
















































































































































































































































































































































































263.

264.

265.

266.

Takealot Retail having a higher price than Makro Online is not going to virtually eliminate the

sales of Takealot Retail in the same way that a seller losing the Buy Box wiill.

Further, Mr Reid has absolved Takealot Retail buyers of price fixing, insinuating that the
decision is completely up to suppliers and “really has got nothing to do with us”. However,
when pressed on whether he is privy to the conversations between suppliers and sellers he
also conceded that “/ certainly do not know what they (Takealot buyers) are saying to
suppliers”. As noted above, Takealot buyers certainly have a strong incentive to turn products
in the warehouse. To the extent that marketplace sellers are winning the Buy Box, there is a
risk that they won’t be able to sell items and will be forced to heavily discount prices and so

erode margins.

The Inquiry has also been told that some suppliers have raised their prices to marketplace
sellers in response to pressure from Takealot buyers rather than simply requesting that the

sellers raise their platform prices. [source]

From the evidence the Inquiry has seen, Takealot buyers do engage in pressuring suppliers
and suppliers have responded to pressure by requiring that marketplace sellers raise their
prices on the Takealot platform which sellers have done to avoid suppliers from cutting off
supply, or by raising the price to these marketplace sellers themselves. Whilst the Inquiry is
currently not privy to the precise discussions that occur between the two groups, if suppliers
are seeking to resolve complaints from Takealot buyers in this manner then it is most likely
that the form of resolution has formed part of the discussion and the Takealot buyers are
aware of the consequences of their pressure. Either way, the outcome is clearly anti-
competitive and directly adverse to consumers, and may be considered a form of hub and
spoke cartel. It seems Takealot top management have elected to turn a blind eye to the
conduct of their buyers, even encouraging them to be more robust with suppliers in the
interests of securing lower prices. However, this has clearly emboldened buyers to engage
in supplier pressure that most likely crosses clear boundaries because there are no

consequences for their actions. This makes management complicit in the conduct.

The Inquiry therefore finds that Takealot does abuse its position as the retail arm of their own
platform in order to provide it with advantages over marketplace sellers and dampen price

competition from those sellers on the platform to the detriment of consumers.

120






































































































