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The fight against listeria
The death toll from an outbreak of the food-borne disease listeria in South
Africa has more than doubled from previous numbers given in January to 172
deaths, according to a release issued by the government.
The National Institute of Communicable Diseases (NICD) said 915 cases of the
disease have been confirmed since January last year. South Africa’s most densely
populated province Gauteng accounts for 59% of reported cases, followed by
Western Cape with 12% and KwaZulu-Natal with 7%.
Food safety expert Dr Lucia Anelich says the listeriosis outbreak in South Africa
has shown the urgent need for appropriate microbiological regulations for processed
meats. She says after the recent outbreak of listeriosis, the Department of Health
should regard developing appropriate microbiological regulations for processed
meats as an urgent priority.
In the meantime, class action lawsuit was filed against Tiger Brands after one of
its food factories was linked to the listeria outbreak.
The conversation about listerioses is far from over. It has changed the way
retailers as well as consumers think about hygiene and food safety. We expect that
we will see new regulations and a different way of doing things as we go along. But
in the meantime, business has to continue as usual.
Reducing energy usage in your business makes perfect business sense. It saves
money, enhances your reputation and helps everyone in the fight against climate
change. In most organisations, energy is one of the most significant controllable
costs. Saving energy improves profitability as well as decreasing CO2 emissions and
reducing impact on the environment.
There are many steps that you can take on your energy-saving journey that
would not necessarily cost you a fortune.
The first step is to conduct a walk-around energy survey to determine how you
can save energy, cut costs and increase profit margins.
In our energy-saving survey we explain ho to conduct such a survey and how you
can benefit from the results.
And if you are in the mood for something new, why not open a coffee station in
your store – just in time for winter.
Variety is the spice of life! In the past, convenience stores only needed to offer
a few roast options and an instant cappuccino machine to win over the coffee
customer. Thanks to coffee shops and quick-service restaurants, supermarkets
now need to offer more variety to accommodate the wide range of customers
purchasing coffee.
In our hot-beverages feature we tell you all about how you can attract customers
to your store with the smell of freshly brewed coffee.
Last but not least we publish the first of our new series of columns on marketing.
Written by Terry Murphy of Marketing Mix Conferences, we explore the shopper
path to purchase and look at how new technologies enrich customer experiences.
Our regular Field-Agent column provides insight on how customers go about
when it is time for back-to-school shopping.
At many department stores, back-to-school sales are advertised to coincide with
the sale of children and young-adult clothing.
In an effort to improve the customer experience during the back-to-school period,
competitive pricing, product availability and speed of service remain a priority for
customers. The greater the stock on hand and the quicker the checkout process,
the better the customer perceives the experience.
Our article will help you to make sure that you get your slice of the back-toschool pie.
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ON PROMOTION
The happy sandwich
National Peanut Butter and Jam Day is
celebrated annually on 2 April. This food
holiday is a classic favourite of many.
Peanut butter was considered a delicacy
in the early 1900s and was only served
in New York City’s finest tearooms. In a
May 1896 article published in the Good
Housekeeping magazine, a recipe “urged
homemakers to use a meat grinder to make
peanut butter and spread the result on
bread”. That same year, in June, the culinary
magazine Table Talk published a “peanut
butter sandwich recipe”.
It is thought that the first reference of
peanut butter paired with jam on bread to
be published in the United States, was by
Julia Davis Chandler in 1901. In the late
1920s the price of peanut butter declined
and the sandwich became very popular
with children.
According to the Peanut Board, both
peanut butter and jam were part of the
United States soldiers military ration list
during World War II.
In 1968, The J.M. Smucker Co. introduced
Goober, a jarred product that combined
alternating vertical stripes of peanut butter
and jam.
It may be a good day to try something
“outside the box”. Following are a few ideas
to help you out!
■ Peanut Butter and Jam Cupcakes
■ Peanut Butter and Jam French Toast
■ Peanut Butter and Jam Pie
■ Peanut Butter and Jam Cookies
■ Peanut Butter and Jam Donuts
■ Peanut Butter and Jam Pancakes
■ Peanut Butter and Jam Fudge

All hail mushrooms
Who knew there was a holiday dedicated
to fungi? 16 April is Day of the Mushroom
in select foodie circles (pretty much any
group that loves food-centric holidays and
can’t get enough mushrooms) so we’ve got
a list of different types of mushrooms for
you to forage and find ways to include in
your vegan menus.
■ White button – the most familiar of
fungi, these mushrooms have a mild flavour
that intensifies when cooked.
■ Brown cremini – related to the white
button, these mushrooms are darker in
colour and denser in flavour.
■ Portobello – a perfect vegan substitute
for animal-based burgers, portobellos have
a meaty flavour and texture.
■ Shiitake – these wild mushrooms have
frilly umbrella caps and a meaty texture
when cooked.
■ Oyster – considered the most graceful
of the mushrooms, oyster mushrooms have

fluted caps, a velvety texture and a mild
flavour.
■ Enoki – these tiny-capped mushrooms
that grow in clusters and have fragile, long
stems, are best eaten raw as a garnish for
salads, soups or Asian-inspired dishes.
■ Porcini – these fungi are one of the
most sought-after wild mushrooms,
boasting a meaty texture and lovely
flavour.
■ Chanterelle – these flavourful
mushrooms are frilly and lily-shaped and
have a unique flavour with hints of apricot
and almond.
■ Morel – available in yellow and black
varieties, morels are characterised by nutty,
earthy flavours with honeycomb crevices
that are perfect for sauces.
■ Truffle – ah, truffles, the most expensive
mushroom, possess a powerful flavour, a
little of which goes a long way. (We love
truffle olive oils because they lend truffle
scent and flavour sans the steep price.)

MAY 2018
Promotional Calendar
1 May
Public Holiday:
Workers Day

International Humus
Day
Apple Pie Day

4 May
15 May
Orange Juice Day Chocolate Chip
Cookie Day
6 May
International No
Diet Day

19 May
World Baking Day

7 May
21 May
Roast Leg of Lamb World Whisky Day
Day
25 May
11 May
Africa Day
Eat what you want Wine Day
day
28 May
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13 May
Mother’s Day

International
Hamburger Day

S&R/field agent BAROMETER

The basics of back to school
In merchandising, the back-to-school period is when students and their parents buy school supplies and
clothing for the upcoming school year. At many department stores, back-to-school sales are advertised
to coincide with the sale of children and young-adult clothing.
In February, Field Agent assigned a survey across a number
of major retailers who are known to stock school items. The
aim of the survey was to understand the impact a customer’s
experiences and preferences have on their buying of back-toschool items. Agents were assigned to answer questions based
on their views and experiences of back-to-school shopping.
The use of crowdsourcing via smartphones provides an
unbiased, real-time understanding of consumer shopping
habits and frustrations, assisting retailers to focus on relevant
operational issues and reinforce customer loyalty and shopper
satisfaction. Feedback is collected through photos, videos,
audio, timers and barcode scanners, capturing consumer
insights instantaneously.
In an ongoing effort to improve the customer experience
during the back-to-school period, competitive pricing,
product availability and speed of service remain a priority for
customers. The greater the stock on hand and the quicker
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S&R/field agent BAROMETER
Whendid
didyou
youplan
planto
todo
doyour
your
When
back-to-schoolshopping?
shopping?
back-to-school
4%
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12%
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the checkout process, the better the
customer perceives the experience. It is
important to understand consumers’ habits
and perceptions to optimise their shopping
experience. Understanding the latest trends
plays a vital role in finding that edge to
consumer satisfaction and retention. If
consumer perceptions cannot be met
at a particular retailer, consumers look
elsewhere for their products. While many
consumers prefer to shop in-store rather
than online, they can be forced to turn to
on-line shopping if their needs are not met
and they are unable to find the required
items.
A total of 156 Field Agents participated
in this survey across a number of major
supermarket chains in both South Africa
and Namibia (refer to map below). These
consumers were requested to answer a
series of questions in store and collect
photographs to corroborate their findings.
Back-to-school shopping is a significant
household expense with 55% of shoppers
spending more than R600 on these items.
The majority (80%) of shoppers completed
their shopping by physically going to
a store to make their purchases. It is
noteworthy that only 37% of the shoppers
participated in pre-shopping purchases,
either through their school or a third party,
to purchase their products. Price sensitivity

was the most significant factor by a huge
margin, with 70% of customers factoring
price into their choice of retailer. Purchases
were also frequently made over more than
one shopping trip (61%), and at more than
one store. This can be attributed in large
measure, to items being out of stock on the
initial shopping visit, resulting in shoppers
then having to frequent a different store to
complete their purchases.
There was no significant retailer
identified as the best place to purchase
back-to-School supplies, although the
majority of purchases were made at Pick
n Pay.
Agents advised that they experienced
significant frustration as items were
frequently out of stock when they
were making their purchases. Agents
recommended that in order to meet
demand during this busy period, stores
should maintain a larger stock on hand, and
have staff monitoring the aisles to restock
items that are running low.
Stores were also criticised for not having
all the tills open resulting in shopping
delays and customer frustration and
dissatisfaction. Although online shopping
did not feature frequently in this survey,
Takealot was the largest online site used.
For more information, email us at
client@fieldagentsa.com.
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delight your customers

By Aki Kalliatakis

Pessimists will always be with us
There will always be someone who rains
on your parade.
When I was in my twenties I had a magical
opportunity to write down the dozens of
goals and dreams I wanted to achieve in
my life and, I am happy to tell you that
most of these actually happened. But
there was one thing that stayed unfinished
on my list for a couple of decades: I had
written, (perhaps in a moment of slight
madness,) that one day I wanted to “own
my own waterfall”.
It made sense because I love nature, but
I had no idea where, when or how this was
going to come about.
And then in about 2005 I looked at my
list again and with great sense of well
being, ticked off what had been achieved.
But I suddenly realised that there was still
something that
I really wanted but hadn’t happened: my
own waterfall.
It took me four years and a lot of
backbreaking labour to build a beautiful
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water feature in my garden. I spent days
digging up the path for the top and bottom
ponds, two small waterfalls, and a little
stream that connected the whole lot
together.
I took literally hundreds of photographs
of rivers, streams and waterfalls all over our
beautiful country, and spent days looking
for just the right rocks and stones that
would make everything appear natural
rather than man-made.
I studied every book and article I could
get my hands on, spent hours watching TV
gardening programmes and YouTube videos,
and did all my technical homework just
to calculate exactly what the right pump
specifications would be. And when I put it
together the first time, I didn’t really like
some of the characteristics, so I took it all
apart and almost started my labour of love
again.
The final result is that I built something
I am very proud of, but also gave me so
much pleasure in putting together. Since

then, my ponds, river and waterfalls have
become a haven of relaxation and quiet
time for my family and friends – right
in the middle of the exciting city of
Johannesburg. My estate agent friend said
it has also added “a couple of hundred
thousand” to the value of my home,
which became my rational justification for
achieving a small dream.
So when all the building and construc
tion was finally over, we threw a “pondwetting party,” and invited family and
friends to see the final result. They all made
the right encouraging noises, told me how
beautiful it was, and I strutted around like
the proverbial peacock.
It all went well until my mate George
made a small nit-picking comment that
I blew out of all proportion in my mind.
He pointed to one really small part of
the stream and said it was “too square”
to look like something that would exist in
nature. “You should really change that,” he
said, “because it spoils the whole effect.”

delight your customers
I wanted to give him a whack on the
back of his head! Who the heck was he to
make a comment like that? Had he put his
heart and soul – never mind his hard labour
– into building even one centimetre of my
magnificent creation? Did he realise how
much physical, intellectual and emotional
effort I’d put in to put this all together? I
was really hurt, but when I calmed down
days later I realised he was right, and
immediately made some more changes to
my masterpiece.
However, I realised that we often
get customers that are the same as my
friend George. They readily criticise and
pick on the smallest details to attack our
businesses. They don’t realise how much
hard work and effort goes into just getting
the basics right – and then on top of that
also having to do all the things that add
value, and make them feel special, loved,
wanted and appreciated. They are very
unforgiving when we have a “bad-hair-day,”
and don’t understand that the reason we
do things the way that we do is because
we have had bad experiences with other
customers in the past and need to protect
our business.
That is just in the nature of our
customers, and it is important to accept
that we will never be able to please all of
the customers all of the time. However
– and this is critical – we also need to
remember that we need our customers
more than they need us. I wish that
customers knocked on our doors and
begged us to sell them something, but in
fact the opposite is probably true: we are
outside their door begging them to buy
something.

No customer can be worse than having
no customers.
So how do you handle negative and
pessimistic customers? With the same
respect and love you would use with your
best customers. In fact, I’d go one step
further and say that you need to be kind to
unkind people because they are the ones
who need it the most.
If they make comments like this,
complain about small things, treat you with
disrespect or put you down no matter how
hard you’ve tried, then they have a problem
with their self-esteem.
Look at the opposite side of the coin:
If someone feels good about themselves,
and sees the world as being a good and
generous place, would they behave like
this? No!
You certainly have other choices, but they
are not ideal:
■ You could just put up with it and feel
hurt, but keep it to yourself. I don’t like
this because it does erode your own
confidence.
■ You could confront them aggressively
and get into an argument, or you could
even terminate the relationship by
“firing” your customers. Bad choice,
because nobody ever wins a fight with
a customer.

■ You could try to explain the reasons of
what happened, but it would fall on deaf
ears because they don’t want to hear it.
The only way to deal with this is
gently, with empathy, but with suitable
assertiveness. “What made you say that?
What did we do that is troubling you? How
can we improve this so that you don’t feel
unhappy?” Statements like these can really
help to get them on your side.
I hate mixing metaphors, but since we’re
talking about ponds and waterfalls, when
miserable customers rain on your parade
you have to let it be like water off a duck’s
back. Let it go and move on. After all, there
are literally hundreds and thousands of
other customers who appreciate your
efforts.
And as for George? I made a small
wooden plaque and stuck it at the new
improved part of the stream. It now says
“George’s Nook” and he brings people to
show them his corner!
Aki Kalliatakis is the
managing partner of The
Leadership LaunchPad, a
company dedicated to
helping clients become
more customer driven.
He can be contacted at
(011) 640 3958, or via
the website at www.
leadershiplaunchpad.co.za
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listeria

Opinion piece

Dave Ford, chairman of the Read Meat Industry Forum

Listeriosis outbreak In South Africa
The Red Meat Industry Forum (RMIF) represents the entire red meat value chain from
the primary producer through to the ponsumer and records its concern that lives
have been lost as a result of the outbreak of Listeriosis. The RMIF has also noted with
concern the media statement released by the Department of Health and the National
Institute of Communicable Diseases (NICD) on 4 March 2018, which essentially
concluded that the present outbreak was traced to a food production facility in
Polokwane whilst raising further concerns about a facility in Germiston.
At the outset we must point out that food
safety remains at the heart of the red reat
industry and the RMIF would like to assure
the consumer that everything possible is
being done with the utmost urgency to
ensure that our consumer’s personal health
and well-being is protected not only as
a matter of routine, but with increased
vigilance.
Unfortunately the aforesaid media
release is devoid of detail and this lack
of detail has resulted in misinformation
which is not only detrimental to the
Consumer, but also the South African Red
Meat Industry. In this regard, the average
consumer is being led into a Listeria
hysteria which is having unfortunate
consequences for families who rely on
processed meat as their source of protein.
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Listeria monocytogenes is the primary
cause of the illness called listeriosis. This
bacterium is widely distributed in nature
and has been found in soil, water, sewage,
mud, silage and decaying vegetation. It has
been isolated from humans, a wide variety
of animals and birds, animal products, fresh
produce such as vegetables and fruit, food
packaging and processing environments.
The RMIF is therefore of the opinion that
there is no single, simple answer as other
recent cases in Australia have emanated
from the consumption of melons; with
maybe more virulent Listeria strains
emerging.
The RMIF and its member organisations,
including the South African Meat Processors
Association (SAMPA), representing the
meat processing and related sectors, are

deeply concerned that the entire processed
meat industry has been implicated without
justification. The devastating consequences
emanating from the media coverage
thus far as a result of the Minister’s
media release has had far reaching and
catastrophic impact on the processed meat
industry and the Red Meat Industry in its
entirety.
Consequently the RMIF has requested all
relevant information relating to the tests
conducted by the National Department
of Health and the NICD as referred to in
the media release to determine the exact
nature and ambit of the testing conducted.
The RMIF had to drag government to
court on several occasions to implement
independent meat inspection services,
which should have been adopted some
18 years ago in terms of the Meat Safety
Act, 2000. It was only under the threat of
contempt of court did covernment exceed
to the RMIF’s demands to implement
independent meat inspection services.
The outbreak has emphasised the
responsibility of the Red Meat Industry

listeria
together with other food industries to
provide for proper and improved hygiene
during the production, processing, packing
and preparation of red meat and red meat
products. Red Meat Industry stakeholders
are closely engaging the relevant
authorities to improve microbiological
criteria, processes and standards. This is
based on key learning currently developing
and taking coordinated actions in all
sectors of the red meat value chain relating
to food safety activities to ensure that safe
food is provided to the Consumer.
Whilst Industry is responsible for
producing food that is safe for human
consumption, it is also the responsibility
of Consumers not to content themselves,
that the only contamination can come
from the facilities implicated, but to adopt
basic hygienic practices when buying,
transporting food home, preparing and
storing food to protect their health and to
ensure that cross contamination does not
occur between cooked and raw products or
from human hands and equipment. Listeria
presents a particular concern in respect to
food handling, because it can multiply at
refrigerator temperatures.
During the processing of livestock to
meat at the abattoir, particular attention
is given to slaughter procedures, personnel
hygiene and sterilisation of equipment to
minimise bacterial contamination during
this process. Furthermore, meat inspection
of each animal and carcass ensure the
health of the animal and removal of any
possible contamination that might have
occurred. Microbiological testing of water,
product, contact surfaces and hands is
a prerequisite at a registered abattoir in
terms of the Meat Safety Act, 2000 and
supporting regulations.
It is therefore imperative that Consumers
ensure that the meat they purchase is
sourced only from registered abattoirs
that have an Independent Meat Inspection
Service and that once purchased the cold
chain is maintained at all times; as well as
to avoid eating raw or under cooked meat
products.
Various experts have confirmed that
microbiological analysis of fresh meat
is of lesser consequence and risk to the
Consumer and that more attention should
be given to ready-to-eat products that
are not subject to heat treatment in its
preparation.

The Foodstuffs, Cosmetics and
Disinfectants Act, 1976 under the mandate
of the Department of Health states that
the sale, manufacture and importation of
food that is unfit for human consumption
is prohibited, but the Act should be
supported by the appropriate regulations.
As things stand there are no regulated
requirements for the testing of Listeria
monocytongenes in ready-to-eat foods in
South Africa. SAMPA members adhere to
all guidelines of the Department including
the current SANS885 standard, a national
compositional and microbiological standard
which forms the basis for Consumer
protection, health and safety in the meat
processing industry.
The Red Meat Industry Forum members
together with the South African Meat
Processors Association remain committed
to strengthening the national food control
systems to ensure that healthy, nutritious
and safe South African red meat and red
meat products is sustainably supplied to
the Consumer and again pledges its full
support to the competent authority and
its ongoing investigation. The RMIF also
urges for close cooperation between the
respective departments in establishing
food safety guidelines and to utilise the
opportunities to interact with Industry
on the forums provided. All industry
stakeholders are encouraged to review and
strengthen their hygiene management
systems to provide the Consumer with
the peace of mind to offer her family the
product of choice which is red meat.
The World Health Organisation’s keys to
food safety:
■ Keep clean. Wash your hands before
handling food and often during food
preparation.
■ Separate raw and cooked food. If you
are handling or storing raw food, do not
touch already cooked food unless you
have already washed your hands and
food preparation utensils.
■ Ensure that working surfaces are cleaned
before using for different food types.
■ Cook food thoroughly. Food that does
not usually need cooking before eating
should be washed thoroughly with clean
running water.
■ Keep food at safe temperatures.

Hygenic
PRICE TAG SOLUTION
for supermarkets

R

RR

AN ALL-IN-ONE OFFER
Edikio solutions include software, a
printer, a printing ribbon, and plastic
cards to produce price tags as and
when they’re needed:
• Hygenic: washed and reused easily!
• Guarantee safety: the price tags are
resistant, easy to clean and food safe.
• Enhance brand image: price labels are
customized and shelves harmonized.
• Flexibility: price tags are created
or updated in just a few clicks, and
printed in 15 seconds!
• Show more info to customers: info like
product name and price, nutritional
information and standards, allergy
ingredients , country of origin, ingredients
that might cause intolerances, special
items or discounts, product code, QR
code or barcode for scanning,

jim.pinder@avocetsa.co.za
0861 AVOCET (286238)
www.avocetscales.co.za
www.edikio.com

■ Use safe water for domestic use at all
times or boil before use.
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HACCP is a systematic
“Is the food industry doing enough to
approach to food safety
prevent the spread of deadly diseases?” that
prevents biological,
The recent Listeriosis outbreak has drawn attention to the importance of an industry
that usually stays out of the spotlight, but has the capacity to save lives.
Little is said about the contribution the
cleaning sector plays in maintaining
basic hygiene standards, preventing the
spread of disease and preserving corporate
reputations.
Emma Corder, the country manager
of Nilfisk South Africa, an international
cleaning equipment manufacturer,
says: “According to the World Health
Organization [1]an estimated 600 million
people fall ill and 420 000 die every year
after eating contaminated food. Often this
is as a result of inadequate hygiene. For
example, in the case of diarrhoeal diseases,
caused by pathogens such as rotavirus or
E Coli, 88% of deaths can be attributed to
insufficient hygiene or sanitation. These
diseases are one of the top 10 global
causes of death and far outweigh the
severity of the current Listeriosis crisis.”
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According to Corder, the maintenance
of clean working environments is essential
when producing, handling or preparing
food – from farms to kitchens, pathogens
can easily be transferred between food
handlers, equipment, surfaces and the
food itself. The best way to avoid crosscontamination is to properly clean and
sanitise all surfaces that might come into
contact with foods.
“Cleaning manuals that are centered
around Hazard Analysis and Critical Control
Points (HACCP) principles should be readily
available for staff,” she adds.
“These should include detailed inform
ation regarding cleaning techniques,
appropriate equipment and color coding
to prevent cross contamination. Personal
hygiene, and most importantly hand
washing, is also critical to minimise risk.”

chemical, and physical
hazards in production
processes that might
make foods unsafe for
consumption.

“In the wake of the Listeriosis outbreak, it
is important for food industry professionals
to ask themselves if they are doing all they
can to ensure hygiene levels are maintained
within their facilities,” says Corder. “If they
are in any doubt they should consult with
industry experts for guidance.”
She recommends seeking the advice of
experts in cleaning equipment, materials
and the provision of commercial cleaning
who should be able to assist with the
implementation of cleaning processes and
methodologies that cater to a business’s
individual needs whilst ensuring that they
are in keeping with legislative priorities.

listeria

Rainbow Chicken polony cleared
of deadly listeria bacteria
The national health department has confirmed the Listeria bacteria found at the
Rainbow Chicken polony factory is not the ST6 strain that caused 91% of cases.
Rainbow Chicken polony cleared of deadly
listeria bacteriaThe National Institute for
Communicable Diseases completed the
whole genome sequencing of the strains
taken from the RCL factory in Wolwehoek,
Free State, this week.
“This corroborates the results reported
by RCL Foods at a French laboratory,” read
a health ministry statement.
The fact that the Rainbow Chicken
RCL factory does not have the strain that
caused most of the 183 deaths, means that
the case against Tiger Brands Enterprise’s
factory even stronger, according to a NICD
expert.
The deadly strain ST6 bacteria was found
in 26 places in the Tiger Brands Polokwane
Enterprise factory and on the outside of
two rolls of polony.
Head of the Centre for Enteric Diseases
at the National Institute for Communicable
Diseases Dr Juno Thomas said: “The fact
that we haven’t found the ST6 listeria
monocytogenes strain in retail Rainbow
polony or in the RCL foods production
facility adds further strength to the findings

that it is the Enterprise facility that is
causing the outbreak.”

Tiger Brands gives update on
Listeria testing results
Tiger Brands has received two sets of
independent laboratory testing results
confirming the presence of Listeria at
its ready-to-eat chilled process meat
production facilities...
Rainbow Chicken, whose polony was also
recalled, still had other strains of listeria
bacteria in its polony and in its factory,
which can make people sick and require
corrective action and monitoring, health
spokesman Popo Maja said.
Lawyer Richard Spoor is expected to file
class action papers against Tiger Brands
within days to sue them on behalf of many
families who lost loved ones and survivors
who were disabled by the disease. He is
finalising the papers.
He told TimesLive previously he will
argue that the deadly outbreak was from
a single source, the Tiger Brands Enterprise
factory. – bizcommunity
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We need rules
By Michael Acott

Food safety expert Dr Lucia Anelich says the listeriosis outbreak in South Africa has
shown the urgent need for appropriate microbiological regulations for processed
meats.
In an explanation about Listeria and
listeriosis, she highlights that South
Africa has no enforceable regulation
on the maximum amount of Listeria
monocytogenes permitted in ready-toeat (RTE) foods. As a result, many foodprocessing companies seek instead to abide
by international regulations.
Listeria monocytogenes is the bacterium
that, when present at high levels in
food, can result in the disease listeriosis.
It can grow in cold conditions, but is
killed by cooking and pasteurization. The
government has identified a strain of
Listeria monocytogenes as the cause of the
listeriosis outbreak in this country.
“Unfortunately, while South Africa has
strict regulations on Salmonella and E. coli,
there is no set maximum for the amount of
Listeria monocytogenes that is permitted
in RTE food. There is only a guideline – the
South African National Standard (SANS)
885 for processed meats. This guideline
is voluntary and is not an enforceable
regulation,” Anelich says.
“Many South African food processors,
therefore, seek to abide by international
regulations and requirements on Listeria
monocytogenes.
“Given the recent outbreak of listeriosis,
the Department of Health should regard
developing appropriate microbiological
regulations for processed meats as an
urgent priority.”

Ubiquitous nature
Anelich also says that¬
Listeria monocytogenes is present nearly
everywhere in the environment – in soil
and water, rotting vegetation, in our
gardens and similar places.
It can, therefore, be expected realistically
in/on crops (fruit and vegetables) that
are grown in the field and on animals
and poultry that are reared in the
same environment in which Listeria
monocytogenes “lives” naturally.
In low numbers, it is not regarded as a
threat to human health, but at high levels
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it becomes a risk to humans, particularly
the elderly, infants, pregnant women and
those with compromised immune systems.
“Listeria monocytogenes can
contaminate fruit and vegetables, meat
and dairy products. That is why hygiene
is so important whenever food is stored,
processed, prepared or sold,” she says.

“In this outbreak in South Africa,
environmental health officials have been
taking samples of product and of food
processing plants and surrounding areas.
According to the Department of Health,
these tests have found the presence of
Listeria monocytogenes in some food
processing plants and the vicinity.
“In fact, it would be surprising if the
bacteria were not present, given the fact
that they are found almost everywhere,
including raw materials such as chicken
and other meats. It is important to prevent
the organism from contaminating the
food product, particularly after it has been
cooked.” – bizcommunity

SA on back foot over listeriosis
By Tamar Khan
The listeriosis outbreak has negatively affected trading partners’ perceptions of the
safety of food exports from SA and could have financial repercussions that extend
far beyond the firms at the heart of the crisis, Trade and Industry Minister Rob Davies
told Parliament.
“We have a significant reputational
challenge which we now need to confront,”
he said.
“Recovering from incidents like this
is a massive challenge for companies
concerned. They need to embrace it with
a spirit of transparency. The same applies
to us as a country,” he told a joint sitting
of the portfolio committees on agriculture
forestry and fisheries, health and trade and
industry.
The outbreak is the worst in recorded
history and has been responsible for
185 deaths since January 2017, says the
Department of Health.
On 4 March the National Institute for
Communicable Diseases identified Listeria
monocytogenes, the bacteria that causes
listeriosis, in ready-to-eat processed meats
made by Tiger Brands and RCL Foods.
The bacteria was found in samples
of Tiger Brands’ Enterprise polony and
sausages and in polony made by RCL Foods.
This prompted the National Consumer
Commission to order product recalls and
the Department of Agriculture Forestry
and Fisheries to suspend their export
certificates.
Tiger Brands has since also recalled
its Snax products due to listeria
contamination.
SA annually exported sausages and
similar products to the value of $18m and

exports of other prepared meat products
averaged $45m a year, Niki Kruger, the
Department of Trade and Industry’s
chief director for international trade and
economic development, told MPs.
While the exports of the affected
products represented just 0.01% of SA’s
global exports, the listeriosis outbreak
had already affected exports of other
foodstuffs, she said. Rwanda had banned
imports of South African dairy, meat, fruit
and vegetables in December. Several other
countries have banned the import of South
African processed meat products, including
Zambia, Malawi, Botswana and Namibia.
Determining how listeria had been
introduced into production facilities was
vital, said Davies. “The sooner we can come
to some certainty about the common
thread between the factories the better.
If there is a listeria outbreak in another
country traced back to SA we are in big,
deep trouble,” he said.
Davies blamed the industry for the
lack of compulsory safety standards for
processed meat products, saying business
had pushed back against National
Regulator for Compulsory Specifications’
attempts to do so four years ago. The
regulator referred the issue to the
Department of Health, which has yet to
craft legally binding safety standards for
these products.

Disinfect food naturally with
Ultra Violet light, a chlorine free alternative

UV-C disinfects all foods and its packaging naturally and chemical free.

Retailers and food manufacturers
are facing an unprecedented
food safety crisis. Lives of their
consumers are at stake.
Consumers are also kicking back
at the use of chemicals on the food
they eat.

The solution
Of all the solutions available for eliminating
pathogens in their processing operations
and on their products and packaging,
ultra-violet light is proving to be one of
the safest, efficient and cost-effective
options.
Best of all, it is chemical-free. Invisible
ultra-violet light is best known for the
UV-A and UV-B wavelengths (The ones
that generate sun tans). The bacteria killing
UV-C frequency however, is filtered out by
the earth’s atmosphere.
UV-C eliminates surface bacteria,
viruses and moulds by penetrating their
membranes and attacking their DNA, killing

them instantly. Its powerful UV rays have
been used for decades in hospitals to kill
airborne pathogens like TB.
These days UV is finding increasing
favour in the food and beverage industry
to disinfect products like meats, spices,
vegetables, soft fruits, seeds and nuts.
Technilamp is the leading supplier of
UV-C in South Africa. With nearly 40 years
experience in light-wave technology, it
holds the franchise in SA for Philips lamps.
While the initial business was in hospitals,
they have found a very receptive audience
in the food industry since installing their
first UV-C germicidal solution in an exportfocussed soft-fruit packer six years ago.

disinfection whether at the time of prepacking, during the actual packing process
or prior to sealing the contents of the pack.

UV-C extends shelf-life
UVC is completely harmless to the product
being treated. It has no effect on taste.
But it does improve shelf-life and
Technilamp has had some notable
successes in the bakery sector using UV-C
to extend freshness. It can also be used
across multiple applications, not just for
disinfecting air and food. Packaging lines
and consumables such as PET bottles and
caps can also be treated as well as work
surfaces.

Your solution

Cost-effective

Technilamp has a full range of off-theshelf UV-C products, but also develops
customised solutions for specific
applications.
For example, they have developed an
application to disinfect both the top and
bottom of conveyors. They can design for

There is now a more cost-effective and
maintenance-free system for surface and
air sterilization on a 24 X 7 basis that is
environmentally friendly.
Once commissioned, only power
consumption and annual lamp replacement
costs are incurred.

For more information and quotes call Hylton Cowie:

011-621-0620
h.cowie@technilamp.co.za
www.technilmamp.co.za

A wide range of foods prepared in-store
can be disinfected efficiently with UV-C.

ENERGY SAVVY

Engagement is about
much more than
displaying energy-saving
posters. Staff need
awareness training …
and motivation to actively
check and reduce energy
consumption

How to
conduct
a walk-around
energy survey
Reducing energy use makes perfect business sense.
It saves money, enhances corporate reputation and
helps everyone in the fight against climate change.
This overview of how to conduct a walk-around energy
survey demonstrates how simple actions can save
energy, cut costs and increase profit margins.
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What is a walk-around
energy survey?
A walk-around energy survey is a brief
survey of all relevant buildings. This is the
primary method of assessing energy use in
an organisation.
There are three key aims of the survey:
■ Identify what equipment uses the most
energy within your organisation.
■ Understand how energy-using
equipment is controlled.
■ Identify opportunities for savings.
Why carry out a survey?
In most organisations, energy is one of the
most significant controllable costs. Saving
energy improves profitability as well as
decreasing CO2 emissions and reducing
impact on the environment.

Preparing for a walk-around
energy survey

You can use the checklist on page 16 or
develop one for your own specific business
needs.

Taking action
Once you have completed the walk-around
survey, summarise your observations and
recommendations in an action plan.
Discuss the plan and proposed amend
ments with your colleagues to increase
their buy-in to the process.
An energy meeting may be useful for
this, as all colleagues can then agree on
which actions will be taken.
It is useful to include senior management
in such a meeting, as resources
may be required to implement the
recommendations.
For each of the items on the checklist
the finished action plan should set out:
■ An observation (what defect or
opportunity has been found?)

■ A recommendation (what needs to be
done to achieve the energy saving?)
■ An agreed “owner” (who is responsible
for taking the opportunity forward?)
■ A completion date (when will it be
done?)
The next step is to prioritise findings on the
basis of business benefit against cost and
payback. Implement quick wins and share
successes. Keep the momentum going;
keep people informed and continue to raise
awareness of energy use. Maintain a list of
the actions still outstanding and conduct
regular reviews of progress against the plan.
Schedule the next walk-around, and
consider focussing in more detail on
a specific area. Feed the findings from
further surveys into your current plans and
activities. Follow up on the outstanding
actions, implementing them over a timeframe according to your action plan.
– www.psee.org.za

To get the most out of your walk-around
survey, you need to prepare properly.

1. Safety first! Make sure you are aware of
any risks that may be present, and follow
the safety procedures and methods that
are in use. Always wear protective clothing
and equipment where appropriate and call
in an expert when needed.
2. Review relevant information on energy
use, such as utility bills, any sub-metering
data, process diagrams and maintenance
records.This may give you an indication of
high base-load or out-of-hours energy use.

3. Prioritise high energy consuming
equipment and processes during
your assessment. Plan and agree your
assessment with relevant people, operators
often have ideas on how to save energy on
their equipment so ensure that they are
available.
4. Consider carrying out a second walkaround survey out of operational hours, to
identify any equipment and lights left on
unnecessarily.
5. Make sure you have the tools for the
job. For example:
– Relevant safety equipment.
– Audit checklist.
– Digital camera.
– Infrared thermometer.
– Torch.
SUPERMARKET & RETAILER, MARCH 2018
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Example of an action checklist
Heating, Ventilation and Air Conditioning Equipment

Completed

Action

Completed

Action

Completed

Action

Completed

Action

Completed

Action

Completed

Action

Completed

Action

Age and condition of boiler or other source of heat
Has the system been serviced in the last 12 months?
Are radiators fitted with Thermostatic Radiator Valves (TRVS)?
Are filters and grills clean and maintained?
Are motors and pumps fitted with variable speed drives?
Heating, Ventilation and Air Conditioning Controls
Are there any areas of over or under heating?
Have timers been set to match the hours of occupancy?
Check set points and “dead-bands” (the gap between when heating switches off
and when air conditioning switches on).
Is there a risk of heating and cooling operating in the same area?
Are any unoccupied areas being heated?
Are windows and doors often left open in conditioned spaces?
Building fabric
Is the roof insulated to modern thermal standards?
Are windows double-glazed or fitted with secondary glazing?
Are there any uninsulated walls?
Are there any air leaks at windows and doors or other openings?
Do all exterior doors close automatically and quickly?
Domestic hot water
Age and condition of water heating equipment.
Has the timer been set to match occupancy?
Are the hot water cylinder and valves fully insulated?
Are all hot water distribution pipes insulated?
Have energy saving taps and shower heads been fitted?
Lighting: lamps
Are there any areas of over-or under-lighting?
Are there any tungsten lamps still in use – e.g. in desk lights?
Have T12 fluorescent lamps been replaced by T8 or T5 lamps or LED luminaires?
Can halogen lamps be replaced by CFL or LED versions?
Can light output be reduced in any exterior lamps?
Lighting: control
Are there any unused areas being lit?
Can occupancy sensors control intermittently used areas?
Can daylight sensors be fitted to lights adjacent to windows?
Are windows and skylights cleaned regularly?
Are manual switches accessible and clearly labelled?
Is there a switch-off policy in place?
Are all exterior lights controlled by timers or daylight sensors?
Other equipment
Does all IT equipment have energy saving features enabled?
Is all other equipment switched off when not in use?
Is all refrigeration equipment A-rated or better?
Are vending machines and coolers fitted with timers?
Is there a switch-off policy in place?
Are all exterior lights controlled by timers or daylight sensors?
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ENERGY SAVVY
CASE STUDY 1

Energy efficiency
could save salt
company more
than R2m a year
A salt producer could halve its energy
costs and save R2.1-million a year by
implementing eight energy-efficiency
measures.
The Swartkops Sea Salt factory near Port
Elizabeth in the Eastern Cape produces
about 24 000 tonnes of salt per year. In
2014 it used roughly 54 974 MWh of
energy at a cost of R5-million.
The last decade has seen a drop in salt
sales in South Africa, while salt prices
increased by only 2%. At the same time,
energy costs increased by 360% and labour
costs by more than 90%. This made it vital
for Swartkops to find ways to reduce costs
in order to survive in the face of cheap
imports.
An energy survey through the National
Business Initiative’s (NBI) Private Sector
Energy Efficiency (PSEE) programme
identified opportunities for the salt firm
to halve its energy costs. The company
operates on a 3 km2 site in Missionvale,
which is used for evaporation, and another
1.5 km2 site, Swartkops, from which the
final product is harvested and processed.
Salt mining and processing uses mostly
natural solar energy and wind for the

evaporation of the water, but additional
energy in the form of electricity and
paraffin is needed.
Paraffin to dry the salt makes up 42% of
Swartkops’ total energy consumption, while
diesel used by trucks transporting salt to
the washers represents 20% and electricity
for the pumps, factory and office the
remaining 38%.

Energy-savings
opportunities at
Swartkops
■ Installing a maximum-demand
control system to limit demand
during peak and standard times and
save on the demand charge
■ Switching off equipment not in use
– such as the compressor during tea
and lunch breaks
■ Evaluating the existing tariff and
production rates and times
■ Evaluating the use of batterypowered forklifts
■ Replacing old magnetic fluorescent
light fittings with electronic ballast
fittings and installing occupancy
sensors on lights and air conditioners
■ Installing translucent sheeting on the
warehouse roof to bring in natural
light, allowing electric lights to be
switched off
■ Installing solar water heating, heat
pumps and heat exchangers

Key energy saving
opportunities
Pumps
Two of the pumps at the Missionvale
site are old and inefficient. The PSEE
report suggested they be replaced with
new 132 kW pumps with variable-speed
drives (VSD), enabling them to run at
lower speeds, thus reducing energy
consumption.

Brine pumping
Pumping brine from Missionvale to
Swartkops, instead of moving it by road,
would save the company more than
440 000 kWh and R520 000 a year in
energy costs and a further R720 000 on
vehicle maintenance.

Air knife
The bag-sealing machines at Swartkops
use compressed air for cooling. The
report found that replacing compressed
air with fan-driven air knife systems
would save on energy, blowing the same
volume of air, but using less pressure.
This could save more than R230 000
and nearly 208 000 kWh a year.
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Metering
Swartkops has a metering system on its
main substation, but the PSEE survey
found the data cannot be translated into
reports because the meters are faulty.
Repairing the system could save more
than R160 000 and nearly 108 000 kWh.

Bottle-top manufacturer saves
from energy efficiency projects
Coleus Packaging could save more than R1,5m annually, with first steps already
saving the Johannesburg manufacturing facility R900 000 in electricity costs.

Preheated air
Swartkops uses a rotary kiln to dry
the salt, which accounts for 42% of its
total energy consumption. The PSEE
found that by using heat pumps and
heat exchangers to redistribute warm
air from the air compressors to the kiln
would reduce the amount of direct
heat that the kiln requires. The report
recommended that Swartkops develop
an energy schedule to optimise time-ofuse rates and ability to switch between
the two energy sources for the kiln –
electricity and paraffin – to maximise
cost savings.

Energy awareness
The PSEE audit recommended that
energy training be offered to make staff
more energy conscious. It estimated
that a cost saving of 5% (R120 000
and nearly 108 000 kWh) could be
achieved through a staff awareness
campaign driven by management. This
reduction could be rewarded to staff
as an incentive not to waste energy.
Two of the pumps at the Missionvale
site are old and inefficient. The PSEE
report suggested they be replaced with
new 132 kW pumps with variable-speed
drives (VSD), enabling them to run at
lower speeds, thus reducing energy
consumption.
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An energy audit at bottle top maker Coleus
Packaging found potential electricity
savings worth more than R1,5m annually.
Opportunities were identified to cut
consumption by 22% and reduce CO2
emissions by 1 451 tonnes.
The total cost of all interventions
amounts to less than R1,74m, giving the
project a payback period of just over a year.
Four of the suggested interventions were
implemented shortly after the audit, and
Coleus has already seen savings of over
R900 000 in under six months.
Located in the industrial East Rand of
Johannesburg, Coleus supplies metal bottle
tops to beer and soft drink producers in
South Africa, Ghana, Botswana, Lesotho,
Swaziland, Zimbabwe, Mozambique,
Namibia and Uganda.
The production lines at Coleus produce
2 500 to 5 000 caps each every minute,
continually updating equipment to meet
quality demands. The production process
involves steel sheets being bundled, sorted
and cleaned, fed into a coater and then into
a Sasol-gas fired oven for drying. The sheets
are turned and the process is repeated
before designs are printed for the caps. The
caps are pressed and formed, and a liner is
added. They are then cooled and packaged.
The plant’s annual electricity and gas
expenses for the next four years (2016 –
2020)are projected to be around R8 million
and R3,1 million respectively, based on
annual use of 6,7 million kWh of electricity
and 17 900GJ of gas.
The company had already started
working towards cleaner production and
sustainability when an energy audit was
conducted as part of the National Business
Initiative (NBI) Private Sector Energy
Efficiency (PSEE) programme.
Coleus worked with PSEE consultants to
develop an energy policy and energy

management system, and to seek energy
savings by cutting consumption. Shortly
after the audit was completed, the
company corrected their power factor
rating with Eskom, installed a lighting
upgrade, new rings on their air pipes and
new distribution boards. In one month,
Coleus saved more than R360 000. In under
six months, the company has already saved
more than R900 000 in electricity costs.
The audit found opportunities to further
cut costs at the plant. By scheduling more
production during periods when offpeak power tariffs apply, and staggering
the starting up of machinery, the costly
Eskom phenomenon of notified maximum
demand can be avoided.
Similarly, by migrating to a new tariff for
gas supplied by Sasol, Coleus could save
36% on its gas bill each year, the audit
found.
Gas consumption could be reduced by
insulating its ovens, with retained heat
energy used to heat water more cheaply
than immersion elements.
Further savings could be made by
replacing old pumps, filters and controls
with modern energy-efficient alternatives,
and through a new maintenance policy.
Coleus plans to install a variable speed
drive on the compressors by the end of
2015.
The use of ultrasonic infrared technology
could detect air leaks which cause
compression losses of up to 80%, the audit
found. Coleus hopes to significantly reduce
wasted energy through compressed air by
installing new, more efficient equipment
with built-in air blowers.
Energy consumption and costs from
lighting could be reduced by replacing
fluorescent tubes with LED lights on the
factory floor, ensuring distribution boards
are efficiently wired, and monitoring
daylight sensors and lighting controls.
Coleus upgraded lighting shortly after the
audit at a cost of R800 000, which has
contributed to the savings already seen at
the facility.
The audit also recommended equipment
be turned off during periods of no
production.

ATMOSPHERE NETWORK FRIGAIR 2018

7 JUNE 2018
14:30 UNTIL 19:00
FRIGAIR EXPO, HALL 3, GALLAGHER CONFERENCE, JOHANNESBURG, SOUTH AFRICA

ABOUT THIS EVENT
The first ATMOsphere networking event on the African continent will be held in collaboration with exclusive sponsor and
host Commercial Refrigeration Services (CRS) during FRIGAIR 2018, to promote the uptake of natural refrigerants in South
Africa and beyond!
The event will take place at Hall 3, Gallagher Convention Centre, Johannesburg, on Thursday, 7 June 2018 from 14:30 until
19:00 and is free to attend.

TOPICS WILL INCLUDE:
•

A look at the global refrigerant phase out | International market trends
shecco’s international activities | Natural refrigerants’ local progress
CO2 case studies in South Africa | End user experiences with CO2

•

Come see what the world is doing in terms of natural refrigerants and see
for yourself how South Africa measures up against the rest of the world!

Contact info@crservices.co.za for more information
or visit www.atmo.org to register for free

EXCLUSIVE SPONSOR AND HOST

HOT BEVERAGES

Serving coffee
in your supermarket
It’s not realistic to think that convenience stores can compete with the made-toorder coffee shops, so it is important that retailers up their game on overall quality
of coffee products, increase the variety of options available, and leverage the
ability for customers to personalise their product with creamers, syrups, and other
additives. If you offer it, they will come.
According to CSPDailyNews.com:
■ 41% of consumers reported that they
would be more likely to purchase hot
beverages from convenience stores instead
of restaurants or other foodservice outlet
if the store offered a variety of flavored
creamers.
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■ 37% of consumers would be more
likely to purchase hot beverages from
convenience stores if there were more
syrups and add-ins available.
■ 44% would visit stores over other
foodservice outlets if there were a variety
of milk products offered.

Coffee essentials
Variety
Variety is the spice of life! In the past,
convenience stores only needed to
offer a few roast options and an instant
cappuccino machine to win over the coffee
customer. Thanks fo coffee shops and
Quick Service Restaurants, convenience
stores now need to offer more variety to
accommodate the wide range of customers
purchasing coffee.

HOT beverages
Here are just a few of the daily options
your c-store should have available:
■ light roast
■ dark roast

■ spices
■ flavoured syrups

Supplies

■ tea iced / cold brew

Make sure that your coffee supplies covers
not just the basics, such as cups, sleeves,
and stir sticks, but items necessary for
personalisation, including cinnamon and
nutmeg shakers; and plenty of different
creamers.

■ made-by-you espresso

Signage

Customisation

Never underestimate the power of visual
communication. Clearly label airpots and
creamer carafes to increase the likelihood
of a customer giving it a try. An unlabeled
carafe sitting on a counter probably
won’t be picked up by anyone, but an
appropriately labelled one–even if it seems
like a more exotic flavor than a customer is
used to–will at least get people to try it.

■ decaf
■ flavoured roast
■ featured flavour or limited edition
■ cappuccino

It is unrealistic to think that you can
please every customer all the time. Review
the latest trends and previous sales to
determine some of the most popular addins that customers are seeking to make
sure you have them readily available and
easily accessible.
Make sure that your coffees and additives
are properly labeled with attractive flavour
identifiers.
■ creamers, sweeteners and sugars

Relocate, reimagine and resize
Is your coffee station still located on the
back wall of the store without sufficient

signage? Relocate now for it to be front
and centre. If relocation is not possible, put
in the extra money to increase visibility
with signage–the further away from the
front door, the larger the sign will need to
be in order to grab a customer’s attention.
Reimagine the endless possibilities that
a greater coffee service area can offer
your customs; speak with your distributor
about flavours and options you may
not have considered offering. Resize the
coffee station to accommodate the wide
variety and customisation customers are
seeking – even if that just means using the
vertical space more efficiently with stacked
condiment stations which’ll allow you
better use of the horizontal space for more
coffee flavours!
A clean and well-organised coffee station
will reward you! Take time during the day
to wipe down countertops, sticky syrup
pumps, and airpots. Make sure cups, lids,
stir sticks and jackets are fully stocked and
well organized for quick grab-and-go. –
www.foodpros.com
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HOT BEVERAGES

So much more than just tea
Herbal teas make for wonderful, low-calorie and relaxing drinks. Apart from having
a beneficial effect on health, herbal teas are fragrant and appealing. Let’s take the
mystery out of the herbal teas and discover together which teas are good for which
symptoms.

Ginger tea
Ginger is an energiser and a stimulator.
Drinking ginger tea both stimulates and
soothes the digestive system. Ginger has
been known to aid people experiencing
nausea. Arthritic people have found ginger
tea helpful since it has anti-inflammatory
properties.

cigarettes and other compounds when
imbibed. Green tea contains potent
antioxidants called polyphenols, which help
suppress free radicals. It lowers cholesterol
and triglyceride levels and thereby
promotes heart health. Green tea also
lowers blood pressure, prevents and fights
tooth decay and dental issues, and inhibits
different viruses from causing illnesses.

Chamomile tea

Nettle

Chamomile soothes the stomach and
relieves bloating and indigestion.
Chamomile also calms the mind and
helps people relax. People who find it hard
to sleep should drink a cup of chamomile
tea before going to bed. Chamomile is
known to fight insomnia by relaxing the
body and the mind, enabling the person to
fall asleep naturally.

Nettle is made with the leaves of stinging
nettle, named for the tiny hairs on the fresh
leaves that can sting the skin. Despite it’s
rough exterior, nettle is one of nature’s best
remedies for an assortment of ailments
including anaemia, high blood pressure,
rheumatism, arthritis, coughs and colds,
congestion, urinary tract infections, and
kidney and bladder problems.

Green tea

Peppermint tea

Drinking green tea is said to lower cancer
risk and also inhibits carcinogenic in

Peppermint helps you digest foods better
and also reduces flatulence and digestive
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issues. Peppermint is prescribed to people
with irritable bowel syndrome and
gallstones in capsules. A cup of peppermint
tea will ease nausea and vomiting,
especially if you suffer motion sickness. The
natural mint flavour of the herb helps to
freshen your breath. Other health benefits
of this tea are control of muscle aches and
chronic pain, clearing of congestion and
mild coughs, mild asthma and reduction of
stress.

Lavender tea
Lavender tea is made out of the dried
purple, pink and white coloured flowers
that grow on lavender shrubs. A cup of
lavender tea can soothe your mind and
body, inducing sleep.
If you are feeling down and depressed,
a cup of lavender tea can help uplift your
spirit. Lavender tea helps sooth and treat
flatulence, colic, bowel infections and
an upset stomach. For both children and
adults, lavender is used to reduce body
temperature during fever. Lavender also has
healing properties; use a wash of lavender
tea to help heal wounds, cuts, ulcers and
sores.

HOT BEVERAGES
Rosemary tea

Cardamom tea

Lemongrass tea

Rosemary is not only good for cooking, but
makes a healthful and highly beneficial tea.
Rosemary can help your muscles to relax
and is an effective digestive aid as well. If
you have gall bladder and liver complaints,
drinking rosemary tea regularly will greatly
help relieve your symptoms. Rosemary
tea also relieves cough and mild asthma
symptoms.

The citrusy tang that comes from the
lemongrass plant is favoured in cooking
as well as tea. Lemongrass teas are often
served as an after-dinner drink to aid
digestion—primarily due to a substance
called citral, also the active ingredient in
lemon peels.

Dried hibiscus flowers are made into a tea
that offers very high health benefits. It is
known to lower blood pressure, reduce high
cholesterol and strengthen the immune
system (it is rich in vitamin C). A recent
study reveals that hibiscus tea is rich in
antioxidants, which protect the body
against cell-damaging free radicals. Red
zinger tea and sorrel tea contain hibiscus.

Cardamom is an evergreen plant that is
grown mainly in India and Guatemala. Both
dried white cardamom flowers and the
sweetly aromatic seeds are used to make
tea.
Cardamom tea has a pungent, sweet
and aromatic flavour and helps to treat
indigestion, prevents stomach pain, and
relieves flatulence. It’s also helpful to drink
a glass of cardamom tea if you are feeling
nauseous. Cardamom tea fights pulmonary
disease where lots of phlegm is present.
It also works as a good expectorant
and relieves coughs. If you have drunk
too many cups of coffee, drink a couple
of cups of cardamom tea to help detoxify
the caffeine from your system. Drinking a
cup of cardamom tea is said to be helpful
for women who experience mood swings
during their menstrual period.

Lemon Balm tea

Milk thistle

Lemon balm tea is fragrant to drink and is
a very effective tonic to calm nerves and
anxiety. Cold lemon-balm teabags help
relieve cold sores. Mix lemon balm leaves
with valerian to treat anxiety, stress and
insomnia.
Lemon balm, when mixed with
peppermint, can calm an upset stomach,
sooth the digestive track and reduce
flatulence. Drink lemon balm tea if you
suffer from nerve pain. IT also helps
strengthen memory and brain functions
and also uplifts one’s mood.

When consumed as a tea, milk thistle
herb is a gentle liver cleanser. It contains
properties that help the liver to regenerate
and function at a higher capacity. It can
also assist in the production of bile, which
can help with our digestive process.

Hibiscus flower tea (sorrel)

Rosehip tea
Rosehips are the fruit of the rose plant and
are one of the best plant sources of vitamin
C, which is important for the immune
system, skin and tissue health and adrenal
function.

Echinacea
Echinacea is widely used to prevent or cure
the common cold. It is a powerful herb that
contains active substances that enhance
the activity of the immune system, relieve
pain, reduce inflammation and have
antioxidant effects. The leaves and flowers
of the uppermost part of the plant are the
section believed to contain polysaccharides
(a substance known to trigger the activity
of the immune system).

Blackberry leaves
Picked, dried in the sun and infused with
boiling water, blackberry leaves are the
essence of most berry-flavoured teas.
Studies suggest that the leaves contain
a healthy dose of flavonoids, which are
known for their antioxidant activity.

Hawthorn tea
The leaves, flowers and berries of the
hawthorn plant are used in a variety of
peach- and berry-flavoured teas. The plant
is believed to contain flavonoid-like complexes that help improve cardiovascular
health by helping to relax and dilate blood
vessels, which increases blood circulation
and lessens stress on the heart. The berries
are also believed to relieve water retention
by draining the body of excess salt.
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STOREWATCH

Engen launches Phola Park
The people of Phola Park, Mpumalanga are reaping the benefits of 24-hour 1 Plus convenience
offered by the all new Engen Phola Park Convenience Centre that officially opened recently.
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STOREWATCH

in KwaMhlanga
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STOREWATCH

Engen Phola Park Convenience Centre is located at the entrance of the newly built Phola Mall
on the corner of the R573 and P764, KwaMhlanga.
Engen Phola Park Convenience Centre
was built as part of the greater Phola Mall
Shopping Centre development. Customers
can enjoy a diverse range of convenience
services including an Engen Quickshop,
Corner Bakery, a water bar, eco-friendly car
wash and multi-branded ATM machines
– including ABSA and soon to be added
Capitec and Standard Bank.
The ten-pump site offers customer’s
quality fuels such as Engen Primax
Unleaded and Engen Dynamic Diesel
50ppm with ease of access and service for
heavy duty vehicles and trucks.
As the new owners of Engen Phola Park,
Frans and Lourens Lombard are extremely
excited to offer the Phola Park community
24-hour convenience.
The total store size is 366m2 and the
total retail area is 113m2, with a total of
48 fulltime and parttime employees.
“The site has a constant flow of
customers in the shop and on the
forecourt. The shop is at its busiest during
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the mornings and at lunchtime. On
the forecourt the busiest time is late
afternoons and early evenings. Weekends
are generally extremely busy as customers
visit the Phola Mall Shopping Centre,” says
Ben Fourie, operations manager for the
Fuelarama Group.
Customers are made up of transient
customers utilising the Moloto road, as well
as customers to the Phola Mall. We have
regular customers who reside in the direct
area who frequents the store and forecourt.
Engen Phola Park is one of the latest
additions to their Fuelarama group
of service stations. The group also
operates Engen Fleurdal Convenience in
Bloemfontein and Engen Raslouw
in Centurion, which will be adding
a Woolworths Foodstop to its offering
in May this year.
“We are very proud of our association
with Engen and the McCormick Group who
undertook to build this new retail shopping
centre in KwaMhlanga,” says Fourie.

“The Engen brand has a substantial
footprint and is well known amongst our
customers who have come to associate
themselves with Engen’s brand promise of
With us you are Number One. This promise
fits in with our high operating standards
and shared vision,” adds Fourie.
Fourie and his team are focused on
continually building relationships with
customers and business partners.
“As the Fuelarama Group we believe
business must be about transforming and
uplifting and not only transactional which
is why operating at Phola Park Mall makes
sense on all levels,” he says.
Says Seelan Naidoo, Engen’s Head of
Retail: “Engen is very excited to see our
network flourishing. Convenience and
customer service remain key determinants
of success in our industry. Last year we
opened 10 new service stations and we
are planning another aggressive new
site programme in 2018. We wish our
new dealers Frans Lombard and Lourens
Lombard every success.”

STOREWATCH
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PACKAGING TRENDS

Packaging that pleases
A great success, the 9th Global Packaging Conference on Consumer Insights and
Packaging Trends – hosted by Stratcom Branding in Johannesburg on 2 March 2018
– saw some of South Africa’s local hero and global giant clients, together with
packaging specialists from seven corners of the globe, unpack disruptive trends and
vital insights into the global packaging industry, sharing local and international
innovation and paving the way forward for the industry.
The conference kicked off with Gail
Macleod, the CEO of Stratcom Branding
and a founding member of the Global Local
Branding Alliance – an alliance of seven
global packaging and branding specialists.
Gail is a South African thought-leader,
previously a commercialisation of
innovation adjudicator and sought-after
speaker in the design and packaging
industry and the driving force behind
Stratcom Branding, a leading packaging
design business in South Africa, servicing
some of South Africa’s biggest brands.
Macleod spoke of the unique challenges
that face African and South African
countries, juxtaposed by the opportunities
that arise as a result of our resilience. The
opportunities for big brands to recruit new

consumers whilst retaining the current
consumers through packaging strategy and
architecture including smart packaging as
something South Africans should embrace
as a true enabler.
Referring to a speech by recently elected
President Cyril Ramaphosa, she said, “
I live for the day that we will see packaging
design solve big problems like waste or
medicine distribution in Africa. We are
reporting for duty. Send us.”
The speakers included Christoph Waldau
from Berlin, who discussed the world of
packaging innovation and structure. As
CEO of a successful packaging company
in Germany, he focused on innovation
through packaging engineering, structure
and material as a driving force of
differentiation.

Front (from left to right): Dr. Orhan Irmak, Global Local Branding
Alliance (GLBA) Istanbul, Gökhan Irmak - GLBA Istanbul, David
Ceradini, GLBA New York. Back (from left to right): Christoph Waldau,
GLBA Berlin, Anna Lukanina, GLBA Moscow, Gail Macleod, GLBA
Johannesburg, Tracy Huang Xihau, GLBA Shanghai and Jacques
Liebenberg, GLBA Johannesburg.
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Dr Orhan Irmak, of Istanbul, gave an
interesting insight into the importance
of heritage and culture when it comes to
branding and packaging, highlighting the
need for awareness of the importance of
heritage in the developing markets like
Turkey and the Middle East.
He noted that heritage affects everything
from positioning to product formulations,
from packaging size to packaging graphics
and success in the future. A brand depends
on how well you understand who your
consumers are and that encompasses their
values and heritage.
David Ceradini, from New York, enthralled
the audience with his synopsis on
connection through design and the way
forward. He gave some helpful insight into
tools that can assist and the responsibility
of the designers and marketers to
understand how to optimise these tools
to facilitate human centered design and
emotional connections.
Next up was Anna Lukanina from
Moscow. Russia is a country often relegated
to stereotypes, yet it is leading in many
ways in the packaging industry because
they are very much in touch with the
trends driving consumer needs. Anna said
that their focus remains on a new visual
culture, which is embedded in the new
generation. Dealing with a seemingly alien
world compared to that we are used to,
packaging in Russia must appeal to the
generation who are strong in values but
who loathe inconvenience and are fond of
fame.
Lastly, Tracy Huang Xihau from Shanghai
entertained the audience with the
latest and greatest homegrown Chinese
intelligence. Being the world largest
E-commerce market and now setting the
benchmark for present and future global
retailing, China holds the largest online
retail market.
A new digital retail era has come
to China and they seem to embrace it
quicker than the rest of the world. Tracy
engaged with examples including smart
packaging, WeChat and broadcaster-led
marketing.
Hosted bi-annually in one of the seven
countries, the next Global Packaging
Conference will be hosted locally in three
years’ time, and globally in Shanghai in
September. Packaging and branding trends
will again have evolved in that time.

PATH TO PURCHASE

Shopper path to purchase…

New technologies enriching
customer experiences
By Terry Murphy
It is somewhat daunting that the latest Zebra Shopper Study, www.zebra.com, says
one third of shoppers are not satisfied with the instore shopper experience. The two
major reasons being ill-informed shop assistants and products required not being
available.
In the UK and the US online retail is
soaring and traditional retail is either going
out of business or radically adopting new
technologies to greatly enhance shopper
services.
The dominant technologies are and
will be artificial intelligence (AI), the
internet of things (IoT) is just round
the corner, Blockchain with or without
crypto currencies; and then we have voice
recognition and augmented reality as very
powerful customer-influence tools.
I scan many documents and hold many
interesting discussions in preparing the
conference Marketing Mix programmes and
the briefs for the speakers and this article
is intended to influence the speakers at the
next Shopper Path to Purchase conference
we are organising for 13 & 14 June.
Enhancing informed customer service
instore is the big challenge and I must add
the big opportunity because the stores that
do it right will gain the customers. AI will
embrace everything, there are just so many
applications ranging from managing data,
permit personalised marketing directly

relating to customer interests, to linking
with voice recognition systems to provide
24/7 information services.
A fast-track solution to dealing
with customer information instore is
to train shop assistants to use mobile
technology to provide expert information
complemented by their personal attention.
If this technology is not immediately
available, the assistant should take steps
to secure the product for the customer
and commit to an availability date
and a follow-up with the customer. It
is fascinating to read about Walmart
partnering with Handy to offer customers
home-delivery services for big bulky items.
Back to IoT. With the aid of mobile
technology the customer can locate the
item of interest instore and be guided
to its location. This supreme fast-tracked
customer service is just round the corner.
How do you persuade customers to
spend more time instore in our busy times
is a big challenge. Fast-tracked service
creates such a good impression and if the
customer receives an invitation right there

and then to an interesting demonstration
directly relating to his interests, for
example how to optimise the item he has
just bought or/and related items, and a
relevant mobile number of the assistant
anxious to advise, you will definitely score
extra points. Then there is the world of
shoppertainment, creating events and
displays that entertain and encourage
families to plan to commit time to enjoy.
I saw a demonstration the other day
whereby a woman could view a profile
of her face and use different make up
techniques without having to go through
all the trouble of physically doing it and
having to remove the make up each time.
In the same vein is the capability to select
dresses and glasses, so conveniently and so
quickly.
I mentioned above 24/7 customer
service by linking AI with voice-recognition
systems. The vast majority of queries
conform to the 80/20 principle whereby
you can identify the information that
customers seek. A simple example is “Do
you have the item in stock, and what does
it cost”. These systems are much quicker
than waiting for average call-centre agents
to respond, and they may not even have
the correct answers. The right AI backup systems provides the answers and if
the enquirer wants further information,
the nominated shop assistant, human or
robotic, can call him back.

Technology will replace
people with people who
can use technology to
enhance the customer
experience.
It is so important that
staff appreciate the
need to continuously
adapt and enjoy being
so much better informed,
converting them into
authorities.
Terry Murphy, Publisher, Marketing Mix.
For more information about Shopper
Path to Purchase conference, go to www.
marketingmixconferences.co.za or send an
email to terrym@systems.co.za.
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SHOPRITE FOCUS AREAS

Shoprite delivers again
and reveals growth strategy
We published Shoprite Holding’s results last month.
This is an analysis by Hippo Zourides
Announcing the half-year results to December 2017, Shoprite CEO Peter Engelbrecht
highlighted the five strategic focus areas for the group over the coming year. They
include:

Customer first culture

A stronger franchise offer

Having served over 19 million new
customers over this period, the group
generated sales of R75,8 billion, which
were 6,3% over the same period last year
(volume increase +3,9%, customer increase
+3,6%). It is claimed that the upmarket
baskets in the group increased by 17% over
the period under review.
Customer shopping data is being
analysed in depth and stores are being
re-laid to make the trip more efficient. One
example mentioned is the relay of a health
& beauty section after analysing customer
shopping data, which resulted in a 2,7%
increase in sales.
The group increased its staff complement
by 4 254 jobs and currently it employs
148 056 people.

The OK franchise group grew by 8%. The
group realises the potential of the franchise
business and a renewed effort will be put
behind the brand.
Revived operational teams have been
allocated behind specific brands and
customer data analytics are playing a major
role in all new decision making.

Growing LSM 8 to 10
Previously the group has been very
dominant in lower LSMs (living-standard
modules) through its Shoprite and USave
brands. The Checkers brand has been
revitalised by the new-look stores dubbed
Fresh X, and this roll-out will increase in
the future. Currently, there are nine Fresh X
stores and, in the near future a further
25 will be opened/revamped, with the
ultimate aim of having 80 stores in this
category.
Engelbrecht claims that a revamped
Fresh X store gains a third more market
share in its catchment area and, on average,
fresh sales increase 3,4 times as compared
to prior the revamp.

Developing private label
Having developed as many as 494 new
private-label products in this period, the
contribution to sales throughout the group
remains at 15,4%.
Engelbrecht has pinpointed this area for
growth and new product developments
will continue with focus on the Oh My
Goodness, wellness and convenience
ranges.
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Leverage the African advantage
The group has the largest supermarket
presence in Africa outside the RSA with a
total of 460 outlets. This advantage will
be amplified with a plan to open a further
93 stores throughout Africa. Return on
investment in African stores averages 30%.
It is no secret that some African countries
have had a torrid time in terms of the
exchange rate devaluation. For example,
Angola’s currency depreciated 26% against
the dollar.
However, Shoprite see this as a
temporary set-back and they see their
prospects in Africa in a positive light.

stores and many new outlets are being
planned. Liquor market share has increased
by 2,1%.
The Africa expansion will also include
a move into Kenya which this year is
projected to have a 5,5% GDP growth. The
supermarket scene in Kenya is ripe for a
new entrant following the demise of two
of the major groups and problems with a
third one.
New DCs covering grocery, general
merchandise and perishables have been
opened in Cape Town and Luanda and
this will assist with the group’s expansion.
Engelbrecht reminded all analysts present
at the results presentation that “our
Angolan stores sell four times the amount
of sparkling wine than their South African
colleagues”.
The group announced that studies are
still taking place to expand its growth
beyond Africa in the future.

Key highlights
Sales Rc

R75,8 billion

Sales SKUs

+147 million +3,9%

Customers

+19,2 million +3,6%

Net profit

R4,1 billion

Net margin

5,41% (2017 = 5,48%)

+5,0%

Gross margin 23,81% (2017 = 28,43%)
SA Supermarkets +7,8%
(existing stores +3,5%)

Expand strategically

Non-SA Supermarkets -0,4%
(existing stores -6,4%)

The liquor store division has grown by
21,8%, assisted by the opening of 48 new

Staff expenses 5,9% of sales

Pieter
Engelbrecht,
Chief
Executive

+6,3%

Stock on hand 21,765 billion (+17,8%)
Due to new DC and 121 new stores
Deflation affected 5 279 items resulting
in an Internal inflation of 0,4%

NEW DATA

franchising

Growing affinity among SA shoppers
for specialist retailers
A new report by IRI, a big data and technology provider for consumer industries,
shows that South African shoppers are diversifying their grocery purchases among a
growing number of channels.
The study shows the growing influence and
importance of specialist retail channels,
in particular – including pharmacies and
make-up stores – which offer wider product
ranges and higher customer satisfaction
rates compared to mass market retailers.
The Shopper Insights Report, based on an
online survey conducted by IRI, reveals that
the average number of stores visited in

a year is now 5.3 with some specialised
channels, including make-up and perfumery
stores, reaching customer satisfaction rates
higher than those of supermarkets and
hypermarkets.
While mass market retailers continue
to dominate the FMCG landscape and
are in good shape, specialised stores are
increasingly attracting shoppers, with 61%

Fuel franchising sector
in South Africa is growing
The fuel-retail sector continues to grow in spite of the relatively sluggish economic
growth in South Africa. According to the South African Petroleum Industry Association
(SAPIA), this sector contributes 8,5% to the South African Gross Domestic Product
(GDP).
“There are more than 4 600 service
stations in South Africa and a collected
annual turnover in excess of R324 billion.
This industry has been gradually increasing
over the past three years and we expect it
to continue in the same trajectory over the
next coming years,” says Ronél Fester, FNB
franchise industry specialist.
She shares five key insights that continue
to characterise this important sector.
Biggest contributor to the bottom line:
Fuel is still the main driver in this industry
– the comparison ratio between money
coming from a convenience store and fuel
is about R1.20 to R1.40 per liter sold on
the petrol station.
Alternative Profit Opportunities (APOs):
Consumers enjoy convenience. As a result,

visiting a pharmacy, 55% a traditional store
and more than a third (34%) visiting a
make-up store for a grocery purchase.
Bio stores now attract one in five (21%)
shoppers, coinciding with a corresponding
growth of healthy and wellbeing products
purchased by South African consumers.
The report also indicates that at a time
when many larger retailers are trying
to rationalise ranges, product range
(along with store services) is a key driver
for consumers when going to a store,
especially specialist retailers that can often
offer a wider range compared to a mass
market retailer.
Kevin Kruger, managing director, IRI
South Africa, comments: “Mass market
retailers are going to have to up their
game when it comes to the specialised
stores whose strengths lie in selling their
own brands and offering a wide range of
products within their specialist fields. This
corresponds with what IRI is seeing in other
parts of the world, including Europe, which
is putting pressure on some of the major
retailers in those markets. We expect to
see the same here especially as consumers
spend more time online researching where
they can buy products and looking for the
best deals.” – bizcommunity
Fuel loyalty programmes: This is no
longer a question of can I do it or not, it is
about how can I incentivize my customers
and make them come back for more.
If implemented well, this can be a very
powerful tool to market your brand.
Technological advancements: With
the ever changing environment, fuel
stations are diversifying their offering and
streamlining efficiencies to have less cash
on site. This also reduces the stress issues
of handling cash for the business owner
and consumers.
Leading in Africa: South Africa is the
biggest consumer of fuel on the African
continent, claiming more than 20% of the
market share.

Ronél Fester, FNB franchise
industry specialist.

more and more forecourts are becoming a
one stop shop. Consumers are now looking
to do their banking, shopping, quick service
meal and convenience shopping, while they
are filling their petrol tanks.

“Like any other business, the fuel retail
sector is not immune to economic
headwinds; in fact, it is not an easy sector
to operate in. However, it is by far one
of the industries that still offer growth
potential for entrepreneurs that are
looking for a proven business model that is
lucrative,” concludes Fester.
SUPERMARKET & RETAILER, MARCH 2018
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GOING NUTS

World’s largest macadamia factory
opened in White River
Following a massive boom in the South African and global macadamia industry,
South Africa is now the largest producer of macadamia nuts in the world. The South
African market is largely driven by exports and, as demand increases, we have seen
hectares under macadamias trees increasing rapidly in South Africa’s macadamia
growing areas.
“The industry does, however, have one
weakness,” says Alex Whyte, general
manager of Green Farms Nut Company
(GFNC). The South African industry is
extremely reliant on the Chinese market.
“In 2017, more than 50% of the crop was
exported to China. This is quite a heavy and
unhealthy reliance for an industry to have
on one market.”

SA cracking its own nuts
The industry’s reliance on the Chinese
market is explained by the fact that it is
a nut in shell market and that South Africa
has a limited cracking capacity. “For the
Chinese market, the nuts are just dried,
bagged and sent out as a bulk commodity,
while most other markets demand kernel.
The South African industry doesn’t have
the ability to crack its entire crop, so we
need China to take some of our volume.
As mentioned, this makes us over-reliant
on a single market and therefore there is
a challenge to processors to expand their
cracking capacity.”
This is exactly why GFNC has now built
the largest under roof macadamia
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processing facility in the world in White
River, Mpumalanga. “Building this
infrastructure signifies that our longterm view for a sustainable industry,
including creating value-add and marketing
capability domestically as opposed to, for
example, outsourcing processing to China.
This approach ensures we remain price
givers rather than price takers in years to
come,” explains Whyte.
Whyte says that the increased processing
capacity means that GFNC can now crack
its entire intake of macadamia nuts if it
needs to.
“This gives us more control over how
we market the farmer’s product. We
believe this was a key step required for a
sustainable future for both GFNC and the
South African macadamia industry and is
completely warranted by local macadamia
production.”

Growing in capacity
The macadamia production forecast for
2018 is 54 000 tonnes and according
to Whyte this will most probably be
doubledin the next five to seven years.

“If the industry’s cracking capacity is not
increased in step with the production
increase, we will end up sending 80% of
our crop to China, which is not a good
situation to be in.
The first of the two phases in developing
the factory to its full capacity has
now been completed. The factory was
officially opened on 6 March 2018 and
will be active during the 2018 season.
“The 10 000 m² facility has a long-term
capacity of handling up to 25 000 tonnes
of macadamia, but we will grow into this
capacity over time as production increases.
For the 2018 season, it is ready to handle
an 8 500-ton capacity.” The new factory
increases GFNC’s processing capacity
by 40% and includes state-of-the-art
technology and the latest sterilisation
techniques. These technologies will drive
higher efficiency. For example, state-ofthe-art optical sorters will drive efficiency
through increased processing speed. These
technologies also help to reduce water and
electricity usage.
Part of the new developments will be
to use the old factory to establish valueadding capabilities, such as roasting and
manufacturing oil. “This is not as urgent
as increasing cracking capability, but will
be beneficial in giving us and the industry
more options, especially in serving and
increasing demand in the local market,”
says Whyte.
GFNC, established in 1991, is the
oldest active macadamia processing and
exporting company in South Africa and
prides itself on three key aspects that
sets it apart from other macadamia
processors and exporters. “Firstly, we
operate on a basis of free enterprise and
do not require growers to sign supply
contracts. The onus is on us to do a good
job to make sure that they want to deliver
to us,” explains Whyte.
Furthermore, GFNC operates a pool
system and any exchange rate benefits
or price increases that occur during the
season is passed on to the grower. “The
other very important aspect is that we
are part of the largest global macadamia
marketing company, Green & Gold Nuts.
GFNC works together with a number of
companies around the world. This gives
us more influence in the marketplace
and allows us to talk directly to retailers.”
– bizcommunity

EASTER SPENDING

VAT EXEMPT?

Easter weekend spending patterns
The VAT increase on 1 April could cause a run on bigger-ticket items as consumers
attempt to beat paying the taxman extra. So, the period immediately before 1 April
2018, may see increased sales only to dip after the 1st according to economist and
speaker Daniel Silke.

Easter weekend
spending patterns
”Overall, this should make for an Easter
spend that is better overall than last
year. Adding to this is increased positive
sentiment following the ‘Ramaphoria’
path. Business sentiment has improved
and the better political outcomes should
add some impetus to consumers’ shopping
habits. having said that, levels of disposable
income remain depressed and there is no
dent in the broader unemployment figures
to help this,” Silke continued.
According to the South African Council
of Shopping Centres, in 2010 there was
a recovery in household consumption
expenditure, especially during the Easter
period, driven by an aggressive interest rate
cutting by the South African Reserve Bank
along with an economic recovery, saw real
retail sales growth rise from 3.1% decline
in 2009 to a 5.6% rise in 2010, and on to a
post-recession peak of 6.2% in 2011.
Then, in 2015, the sector had a mild
boost to growth from a dip in consumer
and retail price inflation in that year,
sustaining its outperformance of economic
growth. That dip passed on, and the
economy ‘reinflated’ in 2016, while interest
rates had been rising throughout 2014 to
early-2016.

Fuel levy impact
Silke added that the fuel levy will also
have hard-hitting impacts on people. “The
fuel levy can impose a further burden on
us consumers. With a bit of currency luck,
the ZAR should remain stable to stronger
thus offsetting the fuel levy at least for the
moment. So, my overall view is increased
spend to beat VAT more than anything else.
“The country will need a sustained period
of better growth numbers, movement
on economic policy, a dent in youth
unemployment and also clarity in terms
of public sector wage negotiations before
there is any major uptick. I am cautious
on increased spend, but there will be
enough to please most retailers who may
view this as the turning point of a rather
disappointing cycle.”

Holiday visitor boom
Tony Da Fonseca, the managing director
for OBC said that their Mpumalanga and
Limpopo stores receive the best support
over the Easter period. “The reason for this
is that many thousands of people who live
and work in Johannesburg or Pretoria visit
their families over the Easter holidays. They
purchase gifts for their loved ones and food
items for a series of feasts. One of the main
aspects we have noticed is that chicken is
our undisputed bestseller while fish takes
the lead during Easter. This is based largely
on religious considerations,” he said.
Da Fonseca added that the Thursday
before Easter is the peak of their customer
support over this period. “This year we
confidently expect an increase of 20%
in inflation-adjusted sales figures when
compared to the same period in 2017. If
one ignores the normal growth pattern our
stores enjoy, a prime reason is that this
year Easter coincides with month-end. This
means that workers would have received
their salaries and grant monies before the
holidays,” he said.
Remo’s, Old Town Italy and The Common
Room owners, Rembrothers, expect a
busy Easter period. Renzo Scribante from
Rembrothers said their Durban stores
receive the best support during this time.
“Durban is really well supported as
people from other provinces come down
for the Easter Weekend to be by the sea.
From a customer buying pattern point
of view, I think people are more priceconscious today and look for value for their
rand. At Old Town Italy we have created
our own in-house Easter eggs as well as
brought in imported chocolate to give the
customer price options. I think they want
options along with quality. Good Friday
is always buzzing for us at Old Town Italy
and the spirit of Easter is really felt on this
day so we know that we will be busy,” he
concluded.
Gauteng-based retailers and shopping
centres may find themselves less busy as
many Joburgers head to the coast over
Easter which usually means that coastal
retailers and shopping centres will see
a spike in sales. – bizcommunity

Poultry producer
Astral wants
chicken to be
VAT free
Chicken should be exempt from valueadded tax (VAT), poultry producer Astral
said in a recent media release. The
increase in VAT to 15% in April from the
14% it had been for the past 25 years
would hurt consumers who relied on
chicken for their main source of protein,
Astral argued.
Poultry producer Astral wants chicken to be
VAT free. Under the existing laws, there are
19 basic food items that escape VAT.
With the exception of tinned pilchards
and sardines, all of the VAT-exempt food
items are vegetarian. They include brown
bread, eggs and milk.
“We would like to stress that we are
not looking for tinned fish to be removed
from the basket of basic foodstuffs, but
we believe that a review of this basket is
long overdue and that chicken should be
included,” Astral CEO Chris Schutte said.
“Chicken is the cheapest source of
meat protein in SA and now forms a large
part of the basic diet of the South African
population, with consumption at close to
40kg per person per year.
“Not being listed as a basic foodstuff
zero-rated by Treasury is questionable,
especially in light of the fact that the
consumption of chicken far outstrips that
of any other meat as a source of dietary
protein.” – bizcommunity
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E-COMMERCE

Researchers
predict ‘tipping
point’ for grocery
e-commerce to
arrive in 2025
By Elliot Maras
It’s no secret the grocery industry has
been the slowest major retail sector to
join the e-commerce bandwagon. But
few industry observers expect this to
remain the status quo.
A panel session on grocery research, during
the recent ShopTalk conference at the
Sands Expo Centre in Las Vegas, offered
insight into how long it will take for the
grocery segment to catch up to other retail
sectors and what actions are needed to
make this happen.
Changing demographics, a collaboration
among retailers and “pure play” digital
merchants and a dedicated staffing to
support e-commerce are among the factors
speakers cited that will facilitate the
transition.

‘Tipping point’: 2025
Two of the three speakers pinpointed
the “tipping point” for the digitisation of
grocery as 2025. The “tipping point” refers
the point in time when digital commerce
accounts for 20% of a category’s sales.
The grocery channel is one retail sector
that has yet to reach the “tipping point” in
e-commerce, said Cooper Smith, research
director at L2 Inc., which benchmarks the
digital competence of consumer brands.
The book industry, led by Amazon, was
the first retail segment to move online,
reaching its digital commerce tipping point
in 2005, Smith said. Electrics reached the
tipping point in 2008-2009, sporting goods
hit in 2016, while apparel will get there this
year, he said.
The five things that “genius brands” do
well, according to L2 research, are:
■ Make it personal. They use
personalisation to appeal to the
individual rather than an abstract
demographic.
■ Keep checkout close. They integrate
content directly into the purchase
journey and make sure the checkout
page is close at hand at all times.
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■ Build visibility with “e-tailers.” As
online merchants build their presence,
many are providing merchandising tools
to support brands.
■ Modernise digital marketing. They
are reducing online display advertising
in favour of mobile and online video to
better engage customers.
■ Revitalise store networks. They are
integrating their online and offline
customer experiences.
Food retailers, overall, have done a poor job
integrating their recipes into their websites,
Smith said.
Once digital commerce accounts for
20% of the grocery business in 2025,
as noted by Smith, the percentage will
reach 70% five to seven years later, said
Laurie Rains, group vice president of retail
commercial strategy at Nielsen.
Rains offered insights for retailers and
consumer brand manufacturers to prepare
for the digitisation of grocery.
One of the more positive developments
supporting the digitisation of grocery has
been the realisation by many retailers
that they need to partner with “pure play”
e-commerce merchants, Rains said.
So far, consumer product manufacturers
are several steps ahead of retailers in
making the digital transition. Rains
noted that 20% of consumer goods
manufacturers believe they already have

the skills needed to succeed in digital,
compared to 7% of retailers.
Nearly a third of CPGs (32%) have
integrated their digital marketing and
merchandising assets, compared to 22%
of retailers, she said. More than a third of
CPGs (35%) have already established a
digital investment planning and budgeting
roadmap, compared to 23% of retailers.
Nielsen’s research has found that
both retailers and CPGs agree that the
greatest potential benefits will come from
collaborating on master data, promotions
and shopper insights. Both groups
tag margin improvement from digital
collaboration at between 2,5% and 3,5%.

What actions are needed
Having the technology alone won’t make a
brand or a retailer successful, however.
“Technology is an enabler for this
change,” Rains said. “The people have to
be in place.” To this end, companies are
starting to hire chief digital officers.
A successful digital transformation
requires having executive leadership for a
cross functional and integrated plan for the
organisation, Rains said. Digital skills can
be gained either by acquisition or internal
talent development.
Organisations have to create marketing
and merchandising processes that integrate
in-store and digital efforts, she added, and

E-COMMERCE
they must integrate technology across
all key elements of retailer/manufacturer
collaboration.

Demographics will drive change
Changing demographics alone will
help drive the grocery’s transition to
e-commerce, noted Lynn Gillis, a principal
at Information Resources Inc. Gillis
presented research on Generation Z, which
she described as the first generation of
young kids with purchasing power and
possessing a high level of digital savvy.
“They are an entirely new ‘zeneration’,”
Gillis said, and will change “everything.”
Gen Zers, on average, receive a $17 weekly

DIARY
allowance and represent nearly $60 billion
in direct purchasing power.
“Those kids are out there shopping and
spending,” Gillis said, as well as participa
ting in the family spending decisions. “They
are absolutely making decisions about
what goes into that shopping basket.”
And while it’s true Gen Zers want
everything immediately, they are also
being taught the value of money and the
value of waiting for something of value. In
recognising their children’s lack of patience,
the parents of Gen Zers are teaching them
these values, Gillis said.
Price is a major influencer for what a Gen
Z shopper buys, Gillis explained.

They are also influenced by diversity,
tech expertise and an awareness of the
dangers of the world around them.
“They are also the true omnichannel
shoppers,” she said.
Brands are important to Gen Zers, but
brands have to be authentic and they have
to be transparent.
“Can you imagine what’s going to
happen as those kids get older?” Gillis
asked.
“The road to profitability has not been
paved yet,” noted Rains. “There’s got to be
collaboration among partners.”
– Elliot Maras is the editor of KioskMarketplace.com
and FoodTruckOperator.com.

National
6 May
Johannesburg

Food Hospitality Africa
Food & Hospitality Africa 2018, packed with industry relevant trends and innovation, offers five shows under one roof:
• Hostex, where the who’s who of the hospitality and foodservice industries have been coming to do business for more than
30 years;
• IFEA offers buyers the opportunity to see what the South African and international food and drink industries have to offer;
• The Drinks Cabinet, where producers, brewers, distillers and brand owners engage with thousands of industry
decision-makers;
• Contract Furnishing Africa showcases both indoor & outdoor furniture, décor & lighting, and everything in between; and
• Tea & Coffee Africa creates an aromatic platform for producers and distributors of hot beverages to introduce their
products.

8 May
Sandton

Brand Winning Social Media Content SA
Learn more about how to engage target audiences and how to adapt their communications for the appropriate social media
platform mix. An interesting development is the growing use of messaging to stimulate sales.

10 May
Sandton

Township Shopper Marketing
Experts talk about how peoples’ lifestyles and cultures influence their spending priorities, how brands can enhance black
business women, and a group of young people are interviewed about the impact of international trends and brands.

21 May
Cape Town

Smart Procurement World
Smart Procurement World Western Cape is a regional event dedicated to solutions for private and public supply chains.

22 May
Johannesburg

Securex South Africa
The exhibition was launched in 1993 in response to a growing need in the country for greater participation from the private
sector to undertake a supporting role to the government-owned police and defence forces.

International
2 May
London

Retail Business Technology Expo
The Expo is an important event for retail and hospitality organisations looking for the right tools, solutions, innovations and
advice on how to best run their business.

8 May
Lagos

Food West Africa
Meet the food and drink industry in Africa’s richest economy. Food West Africa offers a premier platform that showcases
products and services to thousands of decision makers from across the region.

15 May
Geneva

Vitafoods Europe
Vitafoods Europe is an annual event where the global nutraceutical supply chain comes together to do business and source
dietary supplements, functional food and beverages.

21 May
London

London Wine Fair
Running annually since 1981, the London Wine Fair brings producers, exporters and distributors together with buyers from
the grocery and import sectors.

23 May
Milan

MAPIC Italy
MAPIC Italy, the Italian edition of MAPIC, is a leading retail real-estate show that attracts great interest from investors and
retailers.

29 May
Amsterdam

PLMA’s World of Private label
For more than thirty years, PLMA’s annual World of Private Label International Trade Show has brought retailers together
with manufacturers to help them find new products, make new contacts, and discover new ideas that will help their private
label programmes succeed and grow.
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