
THE GLAMOROUS

"Collection 80"

SANDALS GREET 

THE SUMMER

The sun-loving, fun-loving fashion for this 

year’s summer sandals is still very much into 

appealing strippy sandals. Our Marie Claire 

stvles for this season, covered in soleado and 

p. t polyuréthane, hâve sold fantastically 

•werr"— repeating Bata’s extremely successful 

sandal range of last year.

The glamorous Collection 80 sandals greet the 

summer in a gay variety of up-to-the-minute 

colours, as well as in the timeless favourites — 

white, black and bright red. One fashion 

change in this year’s sCippy sandals is the 

inclusion of a closed back on some of the 

models throughout the range.

For Ail The 

Family Femmes

An important aspect of the Marie Claire 

summer sandal range, which is keyeçl to 

stimulate extra sales in the wideawake shoe 

store, is that the range caters very much for the 

entire female side of the family — fashion 

sandals designed for Mum, for the single 

woman, for the 14 to 19 ’teens, and for the tinÿ 

-*^ts, with the Little Lady brand. All-familÿ 

ninine appeal is also built into the national 

.''aüvertising too, to help give retail sales a flying 

start.

In the ladies sandals the slim, high-heeled unit 

is made from Nylon, which is flexible and

These are the models that are being highlighted in national magazine 

advertising. Each sandal comprises a separate advertisement. The two large 

sandals are branded Marie Claire, and the one for infants Little Lady.

The lovely Linen range of summer sandals. These mules, branded Marie Claire, 

are designed for the Ladies/ Young Ladies market. Made onlv in Ladies sizes, 

with beautiful linen uppers attractively embroidered in a number of 

combinations ofembroidery motifs and linen colours, which Itave sold very well. 

The unit soles are made from polypropylene.



Al Shoecon ’80, Milan, Martin Steyn, on llte right, checks final touches to a 

South African product display.

MILAN HOSTS SHOECON #80

NEW

MANAGEMENT 

AT S.A. BATA

After 18 months as Acting General Manager 

of Bata Operations in South Africa, Charles 

Lintner has returned to the Durban Régional 

Office, and Jean-Daniel Heller has taken over 

the function of Chief Executive in Pinetown. 

Born in Switzerland, Daniel Heller is no 

stranger to this part of the world. He 

commenced his career with the Bata 

Organisation in 1952 in England, and worked 

later in Rhodesia — now Zimbabwe.

In 1965 Mr. Heller was appointed Company 

Manager of Bata Zambia — a position he held 

for seven years before taking charge of Bata 

New Zealand in 1972. Under his guidance the 

New Zealand operation prospered, from 

being a company having a rather insignifiant 

market share to its présent day standard of 

being the largest footwear producer in that 

country — an achievement accomplished 

within a fiercely compétitive market. 

Accompanied by his wife André, Mr. Heller 

arrived in South Africa in mid-February, and 

they were joined by their daughter Chantal in 

March.

iSoto understands shoes

Over 200 Bata-men from ail over the globe 

recently converged on the Leonardo da Vinci 

Hôtel in Milan, Italy, for Shoecon '80, the 

largest Bata Shoe Organisation annual 

conférence.

Participants included Régional Co- 

ordinators, Company Managers, and 

marketing, product development and design 

personnel, plus many others who hâve 

contributions to make towards product 

improvement and service to our customers.

Delegates from South Africa were Company 

Manager J.D. Heller, Sales Manager M. 

Steyn, and Product Development Manager R. 

Cenni. Mr. K. Lintner, SARO Régional Co- 

ordinator also attended.

The busy programme included the évaluai M 

of planned innovation for BSO production 

improvements to existing shoe ranges, 

dissémination of the latest footwear 

development ideas, and exposure to 

outstanding marketing and promotional 

concepts.

COLLECTION 80
... Continued

ensures greater comfort when walking, in that 

it “gives” with the foot.

Tune-in With The 

National Advertising

Every pair of Marie Claire in the shoe store is 

backed by lively national advertising in high - 

circulation women’s magazines such as Fair 

Lady, Sarie Marais, Living & Loving, and 

Darling — as well as in the leading Black 

fashion media. The compelling advertising 

spread runs from August through September 

and October to November — a strategie 

period for strong retail tie-up promotion that 

takes full advantage of the heightened shopper 

awareness of Collection 80.



1 000 000 PAIRS OF NORTH STAR

We had stars in our eyes recently, at Bata 

Pinetown, when the millionth pair of North 

Star came off the production line and — with 

intense buying interest unabated — we moved 

towards the second million. Indeed, says Sales 

Manager Martin Steyn, Bata expects to reach 

the two million pretty smartly.

Meantime North Star Pair No. 1 000 000 hâve 

been bronzed to provide an historical record 

of the achievement, and were recently on 

display in our foyer.

Spectacular Success Story

The North Star concept of sporty-styled 

leisure shoes originated with Bata in Canada, 

when it was observed how much public 

interest was aroused by the brightly coloured 

athletic shoes worn by competitors at the 

Olvmpic Games. Bata in South Africa were 

fit bff the mark in bringing the Athi-Leisure 

OTBCept here, and went into North Star 

production in 1976.

Since those days North Star styles and 

materials hâve changed only slightly, and sales 

hâve continued to rocket spectacularly since 

TV advertising was introduced. The confident 

prédiction is that the market demand for 

North Star Athi-Leisure Shoes will continue 

to expand — especially as interest is not 

confined today to any one market segment. 

The appeal has spread not only to ail 

ulation groups, but also to people of ail 

S^rs in ail walks of life.

Bata Sales Manager Martin Steyn, with Manufacturing Manager Chris 

Claasen, inspect the millionth pair of North Star to corne off the production Une. 

To mark the occasion each of the operators on the conveyor was given a North 

Star T-Shirt, and the local press was invited along.

Get It On!

In addition to TV advertising, North Star 

Athi-Leisure Shoes are also featured 

prominently, countrywide, on outdoor 

hoardings — and reminder-spots, like the ad 

shown here in miniature, can also be seen in 

printed media. The message to retail outlets is 

“Get it on!” and share in the North Star 

success story and ... thanks a million for your 

past participation!

Duly bronzed, the millionth pair of North Star 

has been on display in a glass case in Bata’s 

foyer.

The latest addition to the North Star Athi- 

Leisure Shoe constellation — with flaired 2- 

toned sole, and Nylon and split suede uppers. 

The sole is finished off in hard-wearing natural 

coloured rubber outside, with wrap-around toe.

NORTH I 
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The Dealer Support Programme

MOBILISED FOR THE 

RETAIL BATTLE OF THE 80 s a
Your Promotional Ally — DSP

Opérating from three bases in Cape Town* 

East London and Johannesburg, and co- 

ordinated at Bata Pinetown, the Dealer 

Support Programme (DSP) is a countrywide 

display and merchandising service — flexible, 

mobile field service. DSP focusses on selected 

dealers, taking them professional know-how 

and practical expertise that provides 

invaluable support for thecoming retail battle 

of the 1980’s. This is how it Works:

1. To improve merchandising and point-of- 

purchase promotion of Bata products in 

the field, and provide sales promotion 

support for our marketing activitiesf'and 

benefit the dealer at the same time.

2. To improve the présentation of Bata 

identified products at the point-of- 

purchase, and contribute to enhancing 

not only the Bata image but also thé 

image of dealers receiving DSP services.

3. To provide strong and timely point-of- 

purchase support of media actions — i.e. : 

of seasonal and brand promotions in the

press, and on radio and TV, enabling the 

dealer to ride piggyback on these 

promotions.

4. To develop a standardised identity for 

stockists and distributors of Bata 

products, with the object of triggering 

instant récognition by prospective 

purchasers.

Thus, the DSP concept, while naturally Bata- 

oriented, also contributes in a variety of ways 

to the promotional and public relations 

interests of the dealers concerned.

The DSP Strategy

1. To supply a promotional service to 

customers, in support of seasonal and 

brand promotion.

2. To provide merchandising equipment for 

the display and promotion of Bata 

products.

3. To help stimulate the involvement of the 

dealer and his staff in the merchandising

of Bata products, to our mutual benefit.

4. To signpost the premises of dealers 

distributing our footwear.

How The DSP Opérâtes

There are three DSP field bases, each manned 

by an experienced displayman with a Sound 

grasp of footwear merchandising and 

promotion. They are Paul Prins in Cape 

Town, Martin Snow in East London, anç 

Kelly Vincent in Johannesburg. Each w< J 

out, in concert with his Depot Manager àm 

Sales Représentatives, his own list of 

customers. But each is directly responsible for 

his programme to the DSP Manager at Bata 

Pinetown — David Lloyd — who co-ordinates 

the programmes with press, radio and TV 

advertising schedules.

Likewise, ail printed point-of-purchase 

material is arranged at DSP headquarters in 

Pinetown, where Bata hâve a silkscreen 

printing unit which can cope with a great deal 

of media-support display material.

At his home base each DSP displayman is 

fitted out with a workshop equipped with 

styrofoam cutters, carpentry tools, and other'' 

essential display gear and accessories. Each 

has a vehicle for fieldwork and — in 

Johannesburg and Cape Town — is also
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helped by a driver/display assistant. Each DSP 

man can thus offer selected dealers a quite 

extensive display and advisory service, further 

surolemented by P-O-P materials from 

P\v own. In return for this service Bata shoes 

eanT pride of place in-store and in the 

Windows.

Needless to add, each DSP displayman is fully 

conversant with Bata advertising strategy, and 

advises the dealer accordingly as to how he can

WANTED

best exploit current and pending advertising 

campaigns to his own advantage.

The Corning Retail Battle

The first broadsides in the escalating retail 

battle of the 1980’s are already being fired. 

Strategically, Bata are well prepared for it. 

Tactically, the dealer is in the front line, and 

needs to increase his firepower — and 

firepower dépends very much on better

display, an enhanced store image, and kindred 

factors. Bata’s mobile DSP service units may 

be regarded as specialised éléments equipped 

to bring to the customer the kind of support 

action that helps win the day.

WANTED

PA UL PR IN S. DSP displayman. Tours the 

country from his home base in Cape Town. 

Joined Bata in 1977.

Il"

PINETOWN EXECUTIVES AT 

BSO COURSES IN N. AMERICA ‘

In June three Bata Pinetown executives flew to 

North America to participate in senior Bata 

Shoe Organisation courses and meetings.

Sales Manager Martin Steyn attended 

Advanco, specially designed for selected 

executives. The programme was an intensive 

one and included management methods, 

pl|. ng, forecasting, administration and 

fimmcial Controls, commercial policies, et 

cetera. He also paid visits to other wellknown 

organisations in both Canada and U.S.A. 

Purchasing Manager Eldon Fortman 

attended Buymeet, a technical meeting for 

senior purchasing managers and buyers. This 

meeting reviewed purchasing trends, materials 

and supply information.

Chief Engineer Tony Mason participated in 

Mainmeet. Those taking part were Bata 

engineers, who examined systematic 

maintenance programmes as well as methods 

of improving productivity and profitability of 

the maintenance function. Another important 

aspect of this meeting was to suggest ways and 

means of constantly improving upon factory 

and work place environment.

The purpose of Bata courses and conférences 

is to improve the performance of personnel -, 

m around the world, through the expansion 

reinforcement of their knowledge in ail 

fields, including management, technical, 

marketing, personnel administration and 

finance.

WANTED

MARTIN SNOW. DSP displayman. Tours his 

territory from his base in East London. Joined 

Bata in 1975.

Alex Livermore, with J.P. Watt, at the Keates 

Drift factory.

WORLD TRENDS 

IN INDUSTRIAL RELATIONS

A recent welcome visitor to South Africa was 

Alex Livermore, Management Development 

officer of Bata International Centre, Toronto, 

Canada.

At Pinetown, in addition to holding in-depth 

personnel discussions with the managment

KELLY VINCENT. DSP displayman. 

Opérâtes on the Rand and environs, from his 

base in Johannesburg. Joined Bata in 1977.

team, and following through a working 

programme with Personnel Manager D.A. 

Bell, Alex Livermore made a significant 

présentation on industrial relations, touching 

on world trends.

Accompanied by Régional Co-ordinator Mr. 

K. Lintner, Mr. Livermore was also able to fit 

in visits to Bata manufacturing plants at 

Greytown, Loskop and Keates Drift, and 

expressed himself as greatly impressed with ail 

he saw.

DSP KEEPS ABREAST 

OF TRENDS IN EUROPE
/ i

DSP Manager David Lloyd returned to 

Pinetown recently from a month-long Devco 

course in Europe. Devco is designed to expose 

younger Bata Shoe Organisation personnel to 

BSO Systems of marketing, finance and 

production. The course was highly 

participatory, enabling those taking part to 

become involved in both practical and 

theoretical sessions.

ikx/a understands shoes
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TOUGHEES ... THE ONES THEY TRUST

For over 20 years Bata Toughees hâve enjoyed 

heavy and consistent advertising on a national 

scale, and the cumulative impact is 

immeasurable. Suffice to say that Toughees 

hâve long since become a household name. 

But central to the continuous advertising

effort is the sustained quality of the product. 

Throughout the years Toughees fine quality 

and value hâve never faltered, and these 

unwavering standards hâve in themselves been 

a force for repeat sales and ever-increasing 

sales. People hâve learned to trust Toughees.

This is a reproduction in miniature ofone of the large press advertisements for 

Toughees, that hâve been appearing in many English, Afrikaans and Black 

newspapers, countrywide, in support of strong TV advertising in both English 

and Afrikaans.

rs a tough job. Being a boy's school shoe. 

That's why we make Bata Toughees.

In genuine leather to survive ail the rough 

and tumble treatment they're going to get. 

And guaranteed for 6 months.

And because even little toughies like 

to look good, we’ve combined comfort 

with style. Bata Toughees are eut to 

please little girlstoo.

You simply won'tfind better value. 

So send them back to school in Bata 

Toughees. Then forget about school 

shoesfera long, long time 

Bring us your chlldrens feet 

and we'll wrap them In comfort «.

"foughees

The 1980 Thrust

The 1980 advertising campaign bids to gain 

more sales momentum than ever, with 

powerful back-to-school TV advertisir p 

English and Afrikaans during July, n^o 

August, backed by very wide press coverage 

through June, July and August in a dozen 

leading national daily and weekend 

newspapers catering for mass English, 

Afrikaans and Black readership.

At the same time our DSP displaymen hâve 

been busy carrying the Toughees advertising 

drive right through to the point-of-sale, so that 

retailers can pluck the fruits of the nationwide 

media coverage.

SOMETHING TO 

SING ABOUT!

The World Famous 

Drakensberg Boys Choir

J
South Africa’s International Drakensberg 

Boys Choir School, in the heart of the glorious 

Drakensberg mountains, has over the past 12 

years become world reriowned.

The Choir was acclaimed as the most 

outstanding group at the World Choir 

Festivals in 1973, 1975 and 1977. The singing 

of the boys on stage, radio and télévision has 

brought joy to hundreds of thousands of 

people ail around the globe, and in the 

Republic itself, creating a sensation ' m 

singing in countries as far apart as Br. __lA. 

Portugal, France, Spain, Belgium, Israël, 

Holland, Malawi, the Seychelles, Mauritius 

and Lesotho.

The Director of the International 

Drakensberg Boys Choir School, Mr. R.W. 

Tungay, sings the praises of Bata footwear — 

for the choristers hâve, during the entire 

existence of the School, always worn Bata 

sandals during summer, and Bata veldskoene 

in winter, while Bata Toughees hâve always 

been worn with the boys’ uniforms for 

concerts in many parts of the world. ja 

sandals and shoes, for instance, were w/n 

when the boys topped the World Festival of 

Choirs in Israël for four years.
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YOUNG TEACHER'S 16 000km BIKE-HIKE

RUBBER FOOTWEAR 

HAS NEW MANAGER

Steve Teather has taken over as Manager of 

the rubber factory at Bata Pinetown. He 

joined BSO in Tilbury, U.K., in 1970, as a 

student technician. Before coming to 

Pinetown his last BSO appointment was with 

Beba in Iran, as Production Manager.

Steve Teather is a graduate of the National 

College of Rubber Technology in the U.K., 

and also holds a Diploma of the Plastics 

Institute, and Certificate of the Institute of 

Works Managers, U.K.

Àç^ .ine British teacher recently completed an 

epic 16 000 km bicycle ride from his home in 

Manchester, England, to Cape Town, South 

Africa. His name is Neil Clough, and he 

started his big ride in August, 1978.

The European leg of his adventurous journey 

took him through Holland, Luxembourg, 

Belgium, West Germany, Czechoslovakia, 

Poland, Hungary, Rumania, Yugoslavia and 

Belgravia.

Crossing the Bosphorus strait connecting the 

Black Sea with the Sea of Marmara, Neil then 

cycled through Turkey, Syria, the Lebanon, 

Jordan, and Israël, from where he sailed across 

the Red Sea to Egypt. His biggest challenge 

now lay before him — a ride down the entire 

length of Africa.

Fitted with a newpair ofNorth Stars, Neil Clough is seen at Bata Pinetown with 

the bicycle that took him through 24 countries and two continents.

Across The Sahara

From Egypt the dauntless Neil pedalled across 

the Sahara to the Sudan, and on through 

Kenya, Tanzania, Zambia and Botswana to 

war-torn Rhodesia — now Zimbabwe - 

where he worked as a teacher before bike- 

hiking on to South Africa through the 

Transvaal and Natal to Durban, and then 

along the vast coastline via the Garden Route 

to Cape Town, to achieve his planned 

objective.

Neil Clough received sponsorship from Bata 

Tilbury in England, and also called in at Bata 

Limuru and Gwelo, where he was 

enthusiastically received, and presented with 

pairs of shoes. At Bata Pinetown, Natal, he 

also enjoyed a warm réception, and recounted 

some of the highlights of his remarkable ride.

Dramatic Expériences

Discussing his expériences with “Bata News”, 

Neil said they would fill a book. Some of his 

more dramatic adventures included an attack 

by wild dogs in Turkey, wandering into the 

war zone in Beirut and being rescued by the 

Syrian army, being stoned by peasants in 

Egypt, and being jailed in Lusaka after being 

accused of spying.

Remains of a new pair of shoes presented to Neil 

when he called in at Bata Kenya.
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MR. T.G. BATA 

PAYS FLYING 

VISU TO S.A.

On a lightning four-day visit to South Africa, 

Mr. T.G. Bata jetted in from BSO 

headquàrters in Toronto, Canada, on 

Wednesday 20th August, 1980, and stayed in 

the Republic until the evening of Saturday 

August 23rd, when he flew on to Zimbabwe to 

visit the Bata company in that country. 

During his brief stay in South Africa Mr. Bata 

toured the Pinetown complex, taking in 

Engineering, the Rubber Factory, 

Administration, Stores, the Laboratory, and 

the Personnel Department. He also viewed 

audio-visual présentations projected by the 

Marketing, Manufacturing, Computer 

(E.D.P.) Processing, Administration and Per

sonnel departments.

Long Service Awards

At a staff luncheon Mr. Bata made twenty-six 

25-year long service award présentations, each 

récipient receiving a gold watch, a scroll, and a 

bronze medal. Wives of award winners were 

presented with bouquets of flowers.

Mr. Bata also toured satellite plants at 

Loskop, in KwaZulu, in the foothills of the 

Drakensberg mountains, and at Greytown, 

and Keates Drift.

Positive Impressions

Mr. Bata commented most favourably on our 

operation here in South Africa and expressed 

surprise as to how advanced we are in the use 

of our computers. As well as on-line terminais 

in each of the depots around the country we 

also hâve a number around the plant itself, in 

the Personnel, Production Planning, Costing 

and Buying departments.

Mr. Bata in the Rubber factory with Mr. C. 

Claasen, Manufacturing Manager.

Mr. T.G. Bata in discussion with Mr. Jack Singh, Conveyor Supervisor, during his 

tour of the Pinetown factory.

In the design section, Mr. Bata chats with Mr. Renzo Cenni, Chief of the Design 

Department.

A t a staff luncheon, Mr. Bata is seen making 25-year long service award présentations 

to vétéran staff members.
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