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CCA Launches Corporate Values

Trade Associations Can Facilitate Anti-Competitive Behaviour
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THE ROLE OF CONSUMER GROUPS IN
COMBATTING UNFAIR BUSINESS PRACTICES

Participants during WCRD on 15th March 2022 in Gaborone

he Competition and Consumer Authority (CCA)
Ton 15th March joined the international con-
sumer movement in celebrating World Consumer
Rights Day (WCRD). The CCA celebrated the day
under the national theme: The Role of Consumer
Groups and their Efficacy. Consumer groups/or-
ganisations/associations seek to advocate for con-
sumer rights and to protect consumers from un-
fair business practices. The Authority decided to
come up with a national theme that is consistent
with the current state and the vision to energise
and resuscitate consumer groups in Botswana.
The CCA hosted a panel discussion to break
down the theme. The panel of esteemed con-
sumer rights personalities comprised John Ka-
pito - Executive Director of the Consumer As-
sociation of Malawi, Joseph Selolo - Company

Secretary for the South African National Con-
sumer Commission; and Richard Harriman the
founder of Consumer Watchdog in Botswana.

Discussing the theme, Kapito said states need
reputable consumer organisations to advocate and
demand for better services and goods, protect peo-
ple from corporate and state abuses, unsafe prod-
ucts, poor, false and misleading advertisements, as
well as environmental degradation and pollution.

“Consumer organisations have the mandate
to assist and advocate better for those consum-
ers with no voice especially the disadvantaged
and the poor. Activism is a collective use of con-
sumer power for economic, social and political
ends. It encompasses diverse actions which in-
cludes boycotts, advocacy campaigns and the
naming and shaming of abusers, “Kapito said.

The credibility of consumer organisations
comes from a larger section of the society sup-
porting the interests of consumers. Their reputa-
tion is from getting facts right through research
and unbiased advocacy, independent from state
and corporate control. “The consumer organisa-
tion must be apolitical not concerned with party
politics. Being too close to the state and corpo-
rate world has always undermined the efficacy
and independence of consumer organisations.”

Touching on challenges, Kapito said develop-
ing countries lack independent consumer or-
ganisations due to lack of financial and technical
resources. “Its membership is weak with no capac-
ity to contribute for the success of the consumer
organisation. Lack of resources have compromised
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the credibility and advocacy campaigns of many
African consumer organisations,” Kapito said.

For his part Selolo said a consumer advo-
cate is there to hold the consumer’s hand.
He emphasised the importance of assist-
ing consumers how to lodge their
plaints ~ with the consumer regulator.

Selolo called on the authority to come up
with guidelines for consumer groups, noting that
Botswana’s consumer protection law stipulates
cooperation and support of the authority for ac-
tivities carried out by consumer organisations.”

In his submission, the Founder of Consumer
Watchdog, Richard Harriman, described con-
sumer groups as the eyes and ears of regulators.
He welcomed the enshrining of such groups in
the Botswana law. According to the Consumer
Protection Act of 2018, “the Authority may
permit and consider representations made by
any class of consumers and consumer organi-
sation on any matter of consumer protection,
and may cooperate with and support the ac-
tivities carried out by consumer organisations.”
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Harriman cited lack of resources, resistance,
threats and fake clones as some of the chal-
lenges facing the Consumer Watchdog group.

The group was established in 2005 with the tra-
ditional approach of using broadcast and media
print media, and has since moved predominantly
to the use of social media. Harriman said the
group was formed due to outrage over consumer
abuse starting with the rip-off through hire pur-
chase; for example an item bought at P199 cash,
ended up with a total hire purchse price of P1,752.

Internationally, the theme for World Consumer
Rights Day 2022 was: Fair Digital Finance, as an-
nounced by Consumers International; the mem-

bership organisation for consumer groups around
the world. Digital financial services (DFS) compris-
es a broad range of financial services accessed and
delivered through digital channels, including pay-
ments, credit, savings, remittances and insurance.
It also includes mobile financial services. Accord-
ing to Consumers International, by 2024, digital
banking consumers are expected to exceed 3.6
billion. In the developing world, the propor-
tion of account owners sending and receiv-
ing payments digitally has grown from 57% in
2014, to 70% in 2017. Digital finance brings
new opportunities — but also new risks that
can lead to unfair outcomes for consumers.

TRADE ASSOCIATIONS CAN FACILITATE
ANTI-COMPETITIVE
BEHAVIOUR

Trade associations can raise competition
concerns as they may facilitate coordi-
nation on prices, establish barriers to entry,
or undertake other activities that diminish
competition. The CCA’s Acting Director of
Investigations, Policy and Research Ernest
Bagopi, cautioned during a presentation on
competition issues, at a workshop for forma-
tion of the LPG Association of Botswana. The
workshop organised by the Botswana Energy
Regulatory Authority (BERA) on March 4th,
addressed issues of concernin the formation
of the association, including competition.
Bagopi noted that the LPG market in
Botswana is highly concentrated.
A study carried out by the CCA
in 2018 revealed a concentra-
tion ratio of 94% by the top
three firms, which is signifi-
cantly higher than the 70%
international threshold for a
high market concentration.
“With the market highly
concentrated and dominant
firms being integrated along
the supply value chain, this
may facilitate infringements,
such as margin squeeze, re-
fusal to deal, excessive pric-
ing and price fixing,” he said.
Touching on industry prac-
tises, Bagopi said cylinder exchange may
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promote collusion and/or information
sharing and reduces consumer choice.
Cyinder hoarding may
indicate collusion
and information
sharing. While
noting that
cross filling may
reduce the risk
of collusion,
it may, on the
other hand,
increase the

CCA'sActing Director of Investigations, Policy and Research Ernest Bago‘i—- e

prevalence of cylinder theft.

The high Cost of switching supplier by
distributors also creates a barrier to en-
try/exit because of long term agreements.

Bagopi further briefed the workshop
on forms of anti-competitive conduct. He
cited exploitative conduct such as exces-
sive pricing, and collusion, — which largely
affects consumers. Firms may also engage
in exclusionary conduct to evict a rival from
its market (or deter a rival from entering
its market), by engaging in pricing and/or
non-price strategies that induce the rival to
cease competing. Such strategies include
refusal to deal or supply, predatory pric-
ing and exclusive dealing. Other anti-com-
petitive agreements include resale price
maintenance — where the manufacturer
imposes a selling price on the distributors.

Bagopi said the fundamental aim of effec-
tive competition in an economy is that the
more players exist in a market, the more
the behaviour of market players will
answer to the needs of custom-
ers and consumers. “Where there
is competition rival sellers, whether
existing competitors or new or po-
tential entrants in a market would
keep this behaviour in check by of-
fering better prices as well as bet-
ter products and services,” he said.
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he CCA on March 4th launched its corpo-
rate values. The Authority’s core values
are; Professionalism, Teamwork, Integrity,
Transparency, Proactiveness. Core Values
support the vision, shape the culture and re-

Tebogo Pulane Mogotsi — Human Resources Manager

ebogo Pulane Mogotsi joined the

CCA on 17th March 2022 as Human
Resource Manager. She is an experi-
enced Human Resources Professional
who has worked in the mining, banking,
and international development indus-
tries. She is also skilled in HR consulting,
HR solutions, personnel management,
strategic planning, employee relations
and HR project management. Tebogo
holds a Bachelor of Commerce (Man-
agement) from the University of Bot-
swana, SAP Consultancy Certification
— SAP Malaysia, and a Post Graduate
Diploma in Human Resources Manage-
ment. She is also a Board Member and
Chairperson of the HR Committee of the
Botswana Housing Corporation Board.

ﬂectwhattheAuthorltyvaluesthe most. They
are the essence of the Authority’s identity.

Speaking at the launch, the CEO, Ms.
Tebelelo Pule, said core values are the guid-
ing principles that dictate human behaviour

Some of the interns who joined the CCA in March 2022

he CCA in March 2022 welcomed

12 interns who will serve in vari-
ous corporate divisions and units at
the Gaborone and Francistown Offices.
Constance Ntsomeng and Boitshoko
Ramphaphana join the  Investigations
Unit and Katlego Motlhalamme joins the
Mergers and Monopolies Division. Larona
Letsholo joins the Procurement Unit while

and action and are the foundation of the
organisation. “Core values can help us know
what is right or wrong. They act as a guid-
ance of code of conduct for decision mak-
ing in the organisation, and are the building
blocks of the corporate culture,” Pule said.
The CEO said 80% of businesses publicly
display their values. “Through our values we
tellthe world what we stand for as the author-
ity, the rule of the authority becomes, if you
are not sure of the action you wish to take,
consult the corporate values,” the CEO said.
As part of the launch, five teams of staff
members representing the core values inter-
rogated the values and presented to staff.
In her remarks, the Strategy and Risk
Manager, Joyce Ngwako, said the values
have been contracted in employee per-
formance contracts for purposes of in-
stitutionalising the value system, and
achieving the long term vision of the CCA.
“We therefore have to Walk and Talk
the values to unlearn unwanted behav-
ior practices, employees are encouraged
to always be in contact with the value sys-
tem in making decisions,” Ngwako said.

Motlamorago Rapilikwe joins the Strategy
and Risk Unit. Gomolemo Raditsile, Bonolo
Chuma, Omphemetse Tiro, Same
Gaobatwe, join the Consumer Protection
Unit in Gaborone. Precious Majeremane
and Nlingi Simon join the Francistown of-
fice under the Consumer Protection Unit.
Lesego Seitei joins the Communications
and Stakeholders Relations Division.
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