
winter 2020 edition       1

How 
COVID-19 

changed the 
fresh supply 

chain forever

wInter 2020 eDItIOn
rsa grOup  

news frOm 
Our markets 
anD members: 

new arrivals and 
latest appointments

new 
afrICan 
HOrIzOns

letter  
frOm  

tHe CeO



rsa group fresh thymes

2       winter 2020 edition

follows a Farmer-First® Philosophy

is a registered agent  

supplies major retailers in South Africa

has over 20 years’ experience in retail  

is the extension of the farmer in retail

deals with all sales and administration

has the ability to manage listings on behalf of farmers

is loyalty driven (We do not list competing farmers, only collaborative farmers)

is 100% transparent

FEDERATED FARMERS
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The coronavirus disease (COVID-19) global 
pandemic has brought most of us face to face 
with great uncertainty. Not only is there still 
much that we don’t know about this disease, 
but we also don’t know yet how severely global 
and national economies will suffer due to the 
health impact and the effect that lockdowns have 
placed on trade and movement. The pandemic 
also revealed how fragile those links that enable 
the various sectors to trade and operate can be. 

While much remains uncertain, a few clear 
lessons have already been learnt from the 
disruptions to trade. New trends are emerging 
that will open new opportunities for all those 
businesses within the food and farming industries. 

The lockdown has highlighted the critical role 
of the informal market in the local farming sector. 
Not only does the informal market represent a 
significant share of demand for fresh produce 
sold via the municipal fresh market system, but 
informal trade plays an equally important role as a 
supplier to rural and lower-income customers. Restrictions banning informal traders from 
operating had a devastating effect on the ability of millions of people to earn a living, and 
also cut off supply to those communities most vulnerable to suffering from food insecurity. 

The weakening rand has also shown that the cost of imported inputs such 
as fertiliser, chemicals, agricultural machinery and animal feed can become 
prohibitively expensive for farmers, who never see the prices for their produce 
increase at the same rate as the cost of their inputs. The pandemic exposed the 
risk farmers in South Africa face due to an over-reliance on imported inputs.

The crisis has also illustrated the need for the industry to diversify its consumer 
market. Diversification is a widely understood and applied concept in agriculture. 
Even so, there is still a lot of concentration in terms of how products are marketed.

In this respect, changing consumer behaviour will create new marketing opportunities 
for food and farming businesses. Kantar, a leading data, insights and consulting 
company, conducted a study on how the COVID-19 pandemic would influence the 
way consumers shop. With this study, they identified various behavioural changes 
such as a new era of value-consciousness, an increased local consumption of goods, as 
well as an expansion of e-commerce. Sixty-six percent of participants indicated that 
COVID-19 already impacted their household income. This means that consumers will 
have to become more price-conscious. The study also found that COVID-19 has driven a 
surge in “localism” around the world as consumers are becoming increasingly worried 
about the safety of products shipped from abroad. About 53% of South Africans said 
they were paying more attention to the origin of products, while nearly two-thirds are 
far more in favour of buying local produce. Online shopping increased exponentially 
during the pandemic as two-thirds of people said they have reduced their shopping 
trips to a physical store, while 20% started shopping more online than they used to. This 
means that brands and producers will need to accelerate their digital transformation.

COVID-19: lessons 
and new opportunities 

Denene erasmus
editor, farmer’s weekly
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None of us could have imagined the global 
crisis we are all currently living through. Nor 
could we have dreamed of the socio-economic 
context our business now operates in. 
And yet, here we are, and as challenging as 
2020 has been, I have also seen much positivity 
and cause for optimism within South Africa, 
and especially within the RSA Group. 

True character is quickly revealed in times 
of crisis, and I’m delighted with the spirit, 
commitment and skill the RSA Group has 
displayed over the past two months. We have risen 
successfully to each challenge, in spite of the fact 
that every day brings new, unexpected things. 

From face masks and sanitisers to personal 
distancing and travel permits (to name just a few 
sudden coronavirus disease [COVID-19] realities), 
everyone within our business has been forced to 
deal with a new operational paradigm overnight. 
Our success in meeting these challenges doesn’t 
just matter to us and our business. In fact, it has 
mattered to every single South African citizen. Our efforts have played a key role in 
ensuring Mzansi’s food security system remains strong, and that all South Africans have 
had reliable access to fresh fruit and vegetables throughout two months of lockdown. 

Moreover, I’m proud of the effort we’ve put into working with industry bodies and 
associations to make sure that every single role player in the fresh produce sector has had 
access to the information they need, when they need it. As an industry leader, we have 
an important information facilitation responsibility, and I believe we’ve fulfilled it well.  

Of course, there is a long way to go before the COVID-19 pandemic is 
dealt with, and there remains a massive amount of work for all of us to 
do. But for now, I’d like to take a quick moment to say thank you. 

Thank you to the farmers, farmworkers and transport workers who have kept the supply 
lines strong. Thank you to the industry associations and organisations who keep us all 
informed and up to date. Thank you to the community grocery store owners and street 
traders and supermarket workers who are getting food to our people every day, and 
thank you to everyone at RSA Group. Your effort has been incredible, on personal and 
professional levels, and sets an example every South African would be proud to follow.

Lastly, I am very pleased to welcome the Langplaas team to RSA Group’s family. 
Deep, long-lasting relationships with producers who share our entrepreneurial sprit 
and human values have always been a feature of our business. We have been working 
with the Mandaryn Farm in the Gamtoos Valley, for example, for over 35 years! 
Langplaas is a similarly well-established family farm known for quality produce 
and a groundbreaking, zero minimum residue level approach to production. They’re 
respected far and wide for their values and the way they do business, and I couldn’t 
be more pleased that they’re joining forces with us. This new relationship offers 
yet more evidence of the ability and passion of our incredible RSA Group team.

And with all that said, let’s get back to work!

thank you!

JaCO OOstHuIzen
CeO, rsa group
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Almost three months 
have passed since the 
first case of coronavirus 
disease (COVID-19) 
was reported in South 
Africa. Today, there 
are more than 50 000 
confirmed cases, and 
the country is in the 
midst of an extended 
lockdown. This was 
eased to Alert Level 3 
at the beginning of June 
to allow much economic 
activity to resume, but 
many business activities 
remain forbidden. In this 
article, the Agricultural 
Business Chamber 
(Agbiz) discusses the role 
that organised agriculture 
is playing to ensure the 
uninterrupted supply of 
food during this time.

This article was compiled by 
Karen Grobler, marketing and 
communications manager for Agbiz. 
Email her at karen@agbiz.co.za.

Co-operation ensures 
steady food supply for sa

Never in recent history has the 
importance of agriculture become 

so prevalent as it is now. As South Africa 
grapples with the coronavirus disease 
(COVID-19) pandemic, agriculture is 
coming to the fore as a key role player, 
with food security recognised as the 
most important stabilising factor in the 
country. With the restrictions of the 
national lockdown, the flow of food 
to certain vulnerable communities 
declined and riots broke out in places. 

Farmers, both commercial and 
small-scale, are being recognised by 
government and consumers as vital 
in keeping food supplies going.

The initial announcement by President 
Cyril Ramaphosa in March of a 21-day 
lockdown triggered panic buying of food; 
in some cases, the volume of purchases 
exceeded that typically sold over the 
festive season in December. South Africa 
has a well-established food supply system, 
and it is safe to say that there is currently 
enough food to feed the country.

From the start, agriculture and food 
processing were considered an essential 
service. Many role players in the agricultural 
value chain were therefore exempted 
from the lockdown and every effort was 
made to maintain food supply chains. 
These consist of a network of formal and 
informal interactions between agricultural 
inputs, logistics, farmers, spaza shops, 
bakkie traders, processing plants, shipping, 
retailers and others. Intially, the supply 
chains worked at 90% to 95% efficiency, 
but problems experienced in certain 
areas were solved by a concerted effort.

Working With government
Behind the scenes, the various organisations 
in agriculture have worked together towards 
a common goal and have played a crucial 
role in navigating their way through the 
crisis. The relationship and co-operation 
between government and the private sector, 
including organised agriculture, has never 
been as good as it is today. It seems that 
government and the private sector have 
both realised, more clearly than ever, that 
a successful strategy in this pandemic will 
require a social compact among all role 

players: business, labour, community and 
government. Through this collaboration 
across the public and private sectors, 
agriculture is aligning with government 
to put the needs of South Africans first. 

Organised agriculture is working 
with three separate bodies, representing 
government and the agriculture sector, 
to coordinate supply chains and food 
distribution. There is a coordinated 
effort through the task team of Minister 
of Agriculture, Land Reform and Rural 
Development Thoko Didiza, and Business 
for South Africa (B4SA), featuring amongst 
others Business Unity South Africa, Agri SA, 
the Black Business Council, and the Public 
Private Growth Initiative (PPGI), which 
is coordinated from the Presidency. Task 
teams have been set up to proactively assess 
and implement business initiatives to deal 
with the impact of COVID-19 in health, the 
labour market and the broader economy.

Organised agriculture has found dealing 
with Ramaphosa and Didiza to be 
remarkably smooth, and increasingly  
engages and consults with the president 
and his team to work together for the good 
of all. However, ongoing co-operation 
between government and the private 
sector is required to remove bottlenecks 
and ensure ongoing operation of all 
aspects of the food value chain.

In its interaction with the department, 
leaders in organised agriculture regularly 
discuss existing and potential problems  
with food production experienced by 
the sector. The minister then refers 
these problems to the National Joint 
Operational and Intelligence Structure 
(NatJoints), made up of various 
government departments responsible for 
coordinating COVID-19 operations.

The role of organised agriculture is 
particularly prominent during times 

Behind the scenes, 
agri organisations 

have worked 
together towards 
a common goal
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In collaboration with B4SA and PPGI, the 
capacity at the ports was increased to about 
80%, with a positive effect on exports.

Although the agriculture sector is doing 
everything possible to ensure adequate 
food supplies during the lockdown, there 
is the real threat that although sufficient 
food may be available nationally, access 
to it may become extremely difficult for 
some. The most vulnerable are the poor, 
especially in remote rural areas. The 
crux is to ensure that food is available 
to everyone at affordable prices.

COVID-19 has changed the way many 
people think about their food and how 
it is produced and distributed. During 
this extraordinary period, we welcome 
the co-operation among the various 
sectors in agriculture and are grateful for 
the dedicated role players in the value 
chain, farmers, farm and factory workers, 
agribusinesses, and many more, for 
their hard work to keep our country 
and her people food-secure.

of distress. From the onset, organised 
agriculture was geared up to address the 
challenges with role players at the highest 
level to reach a quick conclusion. It is a 
privilege that everyone involved should 
appreciate, and this includes those farmers 
and agribusinesses who stand outside 
the structures but enjoy the benefits.

essential or non-essential?
The lockdown has caused confusion in 
certain nodes of the value chains about 
what is classified as an essential service. 
Initially, for example, informal traders 
were deemed non-essential, which 
caused a bottleneck in access to food in 
many poor, especially rural, areas.

A large percentage of South Africa’s food 
is distributed through informal markets. 
The disruption of this supply chain hit 
the most vulnerable people the hardest. 
This was rectified, after much lobbying 
by organised agriculture, in the second 
amendment to the regulations on 2 April, 
when the definition of essential services 
was changed to include informal traders.

Agricultural value chains are intertwined, 
and if they are not managed carefully, food 
security suffers. For this reason, organised 
agriculture lobbied for the essential service 
classification to extend from food production 
across all parts of the sector. Cotton and 
wool, for example, were initially classified 
as non-essential, but they provide cash-
flow to farmers, who need the money 
to plant field crops. The lowering of the 
initial lockdown to Alert Level 4 was a much-
needed lifeline for the sectors excluded. 

In its submission to Didiza, organised 
agriculture proposed that all trade and 
activities in the sector, including wool, 
mohair, ostrich leather and feathers, 
cotton, flowers and ornamentals, tobacco 
and wine, be allowed. As a result, the 
regulations were further adjusted, and 
in terms of the risk-adjusted approach 
lifting the initial lockdown from 1 May, 
all agricultural activities could resume.

Essential goods and services entail all 
activities and processes that support the 
production, processing, distribution, 
consumption and waste disposal of food. 
During the initial 21-day lockdown, there 
was concern about the lack of capacity 
at ports, which constrained fruit exports 
in particular. This was at a time when it 
was peak season for apples and pears, the 
end of the season for table grapes, and 
the start of the citrus season. Capacity 
in the ports was down to around 30%. 
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Our growing family

Learning & 
Development 
1: Elmarie Badenhorst (booking 
clerk at RSA Joburg) is completing 
a six-month skills programme 
with Amandla Obunye Training 
Academy (Pty) Ltd.

2: Disabled RSA learners attended 
a Generic Management class at 
Eruditio, a B-BBEE consulting and 
advisory services company.

3: The RSA Learning and Development 
division held an internal RSA training 
session for the women of RSA Joburg. 

RSA Group and its various businesses have 
had many reasons to celebrate over the past 
six months. Not only have some branches 
achieved record turnovers, but the group has 
also welcomed many new members to the 
RSA team. Moreover, despite the coronavirus 
disease pandemic, RSA Group has continued 
to excel over the past few months, and has 
exceeded expectations. Thank you to all 
involved!  

Highlights 
from the past 
six months 

1

4 5 & 6

7 8

9 & 10

2

3

Lockdown isn’t over yet, and South Africa has a long way to 
go before we get through the challenge of the coronavirus 
disease (COVID-19) pandemic. But even so, as a country 
we’ve made crucial strides with respect to the management 
of the virus itself, and also with respect to food security. 

All the players within our food security network have risen 
to the challenge of extreme levels of economic and social 
disruption to ensure that our country continues to enjoy 
reliable access to food. With this in mind, and on behalf of 
everyone operating within the RSA Group community, I would 
like to thank all the organisations that support our agriculture 
sector. It’s thanks to the collective efforts of organisations 
such as Agri SA, the Produce Marketing Association SA, the 
Agricultural Produce Agents Council, Hortgro, Agbiz, and 
the Fresh Produce Exporters’ Forum that the majority of our 
industry’s stakeholders have had access to the information, 
resources and tools they needed to keep operating safely.

From health and hygiene protocols to food transport 
permits and everything in-between, our supply chain 
would not be delivering to South Africa in the way it is now 
without the extensive support of these organisations. 

Yes, there is a long road to travel still, but I have no doubt 
we’ll get there, together. – Jaco Oosthuizen, CEO RSA Group

Thank you to agri organisations

4: Baylee was born to 
Angela Barnard and 
Craig Petersen (both 
RSA Joburg) on 10 May. 

5 & 6: Evert (RSA 
Joburg) and Tenisha 
Bean welcomed Evert 
Jr on 24 February. 

7: Marcello Bubalo (RSA 
Cape Town) and Alicia 
van Wyk welcomed 
Erin on 29 April.

8: Sumarie was born 
to FC (CFO, Off Markets) 
and Anne-Marie 
Eloff on 10 April. 

9 & 10: Dyllan (RSA 
Joburg) and Dominique 
Catto welcomed 
Sienna on 20 April.

(No photo) Karien Müller, 
(Freshvest) and her 
husband welcomed a 
new baby girl in May.
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RSA Springs
Trading on RSA Joburg’s floors has been tough for the first half 
of 2020, especially during the initial phase of the COVID-19 
lockdown. However, our traders reacted and adapted quickly 
to the changes. We are extremely proud of Pieter Meyer (onion 
section head) who posted various day records in April and 
May, as well as monthly records for both of these months.

Springs posted record turnovers for the months of January 
and February 2020. Thank you to the Springs team for 
your hard work, diligence, and positive outlook!

PROMOTIOnS 
19: Travis Victor was 
promoted to sales 
assistant from gate 
checker. He started in his 
new position on 1 April. 

nEW TO THE TEAM
20: Charise Gerber 
started at RSA Springs 
as an administrator 
on 1 April.

21: Chanmarie 
Meyer joined the RSA 
Springs vegetable 

section on 5 May.

22: David James du Toit 
joined the onion and 
potato section as a sales 
assistant on 1 February.

TRAnSFERS
23: Natalie Dry has 
transferred from 
regionals and will 
now be based at 
RSA Tshwane. Thank 
you for all your hard 
work and assistance 
at RSA Springs. She 

started in her new 
position on 1 March.

24: Pieter Meyer 
transferred from 
RSA Joburg to RSA 
Springs where he now 
heads up the potato 
and onion section. 
He was previously a 
salesperson at RSA 
Joburg, and started 
in his new position 
in December.

25: Brenda Liebenberg, Federated Farmers debtors clerk, and 
Andries Jansen van Vuuren were married on 25 March.

ACHIEVER
11: Congratulations 
to Zinhle Mbatha 
(financial accountant 
at RSA Joburg 
Admin Department) 
on receiving her 
postgraduate diploma 
in Applied Accounting 
Services from 
UNISA on 6 May. 

PROMOTIOnS
12: Wanda Nel, 
previously a financial 
accountant at RSA 
Joburg, was promoted 
to financial manager 
on 1 March 2020.

13: Yolanda Harcombe, 
previously a bookkeeper 

at RSA Joburg, 
was promoted to 
financial accountant 
on 1 March 2020.

nEW TO THE TEAM
14: Madeleine Goosen 
started at RSA Joburg 
on 1 January 2020 
as the trust manager 
for finance and 
administration. 

TRAnSFERS
15 & 16: Puleng 
Mokoena (15) and 
Valentine Tsotetsi 
(16) were absorbed 
into RSA Joburg from 
RSA Learning and 
Development (L&D). They 
are currently employed 

as L&D officers. Twenty-
one employees from 
RSA Joburg are being 
upskilled at the L&D 
and are part of RSA 
Joburg’s workforce. 

17: Talita Martiz (tomato 
salesperson) transferred 
from RSA Tshwane 
to RSA Joburg on 
1 December 2019. 

18: Evert Schutte began 
trading on the RSA 
Joburg tomato section 
from 1 January 2020. He 
was previously deputy 
MD at RSA Joburg.

Federated Farmers 

RSA Joburg 

12 13

17 18

15 16

11

14

19 20 21

22 23 24

25
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Health and safety has played a major role in implementing 
regulations, restrictions and general hygiene on the RSA 
floors at Cape Town Market. Posters are displayed on all 
floors as well as at clock-in stations with information about 
the coronavirus and how to stay safe. Gloves and masks 
are being distributed frequently to all staff in the office and 
on the market floors. Hand sanitisers are also stationed on 
everyone’s desk and in common areas in the office, as well on 
the traders’ and gate controllers’ desks on the market floor. 
The market has also implemented social distancing 
whereby buyers are required to maintain a distance 
of about 1,5m from each other when queuing.

RSA Coastlands 

RSA Vaal

Coastlands managed to outperform its 2019 figures for the first 
quarter in terms of sales and market share. During December, 
Coastlands posted records for the business, the tomato 
section (also a new all-time record) and the grapes section. 
The potato section achieved a new record for the 
month of January. Congratulations to Chippie Lubbe, 
section head, and his team, Riaan van der Linde, 
fruit salesman, and Johan Botes, section head for 
potatoes, for their record performances in January. 
Unfortunately, on 10 March, Cameron Torlage, onion 
salesman, was involved in a horrifc accident whilst on his 
way to work. He sustained serious head injuries, which 
were followed by further complications. Cameron is 
now out of ICU and has been moved to a private clinic. 
There are positive and progressive improvements being 
made every week. We remain resolute and encouraged 
by his fighting spirit and progress. Our prayers go 
out to him and his family during this trying time.  
In conclusion, Coastlands would like to salute all its team 
members for the solidarity and spirit they have shown 
thus far. Thank you most notably to Dieter Schumann, 
MD, and his team for their proactive response and support 
shown during the coronavirus disease pandemic.

nEW TO THE TEAM
26: Siyamzukisa Mdoti 
is being trained by RSA 
Cape Town to become 
a trader on the floor. 
He joined the group on 
6 March 2019 as an 
intern on the potato floor, 
while studying for a 
business management 
diploma. He is being 
mentored by Wynand 
Schultz, a senior trader 
at RSA Cape Town.

27: Petronel Fourie 
joined RSA Cape Town 
as a junior assistant to 
Geo van Zyl and Anene 
Gunter on 6 January 
2020. She is rejoining 
the workforce after 
a five-year hiatus. 

28: Sibahle Melane has 
joined the team as a 
human resources (HR) 
assistant. She started 

in her new position 
on 1 April. She was 
previously an intern 
rotating between the 
various departments 
before deciding to settle 
in the HR department.

30: Adri Maartens (left) and Gerhard 
Falch, salesperson at RSA Vaal.

29: The RSA Coastlands mixed fruit and tomato team are (from left): 
Nikhiel Hoolasie, Riaan van der Linde, Chippie Lubbe, Jarryd Lubbe, 
Bheka Shozi, Jan Wentzel,  Bashnie Thomas and Rishard Rachman.  

RSA Cape Town 

RSA Vaal opened its doors for the first time on 25 November 2019 with a team 
of only four. The first trading day generated sales of just over R2 000, as the 
trading floor started off with only two products: potatoes and tomatoes.
In December, the trading floor got busier, and product lines 
gradually grew with the addition of pome fruit and some basic 
vegetable lines. After only five months of trading, the basket began 
to grow and now even includes mushrooms and Sharon fruit.
Teamwork and support from agents in all business units 
helped to make the uncertain journey a bit easier and we will 
forever be grateful for all the support we received. 
On 1 February 2020, we welcomed a new salesperson at RSA Vaal, 
Gerhard Falch, who brings a wealth of experience with him. 
We have appointed more general workers and forklift 
drivers to relieve some pressure on the team. 
Building the business one product line at a time creates a solid 
foundation for the future. Structure, good business practices and 
health and safety protocols form part of our everyday operations. 
RSA Vaal achieved an April turnover record of over R7,8 million, 
which is an amazing result for only the fifth month of trading!

26 27 28 29

30
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aBOVE:
 RSA Group’s 

value proposition 
emphasises its 

product offering 
in all the fresh 

produce market 
channels. 

Supplied

One of the best-known 
quotes by the late Peter 
Drucker, who worked 

as a sought-after management 
consultant during much of the 
1990s, is this: “You can’t manage 
what you can’t measure.”

Strategy is one of those terms 
that is being used widely but not 
always correctly. Strategy is not 
an activity. Activity is execution.

What do we mean, for example, 
when we say that we need a 
banana strategy? Does that imply 
that someone somewhere must 
go out into the field and find 
banana suppliers and convince 
them to send product to all RSA 
businesses on the respective 
fresh produce markets? Surely 
not! Why would a farmer decide 
to dismiss their current sales 
organisation and start supplying 
RSA? What do we do differently 
from our competitors? Do 
we just do the same thing? 

The answer lies in the why 
(your purpose, your cause, 
what you believe in).  
Thinking strategically is 
‘competing to be the best’ and 
‘competing to be unique’. 
So, what do we mean by 
strategy? There are a few 
academic definitions that all say 
the same thing but in practical 
terms, it means to set long-
term goals to distinguish 
RSA Group from its competitors. 
Michael Porter of Harvard 

Business School said: “Strategy 
defines our distinctive approach 
to competing, and the competitive 
advantages on which it is based.” 
There are different 
levels of strategy: 

1. Corporate Strategy, 
which is the strategy for 
the overall RSA Group; 

2. Business Strategy, 
which is the strategy of each 
distinct RSA business; 

3. Functional Strategy, which 
is the strategy of all the business 
units within any RSA business.

strategic positioning
We should not confuse 
operational effectiveness 
(what you do and how you do 
it) with strategic positioning. 
Operational effectiveness is 
assimilating and extending best 
practices, which means doing 
the same things better. Strategic 
positioning is creating a unique 
competitive position, which 
means doing things differently.

A test of a successful strategy is 
embedded in a value proposition. 
When the value proposition 
addresses new needs and finds 
new ways of segmenting or 
innovation, it defines itself as 
unique. RSA Group’s value 
proposition emphasises its 
product offering in all the fresh 
produce market channels, 
namely, fresh produce markets, 
retail, direct sales and export. 
The uniqueness of RSA Group 
is fundamentally embedded 
in this differentiation. 

The fact that RSA Group 
provides a sales service in all 
marketing channels is a clear 
indication that all businesses 
of the group should think 
differently and operate 

Jandri Duvenage, chief operating officer (COO) of 
RSA Group, shares his thoughts on the meaning of 
strategy and strategic thinking within a business.

thoughts on 
strategy  

don’t confuse 
operational 
effectiveness 

with strategic 
positioning

differently from its competitors. 
The challenge is to deliver 
on its value proposition. 

UniqUe capabilities
In the group strategy (corporate), 
the unique capabilities of the 
value proposition are identified as 
information/market intelligence, 
price discovery (selling), 
structures (admin, governance 
and execution), multi-channel 
networks and relationship 
building (strategic partnering). 
The unique capabilities are the 
driving force of RSA Group’s 
ideals and principles, such as 
the ‘Farmer-First’ philosophy, 
best practice, transparency, 
and cost consciousness, 
which are also found in 
RSA Group’s value proposition. 

It is the responsibility of 
the COO to get the strategy 
filtered down to the individual 
businesses, get all to know 
where RSA Group is headed, 
think ahead about acting 
strategically, and be sure 
that we have the people who 
can achieve the vision.
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An event such as the coronavirus 
disease (COVID-19) global 
pandemic, and the impact that 
measures put in place to contain 
the spread of the disease has 
had on businesses in the fresh 
produce export industry, is 
not something that a company 
can realistically prepare for. 
According to Adolf Kieviet, 
director at Freshworld, the 
business uses a risk register that 
is regularly updated. Through 
this process, management tries 
to peer into the crystal ball of 
the unknown and prepare as 
well as possible for future risks. 

He said that, while in the past 
there have been typhoons in Asia, 
hurricanes in the north-eastern 
part of the US and tsunamis in 
Japan, these events disrupted 
trade for short periods of time, 
but their impact was contained to 
specific markets only and didn’t 
affect the business as a whole.

“However, when markets started 
closing due to regulations that 
restricted trade and movement 
in response to COVID-19, the 
unforeseen started coming 
to the fore,” said Kieviet. The 
global movement of shipping 
containers was disrupted and 
certain trade routes were closed. 
Produce already en route to 
some markets suddenly had 
to be diverted to others that 
were able to accept cargo. 

However, markets that 
weren’t closed also faced 
challenges, he said. 

“The buying patterns of the 
end-consumer changed almost 
overnight. Restaurants, farmers’ 
markets and fast food outlets 
were forced to close. As such, 
customers on wholesale markets 
were affected more than retail 
customers as they were more 
focused on supplying the 
restaurant and hospitality trade.” 

May and June were important 
months for women’s 
empowerment in the South 
African fresh produce industry, 
with three women appointed 
to some of the top management 
positions in the industry. 

Leanne Williams stepped 
into the position of CEO at 
the Joburg Market. Williams was 
appointed to replace Ayanda Kanana, 
who had been appointed the new CEO 
of the Land Bank earlier this year. 
Williams has strategic and operational 
knowledge in the financial services, 
insurance, skills development, risk 
and local government spheres. 

The Produce Marketing Association 
(PMA) announced the appointment 
of Lianne Jones, a produce and floral 
industry veteran with extensive 
global experience, as the new country 
manager for PMA South Africa. 

According to the PMA, Jones would 
focus on providing member value, 
attracting and retaining members, 
and building strategic partnerships 
to help grow the produce and 
floral industry in South Africa. 

“Jones knows the European and 
South African produce industry 
well, has strong contacts with South 
African retailers, and her approach to 
developing new market opportunities 
makes her a great fit for PMA,” said 
Anouk Sijmonsma, PMA’s global 
regional vice president for Asia, Africa, 

Europe, Australia and New Zealand. 
Finally, Fhumulani Ratshitanga, 
whose career in the agriculture sector 
spanned over 18 years, was announced 
the new CEO for local industry body 
Fruit South Africa (Fruit SA) from 
1 June. Fruit SA said in a statement 
that having joined the organisation as 
industry affairs manager in July 2019, 
Ratshitanga’s expansive experience 
in the agriculture sector and the fruit 
industry would continue to stand her in 
good stead as she progressed into her 
role as the new CEO. – Denene Erasmus

Women take the 
lead in sa fresh 
produce industry

End-consumers moved 
towards home cooking, and 
started buying more products 
in bulk, as well as items with 
an extended shelf life. 

In order to overcome 
these rapid and significant 
changes, there needed to be 
good communication and 
trust between a business 
and its customers, he said.

“Within our business, we 
started sharing more videos 
and photos with our customers 
of our products to make up for 
the fact that sample sharing 
was not an option for the time 
being. Our industry is one in 
which customers purchase 
with their eyes, and first 
impressions are very important.

“The COVID-19 pandemic 
has taught us that the value 
of good communication, both 
internal and external, cannot 
be overstated.” – Staff reporter
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Responding to an unexpected crisis for fresh produce exporters
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During April, when South 
Africa was under Level 5 of the 
national lockdown aimed at 
slowing the initial spread of the 
coronavirus disease (COVID-19), 
many of South Africa’s regional 
fresh produce markets enjoyed 
a welcome upswing in business 
activity. Both the RSA Vaal 
and RSA Nelspruit operations 
surpassed their monthly sales 
record on 21 April, with eight 
trading days still to go for that 
month, said Luan Wentzel, 
managing director of RSA 
Tshwane and RSA Regional 
Markets. The Polokwane market 
also surpassed its sales record 
for April and while Mooketsi 
market didn’t achieve record 
sales, the market managed to 
perform at similar levels to last 
year despite the lockdown.

South Africa’s fresh produce 
markets generally operate in 
the background of the national 
food supply system, but since 
the lockdown, they have seen 
an influx of private buyers in 
addition to retail buyers and 

members of the country’s vast 
network of informal traders. 

“Numbers are almost 
impossible to define, especially 
because lots of different groups 
pool resources for group buying, 
but the feedback from our agents 
clearly shows that there has 
been a substantial increase in 
the numbers of people buying 
for personal use compared to 
pre-lockdown,” said Wentzel.   
Growth in the number of private 
buyers illustrated the flexibility 

Business is booming at some of South Africa’s regional fresh produce markets, as South Africans 
take advantage of the opportunity for direct, cost-effective access to fresh fruit and vegetables, 
according to Luan Wentzel, managing director of RSA Tshwane and RSA Regional Markets.

lockdown sees uptick in trade at 
regional fresh produce markets 

of South Africa’s fresh produce 
markets, which not only formed 
a crucial part of the national food 
supply chain, but also offered a 
valuable alternative to people who 
lived far away from supermarkets. 

performing a 
crUcial fUnction
“Supply is strong and our farmers 
are producing well, but there 
is no doubt that certain parts 
of the country are challenged 
in terms of access to food and 
fresh produce,” said Wentzel. 

“The markets are performing 
a crucial function in this 
context, and RSA Group is 
doing everything it can do 
make sure all buyers have 
the support they need.”

RSA Group is the largest fresh 
produce sales agency in the 
country. Decades of experience 
operating at South Africa’s fresh 
produce markets mean it is in 
an ideal position to support 
newcomers to the system. 

The company is currently 
helping buyers who ask for 
assistance to obtain the permits 
they need to officially procure 
and transport produce during 
lockdown. RSA Group has also 
collaborated with Freshlinq, 
which manages the regional 
markets and their data systems, 
to implement the access control 
and social distancing measures 
necessary to ensure the safest 
possible environment for buyers 
and traders on the floors. 

– Staff reporter

Core safety measures at the country’s regional 
fresh produce markets include:
•   Access control at facility gates (only a certain number of 

vehicles are allowed into the market at one time), 
•  Access control at market hall entrances,
•   All buyers’ hands are sanitised upon entrance to the market 

hall and sanitiser is freely available throughout the market, 
•  Social distancing is enforced on the floor through markings,
•  Personal protective equipment is provided for market personnel, 
•  All work surfaces are sterilised on a regular basis,
•   Product displays are positioned to eliminate 

product handling by buyers, 
•   Trading processes have been structured to limit 

buyer queues at every transaction point.

Keep employees and customers safe
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Located at the foot of the 
Magalies Mountains, the Janse 
van Rensburg family farm has 
been a feature of the North West 
landscape since 1942. Today, 
the Langplaas brand enjoys a 
reputation as one of South Africa’s 
pioneering agribusinesses, 
recognised across the world for 
quality produce. On 1 June 2020, 
RSA Group welcomed Langplaas 
to its family of producers.

“We’re delighted to be creating 
a partnership with Langplaas and 
that they have chosen to partner 
with us. It’s an honour for RSA 
Group,” said Jaco Oosthuizen, 
RSA Group CEO. “I believe both 
organisations have shared values 
with respect to the importance of 
family and a sense of community 
and stewardship, and that this 
bodes well for the relationship.”

Langplaas focuses on four 
key fresh produce lines: 
butternut, sweet potato, carrots 

and beetroot. These lines are 
all grown under the farm’s 
Zero Label classification. 

All Langplaas crops are 
tested for maximum residue 
levels (MRL) in the two 
weeks before harvesting, and 
reliably return zero levels.

“It’s exciting to be working with 
an innovative and professional 
market agent that operates in 
line with our core values as a 

langplaas farming business joins the Rsa group family

As a precautionary health measure 
to curb the spread of the coronavirus 
disease (COVID-19), fresh produce 
markets across the country had to 
quickly adapt to ensure the safety of 
workers and customers. During the 
pandemic, the multiple engagements 
that happen on the market floor between 
sellers, buyers and all the market floor 
staff had to be managed carefully to 
ensure everyone’s safety. To ensure a 
high level of adherence to health and 
safety measures, RSA Group’s Business 
Unit Heads implemented ongoing 
briefing sessions on hygiene protocols 
at all of its fresh produce markets. This 
programme has allowed it to keep on 
servicing the local retail sector, while 
also ensuring that its Freshworld export 
operation continues to do business. 
According to some of the employees 
at the Vaal Fresh Produce Market, new 
health and safety measures were quickly 

put in place at the 
start of the pandemic, 
to ensure that all the 
people who worked 
and visited the 
market would be safe.

Webson Weba, a 
forklift driver, said 
that management at 
the Vaal market was quick to put access 
controls and personal safety measures 
in place to make sure the health of 
workers and customers would not be 
compromised. “I feel safe going to work. 
All the equipment and buildings get 
cleaned regularly; you have to wear a 
mask, and even inside the market there 
are strict rules about social distancing,” 
he said. According to Weba, at the start 
of South Africa’s national lockdown, the 
market was very quiet for at least two 
to three weeks. Since then, business has 
slowly started picking up again. Leonard 

Selepe, a cold room supervisor at the 
market, agreed with Weba that, although 
the market was still not as busy as usual, 
trading was picking up as the economy 
slowly started opening up and as more 
people were allowed to return to work. 
Selepe said that while he feels safe going 
to work given the measures that have 
been put in place, it would be important, 
going forward, to continue to strictly 
manage access to the market, to prevent 
crowding, and that health checks, 
such as taking people’s temperatures, 
continued to be performed. – Staff reporter

a new normal for workplace 
safety – voices from the Rsa Vaal 
market floor

family farm,” said Gert Janse 
van Rensburg, who owns and 
manages Langplaas together 
with his brother, Peet. 

“We’re really looking forward 
to the synergies and collaboration 
of using a single agent across 
the country. Achieving strong 
brand exposure on fresh produce 
markets has long been a dream 
for Langplaas, and now it’s 
becoming a reality.” – Staff reporter

aBOVE:
RSA Group recently 

welcomed the 
Langplaas farming 
business, based in 

North West, to its 
family of producers. 

From left: Evert 
de Goede, Gert 

Janse van 
Rensburg (Jr), 

Gert Janse van 
Rensburg (Sr), 

Peet Janse van 
Rensburg and 
Gerhard Marx.

Supplied

aBOVE: Leonard Selepe, cold room supervisor at RSA Vaal (left), 
and Webson Weba, forklift driver at RSA Vaal.   Supplied
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Economic challenges faced 
prior to the coronavirus disease 
(COVID-19) global pandemic 
had already changed the 
demands of South African 
consumers, according to Dawie 
Maree, head of information and 
marketing at FNB Agriculture.  

Maree said the low economic 
growth experienced in South 
Africa over the past couple of 
years had placed consumers’ 
disposable income under 
pressure, and they had 
subsequently started to switch to 
cheaper alternatives for protein 
and other nutrition sources. 
“These changes in demand 
were accelerated by COVID-19, 
and we expect it to continue 
for the foreseeable future.” 
Maree was participating in the 

Be mindful of changing consumer demand - economist 

There had been a marked shift in 
consumer consumption patterns 
since the implementation of the 
national lockdown to contain the 
coronavirus disease (COVID-19) 
pandemic, which are continuing to 
evolve on an almost daily basis.

This was the sentiment shared 
by several fresh produce role 
players during a webinar hosted by 
Beanstalk.Global in May to discuss 
the way forward for the sector.

One of the participants, Lianne 
Jones, who was recently appointed 
as country manager for the Produce 
Marketing Association in South Africa, 
said research was showing high levels 
of uncertainty. She cited a study that 
indicated 53% of households surveyed 
believed income would be affected by 
the pandemic, with 82% of respondents 
saying they were anxious or concerned.

“Financial health and physical health 
concerns were their greatest worries.”

Jones said more than 70% of consumers 
were shopping closer to home, and a 
‘local is lekker’ trend had been observed, 
with consumers choosing local goods 
rather than imported products.

When it came to fresh produce, she 
said large retail operators were seeing 

a 30% to 50% decline in demand for 
the sale of premium products, such as 
grapes, for example. In the smaller retail 
or independent/informal food service 
industry, demand for premium produce 
had declined 80% year-on-year in April.

The converse had been true for 
citrus products though, with demand 
increasing due to perceived health 
benefits. “When it comes to lemon and 
ginger, nobody can get enough,” she said.

Demand had also spiked for vegetables 
such as tomatoes, onions and cabbage.

Head of produce and horticulture at 
Pick n Pay, Liz van Niekerk, said some 
of the realities the retail group had 
been dealing with included adapting 
to changes in consumption patterns, as 
consumers changed not only where they 
were shopping, but also what they were 
buying. She said there were “nuances 
at different demographic levels”.

“We [have seen] shifts in eating habits 
as people started cooking at home again.”

Convenience food, for example, 
was among the product lines affected 
when the retailer reduced its range of 
product lines by 30% overnight, in an 
effort to prevent wastage and adapt to 
new consumer needs. It was unclear 
when, or even if, this would revert to 

pre-lockdown demand levels, she said.
Although still taking it day-by-day, Van 
Niekerk said conversations were now 
turning towards what would happen 
in coming months. She said there was 
a realisation that the economic impact 
was going to be hugely significant.

“We are asking what retail will look 
like in six months’ time, for the economy 
and for the consumer.” – Sabrina Dean

sa fresh produce sector navigating uncharted waters

Produce Marketing Association’s 
PMA Talks online event, during 
which experts provided insights 
and discussed the challenges 
facing the produce supply 
chain during the pandemic. 

Maree advised farmers to be 
well informed about the changing 
behaviour of consumers, and to 
meet their demands accordingly. 

He added that growers 
also needed to be informed 
about what was happening 
on the global market. 

“In the past, farmers produced 
to sell. However, as consumerism 
progressed over the past decade, 
it became more important to  
[be conscious] of what the 
domestic and international 
markets need, than the 
other way around.” 

He also stressed that as markets 
were becoming increasingly 
complex, it was important for 
growers to start looking at 
diversifying their portfolios. 

According to Maree, 
diversification would become 
key as the industry started 
to emerge from the COVID- 
19 lockdown period.

Maree also advised growers 
to look into the possibility of 
marketing their products in 
different market segments.

“The profitable high-end 
business will always be an option, 
but there might also be good 
opportunities in terms of the 
middle-income and low-income 
market segments, where you can 
place a certain [share] of your 
production.” – Jeandré van der Walt

aBOVE: Fresh produce markets and producers have 
to rethink strategies in a changing market. Supplied
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the higher end due to 
wealth distribution 
still being very 
skewed on the 
African continent. 

“Despite gains in 
per capita incomes 
in some countries, 
by far the majority 
of people are at the 
lower end of the 
[income] scale.” 

retailer 
profiles
According to Scholtz, 

referring to an example in South 
Africa, even Woolworths, which 
has always been associated 
with higher income shoppers, 
has had to find a way “into 
the pockets of lower income 
aspirational buyers”, in response 
to economic pressure experienced 
by consumers in this country. 

“The retailer’s ability to 
maintain the cold chain ensures 
longer shelf life for their products. 
Customers seeking value for 
money, who would not under 

The retail sector in many 
African countries north of 
South Africa is growing 

fast and much of this growth is 
being supported by South African 
retailers that are expanding their 
businesses on the continent.

This is according to Marelize 
Scholtz, managing director 
at Federated Farmers, 
RSA Group’s service provider 
representing the producer in the 
retail channel. Turnover in the 
retail sector in Africa has more 
than doubled over the past 
15 years, Scholtz says. “Shopping 
centres going up are anchored 
by at least one of the big South 
African retailers,” she adds.

Images captured on opening 
days at some of these stores 
show people queuing to get in, 
which, Scholtz says, gives one 
an “idea of the interest in the 
formal retail sector in Africa”.

Some of the reasons for the 
rise of retail on the continent 
include the rapid pace of 
urbanisation in many countries. 
According to Scholtz, globally, 
more than 50% of the population 
lives in towns. This, coupled 
with economic growth that 
has seen the development of 
the middle class, means that 
there are more people, with 
greater disposable income, to 
support the growth in retail.

great expectations
“Africa’s young population is 
being exposed to technology, 
and the Internet, and they are 
travelling more than the previous 
generation. As a result, they have 
different expectations of the 
world, and this is fuelling this 
new consumer class,” she says.
Moreover, she adds that the 
young population is very 
aspirational and specific brands 
are very important to them.  

They are also worried 
about food safety and 
the impact business has 
on the environment and 
their own health. 

“They want options. They 
want to be able to choose to 
support brands that they associate 
with their tastes and values.”

Scholtz says that with 
more women in the working 
population, there is a 
focus on convenience.

However, she says, within 
retail, the focus should still be 
on the low end, with a smaller 
percentage of products aimed at 

According to Marelize Scholtz, managing director at 
Federated Farmers, the trading landscape in much of 
Africa, while still uniquely challenging, is changing 
fast, and those brave enough to take hold of some 
of the opportunities that are arising can be part of an 
exciting period of growth. Denene Erasmus reports.

keeping up 
with a new 
generation 
of buyers

online 
shopping can 
offer greater 

variety
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aBOVE: 
Informal retail is 
still predominant 
in sub-Saharan 
Africa, but the 
demand for brick 
and mortar stores 
has increased 
markedly during 
the last 15 years.
 Supplied

normal circumstances buy at 
Woolworths, are buying certain 
products there specifically for 
this reason.” However, Shoprite 
Checkers has found the best 
way to supply consumers across 
living standards measure (LSM) 
categories with their two different 
stores types, which carry very 
different product lines.

Pick n Pay has a mix of 
franchise and corporate stores, 
and also different stores 
focusing on different LSMs and 
carrying a different range.

Spar is 100% franchise-owned 
and the franchisee can decide 
based on his or her customer 
base what range of products 
he or she wants to carry.

Scholtz says that while the 
demand for brick and mortar 
stores has increased, informal 
retail is still predominant in 
sub-Saharan Africa. With only 
a few exceptions, most sales 
occur through channels such as 
markets, kiosks, table-top sellers 
and street hawkers. According 
to Didier N’Guessan, a partner 

at PricewaterhouseCoopers in 
Côte d’Ivoire, even the middle 
and upper classes still frequent 
open-air markets in this country.

“I don’t think we will see 
the demise of the informal 
markets anytime soon, because 
products in the mall are priced 
at a premium,” he explains. 
The lack of appropriate formal 
retail space is also restricting 
the growth ambitions of modern 
retailers in sub-Saharan Africa.

sa retailers in the 
rest of africa
“Since South Africa’s retail 
market has become relatively 
saturated, retailers are 
increasingly moving into the 
rest of Africa, with Shoprite at 
the frontline,” Scholtz says. In 
2017, the company had around 
2 300 stores, under eight brand 
names (including one fast food 
chain), spread across 15 different 
countries in Africa (including 
South Africa). Pick n Pay stores 
can be found in Botswana, 
Zambia, Zimbabwe, Lesotho, 

Namibia, and Swaziland, and has 
plans to open in Malawi. There 
are in the region of 1 000 Spar 
stores across Southern Africa, 
and Woolworths has stores 
across 14 countries. “Increasing 
competition means supply chain 
optimisation will be the focus 
of most retailers and consumer 
goods companies. The retailer 
that wins in the supply chain 
is the retailer that will do the 
best in Africa,” says Scholtz.

Another option, she says, 
is to sell products online 
in sub-Saharan Africa. 

“Unfortunately, with doing 
business in the rest of Africa 
comes multiple unique 
obstacles, including unreliable 
Internet connections, logistical 
challenges, as well as a general 
distrust of transacting online 
and low bank card penetration.”

The positive of online 
however, Scholtz adds, is the 
potential of better pricing 
and convenience, as online 
shopping also offers better 
variety in remote areas.

Regulatory, policy and economic uncertainty are some of 
the challenges associated with doing business in the rest of 
Africa. According to Johan Koen, RSA Group chief financial 
officer, RSA’s Africa export business is mainly focussed on 
countries in West African countries, such as Angola up to 
Côte d’Ivoire. Many of these countries have economies that 
are greatly exposed to oil and the oil price. In recent years, 
lower oil prices resulted in a lack of liquidity in some of these 
countries, and as a result, some trading entities have at times 
been unable to move dollars out of the respective country. 

A very disciplined and cautious approach is required 
for trading in emerging markets, according to Koen. 
All transactions, he says, are done in US dollars, 
and the relevant producers are also paid in foreign 
currency. Another option to manage risk, says Koen, 
is to take forward cover on all other transactions. 

However, he says, with these challenges come the promise of 
reward. “Emerging markets are far from risk free, yet companies 
that identify and pursue the right opportunities will potentially 
benefit from some of the fastest growing opportunities in the 
world today.” Increasingly, Koen says, emerging markets are 
playing a greater role in driving global growth and demand.

“Since we first started to trade in these emerging 
markets, the nature of these economies has changed, 
and to be part of this change is exciting!”

Trading challenges and opportunities
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and vegetables include better 
overall health and a lower risk 
of chronic diseases. The Mike 
Loutfie Foundation believes that by 
providing nutritious fresh produce 
to its nominated beneficiaries 
and by erecting Fresh Zones, 
communities have the opportunity 
to better nourish themselves. 

This also allows them to 
be more productive and, as a 
result, create opportunities for 
themselves that may help break 
the cycle of poverty and hunger.

The Fresh Zone initiative includes 
providing vegetable tunnels and 
planting fruit trees in designated 
areas on site for beneficiaries. 

This is a hands-on initiative where 
communities are also mentored on 
how to grow and sustain produce 

Mike Loutfie, the founder 
of RSA Group, was 
a market agent, a 

visionary and a philanthropist 
who believed not only in helping 
people, but also in helping 
them to help themselves. Mike 
also understood the principles 
of charity, for example that 
it must solve a problem, 
be sustainable for both the 
beneficiaries and donors, must 
be managed according to a 
fully developed plan, and must 
support local enterprises.

It was based on these principles 
and to honour Mike’s legacy that 
the Mike Loutfie Foundation was 
established in 2018 as an RSA 
Group initiative with the objective 
of ‘Moving Lives Forward’.

getting fresh
The Mike Loutfie Foundation 
is at the heart of the fresh 
produce industry, placing it in 
the perfect position to make a 
meaningful impact through 
its community initiatives and 
enterprise development projects. 
The innovative community 
initiatives are aimed at driving 
food security in vulnerable 
communities in two ways, 
namely, by giving fresh produce 
donations to nominated charities, 
or creating a Fresh Zone to help 
nominated beneficiaries with 
self-sustaining food production. 

Good nutrition is at the 
heart of a healthy body and 
mind. The wonderful benefits 
of regularly eating fresh fruit 

You know that feeling? The one that starts as a flutter in the pit of your stomach, and then 
slowly spreads throughout your body? It makes you feel excited and positive? It leaves you happy 
and satisfied? This is the feeling we call hope. But according to the Mike Loutfie Foundation, this 
feeling is also called moving lives forward.

a generous helping 
of happiness

aBOVE: 
As part of its 
community 
initiatives 
programme, 
the Mike Loutfie 
Foundation 
supports 
communities to 
establish ‘Fresh 
Zones’ that give 
beneficiaries 
the opportunity 
to produce their 
own food. This 
vegetable tunnel 
was installed at the 
Field of Dreams 
Children’s Centre 
in Hartbeespoort.
photoS: Supplied
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tOP: 
The Fresh Zone 
initiative provides 
mentorship to 
communities on 
how to grow and 
sustain produce 
for optimum food 
production and 
income generation.

for optimum food 
production and 
income generation 
through the sale of 
excess produce. 

 
enterprise 
Development
The enterprise 
development projects 
championed by the 
foundation focus on 
supporting emerging 
entrepreneurs, 
including 
individuals and 
community centres. 
The foundation is passionate 
about fostering entrepreneurship, 
such as building practical 
skills and mentorships, 
to develop and support 
entrepreneurs in the fresh 
produce industry and beyond. 

getting the commUnity 
involveD
During the coronavirus disease 
(COVID-19) pandemic, the Mike 
Loutfie Foundation facilitated 
food donations from Reddot 
Farm, which donated 10t of 

apples to help charities including 
Meals on Wheels, Eersterust 
Welfare, García Kinderhuis, 
Lodewyk Spies Ouetehuis, 
the National Council of and 
for Persons with Disabilities 
(NCPD) and Meerhofskool.

The foundation’s valued 
partner, RSA Group, and 
its employees, assisted with 
packing the apples, and Meals 
on Wheels helped with delivery 
to the homeless in and around 
the Johannesburg CBD.

The proceeds from the recent 
Mike Loutfie Foundation Golf 
Day were used to supply fresh 
produce donations to the NCPD 
in Johannesburg and Pretoria and 
the Association for Persons with 
Disabilities in Bloemfontein.

hoW yoU can help
For the opportunity to help 

another human being, get 
involved with one of the Mike 
Loutfie Foundation projects.

As a means to move lives 
forward, the foundation  
creates and develops 
opportunities in collaboration 
with donors, partners and 
beneficiaries to inspire 
greater sustainability from 
within communities.
Product for Purpose is an 
innovative initiative that requests 
your in-kind and fresh produce 
donations for nominated 
beneficiaries, as well as items to 
contribute towards other projects.

You can also contribute by 
donating money, services 
or in-kind contributions. 
Alternatively, make the 
foundation your charity of  
choice at your next 
fundraising event. 
• For more information on how you 
can help, visit mlfoundation.co.za.   
• Follow the Mike Louftie Foundation 
on Facebook and Instagram 
at mikeloutfiefoundation.
• Email zani@mlfoundation.
co.za to pledge your contribution, 
or phone 011 613 4391. 

good nutrition 
is at the heart 

of a health 
Body and mind
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Justin Chadwick, CEO of the Citrus Growers’ Association, says 
COVID-19 contingency measures are driving up costs throughout 
the fresh produce supply chain. Glenneis Kriel reports.

COVID-19 contingency 
plans threaten 
international trade

rsa group fresh thymes

aBOVE: 
For exporters, 
movement 
restrictions 
implemented 
in a number of 
countries to help 
slow down the 
spread of COVID-19 
resulted in extra 
checks in terms 
of documentation 
and certificates 
at borders, and 
ships having to 
stay longer in ports 
due to quarantine 
measures.
MediA Club viA 
WikiMediA CoMMonS

While a lot is being 
done to guarantee 
the stability and 

continuity of supply at points of 
sales internationally, coronavirus 
disease (COVID-19) contingency 
plans will have far-reaching 
implications within the fruit and 
vegetables supply chain  
by driving up costs 
and presenting new 
obstacles to deal with.

According to a preliminary 
report by the Organisation for 
Economic Co-operation and 
Development (OECD), which 
includes many South African 
trade partner countries, the new 
costs are due to many factors, 
including lack of efficiencies 
resulting from the necessary 
social distancing in orchards and 
packhouses, increases in logistical 
costs due to trucks returning 
empty to their base, additional 
safety measures and delays. 

With many consumers losing 
their jobs or receiving only a part 
of their income, the additional 
costs are not being compensated 
for by higher returns.  

confUsion
Movement restrictions across 
countries are also resulting 
in extra checks in terms of 
documentation and certificates 
at borders and ships having 
to stay longer in ports due 
to quarantine measures. 
The absence of harmonised 
sanitation protocols when 
COVID-19 cases are found 
on board a ship, and rules 
that guide the way in which 
perishable goods should then 
be unloaded, are also creating 
confusion and may lead to 
vessels looking for other ports 
to unload their produce. In 
India, for example, boats have 
to stay in quarantine for up to 
fourteen days before perishable 
goods can be unloaded.  

The grounding of flights in 
some countries has also resulted 
in some high-value fresh fruit 
no longer being exported. The 
reduced airfreight capacity 
has led to airfreight costs 
doubling, and increased transit 
times negatively affecting 
the normal supply of fresh 

vegetables from Kenya, such as 
French beans, snow peas, sugar 
snaps, baby corn and herbs.

The situation in South Africa 
is quite similar as in the OECD 
countries. Justin Chadwick, 
CEO of the Citrus Growers’ 
Association of Southern Africa, 
confirms that COVID- 19 
contingency measures are 
driving up costs by slowing 
down activities throughout the 
supply chain, and also because 
of the added costs of ensuring 
a safe work environment. 

The industry, fortunately, 
has not experienced any real 
challenges on the supply side, 
with packaging material and 
farm inputs being readily 
available throughout lockdown. 

DisrUptions at ports
At the borders, port capacity 
initially decreased when the 
lockdown started, but soon 
increased as port authorities 
realigned themselves to 
accommodate the new regime. 
The Cape Town Port was 
closed down for a period after 
a worker tested positive for 
COVID-19, which Chadwick 
says was unnecessary.

“COVID-19 only survives 
on surfaces for up to 48 hours, 
so the port could probably 
have been opened sooner after 
thorough sanitation, with only 
the worker and people with 
whom he had been in contact 
needing to be quarantined. 

“We are hoping that the Durban 
and Port Elizabeth ports will 
not follow the same procedures 
if they experience positive cases 
of COVID-19,” Chadwick said.

So far, it is still uncertain 
how regulations in other 
countries will affect South 
African fresh produce exports. 

“We are at the start of the 
citrus export season, with only 
20 million of our 140 million 
cartons being shipped so 
far. At the moment, we have 
not experienced any major 
shipping or trade problems, 
but I have heard of disruptions 
in exports to Bangladesh.” 
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In an age of quality concerns and issues surrounding place of origin, a strong brand can go a 
long way to win consumer confidence. But while not all fresh produce is poised for individual 
branding, opportunities within this space are abundant. Lindi Botha spoke to industry leaders.

fresh produce branding 
opportunities abound

aBOVE: 
ClemenGold has 

succeeded in 
building a brand 

around Nadorcott 
mandarins.

lindi bothA

Lindie Stroebel, owner of 
Fresh Focus, says that the 
fresh produce industry 

is missing big opportunities 
to speak to consumers about 
their produce. “Farmers need 
to pay attention to current 
trends and find areas in which 
they can capitalise on specific 
messages about their produce.

“With the focus on sanitation 
that the coronavirus disease 
[COVID-19] global pandemic 
has brought, food safety is going 
to become a new obsession as 
people are more conscious about 
viruses. If you can differentiate 
your produce as being clean, 
safe and hygienically prepared, 
you already have an advantage. 

“People are also looking at 
sustainability now that they 
have become so aware of their 
environmental footprint, 
and this is another branding 
opportunity. Products that are 
labelled as being pro-nature 
and sustainably produced 
will have a [market] edge.”

bUilDing a 
trUsteD branD
She notes that ‘buy local’ trends 
could provide opportunities for 
small-scale farmers, who might 
not be able to afford product 
branding, but could group 
produce together under a brand 
that represents local, small-scale 
farmers. “Consumers want to buy 
local and that which supports 
people and communities that 
they care about. There would 
however still need to be quality 
criteria so that the consumer will 
place their trust in the brand.”

Building a trusted brand 
of any kind is a costly and 
lengthy operation, and 
fresh produce farmers have 
additional boxes to tick before 

embarking on such a journey.
Marius du Plessis, CEO of 
ANB Produce and Marketing, 
the holding company for the 
ClemenGold brand, notes 
that a product packed under a 
brand must be able to deliver a 
consistent eating experience. 

“A brand creates an expectation 
and therefore a set of quality 
specs must be developed and 
adhered to, to generate trust 
with the retailer and consumer. 

“These specs should 
naturally also consider taste 
and consumption attributes 
and whether the product has 
a unique selling proposition 
(USP). In business to business, 
this USP could also include the 
branding and marketing effort 
backing the brand, a high level 
of service and the relationship 
which may, for example, provide 
an exclusivity agreement.”

Successful brands should 
ideally have 12-month availability. 
Stroebel explains that critical 
mass is needed to make 

branding viable as produce 
needs to be available consistently 
throughout the year to build 
enough interest in the market. 

“Consumers forget quickly if 
they don’t see the product. Then 
you have to start from scratch the 
next year again with promotions.”

a long-term 
commitment
Building a successful brand 
requires significant investment 
and Du Plessis states that this 
is a process that takes time 
and high levels of branding 
innovation. “A true brand 
provides a specific solution 
to a consumer and becomes 
part of a lifestyle, beyond just 
the fresh produce angle.

“Branded produce therefore 
needs to make sense to the 
retailer, the consumer and 
product, and the brand owner 
must be prepared to have a long-
term commitment. A true brand 
should be able to move above 
a specific grower, retailer or 
country even into a global space.

“The success of the ClemenGold 
brand can be attributed to strong 
branding backed by marketing 
excellence and the strength 
of the complete value chain 
supporting the process. We also 
remain conscious of contributing 
to the sustainability of all our 
supply and retail partners. We 
call this our ecosystem, where 
all parties contribute to and 
benefit from the growth.”

He advises farmers wishing to 
brand fresh produce to do their 
research well. “Do not assume 
you know what consumers 
want or are willing to pay 
for. Often, we are so excited 
about our products that we 
forget the consumer might feel 
differently,” says Du Plessis.
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operating. The lockdown has also 
illustrated the important role that 
markets play in South Africa.

For example, vegetable and  
fruit hawkers purchase produce 
at a price discovered through 
daily supply and demand 
forces, and then package 
the product to sell to their 
clients who pass by them on 
their way to or from work. 

These informal traders thus 
earn a living for themselves, 
and are able to support their 
families by selling fresh produce. 

They also provide their 
clients with access to fresh 
produce at an affordable price, 
at a location that is accessible as 
part of their daily commute. 

Moreover, informal traders 
also support the farmers who 
produced these products in the 
first place, providing an offset 
for the lower grade produce that, 
while maybe not suitable for 
export, is still perfectly viable and 
safe for household consumption. 

In the days prior to the 
announcement of the national 
lockdown implemented 

by government on 26 March 
to curb the spread of the 
coronavirus disease (COVID- 19) 
pandemic, there was an urgent 
call for representatives in 
the fresh produce industry 
to make their case for fresh 
produce markets remaining 
open during the lockdown.

Jaco Oosthuizen, CEO of RSA 
Group, says the group and 
other stakeholders, including 
Agbiz, had to swiftly engage 
with government to ensure 
that fruit and vegetable trade at 
fresh produce markets would 
be allowed to continue. 

“Initially it seemed like fresh 
produce markets might be forced 
to close during the lockdown, 
but thanks to the lobbying done 
by the industry, Minister of 
Agriculture, Rural Development 
and Land Reform Thoko Didiza 
informed us that the decision had 

been made that fresh produce 
markets would be seen as an 
essential service,” he says.

However, even with fresh 
produce markets allowed 
to continue operating, the 
impact of lockdown on a 
society highly dependent 
on informal trade structures 
was felt across the board. 

an essential platform
Oosthuizen is a passionate 
proponent of the fresh  
produce market platform 
and how it caters for every 
sector of society. 

“Markets have the ability to 
be a distribution point where a 
vast majority of the community 
can get products because there 
is product for everybody, from 
the highest export grade to 
the most affordable grade.”

He believes there would 
have been major food security 
problems were it not for the 
ability of markets to continue 

How the fresh produce 
industry adapted 
during the pandemic

aBOVE: 
The COVID-19 
lockdown has 
clearly illustrated 
the important role 
that fresh produce 
markets play in 
South Africa. 
Supplied

The COVID-19 pandemic has had far-reaching impacts on numerous industries, in some cases 
serving to fast-track changes that were already being envisaged for the future. Sabrina Dean 
writes about how this is unfolding in the fresh produce industry.
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aBOVE: 
According to  

Dr John Purchase, 
CEO of Agbiz, there 

is a general lack 
of appreciation for 
both the size of the 

informal market 
and how efficiently 

it operates. 
denene erASMuS

the cost of lockDoWn
One of the first food security 
challenges encountered during 
the lockdown can be traced 
directly back to the interruption 
of this dynamic trade scenario. 
While early intervention 
and planning had allowed 
formal role players in the fresh 
produce industry to prepare 
for trade in the lockdown, 
informal trade was hard hit. 

Initial restrictions impacted 
transport and other freedoms 
needed for this specific trade 
channel to continue operating. 
Commuters were restricted, 
and even the vastly reduced 
clientele was off limits to the 
fresh produce vendors, as no 
informal traders were allowed 
to operate. Initial confusion 
even spilled over to whether or 
not informal retail outlets, such 
as spaza shops, could trade. 

Moreover, people not going 
to work had their access to 
food summarily cut off, as 
they no longer passed these 
traders on their commute.

According to Dr John Purchase, 
CEO of Agbiz, the scope of the 
informal market, and the role it 
plays within the fresh produce 
sector and in maintaining 
food security for a large part 
of the population, has been 
vastly underestimated.

“A lot of people don’t know 
that the informal market 
probably covers roughly 40% 
of all food sold and distributed 
in South Africa,” he says.

For example, 60% of all bread is 
destined for the informal market, 
30% of broilers are sold on the 
informal market as live fowl, and 
about 40% of all fresh produce 
goes onto the informal market.

“At the Joburg Fresh Produce 
Market, for instance, we estimate 
that 60% of the fresh produce  
goes onto the informal market 
through the so-called bakkie 
traders, who then supply the 
vendors and the hawkers 
at street corners, taxi ranks 
and construction sites.”

He says initial measures that 
had curbed open air trading 

had placed the entire informal 
system at risk. “Certain sections 
of society, for example indigent 
communities in townships, 
would have had very limited 
access to the basic necessities of 
bread, staple foods such as maize 
meal, or fruit and vegetables 
[outside of informal trade].”

Before the lockdown was 
implemented, Agbiz presented 
at the COVID-19 Response Task 
Team established by Didiza. Its 
presentation highlighted the 
risks to the entire fresh produce 
sector posed by the potential 
banning of fresh produce 
markets, as argued by one of 
Agbiz’s members, the Institute of 
Market Agents of South Africa. 

While fresh produce markets 
were allowed to remain 
open after the intervention 
of role players, Oosthuizen 
says the absence of informal 
traders was clearly evident 
at the start of lockdown. 

 “Certainly, that first week, we 
saw the impact of restrictions that 
were in place on informal trade.”

In addition, other restrictions, 
such as those placed on the 

transport sector dictating 
how many people taxis could 
transport, had been felt in terms 
of both staff movement and 
informal trade. It also spilled over 
into supply chains, production 
operations and so forth. 

By the second week 
of lockdown, thanks to 
further intervention by the 
industry, challenges affecting 
informal fresh produce 
trade were being addressed. 
Amendments to relevant 
regulations were gazetted 
to enable informal traders to 
apply for permits to continue 
running their businesses. 

Supply and demand 
dynamics were still shifting in 

Fast Facts
•   thanks to early intervention 

by industry role players, fresh 
produce markets have been able to 
continue operating as an essential 
service during the lockdown.

•   Roughly 40% of all food in south 
africa is sold and distributed 
via informal markets.

•   Food safety, health protocols and 
use of technology will feature 
prominently in the future of 
the fresh produce industry.
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line with the impact of other 
lockdown regulations, however. 
This included, for example, 
unexpected challenges, such as 
greater volumes of fresh potatoes 
entering the market, as fast food 
outlets, which normally bought 
bulk consignments of potatoes, 
were ordered to close their doors. 

keeping the floW
RSA Group is active at the six 
major municipal markets and 
four private markets across 
South Africa, and also have 
a presence in retail chains 
and export channels.

Oosthuizen says the group 
had already begun adapting 
in the week prior to lockdown 
by moving administrative staff 
into offsite teams. They also 
implemented shift systems 
for staff coming in to the 
offices at markets to support 
trading teams that were still 
operating on the market floor.

“It was a little bit more difficult 
with the trading teams because 
markets are quite a congested 
place. We looked at different 
days (for individuals to operate) 
and on the macro perspective 
we instituted additional 
sanitisation protocols.”

The sanitisation protocols 
already in place were expanded to 
the trading floor, and Oosthuizen 
says in this regard that they also 
engaged with the producers on 
protocols they were using.

“Most of the producers we 
deal with are also in the export 
business so they have to comply 
with world standards in terms 
of packhouse protocols.”

When it came to dealing 
with COVID-19 restrictions 
or guidelines, such as social 
distancing, Oosthuizen says 
there were some constraints that 
role players, including market 
management, had to overcome. 

This included developing 
an understanding of the 
practical implications in terms 
of controlling buyers and 
ensuring social distancing. 
“From a trading perspective, 

that is always difficult. People 
are more worried about getting 
product than applying social 
distancing protocols.”

One intervention put in place 
was painting yellow feet on the 
floor to regulate social distancing 
during trading, while after-
hours sanitising of the market 
floor was also introduced. 

paving the Way
Oosthuizen emphasises that 
the industry was already 
implementing stringent food 
safety regulations prior to the 
introduction of COVID- 19 
mitigation measures. 

This also applies across the 
fresh produce value chain, from 
farm level compliance, through 
to traceability and other strict 
hygiene protocols required for 
packhouses and export produce.

RSA Group has also been 
investing in, and enhancing its 
own operations and employs 
a food safety specialist to 
advise on protocols. 

“A few years ago, we took 
unprecedented steps in our 
private markets in terms of 
doing a GFSI Food Safety 
audit,” Oosthuizen says. “This 
year, we gained the relevant 
food safety accreditation for 
the tomato and vegetable floor 
at the Tshwane Market.” 

He believes, however, that 
COVID-19 has helped to further 
enhance the sanitation protocols 
already being practised.

“If we think about what should 
be in place post-COVID- 19, and 
once the lockdown has ended, 
I certainly think [enhanced] 
sanitisation protocols are going to 
be maintained going forward.”

He believes the focus on food 
and health safety are only a small 
part of adaptations in the pipeline 

expected to shape the future of 
the fresh produce industry.  

the neW normal
Oosthuizen describes South 
Africa’s fresh produce market 
system as the epitome of a free 
market system, with a pricing 
mechanism that caters to all 
sectors of South Africa.

“It’s chaotic in the morning, 
but it is a disciplined sort of 
chaos. There’s product coming 
in, people buying product, and 
price discovery being effected.” 

He says markets accommodate 
a diversity of role players, 
from huge retailers or agents 
to hawkers. It is, however, 
a platform caught in the 
midst of an evolution.

“For me, potentially, the impact 
of COVID-19 is going to change 
the way we look at markets. We 
are certainly going to look at a 
more definitive segmentation 
in terms of markets.”

While saddened that the 
new normal posed by social 
distancing requirements does 
not bode well for the vibrant 
market trade environment, he is 
excited about new technology 
and developments to offset this.

“You can see technology 
helping us in being able 
to serve the farmers and 
customers differently and 
even more efficiently.”

These advancements would 
be less aimed at consumers 
and instead targeted towards 
enhancing business to business 
trade. This is one of the  silver 
linings to focus on amid the 
current storm of restrictions.

Meanwhile, Purchase also 
highlights the opportunities that 
could be unlocked by developing 
the informal market. He says 
there is a lack of appreciation for 
the size of the informal market 
and how efficiently it operates. 

But, he says, it represents a 
developmental opportunity, 
and given the right kind of 
support, the informal market 
could be a great small business 
development project.

‘covid-19 will 
change how 
we look at 

markets’
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Chippie Lubbe, a veteran in the fresh produce industry, who heads up RSA Group’s coastal 
section in market sales for fruit and tomatoes, shares lessons he has learned during his four 
decades-long career. He also offers advice to those who are just starting out on the market floor.

lessons from a market legend

What brought you to the 
fresh produce industry?  
I completed matric in 1980 
and joined the police force at 
the end of 1981. After three 
years, I decided to join the 
family business on the Durban 
National Fresh Produce 
Market in 1984 and I’ve been 
in the industry ever since.

Have you ever before 
experienced anything like 
the disruption caused by 
the coronavirus disease 
(COVID-19) pandemic at 
the fresh produce markets?
The effect of COVID-19 has 
created more awareness about 
health and safety on the market 
floor, and as a result strict 
sanitising protocols have now 
become part of our daily routine.

But at no stage have we felt 
threatened, or was the disruption 
so severe that we could not 
trade.  In fact, in the early 1990s, 
a spate of armed robberies on the 
Durban market led to far more 
disruption than this pandemic.

What are the qualities of 
a good market agent?
You must have passion and 
dedication, as well as the 
ability to sacrifice certain 
things in life to ensure 
excellent business practices.

What is the biggest 
factor that has helped 
you be successful? 
I believe my success can be 
attributed to the fact that I was 
able to build my career on a 
solid foundation that included 
decades of experience of 
trading on the market floor.  
My career has also benefitted 
from me being able to represent 
a top, renowned brand and 
a well-respected market 
agency such as RSA Group.

What are your 
success habits? 
I am disciplined in 
the way I work and 
I follow RSA Group’s 
vision and mission 
statement to the 
best of my ability. 
I have also studied 
the principles of 
servant leadership.

What are 
your coping 
mechanisms? 
Coping in an 

industry like ours is, at times, an 
extremely difficult task. We have 
to be focused in the early hours of 
the morning and make important 
decisions that affect the livelihood 
of all who rely on the success of 
this business. It is also important 
to make time to attend to family 
affairs, and to ensure you keep 
a balance in your life between 
your profession and family.

This is a lesson I learned from 
Vito Rugani, CEO of Greenway 
Farms, who said, “We all enjoy a 
lovely potjie, which we all know 
has three legs. But imagine 
that one leg is missing; the 
pot will not be balanced, and 
the contents will be lost!”

I apply the above principle 
in all aspects of my family 
and business life.

What was the hardest 
decision you ever had to 
make in your career?
In 1997, I refused a business 
deal involving a family friend of 
many decades purely because 
of an issue of principle.

What is the best 
advice you can give?
Our industry is extremely 
competitive, and survival is based 
on your energy, passion, ability to 
adjust and to listen and learn, and 

your ability to adhere to corporate 
governance and the general rules.

If you were just starting 
out, is there anything you 
would you do differently?
No, I have had a fantastic 
journey in this industry. 
I have travelled to every part of 
South Africa, met great people 
and realised the importance of 
food security. I have also been 
privileged to meet many of our 
country’s top producers who 
continue to strive to do better 
and who continue to have a 
huge sense of responsibility 
in feeding the nation.

Who is your role 
model and why? 
Some of the people who have 
served as mentors for me and 
who have had a great influence 
on my career include Tommie 
van Zyl of ZZ2 and Pieter 
du Toit of the Dutoit Group.  

What is the best 
part of your job?  
I have always been an early 
bird, waking up at 2am, 
getting out on the market floor 
and experiencing the hustle 
and bustle of free trading, 
based on supply and demand. 
This is a great industry and has 
instilled in me the importance 
of racial and religious 
tolerance, as everyone gathers 
to trade with shared respect 
for integrity and honesty.

Do you have time 
for hobbies? 
As I come from a sporting 
family and competed at 
international and provincial 
levels in judo and rugby, 
my free time is spent at 
Kings Park watching the 
Sharks play and speedboat 
fishing in Durban.
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1. Heat the coconut oil in a pot, 
add the spices and lightly fry 
for about two minutes.
2. Add the ginger, garlic and onion and 
lightly fry, before adding the chilli, 
tomatoes, saffron and coconut cream. 
Leave to simmer for about 10 minutes.
3. Add the mango chutney and 
simmer for another 10 minutes.
4. Add 750ml of water to your rice, and 
bring to a slow boil. Reduce the heat 
and simmer for about 10 minutes.
5. Serve the curry and rice immediately 
with fresh curry leaves.
• For more delicious recipes follow Lara 
Meter on Instagram at larathefoodgoddess, 
or visit foodgoddess.co.za.

Serves four
1,2kg ripe tomatoes 
5ml tumeric powder (if using fresh 
turmeric, finely grate one knob)
1 pinch of saffron soaked in 30ml 
boiling water
8 cloves of garlic, finely chopped
Large knob of fresh ginger, finely grated
2 fresh red chillies, finely chopped
30ml coconut oil
Handful of fresh curry leaves
15ml yellow mustard seeds
15ml cumin seeds
2 white onions, peeled, cut lengthways 
into three. Separate the petals.
1 tin coconut cream
15ml mango chutney
20g flaked almonds
250ml basmati rice, soaked in cold 
water and rinsed

This decadent curry by Lara 
Meter of Food Goddess is 
easy to make and sure to 
impress your guests!

tomato 
and 
Coconut 
Cream 
Curry

Make sure your tomatoes are not kept in 
the fridge. They also need to be ripe and not 
floury. Cut off the core and score the top of 
the tomatoes, place them in boiling water 
for about three minutes, then plunge them 
in cold water, and remove the skins.
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David Oracki, Ims free state managing Director

If you had R3 million to invest in 
agriculture, either in new or existing 
farming activities or in the agriculture 
supply chain, how would you spend it?
I would likely buy the local tomato 
farm for sale at R3,5 million. It has all 
the equipment and net houses.

What is the best advice you have 
ever been given and from whom?
“Your first loss is the best loss.” This advice 
was given to me by Uncle Romeo Aboud 
at the old market in Bloemfontein. He 
left me in charge of selling cabbages with 
guideline prices. On his return, I had only 
sold half the floor’s cabbage and he enquired 
whether I had had any offers. I had been 
offered R1 lower then my lowest price for 
80 bags. Uncle Romeo explained, “One rand  
less today could be R2 less tomorrow.”

If you were given carte blanche to 
effect one major change in South 
Africa, how would you use this power?     
I would change government in such a way 
that it would run the country in an honest 
and fair manner for the benefit of all our 
people, especially the needy and vulnerable.

Tell us something about yourself that 
most people do not know about you. 
I have a bachelor’s degree in biochemistry 
and physiology from the then University 
of the Orange Free State. After four 
years, my father stopped paying 
for me. While the degree was a 
full-time course, I started selling 
citrus at the market, which meant 
I often arrived late for classes.  

What is your favourite 
South African dish, and who 
first cooked it for you? 
I don’t have a favourite South African 
dish, but a favourite food: sausage.
I have been to the US, Australia, England, 
Scotland, France, Italy and Germany 
and sampled their ‘sausage’, 
but nothing comes close 
to our expertly 
flavoured 
boerewors!
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Medium: 7,6,1,5,4,2,8,9,3 | 4,5,9,6,3,9,7,1,2 | 3,9,2,7,8,1,4,5,6 | 6,3,5,2,1,7,9,4,8 | 2,1,4,3,9,8,5,6,7 | 8,7,9,4,5,6,2,3,1 | 9,4,7,8,6,3,1,2,5 | 1,8,3,9,2,5,6,7,4 | 5,2,6,1,7,4,8,9.
Difficult: 3,6,9,1,4,2,8,5,7 | 7,8,5,9,3,6,4,1,2 | 1,4,2,5,7,8,3,6,9 | 4,3,7,2,5,9,6,8,1 | 5,9,1,6,8,3,7,2,4 | 6,2,8,7,1,4,5,9,3 | 8,1,4,3,9,5,2,7,6 | 9,5,6,4,2,7,1,3,8 | 2,7,3,8,6,1,9,4,5.
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