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From the editor
Welcome to the new look edition of the FBR magazine, and to our fresh 

new logo. Inspired by the richness of the deep purple fruits, and the 
fresh green of new growth, our new brand image encapsulates much 

of our intentions for the year ahead – to be rich in content, and always growing 
and in step with demand.

It has been over two years since we acquired the publication, and our goal 
has, and continues to be, to bring our readers technical articles, valuable news and 
product content, and insights into challenges and changes facing the food sector.

As you may be aware, we have transitioned into a fully digital publication. In 
this way we will be bypassing the challenges of our deteriorating postal system, 
poor service delivery, and environmental impacts linked to print publications. 
So, while deep down we still love the feel of a glossy magazine in our hands 
(who doesn’t) we feel that to be accessible, responsible and reach more of the 
industry, this is the way to go.

For our digitally savvy readers, we are delighted to say that the mag will 
be available on both in the Apple App Store and on Google Play. For those less 
fond of their mobile devices, we will continue to make the publication available 
on our website and via PDF. 

We’ve also been refreshing our website, allowing you better access to the 
news we share daily. If there is anything you would like to see on there – drop me 
a mail, we’re always keen to enhance our offerings to support the user experience.

Enough about us – we hope you enjoy the combined Jan/Feb edition, which 
includes insights on consumer and training trends, useful ideas for managing 
your food safety management systems, a wrap up of our new product 
development series, and a slew of great products.

Warmest wishes

You can reach me at: editor@fbreporter.co.za
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The latest innovation from ingredients specialist 
Loryma is a combination of wheat-based components 
for a vegan version of chicken thighs, which is more 

than a match for this classic dish in both appearance and 
texture. The replication of the chicken skin is achieved with 
a specially developed coating system, while Lory® Tex wheat 
texturates with a highly functional Lory® Bind binding system 
imitate the fibrous muscle meat. By frying, deep-frying 
or grilling, the outer shell becomes crispy, while the inside 
remains juicy and tender. Manufacturers who adopt the 
concept can adapt and flavour it individually.

The creation of an authentic, vegetable “chicken skin” – 
not yet on the market in this form – is achieved by Loryma 
with the help of a specially developed wheat-based coating 
system. It is applied as a flowable oil-in-water emulsion to 
the shaped imitation meat by means of conventional 
coating technology, as used in wet panades. The contained 
functional mixture of wheat proteins, starches and gelling 
agent (Lory® Stab) creates an elastic, irreversible, thin surface 

coating that convincingly reproduces chicken skin and 
becomes crispy during the final preparation.  The coating 
also protects the meat alternative inside from drying out. 
This consists of  Lory® Tex Chunks particularly  alternative 
long-fibre textured wheat proteins,  which perfectly 
imitate the texture of  grown muscle  meat thanks to their 
unique structure. The tasteless  dry texturate  can be easily 
rehydrated with water, flavoured and separated  to the 
desired fibre structure. In combination with Lory® Bind, this 
creates a mass that can be formed for example into the form 
of a chicken leg and coated.

Norbert Klein, Head of Product Development at Loryma, 
says: “Recreating crispy chicken skin with purely vegetable 
ingredients was a real challenge, yet we are more than 
satisfied with the final concept. It’s just right for everyone 
who wants to give up meat but not this classic treat.”

Taste and Innnovation 
with crispy plant-based 
“chicken skin”

Find out more at www.loryma.de/en/ 

We’re constantly amazed by the 
innovation we’re seeing in industry. 
Here is this month’s pick of one of the 
great ideas we have seen popping up.

New innovations



fbr Industry Updates

Africa’s biggest premium beer brand, Castle Lite is excited 
to announce that they are hitting the refresh button in 2022 
with a new look shrink and tray design across all its packs. The 
brand, which had its last update in 2018 has introduced its 
new packaging at licensed outlets across the country. 

Castle Lite’s research findings indicated that consumers 
require products that are very easy to spot within a much-
cluttered market so that they can have a seamless shopping 
experience. 

“Castle Lite is a brand that puts premium enjoyment front 
and centre. We have maintained our position over the years 
as an accessible premium brand with a distinctive positioning 
and visual identity. With the packaging refresh, it was critical 
that the brand maintains its premium look which speaks to 

our high-quality taste while 
giving us a more appealing 
canvas to connect with our 
consumers. We are excited 
to introduce our fresh 
new look with the same 
refreshing taste that 
consumers have come 
to love and enjoy over 
the years,” says Castle 
Lite Brand Director, 
Colleen Duvenage.  
Find out more at 
www.castlelite.co.za

Castle Lite hits refresh with its new look!

Global nutrition leader, ADM, has completed its acquisition 
of Comhan, a leading South African flavour distributor. ADM 
has worked together with the local business for a number 
of years, with the formal acquisition now giving new and 
current customers more direct access to ADM’s extensive 
portfolio and network of experts. 

“This acquisition marks a very exciting moment for ADM, 
as we continue to develop our Nutrition business in key 
growth markets including Africa. I am confident that this 
acquisition will open up opportunities for our customers 
in the region and build on the capabilities of our existing 
offices in Nigeria and Kenya.” said Calvin McEvoy, President 
Global Beverages ADM. 

“At ADM we believe it is critical to invest in flavour 
creation assets globally to extend production and supply 
chains, making it easier to get unique and consumer-
preferred flavors to local customers. The acquisition of 
Comhan means we can bring together our 80 years’ 
experience in the flavour industry and Comhan’s unique 
market insight to generate innovative products which cater 
to local tastes and interests. Comhan’s business is currently 
focused on beverages but through this new partnership we 
plan to grow the distribution capabilities to include food and 
savoury products.” added McEvoy. 
Find out more at www.adm.com 

As an SAB Master, Jaco has always been passionate about 
the world of beer. Over two decades ago he began brewing 
his career as a sales trainee, and 21 years and 13 roles later 
Jaco has risen to the top of his game and proudly leads the 
sales efforts of the continent’s largest brewery in South Africa, 
Lesotho and eSwatini.  

As a strong leader, Parreira has a proven track record of 
delivering results, even though what could be considered to 
be the toughest years in South African beer history with four 
unexpected alcohol bans over the last two years. 

With decades of experience, he has been through many 
structural changes in the organisation, including what was 
then the biggest takeover in history. He has won over 10 
National Awards in SAB, has been on the SAB and eSwatini 
boards and has worked diligently and without fail across 
three regions. 

His vast experience has spanned Sales & Marketing, 
Supply Chain, Distribution, Warehousing, Risk Management, 
Systems, Brand Development, Finance, Human Resources, 
and Customer & Stakeholder Engagement.

SAB appoints Jaco 
Parreira as its new 
VP of Sales.

ADM acquires local 
flavour distributor 
Comhan. 
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Alban Damour has been appointed as the new head of 
Lactalis Southern Africa which include Lactalis South Africa, 
Zambia, Botswana, Eswatini and Mozambique. This included 
brands such as Président, Parmalat, Melrose, SteriStumpie, 
Bonnita, PureJoy, Galbani, EasyGest, Fabulite and Aylesbury. 

Alban Damour has been employed by the Lactalis Group 
since 2003 and worked across the world in France, the 
USA, and Italy prior to his appointment as the Industrial 
Director for the Lactalis Group’s TAM (Turkey, Africa and 
Middle East) division.

The new GM says the local business boasts “several 
fantastic assets, including the people, the brands, and the 
know-how we have. Our ultimate goal is to become the 
leader in each dairy market category. Diversity, innovation, 
sustainability, consumers and customer satisfaction will be 
the keys to unlock and secure our future successes.”
 Find out more at www.lactalis.co.za

Lactalis SA Appoints 
New GM

KFC appoints 
Nolo Thobejane 
as head of the 
the RoSSA region

Pioneer Foods, the local distributor of Peck’s and 
manufacturer of the South African equivalent Redro, 
has ceased production of the products, which were 
once firm favourites in South African pantries.

Pioneer Foods made the decision to discontinue 
production of its Redro and Pecks fish paste 
products in the last quarter of 
2021, as part of their ongoing 
portfolio review. 

Production was stopped 
and sales of the product was 
discontinued in December 2021 
according to Mandy Murphy, 
Category Manager: foods at 
PepsiCo sub-Saharan Africa.

Lovers of the savoury paste 
will need to snap up 
remaining stock off the 
supermarket shelves while 
they can find it.

Farewell to Fishpaste

fbr Industry Updates

Nolo Thobejane joined KFC Africa in 2005 as human 
resources business partner and has just been appointed 
as head of rest of sub-Saharan Africa (RoSSA), effective 1 
January 2022.

 In her new role, Thobejane will assume overall 
accountability over the brand’s sub-Saharan markets, a 
key region for the brand, and will oversee and accelerate 
the group’s growth agenda while ensuring franchise 
partners uphold KFC brand standards and values in serving 
customers, teams and communities.

Speaking to the appointment, Akhona Qengqe, chief 
people and transformation officer at KFC Africa said: “Nolo 
has been instrumental in the expansion of at least five of the 
22 RoSSA markets, one of them being a fully virtual process. 
An amazing collaborator, deliberate people-grower and a 
culture ambassador, there could not be a better person to 
take on this very pivotal role in our organisation.”

In a statement, the company described Thobejane as 
a well-rounded leader from both a people and operations 
perspective.

Thobejane commented, “KFC has set the bar high in the 
QSR sector, so we already have strong foundations in place 
in sub-Saharan Africa. My goal is to move that bar even 
higher - especially around partner capability as a key enabler 
of growth. People and Culture will always remain critical in 
unlocking potential in growth markets.”

“My role will encompass ensuring that our talent and 
the skills required are future proofed post-Covid and while 
more immediately tapping into new channels driven by 
e-commerce and finding opportunities amid the pandemic 
to continue to drive brand trust. The right skills and 
partnerships create the kind of stability and culture that 
both people and business need in an environment where 
change is inevitable and happening at an exponential rate.”

“By using our culture as the competitive edge, and by 
progressively building our capability, we will further enable 
our partners to grow. There is something special about our 
continent which really resonates with the KFC culture and 
what we stand for. In sub-Saharan Africa, this is the basis of 
our recipe for success,” concludes Thobejane.
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Coca-Cola Peninsula Beverages (CCPB) has been recognised 
as a top employer by the Top Employers Institute Africa for 
2022 for the 12th consecutive year. 

The award acknowledges CCPB’s exceptional HR and 
people management practices among 24 organisations 
from 31 African countries in the 2022 cohort.  Certifications 
are based on companies’ approach to people strategy, 
work environment, talent acquisition, learning, well-being, 
diversity, and inclusion. 

CCPB’s Leadership University, which was established in 
2018, has been developed to enhance skills development for 
employees. The university is open to all employees across the 
organisation, democratising access to skills development, 
which is based on CCPB’s belief that “everyone is a leader”.

CCPB’s ethos of “People Are No.1” has guided the 
businesses in protecting its people, their jobs and keeping 
them safe at work. To confront the challenges presented 
by the ongoing COVID-19 lockdown in 2021, CCPB offered 
constant support to employees to ensure safety and 
productivity. This included implementing health and safety 
protocols and policies for continued remote working, 
employee counselling and medical support. 

“We are proud of the resilience our teams at CCPB have 
shown in response to the ongoing pandemic and lockdown 
restrictions. We also hope to continue extending this beyond 
our business and into our local communities, through 
creating value and making a difference that matters. Our 
shared purpose and commitment to collaboration has 
allowed CCPB and all its employees to thrive.” says Bryn 
Morse, Culture and People Development Director at CCPB. 

Coca-Cola Peninsula 
Beverages rated as 
Top Employer 2022

Unilever is moving away from its current matrix structure 
and will be organised around five distinct Business 
Groups: Beauty & Wellbeing, Personal Care, Home Care, 
Nutrition, and Ice Cream. Each Business Group will be fully 
responsible and accountable for their strategy, growth, and 
profit delivery globally.

Alan Jope, CEO Unilever, explains, “Our new 
organisational model has been developed over the last year 
and is designed to continue the step-up we are seeing in 
the performance of our business. Moving to five category-
focused Business Groups will enable us to be more 
responsive to consumer and channel trends, with crystal-
clear accountability for delivery. Growth remains our top 
priority and these changes will underpin our pursuit of this.”

To enable Unilever to benefit from its scale and global 
capabilities, the five Business Groups will be supported 
by Unilever Business Operations, which will provide the 
technology, systems, and processes to drive operational 
excellence across the business. A lean Unilever Corporate 
Centre will continue to set Unilever’s overall strategy.

The proposed new organisation model will result in a 
reduction in senior management roles of around 15% and 
more junior management roles by 5%, equivalent to around 
1,500 roles globally. Changes will be subject to consultation. 
They do not expect factory teams to be impacted by these 
changes.

All costs related to setting up the new organisation 
will be managed within existing restructuring investment 
plans, says the company.
Find out more at www.unilever.com

fbr Industry Updates

Berries South Africa (Berries ZA), the sector association for South African blueberries, raspberries and blackberries, has 
launched a targeted campaign focused on the German market, showcasing the quality, flavour of the South African fruit, 
along with the logistics structure that make it possible for us to send superior quality blueberries to Europe.

With approximately 7,000 tons of exports sent to Europe last season, the area 
presents a large export market for South African blueberries. Since a large 
percentage of those exports went directly to Germany, it makes sense to target 
this country for expansion. 

“South Africa is known for its excellent fruit, which is why we believe that 
our blueberries, like our other products, should be considered the best in the 
world.” says Berries ZA Operations Manager Elzette Schutte.
Find out more at www.berriesza.co.za 

Berries ZA looking for trade in Germany
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According to FAO data, global food prices reached the 
highest level in over a decade in 20212; 3, attributed 
mostly to strong demand and a poor harvest in many 

producing countries2. Global supply chain disruptions, labour 
shortages in some countries, and rising production expenses 
all contributed. Food prices in South Africa have been 
influenced further by the impact of COVID-19 on agricultural 
production, fuel prices, climate patterns, as well as demand 
and supply trends.

Annual producer price inflation (PPI) for final 
manufacturing rose from 8.1% in October 2020 to 9.6% in 
November 2021, making it the highest annual rate on record 2. 

Annual consumer price inflation (CPI) increased from 5% 
in October 2020 to 5.5% in November 20212. Food and non-
alcoholic beverages, housing and utilities, transportation, 
and miscellaneous products and services are the major 
contributors here.

Prices for vegetable oils, palm oils, red meat, and poultry 
are likely to rise further in the first quarter of 2022 driven 
by growing import costs, increased demand, and restricted 
supply1, 2. This will further burden consumers already strained 
by high (and increasing) fuel and energy costs on top of 
employment shortages2. 

Despite predicted greater harvests, food prices are unlikely 
to decline in 2022, at least in the short term, owing to ongoing 
inflationary pressures caused by growing prices of fuel and 
other input expenses2. Though major retailers attempted to 
absorb part of these costs through efficiency in procurement 
and transport and to pass savings on to customers through 
competitive rates, consumers will still feel the overall impact 
of high food costs. 

Food is transported multiple times from the minute it 
leaves the port or farm to the consumer, and each trip is 
more expensive1. Transport businesses are likely to pass on 
increased distribution expenses due to soaring fuel prices2. 
Fuel and electricity are the primary sources of inflationary 
risk, as they affect the cost of manufacturing and distributing 
commodities, as well as the cost of providing services. 

The transport industry was damaged in 2021 by riots and 
protests. The heightened risk profile, resulted in increased 
prices. While the July riots were an outlier, it had a   

        diminishing  effect on  
      corporate  confidence1.  
    Because of the 
unanticipated looting  and mayhem that occurred, the 
business community lost confidence, resultantly increasing 
their risk-aversion measures. Furthermore, premiums for 
the South African Special Risks Insurance Association, which 
offers riot coverage, are expected to rise by 1,000%. As a result, 
the cost of doing business rises, and is felt by customers1. 

Given the rise in international food, fuel, and fertilizer 
prices, vegetable oils are anticipated to face the greatest 
increase. Aside from cooking, vegetable oil is used in items 
such as soaps and perfumes, while processed food 
production uses palm oil.

Food price increases that outpace salary increases 
reduce the amount of money available to consumers to 
spend on non-essential commodities2. Prices of meat are 
also anticipated to rise.

Thankfully, the agriculture industry has benefited 
from abundant harvests, which have alleviated some of 
the offshore price pressures, and is expected to do well in 
2022 due to favourable weather conditions and healthy 
export demand2. 

However, the weakening rand and rising input costs 
have recently raised concerns about the final retail prices.

Ultimately, food prices are projected to rise sharply in 
2022 due to record-high petrol prices, predicted electricity 
price increases, a weakening rand-dollar exchange rate, and 
a decline in business confidence1. These factors may reduce 
the likelihood and magnitude of any predicted deflation2. 
At the same time, higher rates in 2021 will make it more 
difficult for food price inflation to increase quickly in 2022, 
lowering the risk of double-digit food price inflation.

References
1.1. (n.d.). The cluck stops here: Consumers in for a chicken price shock in 2022  
 | Fin24. Retrieved December 24, 2021, from https://www.news24.com/fin24/ 
 companies/agribusiness/the-cluck-stops-here-consumers-in-for-a-chicken- 
 price-shock-in-2022-20211221
2. (2021, December). Food prices set to rise even higher next year. 
 https://www.farmingportal.co.za/index.php/all-agri-news/news-of-the  
 day/7295-food-prices-set-to-rise-even-higher-next-year
3. FAO Food Price Index rises in November. (n.d.). Retrieved December 24,  
 2021, from https://www.fao.org/newsroom/detail/fao-food-price-index-rises- 
 in-november/en

Food costs are high and 
getting higher in 2022

According to Food and Agriculture 

Organization data, global food prices 

reached the highest level in over a decade 

last year 2; 3. Price increases are being 

attributed mostly to strong demand and 

a poor harvest in many producing countries 2. 

Despite 
predicted greater 

harvests, food prices 
are unlikely to decline in 
2022, at least in the short 
term, owing to ongoing 
inflationary pressures 

caused by growing prices 
of fuel and other 
input expenses 

By Jess Kelfkens
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Training your team is 
an investment in your 

business success
FBR asked some of the local training course providers some key questions for 2022, 

so that we could share the insights with you. Here’s what they had to say…

Is training as/more 
necessary in 2022 
than before?Q1

ASC Consulting 
Yes, it is even more necessary than before. This is the best 
opportunity to train because the advent of COVID-19. It has 
created awareness on the impact of microbes on public 
health and we found that food handlers are more receptive 
to training in general. This more so if training is practical and 
has relevant day to day examples.

Cereus SA
Training should be part of any organisation’s strategic 
planning and resource allocation. Those that do not 
prioritise training for their staff will find themselves 
struggling with basic issues that impacts the bottom line 
that could have been avoided by simply spending some 
time and money on the proper training. Any company 
that prides itself in product quality and food safety knows 
that staff training is an investment in the future success of 
the company. As competition becomes more intense and 
the customer standards gets higher, the need for training 
cannot be over-emphasised. With increased consumer 
awareness on the subject of food safety, training your staff 
in the basic principles is non-negotiable. 

Food Safety Excel
Yes, I believe it is even more necessary and can be seen as 
an investment in staff in turn improving food safety culture. 
Staff feel better equipped to complete their tasks which 
leads to less non-conformances, and it decreases staff 
turnover in the long term.

Annelie Coetzee Consulting
Training will always be essential as food safety does not 
happen by itself… it happens through people. 

FSQ Excellence
Food safety training has always been necessary. Looking 
at the ever-changing standard and regulation requirements 
training is more necessary now more than ever. I have 
seen a huge shift in organisations wanting training for 
top management more than other levels of employees.  

What regulatory or 
standard developments lie 
on the horizon in 2022?Q2

NSF Training 
There are updates for GLOBAL G.A.P. to version 5.4-1 
becoming mandatory as of 23 January and version 6 coming 
in 2023. GLOBAL G.A.P. add on Standard for Animal Wellness 
(GAWS) that is becoming more important and prevalent as 
well as the add on Standard for Spring. Update to BRCGS 
Food Safety version 9 coming in late 2022.  

ASC Consulting 
• Food Safety Standards (Global GAP V5.4.1 already since  
 January 2022, and V6 to be published in April 2022)
• BRCGS Issue 9 will be published in August 2022
• Finalisation of the SANS 885:2011 revision to 
 SANS 885:2020
• NO. R. 956 REGULATIONS RELATING TO THE GRADING,  
 PACKING AND MARKING OF TABLE OLIVES INTENDED  
 FOR SALE IN THE REPUBLIC OF SOUTH AFRICA that  
 came into effect in October 2021
• EU regulations pertaining to MRLs, additives 
 e.g., E71 (titanium-dioxide), and other market specific  
 requirements especially for clients that export to these  
 markets. One is USA FDA new regulations pertaining to 
 The Food Safety Modernization Act.  

Cereus SA
In South Africa, the government is putting more emphasis 
on skills development by offering incentives for those that do 
learning and development in their sector of operation. The 
export market, especially China, is becoming very strict in 
terms of what will be allowed to be imported and what will be 
rejected. Food Safety standards will remain at the forefront as 
the prevention of foodborne diseases remains the main focus. 

Food Safety Excel
BRC (Food) Issue 9 to be published in August 2022. The 
focus is on veganism/ vegetarianism and will surely start 
discussions on draft regulations.

Annelie Coetzee Consulting
BRCGS V9 is in the pipeline and in the FSSC 22000 scheme, 
the ISO/TS 22002-1 is under review. 
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SHEQ Consulting
The BRCGS will be publishing a new BRGCS Food Standard 
Issue 9 in August 2022, and the draft standard has just been 
closed for comments of 12 Jan 2022.

As with all revisions of the GFSI Benchmarked, a 
transition period is given between consultation, publication 
of the complete, finalised Standard and full implementation 
of the Standard. 
Therefore: Issue 9 will be published in August 2022 and 
Audits against Issue 9 will commence in audits from 1st 
February 2023. 

All certificates issued against audits carried out prior to 
this date will be against Issue 8 and be valid for the period 
specified on the certificate.

For Issue 9 there are 3 different audit options:
• Option 1 – an announced onsite audit 
• Option 2 – a blended, announced audit 
• Option 3 – an unannounced onsite audit

See audit protocol on page 80 of the draft standard. 
For sites that are on the BRC START program, the review 

will take place after publication of Issue 9 of the Standard 
and the revised scheme will be published in due course, as 
a separate document.  

NSF Training 
Food Safety – knowledge and awareness of standard 
requirements and processes such as practical 
implementation and management involvement. 
1. Equipping employees to see the benefit in implementing  
 the requirements of the Standard, being involved and  
 maintaining it on an ongoing basis and thus participate in  
 driving continuous improvement.    
2. Improving the ‘culture’ across all functions of the   
 company that has an impact on ensuring food 
 safety, quality, legality and authenticity of products  
 produced/sold. 
3. Increasing management involvement through a   
 deepened understanding of the aspects in the Standard  
 that requires them to identify potential weaknesses and  
 drive improvements and effectivity. 

ASC Consulting 
• Food safety culture in general across all levels   
 (management in particular)
• Creating more awareness on the role of food safety on  
 public health in general then link it to the day-to-day life  

 of food handlers
• Targeting specific problematic areas within the    
 organisation instead of general training. In other words,   
 tailor made training could assist with addressing specific   
 areas of concern e.g., root cause analysis, food safety   
 culture, etc. This would hopefully ensure that food safety   
 culture, and productivity is improved.
• Regulatory requirement such as duties of a person in   
 charge and duties of a food handler
• Improving communication between members of staff no   
 matter the level of seniority
• It can facilitate skills development within the organisation
• Hopefully, it can improve employee motivation and   
 performance    

Cereus SA
Assumptions and unmet expectations are often the cause 
of frustration between management and employees. If not 
properly communicated, things that seems like “common 
sense” or “logical” are often not understood and not 
implemented. Staff training gives the opportunity for everyone 
to communicate clearly what their expectations 
are and how these expectations can be met. In this way, 
everyone is clear about what needs to be done, how it 
should be done, who’s responsibility it is and when the 
task must be completed. Simple training sessions on work 
instructions or standard operating procedures goes a 
long way in helping the team to reach their goals. 
Understanding the “bigger picture” or the reason behind 
an instruction often leads to employees taking up their 
responsibilities with more care and an improved sense of 
job satisfaction. Communication is key and including your 
team in the decision-making process or trouble shooting 
sessions through things like brainstorming or problem-
solving activities will prevent the same problem from 
happening again. Buy-in goes a long way in increasing a 
team’s productivity

Food Safety Excel
The key areas include Food safety culture, Management of 
PRP’s (Pre-requisite programmes), Management of New 
Product Development (NPD), Food Fraud and Defence and 
maintaining a HACCP system. By investing in refresher 
and developmental training, a company’s food safety 
management system could improve through managing 
the risks associated with these areas. If staff understand 
the ‘why’ behind their activities, it helps them to see the 
bigger picture.  

Annelie Coetzee Consulting
Weaknesses are in understanding that food safety is not 
the responsibility of the quality manager or food safety 
manager but that the responsibility is shared. Lack of 
technical knowledge and correct interpretation is also a 
weakness. Many times, companies struggle to connect the 
dots when it comes to the High-level structure approach 
of ISO standards.  

FSQ Excellence
• Sending the correct people for the correct training. 
 Perhaps a training needs analysis needs to be done.
• Time for training

What are the key 
areas of weakness that 
training can address in a 
company’s team?Q3

“An investment in knowledge 
pays the best interest. “

Benjamin Franklin
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NSF Training  
Compliance knowledge and awareness on both ground level 
and management on the standard they audit against.
1.  Omitting to include employees from across the   
 organization. 
2. Sending inexperienced employees on courses that aren’t  
 applicable to their scope of work, on an    
 advanced level and sets them up for failure. Start building  
 skills and knowledge through foundational courses. 
3. Not equipping virtual learners with the tools needed  
 during a value adding virtual training course; e.g.   
 sufficient internet strength, a quiet space, a deputy to take  
 over tasks for the day, etc. 

ASC Consulting 
• We have found that training for food handlers has not  
 been prioritised as much since the Covid-19 pandemic  
 started. The migration to online or virtual training has not  
 been truly embraced by food organisations so perhaps  
 that could be the issue.
• Skills level of staff.
• The impact the lack of training has had on the general  
 food safety culture within the organisation.
• Investing time to do competency mapping to determine  
 which training should be a priority and determining 
 the level of skills floor staff has. It is crucial that   
 management determines its own training needs and  
 ensure that the specific training  interventions address  
 those specific gaps. 

Cereus SA
Cost remains the big factor when considering staff training. 
This might seem obvious, but it is not only the cost of the 
training session that needs to be considered. If a company 
is going to invest in an employee’s training, they need to 
consider the duration of the course (how many days) and 
how that person’s absence from their normal work will be 
handled. If multiple employees are going to be trained, what 
will the impact be on the factory floor? Is there someone 
else to stand in?  Will over-time be required, or will extra 
hands be necessary? Often employees require workplace 
mentoring and coaching as part of their training. This 
involves exposure to new tasks and someone that will be the 
employee’s mentor in learning the new identified skills. It 
is very important for a company to determine the learner’s 
ability to perform in a specific training course. Often times, 
management decide on a training course that would 
benefit the company, but no consideration has been given 
to whether the identified individual is able to manage the 
type and level of learning required to be successful. There is 
nothing more demotivating than being set up for failure and 
that must be avoided at all costs. 

Food Safety Excel
You cannot manage what you don’t measure. Failure to 
monitor and act (train/coach or mentor) on trends in the ‘big 
five’ systems – traceability, non-conformances, complaints, 
internal audit findings and corrective actions. It is paramount 
that back-up staff should be trained and competent in key 
roles for food safety (for example CCP operators). 

The need for coaching and mentoring is often overlooked. 
Soft skills such as communication and conflict management 
can be addressed through these two programmes

Annelie Coetzee Consulting
The fact that people are not released from their jobs when 
they are sent for training. Management also sometimes 
wants the certificates but overlooks the importance of the 
information shared with their employees.  

FSQ Excellence
• Time required for the training
• Cost of the training.  

NSF Training  
GLOBAL G.A.P version 5.4-1, HACCP, BRCGS Food Safety 
Issue 8 sites, Animal Wellness GLOBAL G.A.P. add on 
standard 

ASC Consulting 
• Food Safety Training for Persons in Charge, I think will  
 remain in demand throughout.
• FSSC 22000 training (introduction and implementation)  
 to remain popular
• HACCP training to remain popular because of the new  
 SANS 10330:2020 and emphasis on HACCP training by the  
 GFSI recognised schemes
• Food Safety Culture training or any training that   
 incorporates food safety culture to also remain popular
• Training BRC Issue 9 once it is published in August. 

Cereus SA
Personally, I foresee that basic food safety training 
should be the most important training scheduled in a 
food and beverage company. All employees working with 
food should get proper basic food safety training and be 
refreshed in the principles on an annual basis. Training in 
Good Manufacturing Practices and HACCP implementation 
will remain in high demand. For those companies that 
have these foundations set already and wants something 
more, How to establish a Food Safety Culture and a 
Retail Readiness Program will be very advantages. Other 
in-demand training are food fraud and food defence 
training. 

Food Safety Excel
FSSC 22000 v5.1 remains the most implemented food safety 
standard in South Africa. The Covid pandemic caused a rise 
in global food fraud, and it is therefore important to create 

What issues could be 
overlooked by management 
when planning training 
for 2022?Q4

What training do you 
expect to be the most 
popular/in demand in 2022? Q5

• A huge concern is when training is conducted at the  
 organisation’s site. This results in many disturbances and  
 often the delegates are not in full attendance. 
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more awareness of this for the food safety team, but also the 
supply chain personnel. 

BRC (Food) Issue 9 will be published in August 2022, 
therefore all organisations certified against BRC need to 
consider transition training as certification against issue 9 
will commence from 01 February 2023.  

Annelie Coetzee Consulting
FSSC 22000 V5.1 has always been in demand and there is a 
growing demand. 

NSF Training 
Make sure you are up to date with the version changes 
coming for the standards your company audits against and 
ensure your staff is sufficiently trained up and compliant 
before audits.  

ASC Consulting 
• Be innovative and use technology to your advantage  
 especially for virtual consulting and training. It is also  
 important to upskill staff so that they can adopt these  
 new technologies faster.
• Digital marketing has become more important than  
 ever before.  Use it to reach as many possible clients  
 as you can because technology has enabled us to  
 reach clients we previously could not reach. 
• Do not underestimate competition, ensure you are  
 up to date with the latest trends, and information 
 relevant to your business.
• If organisational culture was somehow affected by 
 the pandemic with people working remotely, or   
 working alternative days, ensure you invest time and  
 other necessary resources improving it.

Cereus SA
Don’t be afraid to tap into your own resources. Many

people learn best by watching and learning from each 
other. This type of “informal learning” is very valuable 
and helps the team to utilise each other’s knowledge 
and experience. 

Don’t be fooled by high prices. In a practical 
environment such as the food and beverage industry, 
experience and practical application are often more 
valuable than academics and thick textbooks.
Make use of opportunities that local government offers 
in terms of grants and incentives for learning and 
development. You can host an intern, receive grants 
for learnerships and short-courses and be eligible for 
tax deductions.

Speak to someone in the field of learning and 
development to help you identify the best approach 
for your company’s learning needs. 

Food Safety Excel
It is important to create and maintain a food safety 
culture within your organisation. Invest in employees 
by providing time for training and mentoring 
programmes. Food safety management systems, 
legislation and food safety standards are constantly 
evolving - these changes can be daunting for most 
employees. 

Training new employees immediately and 
emphasizing your company’s commitment from day 
1.  Get everyone involved (from top management to 
line workers)-interactive workshop sessions prove 
to be the most value-adding. Having their expertise 
and feedback will improve the implementation and 
execution of the entire food safety program.  

Annelie Coetzee Consulting
Consider the level of the trainee. It makes it difficult for 
the trainer if the people in the group vary considerably 
in education level. 

FSQ Excellence
Conduct an in-depth training needs analysis prior to
selecting people and training programmes.  

Your advice for companies 
as they plan for 2022?  Q6

ASC CONSULTING
Mthokozisi “MT” Nkosi 
(BSc (Agric), MSc, MBA)
mnkosi@ascconsultants.co.za
ascconsultants.co.za

Annelie Coetzee Consulting
training@anneliecoetzee.com 
www.anneliecoetzee.com

Cereus SA
Riana van Rensburg 
training@cereus.co.za
www.cereus.co.za 

Food Safety Excel
Answers provided by Chrisna 
Viljoen, Karin Herholdt, Christine 
Schultz, Demona Schnetler, and 
Kalinka van der Linde.
admin@foodsafetyexcel.co.za
www.foodsafetyexcel.co.za

FSQ Excellence
Anisha Ramnarayan
fsqexcellence@gmail.com
www.fsqexcellence.com

NSF AFRICA
SONIA BROWN
trainingafrica@nsf.org         
www.nsfafrica.com 

SHEQ CONSULTING
Richard Jackson
info@sheq-consulting.co.za 
www.sheq-consulting.co.za
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Soul Abraham, head of retail at Old Mutual 
Insure, says that there are significant risks 
facing businesses in today’s environment 

given the introduction of regulations like the 
Consumer Protection Act, increased vigilance by 
regulatory bodies such as the National Consumer 
Commission (NCC), consumers and policyholders 
being more aware of their legal rights.

 “Some businesses can be forced into 
bankruptcy when incidents like these happen. 
If a company is compelled to speedily take the 
product out of the public reach before it causes 
harm, but fails to act quickly, it can have a long-
lasting effect on all stakeholders in the value 
chain,” explains Abraham.

 He says that there are two types of cover 
when high-risk incidents involve multiple 

parties, and it is important to know the 
difference, depending on if you are a consumer, 
or a business.

 Product recall or public liability 
insurance: know the difference
A specialist product, but one that is not that 
common in South Africa, is Product Recall 
insurance. This covers expenses related to the 
recalling of the products that are already in the 
market. It further protects companies from 

FoodBev Recalls:  
Are there 
insurance 

implications?
2021 saw a number of nationwide 

food and beverage recalls in South 

Africa, ranging from apple juice 

to fruit and nuts. This has raised 

some questions on what protection 

businesses and consumers have in 

cases where there is a high interest 

in public health and safety.
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f inancial loss resulting from the recalled products. 
It also covers the disposal costs, warehousing costs, 
and restocking, as well as reputation protection of the 
company.

 “If there is cover in the retailer’s name then they 
would be able to claim costs associated 
with recalling the product from their shelves,” says 
Abraham.

 He explains that a recall can be done voluntarily or 
mandatory if the regulatory authority of the insured’s 
client decides that 
the recall is necessary. This also depends on the cover 
taken by the insured, as some insured businesses may 
only opt to take voluntary recall.

 On the other hand, Public Liability cover is designed 
to protect a business against claims that can be lodged 
against them by customers, suppliers, or members of 
the public if they suffer any injury or damages as a result 
of negligent business activities. This covers Injury and 
Damage, for example, ‘slip and trip’. It would cover the 
legal costs a business is ordered to pay as a result of a 
claim or incurred to defend a covered claim incident. This 
can be extended to include Products Liability insurance, 
which includes ‘Injury or Damage’ after handing over 
defective goods to consumers.

“It is important to note that Products Liability 
insurance does not cover the costs of a recall if it takes 
place,” says Abrahams. “Products Liability insurance 
cover only kicks in where there is damage to third-
party property or injury to third parties. If we are talking 
about a product recall, then both the manufacturer 
and retailer would be involved. It is advisable that both 
the manufacturer and the retailer should  at least carry 
Products Liability cover,” explains Abraham.

He adds that as Public Liability insurance is relatively 
inexpensive, not having this type of cover is a running a 
large risk.

 “While not compulsory in South Africa, it is obviously 
good business practice to have Public Liability including 
Products Liability insurance where applicable covering all 
your risk exposures if you are a business owner with 
a warehouse, mall, restaurant or shop, manufacturing 
plant, or if you are providing a professional service,” 
concludes Abraham.

It is advisable that 
both  the manufacturer 
and the retailer should
at least carry Products 
Liability cover,” 
explains Abraham.
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South Africans’ shopping habits shifted significantly 
when the pandemic started, driven predominantly 
by lockdown restrictions that saw people do bigger, 

quicker, and more infrequent shops closer to home – but this 
behaviour has stuck. 

People still tend to shop closer to where they live, and 
buy bigger baskets or trolleys of essential goods so that they 
don’t have to shop as frequently. More people are also using 
mobile apps and online platforms to have their groceries 
delivered directly to their doors. 
Retailers have largely responded to these behavioural 
patterns and trends, with many of the country’s larger 
supermarkets introducing or adapting their apps and 
websites to become more user friendly and meet customer 
needs and demands. 

These changes are broadly the same across the rest of 
Africa and globally, and are set to accelerate and become 
more embedded: rapid change and volatility will continue 
to define the retail landscape throughout 2022 and beyond. 
Here are some of the biggest trends to consider.

Rising food prices
Times are only going to get tougher as 
continually rising electricity and fuel prices 
drive the cost of food up – and forecasts show 
that this is set to continue into 2022. According 

to the Pietermaritzburg Economic Justice & Dignity group 
(PMBEJD)’s latest Household Affordability Index, the average 
South African Household Food Basket cost R4 317,56 in 
October 2021 – increasing by R98,08 (2,3%) month-on-month, 
and R400,83 (10,2%) year-on-year. All indications point to 
this trend continuing, which will put severe strain on South 
African consumers and households.

What to do? - Retailers and brands will have to find 
innovative and meaningful ways to help consumers and 
remain relevant in uncertain and challenging times. 

Integrating online with 
physical offerings
Research by the Economist Intelligence Unit 
shows that the growth of shopping applications 

will continue globally, driven by greater choice offered 
through mobile apps – and South Africa and the rest of 
the continent are closely following this trend. However, this 
doesn’t mean that brick-and-mortar stores have become 
obsolete. As the report noted, many shops offer a “click-n-
collect” hybrid channel, and the shop itself serves as the 
pick-up point. 

What to do? - Physical stores will increasingly need to 
enhance their service offering of online channels. Taking a 
multi-channel approach and bringing together the best of 
online and brick-and-mortar shopping offers the ability to 
tap into evolving and diverse customer needs.

Brands need to commit to 
sustainability 
A Mastercard study revealed that 98 percent of 
South African adults are willing to take action 
to combat environmental and sustainability 

issues, and that 76 percent feel it’s now more important for 
businesses and brands to do more for the environment. This 
builds on a growing body of research undertaken over the 
past few years that illustrates the mounting importance of 
sustainability to South Africans: Nielsen’s Global Corporate 
Sustainability Report dating back to 2015, for example, 
showed that 68 percent of South African consumers were 
willing to pay more for products that came from brands 
showing a commitment to sustainable practices – which was 
higher than the global average of 66 percent. A Consumer 
Sentiment in Retail Report for South Africa by Deloitte 
also showed that by 2019, social media conversations 
around sustainability and environmental impact in retail 

5 Major Retail Trends for 2022

Retail is renowned for being fast-paced and highly competitive. If anything, the pandemic 

has only intensified this, with evolving shopping habits and customer needs, and the growing 

adoption of digital shopping platforms.

By Alisdair Sinclair, Managing Director, South Africa, Mondelēz International

1

2

3
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had increased substantially in South Africa. Millennials in 
particular were looking for more sustainable brands and 
products: seven out of 10 millennials said they were willing 
to pay more for a product with a conscience. This indicates 
that sustainability consistently remains a priority for South 
African consumers.

What to do? To win customer trust and loyalty, 
retailers need to actively show how they are acting in a 
responsible and transparent way, such as moving away 
from single-use plastics, scrapping plastic bags and 
investing in bags and packaging that is both recycled and 
recyclable.  Retailers will need to keep up this momentum 
and continue investing in innovative sustainability efforts.

Africa remains enticing 
to investors
The Economist Intelligence Unit’s Retail 2022 
report found that “retailers are already looking 
to invest in African markets now in order to reap 

the potential they may have ten or even 20 years down the 
line”. By 2030, according to the report, the top 18 cities 
in Africa could have a combined spending power of 
US$1.3 trillion – and retail demand will see solid growth on 
the continent next year and into the next decade. 

What to do?  – Unlocking this potential will require 
strong local partnerships and a deep understanding of 
local markets to meet consumer needs.

Spotlight on snacking
Every year, we conduct a global snack trends 
study, and our most recent State of Snacking 
report showed that 52 percent of adults 
around the world agreed that snacking has 

been a “lifeline” throughout the pandemic – which is likely 
to continue going into 2022 as the uncertainty created by 
the pandemic remains. This indicates the importance of 
snacking right, and empowering people to snack right by 
offering the right snack for the right moment. 

What to do? – Retailers will need to give customers 
a wide range of high-quality snacks so they can make 
informed choices, making it easy for them to enjoy 
these snacks when and how it suits their lifestyles, and 
ensuring that they are not only right for people but also 
for the planet through sustainable sourcing and 
packaging. Retailers and snack companies need to 
continue forging partnerships that help people snack 
better and make it seamless and convenient for them 
to do so.

4
5
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Consumers’ 
expectations of 

brands are evolving, 
and they want to 

see progress against 
ethical initiatives.

MintelSifting through the masses of information out there, we 
saw some distinct repetition amongst the key reports 
and sectors. One of the key words popping up in almost  

all the trend reports we discovered was SUSTAINABILITY,   
CONSUMER AWARENESS is higher than ever, and 
sustainability is becoming a driving force.  SUPPLY CHAIN 
was another topic featuring highly in all discussions around 
food – given the challenges that the supply chain faced in 
2021, it is a justified concern. PLANT-BASED foods and drinks 
are still key, and diversifying, with INNOVATION playing a key 
role in that segment. 

Trend spotting 
Here are the highlights
There is always a flurry of activity in the media about the 

trends that are predicted, and 2022 is no different. 

One of the biggest 
shifts we are seeing 
is that the health of 

the planet is now 
the top concern 
of consumers,

Innova 

Act for future – 
consumers are focused 
on sustainable living, 
ethics and inclusive 

society, and the 
path towards carbon 

neutrality
Agrana

Plant-based proteins—not just for meat lovers anymore!
Plant-based alternatives are being created for all kinds of 
food nowadays. Plant-based milks are gaining in popularity 
due to their health and nutritional benefits. We’ve gone 
beyond soy and beyond almonds to embrace oat-based 
products which recently took second place after soy in 
terms of sales. In the future look for new “milks” made from 
beans, chickpeas, barley, hemp, and flax. (We’ve even seen 
news on potato milk being a popular new trend.)
ICL Foods

The flexitarian movement is going strong. In Whole Foods 
Market’s latest Trends Council report, ‘reducetarianism’ was 
dubbed a top trend to watch for 2022, perfect for “plant-
curious eaters” who aren’t ready to give up meat entirely. 
The plant-based food sector is certainly growing – online 
food platform ShelfNow said between 2020 and 2021 sales 
of vegetarian food products increased by 156% and vegan 
product sales jumped 150% and products like dairy and 
meat alternatives are a growing market.
ShelfNow

Vegan milks are coming in strong. A third of British consumers 
use plant-based milk today, according to research by Mintel, 
up from a quarter in 2020, and total spending on vegan milk 
has grown 32% to reach £394m in 2020. Oat milk is the most 
popular variety, but more innovation is driving new products.

The trend towards grain milk is another development 
to watch, and it’s currently the fastest-growing dairy-free 
milk with barley milk proving highly popular amongst 
many consumers. 
Mintel

Expect to see plant-based chicken everywhere in 2022. Fast 
food chains battled it out around the chicken sandwich last 
year, and this year they continue the war – but now for plant-
based chicken nuggets and tenders. Thanks to the prices of 
animal protein being volatile, and shortages of real chicken 
boosting prices well into 2022, the timing seems right. 
Baum-Whiteman



www.fbreporter.co.za                                                                                                                                                                                                                           Food & Beverage Reporter     |     February 2022     |     17                                                                                                                              

Sustainability “Cemented In” – The IFIC 2021 Food and 
Health Survey found that 42% of consumers believe 
their food choices have a moderate or significant 
impact on the environment, while 7 in 10 say climate 
change sometimes influences their purchase decisions. 
Environmental sustainability as a consumer value 
will help fuel new eating patterns like reducetarian, 
climatarian and low carbon.
International Food Information Council (IFIC) 

Sustainable packaging is a hot 
commodity across all sectors, 
but the food and beverage 
industry is especially keen on 
becoming more eco-friendly 
as we enter 2022. Consumers 
around the world and 
throughout virtually every 
demographic are now 
demanding that the 
packaging materials they 
receive be beneficial to the 
environment, or at least 
have as little detrimental 
impact on it as possible. For 
food and beverage packaging, 
this often means utilizing 
supplies that are recyclable, 
compostable, biodegradable, 
or sustainable in some 
other fashion. 
IPS Packaging & AutomationRecent research by IBM found that nearly 60% of 

consumers are willing to change their shopping 
habits to reduce environmental impact, while 
almost 80% indicate that sustainability is 
important to them. This demonstrates that 
sustainability is likely to be a key factor that 
drives consumers’ future purchases.
IBM

Having seen so many business and consumer sectors 
closed for unprecedented lengths of time, everyone is 
now watching closely for innovative approaches to food 
technology that could keep the food chain—farming, food 
storage, packers, trucking, science labs, agri-businesses, 
restaurants, schools, supermarkets, and more— alive 
and growing stronger. Wherever we are along the food 
chain, we know this will take three things: affordability, 
sustainability, and healthier food choices.
ICL Foods 

In 2022, expect beverage makers to continue emphasizing 
the presence of familiar flavours in drinks across categories. 
Childhood favourites like watermelon, strawberry, cherry, 
apple and grape will see a resurgence in beverages of 
all kinds, as consumers reach for those immediately 
recognizable and nostalgic profiles.
Flavorman

Social media network, Pinterest, weighed in on the trend 
predictions, with insight that “afternoon tea” is fast set to 
become the new happy hour. Their predictions were based 
on the interests of their 444 million users worldwide with 
many choosing tea with a friend over drinks after work.
That’s insight you can’t ignore. 
Pinterest 

Technology will continue to accelerate at a feverish pace in 
the F&B industry and permeate every sector and process. 
From autonomous vehicles, drone deliveries, smart 
refrigerators, robotics, AI, just walk-out stores, weed-picking 
robots, Viome to check your gut, and Blockchain, F&B has 
become the new tech industry!
Forbes

Technology – consumers are looking for e-commerce & 
social selling, contactless order & delivery, gamification, 
agri-tech, lab-grown and 3D-printed food
Agrana

Make way for the flexitarians, the reducetarians, 
environmental warriors and ethical consumers – 

because they will be a driving force in 2022.
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The changing dynamics has worked in favour of the 
tea industry, with food and beverage experts citing 
2022 as the year when consumers will start to prioritise 

products that deliver functional benefits to improve personal 
health and well-being. 

 Among the biggest food and drinks predictions recently 
announced by social media network, Pinterest, “afternoon 
tea” is to become the new happy hour. Their predictions were 
based on the interests of their 444 million users worldwide 
with many choosing tea with a friend over drinks after work. 

 Nicie Vorster, a director of the SA Rooibos Council says 
online searches for healthy teas, tea pairings, parties and 
the like have been spiking across age groups, which is good 
news for the local tea industry.

 “It will be interesting to see how European consumers 
respond to Rooibos now that it has protected designation 
of origin (PDO) status.”  He notes that consumers are 
increasingly concerned with the origin and quality of 
products they consume, and it’s no different for tea. 

 Rooibos is the first African food product to receive PDO 
status from the EU, which identifies and links a product to a 
specific region, associating its quality and reputation to that 
area, which makes it a more sought-after product.
Going forward, all Rooibos products sold in the EU will bear 
the PDO seal, distinguishing it from other teas. He says the 

overall demand for functional (healthy) food and drinks, like 
Rooibos, is gaining momentum both locally and abroad, thus 
the sector is expected to grow exponentially.

“In top-end retail, over the last twelve months (ending 
September 2021), the tea market grew 0.4% in volume to 14 
kilo-tons and 3.8% in value to R2.6 billion.

 “The black tea segment is the largest within the tea 
category contributing 47.8% value (R1.2 billion), followed by 
Rooibos with 30.8% (R788 million) and speciality teas with 
21.4% (R547.6 million).”

 Some of the dominant trends that are expected to 
dictate the tea sector, include:

Adaptogenic teas (wellness tea) 
An adaptogen is a plant extract that is believed to increase 
the body’s ability to fight the damaging effects of stress 
and inflammation and promotes normal physiological 
functioning. “Many consumers are adding complex herbal 
blends to their tea, like chamomile, ginger, turmeric and 
ginseng to further enhance the health benefits of the teas 
they drink. To make it easier for time-constrained consumers, 
many of these adaptogens have now been 
added to Rooibos products,” remarks Vorster.

Customisation 
Personalisation is huge, especially with customer tastes 
becoming more discerning. Being able to design your 
own tea by mixing different flavours for a unique taste and
further personalising it by giving it a name, enables
individuals to express themselves while satisfying their 
taste buds. “Customisation is a trend in consumer 
preferences that is sure to gain further prominence in 

The two-year pandemic has led to major 

shifts in grocery buying patterns as the world 

became accustomed to spending more time 

at home. 

Beverage trends. 
Is tea the new G&T? 
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2022, especially among millennials – the fastest growing
demographic worldwide.” 

Ready to drink teas 
RTD teas are gaining in popularity and are seen as healthier
alternatives to canned or bottled fizzy drinks. Watch this 
space as marketers launch a greater variety of cold teas to 
choose from in the short- to medium term.  

Tea experiences 
Tea lovers will seek out restaurants and cafés that have 
an extensive tea menu rather than the standard one or 
two options. Many enjoy brewing loose leaf tea and will 
search for the same immersive experience at an eatery 
where they can indulge in unique blends and flavours. The 
emergence of tea pairing menus, as you would pair wine 
with different dishes, will also become more prominent 
and will attract new customers looking for a sensory 
experience. 

Subscriptions  
A few years ago the tea subscription business model was 
mostly niche, but the pandemic jolted consumers out of 
routine purchase behaviours, propelling online sales and 
home delivery. “The model involves ordering tea in a variety 
of forms ranging from RTDs to a curated box of tea bags or 
loose leaf tea on a monthly or more regular basis directly to 
your door. Tea subscriptions are becoming more prevalent 
and it’s also a great way to retain and cultivate customer 
loyalty, which will become more critical than ever in a very 
competitive space,” adds Vorster.

Tea cocktails and mocktails  
With the sober curious trend taking off and fewer people 
drinking alcohol during a night out, tea-based drinks are 
becoming a staple in trendy bars and pubs worldwide. 
“Tea makes for an ideal base ingredient and offers a much 
greater variety of options when it comes to mixing alcoholic 
and even non-alcoholic drinks. It also adds a different 
dimension to many favourite cocktail formats.”

Gifting  
Specialty and novelty teas are also becoming a popular 
gifting option in 2022. Tea is no longer a simple 
grocery item. High quality, premium tea has 
become a thing of sophisticated consumption. 
Much like aficionados will go to the ends of the 
earth to search for gourmet quality coffee, tea 
will follow in the same path. Especially, younger 
consumers who are eager to try new tea varieties 
and different brewing techniques. The trend is 
likely to boost sales of tea ware and accessories, 
such as infusers and strainers, along with gourmet 
teas and customised blends in fancy packaging – 
ideal for gifting.

Certification and traceability 
Certified sustainable tea is a must for a growing number 
of consumers for whom ethical tea sourcing, traceability 
and environmental sustainability are important. It’s also 

becoming a priority for the industry at large. Certified tea 
sales grew by 49% over the last few years and include tea 
with Rainforest Alliance and UTZ certification, as well as 
organic and Fairtrade accreditation.
 “Without a doubt, the pandemic boosted specialty tea 
sales all over the world, which gives the sector a distinct 
advantage. As new consumers turned to tea and existing 
tea drinkers drank more tea, to boost their immunity 
and general health, COVID-19 solidified the market for 
immune-boosting products.
  “Since consumers are likely to make tea a part of their 
everyday wellness routine for some time to come, we 
can expect to see more tea products being positioned 
as superfoods with added functional ingredients like 
probiotics, adaptogens and vitamins.
 “The tea industry is fast changing to adapt to the 
dynamics trends of the day, and we look forward to 
watching these take shape in grocery aisles and 
other sectors of the market this year,” says Vorster.

In SA, the hot tea 

category is forecast to register 

the fastest value growth at a 

CAGR of 7.5% over the next 

three years and is the largest 

in volume terms, registering 

sales of 33.1 million kg 

in 2020.
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Chocolate may be a sweet, decadent treat, but it has a darker 

side to it too – with deforestation and poor living conditions among 

cocoa farming communities being linked to the production of this 

labour-intensive crop.

Cocoa is a tropical crop cultivated by smallholder 
farmers mainly in West African countries such as: 
Ivory Coast, Ghana, Nigeria and Cameroon, providing 

income for millions of farmers, rural workers and their 
families in the southern hemisphere.

Woolworths started its journey to achieve 100% 
responsibly sourced cocoa in its branded chocolate products 
a decade ago, but the goal seemed impossible due to a lack 
of responsibly produced cocoa certified by independent 
programmes.  Woolworths began with , 25% cocoa certified 
by the UTZ programme, which has since merged with 
Rainforest Alliance, but in 2016, it was able to increase this to 
ensure that all its branded chocolate slabs, bars and boxes 
contained responsibly sourced cocoa.

Latiefa Behardien, Woolworths Head of Foods 
Technology, Safety and the Good Business Journey says, 
“Over the years, as we’ve worked towards achieving this 100% 
responsibly sourced cocoa target, we have partnered with 
specialist organisations that share our responsible sourcing 
values such as Rainforest Alliance/UTZ, Cocoa Life, Cocoa 

Horizons, Fairtrade and more. They meet our 
requirements in that they are independently verified; 
they support sustainable livelihoods for cocoa farmers 
and enable enhanced productivity; they promote 
environmentally sustainable cocoa agriculture and 
adherence to labour laws.  Their overall aim is to benefit 
cocoa communities and help to create a sustainable cocoa 
supply for future generations.  They also transparently report 
on progress and impact, so our customers know that when 
they choose a branded Woolworths chocolate product, they 
are part of the global solution. This brings peace of mind, 
and guilt-free enjoyment of our favourite Woolies branded 
chocolate and cocoa products.”

The 100% responsibly sourced cocoa achievement is part 
of the ongoing Woolworths Good Business Journey which 
includes working towards responsible sources of other 
commodities such as cotton and coffee.  

Sustainable chocolate trends 
Responsibly sourced cocoa

Find out more at www.woolworths.co.za

Sustainable chocolate wins gold!
Thanks to its unique taste and innovative minimum 

waste production process, the Cabosse praline with 
cocoa fruit filling has been awarded the first prize at 

the ISM chocolate world championships, against hundreds 
of other snacks and confectionery products.

Chocolatier Vandenbulcke is a family-run authentic 
chocolate making business that is committed to 
innovation and quality. The unique filling of this upcycled 
praline is made of the flavoursome white fruit pulp 
surrounding the cocoa beans that is usually discarded 
during the chocolate production process. This means the 
Cabosse praline helps to reduce waste and has a positive 
impact on the planet. 

“Cabosse is the French word for cocoa pod. It was the 
perfect name for our new creation because this praline 
really makes the most of all the goodness of the entire 
fruit,” said spokesperson Nicolas Degrys. “We have been 
committed to sustainable chocolate and better conditions 
for our cocoa farmers for many years. When you think that 

normally only the cocoa beans
 themselves are 
used to make
 chocolate and 
the remaining 70% 
of the pod simply ends 
up being discarded, that 
does not match that sustainable 
philosophy at all. So, we decided to use the delicious 
white pulp surrounding the cocoa beans for the Cabosse 
praline’s filling. It means that we make optimal use of our 
raw ingredients, and the farmers get extra income on top 
of what they earn from the cocoa beans.
For the praline’s development, Vandenbulcke used 
Cabosse Naturals, a Barry Callebaut brand that produces 
100% pure ingredients from the entire cocoa pod. The 
Cabosse praline is made of dark chocolate and is shaped 
like a cocoa pod. The filling has an intense, fruity flavour 
that is balanced by a fresh acidity.” 
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Why is that Wall moving?
I remember my first experience of an AIBI inspection in a 
factory that I worked at back in 2006.  This was the first visit 
to us by the Auditor.  As we walked into the large chiller 
at the receiving area, it was quite dark and as the lights 
warmed up, in the gloom the inspector looked around with 
his torch and inspected the walls.

One wall stood out to him, the back wall at the far end, 
because it appeared to be a different colour to the other 
three walls in that room.  “Why would you paint one wall a 
darker colour than the rest?” he asked.  Slowly it got lighter 
in the room, and as they moved towards the back wall where 
the chiller units were above, as he shone his light on it, they 
could see there appeared to be movement all over the wall!

The wall was in a shadow from the condenser units, but 
it appeared to be darker than the other walls; and it was 
moving! As they got even closer still and under the glare 
of his torch, they could make out that the entire wall was 
crawling with COCKROACHES!   
 That was one of our first unfortunate 
experiences of an AIBI 
‘Unsatisfactory’ observation! 
Clearly that was unacceptable 
and there was no argument from 
anyone about that finding. However, it 
has not always been as straight forward 
as that.

After that I asked AIBI to start doing 
the monthly audits of our factories and to 
educate us in the requirements of ‘The AIB International 

Consolidated Standards for Inspection – Prerequisite and 
Food Safety Programs’.

The theme for this article is ‘Culture eats HACCP for 
Breakfast.”  The reason I chose that title is you may be 
familiar with the famous quote from Peter Drucker, a famous 
Management Consultant, who coined the phrase “Culture 
eats strategy for breakfast”.  The idea of the theme is that if 
you don’t have a good culture, it doesn’t matter what your 
strategy is, you will not achieve your goals.

The difference between having HACCP and having food 
safety culture can be explained by an example from a facility 
I audited.  They were ISO 22000 certified, and I was doing a 
supplier audit of them.  I asked them to show me their CCP’s, 
one of which was their metal detector.  I asked them to 
demonstrate it for me, and as they did so I asked them why 
the reject mechanism was not being used.  

They said they only use that when the ISO auditor is there 
so that they pass their audit, but if they use it all the time the 
reject mechanism is so powerful it damages the product, 
and they get lots of false rejects so they can’t use the reject 
mechanism!  This shows how even an audited and certified 
food safety system is no guarantee that the staff have a 
good understanding of the reasons why the food safety 

requirements are in place.  
I explained to them that the reject mechanism is an 

integral part of the CCP and if the product is not rejected 
there is no point having a metal detector in the first place!  
Once they realised the purpose of what they were trying to 
achieve, they then tried to fix the reason for the powerful 
reject mechanism and the damage the product.  So, culture 

By Campbell Mitchell, Regional Quality & Food Safety Director | Middle East, 
Indian Sub-continent and Africa | Kerry Taste & Nutrition (GBR) 

Culture Eats HACCP for Breakfast!
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is part of the people understanding the reasons why they do 
food safety.

How would you go about measuring food safety culture? 
The new GFSI Standards are expecting us to have some sort 
of Food Safety Culture assessment. If you have BRC or even 
now FSSC 22000 (it’s also coming into the European law) 
then you’re required to have some sort of assessment of your 
business’ Food Safety Culture.

I am on the Steering Committee for a new BSI Publicly 
Available Specification (PAS) for Food Safety Culture that’s 
going to be brought out probably at the end of the year or 
early next year.  Like we used to have PAS for Pre-Requisite 
Programs (PRPs) when there was only ISO 22000, we’re 
now going to have a PAS 320 for Food Safety Culture.  It’ll be 
based along the lines of the GFSI Position Paper.  It looks at 
all the different elements of Food Safety Culture.  For me, I 
think the most important thing when you talk about cultures 
is the ‘People’ part.  It’s the behaviour, what do people 
actually do?  Do they do what you want them to do with 
regards to Food Safety?

BRC have an optional module as part of their assessment 
program. You can use any of a number of Certification 
Bodies to assess you against this module.  

As I said, the People part is the most important, but 
there’s also the Process and Purpose (do you have a good 
Mission, Strategy, Targets) and Proactivity, are people looking 
for new ways to improve Food Safety?  But you know, the 
People part is the most important in my opinion.

Kerry does an annual Employee Engagement survey and 
as we know engagement is very important for motivating 
people and improving employee welfare to make sure the 
company performance is as expected.  The people side I the 
most difficult part (“the soft stuff is the hard stuff”).  How do 
you truly measure what people are thinking and how they 
are feeling?  How will you know?  
The proof is in the way that people are behaving  
and the way they are acting.

There are many ways to improve Food Safety Culture. 
There’s a famous book by Frank Yannis which some may be 
familiar with.  I was fortunate enough to attend a seminar 
with him at the Dubai Food Safety Conference a few years 
ago.  He took us through some of the examples from  his 
book how you can use the influence of other people to c
hange the food safety behaviour which obviously changes 
the food safety culture.

One of the most memorable examples I recall was the 
Stanley Milgrim ‘Pointing and Gawking’ experiment.  
It’s a very famous experiment by a bunch of psychology 
students back in the 70s and 80s.  A bunch of students 
went out into the street and stood on the street corner, 

and they all pointed at something up in the sky and before 
you know it, other people were stopping and looking up and 
some people were even started thinking they were seeing 
something up in the sky.  Truth is there was nothing there, it 
was just the influence of a group of people influencing other 
people. I believe that this is the way that we influence food 
safety culture in our businesses.  We need to walk the walk, 
we need to get into the facility, we need to talk and walk with 
people.  A group of people doing an inspection influencing 
food safety behaviour.

For me, the most powerful way that you can do it is you 
get a group of people from your organisation, you get the 

Quality Manager, the Operations Manager, the Maintenance 
Manager, the Pest Control Operator, you grab the person in 
charge of the area, if it’s a warehouse or processing line, grab 
the warehouse supervisor or  the Lead Operator, you grab 
those people and you get them all together as a team and 
you do an inspection of your facility.  And you do the 
inspection against the AIBI standard.

By doing it through this AIBI standard it’s an independent 
globally recognized set of guidelines, not just one person’s 
opinion of what Food Safety should look like. AIBI is a very 
famous food safety institute that really empowers you to 
build your Food Safety Culture.  It’s that influence of a group 
of people going through a facility looking for problems and 
discussing the issues together that is really the powerful force 
behind something like an AIBI standard, that in my 
experience, enables you to change your Food Safety Culture.

The AIBI Standard has four main categories:
1.  Operational Methods and Personnel Practices
2.  Maintenance for Food Safety
3.  Cleaning Practices
4.  Integrated Pest Management

HACCP is based on a foundation of Pre-Requisite
Programs (PRP) and if you don’t get those right, there’s no 
point in doing HACCP.  Food Safety Culture is now mentioned 
as a requirement in the new CODEX Principles of Food 
Hygiene.  You’ve got to get the Food Safety Culture right 
in order for the Pre-Requisite Programs to be operating 
effectively.

The last section in the AIBI standard is “Adequacy 
of Pre-Requisite and Food Safety Programs”.  This is the 

You’ve got to get the Food 
Safety Culture right in 

order for the Pre-Requisite 
Programs  to be operating 

effectively.  

When your Food 
Safety Culture is 

working, you can truly 
be confident you 
are ‘audit ready 

every day’!  



‘Golden Six’ stands for six key areas that everybody 
should be checking every day and highlighting if 
there’s any issues.  We’ve implemented this program 
across all of our facilities in Kerry and we have a score 
card where we keep track of all the scores.  But the 
main thing we are looking for is that the people in the 
facility are raising red flags if they have issues.  The red 
flags are divided into six sections:

The system is wonderful in its simplicity!  These are the 
things that every facility should be looking for every 
day, and by having this as a documented system that 
is rolled out globally, it gives people permission to raise 
issues if they see something as a potential issue of 
concern.

We have documented the system with consistent 
graphics.  Branding is important to signify “this is the 
way we do things around here” at every site.  We have 
the posters published on notice boards and roll up 
banners at entrances to every facility.  We’ve prepared 
training videos in every language, so we use it as part 
of induction programs and visitor briefings.  We use 
‘One Point Lesson’ templates to highlight Food Safety 
issues for other sites to learn from.  There are quick 
reference cards so people don’t forget what they 
should be looking for, and as employee recognition 
is very important to encourage good Food Safety 
practices, there’s global templates for those too

documentation requirements, and this is not really the 
emphasis of the AIBI standards.  For AIBI the emphasis is on 
the inspection part of the process, and that is why I think it is 
such a great standard.

For me, you must have these three key elements of 
Food Safety: 
1.  ISO/GFSI Food Safety Management System and Audits
2.  HACCP
3.  AIBI self inspection of Pre-Requisite Programs

Just because I’m saying that you need to have AIBI self 
inspections doesn’t mean that you don’t need HACCP and a 
Food Safety Management System.  Only when you get these 
three things together, and only when you’ve got those things 
operating effectively, only then will you get an effective Food 
Safety Culture.

Our Food Safety Culture at Kerry is exemplified by 
our philosophy of “Safety First, Quality Always” and that’s 
embedded in our organisation. It’s always the first thing 
we talk about at any meeting, any discussion about our 
operations always starts with Safety and then Quality.

We recently implemented a global program called 
‘Golden Six’.  It came from General Mills and then Hershey 
via our Chief Food Safety and Quality Officer, Hugo Guiterrez.  
I really like this program because it ties in very nicely with 
what I have been talking about with AIBI.  It’s hands-on and 
getting people in the plant to look for problems themselves 
and to identify issues.  In my experience, the best performing 
facilities in AIBI external audits are those facilities where the 
individual teams such as processing lines and different 
departments in the factory take on board making the 
observations for themselves and don’t wait for  the monthly 
self inspection team to find issues in their department.

 

.
Visit our website: www.kerry.com/ssa-en

Pest Control

Water Control

Sanitation/Housekeeping

Employee GMP Practices

Open Product Risks

Condition of Building/Equipment
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As in the previous two articles, it is important to note 
that in this article, we are going to explore some 
highlights on this subject. This is by no means an 

exhaustive list and is not meant to serve as a replacement 
to meeting with a professional distribution expert. However, 
knowing what is involved in the distribution and sales 
process will help you to think about a couple of things which 
are often overlooked by inexperienced product developers.

 
Start small, think big
Many product owners get stuck with their distribution and 
sales, thinking that mainstream retail stores are their only 
option. Without a doubt, if you have you have the budget 
and manufacturing capability and retailers are willing to take 
a risk on your product, go for it! Most product developers 
should, however, consider a more staggered approach - start 
small, grow slowly, and be prepared to scale big once the 
opportunity presents itself.

You need to look for ways to get to consumers that have 
fewer barriers to entry. Big retailers will indeed get you the 
numbers, however, they are far more aggressive with their 
negotiation on price point. They need to consider things 
like warehousing, product distribution, shelf space, etc. 
They demand higher percentages because their cost of 
infrastructure is so much higher. On the other hand, let’s say 
you do stock with a retailer and your product is not moving 
as quickly as anticipated and the retailer pulls your product, 
you end up with product boxes stacked in your garage, 
potentially even beyond their expiration date.

Of course, it goes without saying that setting up your own 
distribution network will take more time and effort in the 
beginning, but it is a great way to get your product out there, 
test the market and build a sustained base to operate from. 
Having your own distribution network also means you can 
sell your product at much higher profit markets. Consider 
the following potential profit margins:

Your growth path
For the average product developer starting out, a natural 
growth path could look like this:
• Start selling in small quantities to friends and family.
• Promote through the usage of social media and friendship  
 networks, take orders, and produce in smaller batches.
• Find events like school sports days, flea markets, or  
 sporting events to sell at. Invest in a gazebo, flags, and  
 other promotional material to create brand awareness and  
 attract potential customers’ attention.

Launching a new product:  
From concept to retail
Part 3
If you are reading this article, I would highly 

suggest that you grab the previous editions 

of the Food & Beverage Reporter and look 

at parts 1 and 2. We have been exploring 

a couple of high-level concepts that you 

as a product owner need to consider 

when thinking about taking your product 

to market. In part 1 of how to launch a 

product from concept to retail, we looked 

at the process of research and product 

development, in part 2 we explored branding 

and packaging and now in part 3, we will 

discuss distribution and sales.

Selling through small 
independent stores 15-25%

Selling directly 
to a consumer 40-60%

Selling through 
retail stores 5-10%
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• Try to connect people from events back into your social  
 channels, see if you can get customers who experienced  
 your product to engage with you, and possibly promote  
 your product online. Think about campaigns like: “Come  
 review our product on Facebook and stand a chance to  
 win a FREE hamper worth R500.”
• Approach smaller independent stores and put your  
 product on their shelves on a consignment basis. 

 This will  reduce their risk and increase the likelihood of  
 them giving you shelf space.
• Scale your production facilities slowly to match your  
 product sales growth.
• Start in your own city before branching out, you need to  
 first own your own territory. This will keep you turning over  
 cash without having to pay for expensive road trips.
• Next, go online and do some research, find more   
 opportunities and stores to approach in neighbouring  
 cities, shops along popular travel routes, etc. You will need  
 to commit to doing frequent travels and follow-up calls to  
 go and see more stores to find out how sales are doing and  
 if they require more stock. Remember, it is your job to sell  
 your product, not the shopkeeper’s job. If he runs out  
 of stock he might ask, but he really shouldn’t have to, you  
 should already have checked and prepared a new delivery.
• Employ a sales agent that can reach areas you can’t.  
 Agents often require a small basic and will work on  
 commission per sale. It’s important to make sure you give  
 your sales agents lucrative commission percentages and  
 really make it worth their while. You also need to ensure by  
 this point that you have a steady product supply. Nothing  
 will irk an agent more than trying to sell a product that is  
 out of stock.

By now you should have developed a solid, profitable 
base to work from. You developed your production facilities 
as demand grew; and hopefully you invested in your food 
safety learning and certification as well. You have honed your 
skills and proven a success model for your product, grown 
your customer base, increased brand awareness, and created 
a large following of product enthusiasts on social media.

Now for national distribution
Now you are ready to go and see the big boys and start 
distributing nationally.

There are several options to national distribution which I 
am not going to cover in this article, apart from a quick note. 
You can endeavour to approach retailers directly. It’s a steep 
learning curve and if you don’t know what they need or how 
they negotiate, you might find yourself dead in the water. 
There are professional product distribution companies that 
can assist you with the planning and execution of a national 
distribution strategy that will promote your growth. Of 
course, this too will affect your bottom line, even more reason 
why you should have your own base to work from.

The journey is long, and the work is hard. People buy food 
products they love and for them to love you, they need to 
get to know you. Buying a new product for the first time is 
a “risky” business because no one likes to be disappointed. 
New, unknown brands create the opportunity for just such 
a disappointment and you as the product owner should be 
aware of this and help them overcome their concern and try 
your product.
 
Reducing your Risk
Here are a couple of ways we can reduce the perceived risk of 
disappointment:
• Sell in smaller, more cost-effective quantities, think about  
 coffee and hot chocolate brands selling single-serve  
 options. It’s a great way to keep sales going while getting  
 users to trial your product in a low-risk space.
• Run tasting and sample sessions at sports days, even  
 in-store promotional activities could help. Work with store  
 owners and run sampling stations.
• Use effective brand, promotion, and social media   
 marketing. People are often affected by other people. 

Creating a strong brand positioning and effective social 
media marketing could create the perception of premium 
and quality. This means a potential customer will see a nicely 
designed packaging appearing on their social feed, with 
multiple likes, including some from their friends.
I trust that we have been able to at least give you some food 
for thought in the past couple of articles. We realise that 
there are people who specialise in this field and that some 
of the things we discussed in these articles are not always 
applicable to products. Our aim was to provide you with 
some basic insights to steer your thinking along practical 
and productive paths.

All the best and good luck on your journey
Pierre Dorfling – MD of Tenzing 

Case Study  
A chilli brand called Kelly’s Revenge 

was a great example of just this. 
The owner, Kelly, made a fantastic chilli 

and started selling to friends and family, then 
moved on to shopping mall promo stands. 

Later she branched out online, started promoting 
her brand through social media, set up her 

own site, and eventually started approaching
 independent stores to stock her product. 

She built a distribution network over a period, 
which allowed her to test her product, 
packaging, and price point and figure 

out the places where she could sell
 her products.

It goes without saying, if you need help with 
launching your product to market, please do 
not hesitate to contact us. We would be happy 
to work closely with you and find a unique 
solution for your product launch needs.

Contact Tenzing Marketing +27 76 595 9340   
www.tenzingmarketing.co.za
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To add to your level of stress, the global supply chain is increasing in complexity, rendering food safety audits ever 
more necessary. This includes scheduled and unscheduled third-party certified audits as well as second-party audits 7. 
While preparation is critical for audit readiness and overall improvement, it can be intimidating. 

FBR recently attended a webinar presented by SAI Global Assurance, with speaker Denise Webster, a food  safety 
expert who offered some great practical preparation ideas for boosting your audit results in 2022, and we’d like to share 
some of that guidance with you.

22 Tips for your 2022
Food Safety Management System
The last two years have proved that we need to be ready for any eventuality. As a Food Safety 

Officer, you must stay current on new legislation and standards revisions while adhering to 

your HACCP plan and control measures as well as pursuing continuous improvement.  

By Jess Kelfkens

5Communincation is critical1;2 .
Your food safety, quality, operational and 
related teams (like IT for cybersecurity) 
must communicate and collaborate with 
one another. Organize a periodic internal 
meeting with all auditing teams to ensure 
that everyone is on the same page.

2 Know the current requirements. 
Keeping up with the industry’s rapid 
changes and amendments can be difficult 
and takes special attention. Furthermore, 
ensure that you and your team understand 
the requirements.

Complete end of year tasks. 
You need to make sure you have wrapped up all the loose ends from 2021, as they have an impact on 
2022. It is important to celebrate and document accomplishments, as we learn from these. 
Other activities to address include: 
•   Review and analysis of annual trend reports to identify root causes and adopt preventive measures.
•  Review of records of traceability exercises, food fraud and defence procedures, calibration activities etc.
•  Evaluation of strategies and outcomes of key performance metrics, vision or mission goals, and capex. 1

3
Review the budget3.
Finances are often a hindrance when improving a 
food safety management system and must thus be 
intelligently controlled and allocated. Budgeting for 
this year requires an understanding of your long-term 
goals and constituent action steps. Review last year’s 
spending, where expenditure may be improved, and 
what will require money to reach this year’s end goals. 
Remember to budget for unforeseen and emergency 
expenses and ensure that top management is on board, 
as they will need to sign off on these. 6Encourage your team1.

Nothing is worse than panic when it comes to 
food safety! So, take care of your team members. 
If your team is stressed and anxious, it contribute 
to human errors and inattention, which leads to a 
low audit score. Build your team’s confidence, by 
fostering a positive food safety culture, ensuring clear 
communication, a positive leadership approach, 
and frequent food safety training and support.  
Remember that our common purpose is to keep 
everyone safe. The more, the merrier! Food hygiene 
training can be made enjoyable, interactive, and 
virtual (elevating its inconvenience). Furthermore, 
consider having all personnel certified in basic Food 
Safety, including your front- and back-of-house teams.4

Team prep and refresh.
Ensure that the right people are involved, doing the right 
things in the right areas. Perhaps it’s time to welcome new 
members? Furthermore, all team members involved in 
the audit should be prepared and confident in their tasks, 
expectations, and procedural expertise, as 
well as be able to respond to auditor enquiries 2.
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12Refresh your EMP and GMPSE
A robust Environmental Monitoring Program (EMP) 
supports the validity of sanitation programs and is a 
great way to ensure the site is clean and pathogen-
free. Your decade old good manufacturing practice 
(GMP) checklists that give the satisfaction of few 
non-conformance findings will not inspire ongoing 
improvement in food safety culture or audit outcomes. 
So, change it up observe for longer; have employees 
demonstrate competence by answering questions and 
rotate auditors – nearly anyone can perform GMP audits. 
Furthermore, trends from test results should be analysed 
to identify hot spots of concern along with reviewing of 
corrective action proceduresand verification must be 
utilized to assure their effectiveness.

10
Cyber security - food safety and defense.
As tip # 8 and # 9 promote digital systems, data 
security is an accompanying aspect 2. Protecting food 
from incidental (food safety) and intentional (food 
defence) contamination are two sides of the same 
coin 5. A compromise in one affects the other. During 
audit preparation, ensure that personnel have received 
cybersecurity training and that your security measures 
fit your digital system. Review security of all remotely 
accessible systems and ensure all systems have an 
updated incident response plan.
a. During COVID-19, disinformation, misinformation, 
and propaganda have risen 4. The pandemic promoted 
remote working and automation, increasing the attack 
surface, many changes in terms of cyber security were 
needed 4; 6 . Like food safety and defence programs, 
cybersecurity programs are investments in the brand, 
IP, and even bottom-line security 4. Furthermore, to be 
effective, cybersecurity must be interlinked with food 
safety and defence programs.

Add accountability1. 
Develop a food safety management system that specifies who is responsible for what, when, and how. 
Accountability is key to building a reliable food safety system, which will help your food safety audit run 
smoothly. It also promotes a positive culture by allowing everyone to contribute to the goal (and success!) 
of keeping the organization safe.

7

8Maintain impeccable records1.
We know records are everyone’s least favourite 
activity, but they cannot be ignored. Don’t leave 
the inspector waiting for you to locate the most 
recent records. Instead build their confidence in the 
company’s ability to maintain, control, and organize 
documents.  Keep all documentation handy and 
organized- consider using an online system so 
simply search for documents. This also demonstrates 
accountability in the event of your absence, allowing 
a team member to retrieve requested files while still 
impressing your auditor with the speed and precision 
of your record-keeping, which is accessible in seconds 
from your tablet, mobile, or laptop.

9Ditch paper for digital1. 
Apart from tip #8, going digital will enable the company to 
take a more sustainable approach to food safety and can help 
in food safety audit preparation. Maintaining documentation 
and information in a cloud-based location eliminates many 
hours of manual effort and frustration.

14

13Internal audits.
Internal audits are conducive to the food safety 
system’s success. Make sure your food safety program 
is working effectively by conducting internal audits 
at least every six months 2. Internal audits are a “trial 
run” for external audits. During an internal audit, walk 
the team through the entire audit process, including 
asking questions, physical inspections of the site, 
and evaluating food safety records. Remember to 
think like a food safety auditor to as this can help you 
identify details you might otherwise overlook. Consider 
scheduled and “surprise” internal audits while planning 
for the new year. Revise the internal audit check points 
to meet the latest standards.

11
Reassess the current food safety plan. 
Reassessment should be documented and done annually 
and if there is a change in the process, equipment, product, 
or deviation. To accomplish this, plan ahead for the yearly 
reassessment, involve the Food Safety Team in the process, 
acquire data from records, and creating a checklist to track 
review findings and actions taken or to be taken. Examine 
the plans to ensure the correct checks are being performed 
at the right frequency as per the requirements 2. 

722 Tips for your 2022
Food Safety Management System

Refresh for EMP and GMPs.
A robust Environmental Monitoring Program (EMP) supports 
the validity of sanitation programs and is a great way to 
ensure the site is clean and pathogen-free. Your decade 
old good manufacturing practice (GMP) checklists that 
give the satisfaction of few non-conformance findings will 
not inspire ongoing improvement in food safety culture 
or audit outcomes. So, change it up observe for longer; 
have employees demonstrate competence by answering 
questions and rotate auditors – nearly anyone can perform 
GMP audits. Furthermore, trends from test results should 
be analysed to identify hot spots of concern along with 
reviewing of corrective action procedures.

15 Improve allergen controls. 
Avoid allergen cross-contact and mark 
final items accurately. Procedures must 
be in place to address both challenges, 
and verification must be utilized to 
assure their effectiveness.
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17Traceability Tuesdays. 
AThis goes with tip #16 where the goal is to have rapid 
and precise traceability procedures for an emergency 
or recall event, as well as to identify areas for 
improvement. Performing mock recall and traceability 
exercises, evaluating team knowledge through 
interviews, supplier and customer requirements, and 
improving templates and training are some activities 
that could be adopted.

Validation and verification. 
Ensure that validation and 
verification actions are performed 
for various (and relevant) areas of 
your audit code. When analysing 
data and trends, delve further into 
factors that may be causing non-
conformances within the 
organization

19
Preventing critical non-conformances. 
Evaluate previous critical nonconformances in the food 
safety plan, physical setting and activities, food regulation 
as well as other records. This covers the principle of 
food safety where a proactive approach is taken to 
prevent non-conformances that could risk the safety of 
consumers as well as the name of the organization.

16Be recall ready. 
Organizations must have a documented recall 
strategy that outlines the procedures, key contacts, 
decision-making processes, press release examples, 
and testing records (mock recalls). Review the 
recall strategy by comparing online templates 
and regulatory resources, as well as scheduling 
(and implementing) mock recalls with traceability 
and effectiveness checks etc. Be recall ready, but 
prevention should be the priority.

Post audit improvement1. 
EDespite your best efforts, food safety audits do not always 
go as planned. It’s okay! Accept it and know that despite the 
outcomes there is always opportunity for improvement. This 
brings us to another critical stage in preparing for a food 
safety audit: practice makes perfect! Here are some ways to 
grow and improve:

a. Consider things from  the standpoint 
 of the food safety auditor. 
b. Conduct periodic reviews of 
 your FSMS, HACCP strategy, 
 and policy. 
c. Enrol in a post-audit training 
 program. These usually include 
 a training program designed to     
 address the red flags raised in 
 your previous audit.

22Always aware2.
A reminder that while personnel should be audit 
ready, they should also be aware of food safety every 
day. If you create a strong food safety culture in 
your company, your employees will follow processes 
correctly habitually, not only during audits, thus 
elevating much of the stress.

20

21
Customer reviews 3. 
Examine your customer service procedures, as these 
are critical to quickly resolving issues. Customer 
complaints can often highlight red flags that are not 
noticed during production. Along with customer 
support, online reviews can provide a wealth of 
information nevertheless, the remarks should always 
be taken with a grain of salt. .
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Packaging has evolved in the last few decades. Food, 
beverages, and other consumer goods were largely 
sold in nameless glass jugs, wood crates, steel 

cans and cloth bags. And it wasn’t until the 20th Century 
that packaging materials and packaging design merged 
to become one. In many cases, the substrate began driving 
design. Many factors make package design memorable, 
but the driving force in brand identity is colour. It sets the 
tone and personality and can evoke different emotions 
and feelings in people. Used in marketing, the relationship 
people have with certain colours can make a product 
more appealing. 

For packaging to be eco-friendly, it’s not only the 
substrate that must be considered but also the materials 
used in the design process. Post-consumer packaging 

Packaging dilemma 
Can it be both sustainable and stylish?

One of the strongest trends in the packaging 

industry revolves around the circular 

economy.  In the competitive world of retail, 

not only must packaging stand out on the 

shelf and draw customers in, but it must also 

be reusable or recyclable. Global challenges 

like climate change, biodiversity loss, waste, 

and pollution, are forcing the industry to 

revise its approach.   

By Jason Forbes, Founder of The Graphic Ballroom (GBR) 

It’s essential that 

designers start 

the design process 

with the end 

in mind.
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Packaging dilemma 
Can it be both sustainable and stylish?

today is likely to end up in one of 
three places: a recycling program, 
a landfill or (worst case scenario) in 
the environment, perhaps floating 
in the ocean. So, it’s essential that 
designers start the design process 
with the end in mind.

The tendency is for marketers 
to think that when materials 
and colour is limited, it limits the 
branding potential. But this doesn’t 
have to be the case. Technological 
advances have made eco-friendly 
materials and inks far more accessible and just as eye-
catching. Soy and water-based inks allow for a wide variety 
of colours and shades which is far better alternative to 
conventional inks (derived from petroleum-based products, 
water, resins, pigments, and a wide variety of metals). 

Changing how we approach packaging design can 
be cost-effective and should not compromise on design, 
quality, or functionality. They can work wonderfully together 
both aesthetically and for the environment. But according 
to McKinsey, few companies examine the cost of trade-
offs implicit in their packaging decisions. Such decisions 
tend to be the domain of marketers since packaging is 
a key element of communicating a company’s brand to 
consumers. However, there are organizations that are 
reaping considerable savings. One consumer goods maker 
reduced its packaging costs for a key product by 10% by 
making straightforward design changes that allowed it to 
use less plastic in manufacturing the product’s bottle. 

For Provita, who are one of our longstanding clients, 
they’ve made the move to a more sustainable packaging 
option. For their new look, we utilized WestRock KraftPak® 
which sets the standard for unbleached, uncoated virgin 
paperboard. It is a low density, high-yield product which 
provides outstanding strength and durability while using 
less fibre. Kraft paper is manufactured from virgin wood 

pulp, making it completely organic, 
biodegradable, and compostable.  
Within a few weeks, kraft paper breaks 
down into cellulose fibres, exactly like 
tree leaves, having no negative impact 
on the environment.

Considering the nature of the 
board and how inks are absorbed into 
the uncoated stock, we had to design 
with this in mind. Working closely with 
the printers and utilising innovative 
printing techniques an incredible result 
was achieved. Not only did we meet the 

demands of the consumer and increase positive sentiment 
of the brand, but we were able to produce packaging that is 
environmentally friendly without affecting the sale price. 

Another client of ours, Environ, has also become 
increasingly conscious of this trend. In their recently 
launched Festive Packaging Campaign, they decided to 
move away from using foil lined board, which contains 
a plastic lining, to a virgin white board, which is not only 
cheaper but is also 100% recyclable and is FSC (The Forest 
Stewardship Council) certified, meaning it contains forest-
based materials from FSC-certified forests or reclaimed 
sources. To achieve the “Festive Bling” we opted for a cold 
foiling process over the more common hot foiling. Cold 
foiling is 100% recyclable and again offers massive cost 
savings.

By making small changes, we’ve found that it is possible 
to positively impact the environment and still achieve 
impressive looking packaging that appeals to consumers. It’s 
innovative thinking like this that will see more brands opting 
for sustainable packaging, it’s only a matter of time. 

For more on GBR please visit us at 
www.gbr.co.za processing
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According to 

McKinsey, few companies 

examine the cost of 

trade-offs implicit in 

their packaging 

decisions
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The Ishida IX-G2-F incorporates a new line sensor 
that provides a high-quality X-ray image through 
an enhanced signal to noise ratio which has 

increased the ability to detect bone fragments by a 
factor of four compared with previous X-ray models. 
This further increases the ability of the machine to 
identify contaminants, in particular when handling 
thicker and denser products such as chicken fillets, 
chicken breasts and a wide range of poultry products 
where they can often be overlapped or presented with 
uneven surfaces. 

The enhanced sensitivity of the machine also 
greatly reduces the risk of false detections, which 
helps to maximise throughput and avoids the costs 
associated with unnecessary waste and the repacking 
of products.

The high performance of the IX-G2-F is supported 
by Ishida’s unique self-learning Genetic Algorithm 
(GA) technology which combines with the new line sensor to 
deliver maximum detection sensitivity and reliability. 

 The GA technology focuses the X-ray machine to 
identify difficult to detect contaminants with a high degree 
of accuracy, even at high throughput rates, using image 
data analysis over a number of trial runs. As it is common 
in food production for similar contamination problems to 
recur, data logging can help to build up a more precise 
calibration protocol with each trial. This enables permanent 
or recurring defects to be easily identified during the 
inspection process. 

Ishida’s dual energy technology incorporates two line 
sensors, one which takes images at high energy and one 
at low energy. These are then compared, which provides a 
better overall image of the product with a clearer contrast 
between the product and any low-density foreign bodies, 
such as bone fragments.

“The next generation IX-G2-F X-ray inspection system 
offers unrivalled performance and with its improved line 
sensor and software capabilities it has already delivered 
significant benefits on production lines,” comments 

Sibtain Naqvi, Ishida 
Europe’s X-ray 
Product Manager. 

“The enhanced 
sensitivity provides poultry 
processors with even greater reassurance that 
their high product quality standards are being 
maintained, and by minimising the number of false 
rejects, production can be maximised. 

We believe our IX-G2-F models represent another 
major advance in our X-ray inspection portfolio.”

New Ishida X-ray offers enhanced 
sensitivity for difficult to detect items
Flexible packaging has gained popularity 

as a preferred packaging alternative over 

conventional packaging, owing to the 

fact that they hold benefits to both the 

customer and manufacturer. According 

to the Flexible Packaging Association, 

the food and beverage industry is the 

largest market for flexible packaging.

For more information contact 
torsten.giese@ishidaeurope.com 
or visit www.ishidaeurope.com processing
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The Ishida IX-G2-F 

has the ability to 

detect bone fragments by 

a factor of four compared 

with previous

 X-ray models. 
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Flexicon’s new BULK-OUT® BFC Bulk Bag Discharging 
System promotes the flow of bulk solid materials 
that have solidified during storage and shipment, 

automatically discharges the material, and allows manual 
additions of ingredients from sacks, drums and other 
containers. A cantilevered I-beam with electric hoist and 
trolley lowers a bag lifting frame to floor level for rapid 
attachment of the bag to patented Z-CLIP™ bag strap 
holders, and then hoists and rolls the bag into the safety 
frame, eliminating the need for a forklift.

The integral conditioner consists of two hydraulically-
actuated rams with specially contoured conditioning plates 
that press opposing sides of the bulk bag. A Human-Machine-
Interface (HMI) housed in a NEMA 4 (IP 56) enclosure controls  
   the stroke and number of ram  
       actuations. The electric hoist 
                can be used to raise and 
                lower the bag for    
    conditioning at varying 
       heights. 
                                                                         For bulk bag   
           discharging, the bag 
                                                                           outlet spout is pulled 
                                                                           through an iris valve 
                                                                           mounted atop a dust 
                                                                           hood over the hopper.  
                                                                       Once the bag outlet is 
                                                                      secured and the iris valve 
                                                                      is closed, the bag spout 
                                                                 drawstrings can be untied,     
                                                          the dust-tight, snap-action 

access door closed, and the valve released slowly, reducing 
uncontrolled bursts of material into the hopper and dust 
into the plant environment.

For manual dumping in conjunction with or 
independent of bulk bag discharging, the operator raises 
the hinged door and adds the material from smaller capacity 
containers through a coarse screen into the hopper. A fold-
down support tray serves as a bag rest.

The hopper can be configured to connect to pneumatic 
or mechanical conveyors, or directly to downstream 
process equipment.

The discharger can also be configured for weigh 
batch discharging with the addition of load cells and a 
programmable controller.

Models are available in carbon steel with durable 
industrial coating and stainless steel material contact 
points, or in all stainless steel finished to industrial, food, 
dairy or pharmaceutical standards.

Flexicon also manufacture other configurations of bulk 
bag dischargers, bulk bag conditioners, and bag dump 
stations as well as flexible screw conveyors, tubular cable 
conveyors, pneumatic conveying systems, bulk bag fillers, 
drum/box/container tippers, drum fillers, weigh batching 
and blending systems, and engineered plant-wide bulk 
handling systems with automated controls.

Flexicon’s Basic Filler for bulk boxes, totes, bins or other intermediate bulk containers (IBCs) 
loads bulk solid materials free of dust, at low cost. The unit’s fill head can be raised or 
lowered using a forklift and secured with clevis pins to minimise the clearance between 

the rectangular dust hood and the opening of IBCs ranging from 1220 to 1980 mm tall. 
A fill head port can be vented to a filter sock to contain displaced dust, or to a central 
bag house that causes a clear flexible skirt to vacuum-seal against the container’s 

exterior, increasing dust containment effectiveness. Performance can be enhanced by 
a vibratory deck to densify and stabilise the material during filling, and/or load cells 
that signal a PLC when to stop the flow of material by stopping a conveyor or closing a 
rotary valve or slide gate once a programmed weight is gained. 

Rated for loads up to 2945 kg, the frame is offered in carbon steel with durable 
industrial coating, with stainless steel material contact surfaces, or in all-stainless
construction to industrial or sanitary standards. It can be integrated with Flexicon 
mechanical or pneumatic conveying systems, or the user’s upstream process equipment or 
storage vessels.  Flexicon also manufacture dust-free IBC tippers, as well as bulk bag fillers, 
drum fillers, bulk bag dischargers,  flexible screw conveyors, tubular cable conveyors, pneumatic 
conveying systems, bulk bag conditioners, bag dump stations, weigh batching and blending 
systems, and engineered plant-widebulk handling systems with automated controls.

For more information contact 
sales@flexicon.co.za or visit 
www.flexicon.co.za processing
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Bulk box, tote and bin filler

Bulk bag discharger with integral 
conditioner and bag dump station
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Watch the 
video on the

insight on the uses 
and benefits of 

MAP here

For more information visit
www.airproducts.co.za processing
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Modified atmospheric packaging (MAP) 
significantly increases the product shelf life for 
various food products in a safe and natural way. 

MAP is known for its role in food safety and provide many 
benefits to food manufacturers and consumers.

The three main gases used in MAP are Freshline® 
Carbon Dioxide (CO2), Freshline® Nitrogen (N2) and 
Freshline® Oxygen (O2). A single gas or a mixture of gases 
can be used, depending on the chemical and physical 
properties of the food being packaged.

Palesa Mashigoane, Air Products’ Freshline® Product 
Manager provides insight on the uses and benefits of MAP in 
this informative video. 

Air Products a Leader in Modified 
Atmospheric Packaging (MAP)
When it comes to leading the market in 

Specialty Gas products, Air Products is a 

front-runner in the specialty gas product 

market, due to the quality and extensive 

range of products. This is further 

strengthened by the company’s innovative 

culture, customer-centric approach, and 

technical expertise from the commercial 

and operations teams.

Coming in our March issue

f  od
beverage

REPORTER

Dairy
• Expectations for consumer habits
• Pending changes for dairy  
  labelling and packaging

Convenience Food
• Where is this sector heading in 
   the year, post COVID,  especially 
   for the QSRs and retailers

Fresh produce
• The role of the fresh produce market 
  for small suppliers 
• How to get product to market 
• Food waste problems

Flavours
• One thing stays the 
  same -the consumers’ 
  desire for new products  
  and new flavours.     

In Packaging and Processing, we look at 
food packaging, closures and pouches; 
recyclable packaging; and the role of glass processing
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World Water Day
• We unpack the risks relating   
  to water in the food industry, 
  water treatment, and waste 
  water management. 

Get yourproduct or service featured in our upcoming issue.Contact Wendywendy@fbreporter.co.za
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This app has been built for its Certa Sine pump. This is a 
pump renowned for meeting the highest standards in 
hygiene and cleanability, improving process efficiency 

and minimising total cost of ownership. Designed for ease of 
use, the Certa AR app allows customers to easily identify the 
tools required for Certa Sine pump maintenance tasks whilst 
providing information and clear step-by-step visual guidance. 
Whilst the app has been intuitively designed so that users do 
not need previous experience of AR, it also targets the digital 
native skillset, whose learning excels when utilising visual, 
digital technology. By laying AR visual instructions over a 
customer’s own pump, the app aids customer understanding 
of a task and saves time previously spent consulting written 
product manuals.  

The app was developed in-house by WMFTG’s new Digital 
Transformation department. Head of Department, Matthew 
Thomas said: “The growth of this department demonstrates 
WMFTG’s continued commitment to the pursuit of creative 

and accessible customer focussed solutions. A game 
changer for how companies deliver customer solutions, 
our investment demonstrates our understanding of the 
pressures our customers face recruiting skilled workforce. 
There is a new generation of employees with the skills and 
preference to consume instructions using visual, digital 
technology and this app makes learning new skills much 
more accessible. 

“For WMFTG, the Certa AR app marks a change in how 
we use technology to support and develop our customer 
experience. It is a perfect example of targeted investment 
and resources in tools that enhance the way we exceed our 
customers’ needs.”

New to the team, 26-year-old WMFTG AR specialist and 
the Certa app developer, Isaac Gillard said: “We are delighted 
to launch an app that allows us to apply AR technology to the 
benefit of our customers. WMFTG has a reputation for 
leading the way in customer support and helping create 
efficiency savings for our pump users. We’re looking forward 
to receiving feedback from our first users and developing 
future solutions for our customers.”

An industry first 
Augmented reality app 
for sine pump maintenance
Watson-Marlow Fluid Technology Group 

(WMFTG) has just launched the first in a series 

of augmented reality (AR) apps, enhancing the 

customer experience and post-sales support 

for its products. 

Visit our website: www.wmftg.com processing
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The Certa AR app marks a 
change in how we use technology

to support and develop our 
customer experience. 

Free to download, find out more about the Certa AR app: 
www.wmftg.com/en/news/certa-augmented-reality-app/

Certa Sine Pumps
Engineers in food and beverage plants are frequently 
faced with pumping high viscosity products ranging 
from frozen orange juice, deli salads and bakery 
produce, to cheese curd and savoury pie fillings. Certa 
meets the highest standards in hygiene and cleanability 
combined with improving process efficiency and 
minimising total cost of ownership.

Seems like 
FBR is not the 

only business developing 
new apps – WMFTG 

have launched the first in a 
series of augmented reality 

(AR) apps to support 
their products.
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What’s happening

chantel.cocklin@intertek.com 

www.propakafrica.co.za

www.fruitlogistica.com/en/
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ELEMENTAL ANAYTICS 
Tel +27 11 918 6994 
Info@e-analytics.co.za
www.e-analytics.co.za

We design, install, test and commission analytical products for process control, optimisation, environmental 
and other specialised applications. Including analytical applications such as gas analysers, gas detectors, 
portable analysers, environmental monitoring and lab instruments for processing, emissions, water and safety 
applications. Our portfolio consists of the some of the world’s leading manufactured analysers and consumables, 
such as fittings, regulators, flow, MAP and CAP measurement, etc. We have extensive experience in system 
design and integrated sampling systems. Our experienced, highly qualified and factory trained staff market, 
maintain and repair our commissioned product ranges at our fully functional repair workshop and laboratory

What’s happening

Company showcase
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