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The loss, hardship, fear and uncertainty 
caused by the COVID-19 pandemic have 
been significant. But this global health 
emergency has taught us important 

lessons that can help us solve some of the major 
global challenges. One such threat is the radical 
loss and degradation of biodiversity and natural 
resources on the planet. Most of us are connected 
to the soil in an abstract way – our survival 
depends on it – but we never really interact with it. 

Farmers, on the other hand, understand 
that it is not only their survival that depends 
on the soil, but also their livelihoods. 

Research shows that more than a third of 
the Earth’s soil is already degraded, with 90% 
predicted to be so by 2050. The impact of soil 
erosion on crop production has been estimated 
at a 0,4% reduction in global crop yields per year 
due to erosion. This means that soil degradation 

has a direct impact of food security, which 
makes it all the more worrying knowing that, in 
South Africa, where about 20% of the population 
has inadequate access to food, over 70% of the 
country’s surface has been affected by erosion.

The pandemic has forced many of us to learn 
once again how to make do with what we have. 
And this is perhaps the most important lesson 
we need to learn if we want to prevent further 
decline of an already dangerously exploited 
planet. Agriculture has the opportunity now to be 
the global trendsetter for this attitude of austerity. 
We have already seen how new technologies 
have allowed farmers to reduce harvest losses 
and to maintain, and even increase, output while 
reducing their use of natural resources. If you 
haven’t done so yet, start this year to research 
how you too can do and grow more with less.
• Denene Erasmus, editor, Farmer’s Weekly

Farmers teach us to 
do more with less



Welcome to another issue of Fresh Thymes. 
As usual, it’s full of great content, and I’m 
confident you will enjoy the opportunity 

to experience some of the more subtle and interesting 
aspects of South Africa’s fresh produce industry. 

I was very pleased to see the magazine republish the 
words of wisdom offered to us at the beginning of the 
year by our board chairperson, Khumo Shongwe. Her 
sage advice and counsel was important to everyone 
at RSA Group during a very difficult start to the year, 
and played a key role in helping us face up to the loss of 
stalwarts Welmar Ras, Maine Daniels, and Trevor Rode. 

Crucially, Khumo helped us through that period 
and also reminded us of our responsibility to rise 
to the challenges we face, no matter how painful. 

I’d also like to take a moment to thank everyone at 
RSA Group for the warmth, empathy and support 
we offered each other as we dealt with these very 
personal losses. We will never be able to fill the 
gaps left by people we have worked alongside for 
so long; however, crucially, we were still able to 
recognise the enormous contributions they had 
made (and continue to make) to our lives. 

At an industry level, we’re seeing big moves 
taking place internationally which reflect, in 
my view, just how compelling the global fresh produce industry business model 
is right now. In just two examples, the Produce Marketing Association and United 
Fresh Produce Association recently announced the formation of a new global trade 
association, while major global players Total Produce and Dole Foods also recently 
concluded a merger that would form the world’s largest fresh produce company.

These shifts are happening because eating fresh is one of the major consumer trends of 
our time. Across the world, people are prioritising fresh, plant-based eating because they 
realise that fresh fruit and vegetables are healthy, and because growing the percentage of 
fresh food in our diets is an increasingly important part of the fight against climate change. 

No wonder investors and analysts are so excited by South African fresh produce! We 
have the quality products and track record to deliver exactly what global consumers want.  

Back to Fresh Thymes matters, the feature on RSA Group’s Trust Department in this 
issue is particularly notable. The Trust Department is a critical part of RSA Group, and 
yet it seldom receives much recognition for the central role it plays in our business.

Other highlights in this issue include three minutes of typically astute insights from 
Geo van Zyl, producer profiles of Williams Bros Fruit and AL3 Boerdery, and interesting 
observations by Andries Erasmus on RSA Group’s mentorship culture. I am sure you will 
enjoy these articles and all the other content the magazine has to offer as much as I did. 

I’d also like to offer a big welcome to our three new advertisers, Agri SA, the 
Agricultural Produce Agents Council and the Produce Marketing Association 
Southern Africa. We’re delighted to have three of South African agriculture’s 
most important bodies joining us on the Fresh Thymes journey. 

A moment 
of reflection

JAco oosthuizen
ceo, RsA Group
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FROM LEFT:
Welmar Ras,

Maine Daniels and
Trevor Rode.

PHOTOS: SUPPLIED
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During the first few months of 
2021, we lost stalwarts in the 
fresh produce industry and in 
our own RSA Group family. 
The agriculture industry also 
mourned the death of Prof 
Mohammad Karaan, former 
dean of the Faculty 
of AgriSciences at 
Stellenbosch University.

Welmar Ras worked in the 
fresh produce industry for many 
years and had an abundance of 
knowledge that he was always 
happy to share. Ras was part 
of IMS Holdings, and worked 
closely with Jaco Oosthuizen, 
the company’s CEO. He also 
served as a director of the 
Mike Loutfie Foundation.

RSA Group was devastated to 
hear of Ras’s death in February; 
he will always be fondly 
remembered and missed. 

Maine Daniels was director of 
corporate affairs at RSA Group, 

and helped the group gain entry 
into the Cape Town market in 
2010. His contribution to the 
company and our industry, 
however, adds up to much 
more than the sum of these 
individual achievements.

The tragic news of Daniels’s 
death, just one day after Ras, 
was met with grief by all at RSA 
Group. He will be dearly missed.

Trevor Rode worked with 
RSA Group for five years as a 
salesperson at the Coastlands 

business. Rode was a unique 
human being, and those 
who worked alongside him 
remember him as the type 
of man you’d want on your 
side, especially in a crisis. 

RSA Group learnt with sadness 
and a great sense of loss that 
Rode had passed away from a 
COVID- 19-related illness shortly 
after Ras and Daniels. Rode was 
a loyal man with the utmost 
integrity, and always wore a 
soft smile. He will be missed. 

LEFT:
Chairperson of 
the RSA Group 
board, Khumo 

Shongwe.
SUPPLIED

RSA Group tragically lost 
three devoted members of our 
team in the first few months 
of 2021, and we’ve had to take 
a few moments to catch our 
breath and realign ourselves. 

Losing someone is very 
difficult for individuals and an 
organisation, and challenges 
us on many levels. With this in 
mind, we asked chairperson of 
the RSA Group board, Khumo 
Shongwe, to share a few 
thoughts on where we’re at, and 
how best to move forward. 

1. Let us acknowledge 
and remember the lives 
of our colleagues
We at RSA Group have been 
truly blessed to have had many 
wonderful people at the heart 
of our community for over 35 
years. I urge you all to remember 
them fondly and acknowledge 

Remember, and move forward

In loving memory

their long service to 
the group. May their 
souls rest in peace. 

2. We cannot give up
Those of us who are 
fortunate to still have 
our good health have 
a duty to continue 
holding the torch and 
lighting the way. We 
must embrace this, 
and even more so 
during this pandemic. 
It is critical that we 
continue to observe COVID-19 
protocols to reduce infections. 

3. History has its eyes on us
The COVID-19 crisis is not 
only about us; it is also 
about the South Africa of 
the future. All the decisions 
we make have consequences 
and affect our future. 

It is therefore important to 
remember to do the right 
thing, so that we can make 
a significant contribution to 
the generations to come.  
It is up to each of us as 
individuals to ask ourselves what 
actions we can take today that 
will make history smile on 
us, rather than frown.  
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Castlemaine, of the onion section 
at IMS Joburg, whose daughter, 
Zuané Zadie-Lee Castlemaine (5), 
was born in April; and to Clinton 
and Careen Gregorio from 
Germ Diggers, who welcomed 
their son, Caleb Gregorio (6), 
to the world in February. 

NEWS FROM JOBURG
RSA Group and its affiliates 
in Johannesburg made 
several new appointments 
over the last few months.
Karl Sandenbergh (1) was 
appointed operations and 
logistics manager at IMS Joburg. 

Suries Erasmus (2) was appointed 
as communications assistant 
at IMS Holdings, and Janine 
Arkeldien (3) as stock controller, 
at IMS Joburg. Tarryn Petersen 
(4) was appointed as a skills 
development specialist at IMS 
Joburg. Congratulations to Dean 

In recent months, RSA Group welcomed new employees to the team, and said goodbye to others, while a 
number of employees added new members to their families!

RSA Group news

8       WINTER 2021 EDITION

1 2 3 4

5 6

7

8

RSA GROUP FRESH THYMES



9:
Learners who 
obtained sector 
education 
certificates are 
(front): Mxolisi 
Kubhuka; (middle, 
from left): Nofundo 
Gamede, Thabiso 
Khanyile, Auha 
Mashau, Omphile 
Marago, and Happy 
Masoma; (back, 
from left): Roy 
Coetser (managing 
director at IMS 
Joburg), Lebohang 
Mofokeng, Malusi 
Mhlungu, and 
Sbusiso Cebekhulu.

15:
Dieter Schumann 
(right), RSA Group 
managing director 
presented Shane 
Rachpall with 
a long-service 
award for 20 
years‘ service.
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Germ Diggers is contracted to 
manage the cleaning of RSA 
Group’s market floors, and its 
founder, Clinton Gregorio (7), 
recently received his Certificate 
in Facilities Management from 
the University of Cape Town. 
Antoinette Kruger (8) obtained a 
diploma in Financial Accounting 
in May 2021. Learning and 
development programmes 
offered by RSA Group provide 
opportunities for those who 
want to expand their skills. A 
group of learners (9) obtained 
Sector Education and Training 
Authority certificates in agri 

sales and services. There were 
eight unemployed learners in the 
group, six of whom were placed 
in jobs with IMS Joburg after 
completing the programme. 
The Joburg IT department 
appointed Rohann Strydom (10) 
as an information technology 
helpdesk technician in March. 
IMS Joburg said goodbye to 
three employees who retired. 
They are Simon Hlungwane, 
a forklift driver, who retired 
after 30 years; Frans Mashaba, 
also a forklift driver, who was 
with the company for 34 years; 
and Thomas Makondo, a trust 

accounts clerk who retired 
after 28 years. There was much 
cause for celebration with the 
weddings of two IMS Holdings 
staff members. Suraidah Rajah 
(11) from the human resources 
department, married Marlon 
Franklin in December 2020; 
and Nandis Kuilder (12) from 
the IMS Holdings IT department, 
married Nadine Correia in 
October. Congratulations are 
also due to Precious Radebe 
from the IMS Holdings support 
department, who gave birth 
to a baby girl, Owami Radebe, 
in September last year.
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NEWS FROM COASTLANDS 
AND THE CAPE
Carl Torlage of RSA Group’s 
Coastlands division, and his 
fiancée Chantelle Botes, recently 
welcomed a baby boy, Leo 
Gerrard Torlage (13). Nadia 

Coetzee of the IMS Holdings HR 
Department celebrated the arrival 
of her baby, Hannah Adeline 
Coetzee (14). IMS Coastlands 
said farewell to Joe Ncobela, a 
forklift driver who retired after 
19 years with the company. 

RSA Group’s Coastlands division 
honoured Shane Rachpall (15) 
with a long-service award. 
Charl Marais (16) was appointed 
as a commercial manager, and 
Coenraak Vermaak as an assistant 
salesperson with IMS Cape Town.

14



NEWS FROM THE FREE 
STATE, NELSPRUIT 
AND POLOKWANE
A number of RSA Group 
stalwarts celebrated decades of 
service to the business. According 
to RSA Group’s Free State 
division, these senior members 
of staff are still going strong.
RSA Group Managing Director 
David Oracki (16) has dedicated 
40 years of his life, and counting, 
to RSA Group, working 
tirelessly during the COVID-19 
pandemic, from home, in the 
office, and on the floor. Damian 
Aboud, section head of the fruit 
section, who also celebrated 

40 years with the business, 
rarely missed a day of work 
before and during COVID-19.
Clive Jammine (17), head of the 
potato section, has 35 years’ 
experience under his belt 
working for RSA Group. Due 
to a health risk, he had to work 
from home for certain periods 
during the pandemic. However, 
he has now returned, full of 
energy, to the market floor.
In February, IMS Free State 
appointed Jonathan du Plooy 
(18) as a salesperson.
Sonto Collie Temba (19), who 
works at RSA Group’s Nelspruit 
division, recently passed 

his Agricultural Produce 
Agents’ Council (APAC) 
examination, making him 
a licensed market agent.
IMS Nelspruit announced 
the appointment of a new 
salesperson, Jana de la Port.
Willie Oosthuizen (20) was 
appointed sales assistant at 
RSA Group Polokwane. 
Doelien Rossouw (21) and 
Koketso Semenya (22) were 
appointed administration 
clerks at Polokwane Express. 
More good news from Polokwane 
was the engagement of 
salesperson Rudi Oosthuizen 
(23) to Anneline van Wyk.

16:
From left, David 
Oracki, RSA Group 
managing director 
celebrated 40 
years of service 
to the company 
this year, he also 
presented long-
service awards to 
Tshidiso Lawrance 
Mofokeng, Msokoli 
Joseph Nzuweni 
and Tshipane 
Hendry Rancho.

19: 
From left; Johan 
Koen, RSA Group 
chief financial 
officer, Sonto 
Collie Temba, and 
Jaco Oosthuizen, 
RSA Group CEO. 

16

17

18

19 20

21 22 23
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1: RSA Group staff at the Durban Market with Chinese New Year treats. 
From left: Elsabe Joubert, Kavita Hardew, Slindile Mbele, Dieter 
Schumann, Keanen Muller, Carl Torlage, and Shane Rachpall.
2: RSA Group employees celebrating the Chinese New Year at the Joburg 
Market. From left: Karen Gous, Adele Clarke and Merriam Ledwaba. 
3: Celebrating Chinese New Year at the Joburg Market, from left: 
Francois Viljoen, Benedile Munyemano, Kerenn Vela and Asha Mistry.
4: Celebrating Chinese New Year at the Joburg Market, 
from left: Suraidah Rajah, Millicent Mashatola, Mpho Davis, 
Zenda Vorster, Nohuhle Tshuma and Zhane Barnard. 

 RIGHT: 
Slipper Day winner 
Antoinette Kruger´s 

winning slippers.

 RIGHT: 
RSA Group 

employees 
show off their 

fancy footwear 
to celebrate 
Slipper Day.

PHOTOS: SUPPLIED

Chinese New Year, 
which fell on 12 
February this year, is 
both a celebration and 
a wish for wealth and 
luck in the Chinese and 
other cultures. The day 
is commemorated in 
many countries, and 
this year RSA Group 
held an event in which 
employees were given a 
small glass bottle with 
a Lotto ticket inside. At 
Chinese New Year, also 
called Lunar New Year, 
it is tradition to give the 
gift of a bright, beautiful 

red envelope to your 
friends and family. This 
envelope would usually 
contain money, and the 
gift of a Lotto ticket was 
RSA Group’s creative 
way of referencing this 
tradition while wishing 
staff members good 
luck for the year ahead. 

The Slipper Day initiative 
was started by the Reach for 
a Dream Foundation to show 
support for children fighting 
life-threatening illnesses. The 
theme this year was ‘Not all 
Heroes Wear Capes’, a tribute to 
the bravery of many children, 
doctors, nurses and families 
during the pandemic, and a 
reminder that heroes can sanitise 
and wear masks, too! On 7 May, 
RSA Group employees wore their 
slippers to work, and a prize was 
awarded for Best Slippers. The 
winner was Antoinette Kruger, 
a bookkeeper at IMS Joburg.

Chinese 

New Year 

at the 

market

Slipper Day 

winner

1

2 3

4
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The past year has been challenging, but RSA Group found time to acknowledge its hard-working employees. 
International Salesperson Day was observed on 5 March, and RSA Group took the opportunity to show its 
appreciation to all the sales teams. Over the past year, salespeople arrived at work bright and early every day, 
even throughout the COVID-19 lockdown, to sell produce, communicate with the farmers they represent, and 
do their best to keep the market floors running.

Celebrating RSA Group’s salespeople

1: RSA Group salespeople at Joburg Market, from left: Ricoardo Cagnacci, Roy Coetser and Stanley Naude.
2: RSA Group salespeople at the Tshwane Market, from left: Martha Letseku, SJ Käber, Mauritz Swart, Maryna Swart and Dikeledi Maila.
3: Thembile Gobeni from Cape Town.
4: RSA Group salespeople at the Nelspuit Market, from left: Ruan Ritson, Carlos Nhanale, Kenneth Ndobela and Sonto Temba.
5: Celebrating International Salesperson Day, Nizaam Singh, RSA Group salesperson at the Cape Town Fresh Produce Market.
6: RSA Group salespeople at Joburg Market, from left: Evert Bean, Liam Lecuona, John Patel, Andries Erasmus, Jack Mahlabane and Roy Coetser.
7: RSA Group salespeople at the Joburg Market on International Salesperson Day. From left: Anha Mashau, Yogi Rama, Thomas Mabasa, 
Francois Moolman, Ruhan Steenkamp, Paul Webb, Stiaan Muller, Angie Perumal, Roy Coetser and Paul Visagie.
8: Marcello Bubalo, an RSA Group salesperson, celebrating International Salesperson Day at the Cape Town Market.
9: Daniel Windt and Siba Melane from Cape Town. 
10: RSA Group salespeople at Joburg Market, from left: Jose Fernandes, Roy Coetser, Innayat Valli, Duncan 
Catto, Valentine Makopo, Millicent Ngobeni, Mafu Zwane and Allan Richards.
11: Celebrating International Salesperson Day at Joburg Market, from left: Wilma Haywood, Roy Coetser and Elza Blignault.
12: Wynand Schultz from Cape Town.
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RIGHT:
Mbekiseni (Clifford) 

Mbokazi
 SUPPLIED

RIGHT:
RSA Group employees participating in a five-

minute long moment of silence. 

BELOW:
Employees who were working remotely could participate in 

the company wide moment of silence via an online platform. 
PHOTOS: SUPPLIED
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RSA Group recently 
received an email from 
Hazel Bilsland-Brown, 
giving feedback on her 
encounter with one of the 
company’s employees, 
Mbekiseni (Clifford) 
Mbokazi. Bilsland-Brown 
said that Mbokazi was 
her hero (see email). From 
everyone at RSA Group, 
thank you to Mbokazi for 
being an ambassador for 
the business. You remind 
us that superheroes 
don’t always wear capes, 
sometimes they wear 
RSA Group t-shirts!

Bilsland-Brown
wrote:
To Whom It May Concern,
I would like to give a shout 
out of grateful thanks to 
your driver Clifford who 
kindly stopped to assist 
me with a burst tyre late 
[one] afternoon on a busy 
and dangerous road.

He not only assisted with 
the tyre change but was 
concerned for my safety. 

Clifford spoke proudly 
about working at RSA 
[Group] and is a valuable 
brand ambassador as well 
as a gentleman. He would 

On the 15th of January, 
at 9:00 in the morning, 
RSA Group held a five-
minute moment of silence 
across all the businesses, 
and online using 
the Microsoft Teams 
platform, to mourn the 
loss of our friends who 
passed away this year 

and to pay respect to the 
contributions they have 
made to our personal 
and private lives. The 
moment was also to 
recognise the immense 
effort our community 
continues to make to deal 
with the daily challenges 
presented by COVID-19. 

Credit where it is due

A moment of silence

not accept any token of gratitude, but instead stated 
that he has a wife and hoped that someone would 
help her should she ever be in the same situation. 

Today Clifford was my angel disguised as a hero 
and I was blessed that he came to my rescue.



Congratulations to the following RSA Joburg employees who recently received their long-service awards, being presented to them here by 
Roy Coetser, managing director of IMS Joburg: Paul Webb, 20 years‘ service (1); Alma McIntyre, 30 years‘ service (2); Wanda Nel, five years‘ service 
(3); Faure Geyer, five years‘ service (4); July Makondo, 20 years‘ service (5); Francois Moolman, 10 years‘ service (6); Andrew Haywood, 25 years‘ 
service (7); Marlene Liebenberg, 15 years‘ service (8); Margaret Oosthuizen, five years‘ service (9); Joe Fernandes, 15 years‘ service (10). 
PHOTOS: SUPPLIED
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Long-service awards are awarded 
to full-time employees after 
five, 10, 15, 20, 25, 30, 35, 40, 
45 and 50 years’ continuous, 
unbroken years of service. 
Payment of a long-service award 
to any employee is made at the 
discretion of the organisation. 
Aside from length of service, 
additional criteria used in 
determining eligibility include a 
satisfactory disciplinary record 
and level of performance.

The award is a cash award, 
given to the employee in 
their anniversary year, 
and is accompanied by a 
long-service certificate.
While continuous service is 
an important criterion for 

Thank you for your dedicated service!

consideration, the following 
breaks in service will, 
however, still be regarded 
as continuous service:
 Maternity leave;
 Company-approved 

extended leave of absence;
 Any period of temporary 

disability absence, recognised 
as such by the Retirement Fund 
Management Committee;
 Prior service at another 

business that has been 
acquired by RSA Group.

The award values are reviewed 
every two years (see table 1). 
Eligible employees will receive 
the net amount of the long-
service award. All long-service 
awards are fringe benefits and 
must therefore be processed 
through payroll so that these 
amounts can be included on the 
employee’s IRP5 tax certificate.
- Information for this article was 
supplied by Dr Christine Hermanson.

TABLE 1: LONG-SERVICE 
AWARD VALUES
YEARS GROSS VALUE
5 R2 000
10 R3 500
15 R4 500
20 R5 500
25 R8 250
30 R9 250
35 R12 750
40 R15 750
45 R17 500 
50 R 21 000

1 2 3 4 5

6 7 8 9 10

RSA Joburg long-service awards
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To raise funds for the International Day of Disabled Persons initiative, RSA 
Group held a casual day encouraging employees to each donate R20 and 
dress up as a Disney character. A group of staff members dressed as 
the beloved cartoon animal Minnie Mouse. Front, from left: Jonell Fourie 
and Adele Clarke. Back from left: Merriam Ledwaba, Marlene Liebenberg, 
Antoinette Zimba, Suries Erasmus, Gugu Radebe and Karen Gous.

Our IT department 

team-building
Dressing up for a 

good cause
A team-building exercise is a great opportunity for a 
department to find creative ways of working together 
more efficiently. Creating a healthy workspace 
environment and being able to understand your 
team members is an integral part of teamwork. 
The IMS Holdings IT department had first-hand 
experience of this during a recent session held in 
Potchefstroom. Some of the activities they engaged 
in included block-building, pipe-filling with water, 
and raft-building. There was also an exciting bonus 
activity: driving in a Dakar Rally racing car!

ABOVE:
Members of RSA Group’s IT department taking part in one of several 
activities which emphasise the importance of good communication 
and team work during a team building day held in Potchefstroom. 

LEFT:
During a team-building day, members of RSA Group‘s IT department 
got to experience the inside of a Dakar Rally racing car.
PHOTOS: SUPPLIED



rsa group fresh thymes

16       WINTER 2021 EDITION

Teamwork and celebrating success are 
part of what keeps RSA Group growing. 

In 2019, export company Freshworld 
merged with RSA Group, which ensured 
strong growth for the company‘s export 

division. This year, Freshworld celebrates 
its 20th birthday, and to mark the 

occasion, employees enjoyed a birthday 
cake from Charly‘s Bakery in Cape Town 

and a traditional South African braai. Here 
are, from left; Danie Kieviet Sr (Freshworld 

founder) and Adolf Kieviet and Danie 
Kieviet Jr (joint managing directors).

TOP: 
Employees at 

RSA Group‘s 
workshop located 

at the Joburg Fresh 
Produce Market, 
from left; Leslie 

Boesak, Inga 
Solombela and 

Bridget Nenguda.

MIDDLE: 
The workshop 

employees work 
tirelessly to keep 

forklifts and 
trolleys in excellent 

condition.

RIGHT: 
Workshop 

employees are 
responsible for 

maintenance work 
on anything from 
forklifts, trolleys 

and barriers to 
display stands 

and even chairs.
PHOTOS: SUPPLIED

RSA Group is the only market 
agent at Joburg Fresh Produce 
Market with its own workshop. 
The workshop has one priority, 
and that is to ensure that the 
forklifts and trolleys used on 
the market floor are kept in 
excellent condition so that 
traders can provide the best 
service to their customers. 
The workshop repairs, paints and 
cleans anything from forklifts, 
trolleys and barriers to display 
stands and even chairs, and does 
so quickly and efficiently. The 
workshop team is managed by 
group facilities manager Gjalt 
Hooghiemstra, who says that 
sending a forklift to a supplier 
to be fixed is costly and time-
consuming, which is why RSA 
Group’s workshop is such an 
important part of the business.
The highly qualified team works 
around the clock to ensure 
the best service delivery, and 
maintains schedules to keep 
track of each forklift and when 
it will require servicing. 
They even carry emergency 
toolboxes in case they need to go 
to different parts of the market. 
“We have 47 forklift machines 
and 180 trolleys that get serviced 
daily so that our traders never 
have to worry about getting 
the product to the buyers in 
time,” says Hooghiemstra.

Freshworld 

turns 20!

RSA Joburg Workshop
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BELOW: 
RSA Group was 
a sponsor and 
exhibitor at the 

Produce Marketing 
Association’s 

Fresh Solutions 
event held in 

Stellenbosch in 
May this year. 

PHOTOS: SUPPLIED

TOP: Some of RSA Group’s producer partners’ products on display. 
ABOVE: The theme of the event was sustainable 
transformation for fresh produce brands in Africa.

From providing COVID-19 
protection to offering HIV 
management and financial 
planning programmes, the 
Reality Wellness Group and RSA 
Group provide employees with 
crucial support in these difficult 
times. In March 2020, government 
implemented a range of lockdown 
protocols in response to the 
COVID-19 pandemic, and South 
Africans’ lives changed abruptly. 
Companies were under enormous 
pressure to implement COVID-19 
protocols within a short time to 
protect their employees. Reality 
Wellness Group engaged with 

As South Africa’s leading fresh 
produce sales organisation, RSA 
Group was a proud sponsor of the 
Produce Marketing Association’s 
(PMA) Fresh Solutions event.
Locally and globally fresh produce 
is a vibrant, opportunity-filled 
sector with a huge amount to 
explore. PMA Fresh Solutions was 
the ideal connection platform for 
all fresh produce stakeholders.

Connecting the fresh produce industry

Putting employee wellness first
RSA Group’s management team 
and began seeking the best 
solutions and support available. 
One of the key interventions was 
to place a nurse at each point 
of entry at every business unit 
within RSA Group. This was to 
ensure that proper screening 
could be conducted on each 
employee entering the business.
Any high-risk cases were 
immediately sent home for 
further monitoring and testing.
Like other businesses 
countrywide, RSA Group and 
Reality Wellness Group have had 
to cope with the rollercoaster 

ride of this unpredictable virus, 
but have maintained a high 
standard of protection and 
employee care throughout. 
Reality Wellness Group continues 
to provide support to employees 
telephonically, ensuring easy 
access to counselling. This 
is available to all employees 
and their families at no cost; 
employees can simply send a 
‘Please call me’ to 080 112 2550 
or phone 080 11 22 550 toll-free. 
Reality Wellness Group also 
offers HIV management and 
treatment programmes, financial 
guidance, and legal advice.
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ABOVE: 
The DuToit Group’s 

fresh produce 
displayed by RSA 
Group at a fresh 

produce market.
SUPPLIED

Despite the difficulties faced 
over the past year due to the 
COVID- 19 pandemic, Chippie 
Lubbe of RSA Coastlands says 
that the group’s philosophy of 
putting the farmer first has 
benefitted its clients. This 
pertains in particular to the 
DuToit Group, a large client of 
the Core division of RSA Group.

“Taking into consideration the 
volatile trading conditions during 
the COVID-19 pandemic, we’re 
not in a position to complain,”  
Lubbe said. “We approached 2021  
very positively, adding value 
to [the DuToit Group’s] product 
with integrity, honesty and 
communication. Most important 
is our total commitment to 

In a South African first, RSA 
Group expanded its food 
security accreditation at the 
Tshwane Market to cover all of 
its floors and product lines. 

The group has already received 
accreditation for its tomato and 
vegetable lines from QPRO | 
SAI Global and certification has 
now been extended to cover its 
entire Tshwane Market presence, 
following a comprehensive 
audit and assessment process 
that began two years ago. 

“Food security accreditation 
is a very important aspect of the 
fresh produce industry,” said Jaco 
Oosthuizen, RSA Group CEO. 
“Consumers place significant 
importance on food safety, and 
so do retailers and farmers. As 
a key role player in the centre 
of the value chain, RSA Group 
must also be able to certify food 
safety standards to ensure we 
support our business partners in 
their mission to deliver the best 
possible value to consumers.”

The extensive accreditation 
process featured regular audits 
specifically designed to examine 
warehousing practices such as 

We wish you a prosperous season!

RSA Tshwane secures 100% food safety accreditation

making sure DuToit’s customers 
are serviced with dedication. 
We’ve endeavoured to create 
a world-class trading platform 
with an all-important cold chain 
principle. “Our commitment 
has also been noted, with 
the recruitment of Sibisiso 

Mkhize and Nichael Hoolasi 
into the DuToit team. Both 
completed their APAC exams, 
as well as an introduction to 
agriculture learning programme 
through RSA Group.”

We wish the DuToit Group 
a prosperous fruit season!

food safety management systems, 
food safety incident management, 
good manufacturing practices, 
control of allergens, cleaning 
and disinfection, product 
contamination control, and water 
quality, among many others. 

“The industry keeps upping 
its game with respect to food 
security standards, and it’s 
essential that we move hand-
in-hand with our business 
partners,” Oosthuizen said.

“Luan Wentzel, MD of 
RSA Group’s Tshwane and 
Regional business units, already 
spearheads the accreditation 
process to a range of retailers 
through the private markets at 
which we operate, so it made 
business sense to have it in 

place at a major municipal 
market like Tshwane, too.”

The accreditation guarantees 
that all fresh produce moving 
through RSA Group’s 
system at Tshwane Market 
upholds the highest food 
safety standards, and that 
the group maintains them 
independently of the surrounding 
market infrastructure. 

“It’s a guarantee that if Tshwane 
Market experiences difficulties 
with infrastructure, or its food 
safety systems are compromised 
in any way, the produce 
moving through RSA Group’s 
systems will, nonetheless, 
be handled according to 
the highest standards,” 
Oosthuizen concluded.

ABOVE: 
Earlier this year 

RSA Group 
managed to secure 

100% food safety 
accreditation at its 

Tshwane market.
SUPPLIED
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At Federated Farmers, 
sustainability matters
Sustainability is becoming increasingly significant for consumers around the world. In years to come, it could 
also define the health of Planet Earth, which means that it plays a particularly crucial role for Federated 
Farmers, according to the company’s managing director, Marelize Scholtz.

product and affirm that it has 
been produced according to 
socially and environmentally 
ethical processes. 
• Social sustainability
This is an especially important 
factor in a country like South 
Africa, which actively embraces 
the improvement of its 
diversity and business ethics 
to treat customers, suppliers 
and employees appropriately. 
Here, transparency is key, as 
everyone can be held accountable 
for every action and cost 
throughout the value chain. 
• Economic sustainability 
Achieving this means that 
farmers can keep producing, and 
customers can keep buying. 

German businessperson Jochen 
Zeitz once said that sustainability 
is no longer about doing less 
harm; it’s about doing more good. 

This is a guiding principle 
for Federated Farmers, and 
one that allows us to keep 
growing our business in a way 
that benefits us, our customers 
and the planet itself. 

In the fresh produce 
industry, sustainability is 
extremely relevant to most 
businesses. And although 

the word means different things 
to different people, especially 
when it comes to environmental 
issues, the best place to start 
is probably with the basic idea 
of a sustainable business. 

No company can remain 
operational for very long if it 
isn’t making a profit, so it’s vital 
for the health and well-being 
of South Africa’s entire fresh 
produce industry that all of its 
stakeholders continue conducting 
business over the long term. 

To get this right, every player 
in the sector must keep exploring 
how he/ she can improve through 
research and development, 
and by sharing his/ her 
knowledge and experiences. 

CONSUMER PERCEPTION
At Federated Farmers, one of 
the key aspects of sustainable 
business is finding ways to cut 
costs that neither add value to 
the system nor drive efficiencies.

By focusing strictly on this, 
we ensure that we do things in 
the best possible way, including 
achieving best-practice standards 
across farming, packing, 
transportation and sales. 

And once we’re confident 
that we’ve established the right 
standards, we step back and 
think it all through one more 
time, just to make sure we haven’t 
missed a trick somewhere. 
In today’s world, however, 
sustainability isn’t only a business 
issue. It also has a lot do with the 
way customers view the world 

and how they want to live in it, 
including what they choose to eat. 

Due to the increasingly 
negative impact of environmental 
degradation on daily life, 
consumers understand that 
sustainability applies as much 
to how humankind manages 
the Earth’s natural resources as 
it does to how we do business. 

Sustainable organisations 
focus on avoiding the depletion 
of natural resources in their 
operations, and on maintaining 
an ecological balance. 

This concept applies to our 
use of natural resources, it feeds 
into our approach to waste 
management and how we 
interact with each other socially.

Today, many consumers across 
the world view sustainable 
food production as central to 
their health and well-being. At 
the same time, they are deeply 
concerned about the state of the 
planet. They want to buy and 
eat food that has been produced 
according to sustainable, 
best-practice principles. 

A HOLISTIC APPROACH
At Federated Farmers, 
we focus on building our 
sustainability strength on 
three pillars: environmental, 
social and economic.
• Environmental sustainability 
This is a key factor in obtaining 
certification through schemes 
such as Farming for the Future, 
Natuurboerdery, and Rainforest 
Alliance. These certifications 
are a powerful boost for fresh 
produce brands, as they send 
a clear message to consumers 
about the quality of the 

ABOVE:
Federated Farmers 
managing director, 

Marelize Scholtz.
SUPPLIED
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The RSA Group business relies on 
quality relationships. The group’s 
traders spend many years working 

together with farmers to deliver on the 
group’s Farmer First Philosophy, and 
their mission is clear: to make sure each 
producer secures the best possible value 
for their produce. They also work with 
producers to grow their businesses into 
the future by developing strong, well 
packaged and presented brands that 
meet the demands of modern consumers, 
while facilitating relationships between 
producers and buyers that allow both 
parties to gain maximum value. 

Less recognised is the role the RSA 
Group Trust Department plays in this 
process. In fact, in many ways the 
Trust Department is the quiet RSA 
Group engine room – the department 
that binds the group’s relationships 
together, and which functions as a 
vital cog within the business model. 

Led by On-Markets CFO Brett Kent 
and group trust manager Anené Gunter, 

the department has fourteen Trust 
Professionals working at key locations 
across the country. Every month its 
payments to producers amount to 
an average of half a billion Rand. 

“The quality of business relationships 
is defined by financial transactions,” 
says Anené. “This is especially true 
in agriculture, where farmers are 
dealing with a lot of uncertainty every 
day and have to know that they will 
be paid on time, every time. The RSA 
Group Trust Department provides this 
certainty and accuracy. It’s no stretch 
to say its work is the foundation of 
the many long-term relationships that 
make up the RSA Group business.”

NO ROOM FOR ERROR 
RSA Group’s trust account is where 
monies paid by buyers and owed 
to farmers is managed. All activity 
involving the account has to meet the 
strict rules and regulations defined by 
Agricultural Produce Agents Council 

(APAC), including protocols with a 
strong eye on fraud risk management. 
Unsurprisingly, managing such 
large amounts of money on a daily 
basis is a complex undertaking. 

“Transparency and accuracy are the 
watchwords,” says Anené. “This is not an 
area where there can be any confusion, 
or ambiguity. The relationships RSA 
Group has within the agri community 
are ultimately only as strong as its 
financial integrity, and accuracy.”   

Anené goes on to point out that the 
Trust Department does more than simply 
provide a supporting, administrative 
function. In order to make effective, 
reliable payments to farmers RSA 
Group’s Trust Professionals carry out 
comprehensive reconciliations that 
analyse the full journey behind each 
transaction. Digging into the details of 
these reconciliations can give traders 
vital information that allows them 
to understand the nuanced details of 
their relationship with a producer. 

RSA Group’s Trust Department ensures that the company’s financial transactions are conducted smoothly and 
professionally. It is also responsible for fostering and maintaining relationships between traders and farmers.

Our Trust Department: 
what it is and what it does

Bets Linde

Zanele Kunene

Kavita Hardew

Thava Chetty

Brett Kent

Wanda Agenbag

Lucille Barnard

Madeleine Goosen

Charice Gerber

Sonette Venter

Melissa Janari

Anené Gunter

Rachel Herman

Michelle Smith
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“A trader can get a lot of practical 
support and strategic insight by getting 
closer to the Trust Department,” says 
Anené. “If you track a full transaction 
across all aspects, including things 
like sales, returns and payments, you 
can get a very good idea of the areas 
of weakness and growth potential for 
a farmer. Understanding these more 
subtle dynamics allows a trader to push 
the relationship to the next level.” 

SKILLS DEVELOPMENT
Looking forward, the Trust 
Department is focusing on fostering 
the personal growth and development 
of its Trust Professionals. 

“There are lot of very skilled, dynamic 
people working in the department, and 
it’s important that we grow their skills 

and capacity so that we can strengthen 
our contribution to the business 
even further,” says Anené. “We are 
always looking to develop our people 
in order to build to the business.” 

This involves refresher courses on 
the software and systems used, skills 
development in new areas like the RSA 
Group Business Intelligence system 

and a personal development focus. 
For those who weren’t sure exactly 
what the Trust Department is all 
about, in a nutshell, it’s the heart 
of the RSA Group business.

“The department not only ensures 
that the business ticks over on a 
financial level, it also allows RSA Group 
traders to maximise their contextual 
understanding of their relationships,” 
concludes Anené. “Our philosophy 
within the department is that if we as 
Trust Professionals get to know each 
other and the work we do, better, we 
can only improve the quality of what 
we do. I think this applies to everyone at 
RSA Group. The better you understand 
who’s in the Trust Department and 
the role they play, the better your 
business performance will be.”

The relaTionships 
rsa Group has 
wiThin The aGri 

secTor are only 
as sTronG as iTs 

financial inTeGriTy

The RSA Group Trust Department processes payments of about half a billion Rand to producers every month.
PHOTOS: SUPPLIED
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after the shoot wrapped up.
The calendar team, which 
comprised the RSA Group 
communications team of 
Litha Sabio, Jonell Fourie, 
Suries Erasmus and Leigh 
Ann Bawden of Freshworld, 
featured a mix of talent. 
Also involved was the 
dynamic duo of Cape Town 
photographers Bryce Barnard 
and Matteo Conti from Prismic 
Innovation, supported by 
graphic designer Culine Naudé. 

The calendar project was 
supported by RSA Group’s 
management, specifically Jaco 
Oosthuizen, RSA Group CEO, 
and Johan Koen, RSA Group 
CFO, who gave full go-ahead to 
the innovation required, and 
Adolf and Danie Kieviet Jnr from 
Freshworld, who supported the 
decision to combine the calendars. 
The beautiful final results were 
due largely to the willingness 
of RSA Group’s management to 
embrace innovation. And this 
meant making bold decisions like 
not following the corporate colour 
palette precisely and allowing 
the creative team to develop 
the concept as they worked. 

THE SPARK
The calendars were shot in Cape 
Town, but the journey actually 
started on Langplaas farm in 
Brits in North West, where 
the team were hosted by the 
Janse van Rensburg family 
and shown a carrot crop being 
harvested, cleaned and packaged. 
This visit provided the spark 
for the entire project, and got 
the team thinking about the 
journey of fresh produce from 
seed, soil and harvest all the 

RSA Group’s 2021 wall 
and desk calendars, 
which show a burst 
of fresh-produce 

colour set against 
an etched wood backdrop, evoke 
both the homeliness of the 
kitchen and the range of fruit 
and vegetables handled by RSA 
Group. They also offer a glimpse 
of the scale of South Africa’s 
fresh produce production, 
capturing that jaw-dropping 

moment most people experience 
when they step onto the market 
floor for the first time. 

Behind the striking, singular 
imagery lies teamwork and 
effort. It is no easy thing to 
capture a feeling of agricultural 
abundance in a photo shoot, 
and for each image selected, 
an array of decisions had to be 
made, from the set-up of the 
shot all the way through to 
what to do with the produce 

A team of enthusiastic creatives, with the full backing of RSA Group’s management, worked tirelessly on the 
company’s 2021 calendar, even learning about soil and carrots in the process. The result is an elegant and 
exciting design that reflects the scale, quality and taste appeal of locally produced fruit and vegetables.

Much more than  
just a calendar!

LEFT: 
Cape Town 
photographer, 
Bryce Barnard, 
who captured 
the images used 
for RSA Group‘s 
2021 wall and 
desk calendars.
PHOTOS: SUPPLIED
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ABOVE:
Some of the people 
responsible for 
producing RSA 
Group‘s 2021 wall 
and desk calendars 
(from left): Evert 
de Goede (of 
Langplaas farm), 
Litha Sabio, Bryce 
Barnard, Suries 
Erasmus and 
Matteo Conti. The 
group was given 
a guided tour of 
Langplaas farm, 
where they saw 
carrots being 
harvested, cleaned 
and packaged.

way to the dining-room table. 
The calendar sought to capture 
the essence of this journey and 
also to depict the size of the 
fresh produce industry, all the 
more remarkable because fruit 
and vegetables, by their nature, 
have to stay as fresh as possible. 

THE SOIL
The story of South African fresh 
produce (and indeed the story 
of the 2021 calendar) cannot be 
told without mentioning soil. 
After being educated by Evert 
de Goede of Langplaas on the 
importance of soil in production, 
the team determined that soil had 
to feature in the final imagery, 
and so the team brought samples 
all the way from Brits to Cape 
Town! All the effort was well 
worthwhile; the soil is a standout 
feature of the final shots.

The wooden board that the 
final calendars relied upon 
was chosen for its beauty and 
hired for use before reaching its 
ultimate destination as a piece 
of beautiful designer furniture. 

This process offers another 
example of the reach of a 

creative team whose talents 
and interests stretch far beyond 
photography. Like fine artisans, 
they took as much care with 
the wood as they did with the 
concept and the shoot itself. 

THE PRODUCE
The sheer abundance in the 
photo shoot was created with 
the help of traders from all over 
RSA Group, and specifically 
by the team at the Cape Town 
Fresh Produce Market, led by 
managing director Geo van Zyl. 
They made sure that the right 
produce was picked, and happily 
let the creatives walk away 
with the choicest strawberries 
and other wonderful items.

The challenge didn’t end at the 
market. The photographic studio 
was located up several flights of 
stairs, so teams of fit men were 
hired to carry the produce. 

The upside was that many 
people who would never 
otherwise have the opportunity 
got to taste a wide range of 
freshness, from aubergines 
to cherries, everyone got to 
experience new, exotic flavours.

It’s also important to note that 
nothing went to waste in the 
shoot. The bulk was donated 
to a recent victim of social 
violence in the area. Even 
damaged produce found its 
own unique form and function. 

Sliced ginger and apples, 
for example, were turned into 
invigorating juice shots that 
kept the team energised and 
motivated throughout.

Creating a great product is 
only half the challenge. Next, 
you have to get it out there. A 
team from across RSA Group, 
drawn from human resources, 
stores, the Johannesburg office, 
communications, and the 
administration department, 
came together just before the 
festive season to put together 
hundreds of calendar packs. 

Behind the energy and 
enthusiasm was a finance 
department more than willing 
to accommodate new suppliers, 
organise quick payments, 
and provide supportive 
administration. Without their 
cost management, the project 
may never have materialised.
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and Southeast Asia. Of the 
kernel, approximately 41% 
was exported to the US, 
47% to the EU (including the 
UK), 2% to Southeast Asia 
(China), and 7% to the Middle 
East. Several untapped markets, 
such as India, which has a large 
population with a growing 
middle class, are currently 
unfamiliar with macadamias.”

LOCAL DEMAND
Just five or six years ago, the 
avocado was considered a luxury 
item, but this has changed; these 
days it is almost regarded as a 
necessity, says Marcello Bubalo, 
section head for avocados at RSA 
Group. “Avocado has become 
a crucial part of healthy eating 
plans due to the many health 
benefits of the fruit. There’s 
also a very loyal and consistent 
demand for avocados. Because 
many people view avocado as an 
important part of a healthy diet, 
they’re not as sensitive to price 
as they may be when it comes to 
other produce. This means that 
even during periods of lower 

If there is one central message 
to extract from the boom 
in the avocado, macadamia 
and citrus industries, it is 

that health foods are moving up 
on global shopping lists. Gross 
returns for all three industries 
have grown at a faster rate than 
production. Moreover, fuelled 
by the healthy eating trend, 
superfood labels, and, where 
nuts are concerned, a move to 
replace animal protein with plant-
based alternatives, consumption 
is likely only to increase.

As demand outstrips supply 
for all three crops, the bigger 
question remains: can South 
African farmers and related 
support industries keep up?

SO FAR, SO GOOD
Growers have certainly played 
their part, with avocado orchards 
totalling 14 700ha, citrus 96 000ha 
and macadamia nearly 55 000ha 
in 2020, having increased by 
approximately 650ha, 8 000ha and 
6 000ha respectively since 2019.

Justin Chadwick, CEO of the 
Citrus Growers’ Association of 
Southern Africa, underlines the 
role that the greater industry 
plays in ensuring that farmers 
get a return on their investment.

“Investment by growers 
in research and technical 
development has meant that 
the industry has had all the 
right ingredients to flourish. 

“This has gone hand in hand 
with good infrastructure in roads 
and ports, excellent systems 

in the industry, compliance 
with demanding import 
requirements, excellent support 
for inspections and compliance 
with overseas protocols and 
requirements, and improvements 
in quality,” he says.

Johan Botha, a subtropical 
crop specialist, notes that the 
demand for avocados has 
grown on lucrative markets 
such as the EU and US.

“Industry-funded research 
has ensured that voyage by 
sea poses no serious quality 
problems. Citrus is a much larger 
industry, with a long history 
of successful exports and an 
excellent presence on traditional 
and new markets. The sheer 
force of the South African citrus 
export effort, backed by research, 
ensured that many obstacles 
could be overcome in the past, 
and there’s no reason to believe 
that the future is anything but 
solid. Furthermore, the season 
for citrus and avocados has been 
extended over the past decade 
with the development of new 
production regions, cultivars 
and growing techniques. This 
has conditioned consumers to 
expect year-round supply, which 
increases overall demand.”

Lizel Pretorius, CEO of 
Macadamias South Africa 
(SAMAC), says there are still 
many new potential markets, as 
well as current markets, where 
consumption can be increased. 

“In 2019, nut-in-shell was 
exported mainly to East Asia 

With prices remaining high, the citrus, avocado and macadamia industries 
have thrived in recent years, and farmers have continued expanding. This has 
left many wondering whether the situation is too good to be true and that 
the bubble might be due to burst. Lindi Botha and Denene Erasmus spoke 
to a number of industry experts about producers’ prospects.

Boom or bust 
for expanding 
orchards?
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ABOVE: 
Avocado exporters 
benefit from South 
Africa’s counter-
seasonality to 
the Northern 
Hemisphere, as 
they can supply the 
summer market 
with abundant fruit.
DENENE ERASMUS

supply, when prices are higher, 
there’s still a strong demand 
for the fruit,” says Bubalo.

South Africa’s main avocado 
season runs from March to June. 
However, according to Bubalo, 
the development of new varieties 
and new planting regions has 
prolonged the avocado season in 
South Africa significantly. The 
country now produces at least 
some avocados for 11 months 
of the year, which means that 
the window during which the 
country is reliant on imports 
has become very small. New 
plantings in the Southern 
Cape region, for example, have 
supported the lengthening of 
the local avocado season into 
the second part of the year.

There also seems to be a 
gradual shift in the type of 
avocado that South Africans 
prefer. According to Bubalo, 
customers in Europe prefer 
dark-skinned varieties and, as a 
result of this, many local growers 
have opted to plant these. South 
African consumers still prefer the 
green-skin varieties, but there has 

been a spillover effect from the 
export industry, which has seen 
more dark-skinned fruit appear 
on shelves in South Africa. 

“Due to the fact that the 
supply of dark-skinned avocados 
has increased, giving more 
people exposure to this type 
of avocado, we’re seeing an 
increase in the demand for dark-
skinned Hass-type avocados 
in South Africa,” says Bubalo.

IMPENDING RISKS
Hard work across the value 
chains to keep operations 
running smoothly has 
produced good results, but 
with new hectares coming into 
production, the avocado, citrus 
and macadamia industries 
will have to up their game to 
remain sustainable. Ports for 
these export-oriented crops 
are of particular concern, as 
bottlenecks during previous 
seasons delayed shipments and 
resulted in reduced fruit quality.

Ensuring market access 
in a trade environment 
with increasing non-tariff 

barriers and requirements 
for organically produced 
products is also challenging.

Chadwick fears that if the 
citrus industry does not gain 
new markets and optimise 
existing ones, the latter could 
become saturated, with a 
subsequent reduction in returns. 
It is therefore important to find 
new export destinations.

In 2019, 65% of all citrus was 
exported, 29% was processed, and 
only 6% was sold as fresh produce 
on the local market. The biggest 
market remains the EU, followed 
by the UK, Russia and the US.
Avocados are also over-reliant 
on the EU and UK markets, 
and Donkin concurs that access 
to new markets is crucial to 
sustaining growth trajectories. 
But if ever there was a testament 
to the effectiveness of marketing, 
the avocado industry is it. 
Donkin says the South African 
Avocado Growers’ Association, 
which falls under the South 
African Subtropical Growers’ 
Association, has been promoting 
the health features and culinary 
versatility of avocados locally 
for over 20 years, and has also 
run campaigns in the UK, 
France, Germany and Sweden. 

“For the past three years, 
South Africa has been a major 
contributor to the World Avocado 
Organization’s promotion of 
avocados in the EU and UK. This 
proactive approach has played 
an important role in growing 
the demand for avocados. In 
peak season on the export 
market, exporters work hard to 
ensure that the majority of our 
avocados go into pre-planned 
retail programmes that are 
often coupled with in-store 
promotions to move the product.”
Donkin believes there is still 
much growth potential in 
avocados, especially when per 
capita consumption is compared 
with that of bananas or apples.

Pretorius says the macadamia 
industry is equally optimistic, 
and there is no great concern 
at this stage over the increase 
in future production. 
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support, and financial resilience 
will gain traction even as the 
pandemic wanes. Companies 
should communicate how their 
product serves consumers in a 
world where they are dedicating 
more time to themselves.

OTHER TRENDS
As remote work becomes 
the new normal for many 
employees, exchanging time 
in the city for rural life is 
becoming more appealing. 

Rural communities are less 
polluted, offering a ‘healthier’ 
environment, and moving out 
of costly cities helps to ease 
the financial burden endured 
during an economic slowdown. 

Many consumers want to go 
back to basics, provided that the 
technology is available to stay 
in touch online and participate 
in virtual experiences.
•  Restless and rebellious
Actions taken to control 
the pandemic have led to 
increased debt. However, after 
the lockdown was lifted in China, 
buyers flocked to luxury brand 
stores, shopping extravagantly 
after being homebound for 

Euromonitor International 
is a global market research 
company that provides 

strategic intelligence on 
industries, companies, economies 
and consumers around the world.

Due to the COVID-19 pandemic, 
many consumers have gained a 
new understanding of themselves 
and their place in the world. 
The virus and its associated 
lockdowns have brought 
new stress factors, including 
health risks, unemployment/
economic hardships, isolation, 
and upended routines. 

THE IMPORTANCE 
OF WELL-BEING
Mental well-being has become a 
top priority for consumers. Many 
have come to understand that 
treating the symptoms of stress 
does not address the root cause. 
Confronting the underlying 
issues head-on is a more 
successful strategy for achieving 
serenity. People everywhere 
are reassessing their priorities 
and identities, reconfiguring 

their work-life balance, and 
exploring new hobbies in a 
socially distant world. 

New spending habits have 
tended to focus on investment in 
durable skills and products that 
support resiliency into the future.

Employees today are 
demanding that  
their companies look beyond 
revenue and see themselves as 
more than merely profit-driven 
entities. Protecting the health 
and interests of society and the 
planet is the new expectation. 

Brands that rebuild a greener, 
more equitable world could gain 
not only a competitive advantage, 
but also the ‘social licence’, or 
trust of society, to operate.

The crisis of 2020 will leave 
permanent scars. Unemployment 
and lower budgets will urge 
consumers to seek products 
and services that help them 
withstand future crises 
and life-altering events.

Products and experiences 
that offer self-improvement, 
skills development, life-balance 

Every year, Euromonitor International identifies the emerging and fast-moving consumer trends expected to 
gain traction in the year ahead. These trends provide valuable insight into changing consumer values, and 
indicate how consumer behaviour is shifting and disrupting businesses in many sectors worldwide.

Consumer trends  
in 2021 and beyond

COMPANIES 
SHOULD 
IDENTIFY 
AND MARKET 
ATTRIBUTES 
THAT
CONSUMERS 
WILL PAY A 
PREMIUM FOR

LEFT: 
Businesses need 
to increase online 
penetration, offer 
fast delivery, and 
provide add-on 
services.
PHOTOS: GETTY IMAGES
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ABOVE: 
Bricks-and-mortar 
stores will have 
to reimagine 
their physical 
spaces in order 
to accommodate 
online ordering.

several months. French fashion 
luxury brand Hermès sold 
US$2,7 million (about R38 million) 
in Guangzhou in a single day.

Some consumers are also 
taking part in high-risk activities 
such as illegal parties and 
online gambling. The illicit 
market for cigarettes and 
alcohol in South Africa during 
the lockdown illustrates how 
consumers expect to continue to 
live their lives as they see fit. 

Companies are identifying 
growth opportunities across 
affordable luxuries in alcoholic 
drinks, indulgences in packaged 
food, and video games.
•  Convenience
Consumers will crave 
convenience and seek out 
businesses that best prioritise 
safety while minimising changes 
in established preferences 
and shopping patterns. 
COVID-19 serves as a trial 
period, giving businesses an 
opportunity to test self-serve 
or touchless operations.
•   
Digital tools enable consumers 
to stay connected while at home 
and re-enter the outside world 
safely as economies reopen.

‘Phygital reality’ is a hybrid 
of physical and virtual worlds 
where consumers can live, work, 
shop and play seamlessly in 
person and online. Businesses 
can integrate virtual processes 
into their physical spaces. 
Delivering virtually enabled 

at-home experiences remains 
imperative to driving e-commerce 
sales and gathering data.

Companies offering safe, 
memorable experiences 
via multiple platforms will 
gain loyal customers.
•   
The economic environment will 
continue to influence consumer 
spend. As consumers switch to 
generic brands amid economic 
hardship, expanding private-label 
offerings will benefit retailers. 

At the same time, companies 
should identify and market 
attributes that consumers are 
willing to pay a premium 
for. Readjusting product 
portfolios, distribution channels, 
promotions and supply chains 
to cater to ‘thoughtful thrifters’ 
will prepare businesses for 
a new normal. There is no 
one-size-fits-all approach.

Brands should find innovative 
ways to regain value and 
enhance the price-value equation. 
Convenience, increased online 
penetration, fast delivery, and 
add-on services are ways that 
companies can achieve this. 

   
The consumers of 2021 are 
demanding, anxious and 
creative. To accommodate them, 
businesses need to offer value-
added products and services, 
providing multifunctional 
and affordable solutions. 
Bricks-and-mortar stores and 

restaurants need to reimagine 
their physical spaces in order 
to accommodate online 
ordering and incorporate 
open-air components to bring 
customers back safely.

Technologies and virtual 
experiences are driving customer 
interactions and facilitating 
human connections online and 
in person. Cashless payments 
and click-and-collect services 
enable businesses to generate 
revenue while providing the 
safety and convenience that 
consumers desire. Companies 
need to readjust their strategies 
around remote engagements and 
consumers who are less mobile.

Purpose-driven initiatives 
will resonate with consumers 
this year. Amid social unrest, 
consumers want the facts 
and expect brands to act. 
Communicating with compassion 
and supporting mental well-
being are critical attributes 
for driving brand loyalty.

Flexibility, agility, transparency 
and technology will pave the 
way forward. With mounting 
uncertainties reshaping  
the world, businesses should 
prioritise and reinforce safety, 
consumer and environmental 
needs to foster a brighter future. 
• This article is an edited excerpt of 
Euromonitor International’s report, 
‘Top 10 Global Consumer Trends 
2021’. The report was compiled 
by Gina Westbrook and Alison 
Angus. Visit euromonitor.com.
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departments. “The business 
has a very strong track record 
and culture. In 2021, our aim 
is to build on that foundation 
to provide excellent service to 
our entire supply chain.” 

Apples have been the mainstay 
of the Williams Bros Fruit 
business since inception, but 
are by no means its only focus 
area. Bevin and Anges have 
poured a lifetime of hard-won 
experience into growing an 
operation that collects, stores 
and distributes an increasingly 
wide range of fruit lines from the 

Williams Bros Fruit 
is one of the 
most successful 
fruit packing 

and distribution operations in 
South Africa’s fresh produce 
industry. Based in Grabouw, 
with 180 employees from the 
surrounding community, the 
business is a well-established 
part of the Western Cape 
agricultural economy, and its 
growth and development has a 
big impact on the region’s socio-
economic prospects. Having 
grown up in the fruit packing 

environment, brothers Bevin 
and Anges Williams created 
Williams Bros Fruit in 1998 as an 
entirely black-owned commercial 
fruit distribution enterprise. 
They own and manage the 
business together with their 
wives Natalie and Danielle. 

“We strive to be the market 
leader in fruit packaging in 
South Africa, and our objective 
is to always have world-class 
distribution of quality fruit,” 
says Natalie Williams, who 
heads up William Bros Fruit’s 
marketing and communications 

The passion of Williams Bros Fruit in Grabouw saw the company weather the COVID-19 crisis successfully, and 
has positioned the business to keep growing. Natalie Williams of Williams Bros explains.

People and passion: 
the key to success

OPPOSITE PAGE:
The business is 
a 100% black-
owned distribution 
company, and 
transports fresh 
produce to all 
the key markets 
in South Africa.
PHOTOS: SUPPLIED
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TOP:
Williams Bros 
Fruit is one of 
South Africa‘s 
most successful 
fruit packing 
and distribution 
businesses.

ABOVE:
Williams Bros 
Fruit is owned by 
brothers Bevin 
(right) and Anges 
Williams.

region’s surrounding farms. The 
Williams Bros Fruit operation 
is backed by a modern packing 
and cold storage facility that 
maintains the highest standards 
in fruit packing and cooling, 
including a BRC Global Standard 
for Food Safety certification. 

“The fruit is stored at our 
facility, sometimes for extended 
periods, packaged to meet 
the requirements of different 
market segments and then 
distributed to national and global 
markets,” says Williams. “We 
also facilitate contract packing 
for independent producers 
throughout the Western Cape.” 

FACING CHALLENGES 
HEAD ON
COVID-19 challenged the 
Williams Bros Fruit business. 
“There was a lot of strain, 
especially through hard 
lockdown and Level 5 
restrictions,” says Williams. 
“Even though we’re classified as 

an essential services provider, 
COVID-19 saw big changes 
in consumer buying patterns, 
which influenced our structure. 
We are thankful to have made 
it through a very challenging 
period. I think we have the 
commitment and passion of 
our people to thank for that.” 

Williams Bros Fruit sells 
its produce at the country’s 
key fresh produce markets, 
including the Joburg, Cape 
Town, Tshwane, Springs and 
Klerksdorp markets. As such, 
the company’s relationships 
with market agents play an 
important role in its ability to 
achieve the best possible value in 
prevailing market conditions. 

“We have over 40 years’ worth 
of experience in the industry 
and outstanding long-term 
relationships with market 
agents,” says Williams. 

“We really believe in the 
power of long-term and 
loyal relationships, and our 
relationship with RSA Group 
has definitely ticked that box. 

“It’s an important part of 
our business structure.” 

THE FUTURE
Looking forward, Williams Bros 
Fruit will continue to focus on 
the elements that have grown 
the business so successfully 
over the past two decades.  

“Our interactions are all based 
on a foundation of passion and 
are defined by being available 
to everyone we work with. This 
culture is very clear at every 
level of our business, and we are 
confident that if we maintain 
this focus, we will continue to 
grow from strength to strength.”

‘We strive to 
be the market 
leader in fruit 

packaging’
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AL3 [employee],” says Stephanie 
van der Merwe, AL3 brand and 
public relations manager. 

“We want to increase the 
impact we have on local growth 
and development over the next 
10 years while also cementing 
our place as the go-to brand for 
potatoes, onions, butternuts 
and dragon fruit for every 
South African family.”

NATURE-FRIENDLY FARMING
AL3 uses environmentally 
friendly farming practices across 
its operations, and in many ways 
these form the strategic and 
operational heart of the business. 

“Nature-friendly farming aims 
to protect our natural resources in 
all aspects,” says Van der Merwe. 
“We’ve been focusing on this 

Across the world, 
consumers are 
embracing fresh, 
green diets. This trend 

was well-established before 
the arrival of COVID- 19, but 
accelerated markedly during 
the pandemic, with demand 
soaring for products with 
recognised health benefits, such 
as ginger, garlic and lemons. 

The big challenge for South 
African farmers is how to take 
advantage of these trends 
with the least risk. For AL3 
Boerdery, success has come 
from focusing on farming 
practices, employee development 
and industry relationships.

AL3 Boerdery operates farms 
in Limpopo, Mpumalanga 
and the Northern Cape. 

In addition to beef, its 
400 permanent employees 
produce around 38 000t of 
table potatoes, 7 000t of seed 
potatoes, 20 000t of onions, 
3 700t of butternuts and 40t 
of sweet dragon fruit every 
year, using only nature-
friendly farming practices.

The business began in the 
mid 1970s when founder 
Carl van der Merwe started 
planting potatoes and tomatoes, 
among other crops, on rented 
land. In 1978 he bought his first 
farm, Kwaggasbult in Limpopo, 
which operates as the AL3 
Boerdery head office to this day. 

“The reason for our existence 
is to create an environment 
for the positive growth and 
development of each and every 

AL3 Boerdery takes maximum advantage of global consumer trends to grow its business. To 

do this, it follows nature-friendly farming practices, seeks to empower its employees, and builds 

strong relationships.

From potatoes to dragon 
fruit at AL3 Boerdery

BELOW:
Potatoes are 
amongst 
AL3 Boerdery‘s 
main crops, 
and the AL3 
brand is steadily 
achieving national 
recognition.
PHOTOS: SUPPLIED
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ABOVE LEFT:
AL3 Boerdery is 
further developing 
its already 
successful 
dragon fruit line.

ABOVE RIGHT:
The enterprise 
produces around 
20 000t of onions 
every year.

farming method for nearly 
a decade, and we still learn 
something new every season. 
It’s an exciting process, because 
we know that we have to 
operate sustainably to secure 
farming for future generations. 
If we take care of nature, 
nature will take care of us. 

“Nature-friendly farming 
also enables us to deliver what 
modern consumers are looking 
for: food grown in the best and 
healthiest way possible.”
Like most of South Africa, AL3 
Boerdery was significantly 
challenged by the COVID-19 
pandemic and the negative 
impact of lockdown restrictions 
on operations. Nonetheless, it 
emerged from the crisis without 
a single job lost, a testimony to 
the emphasis that the business 
places on human development. 

“Each and every AL3 
[employee] is a key player in 

our business,” explains Van der 
Merwe. “We know that without 
each other, AL3 would not be 
able to go forward, and our focus 
is on creating an environment 
that supports the growth and 
development of our people. 
“It was pleasing for us to 
emerge from COVID-19 
with this philosophy still 
very much in place.” 

A GROWING BRAND 
IN SOUTH AFRICA
The AL3 brand has 
become increasingly 
recognised in South Africa, 
and the business’s relationship 
with RSA Group has enabled 
it to take greater advantage of 
emerging market opportunities. 

“We’re proud to have RSA 
Group as a marketing agency 
for our nature-friendly farming 
products,” says Van der Merwe. 
“We value the open and trusting 

relationship we have with 
everyone at RSA Group, and 
it has helped us to develop the 
fresh produce lines that modern 
consumers are looking for.”

AL3’s key crops are potatoes, 
onions and butternuts, but it also 
has plans to further develop its 
already successful dragon fruit 
line. A superfood, dragon fruit 
ticks all the boxes of modern, 
healthy eating, and has long-
term growth potential. 

“We hope to establish, with 
other farmers, a Proudly South 
African dragon fruit brand 
that can compete globally,” 
says Van der Merwe. 

“The South African fresh 
produce industry is overflowing 
with potential. It’s challenging, 
but we love a good challenge, 
and we look forward to exploring 
exciting opportunities to establish 
brands like dragon fruit on local 
and international markets.”
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•       
This organisation supports 165 
underprivileged individuals 
at its facility and close to 2 000 
families in need. Its goals are 
to see families reunited, young 
mothers living settled lives 
with their children, and the 
sick recuperated. The MLF 
supports the organisation 
with fresh produce weekly. 

•   
This wide-ranging organisation 
cares for 40 orphaned/abandoned 
HIV babies and children, operates 
an AIDS hospice, cares for 100 
elderly people, looks after a group 
of mentally challenged women, 
operates an outpatient clinic for 
the distribution of antiretroviral 
drugs to 1 500 patients, and 
manages a community poverty 
alleviation programme. The 
MLF supplies fresh produce to 
Nazareth House once a week.
•       

     
This home for children living 
with cerebral palsy, many of 
whom were abandoned at a very 
young age, supports 45 residential 
and 10 day-care youth and adults. 
The MLF delivers fresh produce 
to the home every Thursday. 
Phone the Mike Loutfie 
Foundation on 011 613 4391. 
Visit mlfoundation.co.za.

Sky-high unemployment, 
poverty, domestic 
violence… So many 
South Africans need 

food, medical care, a safe 
place to live, and other forms 
of assistance. Dedicated non-
profit organisations have 
risen to the challenge and 
perform remarkable work 
amongst the needy, but they 
need funding and donations to 
carry out their crucial tasks. 

RSA Group has been reaching 
out to the community for 30 
years with the regular delivery 
of nutritious fresh produce to 
various organisations. In 2018, 
it consolidated its corporate 
social investment with the 
launch of the Mike Loutfie 
Foundation (MLF). The MLF has 
continued to provide nutritious 
produce to beneficiaries, 
while creating opportunities 
for economic inclusion and 
long-term food security. 

According to Oxfam, a country 
is only food secure when all of its 
people at all times have access to 
sufficient, safe, nutritious food to 
meet their dietary needs for an 
active and healthy lifestyle. Food-
insecurity occurs when people’s 
access to food is minimally 
adequate and they have trouble 
meeting their basic needs. 

The MLF bases its actions on 
this definition. Donations of 
fresh fruit and veg can contribute 
hugely to people’s well-being, 
but they are often overlooked by 
those involved in charity work.

   
   

MLF actively supports the 
following charities:

•   
This refuge for abused women 
and their children provides 
accommodation, food and 
intensive counselling and skills 
training programmes. It also 
seeks to provide referrals for 
medical attention and place 
children in local schools. The 
MLF delivers fresh produce to 
Bethany Home every second 
Friday, helping the organisation 
provide nourishing meals 
to all of its residents. 
•       
Field of Dreams seeks to help 
some of the poorest people 
in the Hartbeespoort area by 
addressing social problems and 
unemployment. It focuses on 
young children, and also offers 
adult upliftment programmes, 
such as sewing and agricultural 
skills projects. The organisation 
supports 250 children and several 
families. The MLF has become 
an important part of Field of 
Dreams’s nutritional structure 
by providing fresh fruit and 
vegetables as needed for the past 
three years. Contributions from 
the foundation are given to the 
children first, and thereafter 
distributed to families in need.
•       

     
The home provides a high-quality 
24-hour nursing service and safe 
haven to destitute, vulnerable and 
frail elderly women. It currently 
supports 79 residents, but 
struggles to cope with increasing 
municipal tariffs, rising food 
prices, and general fundraising 
demands. The MLF contributes 
fresh produce to the Gerald 
Fitzpatrick House and Nursing 
Home every second Friday. 

There are many ways to support the non-profit organisations that help our vulnerable citizens, but fresh 
produce, due to its contribution to good health, will always rank among the most valued donations. Through 
the Mike Loutfie Foundation, RSA Group provides nutritious produce to a wide range of beneficiaries.

Keeping South Africa’s 
charities healthy

Donations 
of fresh fruit 
anD veg can 
contribute 
to people’s 
well-being
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watching how the people I’ve 
worked with conduct themselves 
in general, not only in business, 
but in their personal lives. Do 
they look after their families? 
Do they look after themselves? 
The answers to these questions 
will often tell you whether a 
mentoring relationship has 
been successful or not. 

Measuring the success or 
failure of the mentoring process 
is a difficult task. When the 
time comes for me to retire from 
RSA Group, I think I’ll judge my 
mentoring legacy by the numbers. 
If our company continues to 
achieve excellent growth in 
the future, it will mean I have 
played my own part in creating 
a new and great generation. 

ABOVE:
Andries Erasmus, 

director at IMS 
Holdings.

SUPPLIED

Andries Erasmus, director at IMS Holdings, reflects on the lessons he learnt about business and 

successful mentorship from the company’s founder, Mike Loutfie.

The measure of a good 
mentoring relationship

RSA Group has always 
enjoyed a strong 
mentorship culture. 
This has taken shape 

as a result of how we work 
with each other rather than 
through any formal process, 
with the course originally set 
by our founder, Mike Loutfie. 

I believe that Mike knew from 
the start what he wanted RSA 
Group to become: a market 
agency that was a truly people-
oriented business. Mike knew 
how to temper and mould people 
into a winning team. Those wild, 
ambitious and inexperienced 
young men of the 1990s are 
now all senior traders, major 
shareholders, and the leaders 
of RSA Group, all because of 
Mike’s powerful mentorship.

I learnt many things from 
working with him. Mike would 
always tell you what he believed 
was right or wrong. He was 
a man of great integrity, and 
nothing scared him. However, 
you can only be a successful 
straight shooter if you are 
truly honest in what you do.

SUCCESSFUL MENTORSHIP
When I look back at Mike’s 
mentorship, it’s clear to me how 
he influenced my life: he had a 
strong hand in the way I traded 
on the floor. Honesty, integrity 
and trust were all principles he 
lived by, and which he instilled 
and reinforced in me. To be a 
successful mentor, you have 
to be a living example, and 
Mike was an outstanding role 
model. He showed that the way 
you conduct yourself and do 
business absolutely matters. 
Part of this means listening 
to others carefully and being 

willing to learn every day. These 
remain crucial lessons for our 
young sales people today. 

RSA Group occupies a position 
of trust: our farmers look to us 
for honest dealing and fairness. 
We therefore need to rededicate 
ourselves to these values every 
day. Young people just entering 
RSA Group learn that our work 
requires absolute integrity. 

Looking at the other side of 
the coin, what makes a good 
mentee? In my experience, 
character is generally more 
important than talent. Self-
confidence, intelligence and 
ambition are important, but 
you can develop these qualities. 
However, it’s much harder to 
change someone’s basic character. 

If a person has a good character 
and is rooted in where they came 
from and how they were raised, 
then you have true potential 
onto which you can build skills. 

MEASURING SUCCESS
Ours is a noble profession. The 
world can’t keep turning without 
someone selling what is produced 
or manufactured, which means 
that if you are successful as a 
salesperson, you really are at the 
top of the ladder. For me, playing 
a part in the growth of a strong, 
self-confident young person is 
the ultimate satisfaction of a 
mentoring relationship. I love 

To be a 
successful 

menTor, you 
have To be a 

living example
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Nothing adds to a meal, whether dinner or lunch, quite like a potato salad. Merriam Ledwaba, a junior 
accounting support professional at IMS Holdings in Johannesburg, shares her delicious recipe.

Creamy and tangy potato 
salad with bacon and eggs

 Wash and drain the potatoes.
 Place a heavy-based saucepan 

of water over medium heat. 
 Add the eggs and cook 

them until hard-boiled.
 Remove the eggs, run them under 

cold water, then peel and chop them up. 
 Peel the potatoes and cut 

them into 2cm pieces. 
 Place a saucepan of water over 

medium heat. Add the potatoes 
and bring them to the boil. 
 Turn the heat down and cook them 

until tender. Drain them and allow 
to cool. Set aside until assembly.

 While the potatoes are still cooking, 
fry the bacon bits in a large pan until 
golden brown, then set them aside.
 In a large bowl, combine the 

mayonnaise, cheese sauce powder, 
fresh cream, salt or Aromat (depending 
on your preference), gherkins, red 
onion, red bell pepper, parsley, 
black pepper, and chilli flakes (for 
those who love a bit of heat). 
 Add the potatoes, bacon bits and eggs 

to the bowl, and mix everything  
together, taking care not to 
break the potatoes. 
 Serve and enjoy!

SERVES SIX

1kg potatoes
3 eggs
Bacon bits, to taste
1  cup mayonnaise
50g three-cheese sauce powder
1 cup of fresh cream
Salt or Aromat, to taste
! cup gherkins, diced
1 cup red onion, chopped
1 red bell pepper, chopped
20g parsley, preferably fresh
! teaspoon black pepper
Chilli flakes, to taste (optional)



If you were given R30 million 
to invest in agriculture, 
either in new or existing 
farming activities or in the 
agriculture value chain, 
how would you spend it?
I would use the money to put in place 
food safety accreditation at every fresh 
produce market in South Africa. 
This will ensure that wholesalers, 
retailers and all other buyers will have 
the confidence needed in those markets 
to do business with any one of them. 

What is the best advice you 
have ever been given?
Live your life with unwavering integrity, 
and bring the same level of enthusiasm 
to each task and project and every new 
day. Hard work will always beat talent 
if talent is not willing to work hard. 

GEO VAN ZYL
Managing director at IMS Cape Town

3 Minutes with...

If you were given carte blanche 
to effect one major change in 
South Africa tomorrow, how 
would you use this power?
The answer to this is straight 
forward, I will completely eradicate 
corruption from our society.

What is the one thing the 
national lockdown, to contain 
the spread of COVID-19, taught 
you not to take for granted?
Tomorrow is not guaranteed for any 
of us, so live each day to the full and 
be grateful for everything you have.

What is your favourite 
South African dish?
Any food or dish that I can cook 
on flames on an open fire.

Sudoku

HOW TO PLAY: Fill in the grid so that each row and column, as well as each 
of the 3 x 3 squares, contains all the digits from 1 to 9. 

MEDIUM DIFFICULT

3 8 9 4

9 1 5 3

4 1

3 1

7 4 3

8 2 5 7 9

6 2

4

2 6 3 1

2

5 6

3 4 6

4 7 8

8 5 4

1 5

9

8 1 3

1 4 6 5



FEDERATED 
FARMERS:

listings on behalf of 
farmers

is loyalty driven

is 100% transparent


	001
	002
	003
	004
	005
	006
	007
	008
	009
	010
	011
	012
	013
	014
	015
	016
	017
	018
	019
	020
	021
	022
	023
	024
	025
	026
	027
	028
	029
	030
	031
	032
	033
	034
	035
	036
	037
	038
	039
	040

