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CASE STUDY: a fOcus On 
beneficiatiOn in sOuth africa
AngloGold Ashanti is the world’s third largest gold producer, 
with 21 operations in 10 countries and is domiciled in South 
Africa. In all the countries in which we operate, governments 
are focusing on value-adding activities that benefit the local 
economies, either by increasing revenue or upskilling their 
people. Adding value to our mineral product before export 
from the country of origin is a serious aspect of the business.

For AngloGold Ashanti, the notion of beneficiation or 
adding value to our product has been an integral part of the 
company’s strategic vision and marketing activities since the 
inception of its marketing department in 1999. This was, at 
that time, a novel approach in an industry that had hitherto 
failed to consider that its responsibility continued after mining 
activity and went beyond the refinery to the end consumer.

Since then, AngloGold Ashanti has undertaken a number 
of initiatives to support both upstream and downstream 
activities. AngloGold Ashanti is a member of the World Gold 
Council and has been instrumental in initiatives that are aimed 
at supporting the gold market beyond South Africa.

The main emphasis of our activities has been in jewellery 
design and manufacturing because we believe that the 
jewellery market provides the “floor” that supports the gold 
price. We are also investors in Rand Refinery (Pty) Limited, 
because gold refining is an important part of the process to 
convert our mined product to a metal form that can be used 
in jewellery, investment and technology.

Beneficiation initiatives in South Africa

AngloGold Ashanti has, over the past decade, committed 
itself to supporting the beneficiation of gold. This has included 
the provision of structural support to assist the growth and 
development of downstream industries. 

 

Oro Africa 

Our single largest beneficiation commitment is our long-
term investment in Oro Africa, South Africa’s largest 
jewellery manufacturer and exporter. The company invested 
in the region of $6.1m when it acquired its shareholding in 
July 2000. AngloGold Ashanti recently increased its stake 
in Oro Africa to 36% from 25%. 

This investment demonstrates our pledge to downstream 
activities, and presents potential for South Africa to 
leverage the depth of experience in terms of viable 
technical skills and practical business models in a highly 
competitive global jewellery market.

As South Africa’s largest manufacturer and exporter of 
jewellery, Oro Africa continues to recruit and train scores 
of talented young South Africans in the art of jewellery 
creation. It serves clients throughout South Africa, North 
and South America, the United Kingdom, Australia and 
Mauritius, and is also looking to Dubai, the Middle East, 
India and China.

See www.oroafrica.co.za for more information.

Rand Refinery

AngloGold Ashanti holds a 48.03% interest in Rand 
Refinery (Pty) Limited, a key player in the beneficiation/
value-added chain in South Africa and on the African 
continent. Rand Refinery was established in 1920 and is 
certified by the London Bullion Market Association. This 
means it complies with the highest standards required by 
bullion banks, commodity traders and coin distributors. 
The Refinery goes beyond just refining doré; it produces 
gold cast bars, minted bars, semi-finished product, coins 
and certified gold. These products are available to the 
South African and the global market. AngloGold Ashanti’s 
investment in terms of time and resources in the Refinery 
places South Africa in a competitive position, opening up 
various beneficiation opportunities.

See www.randrefinery.co.za for more information.
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AuDITIONS, the world’s largest gold design competition 
celebrated its 12th anniversary in 2012. It is held biennially 
in South Africa, Brazil and China with the objective of 
inspiring designers to innovate with gold design. The 
competitions strive to increase gold’s desirability and 
to advance and extend the boundaries of design by 
encouraging bold, new creations in high caratage gold. 
Entry to these competitions is targeted at design students 
and professionals, but is in fact open to all residents of the 
respective countries.

The Brazilian jewellery market is vibrant and the 
competition there centres around collaboration and 
sustainable development of the industry. By comparison, 
AuDITIONS China uses the competition to leverage 
jewellery consumers and increase trade through retail 
outlets. These initiatives are each unique and have their 
own brand equity.

In South Africa, entrants are invited to attend jewellery design 
seminars which provide valuable exposure to local and 
international best practice and design trends. Thereafter, 
entrants submit design renderings. An independent 
panel of judges selects the designs which best meet the 
competition brief and theme, and which are innovative and 
creative in terms of design. Using 18 carat gold sponsored 
by AngloGold Ashanti, the finalists work with the best South 
African manufacturers to produce the finalists’ artifacts and 
jewellery pieces. This provides the students and amateur 
designers a first-hand opportunity to learn about the 
manufacturing side of the jewellery business.

The 2011/2012 South African gold couture collection 
was launched at a prestigious event in Johannesburg 
in July 2012 and the winners joined an international 
group of contributing designers who have over the past 
decade created the most valuable, modern, bespoke 
gold collection in the world. Today this collection of gold 
jewellery and artifacts is valued at more than $3.2m.

At the AuDITIONS Gold Design Awards in 2012, Minister 

of Mineral Resources, Susan Shabangu spoke about the 

importance of gold beneficiation, as well as the historical 

and economic significance of the metal. She said jewellery 

manufacturing fits well within South Africa’s beneficiation 

strategy and has been identified as requiring support. The 

challenges include a shortage of skills, under-investment in 

research and development and the rising price of gold. She 

added that buying jewellery overseas is a trend that needs 

to be reversed, and that a more co-ordinated framework 

of research, development and investment is needed to 

enable the country to develop a competitive edge in the 

production of jewellery.

“If we are to make the increased beneficiation of our minerals 

a reality, we need to get real about skills and enterprise 

development,” said Shabangu. “Without education, we 

will not be able to change the lives of ordinary people in 

South Africa. We are aware that this cannot solely be a 

government process. It needs to be developed and driven 

by all stakeholders and, therefore, we welcome what 

AngloGold Ashanti is doing,” she told those present. 

Speaking at the South African launch, Mark Cutifani, CEO 

of AngloGold Ashanti stated: “It is not the activity of gold 

mining that fascinates the world or evokes emotions, but 

the actual metal itself – as it is transformed through design 

into splendid, valuable items that define success, beauty 

and wealth. AngloGold Ashanti through its AuDITIONS 

programme continues to demonstrate the importance 

of investing in design talent. Every season designers 

and manufacturers raise the bar of technical excellence, 

innovation and design, presenting yet another astonishing 

gold collection showcasing South Africa’s talent.”

See www.goldauditions.com for more information. 

AuDITIONS (The Global Gold Couture Jewellery Design competition) 
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