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READY-MADE SOLUTIONS

FILL CONDITION UNLOAD

Flexicon’s extra-broad model range, patented 
innovations and performance enhancements 
let you exact-match a filler to your specific 
cost and capacity requirements. Patented 
TWIN-CENTREPOST™ models maximise 
strength, accessibility to bag loops and 
economy. Cantilevered REAR-POST  
models allow pass-through roller conveyors.  
SWING-DOWN® models pivot the fill-head to 
the operator at floor level for quick, easy and 
safe spout connections. Optional mechanical 
and pneumatic conveyors.

Opposing hydraulic rams drive contoured 
conditioning plates to crush and loosen 
solidified bulk material safely and easily.  
Bulk bags can be raised, lowered and 
rotated to allow complete conditioning of  
the entire bag through the use of automated 
turntables and scissor lifts, or electric hoist 
and trolley assemblies. Offered as stand-
alone units for loading with forklift or  
electric hoist and trolley, or integrated with 
bulk bag dischargers for reduced cost, 
footprint and loading time.

Condition, de-lump, screen, feed, weigh 
batch, combine with liquids, and convey  
as you discharge, with a custom-integrated, 
performance-guaranteed, dust-free 
discharger system. Offered as stand-alone 
units for loading with forklift or electric hoist 
and trolley, split frames for low headroom 
areas, economical half frames and mobile 
frames. All available with mechanical and  
pneumatic conveyors, flow promotion 
devices, bag dump access, automated  
weigh batching packages, and much more. 

Fill one bulk bag per week or 
20 per hour with REAR-POST, 
TWIN-CENTREPOST™, and 
SWING-DOWN® Bulk Bag Fillers

Loosen material solidified in  
bulk bags during storage and 
shipment with BLOCK-BUSTER® 
Bulk Bag Conditioners

Save time, money and space  
with BULK-OUT® Multi-Function 
Bulk Bag Dischargers and  
Weigh Batching Stations

Stand-alone units to complete, automated systems integrated 
with mechanical and pneumatic conveyors

To Your Specific Bulk Bag Handling Problem

©2022 Flexicon Corporation. Flexicon Corporation has registrations and pending applications for the trademark FLEXICON throughout the world.

See the full range of fast-payback equipment at flexicon.co.za: Flexible Screw Conveyors, Tubular Cable Conveyors, Pneumatic Conveying Systems, Bulk Bag Unloaders, Bulk Bag  
Conditioners, Bulk Bag Fillers, Bag Dump Stations, Drum/Box/Container Tippers, Weigh Batching and Blending Systems, and Automated Plant-Wide Bulk Handling Systems
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From the editor
The shipping industry takes the spotlight in this month’s issue, as we hear from 
Hume International about the critical lack of cold storage space resulting from the 
Durban floods, and the disruption that is causing in the supply chain.

The nut industry is just one of the sectors that has been affected by supply 
chain woes, and the backlog in ports around the world. 

Marine insurer Allianz Global Corporate & Specialty SE’s (AGCS) shares their 
Safety & Shipping Review 2022 with us, including some insights from Captain 
Rahul Khanna, Global Head of Marine Risk Consulting specifically about the impact 
on the food industry. 

Another report which provides some useful insights is SYSPRO’s 2021 global 
study on the continual supply chain disruptions experienced by manufacturers 
and distributors today. They questioned 163 manufacturing and distribution 
industry professionals from EMEA, North America, and APAC. They provide some 
practical guidance on how organisations can recover from the COVID-19 pandemic 
disruptions and stabilise their business operations.

There are lots of industry news snippets to snack on this month, including an 
update on the Russian Exodus and the latest wave of international food brands 
to exit the country due to the ongoing unrest in the region. The shock waves of 
this war continue to ripple across the globe, resulting in soaring energy costs, oil 
shortages and food supply concerns. 

According to António Guterres, Secretary-General of the United Nations, the 
sixth edition of the Global Report on Food Crises should jolt the world into action. 
“We are facing hunger on an unprecedented scale, food prices have never been 
higher, and millions of lives and livelihoods are hanging in the balance. The war 
in Ukraine is supercharging a three-dimensional crisis – food, energy, and finance 
– with devastating impacts on the world’s most vulnerable people, countries and 
economies.” says Guterres.

But, despite all this doom and gloom, the tough challenges and the economic 
pressures, the food industry continues to grow and innovate.  We include some 
great examples of that in this month’s edition, including Libstar Nova’s innovation 
incubator, opportunities in the dairy sector thanks to interest from the younger 
generation, and continued innovation in the labelling and packaging sectors.  

After all, in the spirit of Africa, our industry is nothing if not willing to rise to a 
challenge.

Happy reading. 

You can reach me at: editor@fbreporter.co.za
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For The Kraft Heinz Company this collaboration is the 
latest step in its journey to reduce its environmental 
footprint. It progresses the Company’s sustainable 

packaging ambitions, in that it aligns with its goal to make 
all packaging globally recyclable, reusable or compostable 
by 2025. It is also an innovation that will help Kraft Heinz 
achieve net zero greenhouse gas emissions by 2050.
HEINZ and Pulpex are developing a prototype to test how 
the cutting-edge innovation could be used for HEINZ 
Tomato Ketchup bottles and other packaging formats in 
years to come. Pulpex’s current data indicates the carbon 
footprint of Pulpex bottles is materially less than glass and 
plastic on a bottle-by-bottle basis. Once used, they are also 
expected to be widely and readily recyclable in paper 
waste streams.

“Packaging waste is an industrywide challenge that 
we must all do our part to address,” said Kraft Heinz CEO 
Miguel Patricio. “That is why we are committed to taking 
steps to explore sustainable packaging solutions across our 
brands at Kraft Heinz, offering consumers more choices. This 
new HEINZ bottle is one example of how we are applying 
creativity and innovation to explore new ways to provide 
consumers with the products they know and love while also 
thinking sustainably.”

The next step in the process will involve prototype testing 
to assess performance before testing with consumers and 
bringing the bottle to market.

“We hope to bring this bottle to market and to be 
the first sauce brand to provide consumers this choice 

in their purchasing decisions, as many consumers today 
are looking for more sustainable packaging options,” said 
Rashida La Lande, EVP & Global General Counsel and Chief 
Sustainability and Corporate Affairs Officer at Kraft Heinz. 
“We’re eager to continue discovering more sustainable 
packaging for our beloved and iconic brands.”

“We are delighted to work with HEINZ to bring 
our patented packaging technology to such a famous 
name in food and are excited about the potential of this 
collaboration,” said Scott Winston, Pulpex CEO. “We believe 
that the scope for paper-based packaging is huge, and 
when global household names like HEINZ embrace this 
type of innovative technology, it’s good news for everyone – 
consumers and the planet.”
The pulp-based bottle would become the newest option 
available to HEINZ Tomato Ketchup fans, joining the 
recyclable HEINZ iconic glass bottle and plastic bottle, 
as well as plastic squeeze bottles with their 30 percent 
recycled content (available only in the E.U.) and 100 percent 
recyclable caps.

Find out more at www.kraftheinzcompany.com 
or https://www.pulpex.com/ 

HEINZ is teaming up with Pulpex to 
develop a paper-based, renewable 
and recyclable bottle made from 100 
percent sustainably sourced wood 
pulp. Innovating its iconic ketchup 
bottle, HEINZ is the first sauce brand 
to test the potential of Pulpex’s 
sustainable paper bottle packaging for 
its range of world-famous condiments.

New Innovations

The Ketchup Bottle 
of Tomorrow
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fbr Industry Updates

Yum! Brands is suspending operations of KFC company-
owned restaurants in Russia and finalizing an agreement 
to suspend all Pizza Hut restaurant operations in Russia, 
in partnership with its master franchisee. This action 
builds on our decision to suspend all investment and 
restaurant development in Russia and redirect all profits 
from operations in Russia to humanitarian efforts.

Those humanitarian efforts include a $1 million 
donation from the Yum! Brands Foundation to the Red 
Cross to support those affected by the crisis, activating 
the Yum! Disaster Relief Fund to support Ukrainian 
franchise employees, and matching donations from 
employees to the following charities providing relief in 
Ukraine: UNICEF, Red Cross, World Food Programme 
and International Rescue Committee. In addition, our 
franchisees in the surrounding regions are providing 
food for refugees.

As always, we remain focused on the safety of our 
people in the region and will continue to support our 
teams in Ukraine while evaluating the ways Yum! 
Brands can make a positive impact in the region.

Yum! Brands is 
suspending all 
investment 
and restaurant 
development in Russia

After more than 30 years of operations in the country, 
McDonald’s Corporation announced it will exit the Russian 
market and has initiated a process to sell its Russian 
business. This follows McDonald’s announcement on March 
8, 2022, that it had temporarily closed restaurants in Russia 
and paused operations in the market.

The humanitarian crisis caused by the war in Ukraine, and 
the precipitating unpredictable operating environment, have 
led McDonald’s to conclude that continued ownership of the 
business in Russia is no longer tenable, nor is it consistent 
with McDonald’s values.

As part of McDonald’s decision to exit, the Company 
is pursuing the sale of its entire portfolio of McDonald’s 
restaurants in Russia to a local buyer. The Company intends 
to initiate the process of “de-Arching” those restaurants, 
which entails no longer using the McDonald’s name, logo, 
branding, and menu, though the Company will continue to 
retain its trademarks in Russia. McDonald’s priorities 
include seeking to ensure the employees of McDonald’s 
Russia continue to be paid until the close of any transaction 
and that employees have future employment with any 
potential buyer.

McDonald’s President and Chief Executive Officer, Chris 
Kempczinski, said, “We have a long history of establishing 

deep, local roots wherever the 
Arches shine. We’re exceptionally 
proud of the 62,000 employees 
who work in our restaurants, 
along with the hundreds of 
Russian suppliers who support 
our business, and our local 
franchisees. Their dedication 
and loyalty to McDonald’s make today’s announcement 
extremely difficult. However, we have a commitment to our 
global community and must remain steadfast in our values. 
And our commitment to our values means that we can no 
longer keep the Arches shining there.”

McDonald’s restaurants in Ukraine remain closed while 
the Company continues to pay full salaries for its employees 
in the country and continues to support local relief efforts 
led by Ronald McDonald House Charities. Across Europe, 
the McDonald’s System is supporting Ukrainian refugees 
through food donations, housing and employment.

As a result of its exit from Russia, the Company 
expects to record a charge, which is primarily non-cash, of 
approximately $1.2-1.4 billion to write off its net investment 
in the market and recognize significant foreign currency 
translation losses previously recorded in shareholders’ equity

McDonald’s To Exit from Russia

Stora Enso has divested its three 
corrugated packaging plants in Russia 
to local management. They state that 
due to the uncertainties in the Russian 
market, local ownership and operation 
will provide a more sustainable long-
term solution for these businesses and 
their respective employees.

The transaction will have no 
material impact on Stora Enso’s annual 
sales and Operational EBIT. Due to reduced business prospects 
for these businesses, an impairment loss of EUR 35 million was 
recorded in the first quarter result. The additional loss on the 
transaction under IFRS will be approximately EUR 55 million, 
consisting mainly of currency translation adjustments to be 
recorded at the closing date. The expenses are considered as 
items affecting comparability.

The divested sites are located in Lukhovitsy, Arzamas 
and Balabanovo, employing approximately 620 people and 
have a total annual capacity of 395 million m² of corrugated 
packaging. The sites primarily produce corrugated packaging 
for grocery, home improvement, confectionery and pet food 
segments in the domestic Russian market.

Stora Enso announced on 2 March 2022 that it would stop 
all production and sales in Russia until further notice. On 25 
April, Stora Enso announced the divestment of its two sawmills 
and forest operations in Russia to local management.

Stora Enso divests its 
packaging operations 
in Russia 
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Following Starbucks and McDonald’s announcement that it 
will end all of its operations and branding in Russia, Ramsey 
Baghdadi, Consumer Analyst at GlobalData, a leading data 
and analytics company, offers his view: 
“The fast-food giants Starbucks and McDonald’s have clearly 
recognized the negative impact that continued affiliations 
with Russia could have on their businesses. With 72%* of 
purchases globally driven by a brand’s ethics or support 
shown toward a social cause, these companies have shown 
dedication to balance consumer expectations and their 
operational needs – a bold move that is sure to pay off. 
“Pulling out of Russia is ultimately a low-risk gambit for 
global mega-chains such as Starbucks and McDonalds. 
Russia represents a minimal share of their sales, and so it is 

more important to limit losses from those 72%* of people 
who may be inclined to boycott, as well as mitigate damage 
to the brands reputation. 
“The next challenge is in finding new high potential markets 
that can offset the losses from Russia. McDonald’s for 
example should take advantage of its presence in other 
markets such as Japan and France and Starbucks has seen 
strong growth in Thailand and Indonesia. After leaving 
Russia, both brands have the opportunity to rapidly expand 
their outlets in Asia.” 

Russian departure is a bold move but may bring new 
expansion opportunities in Asia, says GlobalData

fbr Industry Updates

The new R650m (€38m) facility in KwaZulu Natal 
will produce sustainable nutrition solutions that 
will be consumed across the African continent. The 
official opening was attended by Deputy Minister 
of Trade, Industry and Competition, Nomalungelo 
Gina; KwaZulu-Natal Economic Development, 
Tourism and Environmental Affairs MEC, Ravi Pillay; 
and Ambassador of Ireland to the Republic of South 
Africa, Her Excellency Fionnuala Gilsenan.

The project is recognised as a key strategic 
investment, in the region of Kwa-Zulu Natal and 
within South Africa’s food manufacturing industry 
and has been included as part of the South 
African Presidential investment drive to stimulate 
sustainable, equitable and inclusive growth as the 
foundation for socio-economic transformation in the 
country.

“As the DTIC, we are excited about this investment 
because it aligns very well with our re-imagined 
industrial strategy. As a department, we undertook 
to support improved industrial performance, through 
localisation, dynamism, and competitiveness of local 
companies,” said Gina. “Our economic vision is to lift 
the rate of inclusive economic growth, and investments such 
as this will assist us to achieve these objectives.”

Located in Hammarsdale, the new 10 000 m2 facility 
is one of the company’s most environmentally efficient 
manufacturing sites with numerous sustainability features 
including low energy usage equipment, solar power 
generation to reduce consumption from the local grid, waste 
heat capture, efficient water capture, reuse and reduction.

Paul Hewitt, Vice President, Sub Saharan Africa Kerry 
Group said: “Kerry has had a presence in South Africa since 
2011 and our success has been based on our ability to deliver 
truly authentic African taste by identifying traditional 

food and flavours and reimagining it into today’s modern 
context. More than understanding consumer taste, we are 
committed to predicting global and regional trends and 
innovating with our customers to lead the industry towards 
the next generation of sustainable African food and nutrition. 

South Africa is in a unique position to service East, 
Central as well as West Africa and we look forward to 
working with food and beverage companies to create 
products that will be enjoyed across the continent.” 

Kerry is also expanding its Development and Application 
Centre in Nairobi, Kenya to further support customers in East 
Africa and the development of sustainable food processing 
for the continent. 

Kerry opens the largest and most advanced taste 
facility in Africa
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fbr Industry Updates

The deal, first signed at the end of 2021, will see the 
Portuguese-inspired café chain’s Vida coffee served in all 
Sweetbeet outlets in Cape Town. Since being acquired, 
Sweetbeet has opened four new stores in 2022 with plans to 
grow to approximately 18 locations in South Africa by February 
2023. 

Vida says Sweetbeet healthy food products, which target a 
growing vegetarian and vegan customer base in South Africa, 
will also soon become available for purchase in Vida coffee 
shops.

 The two brands will continue to operate under their 
separate identities, but a press release suggests that the 
acquisition may lead to further synergy of operations in some 
locations.

 Vida e Caffè is the largest coffee chain in South Africa, 
with more than 220 stores in South Africa, as well as in 
Mauritius, Zambia and West Africa. The group has sites in 
standalone locations on high streets and in shopping malls, as 
well as within Shell convenience stores and forecourts.

Vida e Caffè acquires Cape Town’s healthy food 
chain Sweetbeet 

The Barry Callebaut Group, the world’s leading manufacturer 
of high-quality chocolate and cocoa products, is setting 
up a local, direct distribution network in South Africa. The 
company is opening up its Gourmet business of packed 
products for artisans and chefs to other and multiple 
distributors, while still including Garden Morris Packaging 
and Food (GMPF) as a distributor. Having worked with 
GMPF for over 20 years, Barry Callebaut will continue to 
collaborate with GMPF for its semi-industrial customers, food 
manufacturing business, warehousing, and logistics.

Barry Callebaut will increase the number of distribution 
points and take over the role of master distributor in South 
Africa. The new network will focus on supplying customers 
in South Africa and the neighboring countries with a 
wide range of products from the Group’s global Gourmet 
brands like Callebaut, Mona Lisa, Cacao Barry, and Carma. 
By expanding its local product range and doubling the size 
of its local team, Barry Callebaut will meet the increasing 
demand for high-quality chocolate indulgence and support 
the growth within the African markets. The South African 
food and grocery retail market is expected to grow at a CAGR 
of +4.9% between 2020 to 2025, with an estimated value of 
$59.6 billion by 2025, which opens up opportunities for Barry 
Callebaut.

Rogier van Sligter, President EMEA (Europe, Middle East, 
Africa) at Barry Callebaut, commented: “Expansion is one 
of our four long-term strategic pillars. After more than 20 
years of experience in the South African market, we start a 
new chapter. By setting up a direct distribution network, we 

improve customer proximity and enable the growth of our 
Gourmet brands in the African markets.”

David Bowrin, General Manager South, East & West 
Africa at Barry Callebaut, added: “By developing our own 
network in South Africa, we will better understand our 
customers’ needs and adapt our product range and local 
stock to their requirements. “ 

“Barry Callebaut manages its Gourmet business via a 
local entity with GMPF acting as their logistical and 
warehouse partner. This decision was taken to be able to 
offer a wider product range, servicing better innovation 
and development in the extensive Barry Callebaut product 
range to the local market. We look forward to our continued 
relationship with Barry Callebaut.” adds Barbara Queally, 
Managing Director GMPF.

Barry Callebaut to set up 
own distribution network 
in South Africa
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The Coca-Cola South Africa Franchise has appointed 
Babongile Mandela as the new Public Affairs, 
Communications, and Sustainability Director (PACS) for 
Coca-Cola Africa, based in Johannesburg. Mandela joined 
Coca-Cola Africa in April from Absa Group’s Corporate Affairs 
division, where he held the position of Senior Manager 
responsible for strategic initiatives and engagements. 

Phillipine Mtikitiki, Vice President of Coca-Cola’s South 
Africa Franchise said, “We look forward to working with 
Babongile Mandela as his vast knowledge and experience 
will be vital to building and maintaining Coca-Cola Africa’s 
strong reputation through effective government relations 
and media communications, and in ensuring that we attain 
our sustainability objectives. This has become increasingly 
important to the core of our business operations.” 

Mr Mandela will also be in charge of giving direction in 
identifying, assessing, and managing risks and opportunities 
that may affect the franchise’s business in South Africa. 
He will participate in critical stakeholder interactions to 
help the business meet its objectives and guarantee cross-
functional and system-wide alignment so that public affairs, 
government relations, communications, and sustainability 
programs make the greatest impact possible.

At Absa, Mr Mandela was responsible for managing the 
bank’s strategic relations and worked with different sectors 
to develop, drive, and build private-public partnerships. This 
included working with the Public-Private Growth Initiative 
to develop sector master plans that would help catalyse 
and revive South Africa’s economy. He also worked with 
the United Nations (UN) Women and the South African 

Presidency 
to train and 
capacitate 
women-owned 
businesses as 
part of a national 
task team formed 
under Pillar 5 of the 
National Strategic Plan 

on Gender-Based 
Violence and Femicide.

Before joining Absa, 
Mr Mandela worked for

 the South African Sugar Association, where he was 
responsible for managing key political and regulatory issues. 
His experience encompasses time with the Department of 
International Relations and Cooperation (DIRCO), where he 
was a deputy director in the Deputy Minister’s Office. His 
responsibilities included being a cabinet liaison officer for 
the Deputy Minister while further supporting South Africa’s 
diplomatic relations in the Middle East and economic 
diplomacy efforts in Asia. Before that, he was a political 
content advisor in the Speakers Office of the National 
Parliament.

Babongile Mandela has a bachelor’s degree from the 
University of Cape Town in Politics, Public Administration, 
and Sociology and holds a master’s degree in Global Political 
Economy from a joint programme between the University 
of Stellenbosch and the Peace Research Institute of Oslo 
in Norway..

Coca-Cola Africa appoints Public 
Affairs, Communications, and 
Sustainability Director

On March 8, the company 
announced that it had suspended 
all business activity, including the 
supply of products, on the territory 
of Russia due to the events around 
Ukraine. As of 23 May 2022, the 
American multinational chain 
of coffeehouses has exited the 
Russian market completely, 
leaving no brand presence in 
the market.

They will continue to support the nearly 2,000 green 
apron partners in Russia, including pay for six months and 
assistance for partners to transition to new opportunities 
outside of Starbucks, says their 

press release.  
This comes 15 years after the opening of the first Starbucks 
coffeehouse in Moscow in 2007

Update on Starbucks 
business in Russia

Mondelez International announced that it plans to sell 
its chewing gum business, including brands Trident and 
Dentyne, in developed markets, as well as its Halls cough 
drop brand, as the company focuses on chocolates 
and snacks.

The Cadbury maker, which will keep its gum brands in 
emerging markets, said it was reshaping its product line 
with the aim of generating 90% of revenue from chocolates 
and biscuits.
Mondelez, which reported sales of $7.76 billion last quarter, 
started a review of its gum business a year ago after demand 
for the units’ brands took a severe hit during COVID-19 
lockdowns.

Gum sales have since recovered as people start stepping 
out and return to their 
routines following the 
easing of pandemic 
restrictions.

Mondelez plans to sell its 
chewing gum business
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A major import-export business has warned that the 
critical lack of cold storage space seen in the wake 
of the Durban floods is aggravating supply chain 

disruptions, increasing the risk of potential food shortages.  
Hume International, a leading food distributor which 

imported over 180 million kilograms of food products last 
year, notes that in addition to the destruction of vital road, 
power and water infrastructure, damage to commercial cold 
stores in KwaZulu Natal has placed serious pressure 
on Gqeberha’s port facilities. 

As a result, the company is now calling on government 
to implement a State of Emergency concession for 
Gqeberha, and lift some of the port’s red tape to facilitate the 
greater movement of food and other goods into the country. 

Frederick Hume, the Managing Director of Hume 
International, explains that several container ships were 
forced to bypass Durban during the April floods, and were 
diverted to Gqeberha instead. 

The situation has remained ongoing, however, owing to 
damages to numerous cold storage facilities, and the 
long-term impacts of the loss of key infrastructure. 
Additionally, remaining Durban cold stores had already 
begun to build up stock in anticipation of the upcoming 
citrus season, leaving many without any spare capacity 
to absorb the overflow of goods.

“Importers are therefore being forced to turn to 
Gqeberha, but the number of import cold storage facilities 
in the area which have been approved by the Department 
of Agriculture, Land Reform and Rural Development are very 
limited,” says Hume. 

Those who pursue this option are then being faced with 
severe constraints in terms of the number of containers 
that may be unpacked each day because of regulatory 
restrictions on food and meat imports.

“This has left many importers unable to draw cargo 
from the port and is causing significant congestion, which 
in turn risks deepening food supply chain disruptions 
with potentially far-reaching consequences for the local 
economy,” he notes. 

“On behalf of all importers, we would like to respectfully 
urge government to alleviate the situation by granting an 
emergency concession for businesses to unpack a larger 

A major import-export business has warned that the critical lack of cold storage space seen in 

the wake of the Durban floods is aggravating supply chain disruptions, increasing the risk of 

potential food shortages.  

Leading importer 
calls on government 
to lift red-tape at 
Gqeberha port

As a result, 
the company is now 

calling on government 
to implement a 

State of Emergency concession
for Gqeberha, and lift some 

of the port’s red tape to 
facilitate the greater 

movement of food and 
other goods into 

the country. 
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number of containers at the port. This would ease some of 
the delays and remove pressure on commercial cold storage 
facilities by enabling goods to be distributed more quickly.”

Precedent for special concession set in last 
year’s riots
Notably, an emergency concession would provide an 
immediate solution to difficulties regarding the application 
of Veterinary Procedural Notices (VPNs) at Gqeberha, which 
are responsible for limiting the number of unpacks.

“In terms of these VPNs, a veterinary inspector must be 
present whenever the seal on a container of imported goods 
is broken to verify that the contents match the packing 
list, and to draw samples for microbiological testing,” says 
Roy Thomas, Operations Director at Hume International.  
“But Gqeberha’s secondary port status means that there is 
significantly less capacity and fewer inspectors available to 
perform the duty.” 

In the aftermath of last year’s riots, during which 
two cold stores in Durban were burnt down and a third 
damaged, government granted Hume International a 
special concession to utilise the Gqeberha port for containers 
originally destined for Durban.  To manage this extra 
workload, the previous Department of Agriculture, Forestry 
and Fisheries (DAFF) further granted Hume’s request to 
appoint a secondary inspector or assignee to its facilities 
for 24 hours a day to comply with VPN requirements. DAFF 
appointed private company ASFQ for the supply of these 
inspectorate services, Hume International footed the bill for 

the service, and assignees reported directly to the local 
DAFF office. 

Thomas states this agreement enabled the company 
to immediately expand its services and business within 
the Eastern Cape. “Before the concession, we were only 
able to unpack seven containers a day in Gqeberha or 35 
containers a week. After the concession was granted, we 
were immediately able to double this volume, moving to a 
double-shift unpacking system and hiring additional staff to 
help manage the workload,” he says. 

But once the Durban concession expired in October 
2021 DAFF notified Hume International that it would no 
longer be allowed to use the services of assignees, forcing 
the organisation to again reduce the number of containers 
unpacked each day. “Allowing the concession for the 
appointment of assignees to remain in place offers a perfect 
solution to the issue of the verifying of containers and 
comes at no extra cost to the department, so we are hoping 
that government will consider making the arrangement 
permanent,” says Thomas. 

“Cold stores at Durban and Cape Town are able to break 
container seals without inspectors present, as long as they 
keep a register and are able to present samples for testing 
once the vet arrives. The application of VPN laws seems 
inconsistent, and we hope that government will urgently 
consider our request for a concession.”

Find out more about at www.humeint.com
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Safety & Shipping Review 2022: 
Safety and sustainability amidst 
stormy seas
Shipping losses may have fallen, but the Ukraine war, costly issues with large vessels, the 

shipping boom, and sustainability concerns muddy the waters. Since export and import of food 

products and ingredients to and from overseas markets makes use of the shipping industry, 

any impact on this sector has a knock-on effect along the food value chain.

The international shipping industry is responsible for 
the carriage of around 90% of world trade, so vessel 
safety is critical. The sector continued its long-term 

positive safety trend over the past year but Russia’s invasion 
of Ukraine, the growing number of costly issues involving 
larger vessels, crew and port congestion challenges resulting 
from the shipping boom, and managing challenging 
decarbonization targets, means there is no room for 
complacency, according to marine insurer Allianz Global 
Corporate & Specialty SE’s (AGCS) Safety & Shipping 
Review 2022. 

“The shipping sector has demonstrated tremendous 
resilience through stormy seas in recent years, as evidenced 
by the boom we see in several parts of the industry today,” 

says Captain Rahul Khanna, Global Head of Marine Risk 
Consulting at AGCS. “Total losses are at record lows – around 
50 to 75 a year over the last four years compared with 
200+ annually in the 1990s. However, the tragic situation in 
Ukraine has caused widespread disruption in the Black Sea 
and elsewhere, exacerbating ongoing supply chain, port 
congestion, and crew crisis issues caused by the COVID-19 
pandemic. At the same time, some of the industry’s 
responses to the shipping boom, such as changing the use 
of, or extending the working life of, vessels also raise warning 
flags. Meanwhile, the increasing number of problems posed 
by large vessels, such as fires, groundings, and complex 
salvage operations, continue to challenge ship owners and 
their crews.”
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The annual AGCS study analyzes reported shipping losses 
and casualties (incidents) over 100 gross tons. During 2021, 54 
total losses of vessels were reported globally, compared with 
65 a year earlier. This represents a 57% decline over 10 years 
(127 in 2012), while during the early 1990s the global fleet was 
losing 200+ vessels a year. The 2021 loss total is made more 
impressive by the fact that there are an estimated 130,000 
ships in the global fleet today, compared with some 80,000 
30 years ago. Such progress reflects the increased focus 
on safety measures over time through training and safety 
programs, improved ship design, technology and regulation.

According to the report, there have been almost 900 
total losses over the past decade (892). The South China, 
Indochina, Indonesia, and the Philippines maritime region 
is the main global loss hotspot, accounting for one-in-
five losses in 2021 (12) and one-in-four-losses over the past 
decade (225), driven by factors including high levels of trade, 
congested ports, older fleets, and extreme weather. The 
Arabian Gulf (46) and West African Coast (38) are fifth and 
sixth respectively over the same period. Globally, cargo ships 
(27) account for half of vessels lost in the past year and 40% 
over the past decade. Foundered (sunk/submerged) was the 
main cause of total losses over the past year, accounting for 
60% (32). 

While total losses declined over the past year, the number 
of reported shipping casualties or incidents rose. The British 
Isles saw the highest number (668 out of 3,000). Machinery 
damage accounted for over one-in-three incidents globally 
(1,311), followed by collision (222) and fires (178), with the 

number of fires increasing by almost 10%. Globally, most 
incidents, over the past decade, have been caused by 
machinery damage or failure (9,968), followed by collision 
(3,134), contact (2,029), piracy (1,995) and fire/explosion (1,747)

.
Southeast Asian waters are replacing the Gulf 
of Guinea 
Maritime piracy and armed robbery attacks reached the 
lowest recorded level since 1994 last year (132), according 
to the International Maritime Bureau (IBM). The drop can 
be attributed to successful intervention by authorities, but 
continued coordination and vigilance is necessary to ensure 
the long-term protection of seafarers given recent rising 
numbers of incidents in the Singapore Straits and Southeast 
Asia and recent reports of incidents in Ivory Coast, Angola, 
and Ghana waters.

The Gulf of Guinea remained the world’s piracy hotspot 
in 2021 but saw activity fall from 81 reported incidents in 
2020 to 34 in 2021, according to the IMB. The good news 
has continued in Q1 2022. The IMB’s latest global piracy 
and armed robbery report recorded 37 incidents globally in 
the first three months of 2022 – compared to 38 incidents 
over the same period last year – with nearly half of them 
(41%) occurring in Southeast Asian waters, particularly in 
the Singapore Straits. In comparison, there was a welcome 
decrease in reported incidents in the Gulf of Guinea region 
with seven incidents reported since the start of the year.  
There have been no reported crew kidnappings within 
the Gulf of Guinea waters in Q1 2022 compared to 40 crew 
kidnappings in the same period in 2021.

Ukraine impact: safety and insurance
The shipping industry has been affected on multiple fronts 
by Russia’s invasion of Ukraine, with the loss of life and 
vessels in the Black Sea, disruption to trade, and the growing 
burden of sanctions. It also faces challenges to day-to-day 
operations, with knock-on effects for crew, the cost and 
availability of bunker fuel, and the potential for growing 
cyber risk.

The invasion has further ramifications for a global 
maritime industry already facing shortages. Russian 
seafarers account for just over 10% of the world’s 1.89 million 
workforce, while around 4% come from Ukraine. These 
seafarers may struggle to return home or rejoin ships at the 
end of contracts. Meanwhile, a prolonged conflict is likely 
to have deeper consequences, potentially reshaping global 
trade in energy and other commodities. 

An expanded ban on Russian oil could contribute to 
pushing up the cost of bunker fuel and impacting availability, 
potentially pushing ship owners to use alternative fuels. 
If such fuels are of substandard quality, this may result in 
machinery breakdown claims in future. At the same time, 
security agencies continue to warn of a heightened prospect 

Impact on the Food 
Industry Supply Chain
According to Captain Rahul Khanna, Global Head of 
Marine Risk Consulting at AGCS,
• Maritime supply chain resilience has been thrown 

into the spotlight after a series of recent events 
including the Suez Canal blockage, Covid-19 
lockdowns, trade and political disputes, extreme 
weather and now Russia’s invasion of Ukraine have 
collided to cause unprecedented disruption to 
shipping and the flow of goods. Such events expose 
the weak links in supply chains and have magnified 
them. Developing more robust and diversified supply 
chains will become increasingly important, as will 
understanding pinch points and supply chain nodes.

• Both Ukraine and Russia are major food exporters. 
The commodities for which Russia and Ukraine play 
the biggest roles are wheat, barley, maize, sunflower 
seeds, and sunflower oils. They each provide about 
6% of global market shares in food calories. Russia’s 
invasion of Ukraine puts this at risk. The doubling 
of shipping fuel prices and charter rates compared 
to last year means countries that currently rely 
on Ukraine and Russian food imports will find it 
particularly difficult to replace them.

• One of the most common claims scenarios 
resulting from supply chain disruption and delays 
is the spoilage of refrigerated cargoes in container 
shipments.

The tragic situation in Ukraine has 
caused widespread disruption, 
exacerbating ongoing supply chain, 
port congestion, and crew crisis issues 
caused by the COVID-19 pandemic. 
Captain Rahul Khanna
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The International Nut Council (INC) Conference in Dubai 
revealed that together with all other tree nuts, South 
Africa’s macadamias have not been spared the fall-out of 
back-log into ports around the world; especially in China, 
one of the country’s largest trading partners.

Green Farms Nut Company (GFNC) was strongly 
represented at the event by their market-leading sales 
team, Green & Gold Macadamias, to garner valuable 
insight and further bolster this season’s sales strategy.

“Speaking to hundreds of traders and companies, 
including other macadamia processing businesses, made 
tangible the scale of logistical complexity the nut industry 
at large, and more broadly the fresh produce sector 
currently faces,” says Alex Whyte, sales manager, Green & 
Gold Macadamias.

The INC confirms this theme, which is underpinned 
by robust supply for this season (globally macadamia 
production is expected to be up 13.5%). Highlighting the 
likelihood of generally lower prices for all nuts. Industry 
leaders are responding by working together to promote 
the consumption of nuts.

“It remains unknown as to when shipping and 
logistical delays worldwide (at times taking up to four 
times longer than usual) will normalise. The issue is 
especially prevalent in getting the product to China, a 
huge buyer of South Africa’s macadamias,” continues 
Whyte. Late shipping is expected to impact processor 
cash flow later in the season.

Due to rising numbers of Covid cases in China, the 
country is once more in a national lockdown, this is 
creating even further difficulty to already backlogged 
channels into the country. GFNC’s strategy to spread 
sales to many different markets limits its exposure to the 
Chinese market. Because of this, their farmers are largely 
spared from any additional potential knock-on impacts in 
China.

This scenario translates at consumer demand level 
simply due to less availability of product on retail shelves; 
and not a decrease in desire for macadamia nuts, which 
remains strong. Freight costs have risen significantly in 
the last two years, resulting in any potential price benefits 
to end consumers not being passed on.

Logistical challenges aside, China’s demand for 
macadamia kernel is buoyant. A significant portion 
of their domestic crop is not suitable for in-shell 
consumption and in reaction to this the government 
is backing new product development initiatives and 
innovation. The country is unlikely to supply new products 
and vertical markets from the domestic crop for some 
time, which will bolster imports from South Africa and 
Australia in the short to medium term.

North America appears to be recovering from the 
pandemic with market recovery and kernel demand 
looking optimistic. New product development in these 
geographies slowed in the last two years, creating a lag in 
innovation and product launches.

Europe, the Euro, is experiencing the adverse 
impact of the Russian invasion of Ukraine, and rising 
inflation remains a concern. A weaker Euro means that 
macadamias are relatively more expensive this year than 
in 2021, despite them being less expensive in US dollar 
terms. Generally, demand remains resilient although 
there is a look to source from cheaper regions like Kenya.

“Australia has agreed on a new trade deal with India 
where Australia’s macadamias will be duty-free into 
India over the next few years coming down from a 30% 
import due to tax. This opens a new market and will 
have a notable impact on the prices and affordability of 
macadamias in India. Generally, a positive for macadamia 
producers,” concludes Whyte.

Global ports in gridlock thanks to COVID aftermath

of cyber risks for the shipping sector such as GPS jamming, 
Automatic Identification System (AIS) spoofing and 
electronic interference. Prior to the Ukraine invasion there 
had already been a number of these incidents, reported in 
the Middle East and China.
At the same time, the shipping industry continues to fall 
victim to cyber-attacks. India’s busiest container port, 
Jawaharlal Nehru Port Trust, was hit by a ransomware attack 
in February 2022, following incidents at US and South African 
ports in recent years.

“The insurance industry is likely to see a number of claims 
under specialist war policies from vessels damaged or lost to 
sea mines, rocket attacks and bombings in conflict zones,” 
explains Justus Heinrich, Global Product Leader, Marine Hull, 
at AGCS. “Insurers may also receive claims under marine 
war policies from vessels and cargo blocked or trapped in 
Ukrainian ports and coastal waters.” 

The evolving range of sanctions against Russian interests 
presents a sizeable challenge. Violating sanctions can 
result in severe enforcement action, yet compliance can be 
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a considerable burden. It can be difficult to establish the 
ultimate owner of a vessel, cargo or counterparty. Sanctions 
also apply to various parts of the transport supply chain, 
including banking and insurance, as well as maritime 
support services, which makes compliance even 
more complex.

A burning issue: fires on board
During the past year, fires on board the roll-on roll-off (ro-
ro) car carrier Felicity Ace and the container ship X-Press 
Pearl both resulted in total losses. Cargo fires are indeed a 
priority concern. There have been over 70 reported fires on 
container ships alone in the past five years, the report notes. 
Fires often start in containers, which can be the result of 
non-/mis-declaration of hazardous cargo, such as chemicals 
and batteries – around 5% of containers shipped may consist 
of undeclared dangerous goods. Fires on large vessels can 
spread quickly and be difficult to control, often resulting in 
the crew abandoning ship, which can significantly increase 
the final cost of an incident.

“Too often, what should be a manageable incident on 
a large vessel can end in a total loss. Salvage is a growing 
concern. Environmental concerns are contributing to 
rising salvage and wreck removal costs as ship owners and 
insurers are expected to go the extra mile to protect the 
environment and local economies,” says Khanna. “Previously, 
a wreck might have been left in-situ if it posed no danger to 
navigation. Now, authorities want wrecks removed and the 
marine environment restored, irrespective of cost.”

Higher salvage costs, along with the burden of larger 
losses more generally, are a cost increasingly borne by cargo 
owners and their insurers. “’General average’, the legal 
process by which cargo owners proportionately share losses 
and the cost of saving a maritime venture, has become a 
frequency event, as well as a severity event, with the increase 
in the number of large ships involved in fires, groundings 
and container losses at sea compared with five years ago,” 
explains Régis Broudin, Global Head of Marine Claims at 
AGCS. It was declared in both the Ever Forward and Ever 
Given incidents.  The large container ship Ever Forward ran 
aground in the US in March 2022 and was stuck for over a 
month before it was freed, almost a year to the day after its 
sister vessel, Ever Given blocked the Suez Canal.

Post-pandemic world brings new risk challenges
While the COVID-19 pandemic resulted in few direct claims 
for the marine insurance sector, the subsequent impact on 
crew welfare and the boom in shipping and port congestion 
raises potential safety concerns. Demand for crew is high, 
yet many skilled and experienced seafarers are leaving the 
industry. A serious shortfall of officers is predicted within 
five years.

The economic rebound from COVID-19 lockdowns has 
created a boom time for shipping, with record increases 
in charter and freight rates. While this is a positive for 
shipping companies, higher freight rates and a shortage 
of container ship capacity are tempting some operators 
to use bulk carriers, or consider converting tankers, to 
transport containers. The use of non-container vessels to 
carry containers raises questions around stability, firefighting 
capabilities, and securing cargo. Bulk carriers are not 
designed to carry containers, which could impact their 
manoeuvring characteristics in bad weather, and crew may 
not be able to respond appropriately in an incident. 

With demand for shipping high, some owners are 
also extending the working life of vessels. Even before 
the pandemic, the average age of vessels was rising. 

Although there are many well-managed and maintained 
fleets composed of older vessels, analysis has shown older 
container and cargo vessels (15 to 25 years old) are more 
likely to result in claims, as they suffer from corrosion, while 
systems and machinery are more prone to breakdown. The 
average age of a vessel involved in a total loss over the past 
10 years is 28.

Shipping bottlenecks and port congestion
COVID-19 measures in China, a surge in consumer demand, 
and the Ukraine invasion have all been factors in ongoing 
unprecedented port congestion which puts crews, port 
handlers and facilities under additional pressure. “Loading 
and unloading vessels is a particularly risky operation, where 
small mistakes can have big consequences. Busy container 
ports have little space, while the experienced labour required 
to handle the containers properly is in short supply. Add in 
fast turnaround times and this may result in a heightened 
risk environment,” explains Heinrich. 

Climate change: transition problems
With momentum gathering behind international efforts 
to tackle climate change, the shipping industry is coming 
under increasing pressure to accelerate its sustainability 
efforts, the report notes, given its greenhouse gas emissions 
grew by around 10% between 2012 and 2018.

Decarbonization will require big investments in green 
technology and alternative fuels. A growing number of 
vessels are already switching to liquefied natural gas 
(LNG), while other alternative fuels are under development, 
including ammonia, hydrogen, and methanol, as well as 
electric-powered ships. The transition to alternative fuels will 
likely bring heightened risk of machinery breakdown claims, 
among other risks, as new technology beds down and as 
crews adapt to new procedures.

View the full report here: Annual AGCS study

For those who 
remain, morale is low 

as commercial pressures, 
compliance duties and 

workloads are running high. 
Such a work situation is 

prone to mistakes – 
75% of shipping incidents 

involve human error,
 AGCS analysis shows.
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The paper identifies four major themes, emphasizing 
the necessity for a long-term digital strategy 
implementation4.  To recover from the pandemic’s 

disruptions, this plan should incorporate improved central 
customer focus, external collaboration, and data-driven 
decision-making.

Because of the interconnection and complexity of global 
supply chains, disruptions caused by logistical failures, 
natural disasters, or pandemics will have personal, societal, 
and economic consequences 1. When the pandemic hit, 
many global organizations with just-in-time operations 
had goods in transit, worth only a few weeks’ 1. From the 
standpoint of business resilience, having a well-defined 
strategy to manage unanticipated crisis is crucial to ensuring 
the continued success and survival of a company. When a 
problem strikes, normalcy ceases. 

Theme 1: Disconnect
There is a disconnect between internal efficiency 
investments and external collaboration.
With international lockdowns and continual disruptions 
adding to the burden, it’s no coincidence that 70% of 
organisations encountered supply chain interruptions 
in the past few years 3, 4. Meanwhile, 60% of businesses 
reported being unable to connect and collaborate with 
customers and suppliers in real time. As a result, the 
businesses were frequently unable to meet customer 
expectations. 

Furthermore, inventory supply was not secured 
despite 65 % of manufacturers and distributors and 64 % 
of organizations who invested in systems to meet order 
requirements and systems to manage inventory control, 
respectively.

While investing in internal efficiency is critical, customer 
and supplier engagement should be prioritised as well 4. 
What we are witnessing today is a ripple effect of supply 
chain disruptions. If organisations are unable to effectively 
communicate with external environment and adapt to 
supply chain changes, they may fall behind, regardless of 
how hard they strive to improve internally.

Theme 2: Misalignment
Execution is not aligned with digital roadmaps.
According to the survey, 69% of organizations considered 
a digitalization strategy targeted at enhancing existing 
processes using digital technologies when developing a 
digital roadmap 3,4. Only 29% of organizations, however, 
have committed to a full-fledged digital progression plan. 
48% of organizations committed to enhancing customer 
service. However, only 23% of organizations incorporated 
external collaboration (i.e., the capacity to collaborate with 
clients) as part of their digital strategy.

 Furthermore, investigation of digital strategy execution 
revealed an obvious disconnect. 34% of organisations 

SYSPRO, a global Enterprise Resource 

Planning (ERP) software provider, recently 

presented the findings of its 2021 global 

study, which investigated at the continual 

supply chain disruptions experienced by 

manufacturers and distributors today 3, 4. 

This online survey polled 163 manufacturing 

and distribution industry professionals from 

EMEA, North America, and APAC 4.

Realigning the links of the 
disconnected supply chain

BY JESS KELFKENS, FBR
SYSPRO’s 

2021 
Supply Chain 

Study 
Findings

Organizations are moving away from 
just-in-time supply chains toward a 
just-in-case model that emphasizes 
flexibility and diversification over rigorous 
efficiency 1. This enables them to react 
and change to meet customer needs 
while continuing operations.
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indicated investing in enhancing management of internal 
operations, quality, and warranty, while 33% of organizations 
focused to improve sourcing, procurement, and inventory 
management. Only 18% of organisations, on the other 
hand, invested in ways to boost external collaboration and a 
surprising 50% of organisations elected not to invest instead 
relying on existing systems.

SYSPRO research also revealed that many businesses 
lacked cloud collaboration capabilities prior to Covid-19, 
resulting in a scramble to implement them 2, 5. While 
other companies, that were already using IoT sensors and 
collecting data, often fell short when it came to effectively 
analysing data.  This underlines the necessity for a 
comprehensive digital roadmap and transformation plan, 
helping the organisation to be agile enough to adapt to 
future challenges.

Instead, a holistic framework should be pursued, 
connecting technologies within the organisation and with 
key stakeholders 2. However, many organisations leapt to 
digitalization without a solid digital strategy basis. 

Theme 3: Competitive Disadvantage
Supply chains are not globally competitive.
Business models as we know it are evolving 3, 4. No longer 
is simply selling a product sufficient to ensure long-term 
survival. Ideally, modern manufacturers should construct 
a team consisting of organizations to provide premium 
products and services at an optimal price. To accomplish 
this, it is essential that the correct data insights are obtained 
and evaluated.

Regarding technological investments, 47% of 
organizations had invested in IoT networks and sensors4, 
while only 20 invested in technologies to process and analyse 
the results of gathered data (i.e., data analytics) and a mere 
5% had considered AI and ML to derive any long-term 
advantage from the acquired data.

Theme 4: Customer Centricity
Customers are positioned at the supply chain end as 
opposed to the centre.
When the impact of these issues was reviewed, only 22% of 
organizations had witnessed revenue growth and 26% of 
manufacturers indicated that their clients were satisfied 
with them during the preceding year 3, 4.

Customer experience may impact an organisation‘s 
success 3, 4. While organizations improve operational visibility 
through technology investments and alternate eCommerce 
sales channels, the fact is that continuous and immediate 
cooperation with suppliers and consumers is essential.  
When the client is positioned at the heart of the supply 
chain, and their experience is not just an afterthought, a 
balance may be attained. Improved revenue will soon follow 
with real-time data insights into client demands.

Globally, there will always be supply chain disruptions 2. 
Nevertheless, manufacturers and distributors will be better 
equipped to adapt and satisfy customer expectations if 
they plan, manage, and respond appropriately to future 
disruptions. Regardless of technology investments, 
constant and real-time external engagement with suppliers 
and customers is key. Same-day delivery is now a norm, 
consequently organizations must adapt to fulfil this demand. 
Future-proof organisations combine customer experience 
and operational efficiency.

South Africa’s standpoint
Given the pandemic and Ukrainian war, South Africa 
managed better than most in terms of recovery from supply 
chain interruptions 2. Organizations can, however, always 
improve their digital agility.

South African manufacturers have a reputation for 
being slow in adopting digital change 2. To remain 
competitive, organizations must embrace digital innovation, 
with a goal of confronting rather than avoiding challenges. 
Additionally, when South African organizations adopt pivotal 
technologies, they mainly do so in isolation rather than 
embracing their full potential across the board. 
South Africans don’t anticipate instant gratification like 
Americans, which has help in certain respects 2. However, 
there is also a dramatic acceleration of e-Commerce in 
South Africa, emphasising changes in how businesses 
delivered products to customers.

Customers’ expectations for same-day deliveries are 
growing as they use e-commerce and online purchasing 
5,2. We live in a global economy; hence businesses must 
secure their supply chains and channels to satisfy the global 
customer’s expectations. Leading distributors such as 
Amazon have a high level of digitalization across the entire 
organization, attributing to their success and efficiency 2. 
Several South African organizations have proved that their 
model can be copied, with technology playing a crucial role.

According to the SYSPRO report, manufacturers must 
work together with consumers and suppliers to tackle 
existing supply chain issues3, 4. Essentially, the research 
found that your digital plan should be carefully aligned to 
evolving business demands. An ERP system may empower 
manufacturers and distributors by providing a platform 
that automates business operations to handle procurement 
and sourcing policy changes, distribution and lead 
time planning, and analytics that present data in real-
time to enable better decisions. Despite the downtime, 
manufacturers can make a change to boost operational 
efficiency and prosper going forward.

Discover more about them at: https://za.syspro.com/ 
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Microbiological contamination in milk and dairy 
products such as cheese, yoghurt or ice cream can 
have devastating consequences for consumers. 

Aggressive washdown routines using high pressure rinsing 
and caustic detergents are the means of choice for risk 
control in production environments in dairies and milk-
processing plants. The processes are always very similar, 
regardless of operation: rinsing, removing dirt, rinsing the 
system again; then disinfection to reduce microbiological 
contamination to a permissible level and rinsing again, 
provided the disinfectant does not have to remain on the 
system surface. Equipment manufacturers often describe 
systems and equipment that can withstand high pressure 
wet cleaning and caustic detergents as “washdown-capable”. 
However, the designation “washdown-capable” does not 
follow a uniform international standardisation, but merely 

reflects the internal risk assessment of the respective 
manufacturer and sometimes also considers industry-
specific requirements in the assessment. 

The result: From the customer’s point of 
view, this makes it difficult to compare the 
systems. Time to shed light on the darkness.

The Basics
When evaluating a checkweigher suitable for washdown 
environments, the degree of protection of its electrical or 
mechanical components, the materials used and the system 
design of the checkweigher from a hygienic point of view 
(surface finish, dismantling, etc.) must be assessed. 

Dynamic Checkweighing 
in Washdown Environments

Production environments in the dairy industry must meet high hygiene requirements to 

protect consumers from the spread of harmful bacteria, diseases or allergens in milk and dairy 

products. Especially with applications such as checkweighing in a washdown environment, it is 

worth looking at the small print before making an investment decision.

BY RAINER MUNDT, Head of Marketing at Mettler-Toledo Product Inspection Germany
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From the customer’s point of view, the ingress protection 
(IP) of electrical casings is often of particular interest. With 
regard to protection against ingress of water or solids, the 
IP rating developed by the IEC is certainly the best known. 
Rule of thumb: To ensure the washdown capability of the 
checkweigher, an IP66 or IP69 rating usually proves to be 
sufficient, for hygienic washdown environments IP69 is 
recommended. In addition to the IP rating as the most well-
known standard, the NEMA rating by the National Electrical 
Manufacturers Association, which includes a much stronger 
focus on environmental hazards beyond water and dust, 
should also be mentioned. Usually, the ratings NEMA 4 
(waterproof casing) and NEMA 4X (waterproof and corrosion-
resistant) are recommended for washdown environments 
and NEMA 4X for washdown processes in a hygienic 
production environment, respectively. Generally speaking, 
NEMA ratings are best used in combination with an IP rating, 
as the requirements of the two standards do not exactly 
match. IP ratings only indicate the degree of protection 
against dust and water, while the NEMA ratings take into 
account additional factors with regard to the suitability for 
the production environment, such as corrosion resistance, 
material thickness, etc.
 
Ratings: Just One Part of a Bigger Picture When 
It Comes to Washdown Capability
Sustainable, future-proof investment decisions for 
washdown-capable checkweighers cannot be based on 
ratings alone, though. Particular attention must be paid to 
the extent to which the production facilities in dairies are 
designed for efficient cleaning processes. Any loss of time 
during cleaning is synonymous with a loss of efficiency and 
revenue. Systems advertised as “washdown-capable” should 
meet the requirement of making the cleaning process as 
easy as possible. For checkweighers in food production, 
the two standards ANSI 3A 14159-3-2019 and ISO 
14159: 2008 are of particular interest. They deal with 
the design of mechanical conveyor belts for use in 
meat and poultry production and with the hygiene 
requirements for the design of machines in general. 
Making particularly high demands, they serve 
Mettler-Toledo as the hygienic design reference for 
dynamic checkweighing in washdown environments.

Easily Accessible Components and 
System Geometry
Mettler-Toledo has long been working on the 
development of product inspection systems that 
can not only withstand the stresses of intensive 
cleaning, but also make cleaning processes as 
easy and efficient as possible by means of the 
design of the device itself. With checkweighers, 
this includes the possibility of easily removing 
individual components such as the conveyor 
belts for both a more effective and faster cleaning – 
and ultimately the regular replacement of the 
belts in order to avoid production interruptions.

Before making an investment decision, it is also 
worth taking a look at the frame construction: An 
open design simplifies access to all areas of the 

device during cleaning that potentially come into contact 
with the milk products and can thus be contaminated. 
Product residues that have remained in the checkweigher or 
spilled on the floor, such as pieces of cheese or small flakes 
of butter, are much easier to remove with the open frame 
construction, minimising the risk of bacteria, mold or other 
contaminants accumulating unnoticeably in areas that are 
difficult to access. Corrosion resistance and the absence of 
pores in the materials used are essential. Therefore, the most 
economical material option is stainless steel. It is smooth, 

Mettler-Toledo recently introduced a range of 
washdown-capable checkweighers for weighing 
applications in food production. The systems have been 
developed for use in environments where cleaning 
processes with caustic detergents are used to manage 
the risk of bacterial contamination. 

Typical areas of application include the processing 
of meat, fish and seafood, but also baked goods and 
ready meals, where there is a risk of pasty and liquid 
product ingredients spilling and contaminating 
conveyor belts or other parts of the system that are in 
direct or indirect contact with food. 

The systems have an IP69 rating and can withstand 
common caustic detergents and disinfectants 
according to ECOLAB material resistance tests. The 
same applies to the touchscreens, which do not have 
to be removed or covered for cleaning purposes, thus 
reducing the time required for regular cleaning. The 
new checkweighers meet global regulations for belt 
materials that are expected to come into contact with 
food, including regulations (EC) 1935/2004 and (EU) 
10/2011. This in turn especially benefits customers in the 
export business in complying with FDA standards.
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non-porous, non-reactive, non-toxic, and durable. 
Customers should pay attention to welds on the frame 
being smoothed and polished to prevent dirt from 
building up. 

Inclined surfaces and rounded frame supports 
prevent an accumulation of liquids and/or solids in 
cracks or edges. Just as much care is required when 
placing and handling the user interface. It must be 
clarified at an early stage whether the user interface 
can be cleaned in the same way as the rest of the 
system. Ideally, the user interface has the same 
IP rating as the checkweigher. This considerably 
accelerates and simplifies the cleaning process, as the 
user interface does not have to be covered or removed.

Checklist
• Are horizontal or inclined casing surfaces installed?
• Do the operating panel and device have the same 
 IP rating?
• How big is the area of the device that is in direct   
 contact with the ground?
• Which norms and standards does the system meet?
• Does the manufacturer provide further information  
 on washdown capability beyond the IP rating?

For more information: 
www.mt.com/cw-washdown

About METTLER TOLEDO
METTLER TOLEDO is a leading global manufacturer of precision instruments and a service provider. The company 
ranks highly in a number of market segments and is a global market leader in many areas. METTLER TOLEDO is the 
largest provider of weighing systems and analysis instruments for use in laboratories and in-line measurement within 
demanding industrial and food production processes.

The Product Inspection division of METTLER TOLEDO is one of the leading providers within the field of automated 
inspection technology. The division includes the following brands: Safeline metal detection and X-ray inspection, 
Garvens and Hi-Speed checkweighers, and CI-Vision and PCE Track & Trace. The product inspection solutions improve 
manufacturers’ process efficiency and help them comply with industry standards and regulations. METTLER TOLEDO 
systems ensure consistently higher product quality, helping protect both consumers as well as the reputation of 
manufacturers and their products and brands.
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Supply chain woes continue to wreak havoc on the food industry, raising concerns over food 

quality and safety, and placing newfound emphasis on traceability systems. 

Both retailers and food manufacturers are struggling 
with the ripple effects of the ongoing lockdown in 
Shanghai, trade disruptions in the Black Sea region, 

fuel price shocks, and widespread port congestion and 
freight delays, notes Eskort Chief Executive Officer Arnold 
Prinsloo. 

“Global turmoil raises the risk that food will 
not be distributed swiftly, which in turn risks 
outbreaks of contamination and food-borne 
illnesses,” he says. 

“There’s a saying in the investment world that when the 
tide goes out, you can see who has been swimming naked. 
Likewise, in the food industry, it’s never been more important 
for manufacturers and producers to be able to track 
and monitor ingredients every step of the way to ensure 
consumer health and safety.”

The World Health Organisation estimates that as many as 
one in ten people globally, or 600 million individuals fall sick 
each year after eating contaminated food – a number which 
could skyrocket without the necessary food management 
controls. 

As a result of growing pressure on the 
industry, the global food traceability market 
is therefore expected to grow an annual 
average of 9.3% over the next three years, 
reaching a total value of some R325 billion 
by 2025. 

“As businesses, traceability offers the opportunity to help 
protect public health and reduce food waste by creating 
more agile and responsive food systems. This in turn works 
to safeguard brand reputations and build consumer loyalty,” 
adds Prinsloo. 

“Traceability also works to optimise supply-chains 
through measuring food losses and identifying weaknesses 
in supply chains. This significantly reduces the risk of food 
safety issues or product recalls and enhances efficiency. It’s a 
win-win for consumers and companies.”

Stringent control measures 
Demonstrating the level of detail demanded by well-
constructed traceability systems, Eskort’s own systems 
have been designed to monitor the smallest possible 
batches which are allocated unique serial numbers. This 
code captures a range of details such as the individuals 
responsible for packing product boxes, the time boxes were 
packed, the individual raw materials used, and their origins. 

“For pork products, this enables us to trace the meat all 
the way back to the individual pigs raised on specific farms,” 
states Prinsloo. 

“Where many companies take a broader approach 
by allocating a week’s production to a batch, ours are 
deliberately smaller for greater product control. This 
investment not only means greater food safety benefits for 
customers, but also reduces overall risk in terms of possible 
recalls.”  

To prevent any risk of cross-contamination between 
suppliers and farms, trucks from different farms are 
prohibited from entering its manufacturing premises at the 
same time and are disinfected before entering or leaving.

Eskort maintains strict compliance with Pork 360 
standards for improving animal welfare and enhancing 
biosecurity throughout value chains.

It also adheres to the FSSC 22000 international food 
management system accreditation. This includes strict 
requirements for environmental and product testing, 
record-keeping, temperature controls, fraud prevention, and 
product tampering protections. 

“We have an onsite laboratory for daily environmental 
testing, and we also submit raw material samples to an 
external laboratory for independent verification. All proteins 
need to be tested before use to prevent food fraud, and both 
our plants are under full camera surveillance,” he notes. 

“The costs involved are considerable, but absolute 
transparency and safety is make or break for food brands. 

Far from being a regulatory burden, investing in more 
rigid controls and systems represents a strategic 
opportunity to generate greater value for households 
and businesses.”

Supply chain risks demand more
stringent traceability measures

For more information: 
https://eskort.com/
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The regulatory landscape for food labelling in South 
Africa is complex. Regulations promulgated by the 
DOH (Department of Health), DAFF (Department 

of Agriculture, Forestry and Fisheries), under the DTIC 
(Department of Trade, Industry and Competition) the NRCS 
(National Regulator for Compulsory Specifications), and even 
Consumer Protection Act can apply. 

Labelling and advertising of foodstuffs in South Africa 
is governed by the Department of Health through the 
R146 REGULATIONS RELATING TO THE LABELLING AND 
ADVERTISING OF FOODSTUFFS (2010). This is the main 
applicable regulation and discusses, amongst other aspects, 
product naming, text sizes, allergens, nutritional information, 
and claims.

The Declaration of Net Contents must comply with 
the Trade and Metrology requirements of SANS 289 and is 
administered by the NRCS. Whether the quantity must be in 
mass (weight) or volume is regulated. Certain products also 
have required “prescribed quantities”, so you can be limited 
to what size of something is sold (though in practice, I have 
not found this to be a problem).

Your product must be named correctly - misnaming 
can be misleading to the consumer. It’s important to know 
your product and whether additional regulations apply, 
such as DAFF regulations for agricultural/ tuisnywerheid 
(home industry) type products such as jams, olives, olive oil, 
dairy products, and imitation dairy products. Certain Fish 
and meat products including tinned ones have additional 
Compulsory Specifications through NRCS. Some of the 
additional requirements may be different from what the 
Department of Health requires, especially regarding 
text sizes.

The Department of Health has additional regulations 
for infant formula and baby food, bread, soft drinks, 
bottled water, and a number of other products.

The Department of Health has regulations for 
Preservatives and Antioxidants - food products may only 
contain certain preservatives, and in regulated amounts.

Similarly, they also regulate other additives. South 
Africa has put regulations in place so that we follow the 
Codex Alimentarius requirements for Additives - except for 
Preservatives and Antioxidants. It’s wise to have a trained 
Food Technologist or experienced New Product developer 
involved in your New Product Development - I have 
occasionally come across a product label where the additives 
are not permitted in the product type!

South African common allergens must be declared in the 
ingredients list, or in a warning statement. If any additives or 
compound ingredients or anything else contains a common 
allergen it needs to be declared, so it’s necessary to know 
where your ingredients come from. A statement such as 
“Made in a Factory that processes Allergens” cannot be used 
as blanket protection – your factory must have allergen 
management in place. Every country has its own list of 
common allergens, so if you market internationally, they may 
well have other or additional common allergens to ours.

The most surprising place to find a food label 
requirement is, for me, the Consumer Protection Act. It’s 
not so much that there is something, because having a 
statement about not being misleading would make sense.  
But the labelling requirement for foods that have origin 
in Genetically Modified (GMOs), is found there. If any 
good, or ingredient, contains 5% or more of an ingredient 
of GM origin, then it must be labelled “contains 

Product labelling Understanding the 
Regulatory Framework

The labelling of food products is a question that gets raised time and time again, and 

compliance with the correct regulations is vital, but it goes beyond that. We’ve brought

 together some advice from some experts in the industry, who work closely with product 

labelling, and have key insights to help you ensure your compliance. 

BY GILLIAN DE VILLIERS, Food Label Regulatory Consultant Chimera Systems
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The size of your label
Smaller packages are exempted from the full 
labelling requirements and only need to show 
limited mandatory information. Additionally, 
depending on the total area of your label you may 
be permitted to use a smaller font size.

The images you’re going to put on your label
Any images printed on your product’s label should not misleading
or deceptive or create the wrong impression regarding the contents of 
the package, the quality of the product or any properties.  Another 
thing to keep in mind is if the images put emphasis on one or more 
ingredients in the product, a quantitative ingredient declaration 
(QUID) may be required.

Formulation changes
If your product’s formulation changes, the label will likely need 
updating. The ingredients list, allergen statement and shelf life may 
be affected. The product may also need to be re-analysed for its 
nutritional content and the nutritional information table will need to 
be updated accordingly.

Languages
All information on food labels must appear in English. However, if 
there’s enough space on your package, consider adding in another 
one of our official languages.

Prohibited statements
There are many statements, words and claims that may not appear 
on product labels - this is to protect the consumer from deceptive 
marketing. Words including Wholesome, healthy, health, nutritious, 
and cure are widely used in the marketing, advertising, and even on 
the labels of many products, however they are prohibited by R.146

Undeclared allergens
Mislabelling of allergens are the leading cause of recalls in the USA 
and Australia and many other countries, according to Statista and 
Food Standards Australia. 
Sources: https://www.statista.com/chart/20681/us-food-recalls-by-
type/ and https://www.foodstandards.gov.au/industry/foodrecalls/
recallstats/Pages/default.aspx 

Seeing that allergic reactions can cause serious illnesses and even 
death, it pays to be extra careful in this regard - under the consumer 
protection act, you may be liable for damages caused if the consumer
 is not adequately warned about the presence of allergens in a product.

Can you substantiate your claims?
R.146 lays out strict requirements to make claims. If your label contains 
any nutrient content or “free-from” claims, you need to be able to back 
it up with up-to-date evidence, usually from an accredited laboratory.

Your consumer
Finally, when designing your label, you need to keep your consumer at 
the front of mind. A label should educate the consumer, enable them 
to make informed choices, and help them use the product safely. 
Are all words clear and easy to read? How will your consumer use the 
product - do you need more straightforward storage or preparation 
instructions?
  

                                                           For more information: 
                                                           www.entecom.co.za          

Genetically Modified Organisms”.
Nutritional information - the 

nutritional table is not required on all 
products, but if it is given it must follow 
the DOH requirements. Our nutritional 
table is different from international 
ones, so if you import a product, or 
want to also market it elsewhere you 
would need a different nutritional table 
(other countries also have other label 
differences).

If a nutrition claim is made, then 
nutritional information is mandatory. 
As defined: a ‘“nutrition claim” is any 
representation that refers to a specific 
nutrient or food constituent content 
of a particular foodstuff’. Only certain 
nutritional claims are allowed – and 
are specified in R.146. In some cases, 
there are additional requirements: for 
example, “source of protein” requires 
a certain percentage of protein, but 
also that it is a high-quality protein, as 
defined by the amino acids.  In general, 
a claim is also based on the portion 
size: the portion must provide a certain 
percentage of, the Nutrient Reference 
Value (NRV) needed per day of the 
applicable Nutrient (such as a vitamin) 
for which the claim is made.

The claims “healthy”, “wholesome”, 
“nutritious” or similar are not permitted 
at all – a single food cannot make a 
balanced diet.

Some (non-nutritional) claims such 
as “organic”, “halaal”, “vegetarian” 
require the product be grown or 
produced in a certain way, and often 
a certification is needed to verify this 
(organic, halaal), or is the clearest 
way to have confirmation of this. The 
meaning must also be in-line with 
what consumers will expect - so a 
“vegan” product cannot contain honey.

Other marketing claims, such as 
“exclusively grown in the Franschoek 
valley, and handpicked” - are allowable 
if true. It’s very important not to be 
misleading to the consumer. In fact, 
in general when I look at a label, I 
consider whether the information 
would be correctly understood by 
an average consumer. I believe 
most of the regulations were put in 
place to protect 
consumers, who 
do not necessarily 
understand very 
much about food 
production and 
processing.

BY PAULA LOUW, Freelance Food Safety Consultant, Entecom
8 Key Labelling Elements to Consider

For more information:
 https://chimerasystems.co.za/

Can you tick all these boxes?
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Be Aware: You need to comply with more than just R146
There are many different regulations to take into 
consideration for example SANS, NRCS, Agriculture 
Regulations/ Acts. Many people just google and the first 
thing that comes up is REGULATIONS RELATING TO THE 
LABELLING AND ADVERTISING OF FOODSTUFFS. It is 
extremely important to understand under which regulations 
or Acts your product falls under. You must read the whole 
regulation before implementing any information to your 
label. Please do not jump the line to implement the draft 
R429. The regulation has not yet been approved to be 
implemented. 

Be Aware: Label Sizing 
All information on the label does have a height requirement, 
space requirement or where it must be placed. This all 
depends on the weight mass or square meters of your labels. 
Therefore, it is extremely important to have someone to 
assist in this matter and to guide you correctly. 

Beware: Correct Claims
Ensure when you develop a product that your product is 
in line with the claims and the additives allowed in your 
product. We always get questions on “why can that supplier 
add claims and we cannot”. Most of the answers are that 
your product development and nutritional values are not the 
same as that supplier. 

This also applies to gluten free claims or allergen free 
claims. These claims have been misused in the industry 
for quite some time now. If you would like to make these 
claims, ensure that your product is tested or complies with 
all relevant regulations. You cannot simply just state “Gluten 
free” because your product does not contain gluten. 

Beware: Pictorial, images, illustrations, storylines
In the industry many people want to place beautiful images 
or place emphasis on too many ingredients, not knowing 
that they would need to give the percentages of the ingoing 
ingredient on the label. At the end of the day if you add too 
many images it will give away your recipe. If your product 
contains strawberry flavouring and you would like to add 
images to fresh strawberries for example this is not allowed. 

Be Aware: Experience counts
Having experience in the Retail environment people think 
that all designers understand food packaging and the 
applicable regulations. This leads to many issues on shelf as 
the actual packaging material is not suitable for the storage 
conditions required for that specific product or does not 
comply at all with the regulations. Having the right designer 
can save you money at the end of the day when it comes 
to printing on the actual label material. I always say let the 
designer do the creativity and we do the legal part. 

Be Aware: Write it Right
There are ingredients that would need to be written in 
a certain way as per the regulations R146. For example, 
Sunflower oil must be written as Vegetable oil (Sunflower 
seed). You can use the category names as per the regulations 
to make your ingredient list shorter.

Beware: Advertising is not Excluded
The REGULATIONS RELATING TO THE LABELLING AND 
ADVERTISING OF FOODSTUFFS covers advertising as well. 
If you cannot make a claim on your packaging, you are also 
not allowed to place the claim on your advertising, website, 
pamphlet, or TV advert. 

Beware: Misleading Claims
This is extremely common in industry. For example, if 
oranges are high in vitamin C it does not mean that your 
product whereby oranges have been added makes your 
product high in vitamin C. You would have to do a nutritional 
analysis on all nutritional claims you would like to make. This 
must be done by an accredited ILAC laboratory. 

Be Aware: Know your Laboratory. 
Do not let laboratories take advantage of you, simply 
because you do not know what to test your products for. 
One of my concerns in the industry that there is a demand 
for nutritional testing, but no specifications as to what the 
products must be tested for. In this case some laboratories 
may add extra testing information that will cost the client 
unnecessary costs. It is important to note if you do not make 
any nutritional claims, you do not have to do a laboratory 
test. This can be calculated as per the legislation. 

Be Aware: Barcodes Requirements. 
Barcodes also have height requirements and magnification 
requirements that will need to be applied if you place your 
barcode on the label. If the product cannot be scanned 
correctly, in most retailers you will be fined per product not 
scanning. This also frustrates the customer because the 
teller must enter the code, and this can take time. Some 
customers will then just abandon the product. 

Be Aware: Bakery and Deli Too
Bakery items or deli products also have labelling regulations 
that must be on the printed sticker or available at the point 
of sale. Not many stores are aware of this. Allergens and 
ingredients must be available when customers ask. Stores 
must train their staff to have this information on hand to 
easily assist the client when they have questions. If the staff 
misinform the customer, for example regarding an allergen, 
this could lead to medical issues for the customer and the 
store could be held liable. 

Beware: Both Supplier and Seller are Responsible. 
The regulations state the supplier and seller is responsible for 
the product being sold in stores. When a product is sold to 
the store or retailer it is still the responsibility of the producer 
and the seller if the product is not compliant. Both will be 
liable. Therefore, major retailers have a regulatory team to 
check their own brands as well as in some cases supplier 
brands for compliance. Ensure when signing a contract 
with a store that they do not just place legal liability on you. 
This does not give the supplier advantages to not follow the 
regulations. 

Be aware and beware!
Labelling Do’s and Don’ts
BY LANDRÉ THOMAS, Regulatory and Compliance Consultant, LT Food Labeling Consultancy 

www.ltfoodlabelingconsultancy.com
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The Chenin Blanc Association (CBA) has a plan to grow 
Chenin’s popularity and accessibility with a simple new 
style indicator that will appear on wine bottles as an 

icon, either on the back label or as a sticker. The intention is 
to give Chenin shoppers a straightforward “what you see, is 
what you get” signal. 

“Part of Chenin’s charm is its versatility,” 
explains Ken Forrester, a prime mover 
in establishing the CBA and the world-
class reputation of local Chenins. “You 
can make absolutely delicious Chenins 
across the spectrum from bone-dry 
to lusciously sweet, from bright and 
breezy to layered and complex. 

“That’s the good news. The not 
so good news is that Chenin can 
therefore sometimes be confusing to 
shoppers. How do they know what 
taste characteristics to expect from 
the bottle they pick off the shelf?

“To simplify selection, we’ve 
created a linear scale icon. It starts with 
Fresh at one end and Rich at the other, with 
Fruity positioned right in the middle. An arrow indicates 
where along the line the wine fits from a taste point of 
view.  It is not a reflection of the chemical composition of 
the wine. The location of the arrow serves as a quick and 
readily understandable predictor of what you can expect 
stylistically.”

The style indicator, that has been developed in 
collaboration with the South African Wine & Grape Research 
Institute at Stellenbosch University has been approved by 
the South African Wine Industry and Systems (SAWIS), the 
body that collates and interprets wine industry information 
and administers the industry’s Wine of Origin system.

The new icon is being trialled by several large-scale, as 
well as smaller boutique producers. Some are linking it to a 
QR code to provide consumers with the option of additional 
aroma and flavour information.

“Those producers who are part of the pilot will 
incorporate the ‘show and tell’ style icon on their labels from 
the 2022 vintage,” Forrester says. “We hope that ultimately 
all CBA members will adopt it in our bid to make Chenin 
shopping that much easier. Not all labels will feature QR 
codes.  But those producers who go this route will be able to 
take consumers to more in-depth descriptors that align with 
the Chenin Blanc Aroma Wheel.”

The linear scale sensory descriptors, from Fresh to Fresh/
Fruity, Fruity, Fruity/Rich and Rich are drawn from the 
Chenin Blanc Aroma Wheel. The wheel was devised in 2007 
by the CBA, together with Stellenbosch University and 

several industry players.
Forrester says wines falling on   

the Fresh side of the scale icon will be 
refreshingly crisp and zesty.  Those at or 

near the Fruity point will show fruit and 
spice characters, while those at the Rich 
end of the spectrum will likely show some 

evidence of oaking, and notes of baked or 
dried fruit with buttery and vanilla tastes.

He says efforts to build Chenin’s prestige 
profile domestically are already bearing fruit with wines 
priced between R100 and R120 a bottle growing 96% in 
volume between 2020 and 2021. Chenins retailing between 
R90 and R100 increased by 87%, and those in the R70 to 

R80 band, by 49% over the same period.
“Overall, there has been good growth across the pricing 

continuum, but we are particularly pleased by the rising 
interest in wines priced above the R70 mark.”

Find out more about the Chenin Blanc Association (CBA)
The CBA, established in 2000, seeks to promote the 
reputation of Chenin Blanc as a source of outstanding 
quality wines across the stylistic spectrum. In addition to 
showcasing local expressions of the grape in single-variety 
and blended wines at South African and international 
events and bringing Chenin Blanc wines to the attention of 
international gatekeepers and tastemakers, the CBA also 
runs the annual Chenin Blanc Top Ten Challenge. It is also 
involved in academic, technical and market research on 
the grape, its viticulture, viniculture, climate resilience and 
consumer appeal.

Chenin made easy 
with this “show-
and-tell” taste icon

Labelling case study: 

http://www.chenin.co.za/ and
http://www.chenin.co.za/style-indicator.html
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Dairy Survey
Tate & Lyle PLC, a leading global provider of food and 
beverage ingredients and solutions, commissioned new 
research amongst consumers in the UK, France, Germany, 
Poland, Spain, and Sweden, to investigate attitudes towards 
dairy consumption. The research uncovered opportunities 
for food and drink manufacturers to do more to encourage 
young people to eat dairy products.

The purchase of dairy products has been on the decline 
for several years with many turning to dairy alternatives. 
Younger consumers are much more likely to eat dairy 
alternatives – with 35% eating non-dairy cheese, 33% eating 
non-dairy ice cream and 46% non-dairy milk, at least once 
a week.

• However, a third (34%) of 18-35-year-olds in Europe are 
consuming more dairy than they were three years ago.

• The frequency in which young consumers eat dairy 
products is high, with 71% eating cheese, 81% drinking 
milk and 69% eating yoghurt at least once a week.

• 77% of 18-35-year-olds said they are happy to consider 
eating more dairy products if they could try products with 
less fat, sugar, and allergens.

• Health is a key priority for the younger generation, with 1 
in 4 (39%) 18-35-year-olds stating they felt dairy products 

contained too much fat and 34% claiming that dairy 
products contain too much sugar.

• A flexitarian diet seems to be on the rise amongst 
consumers of all ages, who switch between dairy and 
dairy alternatives depending on the meal type. 39% said 
they eat dairy cheese at dinner, compared to 26% who 
chose a dairy alternative. 32% preferred dairy yoghurt at 
breakfast, while 26% liked a dairy alternative yoghurt as a 
mid-morning snack.

• Consumers are also for more sustainable choices – 
with 18% of older consumers saying products with 
environmental certifications would be a big factor in them 
increasing their dairy intake

• 19% of younger consumers were looking for more 
environmentally friendly packaging and 20% for a longer 
shelf life.

Delphine Forejt, Dairy Category Development 
Manager at Tate & Lyle, said: “Our research 
found that nearly three quarters of 18-35-year-
olds who are eating less of dairy are happy 
to consider eating more dairy products if 
they could try products with less fat and 
sugars. Whilst dairy products have long been 
associated with goodness, in today’s world, the 
dairy industry must adapt to modern consumer 
tastes, convenience and healthier lifestyles. 
At Tate & Lyle we are committed to working 
with customers to help them overcome these 
challenges and deliver tasty products that 
consumers love.”

From low sugar yogurts and zero sugar dairy 

milk to animal-free cheese, ice cream and 

creamers made with ‘real’ dairy proteins, the 

dairy sector is not slowing down. As consumers 

look for healthier products, they are aiming 

to reduce sugar in every way possible. Animal 

free products is another area that is gaining 

traction. Now is not the time for the dairy 

sector to take their foot off the gas in terms of 

innovation and reformulation, especially since 

the younger market is gaining interest in the 

new options coming on to the market.

Dairy Bites

Beth Nieman Hacker,
 Market Research Director 

at Tate & Lyle, said: 
“Our research has uncovered some
 interesting emerging trends when

 it comes to how and why consumers 
are purchasing dairy. It is so important 
to understand how behaviours, values 

and appetites are changing and the 
drivers behind these shifts, so food 

and drink brands can launch 
products that meet the needs 

of consumers today.”

For more information on how Tate & Lyle collaborates 
with customers dairy visit: 
www.tateandlyle.com/our-expertise/dairy 
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Despite all the opportunities in the dairy sector right now, 
there are also challenges.  According to leading dairy 
industry logistics role-player, Tip-Top Milk, dairy industry 
operations and overall agricultural economic growth are 
significantly stifled by the shocking conditions of rural roads 
across the country.

This statement comes in the wake of concerns raised 
by Agri SA, the KZN Agricultural Union, Kwanalu, and other 
provincial agricultural unions regarding the poor state of 
roads across the country and the severe implications this has 
on food and job security and overall economic progress.

“During a four-month period, from November 2021 to 
February 2022, Tip-Top Milk spent R176 000 in fleet repair 
costs due to poor road conditions in KZN alone. In addition 
to fuel price increases, it is the South African public who rely 
on this food supply, that are directly affected,” says David de 
Jager, CEO of Tip-Top Milk. 

He continues, “Unfortunately, the current road conditions 
have forced us to make some difficult decisions on where 
we can collect milk from and deliver milk to, which comes at 
a great cost to the entire dairy value-chain and is affecting 
farmers and those we supply.” 

Experiencing the deteriorating conditions of rural and 
agricultural roads first-hand daily, Tip-Top Milk drivers report 
serious damage as they traverse KwaZulu-Natal, Eastern 

Cape, Northwest, Mpumalanga and Free State collecting, 
delivering and supplying milk. 

“Our drivers contend with dangerous potholes, uneven 
road surfaces, washed away roads, chronic corrugation, 
and sometimes impassable roads. Their safety is of the 
utmost priority, and we do everything we can to ensure 
that they are taken care of in terms of rest, food, safety, 
health and training, but the repair and maintenance of road 
infrastructure is beyond our control,” said de Jager.

Tip-Top Milk provides the Southern African dairy industry 
with milk logistic services and marketing of producers’ milk, 
while ensuring that the processes of collecting, sampling, 
testing, and delivering of this milk is timeous, safe and cost-
effective for all.

The cost of fleet repair as a direct result of poor road 
conditions is costing all logistics companies greatly, which 
in turn has an impact on the price of fresh produce for 
consumers.

“Urgent action from government, municipalities, 
stakeholders and leadership in attending to these concerns 
is needed. If road infrastructure in rural and agricultural areas 
is not attended to timeously, this will have a devastating 
impact on the dairy industry and food security, as well as on 
the economy,” said de Jager.
For more information, visit www.tiptopmilk.co.za 

In keeping with the global trends, LANCEWOOD® has 
launched the first Double Cream Lactose Free Yoghurt 
in South Africa and puts the spotlight on the health 
benefits of yoghurt.

LANCEWOOD®’s new Lactose Free Double Cream 
Tropical Fruit Yoghurt means that those who may 
be lactose-sensitive, or intolerant can now enjoy the 
delicious, extra creamy, and fruity taste of yoghurt again.

Lactose intolerance refers to the inability to fully 
digest the milk sugar, lactose, found in dairy. This lactose 
free yoghurt is made with extra care where a lactase 
enzyme is added during the yoghurt-making process. 
This enzyme breaks down the lactose sugar into glucose 
and galactose - making this yoghurt a little kinder on the 
digestive system. 

In line with consumer demands for more healthy 
snacks, LANCEWOOD® is promoting the nutritional 
benefits associated with yoghurt, namely that:
• Yoghurt is a good source of high-quality protein, 

supplying the amino acids needed to build muscles 
and other tissues. Getting enough protein is important 
for appetite regulation as it increases the production of 
hormones that signal satiety.

• Regular yoghurt consumption may significantly 

 reduce the prevalence of 
nutrient deficiencies for 
riboflavin, vitamin B-12, 
calcium, magnesium, and 
zinc.  

• Getting enough calcium 
plays a role in helping to 
regulate body weight, body 
fat and metabolic function. 

• Yoghurt is also known 
to be a good source of 
potassium, which may help ease tension 
inside blood vessels positively impacting blood 
pressure

According to Shereen Anderhold, LANCEWOOD® 
Marketing Manager, “Consumers are constantly looking 
for new and delicious ways to spoil themselves. With our 
expanding yoghurt range, we strive to offer the perfect 
flavour to meet various consumer demands. Whether 
you’re following a specific diet, looking for a pick me 
up, protein boost, convenient snack or simply craving a 
guilt-free indulgent treat, LANCEWOOD® has the ideal 
yoghurt for you and your family.”
Visit www.lancewood.co.za for more. 

SA roads threaten dairy industy growth

LANCEWOOD® launches Lactose Free
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Libstar Nova is an incubator project, enriching the daily 
lives of local entrepreneurs by helping them scale at 
unprecedented pace. Currently, Libstar is on the hunt 

for well-established, food-focused small business brimming 
with potential to partner with, like its latest acquisition – 
Umatie, a growing baby-food brand. 

Johan Greeff, Chief Growth Officer for Libstar, says, 
“Libstar Nova takes us back to the roots of how we were 
originally founded. By partnering with local entrepreneurs, 
we can move into adjacent categories, explore new 
innovations, and access core capabilities and talent. “Most 
importantly, we can leverage all our resources and expertise 
to be a real catalyst for growth for South African small 
businesses. That’s our aim. We want these businesses to fly. 
That’s what sets Libstar Nova apart and gets to the heart of 
what our family is all about.”

Greeff says that targeting innovative entrepreneurs 
brings top talent into the Libstar fold. “Our entrepreneurial 

value is to innovate boldly and work tirelessly. By seeking 
people who have already built successful ventures, we 
typically find individuals whose values and tenacity match 
our own. As a business with a family philosophy, we’re also 
after family-run ventures. Umatie ticks both boxes.”

Umatie – a quality, family-focused baby and children food 
brand – is Libstar Nova’s first ever acquisition. 

He adds that Nova has many exciting acquisitions lined 
up, with particular focus in the health and localised supply 
arenas. “Watch this space!” 

What Umatie’s acquisition means to its 
founders
Umatie was founded by two sisters, Anna Olivier and Judi de 
Jongh, in 2012. When Judi was little, she couldn’t pronounce 
‘tamatie’, so she’d ask her mom for an ‘umatie’ – hence 
the name. When Anna’s first baby started solids, Anna 
delighted in making her special dishes to try. Seeing how 

South Africa has seen several strategic acquisitions over the last year. What makes Libstar’s 

new Libstar Nova division different is its commitment to work alongside the founders to 

nurture the businesses they built. 

Libstar incubates innovation 
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much her baby loved the food, Anna and Judi decided to 
share these tasty meals with other babies. Leaning on their 
shared passion for good food, the sisters birthed the Umatie 
brand, which aims to make weaning effortless and help busy 
parents ‘buy’ back time to spend with their families. 

Anna says, “A happy heart is 
one that gets fed lots of yummy 
food… Umatie is just that. Good 
food for little eaters!” On the Libstar 
acquisition, Anna adds, “Just as little 
ones need food to grow and reach 
their full potential, so do businesses. 

We remain fully immersed in 
running all aspects of the business 
and are excited about the backing 
from Libstar Nova to assist with this 
growth. We look forward to making 
our brand accessible to many more 
South African households.”

With Libstar’s might behind it, 
Judi says the sisters are aiming to grow Umatie’s 
retail footprint and add exciting new baby and kid products 
to the mix. The brand will expand at scale but will stay true 
to its roots. Anna says, “We have painstakingly ensured 
that we have a reliable, quality product before taking the 
next step to scale and expand. We believe that if you do 
something, you should do it well! This has also contributed
 to Umatie being very much loved by our customers.”

Libstar has acquired a majority share in Umatie and will 
partner with Anna and Judi. Greeff adds, “We invest for the 
long-term. We’re not just adding capital. We are partnering 
with entrepreneurs on the journey.”

Umatie has 
big dreams, and 
with the support 
of Libstar Nova, 

the sky is the limit 
for our 

Umatie baby! 

To find out how to take the next step, 
contact nova@libstar.co.za

Could your business be next?
Greeff concludes that Libstar is looking for other 
established ventures (between R15 to R50 million per 
annum turnover) to partner with. Its mission is to support 
local entrepreneurs that share its values and passion for 
great food. “If that’s you, we’d love to chat! Libstar Nova 
gets to back to our roots and encapsulates our groups’ 
purpose – to enrich people’s daily lives. By investing in 
local businesses, we give back to the country on multiple 
levels in a way that makes sound business sense.”
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Striding ahead in Carbon Neutrality
What are the hurdles?

In a recent conversation with Bill Marler, 

he commented that there is an easy way 

to learn, and there is a hard way to learn. 

Although he was talking about food safety, 

the principle remains true for other areas of 

the food industry – including sustainability.

When we saw the new of the Westfalia Fruit 
Group’s achievement of the One Carbon World 
Carbon Neutral International Standard for 15 of its 

businesses for 2020 we wanted to dig in and learn from their 
experience and share insights for other companies also on 
the sustainability journey towards a carbon neutral status.

With the help of One Carbon World, the company 
calculated its footprint for 2020, and their achievement is 
applaudable. Westfalia Fruit in Peru, Westfalia Colombia, 
Westfalia Fruit Marketing in South Africa and Westfalia Fruit 
BV in the Netherlands have also achieved carbon neutrality 
status for their scope 1 & 2 emissions as well as certification 
under the One Carbon World Carbon Neutral International 
Standard, a carbon footprint verification organization and a 
recognized resource partner in the UN’s Climate Neutral 
Now initiative.

For Westfalia Fruit’s GHG emissions that cannot currently 
be avoided, the company compensated with emissions 
reductions (carbon credits) certified by VERRA, through 

afforestation projects in South America that are 
converting degraded grasslands into forest plantations.

“As part of our ongoing commitment to the environment 
we work towards the wellbeing of the planet and are focused 
on climate change mitigation. We are proud to receive 
this certification which is a step on the road to our long-
term target to be ‘lifetime carbon neutral’ by 2049,” said 
Johnathan Sutton Group Safety & Environment Executive at 
Westfalia Fruit International.

Find out more at: https://www.westfaliafruit.com/ 

“We are guardians 
of the environments and 
communities in which we 

operate, and our aim is to ensure 
our environmental commitments 

become an integral part of our 
day-to-day activities. We seek ways to 

continually improve our environmental 
performance and operate in a 

responsible manner, by focusing 
on priorities such as reducing waste

 and making reductions in our
 carbon emissions,”
 Johnathan Sutton
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The methods
2021 saw the company make significant progress towards 
its sustainability targets: reducing the company’s carbon 
footprint per kilogram of fruit by 5%, waste to landfill by 
almost 9%, liquid fuel used by 26% and electricity usage 
by 4%. At the same time, it increased recycled waste by 
28%, water use efficiency by 14% and own electricity 
generation by 50%. 

Effective water management is another key area of 
improvement that has the potential to improve efficiency 
by up to 50%. The company has pioneered a low-flow drip 
irrigation technique that saves a significant volume of the 
water used to grow the crop, while also increasing the 
output and economic value of the fruit. 

Each of these areas requires a strategic plan to 
implement, and companies which do not already have 
plans in the pipeline should be looking to put those in 
place for 2023 and beyond.

The challenges
Change never comes without challenges, and the last 
few years have certainly held more than their share.  We 
asked Westfalia to share their thoughts on some of the 
current obstacles. 

FBR: What are the biggest supply chain challenges you 
are currently facing

Westfalia: With the high energy prices and increased 
transportation cost we require more than ever a solid 
planning, due to unstable shipping schedules and limited 
availability as well as labour shortages.

FBR: How the Ukraine/Russia war has impacted 
Westfalia’s fresh produce exports to the EU

Westfalia: We have suspended our business with 
Russia. We are navigating unprecedented price and 
volume impacts in the EU and as a result of this, 
together with Ukraine’s growing market partially 
closing for the industry. 

FBR: Share your thoughts on the current shipping 
challenges, is this affecting Westfalia, and is it impacting 
food exports/food spoilage/wastage in general in the fresh 
produce sector?

Westfalia: Yes, it is impacting the whole industry including 
Westfalia, and requires more than ever careful planning 
and proactive continuous management. We have 
managed to limit the impact on our customers as well 
as food wastage. 

The future
Organisations have a lot to juggle. There will always be 
the immediate challenges that need to be dealt with 
immediately, and with responsiveness. COVID, lockdown, 
shipping logistics, and wars that add pressure to supply 
chains are some of the recent examples that testify 
to this. 

But organisations also need to be planning for long-
term goals, and these need to be wider than just the 
outcomes of the financial year. Businesses need to respond 
to the demands of the ethical consumer, and incorporate 
objectives that serve the wider world, and global goals. 
There is an easy blueprint for this – to join thousands of 
other businesses around the world and align with the 
United Nations Sustainable Development Goals. Some 
examples that are particularly pertinent for the food 
industry include:

A supplier of choice to retail, wholesale, and food-service customers, Westfalia operates sales offices in the UK, Europe, 
North America, Latin America and southern Africa. Fruit is packed in diverse formats and expertly ripened to deliver 
optimal eating quality. 
For more information visit www.westfaliafruit.com manufacturers and their products and brands.

One Carbon World is a carbon neutral not-for-profit 
organisation and a global resource partner of the 
Climate Neutral Now Initiative, launched by United 
Nations Climate Change (UNFCCC)

They help organisations measure, reduce, and 
compensate, thus reducing greenhouse gas emissions 
around the world. They operate in 24 countries and 
have already secured a commitment for reducing 
and compensating 20 million tons of CO2e from the 
atmosphere
Find out more here:  www.onecarbonworld.com

You can find out more about the SDGs here: 
https://sdgs.un.org/goals 
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Pick n Pay launches their new 
strategic plan
The Pick n Pay Group launched a comprehensive new strategic plan, which Group CEO Pieter 

Boone described as the “biggest and most important change in Pick n Pay for many years”.

The goal of the four-year plan is to deliver Group turnover 
growth at a compound annual rate of 10% - resulting in 
market share growth for the Group of at least 3%. The Group 
has also pledged through the plan to increase its profit 
before tax (PBT) margin to above 3.0% by FY26.

The five key elements of the new strategic plan are:

1.  A new customer value proposition (CVP) for 
Pick n Pay
After almost a year in customer research, with over 7,000 
customer interviews, the Group will be “redefining its 
relationship with the Pick n Pay customer”.  Pick n Pay will be 
organised into two customer-facing brands, each designed 
around specific customer needs.  The new CVP is currently in 
a testing phase, but the core elements are:
• Pick n Pay “Project Red” stores will be organised to deliver 

low prices and great quality.  They will have a range of 
around 8,000 SKUs, with an emphasis on essentials, a 
strong fresh offer, and excellent service  

• Pick n Pay stores will offer a depth of range, and an 
emphasis on quality, innovation and freshness.   These 
stores will have a range of around 18,000 SKUs, giving 
customers great value, linked to best quality.  They will 
cater to customer aspirations, including through a fully-
integrated omnichannel offer

These two Pick n Pay brands, together with the Group’s 
Boxer business, will cover the market in a way that meets 
specific customer needs, and will appeal to the entire South 
African customer demographic.

2. Accelerating Boxer Growth
Boxer is already the leading limited-range discounter in 
Africa, offering price-conscious customers high-quality 
products at fantastic everyday prices.  

The Group plans to double Boxer’s turnover by FY26 
through a combination of new store openings (200 over 
the next three years), and consistent like-for-like growth in 
existing stores.

This is great news for customers across the country who 
are seeking exceptional value, and great news for the growth 
of our Group.  

3. Achieving Omnichannel and Digital 
Leadership 
Pick n Pay has concluded a commercial services agreement 
with the Takealot Group which will see the launch of a 
dedicated Pick n Pay on-demand food, grocery, and liquor 
offer on the Mr D app, which currently enjoys over 2.5 million 
active customers.  The service will launch in August 2022 
and will be available nationwide by the end of the current 
financial year.  

The Group sees this new offer as a decisive initiative in 
its plan to grow significantly in the fast-growing online food 
and grocery market.  The new offer will benefit from Pick n 
Pay’s expertise in food and grocery, and its nationwide store 
network.  Takealot will bring its industry-leading technology, 
and unrivalled delivery network.  Pick n Pay’s market-leading 
Smart Shopper loyalty programme will be integrated into the 
offer, with customers able to earn points when shopping for 
Pick n Pay groceries on the Mr D app. 
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4. Project Future Phase 2
Project Future is the Group’s modernisation and efficiency 
plan, with savings directed into giving customers lower 
prices and better value.  Phase 1 of the plan delivered R1 
billion in savings over two years.

Project Future Phase 2 will reduce costs by a further R3 
billion over the next three years.  The Group is confident that 
substantial efficiencies can be achieved in areas including 
store productivity, supply chain and working capital, 
commercial buying, goods not for resale, modernisation of 
support offices, and a more sustainable and efficient store 
state.  

5. Winning through People
Key to the plan is a goal to build a future-fit, high-
performance team, delivering consistently every day for 
customers. The Group has an intensive people plan in place 
to achieve this, including new initiatives on talent planning, 

recruitment and retention, training, mentoring, and
development, effective hybrid working, and innovative staff 
engagement. Greater diversity is also a priority, building on 
momentum achieved in recent years.

Commenting on the Strategic Plan, Group CEO Pieter 
Boone said that the goal was to unlock the full potential of 
the Pick n Pay Group.  

“I have been CEO of this great company for just over a 
year.  Day after day, I have become more convinced about the 
potential of this business.  With my team, we took time to face 
the unvarnished truth about our market and our business. 
We know what extraordinary strengths we have but are also 
very clear on the things we need to change.

“I am hugely excited by each element of the plan.  
Through our new customer value proposition for Pick n 
Pay, we will give customers a more tailored and personal 
experience, better prices, and more exciting stores.  Boxer is 

                                 already a phenomenal business, and  
                                     our pledge to open 200 new 

stores will be great news for                                            
customers in search of the 

best value in the market.  
Our commercial 
agreement with the 
Takealot Group will 
transform the market 
for on-demand grocery, 
with over 2.5 million 
customers on the Mr 
D app benefiting from 
a dedicated Pick n 
Pay food and grocery 
offer, and Takealot’s 

unrivalled delivery 
network.  Project Future is 

improving our business day by 
day by making it leaner, more 

                          productive, and more modern - with the 
savings pledged towards even better prices for customers. 

“It is a comprehensive and balanced plan, and a 
significant new chapter in the Group’s history.

“In taking the plan forward, I have full confidence in my 

Our colleagues, 
our national network of 
stores, our community of 

loyal franchise partners, are 
amazing assets, as is the strength 

of our brand.  But we can do 
much more, and the exciting plan 

we have built will enable us to 
accelerate the momentum 

we have built over the 
past year. 



34     |     May 2022     |     Food & Beverage Reporter                                                                                                                                                                                                                                    www.fbreporter.co.za  

team, which is significantly different from the past, has spent 
a lot of time building the plan with me, and is fully aligned 
on our priorities. I can tell you they all have the will and the 
skill to take the Group to its full potential.”

“Our best, your best” –
The Pick n Pay store formats will have a strong focus on 
fresh and have been designed to create a more aspirational 
shopping experience complete with more space between 
aisles and sections giving the sense of a ‘shop-within-a-shop’ 
experience. The stores boast the highest quality at great 
value, and customers can expect new ranges with innovative 
products. Staff have also undergone dedicated training to be 
eager-to-assist product specialists so as to provide customers 
with knowledgeable advice. 
 1. Fresh produce: Customers will be greeted with quality 

as they enter stores with the latest in fresh produce 
display. The fruit and vegetable section will strongly focus 
on seasonality, and Pick n Pay has developed exclusive 
varieties for its customers with a strong local supply base 
with best-in-class capabilities. The expansive section allows 
customers to explore the latest innovations in fresh fruit 
and vegetables.  

2. Butchery: Pick n Pay has created a destination for meat 
and poultry within its store, which includes a dedicated 
steak shop. The section will offer the widest range and best 
quality – delivered to customers by trained butchery staff. 

3. Cheese & Wine: Stores will boast an extensive and exciting 
range of everyday and speciality cheese and a specially 

crafted wine range. Dedicated wine advisors will also be 
able to help provide expert advice to customers. 

4. Bakery: The new look Pick n Pay store format will have a 
dedicated bakery alcove – including new counters and

dedicated tables – to showcase and deliver more freshly 
baked goods to customers. There will also be an emphasis 
on baking with healthy ingredients to cater to the trends 
around health and indulgence. 

5. Improved in-store experiences with a focus on themes 
and destinations –  such as health, indulgence, snacking, or 
hot beverages. 

6. The stores have created a “one-stop-shop” for home 
cooking by showcasing innovative products that can drive 
convenience for customers wanting to show off in the 
kitchen without the fuss. This includes the finest ranges 
for entertaining both in and outdoor and Pick n Pay’s new 
premium “Crafted Collection” product range. 

7. Increased space for wine and liquor offerings in stores, or 
adjacent PnP Liquor Stores. This will include a ‘destination’ 
for whiskey and gin within PnP Liquor stores.

8. PnP Clothing in supermarkets will have optimised 
 ranges to serve customers’ clothing styles from baby to 

active wear.

Pick n Pay and Takealot have signed a commercial 
services agreement which will enable customers 
across South Africa to buy Pick n Pay food, groceries, 
and liquor on a new platform on the Mr D app.  

This new service brings together the strengths 
of Pick n Pay and the Takealot Group. Pick n Pay 
will bring its tremendous expertise in running fresh 
food and grocery, its nationwide store network, and 
its leading Smart Shopper loyalty programme. The 
Takealot Group will bring its proven ability to satisfy 
online, its technical expertise, and its unrivalled 
delivery network.

The Pick n Pay Smart Shopper loyalty program 
will be embedded in the Mr D app so that customers 
will be able to earn points when buying Pick n Pay 
groceries on the Mr D app.
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IIn particular, the spicy-and-sweet flavour combo has 
become a real crowd-pleaser in regions where consumers 
are not used to a lot of heat in their food (and also in 

places where they are). Science backs the suitability of this 
combination as well. The body processes spice through 
receptors in our taste buds and the capsaicin in chilies binds 
to the taste buds, which can cause that familiar warming or 
burning sensation. Sweetness helps balance out the spice.

After over two years of taking solace in familiar comfort foods, 
there has been a resurgence of interest in sweet heat from 
both consumers and companies, though consumer interest 
is about twice as high as business interest. While sweet 
heat may sound pretty straightforward, there is potential for 
complex flavour notes to appease curious palates based on 
different sweet and heat ingredients used.

Spice is no longer just a generic chili or a few twists of the pepper grinder. Consumers have 

increasingly become comfortable with the concept of a more complex heat, which also offers 

different underlying flavour notes, much like wine or tea 

Adding a little spice to life
BY RANJANA SUNDARESAN, Lead Research Analyst, Spoonshot

An example of a more complex sweet 
heat that has become increasingly 
popular in the recent past is hot honey 
- honey infused with chilies (or any 
form of heat, really). In fact, business 
interest in hot honey (references in 
articles and blogs written by industry 
professionals in business media 
channels) shot up by 108% in the 12 
months to Feb 2022, while consumer 
interest grew by 8%.

Consumer interest in sweet heat grew by 25% in the 12 months 
to February 2022 and business interest grew by 35%
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generator” to inspire product 
development and innovation.
This outputs concepts consisting of 
3-4 ingredients based on consumer 
liking, novelty, flavour, and growth in 
references in the media. We looked at 
hot honey concepts that combined a 
honey variant, heat variant, and any 
third ingredient using the concept 
generator. Here are the top results for 
potential flavour combinations.

Hot honey is by no means a new 
flavour, but it has been more prevalent 
overtly 
in food service, rather than in home 
recipes or in the products space. It’s 
increasingly being drizzled atop pizzas, 
doused on fried chicken, and spread in 
burgers and sandwiches.

Wendy’s, for example, just launched 
a new hot honey chicken sandwich, 
containing all-white meat chicken 
breast, melted Pepper Jack cheese, 
Applewood smoked bacon, and pickle 
chips, topped with hot honey and 
served on a premium bun. Wendy’s is 
said to have spent two years creating 
its own hot honey to use, with 
habanero as their chili of choice for 
its fruity flavour. This sandwich is now 
available on the chain’s official menu, 
rather than being a limited edition. 
This could go a long way in taking hot 
honey from a fad to a full-time flavour 
trend.

Our analysis found that hot honey 
was highlighted as a dish ingredient in 
just 0.4% of restaurant menus, mostly 
in expected dishes (like the ones stated 
above), but it can be expanded to other 
dish types too. For example, it’s been 
seen as an ice cream topping and 
added to cocktails.

There has been significant interest 
in spicy flavours and the specific 
peppers that impart them as well as a 
general interest in the provenance of 
ingredients over the last few years. In 
this regard, highlighting the specificity 
of not just the chili, but also the type of 
honey used will elevate the sweet heat 
experience for consumers and allow for 
premium versions of this flavour.
Spoonshot is trialling a “concept 

Overall interest in hot honey grew by 51% in the 12 months 
to February 2022 (the red line)

Within online consumer conversations, interest in the 
combination of honey and chilies has also been on the rise over 

the last few years 

Distribution of hot honey in restaurant menus, by dish type

To access more FoodBev insights 
like these and over 15+ whitepa-
pers & reports for free, sign up 
for the free version of Spoonshot 
platform here: 
https://bit.ly/3Nxi2pk
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Does honey expire?
Honey’s high viscosity, acidity, and sugar content (i.e., low 
water activity) can suppress microbial growth [2]. The low 
water activity does not always render the environment 
fatal for microorganisms; it simply pauses their metabolism 
and prevents them from proliferating. This is known as 
Cryptobiosis. Hence if you combine honey with water, it 
begins to ferment, producing mead. 

So why do we require gamma irradiated or 
pasteurised honey?
Honey, as a natural product, is not sterile, it can be 
contaminated with spores of Clostridium botulinum, 
Clostridium tetani, bacillus subtilis etc. [2] Furthermore, honey 
has been linked to the acquisition of infections such as 
tetanus, botulism, and Clostridium difficile colitis in infants. 
Though rare, they can be fatal.

All these are caused by Clostridium bacteria, which 
are widespread in soil but can only grow in low oxygen 
conditions. Clostridium bacteria, produce spores that 
can tolerate years, if not decades, of dryness. Once they 
reach the intestines, the spores have a suitable low oxygen 
environment in which to flourish. Infants lack the diverse gut 
microbiota of adults in addition to having underdeveloped 
immune systems. This allows Clostridium bacteria to multiply 
and produce toxins, which can lead to fatal infections. 
Clostridium cannot take over the intestines of healthy adults 
because they are already overcrowded with typical intestinal 
microbiota. As a result, infants should not be fed honey.

Gamma irradiated honey is medical grade
While the term ‘medical grade honey ‘ remains uncommon, 
it refers to honey that has undergone sterilization via a 
minimally invasive procedure known as gamma irradiation [2].
Irradiated honey is the safest type of sterilised honey, causing 
relatively little (if any) modifications in its composition [2]. 
Additionally, infants may be given irradiated honey [2]!

What is radiation?
Radiation is the emission of energy in the form of particles or 
waves [2]. At the atomic level, radiation involves either massed 
(protons, electrons, and neutrons) or massless particles 
(eg. photons or light). In the context of photons, radiation 
is simply photons with far greater energy (eg., energy of a 
gamma ray is 200,000- 3,000,000 eV) than for instance visible 
light (1.5-3.5 eV). Such photons are referred to as “ionising 
radiation” because they contain so much energy.

Photons are emitted from the radioactive source into the 
irradiation chamber. Eventually, the photon will collide with 
other atoms in the chamber, expelling atom elements like as
electrons or photons, and neurons. This causes the atom to 
become an ion (charged), which means it can no longer be a 

part of the molecule. As a result, the molecule breaks.
 Perhaps the molecule in question was a strand of bacterial 
DNA. Perhaps it was a water molecule, and now highly 
reactive hydrogen(H+) and hydroxide ions (OH-) are hunting 
for the first thing to react with within a cell. Every single cell, 
and hence atoms within, housed in the chamber is subjected 
to hundreds of ionising particles. Ultimately, too many 
microbial cells become irreparably damaged and die.
Food irradiation is often accomplished by exposing foods to 
regulated doses of gamma rays emitted by the radioactive 
substance cobalt 60. Radiation destroys the internal 
architecture of living cells and kills or deactivates them as it 
travels through them.

It is safe and will not render your food radioactive or 
modify its nutritional composition. It might however affect 
the flavour. Foods that have been completely irradiated 
are labelled with the international radiation symbol and a 
statement indicating that the product has been irradiated.
Ionizing radiation can be used to destroy microorganisms 
in food and other organic materials, such as blood. Food 
irradiation, while effective, is rarely utilised due to public 
acceptability issues [2].

Honey: Raw vs 
Irradiated
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Does gamma irradiation alter the attributes or 
antibacterial properties 
of honey?
Chemical changes in food occur to variable degrees as a 
result of any treatment [2]. In essence, yes, although only to a 
limited degree [2].

According to the Hussein S. Z. et al 2014 study, gamma 
irradiation influences the composition of honey [5]. This 
study looked at the alterations that occurred after gamma-
irradiation of two varieties of Malaysian honey (Gelam and 
Nenas) [5]. The outcomes included some parameters that: 
• Remained unaltered, including pH, acidity, minerals, and 

sugar content. [5]

• Were significantly reduced, such as moisture, vitamin E 
content, and hydroxymethylfurfural (HMF) level. [5]

• Substantially increased, these included colour intensity 
and vitamin C content. [5]

Since that this honey is utilised externally rather than 
inside, these alterations have no effect on honey’s wound 
healing qualities [2].

Honey’s antibacterial properties are unaffected by 
gamma irradiation [2]. According to Peter Molan, no 
substantial change was identified in either peroxide activity 
(in honeys having antibacterial activity due to enzymically-
generated hydrogen peroxide) or non-peroxide activity of 
the honeys investigated [4]. Samples were analysed for the 

presence of microorganisms both before and after gamma 
irradiation [4]. The honeys were tested against Staphylococcus 
aureus and demonstrated no significant shift in either 
type of antibacterial activity as a result of this technique of 
sterilising, even when the radiation dosage was doubled (to 
50 kGy) [4][2].

Is gamma irradiation an effective sterilisation 
method for honey?
Yes. The aforementioned Peter Molan investigation found 
that 25 kGy of gamma-irradiation was adequate to achieve 
sterility in honey inoculated with Clostridium perfringens 
and Clostridium tetani spores [4].

Furthermore, the study presented at the International 
Nuclear Conference 2002 by Norimah Yusof et al. revealed 
the following findings [3][2].
• Gamma irradiation (at 25 kGy and 50 kGy) had no effect 

on the antibacterial activity of honey when honey was 
introduced to a bacterial solution of staphylococcus aureus 
following irradiation. [3]

• Heating irradiated honey to 50° C did not diminish its 
antibacterial activity. [3]

The research concluded that “gamma irradiation is beneficial 
to cleanse honey from pathogenic contaminants and 
to sterilise honey for safe use with no alterations in its 
organoleptic and antibacterial properties [2][3].

Rowse Honey
In the UK, Rowse, the country’s biggest honey brand, entered the 
savoury space for the first time with two hot honey products under the 
brand Rowse Fusion. This is to leverage the increased interest in home 
cooking and expand appeal among younger consumers with new 
flavour options.

The Chilli Fusion variant is infused with bird’s eye and guajillo chilies, 
while the Smokey Fusion variant is infused with garlic, black pepper, 
and chipotle.

These products show how hot honey can become a lot more 
sophisticated by highlighting the use of specific types of chilies and 
peppers to give consumers a breadth of heat variants.

Van Leeuwen 
This artisanal ice cream company based in New York was 
recently in the news because of its hit mac-and-cheese ice 
cream, which was so popular it has now become part of their 
main line. Now they’re back with a whole host of quirky flavours, 
including hot honey. This is a vanilla ice cream with a hot honey 
swirl and bits of honeycomb for that bit of crunch. This product 
has also proven to be quite popular and showcases just how 
versatile this sweet heat flavour combo can be.
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Directive (EU) 2019/904 of the European Parliament and 
of the Council of 5 June 2019 on the reduction of the 
impact of certain plastic products on the environment 

lays down the demands relating to plastic products, in this 
case, single use beverage packaging.

According to the directive, “The high functionality 
and relatively low cost of plastic means that this material 
is increasingly ubiquitous in everyday life. While plastic 
plays a useful role in the economy and provides essential 
applications in many sectors, its growing use in short-lived 
applications, which are not designed for re-use or cost-
effective recycling, means that related production and 
consumption patterns have become increasingly inefficient 
and linear. The steady increase in plastic waste generation 
and the leakage of plastic waste into the environment, in 
particular into the marine environment, must be tackled in 
order to achieve a circular life cycle for plastics.”

Beverage bottles or composite beverage packaging used 
for beer, wine, water, liquid refreshments, juices and nectars, 
instant beverages or milk all fall under the label of single-use 
plastics, which are in the line of fire as a major sources of 
plastic pollution, and an obstacle to the EU goals for a circular 
economy.

The European Commission 
The directive also places specific focus on caps and lids 
made of plastic which are used for beverage containers, 
claiming that they are among the single-use plastic items 
that are found the most on beaches in the EU. The directive 

states that “beverage containers that are single-use plastic 
products should only be allowed to be placed on the market 
if they fulfil specific product design requirements that 
significantly reduce the dispersal into the environment 
of beverage container caps and lids made of plastic. For 
beverage containers that are both single-use plastic products 
and packaging, that requirement is in addition to the 
essential requirements on the composition and the re-usable 
and recoverable, including recyclable, nature of packaging 
set out in Annex II to Directive 94/62/EC.”

The result? A surge of tethered cap solutions being seen in 
beverage products, read more overleaf.

   

Tethered caps are closures that stay connected to the bottle when opened and used, and 

as of July 2024, European consumers can expect to see them on most, if not all, single use 

beverage containers.

References: 
https://eur-lex.europa.eu/ processing
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Single-use Plastics: 
The tethered cap trend

These new requirements include:
 
•  a 77% separate collection target for plastic bottles by 2025, 
 going up to a whopping 90% by 2029
•  the introduction of design requirements to connect caps to  
 bottles
•  targets to incorporate 25% of recycled plastic in PET bottles 
 as from 2025 and 30% in all plastic bottles as from 2030.

The European Commission 
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Coca-Cola ensures that
‘no cap gets left behind’

Coca-Cola Great Britain (CCGB) 

in partnership with Coca-Cola 

Europacific Partners,  has 

announced  it is introducing 

new, attached caps to its 

plastic bottles, making it 

easier to recycle the entire 

package and ensure no 

cap gets left behind. 

Production of bottles with
 attached caps will begin today at CCEP’s site in 
East Kilbride, Scotland, meaning that consumers in 

Scotland and the North of England will start to see new caps 
attached to 1.5l bottles of Fanta, Coca-Cola Zero Sugar and 
Diet Coke. The switch is set to be completed for all plastic 
bottles across Coca-Cola GB’s range of brands by early 2024.

 All of Coca-Cola’s bottles, including the caps, have been 
100% recyclable for many years but not all are being recycled. 
Bottle caps are often discarded and littered. The new design 
means that the cap stays connected to the bottle after 
opening, so the whole plastic bottle and attached cap can be 
recycled together reducing the potential for it to be littered 
while still giving consumers a positive drinking experience.  

 Working in partnership with CCEP, Coca-Cola is the first 
major soft drinks company to announce the switch across 
its entire range in Great Britain. Coca-Cola has announced 
major initiatives both globally and locally to help create a 
“circular economy” for plastic, which are key to Coca-Cola’s 
ambition to create a World Without Waste. Last year CCEP 
announced that it had reached its target of using 100% 
recycled plastic – excluding caps and labels - in all its 500ml 
or smaller bottles sold in Great Britain ahead of schedule, 
helping to save around 29,000 tonnes of plastic per year. 

 The move also follows CCEP’s transition to Shrink to 
Board packs at the business’ Sidcup manufacturing site last 
year, alongside light-weighting of its aluminium cans, which 
are now 22% lighter than just two years ago. CCEP is starting 
the changeover to attached caps initially from its bottling 
plant in East Kilbride, Scotland followed later this year by its 
site in Edmonton, North London and the rest of its sites in GB 
over the next 18 months.

 Stephen Moorhouse, General Manager at Coca-Cola 
Europacific Partners, Great Britain said: “This is a small 
change that we hope will have a big impact, ensuring that 
when consumers recycle our bottles, no cap gets left behind.

“The move is just one of the steps we’re taking as part of 
our This is Forward sustainability action plan, which targets 
six key social and environmental areas where the business 
has a significant impact and formsa key element of our 2040

net zero target. It’s also one 
of many steps we’re taking towards 
our global commitment, in partnership with The Coca-Cola 
Company, to help collect and recycle a bottle or can for every 
one that we sell by 2025, on our journey towards a World 
Without Waste.”

“As the world’s largest independent bottler of Coca-Cola, 
we recognise that we have a leading role to play in pushing 
innovation and design to produce more high-quality recycled 
plastic which can be converted into new bottles.” 

“We are proud to be leading the industry in Great Britain, 
with production of the new attached caps to our plastic 
bottles first taking place right here in East Kilbride, following 
£32m in investment into the site since 2017.”

 Seamus Kerrigan, Operations Director at Coca-Cola 
Europacific Partners in East Kilbride, said: “We are very 
proud to be leading the way as the first site in GB to start 
production of plastic bottles with attached caps. The 
milestone follows significant investment in our production 
lines to prepare for this – and other manufacturing 
innovations – to produce some of the most loved, well-known 
global brands in the most sustainable way possible, from 
right here in East Kilbride.  Last year saw the introduction 
of on-the-go bottles made from 100% recycled plastic, and 
the transition from plastic to paper straws on Capri-Sun, the 
largest children’s juice drink brand, which is also produced 
here. This latest milestone is a huge achievement and I’m 
excited to see where we’ll go next.”

 Adam Herriott, Sector Specialist, WRAP “This great move 
from Coca-Cola Great Britain supports the on-going work 
with the UK Plastics Pact in trying to ensure that as much 
plastic packaging is captured and recycled as possible. In 
2020 we saw the amount of plastic packaging being recycled 
increase from 44% to 52%. The small changes are what adds 
up to make a big difference and when it comes to recycling, 
the higher quality of the material the better. We look forward 
to seeing more innovations in this area”. 
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Julia Luscher, Vice President Marketing, Tetra Pak, 
comments: “We are delighted to be supplying a number 
of customers with tethered cap solutions, helping them 

to ‘walk the talk’ towards their sustainability ambitions. 
Understanding our customers’ needs and having collected 
consumer insights through multiple pieces of research 
across various markets [3], our new tethered caps have been 
designed to enhance convenience. For instance, they are 
easy to open and re-close for subsequent consumption, 
while featuring carefully sized diameters for smooth pouring 
and drinking.”

Tethered caps play an important role in preventing litter, 
as the cap will stay attached to the package. They could also 
help reduce the carbon footprint of the carton when they are 
chosen by food manufacturers as plant-based options, made 
from polymers derived from responsibly sourced sugarcane, 
thereby increasing the renewable content of the package. 
Additionally, a majority of Tetra Pak’s tethered cap portfolio 
features a reduced amount of plastic [4]. Depending on the 
various solutions, the company achieved a plastic content 
reduction ranging between 7% and 15%.    

Marco Marchetti, Vice President Packaging Materials, 
Sales and Distribution Solutions, Tetra Pak, adds: “Starting 

Joining forces with leading beverage 

producers, Tetra Pak is launching tethered 

caps on carton packages. Marking a 

significant milestone in the company’s long-

term work on design for recycling, five new 

tethered cap solutions are currently being 

introduced across Ireland, the Baltics [1], Spain 

and Germany in different product categories 

– a market first for these geographies. As part 

of a wider programme, this development 

paves the way for Europe-based customers to 

stay ahead of schedule and meet the Single 

Use Plastics (SUP) Directive coming into force 

by 2024[2].

Tetra Pak partners with leading beverage brands 
to launch the world’s first tethered 
caps on carton packages 
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with these five new introductions, we are planning to equip 
approximately 300 packaging lines with tethered caps in 
Europe by the end of 2022. Considering the scale of change 
required across the value chain, early collaborations like 
these are putting the food and beverage industry on a fast 
track to accelerate the transition to a low carbon 
circular economy.”

• In May, Borrisoleigh Bottling Ltd (BBL) is set to start  
 commercial production of the new plant based 
 C38 Pro tethered cap on Tetra Top® 330 and 
 Tetra Top® 500 carton packages. Based in Ireland, 
 BBL is an experienced and awarded water producer,  
 who’s seeking ‘to lead the industry towards a more  
 responsible and sustainable future’.
• The new HeliCap 26™ Pro closure – on a Tetra Prisma®  
 Aseptic 1000 Square package - is being tested since  
 February 2022 in the Baltics with Cido Grupa, who is  
 leading the juice segment in that region since many 
 years and exporting its products to over 20 countries 
 across the globe. 
• In Spain, LY Company Group – that is driving the 
 growth of carton-packaged water in the country,   
 with the mission of ‘reaching a turning point in which  
 both society and companies are aware of the 
 importance of choosing sustainable packaging for the  
 conservation of the planet’ – will soon start commercial 
 production of the new plant-based DreamCap™ 26 
 Pro closure on a Tetra  Prisma® Aseptic 330 Square  
 package. 

• In the same country, Lactalis Puleva – part of the Lactalis  
 Group, a world leading dairy company - has chosen to  
 test the new HeliCap™ 23 Pro closure. The cap, in its  
 plant-based option, has been applied to Tetra Brik®  
 Aseptic 1000 Slim packages for the brand Lauki, on shelf  
 since March this year. 
• Weihenstephan, one of the oldest and most popular  
 German dairy brands, will soon test the production of  
 the new LightWing™ 30 closure, on a Tetra Brik® Aseptic  
 1000 Edge carton.

The company has also heavily invested towards an 
improved manufacturing experience for customers. Tetra 
Pak’s new high quality, automated production lines for 
tethered caps utilise Artificial Intelligence technology for 
increased efficiency.

Marchetti concludes: “We are on a journey towards 
creating the world’s most sustainable food package, a carton 
that is fully made from responsibly sourced renewable or 
recycled materials, is fully recyclable and carbon neutral. We 
are ramping up investment in the development of alternative 
solutions across our packaging portfolio such as tethered 
caps and other drink-from systems, to reduce littering while 
increasing the renewable share of our cartons.” 

“In total, we are investing around €400 million in 
the development and roll-out of tethered cap solutions, 
including a €100 million investment last year in our 
Châteaubriant plant in France to accelerate the production 
of tethered closures. By working seamlessly across multiple 
project streams and covering approximately 40 different 
packages with tethered caps, we expect to sell over 1.5 billion 
such closures by year end.” 

More information about Tetra Pak is 
available at www.tetrapak.com processing

P  ckaging
FOR THE FOOD INDUSTRY

References
•   [2] An integral part of the wider approach announced in the Plastics Strategy and an important element of the EU Circular Economy Action Plan, main 

objective of Directive 2019/904 is the prevention and reduction of marine litter from single-use plastic items. The implementation of this directive into EU 
member states’ national legislation will lead to a ban of selected products from the market, whenever affordable alternatives are available, among other 
measures. EU-based beverage producers, retailers and manufacturers, as well as importers, are obliged to implement tethered caps and lids - designed to 
remain attached to containers - by July 2024.

• [4] In comparison with current non-tethered closures in Tetra Pak’s portfolio.
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This has forced wineries, grape growers and packaging 
companies to find innovative ways to ensure a future 
that isn’t just environmentally sustainable, but also 

economically. Taking the lead on the print and packaging 
front is Vollherbst Labels, a 101-year family print and labelling 
business situated in Endingen, Germany. This company is 
the first labelling company to receive the FAIR’N GREEN 
certification, an established system in Germany which 
measures, and rewards businesses based on their ecological, 
economic and social responsibility practices. These 
practices include solar energy from panels installed more 
than a decade ago, a switch to green electricity, and fully 
digitalised core processes – effectively rendering the 
company climate friendly.

With a substantial wine (still and sparkling) and spirits 
client base in South Africa, Vollherbst is proud to launch 
its environmentally conscious labelling solution, called 
SUSTAINLabel, in this dynamic industry – with practical 

application already embraced by major brands Nederburg 
and Inverroche Gin. 
 
A fine balance: A market seeking sustainability, 
an industry seeking viability
“Markets are showing an increased preference for 
sustainable and eco-conscious products,” explains Matthias 
Vollherbst, CEO of Vollherbst, “however, switching to 
sustainable practices is a complex transition. On the 
one hand you have an increasingly competitive market, 
necessitating a need for eye-catching labels, with multiple 
embellishments and big designs, and on the other you have 
a market that is increasingly environmentally conscious, 
demanding greener packaging without understanding the 

Being so closely connected to the 

environment, winemaking is under distinct 

threat from the challenges that come with 

climate change, such as frost, fires and 

reduced rainfall.  Although the average 

bottle of wine releases just over 1kg of CO2 

over its lifetime, up to 50% of that carbon 

footprint results from the transport and 

packaging in the glass bottle, says the 

World Economic Forum. 

Sustainability in Labelling: 

SUSTAINLabel from Vollherbst
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Vollherbst also has 
access to various, wood-free 
and recycled papers that 
are much more sustainable 
than traditional papers. This 
option has been embraced by 
major South African gin brand, 
Inverroche, as well as Nederburg, 
as part of their sustainability 
mandate. Vollherbst, as part of 

their ‘SUSTAINStory’ process, was also 
integral in the development and printing 

of the labels for IMVINI WETHU, a non-profit 
wine brand which donates all proceeds to the 

Cape Winemakers’ Guild’s Protégé Programme.

SUSTAINLabel: the process
“We advise clients what elements can (and should) be 
omitted for resource-efficient production. Inevitably there 
will still be resources we take from the environment for 
label production. To balance this, our company offsets any 
residual carbon emissions produced by label production 
in-house by supporting environmental projects,” explains 
Matthias. Similarly, the latest printers and print technology 
at Vollherbst allows labels to be print in a single run, which 
also significantly reduces a label’s associated carbon 
emissions. The result: A label with a reduced impact on the 
environment and which compensates for the harm it still 
might cause. 

“Even as a low-emitting sector, this industry’s impact 
on its most important resource cannot be ignored – and 
wineries need to collectively adapt sustainable practices, 
from vine to packaging, if it is to contribute to a healthy and 
viable future,” says Matthias, “we recognise the importance 
of a realistic approach to sustainability. It is not about 
throwing money at the problem, 
it is about doing what you can in an 
authentic, transparent and traceable 
way.”

constraints this puts on the creative output of labels.”  
Matthias explains: “certain processes, embellishments 

and adhesives in wine and spirit labels are harmful to the 
environment. These include the substrate or material, which 
is the main component of the label constituted of paper 
and foils, the carrier tape - a component of self-adhesive 
labels that prevents the label from sticking to other surfaces 
– as well as adhesives and inks that could include harmful 
raw materials.” 

South African brands have the additional challenge of 
factoring additional CO2 emissions into their sustainability 
balance sheet: whether products are assembled in Europe 
and then shipped as a finished label to South Africa or 
whether local suppliers import the raw material from Europe 
and assemble it locally the carbon footprint remains.

“This is a problem for which we were driven to find a 
workable solution. We don’t want any label supplied by us 
to cause harm to people, nature or the environment,” 
explains Matthias.

The Vollherbst solution: 
SUSTAINLabel
SUSTAINLabel is an innovative sustainable 
solution that offers wineries access to 
various eco-friendly and cost-effective 
labelling alternatives. Vollherbst offers 
these solutions in each step of the 
labelling process, i.e. “SustainMaterial”, 
“SustainProduction”, “SustainOrdering”, 
“SustainDesign” and “SustainStory”.  

“By individually analysing labels in 
detail we are able to develop a unique 
SUSTAINLabel solution for wineries,” 
elaborates Matthias.  In this individualised 
process, Vollherbst expertly analyses the 
potential harmful components of a label, and 
then present solutions for resource-saving label-
production. For example, Vollherbst is the world’s first print 
and labelling company (specialising in wine and spirit labels) 
to test the new EcoLeaf technology. EcoLeaf is a sustainable 
finishing method that only uses the required amount of 
metallization to transfer metallic pigments to the labels, 
without the further use of foil stamps, and this is a solution 
winery can incorporate when making a switch to resource 
conservation. 

For more on sustainable labelling solutions for your 
products contact Matthias.vollherbst@vollherbst.com

processing
P  ckaging

FOR THE FOOD INDUSTRY
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The Private Label Manufacturers Association (PLMA) has 
once again honoured retailers for their innovation in 
private labels across a wide variety of categories.  The 

New York-based PLMA held the 2022 Salute to Excellence 
Awards on 8 May 2022, which saw Woolworths walk off with 
five awards. 

Only new products introduced within the past 12 months 
and currently available for purchase by consumers in stores, 
online or through catalogues are eligible for the awards 
which span food and non-food categories, mass retail 
channels including national and regional supermarkets, 
mass merchants, warehouse clubs and specialty retailers.

This year, 450 products from 51 retailers from 20 countries 
covering 69 categories were considered. The winning 
products were judged based on product concept, taste & 
appearance, packaging & presentation, and value for money. 

Woolworths’ continue to reap countless awards year after 
year. This impressive collection of accolades achieved by 
Woolworths is a clear reflection of the hard work done by the 

R&D team and their ongoing quest to innovate and 
develop products that are ‘the difference’ customers have 
come to know and expect.

Woolies scooped 5 awards in the following categories in 
this year’s PLMA’s 2022 International Salute to Excellence 
Awards:
• “Bottled & Flavoured Water” for Woolworths Food 

Sparkling Spring Drink Coconut & Pineapple Flavoured. 
• “Nutritional Bars & Shakes” for Woolworths Food 5 Berry & 

Yoghurt Smoothie bars.
• “Eco Friendly Cleaning” for Woolworths Earth Friendly 

Coco Scrubber Plastic free.
• “Household Articles” for the Woolworths Earth Friendly 

100% Bamboo Swab Plastic Free. 
• “Pet Care” for its Woolworths Posh Pets Urine Destroyer 

Lemon Verbena Fragranced.

Woolies’ scoops 
five international 
PLMA awards 

$1 billion Acquisition 
of Consol Glass Completed
Ardagh Group announced that its acquisition of Consol 

Holdings Proprietary Limited, the leading producer 
of glass packaging on the African continent, has 

completed. The acquisition, for $1 billion including net 
debt assumed in Consol, represents a significant inward 
investment into the South African and other markets in 
which Consol operates, with a further ZAR 3 billion ($200 
million) investment programme in two new furnaces.

Consol, headquartered in Johannesburg, and founded in 
1944, is the market leader in South Africa where it operates 
four well-invested glass production facilities. It also operates 
smaller production facilities in Kenya, Nigeria, and Ethiopia. 
Consol serves a broad range of leading international, 
regional, and domestic customers, principally in the beer, 
wine, spirits, food and non-alcoholic beverage sectors. 
Following the acquisition of Consol, Ardagh will operate 
65 production facilities in 16 countries, on four continents, 
employ approximately 20,000 people and have annual sales 
approaching $10 billion.

Paul Coulson, Chairman and CEO of Ardagh, said, “We are 
delighted to have completed this strategic acquisition. By 
combining Ardagh’s global reach with Consol’s know-how on 
the African continent, we are very well-positioned to partner 
with our customers to meet the growing consumer demand 
in Africa for premium, sustainable glass packaging.”

Ardagh Group’s acquisition of Consol will enable further 
opportunities for future investment in glass manufacturing 

in Africa. To this end, Ardagh is committed to a third furnace 
investment at its Nigel facility in Gauteng which will add to 
the existing N2 expansion project due for start-up in May 
2022. These combined investments will total ZAR 3 billion 
($200 million) and create more than 250 direct jobs, with 
significant ancillary supply-chain expenditure resulting from 
these projects.

On completion of the acquisition, Mike Arnold stepped 
down as CEO of the business following a very successful 
20-year tenure in that role. Mike will become a director of 
Ardagh Glass Packaging Holdings Africa (Pty) Limited and 
will be part of the Ardagh executive team responsible for 
growing Ardagh’s presence in Africa. Paul Curnow, previously 
CEO Designate, has succeeded Mike Arnold as CEO. He will 
also become a director of Ardagh Glass Packaging Holdings 
Africa (Pty) Limited.

Bruce MacRobert, former Chairman of Consol, has 
become Chairman of Ardagh Glass Packaging Holdings 
Africa (Pty) Limited, commented: “Ardagh’s investment in 
Consol and in the expansion of glass production in Africa is 
testament to Ardagh’s faith in the Consol team and in 
Africa’s potential.”
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Digital Sorting Technology
for Nuts & Dried Fruits 
The VERYX® digital sorter from Key 

Technology helps processors of nuts 

and dried fruits achieve unmatched 

colour grading — shell, foreign material, 

and defect removal — while at the 

same time provides such extreme 

accuracy that false rejects are 

virtually eliminated.

This innovative digital sorter 
is ideal for almonds, walnuts, 
hazelnuts, pistachios, peanuts, 

pecans, cashews, and dried fruit 
such as raisins, prunes, cranberries, 
apricots, figs, dates and more. 
VERYX guarantees final product 
specifications are maintained while 
maximising yields. This new level of 
sorting efficiency allows nut and dried 
fruit processors to make the grade with 
fewer passes through the sorter, which 
increases productivity and reduces product breakage.

VERYX is powered by a unique hyperspectral inspection 
technology that can intelligently process hundreds of 
wavelengths of information about every object which passes 
through it. For example, when processing nuts — it can 
clearly identify and separate good nut meat from product 
defects — such as shells, rocks, sticks, paper, rubber, plastics, 
glass and more. It will reliably sort out even the most 
challenging nut defects such as insect damage and dry and 
low-moisture nut meat, while performing highly accurate 
color grading.

VERYX is the only nut and dried fruit sorter which can 
be configured with front and rear mounted laser sensors 
and cameras to achieve all-sided surface inspection. It is also 

    
      the only sorter with multi-sensor Pixel     
     Fusion™, which combines pixel-level input  
     from multiple cameras and laser sensors  
  to more clearly differentiate good product, 

  defects, and foreign material.      
   With Pixel Fusion, VERYX consistently 

              removes the most difficult-to-detect foreign  
           material and defects without ‘false positives.’

Consistent identification of foreign objects helps 
processors of nuts and dried fruits produce the same 
high-quality products, day after day — while operating 
intelligently and gently.

Harness Sorting Data with Key Discovery
With Key’s Discovery™ software, it is now possible to 
leverage sorter information to record and analyze product 
characteristics. This suite of software solutions transforms 
the Key digital sorting system into an Industrial Internet of 
Things (IIoT) connected device that collects, analyzes, and 
shares data while sorting product. By harnessing data about 
the sorting process and about every object flowing through 
the sorter, this software can reveal patterns and trends 
that improve sorting and help control upstream and 
downstream processes. 

Key Discovery provides actionable information that 
enables nut and dried fruit processors to optimise their 
product quality, maximise yield, reduce downtime and 
minimise labor to increase profitability. Key Technology 
is exclusively distributed and manufactured by Heat and 
Control in Australia and New Zealand. 

Consistent 
identification of 

foreign objects helps 
processors of nuts and dried 

fruits produce the same 
high-quality products, 
day after day — while 
operating intelligently 

and gently.

For more information visit 
www.heatandcontrol.com
or email info@heatandcontrol.com processing
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More than 1,100 industry professionals from 64 
countries came together to discuss and debate 
the most pressing topics for the sector such as 

market development, sustainability, nutrition research, and 
the opportunities and threats that the nut and dried fruit 
industry currently faces. His Excellency Mohammed Saeed 
Al Nuaimi, the Assistant Undersecretary in the Ministry 
of Climate Change and Environment from the United 
Arab Emirates welcomed the delegates to the congress 
and highlighted how Dubai continues efforts to attract 
investments and build a sustainable industry.

Global Statistical Update on Nuts and Dried Fruits
World tree nut production in the 2022/2023 season is 
anticipated to reach 5.4 million metric tons (kernel basis, 
except pistachios in-shell), up 6% from the previous season, 
as discussed by industry leaders at the Congress round 
tables.

Although it is still early in the season to predict the crops’ 
final outcomes, the most substantial increases are projected 

for walnuts (up by 18%), Brazil nuts (18%), cashews (8%), 
hazelnuts (7%), pistachios and macadamias (5% each), and 
pecans (3%). The almond crop, forecasted at over 1.6 M MT, 
is expected to be very similar to the 2021/22 crop. According 
to early estimations, world peanut production in 2022/23 is 
foreseen to amount to 47.8 million MT (in-shell basis). 

Global dried fruit production has been forecasted at 
3.2 million MT, up 4% from 2021/22, as world volumes are 
expected to increase for dried cranberries (up 16%), prunes 

Supply challenges, demand growth 

opportunities, and sustainability were under 

discussion at the 39th World Nut and Dried 

Fruit Congress in Dubai earlier this month.

Insight: The Nut and 
Dried Fruit Industry
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(6%), dates and dried figs (5% 
each) and raisins, sultanas, 
and currants (3%).

Throughout the round 
tables, a common theme 
was that the industry 
in general is facing an 
oversupply that in turn has 
led to lower prices. It was 
agreed upon by industry 
leaders that the sector must 
come together to promote 
consumption of nuts and 
dried fruits in efforts to 
rebalance the supply and 
demand. Shipping delays 
and increased freight costs 
also have strained the 
industry, however, there 
remain many opportunities 
to grow. A significant 
opportunity for the industry 
to grow consumption is centred on the high growth 
opportunities in markets such as India and China, with a 
focus on innovation and e-commerce.

An Expert-Led Three-Day Program
Mr. Sunny Verghese, the Co-Founder and Group CEO of Olam 
International gave a stimulating Keynote speech touching on 
ways we can successfully and sustainably improve the food 
and agricultural system. Mr. Verghese also highlighted the 
growing challenges that the agricultural sector faces such 
as inflation. Meanwhile Mr. Saket Modi, the Co-Founder and 
CEO of Safe Security provided insights into the importance 
of cybersecurity for firms and how they can better mitigate 
any potential cyber threats through cyber risk quantification 
in real-time. 

A new round table, Matching Supply Chain to Production 
and Consumption Trends: Looking Into the Future, was 
introduced this year, led by INC Chairman, Michael Waring. 
The session took a deep look into one of the industry’s 
biggest challenges, how to rebalance supply and demand, 
and how the sector can take advantage of new trends to 
grow consumption in the coming years.

Some of the biggest opportunities for growth mentioned 
by the panelists were the Indian market and the rapidly 
growing Generation Z. 

The Sustainability Seminar was headlined by Ms. Marta 
Moren Abat, the International Relations Coordinator for 
the Directorate General for Maritime and Fisheries at the 
European Commission. In her presentation, she discussed 
various measures that can be taken to improve water 
conservation such as water transfers, reuse, repricing, 
alternative plant selection, desalination, and efficient 
irrigation. Moreover, her speech touched on several other 
possible solutions that the nut and dried fruit industry could 
play a role in protecting water resources.

Turning to the Nutrition Seminar, Dr. V. Mohan, 
Chairman of Dr. Mohan’s Diabetes Specialties Centre & 
President of the Madras Diabetes Research Foundation in 

India spoke on the effect of nut consumption in Indians 
with Type 2 diabetes, while Assoc. Prof. Cesarettin Alasalvar, 
Director of Food Institute at TÜBİTAK Marmara Research 
Center in Turkey presented on the nutrients and health 
benefits of dried fruits.

The INC Executive Director, Goretti Guasch also gave 
a presentation on how to empower minds and stimulate 
consumption, highlighting the need for the industry to 
come together to tackle oversupply. Ms. Guasch touched on 
the INC’s latest trend research, which was a main driver in 
the decision to roll out a multiyear country specific campaign 
to six key global markets. The campaign will be directed at 
Gen Z, a rapidly growing generation who is poised to drive 
markets for the next decade. It was also announced that the 
2023 INC Congress is scheduled to take place in London, UK, 
from May 22-24, 2023. 

The event also included the INC Awards, handed out 
annually as part of the INC Congress, are aimed at 
recognizing outstanding leaders and visionaries who 
contribute to the excellence of the nut and dried fruit 
industry.

About the INC
The INC is the international umbrella organization for 
the nut and dried fruit industry. Its members include 
more than 850 nut and dried fruit sector companies 
from over 80 countries. INC membership represents over 
85% of the world’s commercial “farm gate” value of trade 
in nuts and dried fruits. The INC’s mission is to stimulate 
and facilitate sustainable growth in the global nut 
and dried fruit industry. It is the leading international 
organization on health, nutrition, statistics, food safety, 
and international standards and regulations regarding 
nuts and dried fruits.

Find out more at www.nutfruit.org/industry
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SAAFFI: Your doorway into 
the world of flavours and fragrance
On 25 April 2022, students and industry representatives gathered to congratulate graduates of 

the Short Course in Flavours and Fragrances, at the impressive Firmenich venue, the Atrium. 

This course is offered annually by the South African 
Association of the Flavour and Fragrance Industry 
(SAAFFI) and the University of the Witwatersrand 

(Wits), with the goal of promoting and increasing awareness 
of  flavours and fragrances, and their importance in FMCG 
products. Everyone involved – students, lecturers, and 
administrators of the course - demonstrated the creativity, 
enthusiasm, passion and inspiration necessary in this 
intriguing industry.

The course was described as a concise yet comprehensive 
training that covered the fundamentals of flavour and 
fragrance technology. This course consisted of 12 lectures 
and three practical sessions. The lectures are delivered 
by experts in the South African flavour and fragrance 
industry. This is in addition to the insightful excursion 
and touring of manufacturing facilities for flavour and 
fragrance raw materials, as well as the practical session 
on flavouring, fragrance, and colour application. The 
course bridges the gap between theory and practice by 
focusing on fundamental chemistry of scents and flavours. 
Sensory evaluations and discriminatory tests also aid in the 
identification of a connecting element in the sector.

Fun Fact
The SAAFFI logo is created as a 

graphic fusion of the flavour wheel, 
an important tool in the description 

of flavours and the fragrance 
triangle, which defines the 

composition and
 components of 

a perfume.
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Find out more about SAAFFI at www. saaffi.co.za

6 Reasons to get involved in associations 
such as SAAFFI and SAAFoST

Many who have not previously been involved 
have found that the idea of becoming involved in 
organization such as SAAFFI adds another item to 
their to-do list! Consider the following reasons for 
joining an industry association.

Networking with Like-Minded Professionals. 
It is not just about what you know, but also 
about who you know. Associations are a terrific 

way to meet people in your industry. They can serve 
as excellent  contacts for brainstorming new ideas, 
resolving conflicts, or assisting in development.

Mentoring.  
Members of industry associations range from 
students just starting out in the sector to 

veterans who have developed or worked in vibrant, 
successful businesses. With such a diverse range of 
expertise represented, industry associations provide a 
wonderful opportunity for mentorship, whether as a 
mentor or a mentee. 

Continuous Development. 
SAAFFI, like many other industry associations, 
provides a multitude of different opportunities, 

ranging from sector-specific training to more general 
workshops on fundamental skills. But it is wise to 
remember that no matter how many opportunities an 
industry association provides, they can only help if you 
take advantage of them! 

Reputational Boost. 
In business, reputation is everything. Joining an 
industry association  offers a terrific opportunity 

to establish an excellent reputation by abiding by the 
codes of practice instituted by the association. This 
message has a significant impact on coworkers, as 
well as customers.

Updates on Industry Trends. 
Joining an industry association offers the 
necessary information one needs to stay ahead 

of emerging trends, and cutting edge technologies.

Competitive Advantage.  
The ability to connect with industry 
professionals, learn more about your industry, 

and grow as a professional are all opportunities that 
come with joining an industry association. 

1

2

3

4

5

6

Communities, with like-minded members,  is where it all 
starts, ends, and continues in the food industry. Industry 
associations are primarily concerned with support for their 
members’ professional development and networking. So, 
in conclusion, companies are encouraged to join and
participate an Industry Association which caters for their 
area of business, whether it one such as SAAFFI or SAAFoST, 
or any other of the many in existence.

ELEMENTAL 
ANALYTICS 
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

Company showcase
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What’s happening

https://www.africabig7.com/

https://www.hostex.co.za/

https://sasta.co.za/annual-congress/

https://www.juicesummit.org/ 


