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The South African Bureau of Standards (SABS) welcomed the 
judgement in the High Court of South Africa Gauteng Division, 
Pretoria (Case 66330/2020), in which the judge has ruled in 
favour of the SABS in a matter involving the unlawful use of 
the SABS trademark. The High Court instructed the supplier of 
sanitisers and disinfectants to cease using the SABS Approved 
trademark and to remove it from all its products and packaging. 

The High Court further instructed the supplier to remove 
any reference from its products that contain or are associated 
with the SABS Approved trademark.  Judgement was granted on 
21 October 2021.

The High Court has awarded damages of R458 742 in 
favour of the SABS, for the unlawful use of the SABS Approved 
trademark.  The SABS Approved trademark was used unlawfully 
by a supplier of sanitisers and disinfectants, at the height of the 
COVID-19 pandemic.

“Products that falsely claim to be SABS Approved can cause 
a myriad of problems for consumers in South Africa, with 

the most concerning impact being the health and safety of 
consumers.  The SABS is happy with the judgement which is 
against the unlawful use of the SABS Approved trademark, 
which is a win for our consumers. As soon as the SABS became 
aware of the problem early in 2020, our Certification Division 
and legal team contacted the supplier in an attempt to stop the 
unlawful use of the SABS Approved trademark. However, these 
appeals fell on deaf ears and the supplier persisted with the 
blatant and unlawful use of the SABS Approved mark. The SABS 
had no other choice but to pursue legal action as the supplier 
continued to advertise and sell their products, claiming to be 
‘SABS Approved’,” says Jodi Scholtz, Lead Administrator at SABS.

Scholtz explained that in the past the SABS had experienced 
many infringements of their trademark and that most 
companies adhere to the cease and desist instructions. 
However, this judgement creates precedent and will strengthen 
the legal prospects for the SABS when companies fail to 
comply with the cease and desist instruction.

The SABS said that it will continue to play its part in 
ensuring that all products, that bear the 
SABS Approved 
trademark, are legitimate 
and comply with the 
applicable national 
standard. 

KNORR TEAMS UP WITH McCAIN FOODS TO HELP 
THE SOUTH AFRICANS MOVE TOWARDS A BETTER 
FOOD FUTURE
Knorr, Unilever’s largest food brand, has teamed 
up with McCain Foods, the country’s largest 
manufacturer of frozen potatoes and vegetables 
in South Africa to encourage South Africans to 
adapt to better eating habits that are good for 
them and the future of the planet. 

They have launched, easy-to-prepare 
ingredients to make family mealtimes more 
nutritious, tasty and fun, through the NEW 
Knorr Meals Made Easy with McCain veggies. 
Their inspiring ingredient combos and versatile 
products offer a range of choice and educate 
consumers on how easy it is to incorporate 
more veggies into your recipes – inspiring 
people to make small changes towards eating 
healthier with nutritious meals .

Both globally recognised food brands, are 
driving a movement of awareness on the impact 
of food on people and planet whilst providing 
simple solutions that make eating simpler and irresistible. 
“Food businesses have a huge responsibility to educate the 
masses about eating better for a balanced plate” concludes 
Noni Makhanya, Brand Manager for Meal Solutions at Knorr 
Masterbrand South Africa.

Earlier this year, Knorr released their study on 
Understanding the eating habits of the South African 

population. The report highlighted that as a nation, South Africa 
is still far from adapting to better eating habits, as the current 
composition of the plate is only 14% vegetables, and the ideal 
plate should comprise of 33% vegetables. Knorr and McCain 
believe that we can achieve this by making small and easy 
changes into our day to day eating habits as these will have a 
bigger and positive impact on the future of our people 
and planet.

IN THE NEWS

SABS AWARDED COURT 
ORDER AGAINST 
TRADEMARK ABUSER 
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Unilever announced that it has entered into an agreement to sell 
its global Tea business, ekaterra, to CVC Capital Partners Fund 
VIII for €4.5 billion on a cash-free, debt-free basis.

ekaterra is the world’s leading Tea business, with a portfolio 
of 34 brands including Lipton, PG tips, Pukka, T2 and TAZO®. 
The business generated revenues of around €2 billion in 2020.

Alan Jope, CEO of Unilever said: “The evolution of our 
portfolio into higher growth spaces is an important part of 
our growth strategy for Unilever. Our decision to sell ekaterra 
demonstrates further progress in delivering against our plans.

“We are proud of the place that our Tea business has in our 
company’s history. We look forward to seeing ekaterra, with 
its strong brands and global footprint, prosper under CVC’s 
ownership.”

Completion of the transaction is subject to completion of 
works council consultation processes and the receipt of certain 
regulatory approvals. Completion is expected in the second 
half of 2022. The transaction perimeter excludes Unilever’s 
Tea business in India, Nepal and Indonesia as well as Unilever’s 
interests in the Pepsi Lipton ready-to-drink Tea joint ventures 
and associated distribution businesses.
For more on ekaterra visit: https://ekaterratea.com/
For further information about CVC please visit:
https://cvc.com

UNILEVER TO SELL ITS 
TEA BUSINESS

IN THE NEWS

IT’S NOT YOGHURT…. MEET THE POWER CUP
First Choice, manufactured by Woodlands Dairy, has launched 
Power Cup, a long-life dairy snack. Developed as a healthy 
option for in-between meals and made with real milk, it is 
packed with dairy goodness and nutritionals.  Says Marisa 
Maccaferri, Marketing Executive for Woodlands Dairy and First 
Choice: “Healthy snack options are becoming a worldwide 
trend. Millennials tend to opt for snacks rather than meals due 
to their busy lifestyles, Gen X wants to cut down on sugar, and 
Boomers are changing their diets to become healthier due to 
their age. Traditionally, yoghurt is a chilled snack typically eaten 
at breakfast, but the emergence of ambient dairy snacks has 
changed it into a convenient, any time snack.”

Shelf-stable or ambient dairy snacks offer similar nutritional 
benefits to traditional, fermented and chilled yoghurt, but can 
be consumed on the move as it does not need refrigeration. 
Since it is heat treated, the culture is eliminated and not present 
in the final product. The heat treatment extends the shelf life, 
which means the unopened product can be stored for up to six 
months. 

Marilee Jansen van Nieuwenhuizen, Brand Manager at 
Woodlands Dairy and First Choice explains that although it is 
referred to as a dairy snack and not yoghurt, it is still made with 
dairy milk with all its nutritional benefits. “Power Cup is healthy, 
filling, and available in a variety of tantalising flavours. It can 

be enjoyed at room temperature, chilled or frozen. Another 
advantage is that no refrigeration is required for storage when 
the product is unopened.”

Van Nieuwenhuizen explains that having a well-maintained 
cold chain can be a challenge due to the distance and time 
it takes for stock to be shipped. “Often there is also a lack of 
infrastructure on the receiving side. Ambient dairy snacks solve 
these challenges as it can be bulk purchased and stored, thereby 
preventing economic losses. As it doesn’t require refrigeration 
until opened, it’s ideal for exports to countries where 
refrigeration is not always viable.”

“We believe shelf-stable ambient dairy snacks are the 
future of the category, bringing the joys of smooth, flavoured 
dairy nutrition to consumers all over the world. It has become 
a remarkable success story and we’re excited to be part of its 
growing popularity. First Choice Power Cup is set to fill a huge 
gap in the market and will provide a healthy alternative dairy 
snack to all age groups everywhere,” concludes Maccaferri.

Power Cup is available in five flavours including Strawberry, 
Strawberry and Banana, Granadilla, Cream Soda and Coconut. 
Priced competitively and locally manufactured, it will be 
available in 150g cups at selected retailers and at 
www.shopfirstchoice.co.za
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Is your food facility ready for 
DECEMBER SHUTDOWN

Shutdowns affect everyone in the company, so it's clear 
to see why teamwork and communication are essential 
throughout the shutdown phases2. Furthermore, 

participants should retain responsibility for ensuring that vital 
information is effectively shared and that they have tried to 
remain informed. Teamwork will help everyone in coping with 
the stress of a shutdown.

Several factories have embraced the "holiday shutdown" 
as an annual event to stay up with technology improvements 
such as robot upgrades, preventative maintenance, and 
process optimization1. Employees and supervisors are typically 
absent during the holiday season, reducing the amount of 
production work that can be accomplished. Smart companies 
take advantage of the situation, conducting operation-
wide shutdowns to reduce overhead costs while increasing 
competitiveness. However, this end-of-year strategy appears to 
go against the grain of most food safety management systems in 
terms of preventative maintenance.

While scheduled shutdowns may be beneficial to business, 
attaining the best results requires careful preparation, 
collaboration, and diligence. This is frequently expected from 
those in charge of procurement, equipment maintenance, 
engineering, facility management, and project management. 
While every employee is responsible to do their bit to ensure 
a smooth shutdown, there are a few principles to consider 
before and during the process. This can be good thing since, if 

done correctly, with a well-planned, coordinated and executed 
programme end-of-year maintenance can be a preventative 
measure.

Phase 1: Create and Communicate a Clear Plan
It is vital to plan for a shutdown. Specific goals with feasible 
action steps for task completion should be in place and 
communicated well in advance of the shutdown date 1. This 
plan should include a list of tasks to be completed, who is 
accountable for each task, and a clear logistical workflow. 
Remember to include any external professionals or contractors 
who will be used during this period. Typically, these professionals 
should be scheduled six to eight months in advance.

Despite a long off-season that should provide ample time for 
effective maintenance, starting up again frequently approaches 
with most of the maintenance still incomplete 2.

Here are several suggestions that may prevent this issue:
• Ensure that a decision-maker at the managerial level is 

present to address any concerns and verify the final scope of 
work. As systems are dismantled or equipment becomes more 
accessible, it is common to uncover extra work that needs to 
happen. Communication is key and food safety should be a 
primary consideration in all decisions.

• The lessons learned from prior shutdowns should be revisited.
• Make provision for unanticipated costs.
• Contractors should be included early in the process to ensure 

For food safety, end-of-season maintenance at food processing plants should be systematic2. 

Occupational health and safety, environmental management, and corporate social responsibility are 

also elements that play a vital role in the local food facility.  

By JESS KELFKENS, Guest Writer  

SHUTDOWN
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that all parties are on the same page.
• Maintain a thorough list of maintenance issues handy during 

the season to avoid overlooking crucial concerns. This list 
should be addressed at meetings regarding production 
and food safety as well as to help prioritise the sequence of 
activities required.

Phase 2: Ensure that the 
sequence is correct
The available team defines the sequence in which tasks will 
be performed and distributes responsibility for tasks2. The 
sequence of start-up is also important in determining the 
sequence of maintenance. Here is another helpful list adopted 
from Linda Jackson2:
• It is critical to follow maintenance with cleaning2. This may 

necessitate the operation of certain tanks, pipes, and 
pumps for cleaning operations to take place, such as in 
fruit processing plants. All these steps must be clearly and 
concisely defined.

• Provide thorough instructions to all personnel, as this may be 
their first shutdown2. This applies to both those participating 
in the shutdown preparation and those involved in the 
shutdown itself.

• Avoid doing routine maintenance tasks, since these might 
jeopardize the time and resources allocated.

• If the shutdown is limited to a particular area of the plant, 
such as a single processing line that may not be in use 
owing to factors such as season, safeguard the remainder 
of the production area from contamination resulting from 
maintenance activities2.

• Plan additional hygiene inspections, and regularly check on 
contractors to ensure they are following hygiene practices 
including protective equipment and handwashing2.

Phase 3: Make use of the 
proper tools
To save time, it is critical to explain the shutdown specifics and 
the requirements for ensuring hygiene to all personnel. 

The use of adequately certified food-safe lubricants in 
sections of the plant where intentional or accidental food 
contact may occur will be critical. Check that the items you 
employ meet international standards, are health and safety-
conscious, satisfy HACCP (hazard analysis and critical control 
point) criteria, and are certified for use in a food facility.

As an illustration, one such certification scheme classifies 
food-grade lubricants as follows2, 4:
• H1 – Food grade lubricants suitable for use in and near food 

processing facilities where there may be accidental food 
contact.

• H2 – Non-food-grade lubricants that may be used solely in and 
near food processing facilities where there is no risk of food 
contact.

• H3 - Food-grade lubricants, comprising edible oils that are 
commonly used to clean and prevent rust on hooks, trolleys, 
and other similar equipment.

Phase 4: Terminate operations ... Shut it down
The team may now initiate the shutdown procedure2. Remember 
that when a shutdown entails clean rooms or a hazardous 
environment, it may be necessary to create regularly updated 

site maps and signage informing people about restricted zones. 
Consider using security personnel to monitor key entry points as 
an added precaution. Furthermore, take into consideration the 
following 2:
• Do not disregard safety precautions, on the contrary, these will 

need extra attention, as contractors will be on-site. COVID-19 
safety measures demand additional requirements.

• Do not disregard food safety measures merely because a 
shutdown is in effect.

• Dispose of waste used oils, paints, and other materials 
responsibly to avoid contaminating the environment.

• Conduct regular cleaning of the plant to prevent physical 
contamination and to ensure that it is as tidy and hygienic as 
possible prior to start-up. Execute housekeeping and hygiene 
audits to verify that your team stays on track.

• Maintain daily logs of all activities, problems encountered, 
and measures followed to remedy them. These records will 
provide critical insight on the next year's shutdown.

Phase 5: The Handover
The team should now have enjoyed a series of little successes as 
the systems revert to regular functionality2. This is the vital step, 
so do a check to ensure that all issues are resolved thoroughly. 
Remember that no error is trivial or without consequence.

This last level consists of two steps.
1. Conduct an inspection of all equipment that will encounter 

food.
2. Arrange for a full and thorough assessment of the factory by 

food safety personnel and then a health and safety team to 
verify that it is ready for both food and employees.

Phase 6: Resuming and preparing for the 
next time
The factory is now ready to resume normal operation1;2. After the 
project is completed and the desired outcome is achieved, it is 
time to start preparing for the next year. Managers and decision 
makers should take the following into consideration.
• Which procedures worked and which did not.
• Lessons learnt that will aid in preparation for the next 

scheduled shutdown.
• Regardless of the findings, each organization should take a 

proactive approach to risk management and routine cleaning 
and maintenance.

References
1 Williams C. (2018, December). Preparing for the “Holiday” Shutdown: 
Tips for Successful Robot Maintenance and Upgrades | IMPO. IMPO. 
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Festive season preparation for your 
HEALTH AND SAFETY 
RESPONSIBILITIES
By Elsabe Steyn, Health & Safety Senior Business Partner – Operations, Zutari

For many of us the festive season is a time to go on holiday and relax. But for some this can be the 

busiest time of the year, depending on your type of business. It might also be your financial year end. 

Either way, all of these can distract you and you can lose focus of a few important health and safety 

aspects that, if forgotten about, can bite you in the butt, so to speak.

HEALTH & SAFETY



Many health and safety 
compliance aspects in the 
business are on monthly to 

even yearly cycles. It is relatively easy to 
keep track of the monthly and quarterly 
aspects such as in-house fire equipment 
inspections or lifting equipment 
inspections as they happen regularly. 
Time flies and if you don’t have a properly 
documented system to remind you of the 
6-monthly and yearly items, something 
like an expired pressure equipment test 
certificate, expired load test certificate 
for lifting equipment, canopy deep 
cleaning or even expired medical fitness 
certificates can cause unnecessary delays 
when you can’t afford it. What you also 
don’t want is to leave your business 
vulnerable over the festive season should 
you have the advantage of closing over 
the festive season. 

Here are a few pointers that you 
can consider in your business to keep 
things running smoothly, depending on 
business cycles.

1. Always do monthly and quarterly 
inspections on the first working day of 
the month, then you know it’s done, 
and you don’t have to crosscheck or 
remind staff to “not forget about it”. 
Under no circumstances must staff 
responsible for monthly inspection 
think they have “the whole month” to 
do it. That is sloppy, it is a bad habit, it 
is inconsistent. If inspections highlight 
items to be replaced or fixed, there is 
time to still get it done before the next 
inspection. Discipline is needed – own 
it, get it done. 

2. Schedule 6-monthly and yearly 
inspections, tests, and certifications so 

that they don’t fall in the busiest time 
of the year for example December/
January. Schedule them a month or 
2 earlier (e.g., in October/November) 
to avoid delays if maintenance is 
required. You don’t want breakdowns 
during your busiest time of the year. 
Service providers and contractors 
might also not be available. Then you 
can start the new year focusing on the 
right things and getting production 
going.

3. Spread the schedule for training and 
medical fitness certificates throughout 
the year on the days, weeks and 
months that your business can afford 
to set aside that time and cost.

4. Likewise, spread issuing of personal 
protective equipment throughout the 
year for the same reasons. 

5. Try and integrate your health and 
safety checks and inspections into 
the food hygiene inspections. For 
instance, when yearly deep cleaning 
is scheduled, also set aside time for 
their yearly inspections especially if it 
is items that are not required by law 
to be inspected or certificated yearly. 
You won’t know if something has 

frayed, seals are broken or perished or 
parts missing unless you check or do 
planned maintenance. 

6. Don’t forget to inspect, deep clean, 
unpack those areas we tend to forget 
about – the hidden storerooms, the 
bulk storage areas, the returns cage, or 
the slow-moving items.

7. Should your business close over the 
festive season, remember to:
a. Lock out all energy systems such as 

steam, gas, or electrical supply.
b. Lock out all individual equipment as 

well. 
c. Limit the amount of fuel, valuables, 

and hazardous chemicals on your 
premises in case of a fire.

d. Make alternative / additional 
arrangements with your security 
firm for the festive season.

e. Return expired / damaged items to 
suppliers.

f. Have all uniforms laundered. 
g. Clean out all grease traps.

Whether the festive season is your 
busiest time of the year or a well-
deserved break, make sure you have a 
“start of the year” inspection checklist to 
guide staff on how to inspect all premises 
and equipment, to declare it safe for use, 
clean & sanitise and start production 
safely. This must obviously include the 
safe start-up of lock-out systems such 
as gas, steam, and electricity. Depending 
on your type of business and identified 
risks, safety induction and re-training 
in specific safe work procedures might 
is critical for your staff, especially in the 
case of dangerous equipment.

www.zutari.com

HEALTH & SAFETY

t’s vital to ensure 

that you don’t

leave your business 

vulnerable

over the festive 
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The 2021 AOAC Interna-
tional Sub-Saharan Africa 
membership survey
The SSA-AOAC commissioned a 
survey of the laboratories in the 
region to better understand their 
members’ needs and to evaluate 
the impact of their major projects 
in the region. 

Testing foodstuffs is a crucial 
step in ensuring that there 
is compliance with the food 
safety regulations put in place 
to protect the consumer. The 
onus for testing rests with the 
foodstuff manufacturer, and 
with governments. Regulators, 
manufacturers, and consumers 
place their trust in testing results 
which is why valid and accurate 
results, from both private and 
public labs, are critical. 

The role of testing in foodstuff 
trade in Africa is even more 
important given the launch of 
the Continental Free Trade Area 
(CFTA), with the ambition to 
increase intra-continental exports 
by over 80% by 2035. Agricultural 
raw materials and finished food 
products are predicted to be key 
to this - but if the means to test 
safety, quality and regulatory 
conformity are lacking, these 
ambitions could be severely 
impeded, according to Fraser.

Key findings of the survey
Key to trade is the use of 
accredited testing facilities and 
this is even more important in 
the event of a dispute. This latest 
AOAC-SSA survey highlights 
the disturbing and continuing 
lack of ISO certified food safety 
testing laboratories. Based on 
the labs which participated, 
results indicated only 63% on the 
continent which are certified to 
ISO 17025: 2017, compared to 
90more than 95% in Europe.

AOAC

Capacity building in African labs in critical  
NEED OF ATTENTION 

It’s almost two years ago since we caught up with Dr Owen Fraser, 

the President of the SSA of AOAC International. We chatted to him 

and John Bee, the Communications Officer of the organisation about 

some important work presented at the 2021 Annual Sub-Saharan 

Africa Section of the AOAC International, held recently at Misty Hills, 

Gauteng, South Africa.

AOAC Sub Saharan Africa President, Dr Owen Fraser, welcoming Dr Eve Gadzikwa, 
head of the Standards Association of Zimbabwe.
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ISO 17025 accreditation of the laboratory has 
several stringent requirements, but two of these include 
competent and trained staff and the use of validated 
analytical methods. Both requirements were noted 
as serious shortcomings in the survey with 40% of 
respondents reporting that their establishment had 
no active training programmes and more than a fifth 
reporting that their labs do not use official analytical 
methods. 

Not using official analytical methods poses challenges 
in disputes not to mention the concern regarding the 
accuracy of results obtained from a non-official method. 
This coupled with a lack of use reported for certified 
reference materials in some labs raised further questions 
around the quality of the analytical method performance.

According to Fraser, the COVID-19 pandemic cannot 
be blamed for the lack of investment and deterioration as 
most participant labs were considered essential services 
in all countries involved. The pandemic and subsequent 
economic downturn may have impacted on the routine 
use of certified reference materials in some labs.

Fraser explained further concerns based on a previous 
project: “We conducted by a laboratory performance 
benchmarking programme in 98 countries early this year. 
Labs were invited to register for this project to reference 
samples for testing using their own methods. Although 
this was not a proficiency testing project, the aim was 
to benchmark testing performance and then assist the 
nonconforming labs to improve their performance. 
Certain standard method performance criteria were 
required for the analysis. The study showed that for all the 
parameters except for ash determination, more than half 
of the participating labs did not produce accurate results. 
Aflatoxin determination was a key food safety parameter, 
and these results are quite alarming as they may have 
significant economic and public health consequences.”

“Although some minor improvements compared to our 
2018 survey were observed, the percentage of accredited 
laboratories rose by 23%, and 65% of food testing 
labs regularly participated in an ISO 17043 accredited 
proficiency test schemes compared to 60% in 2018, with 
76% achieving satisfactory performance compared to 
lower than 50% in 2018. However, of greatest concern 
is that 64% of respondents felt that the overall situation 
for laboratories has not changed and has even worsened 
since 2018” stated Fraser. 

Six laboratories in South Africa participated in this 
2021 survey and according to Fraser, it is reasonable that 
these results represent the performance of these labs too.

John Bee indicated that the lack of improvement was 
disappointing and should trigger some alarm bells for 
the future of the CTFA intentions. “There is a need for 
increased investment in capacity building in labs and this 
issue should probably have a higher priority on regional 
and member state agendas than what it currently is.” he 
concluded.

For more details on AOAC International SSA 
membership, visit www.aoac-ssafrica.org
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The uninterrupted cold chain is 
especially important; but the 
HACCP concept as well as the 

specific compliance requirements 
of your business also demand the 
adherence to temperature limit values 
and hygiene standards. A new challenge 
is the preparation of fresh foods in 
supermarkets, which requires a number 

of additional quality assurance measures. 
The reliable, robust and easy-to-

operate food measurement technology 
from Testo supports you in all these 
tasks. 

We have assembled this application 
guide to show you how this works. In it, 
you will  find answers to these questions 
and much more:

Q Where does 
measurement take place?
In Incoming goods
Incoming Goods is the site at which 
foods are delivered. In the context 
of food safety, fresh food and frozen 
goods deserve special attention here, 
because the cold chain and other 
regulations must be adhered to. The 
handover of goods generally takes 
place in the loading bay. Immediately 
after the supplier's arrival, the 
temperature is measured here either 
on the loading platform or directly 
in the truck. Sometimes, a printed 
protocol serves as proof.

Ensuring quality and compliance
IN SUPERMARKETS

TESTO 

Fresh, tasty, appetizing: Customers have high demands when it 

comes to the quality of foods – and place their trust in you when 

they go shopping in a supermarket. That's why it is your 

responsibility to ensure that only safe foods end up in the 

customers' shopping cart.
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Q How can I save time 
checking incoming goods, 
with fast precise 
measurements?
You measure fastest with an infrared 
thermometer. It measures the 
temperature on the surface – without 
contact and non-intrusively. It also 
makes sense to take additional spot 
measurements with a penetration 
thermometer. The use of a combined 
instrument such as testo 104 IR is 
therefore especially advisable, in order 
to check delivered goods quickly and 
precisely.

From Incoming Goods, most foods 
are first transferred to a storage facility. 
In order for the goods to make it to 
the shelf, refrigerator unit and serving 
counter fresh and unspoilt, the storage 
conditions must be suitable and 
constant. Different limit values must 
be adhered to, depending on the type of 
food.

Q How do I ensure a
constant temperature in
refrigerated rooms 24/7? 
In the storage of foods, it is not
sufficient to measure surface and
core temperature just once a day, 
because that means that for the other
23 hours of the day, you are in the
dark about the storage conditions of
the foods. Continuous measurement 
with data loggers or automated climate 
monitoring with alarm function gives 
you the certainty that the limit values 
are being adhered to at all times. This 
minimizes risks, secures quality and 
saves time in comparison to manual 
spot check measurement.

Q Where does 
measurement take place?
• At service counters
 Sensitive goods in supermarkets are 

found in fruit and vegetable displays, in 
refrigerators and self-service counters, 
but also in serving counters for 
sausage and meat, cheese and fish. In 
order to ensure impeccable foods, and 
to meet compliance, the temperatures 
here must be continuously monitored, 
as in the storerooms.  
Best suited to this purpose are 
data loggers or an automated 
data monitoring which collects all 
temperature data in one system. 
Special refrigerator probes help 
you to tell the difference between 
real temperature drops and slight 
fluctuations caused by opening the 
refrigerator door. In any case, when 
choosing the data loggers you should 
make sure that they are certified for 
application in refrigeration units and 
display counters. The testo Saveris 
2-T2 data loggers fulfil the standards of 
HACCP International, and correspond 
to the IP protection class IP 65, i.e. 

the loggers are insensitive to water 
splashes and are easy to clean. A 
positive side-effect is the impression 
made on the customers: visibly 
positioned loggers signalize additional 
security and a high level of quality-
consciousness on the part of the store 
management.

• In food preparation
 The preparation of fresh foods 

represents a new trend in the 
supermarket business. In 2016, a 
survey conducted among food retailers 
in the USA showed that they intend 
to extend their offer in the area of 
lunches as well as freshly prepared 
snacks such as sandwiches.

    A customer survey carried out in 
2013 identified the quality of the 
offer, meaning the combination of 
good flavour, easy availability without 
long waiting times, and a fair price, as 
the crucial factors for the purchasing 
decision. What requirements result 
from this for supermarkets?

After the food quality has been 
checked in Incoming Goods and 
monitored in storage, these standards 
must then also be adhered to in food 
preparation and in the kitchen. The 
production and preparation of fresh 
foods presents a new challenge to 
many supermarkets, involving new 
measurement tasks. In the end, a kind 
of small restaurant is being operated in 
the supermarket. The above-mentioned 
customer survey shows: Only if the dishes 
on offer taste good and there are no long 
waiting times will the customers come 
back. For this reason, it is essential to 
offer qualitatively faultless foods with an 
attractive appearance, from sandwiches 
to whole midday meals. The most 

TESTO 

What's crucial in the process chain?
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important measurement parameter is 
temperature. It is determined not only as 
a core temperature in foods, but also, for 
example, as an ambient temperature in 
ovens. Uniformly crispy deep-fried goods 
yet reduced cooking oil consumption can 
be ensured by measuring the quality of 
the oil.

Q How can deep-frying costs 
be effectively reduced?
With a cooking oil tester such as the 
testo 270, the proportion of so-called 
"Total Polar Materials" (TPM) in the oil 
is measured. If the oil is aged, it shows 

an increased TPM value. This results in 
the production of bad deep-fried goods. 
It can furthermore contain substances 
which present a risk to health. Regular 
measurement with the testo 270 
prevents this. The use of the measuring 
instrument also prevents the oil being 
replaced too early. This reduces oil 
consumption by up to 35% as local trials 
performed at well-known South African 
retailers and quick service restaurants 
have shown.

Q Who can help you?
For decades, Testo has been a reliable 

partner for the food sector. Our 

measurement technology and 
measurement solutions are used 
on a daily basis by food producers, 
supermarkets, restaurants and catering 
operations, and are indispensable for 
ensuring quality. The close exchange with 
our customers shows: Just measuring 
accurately is not enough: It is more about 
robust, easy-to-operate measurement 
technology solutions which takes work 
off your hands, e.g. through automatic 
documentation, helping you to save time 
and resources. 
www.testo.co.za

NOTE: These measurements below refer to EU standards and requirements. 
For Local regulations on temperatures, please refer to R638 Annex E.

TESTO 



     www.fbreporter.co.za FOOD & BEVERAGE REPORTER     |     NOVEMBER/DECEMBER 2021     |     17 

What is A1 and A2 milk: The difference is associated with 
variation in the protein composition of cow’s milk. Both A1 
and A2 variants are proteins in the casein group which 
makes up about 80 % of the proteins. The two variants are 
almost identical apart from differing in one amino acid at 
position 67 of the polypeptide (amino acid chain): A1 has 
histidine whereas A2 has proline. Interestingly, dairy breeds 
differ in composition of A1 and A2 in their milk: the highest 
frequency of the A1 variant is observed in Holstein 
(0.31-0.66) and Ayrshire (0.43-0.72) and A2 in Guernsey 
(0.88 -0.97) and Jersey (0.49 -0.72).

The proposed negative effect of A1 milk: This is associated 
with the histidine at position 67 of the polypeptide. When 
A1 milk is digested, the histidine results in a cut of the 
polypeptide into a shorter peptide with seven amino acids. 
This peptide is called BCM-7. In the case of A2 milk the 
proline prevents a split at this site that prevents the BCM-7 
to be released. BCM-7 is associated with opioid and cyto-
modulatory properties that supposedly have inhibitory 
effects on the immune system. There are also indications 
that A1 milk does not digest and absorb as easy as A2 milk 
and some researchers claim that A1 or A1A2 milk may be 
associated with increased risk of developing Type 1 Diabetes, 
autism and schizophrenia as well as coronary heart disease. 
Other controlled research does not support the claim.

Reasons for the Organised Dairy Industry’s position: 
Bearing in mind (1) the unconvincing research evidence, (2) 
the fact that milk presented to the consumer has mostly 
been processed in bulk from various sources, and (3) that 
even dairy breeds with comparatively high frequencies of 
A1, do contain A2, the Organised Dairy Industry cannot 
support any action to discredit A1 milk or promote A2 milk 
at the expense of A1 milk. From the regulatory environment 
the stance is supported by the DALRRD with the following 
pronouncement: “The Department is aware that there are 
local producers/manufacturers /retailers who are considering 
indicating the presence of the A2 protein or the absence 
of the A2 Protein (or both) in their milk/dairy products. 
However, in view of the current lack of South African based 
supporting scientific research around A2 type of beta-
casein protein, the absence of a commercially available 
test and the legal status of the trademark, the use of the 
above-mentioned claims on dairy products regulated under 
regulation R 1510 dated 22 November 2019, will not be 
allowed in terms of regulation 32(3)(a) and (5)”.

More information can be obtained from the 
Milk SA R & D Project Manager at Heinz@milk.co.za. 

DAIRY DEFORESTATION

ON A1 Vs
A2 MILK

Stance of the Organised
Dairy Industry

EU COULD CURB 
DEFORESTATION 
with beef and coffee 
import ban
Beef, wood, palm oil, soya, coffee and cocoa – and some of 
their derived products – for example leather, chocolate or 
furniture – are commodities included in the scope of the 
proposed regulations.

Emissions from the land-use sector, most of which are 
caused by deforestation, are the second major cause of 
climate change after the burning of fossil fuels. At the recent 
COP26 summit held in Glasgow, world leaders agreed to end 
deforestation by 2030.

Hot on the heels of this, the EU has initiated legal 
proposals aimed at tackling global deforestation and forest 
degradation.

The main driver of deforestation and forest degradation 
is the expansion of agricultural land, which is linked to the 
production of commodities imported into the EU, such 
as soy, beef, palm oil, wood, cocoa and coffee. As a major 
economy and consumer of these commodities linked to 
deforestation and forest degradation, the EU wants to 
respond to consumer drive and make changes. 

 
The Commission has proposed a Regulation to mimimise 

EU-driven deforestation and forest degradation. By 
promoting the consumption of ‘deforestation-free' products 
and reducing the EU's impact on global deforestation and 
forest degradation, the new rules are expected to bring down 
greenhouse gas emissions and biodiversity loss.

This legislative proposal gathered more than 1.2 million 
responses, indicative of overwhelming support from 
European citizens for EU action to tackle deforestation and 
forest degradation

The Regulation sets due diligence rules for operators 
providing specific commodities to the EU market that are 
associated with deforestation and forest degradation and 
some derived products, allowing only deforestation-free and 
legal products (according to the laws of the country of origin) 
into the EU market.

Ref: https://ec.europa.eu/commission/ 

The FAO estimates that 420 million 

hectares of forest — an area larger than 

entire EU — were lost to deforestation 

between 1990 and 2020. 
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Good health is a priority, and the 
popularity of foods that support 
immunity, gut and overall health 

continues at pace. Consumers regard 
food as medicine, relying on traditional 
or common kitchen ingredients for their 
perceived health benefits, whether it’s 
strengthening gut and liver function, 
improving skin health, boosting mental 
wellness, or fighting the common cold. 
In South Africa for instance, there is 
potential for maize meal, a local staple, as 
a carbohydrate alternative for those who 
have allergies, sensitivity or intolerance 
to grains, gluten, or rice, or for weight 
loss. Interest in plant-based protein 
is also rising, as it’s perceived to be a 
healthier protein alternative to meat. For 
example, Australians are looking to pea 
protein, consumers in UAE have an eye 

on tempeh and tofu, and in South Africa, 
mushrooms, lentils, and chickpea are 
taking the spotlight.

But even within healthier food 
choices, convenience, and indulgence 
rate highly, especially among beginner 
cooks or working professionals who 
seek quality, creative meal solutions 
for delicious, fuss-free mealtimes. 
They are willing to experiment and try 
new novel foods. 

In response, we are seeing a plethora 
of restaurant-style meal kits, wider 
food delivery options, and the availability 
of ready-to-eat popular street food 
consumed on-the-go.

With the pandemic driving digital 
transformation across industries 
including F&B, there continues to 
be good potential in simulated retail 

experiences in the form of menus, 
livestreaming of kitchens, digital edible 
food, and limited time/edition items. 
Examples include Australia’s augmented 
reality restaurant ‘Fresh Hot & Delicious’ 
and Korea’s virtual reality start-up ‘Project 
Nourished’, which offers a virtual dining 
experience that replicates existing foods 
and invents new ones.

Conscious consumption
With greater awareness of the impact 
their actions have on the environment, 
consumers now expect sustainable food 
solutions, from sourcing and production 
to packaging, storage and waste disposal.

Waste-free and environment-
friendly solutions will continue to see a 
transition that goes beyond maximizing 
the use of an ingredient – for example, 

What does the future of   
FOOD LOOK LIKE?

Consumers today want wholesome, nourishing staple foods that offer value for money. COVID-19 

together with changing lifestyles has turned the spotlight on health and wellness, influencing what 

people choose to eat and drink, and how and when they consume. More than ever, consumers are 

taking note of ingredients on labelling, storage, and packaging, to delivery hygiene. With this, the 

food and beverage sector is shifting in dramatic ways to meet evolving consumer needs.  

KERRY FOOD

By AVINASH LAL , Market Research and Consumer Insights Director, 
Kerry Asia Pacific, Middle East, Africa
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in South Africa, there’s the practice of 
making marmalade from citrus rinds, or 
in Australia and Indonesia, bananas are 
consumed in entirety, from flowers to 
leaves − to embracing a complete change 
in approach within the industry. This 
includes how chefs create dishes to 
zero-waste ethical kitchens.

As the origin of food gains focus, 
consumers are increasingly demanding 
sustainably sourced foods, with a 
preference for locally grown ingredients. 
Farm-to-table concepts have been 
meeting this need through the presence 
of more online farmer’s markets, where 
consumers can buy their produce 
directly. This not only gives the assurance 
of quality and freshness but also cuts 
contact and transportation. More farmers 
and local suppliers have started selling 
through social platforms, for example 
South African local suppliers are on 
community groups on Facebook, and this 
trend will continue to grow.

Rising demand for efficient, 
customised meals 
With work-from-home or flexi-work 
arrangements the new normal, 
consumers are also eating meals outside 
of conventional mealtimes and are 
opting for foods that can be eaten any 
time, yet are nutritious, fast to prepare 
and convenient.  What this has led to is 
the growing popularity of nutrient-rich 
foods, intermittent diets or mini meals, 
and easy-to-hold food formats as seen 
in soups and ramen bowls in Southeast 
Asia; oatmeal and vegetable smoothies 
in South Africa and Australia; and curry 
meals in a jar in Saudi Arabia. 

There continues to be a big space 
for time-efficient formats (ready-to-cook 
or ready-to-eat) to satisfy consumers’ 
taste and nutrition goals, one example 
is UCOOK in South Africa. It specialises 
in meal kits and meal delivery, with a 
wide-ranging, even exotic, menu that 
includes Kenyan coconut calamari, Asian-
style fish and chips and ostrich ragu. 
Meanwhile, South Africa’s FitChef offers 
nutrition-and-weight-loss-focused weekly 
or daily meals. Pick from Keto meal kits, 
diabetic-friendly meals, and snack kits, 
to family meals − you can even make an 
appointment with a dietitian.

This need for adaptation has also led 
to the home delivery scene reinventing 
itself. We now see ghost kitchens 
operated by service providers focusing 

on online food delivery for fine-dining 
and quick-service restaurants, cafes, and 
food courts. 

As the number of delivery options 
increase, speed, aesthetics, and the 
ability to maintain textural integrity and 
taste in food for home delivery are critical 
to success. 

Appeal of sensory foods
As consumers hunger for experiences 
that deliver emotional gratification, there 
is demand for meals or products that 
delight or excite the senses.

The ‘Instagrammable’ food trend 
remains (we eat with our eyes first), 
and brands can benefit from this. For 
example, by using modern additives or 
additional ingredients that enhance taste, 

status, or visual appeal. This is already 
evident in the high use of truffle in Korea 
and Thailand; caviar in India; kale in the 
UAE; and chocolate in China and Japan.

For the experimental home chef, 
micro sensory ingredients that go beyond 
taste will be a draw. People seeking 
visual, aromatic, and textural appeal may 
look for ingredients that can double up 
as colour enhancers, new garnishing, or 
aroma builders, or that can add texture 
to enhance mouthfeel. Think pandan 
leaves, beetroot or matcha powder 
for colouring; micro greens and edible 
flowers as garnishing; lemongrass, 
peppers, cumin or saffron for aroma; 
and grilled meats, blended beverages, 
and crispy and fried foods to enhance 
texture.

KERRY FOOD

Here are top ingredients and foods 
as forecast by Kerry Trendspotter™, 
an artificial intelligence tool powered 
by IBM Watson that predicts trending 
food, ingredients and flavours that 
will likely go mainstream soon.

• Hyper local foods: Local 
ingredients packed with taste and 
nutrition will remain a big space for 
innovation, given the wide variety 
and potential. Think unmodified 
ancient grains and local spice 
pastes that can elevate a recipe or 
enrich flavours.

 What: spelt, buckwheat, local 
herbs like fynbos (natural bush), 
mudumbi (sweet potato); African 
spinach 

• Immunity boosters: Immunity 
is important for good health and 
fighting infections. Traditional 
local ingredients – vegetables, 
fruits, seeds, nuts, spices – are 
preferred for their perceived 
immune-building and anti-infection 
properties. 

 What: Cardamom, cinnamon, 
garlic, spirulina, yuzu lemon

• Probiotic complex Food: These 
support gut health, help fight 
infections, and boost immune 
health. 

 What: Kombucha, kimchi and kefir  

• Adaptogens: Foods that 
strengthen the body’s ability to 
adapt to extreme stress. 

 What: Basil, amla, ginseng

• Micronutrient foods:  Local 
plants, seeds and spices for specific 
vitamins, minerals, and anti-
inflammatory benefits. 

 What: Turmeric, ginger, tamarind, 
star anise, chia seed

• Micro sensory food: Foods that 
stimulate specific senses – visual, 
olfactory and mouthfeel 

 What: Saffron, lemongrass and 
edible flowers

• Modern additives: Additional 
ingredients that either enhance 
taste, status, or the visual appeal of 
food.

 What: Chocolate/ cacao, matcha, 
truffle, kale, acai

• Smart street food: Refined version 
of local street foods with a focus 
on health, food safety and hygiene. 
Beyond just pre-mix options, these 

 now include freshly sourced 
ingredients which are prepared to 
order, and often packaged to strict 
hygiene standards.

 What: Frozen version of 
shawarmas (UAE, Saudi Arabia) 
Turkish kumpir (baked potato)

8 Trends in Ingredients
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In part 1 we looked at market research and how that impacts 
product development, if you missed that, be sure to check out 
last month’s edition of Food and Beverage Reporter. In part 

2 we are going to be looking at branding and packaging. In the 
next part of this series, we will explore distribution and sales. 

What is branding?
Perhaps it would be good to start with what branding is not. 
Branding is not a logo and colour scheme, although they do 
form a part of the visual expression of what a brand is. Branding 
goes far deeper than just the external dressing of a company. 

You will often find that businesses launch with a brand 
name, logo and identity that is strictly built around their current 
service offering but didn’t take the time to think through their 
positioning and how their brand will grow in the future. Often 
you find that companies build themselves into a corner, one that 
they could struggle to get out of later. 

Branding can be defined as the act upon which we develop 
an organisation’s image that truly reflects its identity, positioning, 
values, and characteristics, as it would outwardly speak to a 
specific target audience. You are trying to connect the company 
to its external market, in a way that truly makes sense to them. 

In our previous article, we explored the market research and 
product development steps required to launch a tomato sauce. 
Let’s advance from that:  your product has been developed 
and market-tested, and you are ready to take the next steps: 
developing your brand and packaging. 

Launching a new product: 
FROM CONCEPT TO RETAIL 
Part 2

If you are reading this article, you are catching us midway through a 3-part series, where we are 

looking at how to take a product from concept to retail and some of the steps in between. 

BRANDING

By PIERRE DORFLING , TENZING

Branding can be defined as the act upon 
which we develop an organisation’s image 
that truly reflects its identity, positioning, 
values, and characteristics
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Here are a couple of things you would need to consider 
when developing your branding:

Product features
What features about your product are unique? Perhaps you 
have a unique recipe, healthier, low sodium, no sugar variant 
that offers additional health benefits. 

Perhaps you wish to innovate your product by implementing 
a style of packaging (for example moving away from the 750g 
plastic bottle of sauce). Perhaps you are thinking of launching 
with fully recyclable material, or a unique design. 

Market insights
What insights can you pick up from how the market is behaving? 
Are sales up and or down in this category? Are people 
demanding something new? Are people becoming more health 
and sustainability-conscious?

Many insights will inform your decision making, however, 
each brand should aim to identify one or two key market insights 
that will lead their thinking. I remember working with a strategic 
team in unpacking the shoe polish market. The lead strategist 
on this project identified a key market insight: “Polishing shoes 
is a moment when a dad spends time with their sons, a moment 
when that dad can impart to his son about cleanliness and why 
it’s important to present yourself well.” This key insight formed 
the basis of all our communications going forward, connecting 
the product usage to that beautiful moment. 

 
Rational benefits
Rational benefits are the practical ways in which your product is 
superior to that of your competitors. These benefits offer a real 
solution to a real problem. 

What are the rational benefits that your product can offer 
people? Some benefits could include reduced price, health 
benefits, larger volume and longer-lasting product; or perhaps 
even smaller, more petite bottling making it perfect for travelling, 
camping, trips, or day hikes. 

Emotive benefits
Emotional benefits are the type of benefits that make people 
feel a certain way. They are intangible and will affect the state of 
mind of the people consuming your products. 
Take All Gold Tomato sauce as an example, their rational benefit 
is that they use real tomatoes in the development of their sauce. 
On the other hand, the emotive benefit they sell is patriarchy: 
‘South Africa’s #1’ and ‘We promise South Africans nothing but 
the best’.

Perhaps your healthier sauce could offer an emotive benefit 
such as guilt-free enjoyment, or even connect with consumers 
who take sustainability seriously. 

Your positioning
There is a lot that we can say under this heading, but perhaps a 
key thing to keep in mind here is that you would need to think 
about your business now, and how it is likely to grow into the 
future. If you position yourself too narrowly, you will be boxed in 
later and if you position yourself too broadly, people might not 
be able to understand what and who you are. 

A perfect example of this was when I worked for a branding 

agency a couple of years ago. A certain account put out a 
request for a proposal, asking companies to conduct market 
research on a certain product line. Although we were a branding 
company, market research was one of our key offerings. We 
went into the company and pitched our services as a leading 
market research partner. We won the bid and executed an 
amazing research product and found meaningful market 
insights for the client. We then proceeded to propose a brand 
restructuring for the client and presented a complete approach 
on how we would take that brand forward. 

The client was confused and simply said, no, you are our 
research agency, we will use a brand agency to execute our 
brand work. Even though the client was ecstatic about our 
research, they simply did not see us as a branding partner. 
Perhaps we oversold our research capabilities and not enough 
time was spent on how we positioned ourselves to this client.

The point is simply this, once you have defined yourself as 
something to a market, it will be extremely difficult to break out 
of their understanding of that.

Bringing it all Together
Having decided on the items discussed above, you are now 
ready to start painting the picture of what your brand will look 
like. Now you can start brainstorming name options, choosing 
if and what type of icon you might use, what font will you use, 
how your logo will look and what colour will represent your 
brand well. Perhaps you selected an obscure name and an 
accompanying brand descriptor that defines who you are. 

When completing the Tenzing brand, we jotted down 
everything we wanted to be, what type of company we wanted 
to be and what our ethos was. I remember in those early days, 
a key thought for our brand was this: We are an agency that 
supports our clients. We don’t want the limelight for ourselves, 
we want to make sure our customers get to shine. Our role will 
always be to support and guide, never to push our agenda onto 
our clients. In doing some research, we came across this fella 
named Tenzing Norgay, the mountain guide that took Edmond 
Hillary up Mount Everest. 

BRANDING
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As an extension of its consulting 
work, NielsenIQ BASES released its 
findings on the 2021 BASES Top 

Breakthrough Innovations winners and 
three key themes that contributed to 
their success: overcoming pre-conceived 
notions; encouraging consumers to 
operate differently; and delivering a 
bundle to elevate the value equation. 
Innovation remains relevant in South 
Africa: the introduction of new products 
has been one of the key drivers of FMCG 
growth in 2021, despite the COVID-19 
crisis. This research was able to capture 
some key trends presenting future 
avenues to successful launches. 

What is Important to SA 
Consumers?
“COVID-19 fast tracked the South African 
consumer’s shift to online shopping in 

the Food and Personal Care categories. 
Whereas 22% of online consumers 
claimed to shop for these categories 
online pre-COVID, this increased to 
52% during COVID. This trend is likely to 
continue post-COVID with 56% of online 
consumers stating they will continue to 
include online retailers in their retailer 
repertoire in the future,” says Esti 
Prinsloo, NielsenIQ BASES Director of 
sub-Saharan Africa

“It is clear that more and more 
consumers are pursuing a healthy 
lifestyle through the products they choose 
to purchase and use. Manufacturers 
need to address these rising consumer 
needs to find new drivers for growth,” 
Prinsloo adds.

“South African consumers are looking 
for transparency, especially in terms of 
ingredient and nutritional value labelling, 

which they want to be clearly indicated. 
Clean ingredients are becoming a 
necessity which will help boost brand 
trust for those brands that utilise them 
and indicate so on the packaging.”

In the purchase of beverage products, 
Prinsloo says that during the COVID-19 
pandemic, there was a noticeable shift of 
consumers to zero-alcohol beverages, 
fuelled by the staggered alcohol bans. 
“This trend will continue to a lesser degree 
as consumers familiarize with the benefits 
of this offer as an alternative beverage, for 
instance, during lunch occasions”.

“The increase in health awareness 
has impacted consumer choices 
with healthy ingredients doubling in 
importance from 18% pre-COVID-19 
to 37% during COVID-19. This trend 
too is likely to continue in the future,” 
says Prinsloo.

INNOVATION

SOUTH AFRICAN 
INNOVATION WINNERS 2021
Responsive to consumer trends

BASES, a NielsenIQ business, recently announced 

the South Africa winners of the highly anticipated 

“BASES Top Breakthrough Innovations” 2021 

awards, which highlights some of the most 

successful and well-received consumer product 

innovations in South Africa
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INNOVATION

SOME OF THE 2021 WINNERS
Winners were identified across six categories. 

After careful evaluation and assessment of 

product sales and revenue performances, 

category rankings, consumer targeting 

strategies, differentiating factors and category 

benefits, these winners were selected for 

their outstanding ability to address consumer 

needs, establish meaningful connections with 

consumers and yield success. Some of the 

South African winners are:

Castle Free 
(AB inBev)
is made with the same 
quality home-grown 
ingredients used in Castle 
Lager which gives it the 
same taste, despite having 
0% alcohol. This was 
achieved thanks to a new 
technology.

Consumers also highlighted that 
wanting a healthier lifestyle would be 
a key reason in the future for cutting 
down on alcohol consumption. 
This would similarly pave the way for 
increased usage of zero/low -alcohol 
alternatives.

Consumers claim to like the taste, 
convenience and variety currently offered 

by the non-alcoholic beverage products. 
However, they feel there is room to 
improve on the nutritional element. Like 
for other categories, consumers switched 
to healthier beverage alternatives such 
as juices and yoghurt drinks during 
COVID-19. An important difference is that 
they feel they will return to pre-COVID-19 
habits in the future.

Apart from the product formulation, 
packaging of beverage products is 
also important to consumers. “While 
plastic or glass containers with
functional elements like easy opening, 
storage and carrying are key, resealable 
packages with clear ingredient 
information on the label are also 
important,” says Prinsloo.

Tastic 
(Tiger Brands)
long known for its 
parboiled rice that
 South Africans know 
and love, introduced 
new and affordable rice 
variants into the category 
allowing consumers to 
experience rice on a new 
sensorial level.

Simple Truth 
(Checkers)
This retailer brand was 
built on basic principles 
of accessibility for its 
consumers by this 
wellness range being 
readily available in the 
Checkers supermarket.

Blue Ribbon Squares 
(Premier FMCG)
evolved from being a 
‘lunchbox solution’ to a 
versatile baked good with 
fewer limitations. Dropping 
the ‘Sandwich’ qualifier 
showed consumers they 
can do more with them 
than make sandwiches.

Bobtail® 2in1 Dry 
Dog Food (RCL Foods) 
using innovative - 
technology from its new 
manufacturing plant, RCL 
Foods added various 
sensorial elements and 
healthy ingredients to 
their normal pet food dry 
kibbles, giving more value 
to pets and their owners.
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outdated, and uninspiring. Evolved offers a new and fresh 
alternative by harnessing the innovation of freeze-drying to 
provide customers with a new and exciting way to eat more 
fruit at home and the go.

FBR: What benefits does this product bring to the table?

DOM: With a united international fight against climate change, 
alongside rising Obesity and Type 2 Diabetes levels, Evolved 
is here to help people eat more and waste less fruit in the 
21st century.

This double-ended sword approach keeps us relevant 
while playing a part in a important industry wide changes. We 
are also proud to contribute to the planet by giving back to 
our roots, donating 1% of profits to Tree-Aid to help support 
communities in the drylands of Africa to plant trees and grow 
themselves out of poverty. 

FBR: How long did this process take, and what advice can you 
give to other innovators in the food space?

DOM: The process of freeze-drying can be surprisingly 
efficient! The products ability to absorb moisture from the 
atmosphere means exposure to the environment must be 
minimised to prevent spoilage! This naturally raises challenges 
during manufacturing but does give us the advantage of a 
quick turnaround.

‘Whenever we approach New Product Development 
at Evolved, we anticipate every possible thing that could 
potentially go wrong before we commit to a full-scale 
production. Our thorough and sometimes extensive process 
requires a lot of patience but does ensure we make as few 
mistakes as possible! This of course wasn’t always the case, 
and as a start-up you do have to take a number of calculated 
risks if you want to make any progress at all. I think the trick 
is to balance risk with cost. Small, inexpensive risks can be a 
great learning tool if they don’t pay off, whereas the bigger 
risks may cost you months!’ says the founder.

FBR: Finally – you’re a UK based company – but are you looking 
to bring this product to South Africa?

DOM: We do feel Evolved has great potential and reach 
within South Africa, as more consumers are turning to 
healthy, environmentally focused products. We are currently 
discussing launch details with several distributors, however 
COVID has naturally had an impact on this. 

If you’d like to reach us, please drop an email 
to hello@evolvedsnacks.co.uk and the team will 
get back to you ASAP!

Dominic Kristy, 
founder and 
chief forager at 
Evolved Snacks
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TAKES A LICKING, BUT 
KEEPS ON TICKING
The SA alcohol industry in recovery 

ALCOHOL

There’s no doubt that the liquor sector, and those in its supply chain, has been hard hit by the 
COVID pandemic, perhaps more so than any other foodbev sector. Yet we have seen the sector pick 
itself up and keep on striving to recover keep on striving to recover, that portrays the resilience of 
the South African spirit. With the advent of the new Omicron variant, we are hoping December and 
January will not bring with it another set of liquor restrictions – but if we have learned anything in the 
last 2 years, it is that there is no predicting what will happen next – we must simply be ready to adapt 
and roll with the punches.

Going Global
Distell continues to charm the world 
with its Amarula range - marula-based 
cream liqueurs, with a truly unique and 
exotic taste, redolent of the spirit of 
Africa. 

Amarula struck gold at this year’s 
The Spirits Business Global Spirits 
Masters Awards. Amarula entered 
its Cream Liqueur, Ethiopian Coffee 
Cream Liqueur (coming to South 
Africa soon), Raspberry, Chocolate and 
African Baobab Cream Liqueur and 
Vanilla Spice Cream Liqueur variants, 
winning a Gold Award for each.
https://amarula.com/en-za/

Innovation Rules
No matter how hard pressed we are, 
South Africa continues to innovate. 
Sugarbird Distillery, makers of the 
delightful range of fynbos spirits, 
adds to the festive cheer with new 
glitter gin just in time for Christmas 
with their “Lean on Me” Glitter Gin.

Having already bagged two gold 
medals this year, at the SA Women’s 
Wine and Spirit Awards and at 
VitisVinifera, “Lean on Me” Gin now 
has a festive season twist, with the 
addition of edible glitter that floats 
within the snowy Christmas scene.
www.sugarbirddistillery.com 

Thinking Outside the… bottle
Secco, known for beautifully packaged dried botanicals, 
spices and fruits, debuts three all-new flavoured sachets 
for on-trend sipping 
to pair with spirits, 
bubbly, wine and even 
sparkling water.

The drink infusion 
industry has snowballed 
in recent years, fueled 
by South Africa’s rising 
demand for creative and 
aesthetically appealing 
premium alcoholic and 
non-alcoholic cocktails.
www.tastelab.co.za 

Aromatic Infusions
Innovation is on the menu Musgrave Crafted Spirits, 
known for disrupting the luxury spirits industry, has 
launched INSPIRIT - an 
aromatic, alcohol-free infusion 
made with 12 rare botanicals 
inspired by the ancient spice 
route of Africa. 

Created after much 
experimentation, INSPIRIT 
offers an alternative to those 
looking to reduce their alcohol 
consumption, whether to cut 
down on calories or as part of 
a fitness routine.
www.musgravespirits.com
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You may have to fight a battle more than once to win it.” Margaret Thatcher

Alcohol-Free
We’ve seen a rise of this in the last 
6 months, as companies strive 
to expand their portfolios in an 
effort to ameliorate the impact of 
alcohol sale restrictions. 

In line with this trend to add 
alcohol-free variants to the 
mix, Swinkels Family Brewers, 
Dutch owners of the Bavaria 
Beer Brand are launching two 
new products, Bavaria 0.0% 
Beer and Bavaria 0.0% IPA, 
to South African shores in 
December 2021. 
www.swinkelsfamilybrewers.com

Diversification
This year has seen 
Avondale Wine Estate 
take a step back – 
refocus, reimagine, and 
reinvent to create a 
diverse and multi-
faceted offering allowing 
for a holistic family-
focused experience for 
all its visitors. Its ongoing 
diversification has not 
only ensured its survival 
but, so too, its ability to continue delivering a positive 
contribution in its community and the families it supports.
www.avondalewine.co.za

Getting into the Christmas ‘Spirit’
Looking to tap into the festive gift market, these gift packages are just a sample of what’s available for consumers in 
South African stores. 

Launching with an all-new look – the 
Roku Japanese Gin package displays 
the seasons of Japan and includes a 
stylish tumbler G&T glass, imprinted 
with slick branding. Elegant and 
delicious

This gift pack includes a single bottle 
of Jim Beam Kentucky Straight 
Bourbon along with a branded 
highball glass – perfect for at-home 
enjoyment or as a gift to a loved one

From a storm-lashed island off the 
west coast of Scotland to the Southern 
shores of Africa, comes Laphroaig 
– the number one Islay single malt 
whisky, loved the world over!

ALCOHOL

Going ‘Lite’ on Loadshedding
Castle Light is on a journey to be 100% brewed with 
renewable electricity and to fully “switch to renewable” 
sources by 2025, ensuring that they use all options available 
to further reduce the load they take from the national grid. 
The move is directly in line with SAB /AB InBev’s global 
commitment to the 2025 Sustainability Goals in climate 
action by adding renewable electricity capacity to regional 
grids and reducing CO2 emissions across the globe. 

All seven of their breweries within South Africa 
contribute to this through solar power, with Alrode brewery 
in Johannesburg also making use of bio-gas facilities.
www.castlelite.co.za 

Consumer Awareness 
SAB have launched a new responsible consumption 
platform called Sharp which will enable SAB to run 
interventions that can accelerate the curbing of 
irresponsible consumption of alcohol at scale and 
with pace, leveraging partnerships with government, 
communities, civil society retailers, tavern owners and 
media agencies. This forms part of the company’s five-
year plan to create a safer and smarter drinking culture. 

SAB has already begun piloting all its responsible 
consumption programmes including the rollout of 10 
Alcohol Evidence Centres across South Africa.
https://www.sab.co.za/sab-sharp-charter 
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This year we all welcomed POPIA into our company 
households, and we now face an environment where 
compliance shortcomings can become an existential issue 

for businesses, both large and small. Combined with an ever-
increasing attack surface, the industry realizes cyber security is, 
in essence, just good housekeeping. 

Before you wrap up the year, here are 10 areas you 
could look at as part of your annual housekeeping exercise.

1. Security awareness
Cyber Security is a mindset, and to be successful, everyone 
in the company needs to take responsibility for their area 
of influence. Threat actors tend to target employees more 
often than infrastructure due to the high rate of success. 
For example, phishing attacks are the most common attacks 

criminals use to gain an initial foothold into your company and 
are the foundations of the majority of Ransomware attacks. It is 
therefore vitally important to equip your staff to deal with Cyber 
Threats, and the best way to do it is through constant awareness 
and a reminder of relevant information such as: 
• Ensure your security awareness program is working effectively 

in communicating the most common Cyber threats an 
employee will face. 

• Create a clear set of instructions to follow in case an employee 
identifies potential suspicious activity, including their initial 
response and escalation process to follow.

• Communicate the incident response plan to the applicable 
parties and ensure they are aware of their roles and 
responsibilities.

• Communicate the IT Security and BC and DR policies. 

HOUSEKEEPING

By CAREL KROGH  (CISA, CISSP, CGEIT, CISM, CDPSE)

HOUSEKEEPING CHECKLIST
Time for your IT Security spring clean
As we move into the festive season and some of us look forward to a well-deserved break from all 

that was 2021, it is a good time to reflect and be pro-active in terms of Cyber Security housekeeping.  



2. Business Continuity (BCP) and Disaster 
Recovery (DRP)
With the increased level of threats and regulatory requirements, 
BCP and DRP must be at the forefront of any business. Benjamin 
Franklin famously said, “If you fail to plan, you are planning to 
fail”, and failure of the business is not an option. There are a 
number of steps you can follow as part of your due diligence:
• Review your incident response plan and update where 

required. It is important to focus on key resources, internal 
and external, to ensure they are available in the case of an 
event.

• Update contact details of key personnel in your incident 
response plan, with their availability and backup personnel in 
case they are not available.

• Review the backup scope, routines and schedules to ensure 
they perform optimally.

• Ensure you perform a full backup of all critical data before 
closing for year end.

• Test to ensure that all backups are being successfully 
completed.

• Perform a physical restore from backup to ensure data can be 
recovered.

• Review your backup locations and media used for storage to 
ensure your risks are managed in line with your BCP and DRP 
policies.

• Ensure backups are encrypted and stored securely. Separate 
processes are required for physical and electronic media. 

• Review the Encryption Key management processes to ensure 
restored data can be decrypted.

3. Applications and O/S
Applications and Operating Systems are key elements that 
facilitate interactions between users and the company IT 
infrastructure, and their available impacts directly on the 
company’s ability to conduct business activities.
• Review the list of all the applications and Operating System 

versions used and deployed in the company and update 
where necessary. Without an updated IT asset register, you 
will not have visibility of what you are trying to manage and 
protect.

• Ensure all applications, operating systems and hardware are 
updated with the latest software patches released by the 
vendors. Ideally these components should be set to update 
automatically when patches and fixes are released. Note 
that the criticality of the components might require these 
updates to be tested before they are applied. The risk of 

downtime should be compared to the risk of not updating the 
components. 

• Review and renew existing licensing agreements and update 
where possible. Unauthorized use of software can result in 
penalties and damages, or the software becoming unusable. 
The ideal would be to include this information in your IT Asset 
register. 

• Review logging processes and log file storage to ensure data is 
available for analysis.

• Shut down unnecessary or insecure ports and services on 
devices and applications, for example, removing or restricting 
access to the Windows Remote Desktop Protocol (RDP).

• Create a whitelist of applications authorised for use in the 
company and monitor compliance.

• Define and communicate to what extent personal use of 
company equipment and applications are allowed. 

4. ANTI VIRUS
Antivirus protection has to be your first line of defence and is 
non-negotiable. It has shortcomings for sure and will definitely 
not be the proverbial silver bullet, but it is the basic building 
block of your defence in depth strategy. It is imperative to 
have an effective antivirus strategy to ensure a basic level of 
protection. 
• Ensure all devices are covered by antivirus protection. 
• Review configuration settings to ensure optimal protection 

without interrupting business processes. (Update frequency, 
scan frequency, actions taken etc)

• Review log files to identify potential areas of concern.

5. Email
Email is still one of the main business communication tools for 
sharing information and messages internal and external to the 
company. The following actions should be considered:
• Organize Email folders and purge or archive all emails no 

longer required.
• Ensure that there is no personally identifiable information 

(PII) stored in your mailbox. This includes sensitive customer 
related data as identified in your risk assessment that was 
done as part of the POPIA risk assessment compliance

• Update existing contacts where necessary and delete contacts 
that are no longer required or current.

• Unsubscribe from unwanted mailing lists and review and 
update email filters to move spam and unwanted email 
marketing messages directly to trash or a junkmail folder.

• Ensure disclaimers are added to all email leaving the company 

HOUSEKEEPING
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mail server and ensure it is still valid, applicable and consistent 
across all employees using company email. (This can be added 
in the signature attached to emails.)

• Check configuration settings to ensure all incoming email is 
scanned by the Antivirus solution for malicious content and 
attachments.

• Almost any type of file can carry malware, but there are 
commonly used filetypes used to infect systems with 
spyware, ransomware and other malware. File types such as 
EXE, ISO, MSI and DMG should be quarantined by default.  
Consideration should also be given to compression types such 
as ZIP, RAR and ARC.

6. Social Media
Social media allows companies to connect with existing 
and potential customers to share brand personality, offer 
services and perform marketing to specific target groups. As 
the mouthpiece of the company, it is vitally important that 
this channel is managed effectively to ensure that the brand 
reputation is not damaged by unauthorized posts.
• Review process used to publish information to social media to 

ensure correct level of oversight, authorization and control.
• Review and familiarize yourself with the privacy settings in your 

social media accounts.
• Perform online searches of your company to determine what 

your internet exposure looks like to pro-actively manage 
potential issues.

7. Account management
It is a good time to review your account provisioning and de-
provisioning process to ensure it is working properly. The scope 
should be the total IT infrastructure, which includes, and is not 
limited to E-Mail, Social Media, Applications, Operating Systems 
(O/S), Cloud, Network Devices, Workloads, Databases, Security 
Devices, Hardware devices such as notebooks, desktops, servers 
and cell phones.
• Review all accounts, permissions and privacy settings to 

ensure they are still valid and provide the appropriate level of 
access. The principle of least privilege should apply. 

• Privacy settings should match the sensitivity of the application 
or data.

• Remove old and inactive accounts. This includes user and 
system accounts no longer in use. If a profile is no longer 
required, delete it completely. 

• Review all system and generic accounts and ensure that 
individual ownership is assigned to them.

• Identify, assess and test remote access to company resources 
and ensure all access to company IT resources are encrypted 
through the use of a VPN.

8. Passwords
Passwords have been around for ages and has resulted in a 
degree of complacency around the management thereof. It is 
one of the primary defence mechanisms in your organisation 
and should be more than a tick box exercise. 
• Review your passwords. If you have not changed your 

passwords recently, now would be a good time to do so. 
The ideal would be to perform cyclical password changes 
(every 90 days) and ensuring complexity (at least 8 characters 

composed of alpha numeric characters). Do not re-use 
passwords and ensure each account has a unique password. 

• Use password management software/vaults to help you keep 
track of your passwords without having to write them down. 

• Use Multi Factor Authentication (MFA) where possible. This is a 
combination of what you know (password), what you have (e.g. 
hardware or software tokens) and what you are (biometrics).

• Check if your email addresses or phone numbers were 
disclosed in a data breach.  https://haveibeenpwned.com. If 
compromised, change password immediately and monitor for 
suspicious activity.

9. Encryption
Regulators look at the way data is secured across the value 
chain, both at rest and in transit.  Encryption is the gold standard 
for protecting sensitive company and customer data from data 
breaches and is no longer a luxury but a necessity. In essence, if 
your data is encrypted end-to-end, PoPIA compliance is main-
tained. The subject area can be very complex, but there are a 
few basics you should be looking at. 

• Ensure all remote access to company equipment and sensitive 
data is encrypted.

• Ensure all backups are encrypted, and encryption keys are 
stored securely.

• Ensure laptop hard drives are protected by using local drive 
encryption, especially where sensitive data is stored on the 
local device. 

• Ensure all sensitive and confidential data is encrypted at rest 
and during transit. The scope should include customer and 
company confidential information. 

10. Hard copy documentation
As much as we would like to move away from hard copies and 
paperwork, it is still part of the way we do business and requires 
attention to ensure it does not become the Achilles heel that 
compromises the business. 
• Inspect your offices to ensure confidential and sensitive 

information is protected through appropriate measures 
and not left in easily accessible areas. The ideal would be to 
implement a “clean desk” policy.

• Ensure paper documents that contain personally identifiable 
information, financial information, or other sensitive 
information is properly stored and locked up.

• Old and unnecessary paper documents or files should be 
destroyed through an appropriate mechanism like shredding 
or incineration.

• Dumpster diving is a term describing criminals working 
through your trash to recover possible sensitive information 
that can be re-used. You should consider performing a 
sample test to see what sensitive information is being 
discarded by employees. Think financial records, PII, strategic 
documentation etc. 

Controls are often designed with the best intentions to 
adequately address risk, but without checking their effectiveness, 
you will never know if they are operating as intended. Basic 
housekeeping tasks, albeit tedious in nature, can go a long way 
to ensuring that cyber risks are managed effectively. 

So, as your Mom used to say … “go clean your room.”

HOUSEKEEPING
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TOMRA FOOD

The South African macadamia 
industry contributes roughly 
20 - 25% of the world's 

macadamias, expressed as NIS 
volume (INC) and South Africa is the 
largest contributor, along with other 
countries such as Australia, Kenya, 
and China.  

Golden Macadamias' success 
has been achieved by meeting the 
stringent quality requirements 
of export markets to tap into the 
booming international demand for 
macadamias. Attaining the highest 
product quality with large production 
volumes has been made possible by 
investing in the best 
available technologies. The most 
recent example of this is Golden 
Macadamias' acquisition of the new 

TOMRA 5C premium optical sorting 
machine, explicitly developed for 
nut and dried fruit applications. 
When this machine is combined 
with TOMRA's unique Biometric 
Signature Identification (BSI) scanning 
technology, it detects and 
ejects product defects that no other 
technology can see. 

Peter Edmondson, General 
Manager at Golden Macadamias, 
commented: "Our partnership 
with TOMRA has proved strong. As 
well as identifying the hard-to-find 
defects, TOMRA's BSI technology has 
increased factory throughput by 10%. 
This means the payback period for 
the technology will be no longer than 
about two years. After cracking and 
before manual grading, we have been 

able to halve the level of unsound 
nuts from  8% to just 4%. No other 
technology can match this.” 

TOMRA Food designs and 
manufactures sensor-based sorting 
machines and integrated post-harvest 
solutions for the food industry. They 
innovate the world's most advanced 
analytical technology and apply it to 
grading, sorting, and peeling. 

Over 12,800 units are 
installed at food growers, packers, 
and processors worldwide for 
confectionery, fruit, dried fruit, grains 
and seeds, potato products, proteins, 
nuts, and vegetables. 

For further information about 
TOMRA, please see
 www.tomra.com

Anticipating the need to produce macadamias in even greater quantities while ensuring 

perfect quality, Golden Macadamias has invested in a TOMRA 5C sorting machine with 

Biometric Signature Identification (BSI) technology.  

GOLDEN MACADAMIAS 
acquires TOMRA Food's latest 
sorting technologies
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BULK HANDLING SYSTEM 
for new chip line

chute through the sidewall of the bag 
dump hood leads to a Flexicon bag 
compactor with pneumatic ram that 
compresses up to 150 bags into a 
plastic lined container for dust-free 
disposal.

The batch accumulated in 
the filter receiver is then gravity 
discharged into a paddle mixer. 
Blended batches are discharged 
into a Flexicon buffer hopper that 
is sized to provide a continuous 
supply of material to the downstream 
process through a second pneumatic 
conveying system and filter receiver.

In a separate batch process, a 
Flexicon bag tip station―also with 
integral dust collector, compactor 
chute, and rotary airlock valve―is 
dedicated to manual additions of 
pre-weighed, pre-mixed inclusion 
ingredients. Positioned adjacent to 
the first bag tip station, it shares the 
same bag compactor, but meters 
material into a third pneumatic 
conveying system and filter receiver.

The second and third filter 
receivers are suspended on load 
cells that signal the system controller 
when to convey additional blended 
material from the buffer hopper, 
and from the second bag dump 
station respectively. These rotary 

airlock valves provide material on an 
as-needed basis to a pair of loss-
in-weight (LIW) gravimetric feeders, 
which allow rapid changing of screws 
to suit material flow characteristics, at 
throughputs from 4 to 400kg/hr (8.8 
to 880lb/hr). The overall arrangement 
allows the LIW feeders to provide an 
uninterrupted supply of material to 
a new continuous mixer at precise 
ratios and rates, completing the 
powder handling and blending 
portion of the new Oven Baked 
potato chips line.

Managing lockdowns and 
logistics 
Flexicon’s Project Engineering 
Division recommended equipment 
specifications, coordinated multiple 
equipment manufacturers, and 
developed a controls and automation 
package for the bulk handling system 
that integrates with Smith’s overall 
process control system. For parts to 

be imported, the supplier obtained 
special exemptions to COVID-19 
restrictions on crossing state 
borders.

 “We had an aggressive schedule 
to get the new production line 
installed and commissioned on time 
and we ran into numerous challenges 
as a result of the Covid-19 pandemic,” 
says Nayantha Abeysiri, PepsiCo 
project manager. “However, Flexicon 
found solutions to those challenges 
while staying on budget to get the 
equipment manufacturing completed 
on schedule. 

“The equipment design is 
efficient, hygienic, simple, and meets 
all EHS requirements and food safety 
standards,” he says, adding that 
Flexicon is in the design phase for 
another project. 

For more information contact 
sales@flexicon.co.za or 
visit www.flexicon.com 

Flow-Flexer® bag activator plates driven 
by pneumatic cylinders (top) raise and 
lower opposite bottom sides of the bag 
to promote flow, as a Spout-Lock® clamp 
ring atop a Tele-Tube® telescoping 
tube applies downward tension as the 
bag empties and elongates, promoting 
complete discharge. The rotary airlock 
valve beneath the hopper meters material 
into the pneumatic line.

Twin bag tip stations for adding low volume ingredients flank a bag compacter which 
compresses empty bags for dust-free disposal. The large buffer hopper (right) receives 
blended batches that are transferred pneumatically to the downstream process.

Batches gravity discharged from a mixer into this buffer hopper 
are conveyed pneumatically to a downstream process

FLEXICON
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Its specialist closures division, 
African Closures already offers a 
range of one-piece, tamper evident 

Fliptop closures designed to help 
eliminate unnecessary and prob-
lematic packaging, in line with the SA 
Plastics Pact targets.

As food safety remains an import-
ant criterion for packaging, tamper 
evidence is a ‘must’ when it comes to 
food and beverage closures. Unfortu-
nately, this is often delivered through 
multiple disparate packaging compo-
nents such as foil seals, collar shrink 
wrap and stickers which all add extra 
cost as more energy is utilised and 
more waste streams are created in 
the manufacture, transportation and 
disposal of each additional compo-
nent.  This leads to increased litter 
and unnecessary waste.  

African Closures’ range of 28 mm 
and 38 mm one-piece, tamper evi-
dent Fliptop closures saves packaging 
material and application costs as no 
extra wads, liners or shrink wrap are 
required. Elimination of the unneces-
sary components makes this solution 

convenient for the consumer and 
friendlier for the environment, earn-
ing its place as a Gold Pack Award 
winner.

The 28 mm Fliptop range was 
specially designed to fit PET bottles 
with 28 mm 1881 necks. Application 
is simple as the Fliptops snap on 
without the need for expensive rotary 
capping equipment. 

By making the range compati-
ble with 1881 thread necks, African 
Closures has leveraged the fact that 
1881 neck bottles are readily avail-
able with an abundance of installed 
capacity, competitively priced to best 
suit the intended application.

 The Fliptop Squeeze range 
(28 mm) is the modern solution for 
concentrated juices and sauces such 
as lemon juice or soya sauce with its 
3 mm hole. The 6 mm hole version 
is better for thicker sauces and condi-
ments.

The Fliptop Pourer range (28 
mm) is designed with a convenient 
curved lip for easy non drip pouring 
of cooking oils or salad dressings.

The Fliptop 38 mm range is 
designed with a 10 mm round or oval 
hole to suit the contents.

National Executive for African 
Closures, Shaun Kierman says, “As 
far as innovation goes this one-piece 
tamper evident Fliptop range ticks all 
the boxes in terms of circularity, con-
sumer convenience and food safety, 
without adding complexity and cost. 
The fact that it is made from mono 
material polypropylene means that it 
can be easily recycled and is simple 
to separate from the PET bottle 
during the recycling process.”

Design for Recycling 
When it comes to circularity, another 

As a founding member of the South African Plastics 

Pact, Polyoak Packaging is working hard to incorporate 

the principles of circular economy into its packaging 

development and design.

TAMPER PROOF CLOSURES 
good for consumer safety and 
the environment

POLYOAK

75% of HDPE dairy bottles are recycled 
in South Africa! Moving to white closures 
with a recycling message will help close 
the gap and help eliminate litter.

African Closures offers digital printing inside closures for marketing and 
promotional campaigns.

African Closures’ one-piece, tamper 
evident 28mm Fliptop range helps 
reduce litter by eliminating the need for 
unnecessary additional components.
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good for consumer safety and 
the environment

key driver is packaging design so 
that the plastic remains at its highest 
value for as long as possible. Usually 
natural, white or light-coloured plastic 
is in highest demand by recyclers and 
their customers because it can be 
turned into any colour when made 
into new items. 

Therefore, it has higher value 
to waste reclaimers making it much 
more likely to be collected for recy-
cling. A good example of this is the 
high-density polyethylene (HDPE) milk 
bottle, which is the most recycled 
beverage packaging in South Africa, 
with a recycling rate of around 75%!

In order to retain the premium 
value of the milk bottle with closure, it 
is most desirable to make the closure 
the same or lighter colour than the 
bottle, according to Design for Recy-
cling guidelines by POLYCO.  Some 
brands have already taken bold steps 
towards circularity by moving from 
coloured 
to white milk closures, but more can 
be done.

African Closures’ award winning, 
lightweight C5 dairy closures are 

designed so that the tamper band 
(ring) remains securely attached to 
bottle when breaking the seal upon 
first opening. Although this helps to 
eliminate litter, more needs to be 
done to recycle the actual closure.

Polyoak’s Marketing and Sustain-
ability Executive, Michelle Penlington 
explains, “Unfortunately closures 
remain a top litter item in the envi-
ronment. Therefore, there is signifi-
cant opportunity to use the closures 
to communicate with consumers to 
replace the closure before discarding 
the empty milk bottle. This will reduce 
litter and result in more HDPE feed-
stock (recyclate) availability for inclu-
sion in new bottles for personal and 
home care products, for example.”

Easy Carry Handles for 
Bulk Bottles
The impact of climate change on 
extreme weather conditions, such as 
droughts, continues to plague South 
Africa with many regions still at risk of 
water shortages. Bulk PET bottles for 
water remain an important enabler 
for many households to be able to 

access fresh drinking water at home. 
These bulk packs tend to contain 

high volumes of up to five litres, so 
weight and robustness are critical 
considerations. Shoppers often find 
them cumbersome and heavy to car-
ry, which is why African Closures has 
improved its 38 mm Carry Handle 
to incorporate the comfortable grip 
features,” explains Kierman. 

The new Carry Handles are com-
fortable, lightweight and strong and 
are compatible with the matching 38 
mm closures which are compression 
moulded to maximise the print area 
for branding. There is also the option 
to digitally print on the inside of the 
closure for promotional campaigns. 

Polyoak Packaging is one of 
the leading rigid plastic packaging 
suppliers 
in Southern Africa. It is made up of 
several divisions that specialise in 
the design and manufacture of blow 
moulded and injection moulded plas-
tic packaging for the dairy, beverage, 
food, industrial and retail sectors. 
Find out more at 
www.polyoakpackaging.co.za   

POLYOAK

FLAVOUR FACTS: SPRAY DRYING

Spray drying is one of the most 
common processing techniques 
to manufacture dry flavours. The 

process allows the flavour molecules 
to be encapsulated by a carrier 
system which provides the flavour 
with protection and helps prolong the 
shelf life, while creating a dry flavour 
delivery system that is valuable in 
applications like stick packs, protein 
powders, and seasonings.

 To start this process, an 
emulsion is made with a hydrated 
carrier system and the oil flavour 
concentrate. The carrier system is 
usually made up of an emulsifier 
and a film-former. Gum Acacia and 
Modified Food Starch are two of the 
most common emulsifiers used, and 
maltodextrin is the most common 
film-forming material. A high shear 
mixer or homogenizer are typically 
used to create the emulsion with 
a small particle size, which aids in 
processing and volatile retention 

during the spray dry process.
 In short, the spray drier takes 

the emulsion, sprays (atomizes) it 
into fine droplets within a heated 
conical chamber, removes the water 
from the droplets, and the resulting 
powder is collected. The processing 
parameters for each flavour can be 
very different based on numerous 
variables like carriers, solids load, 
humidity in the air, flavour load, etc. 
The parameters that can change 
when processing include: inlet 
temperature, outlet temperature, air 
flow, spray nozzle type, and feed rate. 
Spray drying at lower temperatures 
can help retain heat sensitive 
flavour molecules, however warmer 
temperatures can help reduce the 
time needed to dry the product and 
produce greater yields with a lower 
moisture content (which also serves 
as microbe protection). Atomization 
helps form the particle size desired 
which can be optimized to help form 

the best encapsulation while drying 
using different types of nozzles. I find 
it fascinating how each variable aids 
in the spray dry process and is critical 
for producing the best encapsulated 
flavour with a great yield! 

 Spray dry technology is very 
useful for prolonging the life of 
various products by offering it in a 
dry delivery form. Aside from food 
and flavours industry, this technology 
is also used in chemical and 
pharmaceutical applications.

By RACHEL ODOLSKI, Prinova Group









     www.fbreporter.co.za FOOD & BEVERAGE REPORTER     |     NOVEMBER/DECEMBER 2021     |     41 

READ MORE HERE
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highlights that you might be interested in attending.
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