. 

Starting with 196 000 committed users of 

GPG – e Government in phase one as a 

PoC. 

POC and solution implementation with GPG as 

a test customer engagement in progress. 

Target date of 2nd t week in April 2020 for 

implementation 

 State of readiness  SAPO is ready to rollout this solution. 
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SAPO - (CCMDD AND NHI PROJECT) 

CCMDD project expansion for additional Pick up points, SAPO warehouse rental and full 

property utilisation, Parcel packaging and distribution. SAPO was only appointed in a panel 

as a pick up point. This partnership allows for SAPO to increase revenue through 

warehousing, parcel packing and distribution. This is also a perfect opportunity to prepare and 

beef-up our facilities for the bigger NHI project .The vast SAPO footprint will assist government 

reach out to the many far flung communities for the distribution of medication especially given 

the Covid19 crisis. Convenience for the poor is critical for their economic survival. Reopening 

of SAPO closed branches is high on our priority for service delivery and reduction of long 

queues in congested areas.   

Deliverables Status 

Identify and avail our 

underutilised warehousing 

space.  

Lease Agreements signing.  

Finalising offer to Lease with partner. Warehouse 

specifications being negotiated. A bigger target of 18million 

plus NHI dependents is anticipated over the full 

implementation period of this project. 

State of readiness SAPO warehouses are ready. 

 

SAPO ( BILL PAYMENT AND VAS SERVICES SOLUTION) 

Expansion and sale of Airtime /Entertainment Ticketing/Prepaid Electricity (Electronic Bill 

Payments & Ticketing) and Branch upgrade for “SAPO of the future” look and feel. Partners 

are already integrated with SAPO at Point of Sale (PoS) machines across SPAR and for 

Eskom. 

This suite of services allows for online transacting that is designed to relief our branches of 

unnecessary queues and thus eliminate the risks that come with people gathering in the 

branches which is likely to encourage the spread of the Covid19 virus. 

Deliverables Status 

SAPO to confirm 9 sites per province for branch 

refresh. Operations/properties working on the list. 

State of readiness 

Partner ready to start with project as soon as properties 

and operations confirm the 9 branches. 

SAPO warehouses are ready. 
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SAPO (REGISTERED SMS & E-MAIL) 

To provide a platform that enables the distribution of Registered email and Registered SMS 

as per the requirements of the Electronic Communications and Transactions Act 25 of 2002, 

section 19(4). 

Product will eliminate dependency on physical and more expensive traditional registered mail 

for proof of delivery and put this, on a digital platform to customers as required by law in cases 

of legal as well as critical documents in line with the act. Again over time, this addresses the 

elimination of physical contact with mail that is prone to the Covid19 virus in our distribution 

points 

Deliverables Status 

Several municipalities have expressed interest 

in the service. 

State of readiness 

COJ identified as a test customer for POC. Technical interaction started 

and at an advanced stage for implementation. 

Target PoC date of April 2020 

SAPO ready to launch centrally. 

 

( SET TOP BOXES(STB) - DTT PROJECT) FOR THE UNSUBSIDISED MARKET 

The need to digitise the SA Post Office has also raised importantce to fast track the digital 

training programs required by employees to work effectively in a digitised business 

environment. 

The Department of Communications’ digital migration strategy sits at the heart of this project 

for the release of spectrum for the introduction of Digital Terrestrial TV. This partnership with 

SAPO is for the Manufacture and distribution of Set Top Boxes through the SAPO 

infrastructure and network. This is targeted for the unsubsidised market.  

This service comes with the deployment of WiFi in the communities and will cover schools and 

clinics in a specified radius. A big selling point and advantage of this solution is that while 

addressing the ‘missing middle’ of the unsubsidised STB market, Government stands to 

benefit in that schools and communities can suddenly afford to implement measures allowing 

for students, and parents alike to operate from home and access broadband at highly 

subsidised and affordable rates in the event of lockdown on account of the Covid19 virus 
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Deliverables Status 

Awaiting confirmation and meeting date to demonstrate full 

functionality of the STB with WiFi enabled capability as a unique 

value proposition.  

State of readiness 

Preparation for WiFi deployment is already under way 

with some township communities already starting to 

enjoy this service.  

SAPO branches ready to rollout STBs country 

wide. 

 

ADDITIONAL SALE INITIATIVES 

The Sales unit plan to optimise a number of key business functions which are critical to 

achieving its revenue directives. These activities include restructuring the sale department in-

line with the adopted lean management philosophy, improving its bid office capabilities, 

particularly resolving the BEE certificate issue.  
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7.3.2. OPERATIONS 

Operations is involved in the delivery of products and services in the following areas, money 

movement, movement of messages and movement of goods. Operations enables the 

availability of these products and services domestically and internationally. 

Operations is regarded as the service delivery arm of the Post office, the fulfilment of the 

demand generated by sales becomes a key goal. To this end, the operations division have 

prioritised the following capital investment project and key operational activities for this 

financial year. 

 

The regional management teams are critical to ensuring that the organisation achieves its 

operational productivity standards as well ensuring that critical operational functions are in 

place to support the sales division, who are accountable, in achieving their revenue targets.  

Therefore the regional management teams, including the offices of exchange, will submit 

monthly performance reports on the following key operational activities:  

1. Finalise and approve regional staff crewing models for all operational areas as well as a 

regional workforce optimisation plans 

2. Properties: 1. Cleanliness, 2. Refurbishments and 3. Upgrades (see Properties section) 

3. Achievement of productivity standards 

 Mail Processing and Delivery 

 Postbox network optimisation 

 Queue Management standards 

 Branch Revenue Performance and Stock movement 
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 Branch POS counter downtime 

 Resolution of customer complaints 

 Ensure adherence to Postal Security protocols and work towards reducing 

incidents related to mail violations, fraud and financial crime. 

In addition to the above, operations will also prioritise initiatives that achieve the following 

objectives outline in the table below. 

Priority Description Functional unit 

1. Customer 

Experience 

• Comply with the security program (UPU S58/59)  

• Reduce SASSA fraud throughout the branch network 

• Change management program (Customer services) 

• CoE 

• Regions  

• Regions 

2. Increase 

automated 

technology 

• Increase mail sorted on machines. 

• Modernize letter sorting machines 

• Utilize UPU technology platforms 

• Regions 

• CoE  

• Logistics 

3. Optimization of 

staff resources 

• Improve and execute on crewing scheduled 

• Increase staff morale and productivity 

• Training and development interventions. 

• CoE 

• Regions 

• Regions 

4. Improved 

delivery 

performance 

• Achieve 92% ICASA performance across the value chain. 

• Improved delivery performance of International parcel 

products 

• Improve delivery performance of money transactions. 

• Regions 

• Logistics 

• CoE 

5. Improved 

governance and 

control 

• Achieve an unqualified audit opinion. (SASSA and other) 

• Compliance to policies and procedures (Audit failures) 

• Regions 

• Operations 

6. Funding 
• Corporate clothing (Including Protective) 

• OSHA Compliance 
• Operations 
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7.3.3. PROPERTIES 

The Properties business unit is accountable for: 

 Generating rental revenue 

 Managing and maintaining all SAPO buildings (owned & Leased) 

This includes the daily maintenance, refurbishments, relocation, establishment and 

closure/amalgamation to all of its company owned and rented buildings 

72 properties were planned to be refurbished/upgraded during 2020/21, however due to 

budgetary constraints the number of properties to be refurbished/upgraded has been reduced 

to 53 properties at a cost of R282m. (see Annexure A) 

7.3.4. LOGISTICS 

The SA Post Office is currently in the process of revitalising its logistics business. This line of 

business will focus on the following: 

Establishing a Warehouse Capability A Clearing and Forwarding Warehouse 

Linehaul and Courier Transport Optimisation Co-loading revenue 

Launch a Courier GPS solution Modernise the logistics technologies 

Owner Driver Scheme  
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7.3.5. ENVIRONMENTAL SUSTAINABILITY 

Environmental Sustainability is responsible for the overall coordination and reporting of the SA 

Post Office’s response to relevant Sustainable Development Goals. This department is also 

facilitates the 

• reduction of consumption, cost and resultant carbon dioxide impacts of fleet’s fossil 

fuel usage (Scope 1 emissions) 

• reduction of consumption, cost and resultant carbon dioxide impacts from our building 

utility usage (Scope 2 emissions) 

• Partake in debates, forums and partnerships to combat climate change as a good 

corporate citizen 

• Facilitate the design, construction of fit for purpose sustainable/smart buildings and 

facilitate retrofit of current buildings to be sustainable buildings 

• Engagement and involvement of the organisation and employees in activities of the 

sustainability programme so they understand its aims, potential benefits and how they 

can practically contribute to the programme’s success 

The following initiatives are currently active within the sustainability department; 

SMART METERING SOLUTIONS INSTALLATIONS 

A service provider is appointed to provide the SA Post Office smart meter service via the 

RT15 transversal agreement issued by National Treasury. An audit of 56 SAPO properties 

are planned for quarter 1 and the implementation of smart meters is scheduled to start 

during quarter 2 

In addition the above, the sustainability are also working on the following initiatives as part of 

improving the compliance to environmental sustainability standards and embed an 

environment sensitive culture across the organisation 

1. Solar PV business case  

2. Tree planting for arbour month  

3. Prevent pollution: Waste management  

4. Water consumption reduction and management  

5. Environmental Awareness training 
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7.3.6. GROUP TECHNOLOGY 

The SA Post Office Group Technology division mission is to support and contributes to the 

SAPO mission by being the partner of choice through excellence in providing information 

technology solutions and services. 

To this end, Group Technology has determined its divisional vision to work towards 

empowering the organisation’s customers and communities by transforming their lives with 

new and emerging digital technologies. 

As the Group Technology delivers on its mission and journeys towards its strategic vision, it 

will endeavour to embed the following value system across the division: 

 People First: Our employees are our priority. We create an open, honest, caring 

workplace where individuals have opportunities to test their potential.  

 Delivering Results: quantifiable results – results that exceed expectations and pave 

the way for healthy business growth. 

 Innovative: Foster innovation and adoption of new technologies. We provide the 

information and tools to enable innovative problem solving. We partner with industry 

to bring smart innovations from the private/public to the public sector.  

 Results Oriented: We are flexible, responsive, and service minded. We recognize the 

urgency of our missions.  

 Quality and Availability of Information: Enhance the quality, availability, and 

delivery of information 

 Efficiency: Increase efficiency, transparency and accountability of IT 

 Innovate faster to deliver business value: Provide business value to all users, 

customers and stakeholders 

The current design of the Group Technology division is based on the Technology Run-Grow-

Transform (RGT) Model developed by Gartner. This model directs the division’s investment 

programs and operational activities. 

Run the Business – this pillar of the RGT model focuses on the efficient continuation 

operation of the business. A key outcome is to ensure the effective support or improve 

essential business functions and deliver efficiency at the appropriate quality and price for 

performance. 

Grow the business – This pillar focuses on the consumption of IT resources and focuses on 

developing and/or enhancing IT systems in support of business growth e.g. organic growth or 
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improvements in known business processes). They extend existing capabilities, deliver 

differentiation and provide competitiveness. Therefore investments include the extension of 

existing capabilities, delivering differentiation and providing competitiveness. The core 

objective of this pillar is enable the organisation to expand its market share, revenue or 

enhance customer loyalty by expanding the value-added benefits of the SA Post Office 

product and service portfolio. 

Transform the business - This pillar is innovative by nature and intends to enable the SA 

Post Office to enter new markets, address new customer segments, create new value 

propositions and enact new business models. While this is a high-risk, high-reward category, 

it provides the organisation to implement high potential initiatives for example, the e-commerce 

platform and the SAPO digital payment platform. 

 

The SA Post Office Group Technology management team have developed a portfolio of 

technology specific initiatives which aim to improve the operational productivity and service 

delivery of the division as well as enhance the organisation overall market competitiveness. 

These initiatives are grouped into the three pillars, each with a focus on ensuring that 

organisation in its current operates optimally, is implementing technologies to improve its 

market and revenue growth objectives and transition into a modern service and delivery 

platform. 

Group Technology is currently implementing a number of initiatives across the RGT model. 

The network upgrade is a critical initiative that improve the IT network performance thereby 

contributing to transactional systems such as the point of sale, sassa grant payment system 

and financial services systems. In addition, the benefit of the network upgrade and the upgrade 
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of the point of sale software and hardware further enhance the customer experience at post 

office branches.  

The digital Postbox and digital Registered Mail solutions begin the introduction of e-

government services whereby government will be enabled to send confidential information via 

a secure digital platform operated by a trusted state-owned entity, which is the SA Post Office. 

These initiatives are critical contributors to positioning the SA Post Office as a strategic service 

provider of government services to the residents of South Africa. 

The transformation of the SA Post Office into a modern organisation begins with the 

implementation of the e-commerce, SAPO digital payment platforms and the smart Post Office 

proof of concept, of which all are currently underway. These programs are further discussed 

in the modernisation section of this document (see section 6).  
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7.3.7. HUMAN RESOURCES 

WORKFORCE OPTIMISATION 

The workforce optimisation program requires a number of critical activities to be completed 

before the overall workforce program can be finalised. A critical exercise that is currently 

underway is within the operations division. 

The Center of Excellence will analyse the productivity of the operations division with the aim 

of developing an staff and productivity optimisation framework. This framework design will also 

be based on inputs from the mail center, transport distribution and post office network 

consolidation and optimisation programs.  

Thereafter this framework used by the regional management teams to develop staff crewing 

models specific to their regions. These crewing models will then be consolidated by the COE 

teams, it should be noted that close to 80% of staff are located within the operations division 

and therefore this exercise is complex and time-consuming. However once the COE and 

Regional models are done, Operations will collaborate with HR to finalise the workforce 

optimisation program and submit for the requisite approvals. This exercise is planned for 

completion during quarter. Once approved, the workforce optimisation program will be 

implemented during the latter half of this financial year. 

Figure 22: SAPO Operations Organogram 
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 Workforce optimisation targets 

The total staff reduction target over this strategic 3 year cycle is 3 349. The FY2018/19 staff 

cost is used as the baseline for the planned staff cost reduction over the planning period. 

Table 14: Staff Reduction Targets 

Year Staff Reduction Cost Saving 
Accumulated 

Savings 

FY19/20 (Y1)  1467 R 320m  

FY20/21 (Y2)  1461 R 318m R 638m 

FY21/22 (Y3)  421 R 127m R 765m 

 

 

During FY2019/20, a total of 730 applications have been approved and accepted at a cost of 

R129, 3m with a projected saving of R182, 4m per annum. 

The workforce optimisation initiative aims to ensure that the SA Post Office has a competent 

and agile workforce preparing employees for the modern SA Post Office, whilst reducing the 

staff cost for the organisation. Projected financial benefits for 2020/21 are at approximately 

R318m. 

Other benefits include the abolishment of redundant positions, redeployment of staff to areas 

of need and reskilling and upskilling of staff into new roles. 

 Post-Retirement Medical Aid 

13 542 

17 295 16 755 17 275 

6 625 

1 435 1 364 1 084 

20 167 
18 730 18 119 18 359 

 2015/16  2016/17  2017/18  2018/19

Staff Movement Trends

Permanent employees Non-permanent employees Total employees
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Aims to ensure that liability is reduced as well as the assets provide adequate cover for the 

liability in the interim period. The Actuarial Assessment of the liability has been undertaken 

however the liability currently exceeds the value.  

In the interim, the identification and clean-up of beneficiaries will be undertaken and the 

required Policy amended. 

 Performance Management  

Considers the performance management policy, framework and applicable systems. This will 

entail enforcing a culture of high performance to ensure that Company strategic objectives are 

achieved. Benefits include clarity on individual, team and company goals and objectives, 

identification of training needs/tools of trade requirements and improved consistency and 

motivation 

 Training and Development  

Develop appropriate training programs specific to the needs of each business unit including 

compliance and legislative related training. Benefits include reskilling and upskilling of 

employees, developing new skills for digitalisation and ensuring competent staff. 

 Reward, recognition and remuneration  

o Performance based remuneration: 

Differentiation in pay increases based on performance. Performance incentives linked 

to growth, quality, efficiency and sustainability. 

o Reward and recognition 

Implement a program enables the organisation to recognise and reward individuals 

and teams for achievements/ accomplishments that contribute towards a creation of a 

culture of excellence 

Benefits of this initiative include focusing on company goals and objectives, recognition and 

reward to individuals and teams whilst contributing to overall performance of the Company 

 Employee satisfaction survey 

Determination of Employee satisfaction levels within the organisation. An annual survey of 

employee satisfaction (organisational climate) so as to enable SA Post Office to address the 

most important matters that impact on employees and also to enable the evaluation of the 

impact/success of actions/initiatives implemented 

 Strategic Workforce Plan 
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The strategic workforce plan will be implemented during 2020/21. Challenges to be addressed 

include the availability of skills in the correct areas. 

 Culture change program / Organisational change programme 

Improve the organisational culture within the SA Post Office by developing a targeted culture 

change programme. Targeted benefits include levels of performance, accountability, 

employee engagement and commitment to the SA Post Office. 

 Improve the efficiency of HR 

Improve efficiency by identifying technologies and methods of work to assist in the effective 

administration and management of the workforce. Critical vacancies, crewing levels, 

employee administration will be improved. 

 SAQA Accreditation of TrainPost Modules 

Accreditation of SA Post Office training modules with the SA Qualification Authority. 

Qualification level of employees at the SA Post Office will be improved, improving employee 

satisfaction and employability in the event of exit. 

 Implement talent management programme 

Identification and mentoring of talented employees. Matters such as succession planning, 

employee growth opportunities will be addressed. 

 Implement and maintain the ethics awareness programme across all sectors of the 

SA Post Office organisation 

Implement ethics awareness programme to improve corporate governance levels at the SA 

Post Office.  

Benefits of the ethics awareness programme include: 

o Strengthened integrity, commitment and loyalty  

o Materially improved quality of employee engagement, through respect and dignity, 

at all levels within the organisation, including with all stakeholders.  

o Increased productivity, through improved administrative & operational efficiency 

and effectiveness, all efforts to minimise, if not eliminate financial misconduct 

concerns 

o Improved overall quality of adherence to policies, procedures and general legal 

compliance 
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o Reduced involvement from staff in participating or facilitating fraud and corruption 

– but rather whistleblowing and reporting such activities for action 

o Sustained customer centricity 

7.3.8. SUPPLY CHAIN MANAGEMENT 

The SA Post Office is significantly dependent on efficient supply chain management function. 

In this regards, the SCM management team have identified a number of urgent issues that 

must be addressed if it is to operate at the expected productivity standard. 

SCM will establish satellite SCM warehouse in 

the regions. This satellite network is expected 

to improve the turnaround times with regards 

to the delivery of procured consumables, 

goods and services by the organisation. 

SCM will improve its internal corporate 

governance profile by improving the quality of 

the organisation’s vendor database by 

integrating its internal vendor database with 

the National Treasury Central Supplier 

database. This will ensure that suppliers 

sourced the SA Post Office are already 

approved by National Treasury as well as 

eliminate duplications between the two 

supplier databases. 

The SA Post Office current BBBEE score lower than the required target and SCM will 

collaborate with other functional units to improve this score so that organisation can be more 

competitive when bidding for revenue opportunities in the market. 

Currently the SCM unit is significantly under-resourced and has a skills deficit. This situation 

will be resolved through a restructuring process which will enable the unit to reach acceptable 

productivity standards within the next six months. 

A critical activity planned for completion during quarter one is the review of all currently active 

contracts with the organisation. The purpose of this exercise is to extract a high contractual 

benefit for money. The planned cost saving target for this initiative is estimated at R50m. 
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7.3.9. GROUP STRATEGY 

 Customer Satisfaction Survey 

A Customer Satisfaction Survey (CSS) was undertaken during quarter 4 of the 2019/20FY and 

the results will be used to improve the overall customer experience before the next survey. 

An understanding of the perception of SA post Office will be established and potential 

improvements in the following areas gained: 

 Customer experience and satisfaction level 

 Customer loyalty 

 Improvement in business processes and customer service 

 Identify potential areas where Tools of Trade availability may be insufficient 

Another customer satisfaction survey will be conducted during 2020/21 to determine and 

understand the customer experience and identify areas for further improvement.  

 Develop capacity for Research and Development 

To ensure the SA Post Office products and services remain relevant whilst assisting to move 

towards Vision 2030, capacity for Research and Development is to be established. This will 

ensure that shortcomings in the following areas are addressed: 

 Product development 

 Technology adoption 

 Benchmarking 

 Market intelligence 

 Improve the Strategic Planning Process  

There has been an improvement in the strategic planning process, however it is still not at an 

optimal level. Increased effort will be made by to ensure that the planning process commences 

earlier and that there is greater involvement with broader management all levels within the 

organisation. The planning and budgeting processes will also be more effectively integrated 

during the financial year to ensure that planned strategies are adequately funded. 

More workshops with the various team are to be held to ensure that the quality of functional 

strategies and implementation plans is improved and also ensure the development of smart 

and robust Key Performance Indicators. It is essential that the corporate plan is communicated 

to the entire organisation, particularly at regional and area level. 

The strategic direction of the SA Post Office has been established by Vision 2030, and 

requires a concerted effort from the organisation to implement and maintain the direction.  

 



For SAPO internal use only     

86 | P a g e  
 

 Performance Monitoring and Reporting  

An increased focus has been placed on Performance Monitoring and Reporting with monthly 

and quarterly reports tracking financial performance and key performance indicators being 

distributed. Monthly Business Performance Committee meetings have been instituted, 

however composition and attendance will need to improve.  

The Group Project Management Office is a key component to monitoring that project 

implementation is entrenched within the organisation, ensuring timeous delivery of projects 

and performance.     

 Building Capacity within Strategy and the Project Office 

Over the years as employees left the organisation their positions remained vacant within 

Strategy and the project Office. A strong focus will be to populate the critical vacant positions 

within Strategic Planning and the Project Office. This will provide the organisation with the 

requisite skills and capacity to improve the planning process and the implementation of the 

prioritised projects and initiatives. 

 

7.3.10. COMMUNICATIONS 

Rebuilding the SA Post Office Brand and enhancing Brand Equity 

Brand equity, or the value that the brand brings to the company, relates to the means with 

which the identity of the SAPO brand, its meaning, how customers and other stakeholders 

responds to it, and its relations with customers and other stakeholders can be leveraged for 

commercial value. 

Given the history of challenging circumstances surrounding the SAPO brand which presently 

inhibits price premiering, the cornerstone and measure of SAPO’s brand equity in the current 

corporate planning cycle will become long-term customer loyalty. In this regard all brand equity 

building efforts in support of the initiatives identified in the Implementation Plan of the 

2019/2020 Corporate Plan will target the building of long-term customer loyalty . 

 Brand Awareness 

While the SAPO brand is generally known in the market, the organization’s brand is not known 

for the products and services it offers, thus projecting a weak brand identity base. 

Communications and brand building activities in the Implementation Plan of the 2019/2020 
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Corporate Plan will proactively position existing services and products as well as BU initiatives 

to create a stronger brand awareness. 

 Communicate brand meaning 

The 2019/2020 Corporate Plan proposes SAPO adapting its business model and activities to 

changes in the operating environment, especially embracing significant technology changes 

to processes and systems in line with modern realities and also to drive revenues. These 

changes thus ensure a different brand meaning to a traditional postal operator. Brand 

communications activities, in alignment to the BU Implementation Plans, will center on 

communicating to customers and stakeholders SAPO’s changed brand meaning and what the 

organization stands for. 

 Reshaping how customers respond to the SAPO Brand 

In support of BU Implementation Plans of the 2019/2020 in relation to revenue enhancing and 

modernization initiatives, brand communications initiatives will be focused on reshaping 

customer’s sentiments on SAPO in relation to how they feel and react to the brand. These 

initiatives will focus on supporting BU’s in efforts of improving quality of services, the 

organization’s credibility and its relevance by proactively communicating and measuring these 

keystones to the customers and all stakeholders.  

 Building relationships 

Establishing resonance with customers will become the most important component of the 

Implementation Plan of the 2019/2020 Corporate Plan. The communication initiatives will seek 

to establish a sense of community between SAPO and the customers, as well as between and 

amongst the customers themselves leverage existing communications technology platforms 

utilizing surveys and chat connections, especially in relation to the positioning of the brand 

repositioning innovation initiatives identified to enhance revenues and drive the modernization 

of the organization. 

7.3.11. INTERNAL AUDIT 

 Monitoring of Audit Findings (External and Internal Audit issues) 

The effective and timely resolution of external and internal Audit issues is currently not at 

required levels to ensure an effective and well governed organisation. In this regard, a zero 

tolerance level will be adopted to outstanding audit issues and repeat audit issues. All 

business units and support units will be expected to adhere to the requirement. Regular formal 
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feedback to all levels of Management and Oversight stakeholders will be critical to ensure 

good corporate governance levels within the organisation. 

 

o AG Audit Findings 2018/19FY 

The Auditor-General (AG) Management Letter Action Plan (MLAP) was implemented 

and EXCO monitors progress on implementation of corrective actions. Internal Audit 

provides assurance on the resolution of AG findings. The status of AG audit findings 

as at 31 January 2020 is depicted in the table below: 

ENTITY REPEAT FINDINGS 
TOTAL 

FINDING 
PERCENTAGE 

REPEATED 

TOTAL 
NUMBER 

RESOLVED 

PERCENTAGE 
RESOLVED 

SAPO 

181 218 83% 75 34% 

To date 34% of the findings have been resolved with the planned resolution of the 
balance under internal audit verification by 31 March 2020 

Docex 

14 24 58% 19 75% 

To date 75% of the findings have been resolved with the planned resolution of the 
balance under internal audit verification by 31 March 2020 

Property 
Company 

16 16 100% 14 88% 

To date 88% of the findings have been resolved with the planned resolution of the 
balance under internal audit verification  by 31 March 2020 

CFG 

20 24 83% 2 8% 

A submission is with the Minister to review the status of the company 

Total for 
Group 

231 282 82% 94 33% 

 

The AG audit status report by accountable executive at 31 January 2020 graphically shown 
below: 
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The total balance of findings to be resolved is 188 which include SAPO- 143, Docex- 5, 
Property Company- 2, and CFG- 22. 
 
 
Monitoring of the effectiveness of Financial Misconduct matters, in conjunction with 
ALL line managers 

o Irregular Expenditure 

The process to identify irregular expenditure, register the incidents and investigate is ongoing.  

The incidents are discussed in a Financial Misconduct Committee (FMC) meeting where a 

decision is taken in respect of the incident.  These incidents are then submitted to Exco and 

BoD for consideration prior to submission to NT for approval.   

 
o Fruitless and Wasteful Expenditure 

The process to identify fruitless & wasteful expenditure, register the incidents and investigate 

is ongoing.  The incidents are discussed in a Financial Misconduct Committee (FMC) meeting 

where a decision is taken in respect of the incidents. These incidents are then submitted to 

Exco and BoD for consideration and/or approval.   

 
A position of Zero tolerance towards irregular expenditure and the minimisation of Fruitless & 

expenditure will be taken. 

 Ethics Awareness 

In 2013 – the Ethics Institute of South Africa facilitated comprehensive Ethics Risk 

Assessment report and a consequent Ethics Management Strategy. A detailed report was 

133
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47
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shared with the then Executive of SAPO and the Board Audit & Risk Committee, in Jan/Feb 

2014. 

No further work was done on the report – although its results are still valuable and can still be 

great inputs to current conversations on Ethics within SAPO. An Ethics awareness campaign 

was initiated in July 2017 – as a joint effort between Human Resources capital and 

Governance & Regularity. Five principles of Ethics were defined and rolled out across the 

Group: 

For employees to be FAIR, CARING for the community & the environment, Disciplined and 

Accountable, transparent & Ethical, and be a Team player. 

 

This awareness programme was concluded in December 2017, with this conclusion, all 

employees were required to make and sign a pledge to sustainable ethical behaviour – this 

was facilitated through a poster to be signed by all employees, by BU, and then to be displayed 

within each of the respective office areas. 

 Ethics awareness 

During FY2020/21, Internal Audit will run a new series of Ethics Awareness videos – These 

videos have been developed by “The Ethics Institute of South Africa”. The aim is to flight them 

across a number of platforms, initially, such as NCC on Fridays, Exco meetings, OpsCo 

meetings as well as in other management meetings. 

Thereafter, a programme of focus or discussion groups will be established to facilitate 

conversations and empower employees to actively engage in ethical assessments and good 

decision making, as ethical dilemmas become less and less daunting. 

The organisation also start reviewing and revising the SAPO Code of Ethics in conjunction 

with a refreshed version of the SAPO Code of Conduct. 

An Ethics office will be established resourced with a suitably qualified Ethics Officer to guide 

and support management with inculcating an ethical culture within SAPO. 
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The Ethics Office is mandated to: 

 Strengthen integrity, commitment and loyalty to SAPO 

 Materially improve quality of employee engagement, through respect and dignity, at all 

levels within the organisation, including with all stakeholders.  

 Increase productivity, through improved administrative & operational efficiency and 

effectiveness, all efforts to minimise, if not eliminate financial misconduct concerns 

 Improve overall quality of adherence to policies, procedures and general legal 

compliance 

 Reduce involvement from staff in participating or facilitating fraud and corruption – but 

rather whistleblowing and reporting such activities for action 

 Sustain customer centricity 

7.3.12. CORPORATE AFFAIRS 

Corporate Affairs plays an advisory role and takes a leadership role in planning and decision 

making by the organisation through providing the right information to the right people within 

the organisation and making knowledge available to key internal and external stakeholders. 

Corporate Affairs is a liaison office for all stakeholders internal and external. 

Corporate Affairs will prioritise the following during this financial year: 

GOVERNMENT RELATIONS 

• Strengthen Stakeholder management with National, Provincial, Local government, 

SOC’s and private sector. 

• Provide advice to BU’s and line functions on the prioritization of various projects in 

National, Provincial and Local government 

• Monitoring and reporting on National, Provincial and Local government developments.  

• Liaison with internal and external stakeholders on SAPO developments and projects.  

• Strengthen and enhance relationships with all stakeholders (i.e. current and future 

partners) 

PARLIAMENTARY LIAISON 

• Coordinate SAPO briefings to Parliamentary Committees and Joint Committees 

• Coordinate oversight visits by Parliamentary Committees especially, the PC on TPS 

• Facilitate SAPOs participation in the SONA, National Budget, Budget Votes of relevant 

departments as well as government imbizos 

• Initiate issues by influencing the TPS Committee Programme 
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• Liaise with Parliament, government and SOEs to ensure SAPO is consistently 

appraised of all major new developments 

• Establish, Strengthen and maintain relations with Parliamentary structures, 

government departments and state-owned enterprises   

• Coordinate SAPO’s timeous response to Parliamentary questions  

• Monitor Auditor General and SCOPA issues 

• Maintain Database/register of Parliamentary questions and responses 

• Ensure that SAPOs compliance with Parliamentary rules 

INTERNATIONAL RELATIONS 

The Unit drives the South African Post Office’s active participation at the following international 

organizations: 

• The Universal Postal Union (UPU) 

• Pan African Postal Administration (PAPU) 

• Conference of Commonwealth Postal Administrations (CCPA) 

• Southern Africa Postal Administrations (SAPOA) 

CORPORATE SOCIAL INVESTMENT 

The strategic aim of the CSI Unit is to have the South Africa Post Office recognised as a good 

corporate citizen and a positive contributor to the economy and the lives of all South Africans. 

The work of the Unit entails coordination of and focussing activities in the following areas to 

the common goal: stakeholder engagement, BBBEE, Environment, Governance, Corporate 

Social Investment, Regulatory and Human Capital Development 

The Corporate Affairs Unit operates through the various divisions within the unit; International 

Relations, Government Relations (National, Provincial and Local Government), Corporate 

Social Investment, Environmental Sustainability and the Post Office Museum.   

• There 4 CSI programmes planned for implementation during this financial year. 

THE SOUTH AFRICAN POST OFFICE MUSEUM 

The museum was started in 1974 when the South African Post Office and Telkom was still 

one company. The company was divided in 1991 into the South African Post Office and 

Telkom and that included the museum.  The museum currently consists of the display at 

Church Square and the collection kept at the South African Post Office Depot in Silverton.  
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The purpose of the SA Post Office museum is to conserve and preserve the legacy and 

heritage of SAPO, is key marketing mechanism that highlights the organisation achievements 

over many years to local and international stakeholders and visitors. The museum is also 

required for compliance to the Postal license. 

There are two key functions performed by the museum, namely: 

Museum Management 

• Develop and maintain a national postal collection of historical material. 

• Activities include acquiring, documenting, researching, writing articles, interpreting and 

presenting exhibitions, programmes and lectures and preservation 

Archive Management 

• Manage historical records to insure that all records adequately documents the 

institutions operations.  

• Processing includes all the archivist's activities to accession, arrange, describe, 

preserve, and make available the documents in the archives 
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Section D: 

Key Performance  

Indicator Map 
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8. PROJECT ALIGNMENT MATRIX 

Diversification of Revenue 
The NEW SA POST OFFICE 

An Integrated Service and Delivery Platform 

Sales, Marketing, Customer, Channels Operations, Technology, Supply Chain 

Key Lines of Business Postal Courier Warehouse 
Financial 

Services 
Digital 

FY2020/21 Revenue Growth 

Target 

Revenue 

Target 

R751m 

Letter 

Delivery 

Express 

Parcel 

Delivery 

Storage & 

Pick/Pack 
Payment 

Digital 

Applications 

1. DOT – AARTO (Increase 

in Hybrid mail) 
R100m X   X X 

2. Warehousing and 

Distribution of Medication 
R87m  X X X X 

3. Ecommerce (Parcel 

Distribution and Online 

transactions) 

R36m  X X X X 

4. Bill Payments, Prepaid, 

fax & photocopy, sale of 

tickets, financial 

insurance and 

remittances 

R52m    X X 

5. MVL Transactions R48m    X  

6. DTT STB Subsidised 

Market Registration and 

Distribution for the DOC 

R143m  X X X X 

7. DTT STB Retailing – 

Unsubsidised Market 
R15m  X X X X 

8. Digital Postbox/Email R20m X   X X 

9. Electronic Mail and SMS  X   X X 

10. SASSA  R805M    X  

Capital Investment Plan       

Governance (Security R142m X   X  
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9. KEY PERFORMANCE INDICATORS 
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Section E:  

Portfolio Risks, and 

Monitoring 



For SAPO internal use only     

98 | P a g e  
 

10. GROUP PROJECT RISK MANAGEMENT FRAMEWORK 

SAPO may experience internal or 

external events that can inhibit or 

prevent the successful implementation 

of its Corporate Strategic Plan. These 

events are referred as strategic risks. 

These risks are measured in terms of 

likelihood and impact on the objectives 

of the implementation plan. 

To effectively manage strategic risks, 

SAPO uses a risk management process 

to identify, assess and manage risk and uncertainties arising from internal and external events. 

The process steps are: 

RISK IDENTIFICATION 

Business Units determine which risks are likely to affect their functional strategy and document 

the characteristics of each risk. The output of this step is an initial Risk Register. 

 

RISK IMPACT ANALYSIS 

In this step, risks are analysed to ascertain the impact the identified risks will have on the 
planned initiatives. This enables risks to be ranked in priority order according to their impact 
on the BU’s strategic objectives. 
 
 



For SAPO internal use only     

99 | P a g e  
 

 

RISK MITIGATION PLANNING 

During this stage, management prepares risk response plans to respond to risk events. These 

plans aim to reduce the possibility of the risk from adversely affecting the planned initiatives. 

Importantly, the response plans also seeks to increase the likelihood of positive risks to further 

benefit the business unit/organisation. 

Resources such budget, staff, etc. are allocated to the risk plan and assigned to applicable 

risk owners. 

SAPO’s risk plan cater for the following risk responses: 

1. Avoid negative risks/threats. 

2. Transferring the negative risks/threats to a third party, e.g. insurance providers. 

3. Mitigating the Negative Risk 
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Figure 23: Organisational Risk Factors 

 

CONTROLS

1 People Risk The skills profile of the organisation misaligned 

with the skills set required to achieve the Vision

Imminent staff optimisation process. 

Moratorium on appointments.

Inability to attract and retain the right skills.

Freeze on training budget

Skills gaps identified within core and critical disciplines:

Existing recruitment and selection process

Implement the new Operations structure with required skills

Implement Digital product management structure

Staff optimisation process and  skills audit

Re-skill workforce

Fill critical positions

Implement OPS blueprint programme

Completion of performance contracts 

Training on new products and services

Commercial implementation plan

2 Ineffective stakeholder 

management

The key stakeholders being Government, staff and 

Unions don't buy in to the Vision and consequently 

delay initiatives needed to achieve the Vision

Government as sole shareholder may have different Vision and funding priorities.

Resistance to change by staff.

Insufficient change management and communications to prepare staff for the dual 

mandate and commercial culture needed to be successful.

Consultative Forums – NCF/RCF

Recognition agreement

Stakeholder Forum

Stakeholder engagement forum for new business

Weekly meetings

Company Induction programme

Change Management programme

Engagement with Unions

3 Service Delivery Poor service delivery to customers resulting from 

an ageing physical infrastructure, obsolete and 

underperforming systems, skills gaps and a 

compliance culture that is not supportive of the 

future direction of SAPO

Government as sole shareholder and funder have other competing priorities for 

funding.

Lack of customer understanding of the SASSA product features.

Potential for damage and vandalism of properties.

Power outages.  

Decayed state of property portfolio and current state of the work-environment in 

branches.

Slow-decision-making processes.

Duplication of application systems.

Outdated hardware & software.

Stock availability at branches.

Resistance to change, critical vacancies in IT area, skills gaps, inadequate 

succession planning, lack of consequence management (positive and negative).

End to end value-chain not clearly understood and unclear hand-off points, many 

processes are manual.

Payment back-logs with critical suppliers.

Lack of integrated MIS, bespoke nature of some products results in sourcing 

problems.

Distribution Network plan

Property refurbishment programme

Generator being rented and consideration of Disaster recovery strategy and 

sites.

Staff optimization

Change Management programme

Implementation and capacitation of sales structure and plan

Implement Ops blueprint programme

Delegation of Authority Matrix

Branch profitability programme (Optimise the product mix)

Satellite SCM facility / warehousing

IT application strategy (rationalization of systems)

SAPO code of conduct

Sales function to be benchmarked to Industry

Employ sales staff as per approved structure and incentivize staff

Implement performance management

Implement Ops Blueprint programme

Automation of mail processing

Implementing a plant maintenance module (for sorting machines)

Improve demand management for cash 

Mail integration for mail processing

Strategic sourcing

Formalising contracts with IT vendors

New Call Centre implementation

SAPO STRATEGIC RISK REGISTER FOR 2019/20

No

RISK IDENTIFICATION

Identify Description
Risk drivers / causal factors Risk mitigating actions
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CONTROLS

4 Systems failure Business disruption due to system, network and/or 

IT hardware failure resulting in inability to deliver 

products and services to customers

Outdated Data Centre with major upgrades required to the building to meet OHSA and 

other operational requirements. 

Inadequate funding to upgrade systems, network and hardware required to support 

operations.

Business functions not involving IT in the solutions process.

Inadequate prioritisation process of initiatives / projects to be implemented.

Timeline for the  POS replacement devices in danger.

Outdated and unsupported infrastructure (hardware, servers, databases). 

Outdated and unsupported network & Outdated and unsupported applications.

Inadequate Disaster Recovery capability in place and inadequate funding to address 

this.

Power outages

Cyber attacks on the network and systems.

High turnover and difficulty in retaining talented staff. 

Insufficient capacity to support "day to day" operations. 

Trust deficit in IT Division ability to deliver solutions/services.

IT hardware maintenance contracts expired, new strategy to be developed. 

Current fixes on a time and materials basis.

Trust Centre strategy submitted to  Board IT Governance Committee

Fill executive positions (CFO, Commercial GR, Legal and HR roles)

A formal IT strategy to be done to SAPO Exco on IT ownership, engagement 

and support.

Development of criteria to prioritize projects that support strategic initiatives.

Refurbishment of Data centre approved.

IT strategy to be defined for SAPO (Hosting, IAAS, outright purchase) 

RFP to be issued to source POS solution.

Upgrade of SAPO top 20 applications to OS, DB and Application versions to 

be included in IT strategy.

Network upgrade project in progress.

Telkom Diginet outages closely monitored and escalated when necessary.

Arrangement with BCX (Managed Network service provider) to provide spare 

parts when required.

Renting generator for the Data Service centre.

Restructure and clarify roles and responsibilities of IT Management team

Age analysis of vendor support risk reporting to Finance

Improve project categorization, close-out, progress and status reporting. 

Appointment of external providers on a “time and materials” basis.

Renting generator

IT Security strategy approved by the Board

Appointment of new CIO

Submit all documentation and communication to SLT for approval to ensure 

consistency of messages.

Re-skilling of staff

5 Sustainability Unrealised revenues combined with an 

unsustainably high cost base and lack of revenue 

stream diversification threaten the sustainability of 

the organization.

Regulatory weakness in enforcing SAPO mandate.

New and disruptive technologies applied by traditional and non-traditional competitors.

Digital substitution for current suite of products erodes traditional revenue base.

Trust deficit not eliminated yet resulting from legacy of poor service delivery 

Dual mandate and conflicting priorities between Social and Business mandate.

Organizational structure misaligned with strategic objectives.

Liquidity shortages & portion of strategy unfunded.

Portion of projected revenue unsubstantiated.

Unclear ownership of product development.

Lack of resource and impact assessment at programme /  portfolio level.

Potential strikes with staff optimization initiative.

Unclear Trust Centre value proposition.

Compliance culture and lack of consequence management.

Slow decision-making processes.

Insufficient marketing.

Existing system infrastructure needs to be replaced, hardware & software 

replacements needed.

Skills gaps in a number of functions to implement strategy, significant vacancies .

End to end value chain not understood and also unclear hand-off points between 

functions. 

Quarterly presentations to MTT

Digital strategy & implementation of Emall and ecommerce strategy

New product development

UPU hub in Africa

Implementing Distribution network plan

Staff optimization initiative

Developing a Marketing plan

Sales structure, strategy and implementation plan

Implementation of product development plan

Resourcing of projects 

Setting of realistic revenue projections and targets

Implementation of the OPS blueprint (Change Management)

Approval for the refurbishment of the Data Centre

Network upgrade project in progress

IT strategy to  be developed to highlight options for a Disaster recovery site

Upgrade of 20 SAPO applications  to latest OS, DB  to be included as part 

of IT strategy and Business case for the Investment Committee approval

Appointment of external services providers on a time and material basis

Clarify structure, roles and responsibilities

Submit business cases for agreed strategic priorities to obtain funding for 

development and implementation

Point of Sale solution.

No

RISK IDENTIFICATION

Identify Description
Risk drivers / causal factors Risk mitigating actions
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CONTROLS

6 Change Risk Initiatives implemented to execute the Corporate 

plan take longer or cost significantly more to 

implement resulting in uncompetitive pricing, 

unsustainably high cost base and/or lost market 

share

Insufficient funding for the strategic initiatives needed to execute the Corporate plan. 

Inadequate oversight over the identification, prioritization, funding and 

performance/progress of initiatives that support strategic objectives.

Perception that the organizational structure is misaligned with the Vision and hindering 

effective implementation of initiatives required to achieve the Vision.

Resistance to change

Inadequate consequence management

Interdependencies and complexities between projects / initiatives not clearly 

understood.

Lack of a resource plan across projects/portfolios that assesses the impacts of 

multiple projects/initiatives running concurrently.

Lack of a portfolio view of projects and its inter-dependencies and impact on the 

critical path and overall integration requirements across functions.

Insufficient project management disciplines (scoping, plans and progress 

measurement, Business case with Internal rate of return hurdles, Project Gate 

controls) 

Insufficient project management resources to manage the level of change pervasive 

in the organization.

Rollout of the Change management program spearheaded by HR

Revised PMO structure

Appropriate and adequate capacitation of the PMO Office

Establishment of 8 EXCO oversight sub committees, including: 

Performance Management Committee, Capital investment committee, 

Governance Risk and Compliance, Human Resources committee and IT 

Committee. 

Revised Delegation of Authority

Review of current Business Unit structures to align to approved corporate 

plan

Prioritisation of projects and initiatives to align to corporate plan and funding 

by the Capital Investment committee

development and establishment of operational plans by all BU to support 

and align with the corporate plan

Establishment of an organisational implementation plan in support of the 

corporate plan monitored by the Performance Management Committee

7 Ineffective strategic 

partnerships

Establishment of wrong partnerships could divert 

organizational resources and focus away from 

delivering on initiatives necessary to achieve the 

Vision

Absence of a clear framework for the identification and selection of strategic partners 

whose capabilities would be supportive and mutually beneficial.

Political Interference in pursuing private partnerships.

Strategic Framework developed – 

Leverage of certain partnerships

Schedule 2 issue to be resolved

No

RISK IDENTIFICATION

Identify Description
Risk drivers / causal factors Risk mitigating actions
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Section E:  

Implementation Management  

& Performance Reporting  
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11. SAPO STRATEGY IMPLEMENTATION FRAMEWORK 

SAPO’s Strategic Development and 

Implementation Framework comprises 

of six domains and is designed to 

answer six strategic questions: 

1. Who is SAPO? 

2. What is the context in which 

SAPO operates? 

3. What direction is SAPO heading 

towards? 

4. What needs to be created? 

5. How will it be built? 

6. Who will SAPO operate? 

The Domains of the Framework 

A. The Ideation Domain focuses on reaffirming the organization’s purpose (Mission 

Statement), how it wants the brand to be perceived by its customers and employees 

(Organisational Culture) and sets the strategic trajectory of SAPO for the future 

(Vision). 

B. The Nature Domain concentrates on the organisation’s culture, value systems and 

behaviors. Another key aspect of this domain is to ensure that the organisation is 

optimally structured to attain its operational excellence objectives. 

C. The Vision Domain determines the organisation’s goals and translates them into 

specific desired results. Thereafter key performance indicators to measure progress 

towards the desired results are defined. 

D. The Engagement Domain translates all input from the various domains in a set of 

actions designed to achieve its purpose and goals. These actions are further translated 

into strategy aligned, prioritized sets of programs and projects that adequately 

resourced and funded. 

E. The PMO domain focuses on rationalizing multiple interdependent projects into 

programs whereas projects are defined as temporary endeavors with specific 

deliverables, schedules and resources. 

F. The Transition Domain relates to the program and project handover to operations to 

continue the delivery of ongoing value to the customer. 

G. The Monitoring Domain – Various committee structures, such as the Business 

Performance Committee and Capital Investment Management Committee, monitor 

and track the implementation of the strategy as well as assure the achievement of 

business performance and benefits as defined in the Corporate Strategic Plan. 
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11.1. SAPO PROGRAM AND PROJECT METHODOLOGY 

To ensure optimum investment decisions, all SAPO capital investment programs and projects 

are undertaken through a structured process that:  

• Identifies the benefits to be achieved 

• Uses qualitative and quantitative methodologies to select the portfolio of projects 

that are most likely to achieve those results  

• Expedites the planning and financing of those projects  

• Manages their execution through simple project management, governance and risk 

management tools  

• Provides continuous measurement of progress 

The methodology applies five steps to acquire programs and projects: 

Step 1 – Identify capital requirements through the planning process. 

 All SAPO investment proposals must clearly demonstrate alignment to pre-determined 

goals, identify potential inter-relationships between different projects and what are the 

high-level costs of different projects.  

 These proposals must be incorporated into a business case which is often triggered 

when an individual identifies the need to solve a problem, improve a process, or 

implement a new service. It defines what the project will attempt to achieve based on 

appropriate business justification. 

Step 2 – Select capital projects based on portfolio optimization 

 In this stage, the identified priorities are built into a decision framework to analyse the 

feasibility of specific projects. Measuring individual projects and their benefits across 

the portfolio on an apples-to-apples basis will allow SAPO to select a portfolio of 

projects that optimizes those benefits while considering any resource constraints and 

inter-dependencies that may exist. The management of the portfolio links program and 

project management. 

Step 3 – Plan capital projects with clear guidance and realistic expectations 

 During the planning stage, the specific planning around individual projects takes place 

and decisions are finalized with respect to private finance participation, bidding 

processes and monitoring. The SAPO Project Management Policy must be followed 

for implementation of projects. The project management methodology used by SAPO 

is PMBoK. 
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Step 4 – Execute capital projects within scope, budget and time 

 Projects are generally undertaken because they are part of the plans to advance 

organizations to new levels of performance and to ‘operationalize’ business strategies. 

Projects are however constrained by conflicting demands and competing priorities 

within the project environment. The triple constraint is a critical project management 

concept that originates from the basis for undertaking a project and provides direction 

for framing the project. 

 The cause and effect of new or changing triple constraint requirements need to be 

constantly negotiated during all phases of a project. Trade-offs need to be considered 

and priorities need to be managed in order to realize strategic decisions. 

Step 5 – Measure performance throughout the capital project lifecycle 

 To achieve the benefits initially established for the program and for any project, it is 

essential to identify measures of the expected benefits and monitor the projects and 

programs against those measures, including financial, technical, economic, 

environmental and social metrics. These factors form the performance measures that 

must be predetermined and measurable to monitor the performance of the project. 

 The detailed project plan and key milestones are also used to effectively monitor the 

performance of projects. The business case that has been approved for the project will 

contain details of the performance measures since it is the plan of what has to be done 

by when and how. 

11.1.1. MONITORING PERFORMANCE 

Key to monitoring performance and evaluating progress on the implementation of the strategy 

is the communication of the strategy throughout the Post Office, establishing a schedule for 

progress reviews, reviewing the implementation plan(s) and adjusting and amending where 

required. 

 The translation of the strategy into functional and implementation plans and 

deliverables which are cascaded into the performance contracts of management. 

Frequent reviews and mitigations to meet the performance objectives. 

 A Strategic Plan Review Forum (SPRF) will be established to review progress on 

implementation of the Strategic Plan. 

 A Capital Investment and Monitoring Committee (CIMC), a sub-committee of the Post 

Office Executive Committee has been established and meets monthly. 

o The CIMC is supported by a Capital Investment Framework, approved by the 

Post Office Board of Directors during October 2018. 

o The purpose of the Capital Investment Framework (CIF) is to bridge the gap 

between the Corporate Strategy and implementation by Business Units. This 

is to be achieved using the Strategic Plan as the basis on which Business Unit 
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base their functional and implementation plans, thus ensuring integration 

through a shared platform. 

 The Business Performance Committee (BPC), a sub-committee of the Post Office 

Executive Committee, has been established and meets on a monthly basis, Chaired 

by the Chief Operating Officer with representation from the various Business Units at 

the level of Group Executives, General Managers and Senior Managers. Regional 

Performance Committees (RPCs) will be established. 

Progress reviews will be held to monitor performance and evaluate progress, which will identify 

impediments and ensure timely resolution. 

 

 

 



For SAPO internal use only     

108 | P a g e  
 

The graphic below details the process flow discussed above. It also highlights the steps and controls used to efficiently realise the anticipated 

benefits required by the Corporate Strategic Plan. 

 

. 
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12. ANNEXURES 
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12.1. ANNEXURE A – CORPORATE PLAN STRATEGIC INITIATIVES 

 

 

SA Post Office

Corporate Plan 2020/21FY - List of Initiatives / projects

No Business Unit Functional Area Initiative Strategic Focus Area CAPEX Expense Revenue Cost Benefit 

1 Sales Postal Services Postal Services - Increase in Hybridmail- DOT (AARTO) Financial Sustainability        30 000 000      100 000 000 

2 Sales Courier & Parcels Warehousing and Distribution of Medication Financial Sustainability        87 000 000 

3 Sales Courier & Parcels Ecommerce _Parcel Distribution and online transactions (Including e-Mall) Digital Transformation        31 500 000        36 000 000 

4 Sales Financial Services 

Value Added Services _Pay a bill,Prepaid,Fax & Photocopy, Sale of 

tickets,Financial remittancesand insurance products ) Financial Sustainability        52 000 000 

5 Sales Financial Services MVL Transactions Financial Sustainability        48 000 000 

6 Sales Financial Services DTT STB Subsidised Market Registration and Disribution for the DOC, Financial Sustainability      143 000 000 

7 Sales Financial Services DTT STB Unsubsidised Market - retailing of set-top boxes Financial Sustainability        15 000 000 

8 Sales Digital Services Digital Postbox/Email, Electronic registered Mail and SMS Financial Sustainability        20 000 000 

9 Sales Products Product Management Customers and Communities First

10 Sales Sales Complete the appointment of all key positions in the Sales structure Culture of Excellence

11 Sales Sales

Finalise the implementation of the Salesforce model which encompasses 

the commission based salary structure; Culture of Excellence

12 Sales Sales Increase the Bid Office capabilities Efficient Systems and Processes

13 Sales Sales

Implement OLAs (organisational level agreements) with all critical business 

and support units Efficient Systems and Processes

14 Sales Sales

Implementation of a CRM tool - An integrated Customer Relationship 

Management system and policy Customers and Communities First

15 Sales Products A renewed focus on product marketing Customers and Communities First

16 Sales Sales Increase service offering to Government Financial Sustainability

17 Sales Products Increase market share by 4% year on year over the MTEF period. Financial Sustainability

18 Sales Sales 100% Rollout of multi-functional devices Optimised Assets and Infrastructure

19 Sales Sales Develop partnership framework Optimised Assets and Infrastructure

20 Sales Products Align the CVP to customer requirements Customers and Communities First

21 Sales Sales Customer interaction Centre Hardware Customers and Communities First           6 000 000 

22 Sales Products Migration of customers to a digital mailing channel Digital Transformation

23 Operations Property Disposal of non-core properties identified Optimised Assets and Infrastructure      200 000 000 

24 Operations COE

Business processes for scanning,sorting ,distribution,branch and customer 

services.

25 Operations Property Property refurbishment (Branches,mail centers,depots and corporate offices) Optimised Assets and Infrastructure      200 000 000 

26 Operations COE

National Address Database (Maintain an optimised address management 

database) Optimised Assets and Infrastructure

27 Operations COE SASSA Grant payments project Efficient Systems and Processes
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SA Post Office

Corporate Plan 2020/21FY - List of Initiatives / projects

No Business Unit Functional Area Initiative Strategic Focus Area CAPEX Expense Revenue Cost Benefit 

28 Operations Property Telkom property sale Optimised Assets and Infrastructure

29 Operations Logistics Courier Solution (Track & Trace - IPS)        45 000 000 

30 Operations Logistics Transport Distribution Network (Route Optimisation) Efficient Systems and Processes

31 Operations COE

UPU Security Standards (Optimize the security program to comply with UPU 

S58/59 standard at branches and key sites) Efficient Systems and Processes

32 Operations Property Cleanliness of points of presence Optimised Assets and Infrastructure

33 Operations Property Maximise return on rental property (leased out) Optimised Assets and Infrastructure

34 Operations COE Maintain USO footprint – 529 branches Customers and Communities First      427 826 087 

35 Operations Operations

Tools of trade to be available including clothing (corporate and protective), 

computer hardware and peripherals, material handling equipment, saleable 

stock items, stationery & Branch manager Computers. Optimised Assets and Infrastructure        15 000 000 

36 Operations COE

Distribution network optimisation (physical points of presence & Mail Hubs 

consolidation) Efficient Systems and Processes

37 Operations COE Increase mail sorted on machines Efficient Systems and Processes

38 Operations COE Hub in Africa -Ecomm@Afica.com Efficient Systems and Processes

39 IT IT Wi-Fi hotspots in rural areas (Broadband rollout) Digital Transformation

40 IT IT IT Network Upgrade Efficient Systems and Processes

41 IT IT Enterprise Application Platform (EAP) Digital Transformation

42 IT IT The SA Post Office Digital Blueprint Digital Transformation

43 IT IT Point of Sale (POS) Hardware Upgrade Efficient Systems and Processes        60 000 000 

44 IT IT IT Network monitoring and optimisation Efficient Systems and Processes

45 IT IT Develop Big Data capability Digital Transformation

46 HR HR Citical vacancies to improve governance Efficient Systems and Processes

47 HR HR Workforce Optimisation Financial Sustainability      300 000 000 

48 HR HR Strategic Workforce Plan Culture of Excellence

49 HR Training Upskilling and reskilling the workforce Efficient Systems and Processes

50 HR HR Post retirement medical aid (PRMA) Optimised Assets and Infrastructure

51 HR HR Culture change program Culture of Excellence

52 HR Training Prioritise training and development programs for Sales staff Culture of Excellence

53 HR HR Improve the efficiency of HR Efficient Systems and Processes

54 HR HR

Performance management policy, framework and systems  (Including 

Reward, Recognition and Consequences) Culture of Excellence
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SA Post Office

Corporate Plan 2020/21FY - List of Initiatives / projects

No Business Unit Functional Area Initiative Strategic Focus Area CAPEX Expense Revenue Cost Benefit 

55 HR Training Specialised customer services training for frontline and call centre staff Customers and Communities First

56 HR HR Employee satisfaction survey Culture of Excellence

57 HR Training SAQA Accreditation of TrainPost Modules Culture of Excellence

58 HR HR Implement organisational change programme Culture of Excellence

59 HR HR Implement talent management programme Culture of Excellence

60 HR Training Provide continuous learning programmes Culture of Excellence

61 HR Training

Implement and maintain the ethics awareness programme across all 

sectors of the SA Post Office organisation Corporate Governance

62 Finance Management Accounting

Postbank Transfer Pricing - Recovery of costs incurred pertaining to transfer 

pricing to Postbank for the use of Post Office Branches Financial Sustainability        50 000 000 

63 Finance Financial Accounting Corporatisation of Postbank Financial Sustainability

64 Finance Banking & cashflow Funding required for Turnaround and CAPEX Financial Sustainability

65 Finance Financial Accounting Average creditors payment of 30 days (Finance, account payable) Financial Sustainability

66 Finance Financial Accounting Average Debtors collection days of 30 (Finance, collection) Financial Sustainability

67 Finance Management Accounting Reduce cost to income ratio Financial Sustainability

68 Finance Management Accounting Improve profitability, liquidity and solvency Financial Sustainability

69 SCM SCM Review of contracts (IT, Transport, Properties, Security) Financial Sustainability        50 000 000 

70 SCM SCM Improve BBBEE level Customers and Communities First

71 SCM SCM Strategic sourcing implementation Efficient Systems and Processes

72 SCM SCM Optimise the SCM structure followed by filling critical vacancies Culture of Excellence

73 SCM SCM SCM through compressive business process modelling Efficient Systems and Processes

74 SCM SCM Optimised system utilisation for contracts management, Efficient Systems and Processes

75 SCM SCM Improve the Efficiency of SCM Efficient Systems and Processes

76 SCM SCM Ensure value for money on contracted services and goods Financial Sustainability

77 Governance Security & Investigations Security Upgrades      142 000 000      286 000 000 

78 Governance Governance Training on governance principles Corporate Governance

79 Governance Governance Compliance to governance principles Corporate Governance

80 Internal Audit Internal Audit Monitor resolution of AG Findings Corporate Governance

81 Internal Audit Internal Audit Monitor resolution of Internal Audit Findings Corporate Governance
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82 Internal Audit FMC

Effective consequence management for financial misconduct 

transgressions in a consistent and timely manner without discrimination Corporate Governance

83 Corporate Affairs International Relations Active participation in UPU Customers and Communities First

84 Corporate Affairs Philately Safeguarding of heritage assets - Postal Museum Optimised Assets and Infrastructure

85 Corporate Affairs CSI Community outreach programs Customers and Communities First

86 Strategy Communications Communication Plan & Year program Customers and Communities First

87 Strategy Communications Brand positioning Customers and Communities First

88 Strategy Communications Structure fina;lisation ( including spokesperson) Customers and Communities First

89 Strategy Communications Clareinch Post Office Incident Customers and Communities First

90 Strategy Strategy Customer satisfaction survey Customers and Communities First

91 Strategy Strategy Develop capacity for Research and Development Digital Transformation

TOTAL      529 500 000                          -        751 000 000   1 063 826 087 


