
SOUTH AFRICAN www.foodreview.co.za

JANUARY 2019
Vol. 46 • No. 12

INSIDE: 
Beverage 
Review & 
Packaging 

Review

Testing and contamination 
technology at work

The real cost of illicit alcohol

Ingredients for a food 
smart future 

Explore the 
wonders of 

vanilla

Journal for food and beverage manufacturers



www.gea.com engineering for a better world

core technologies

Milking & Cooling

Aseptic Filling

Seperators

Brewery & Dairy

Decanters

Compressors

Homogenisers

Packages & Skids

Valves

Ice Machines

Spray Drying

Freezers

beverages dairy farming dairy processing

utilities transport food

GEA Southern & Eastern Africa
48 Reedbuck Crescent, Corporate Park South, Midrand 1682, RSA
Tel. + 27(0)11 392 7114, Fax. +27(0)11 392 7000
info-sea@gea.com



07  NEWS
 New distributors for Palsgaard 
 Mars puts sustainability first
 Cape wine merger ensures product supply
 Hot trends at SAAFFI seminar

09  INDUSTRY TALK
 Protein’s evolving landscape

12  TECH TALK
 Challenge the traditional food supply chain 

16  METAL DETECTION
 Detectable consumables keep products safe
 Why product testing is necessary

20  SMART INGREDIENTS
 Affordable nutrition becomes a reality
 Why fibre is a top motivator for 
 digestive health
 Potato fibre ticks all the boxes

28  BEVERAGES
 Illicit alcohol costs SA billions
 Kingsley Beverages goes electric
 GEA technology impacts local craft brewer

28

31  Packaging Review

CONTENTS
JANUARY 2019  |  Vol. 46 • No. 12

January 2019 | Volume 44 | Number 12

PackagingREVIEWSOUTH AFRICAN

www.foodreview.co.za

Double whammy for 

Polyoak at Goldpack Awards
Are GS1-128 barcodes 

the next big thing?

 Labels: 
ready to roll 

“Siegwerk’s latest innovation 
is the Ink Safety Portal 

and Transparency Label. 
The range underpins the 
company’s commitment 
to fostering a culture of 

consumer safety”

CONTENTS

Exciting and 
surprising 

vanilla! 

January 2019  |  Food Review   3

PAGE

10

Euromonitor International recently 
undertook a study to determine the impact 
of the illicit trade of alcohol in seven 
African countries, including South Africa

Crafty 
process and 

filling technology

PAGE

30



The time to innovate is now!  
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EDITOR ’S C OMME NT

I t is always fun to kick off a new year 
by looking at stories making headlines. 
While the big game changers in 2018 

seemed to be the sugar tax, 2019 belongs to 
plant-based ingredients, the most interesting 
of those being cannabis and hemp.  

Mad Giant Brewery in downtown Jo’burg 
certainly didn’t waste any time in launching 
its cannabis beer and I have it on good 
authority from my beer-loving brother that 
it is very good indeed. Cannabis is a key 
topic at the upcoming SAAFFI seminar. All 
the delegate and conference information is 
on page 8. 

Whatever your viewpoint, it looks like the 
use of hemp and cannabis in the processing 
and manufacturing industry is here to stay, 
although it is debatable whether it will go 
fully mainstream anytime soon. Hemp is 
industrial cannabis and certain varieties 
are grown for a specific use. Although 
technically a cannabis variety, it cannot get 
you high as it contains only trace amounts 
of THC (the compound which gives cannabis 
its well-known kick).

An article in Bizcommunity reports 
that hemp seeds are a highly nutritious 
food, containing antioxidants, protein, 
carotene, phytosterols, phospholipids, 
and several minerals including calcium, 
magnesium, sulphur, potassium, iron, zinc, 
and phosphorus. It is a source of complete 
protein and contains all 20 known amino 
acids, including the nine essential amino 
acids. It also contains vitamins A, B1, B2, 
B3, B6, C, D and E. Hemp seed oil contains 
the perfect balance of omega-3 and -6 oils 

necessary for humans and is one of the 
few vegetable sources of these essential 
fatty acids, which are responsible for 
maintaining healthy hair and skin, and 
driving important cellular processes. With 
only a four-week growing cycle, it seems 
like the perfect crop to grow! 

Protein is another key trend for 2019.  
This year protein is moving away from 
traditional meat sources towards plant-
based alternatives. On page 9, we look 
at what constitutes new protein sources 
and ways to apply them. Soy concentrates 
combine a high quality protein with cost-
effectiveness. Turn to page 20 now to see 
how soy can be used in protein fortification. 

We end this edition with a sobering 
look at the cost of the illicit alcohol trade 
(page 28) and a comprehensive feature on 
labelling in Packaging Review. 

I hope you enjoy this edition of Food 
Review. Remember that entries for 
the Food Review/Symrise New Product 
Competition are now open! Should you 
require any information, please contact me 
at maryke.foulds@newmediapub.co.za.

Happy reading,
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WHO WE ARE 
Icecold Bodies, situated in Heidelberg, 
Gauteng, is known as one of the best and 
most respectable body and trailer           
manufacturers in the industry .  

Mr. Burt Gildenhuys (SNR) established 
Icecold Bodies after a pre-requisite demand 
for high quality insulated truck bodies and 
trailers for the transportation of frozen, 
chilled and dry freight products.  

WORD FROM OUR MD 
The refrigerated and dry freight transport     
industry is seemingly expanding daily and in 
order to stay abreast with consumer and     
industry requirements, one of our priority new 
year’s focus points will be to ensure we        
allocate sufficient time and resources towards 
research and development.  

The “goal posts ” will always be adjusted as 
the transport, food & beverage industry 
changes and grows, but we as Icecold Bodies 
are up to the challenge. 
- Burt Gildenhuys (Jnr) | Managing Director 

CONTACT OUR PROFESSIONAL SALES TEAM FOR ANY ASSISTANCE YOU 
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The company has been selected by the magazine Management 
Team as the number one brand in the Dutch top-100 Made in 
Netherlands manufacturing industry report. Verder was selected 

based on the following criteria: turnover, average revenue growth, 
profit growth and return on investment in the past five years. Starting 
as a trading company in 1959, the number of Verder’s own products has 
grown considerably over the years. In addition to expanding the product 
lines, pumps and laboratory equipment for the scientific division, Verder 
also acquired companies such as Retsch, Carbolite Gero, and its latest 
acquisition: Qness. 

In 2014, the Liquids division of the Verder Group acquired the Italian 
company Microdos and in 2015 the pump manufacturers Ponndorf 
and Packo. By creating partnerships with producers and a dynamic 
research and development department, Verder offers excellent market 
penetration. Andries Verder CEO of the Verder Group notes, ‘The 
lines between manufacturer and distributor will be shortened. These 
changes require a complete revision of the organisational structures as 
we have known them up to now. It also offers great opportunities for 
internationally organised companies.’

‘We are incredibly proud of this achievement and to represent 
this innovative multinational organisation in Africa. This accolade is 
a testament to the quality and performance assurance of not only 
our industrial pump solutions, but 
our services as a completely 
integrated offering,’ concludes 
Darryl Macdougall, managing 
director, Verder Pumps 
South Africa. •

Four new distribution partners have been appointed to market 
Palsgaard’s emulsifier and stabiliser solutions across the 
Middle East. They will carry the full portfolio of Palsgaard 

products for bakery, dairy, ice cream, margarine, mayonnaise and 
salad dressings. All four are specialist distributors represented 
by trained sales teams and will carry stock locally. Atom FZCO 
will represent Palsgaard in Oman, Kuwait, Bahrain, Yemen and 
United Arab Emirate; Alawsaj General Trading Co. Ltd will represent 
Palsgaard in Iraq; Gusto in Qatar and Brenntag Saudi Arabia will 
represent Palsgaard in Saudi Arabia. Cai Clemen Christensen, 
Palsgaard’s director of sales for the Middle East notes, ‘We’re 
excited about the bright prospects for our ingredients in the 
Middle East. There is growing demand among food manufacturers 
across the Gulf region 
for sustainable and 
innovative ingredient 
solutions. Our emulsifiers 
and stabilisers are 
perfectly aligned with 
this trend and our new 
distribution partners will 
ensure they are available 
in more Middle Eastern 
countries than before.’  •

Palsgaard reveals 
new distributors

Verder hits 
the top 

Change of direction for Mars

M ars Multisales Africa, a division of Mars Incorporated is making 
progress on the company’s global Sustainable in a Generation 
Plan. ‘When this programme launched globally last year, 

we were inspired by the ambitious vision of Mars,’ says Brian Ayling, 
general manager of Mars Multisales Africa. ‘We’ve implemented various 
programmes in South Africa, across the continent and globally to make 
sure we’re playing our part to reach these important goals.’

This plan is designed to make tangible, science-based changes to 
the way Mars Incorporated does business globally. To achieve these 
changes, the company will invest US$1billion over the next few years 
to accelerate progress against urgent threats to sustainability. This 
plan focuses on three key areas: a healthy planet; thriving people and 
nourishing wellbeing. Since the implementation of the plan, Mars has 
hit several key global milestones.

· Nearly 100 per cent of coffee, palm oil and rice are now sourced 
sustainably, with gains in fish and cocoa sourcing. 

· Mars has maintained its pledge of zero waste to landfill from direct 
operations. Renewable energy will cover demand from direct 
operations in 10 countries by the end of the year.  

· More than 93 per cent of Mars manufacturing sites have been reached 
by a human right due diligence programme, and 3 500 women in cocoa 
farming areas have been granted savings and loan programmes.

To reach sustainability goals, Mars Multisales Africa partnered with 
Mpact to implement a revolutionary new modular packaging policy 
designed to cut costs, increase packing efficiency, reduce waste and 
cut down on manufacturing emissions. Using this packaging model, 
Mars Multisales Africa saved more than 355 tonnes of paper, and 
enough water to supply more than 235 households per year. Local and 
regional manufacturing facilities are zero waste-to-landfill sites. 

‘We will continue to find solutions to address water scarcity at 
our food manufacturing plant in Cape Town. The Cape Town plant 
implemented a system of boreholes, tanks, ozone and UV treatments 
to keep the plant sustainable and independent from the city’s water 
supply. The system can generate enough fresh water to  supply all local 
associates’ water needs should Day Zero occur,’ concludes Ayling. •

NE W S

Imperial Logistics has secured a long-term contract to distribute 
Nulaid eggs. The group’s initial three-year contract with Quantum 
Foods has been extended for five years, based on its continued 

success in delivering efficiency enhancements and cost savings, while 
distributing 12 million eggs annually. The scope of Imperial Logistics’ 
contract encompasses all outbound distribution to Nulaid customers. 
Inbound distribution is undertaken in Gauteng, where the organisation 
transports eggs from laying farms to packing stations. Imperial 
Logistics delivers primary inbound loads from Gauteng to Durban and 
Komatiepoort. The company has invested in purpose-built egg spec 
vehicles, with insulated bodies, vents and fans that feature drop safes 
in the cabs for cash handling. It is also leveraging the capabilities of the 
group’s services and technology solutions business, Resolve Solution 
Partners. Technology solutions delivered by Resolve ensure optimal 
distribution planning, with the analytics and reports driving continuous 
improvements like enhanced vehicle utilisation and a fleet reduction 
initiative. These have yielded cost-savings, enhanced efficiency and 
customer service. •

Contract for 
Nulaid extended

Industrial pump 
solutions
from Verder
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Will you attend the 17th 
annual SAAFFI seminar? 
The event takes place 
on 14 March at the Bytes 
Conference Centre in 
Midrand, Gauteng and 
will feature content 
that promises to inspire 
deeper thinking. 

M any of the ingredients and 
technologies utilised today in 
fragrances and flavours were 

once taboo. Some, like cannabis, are 
contentious, while others like synthetic 
natural ingredients used in the fragrances 
industry are more progressive. These 
developments set the tone for the 2019 
seminar - themed ‘taboo or not taboo’. 
Sharon Bolel, assistant executive director of 

the South African Association of the Flavour 
& Fragrance Industry (SAAFFI), comments, 
‘Our 2019 seminar will be bit off the wall 
to open attendees’ minds to creativity 
and innovation. We’re not giving them 
mainstream content but rather fascinating 
concepts to inspire deeper thinking.’ 

WHAT’S ON THE PROGRAMME? 
The full day programme features an 
impressive line-up of speakers and 
a hands-on workshop. Some of the 
presentations include:
• diversity and inclusion specialist, Roy 

Gluckman will discuss inclusion and 
equality in the workplace at the keynote 
presentation

• futurist, Charlotte Kemp will reveal taboos 
of the future and how to navigate them

• a representative from Mane will delve into 
flavour trends 

• the creators of Poison City Brewing will 
discuss Cannabis infused beer

• food fraud and issues surrounding 

false claims will be 
highlighted by FACTS 

• the panel discussion will focus 
on SAAFFI’s role in whistle 
blowing, its standing on taboo 
issues and how to act. The 
panel will also touch on corporate 
governance in the cosmetics industry 
and transitioning from self-regulation to 
enforced regulations. 
To end of the seminar on a high note, 

a variety of interesting delicacies will be 
served during the networking cocktail 
function. These include an insect based ice 
cream, Mopani worms and a unique SAAFFI 
infused beer created by brewmaster, 
Apiwe Nxusani-Mawela. She was the first 
black woman in South Africa to establish 
her own microbrewery, Brewster’s Craft, 
where she also introduces students to the 
science of beer making.

Visit www.saaffi.co.za/events for more 
information about the seminar and to 
book your seat for the event. •

Merger puts Cape wine 
stalwart on the map
The Bonnievale Wines group and Wandsbeck Wines are to merge, 

creating a wine company with assets more than R300 million. The 
amalgamation of the wineries in the Robertson region sees the 

formation of one of the Cape’s biggest wine producers, to be known as 
Bonnievale Wine Cellar.
 ‘Wandsbeck Cellar is excited to amalgamate with Bonnievale Wines,’ 
says its chairman Philbert Lourens. ‘Wandsbeck has good cultivar 
diversity, a unique style and suitable climate, which will contribute to 
the group’s goals and performance.’ 

Bonnievale Wines group chairman Anton Smuts says changing 
production and marketing conditions have driven this merger strategy 
to encompass producer sustainability and profitability, ensure product 
supply and extension and provide long-term market security and growth 
for the future.

‘The industry needs to consolidate and regroup, both from 
a production and marketing perspective to ensure long-term 
sustainability and dynamic progress. This amalgamation creates a 
broader footprint of terroir possibilities, enhancing and expanding the 
present spectrum.’

Under the agreement, production will continue at existing 
facilities – three of the Bonnievale Wines group and one at 
Wandsbeck. Each winery will run at full capacity with a winemaker 
and production team on site. All winemakers remain in their 
present positions and report to head winemaker Marthinus 
Rademeyer. Management and administrative staff will be based at 
the former offices of the Bonnievale Wine Group, which is also the 

location of the brand hospitality centre and customer service hub 
for both merging entities.

Bonnievale Wines group CEO John Barnardt has been appointed in the 
same position as executive head of Bonnievale Wine Cellar.

‘The merger came about through mutual requirements of both 
organisations, each well-advanced in the journey towards recognition as 
a producer of high-quality, high-value wine,’ Barnardt says. ‘Now ratified, 
it provides the opportunity to unlock even greater value upstream and 
the further development of markets and customers.’

The process of amalgamation involved the establishment of an 
agreement of interim collaboration. The agreement allowed for the 
successful collective selection, processing and marketing of the 2018 
harvest along uniform guidelines at all the grape intake points. This 
vintage was managed as one entity. The arrangement remains in place 
for the coming season.

 Empowerment remains a key part of objectives under Bonnievale 
Wine Cellar. These include a focus on vineyard ownership, driven 
mainly by free market demand and supply, with a key focus on existing 
black-owned farms; increased participation in winery middle and 
senior management; BEE shareholding in a subsidiary wine marketing 
company and increased involvement in community projects. This is the 
second merger the Bonnievale Wines group has completed in 12 years. 
The Bonnievale Wine Cellar Cooperative was established in November 
2006 after a three-way merger of Bonnievale, Merwespont and Nordale 
wine co-operatives, sparking more than a decade of growth for its 
member wineries. •

NE W S

Smoking hot trends at the 
SAAFFI seminar
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We live in a country that is a study in contradictions. The food poverty line (as of April 2018) sits 
at R547 per person per month and malnutrition is on the rise. In contrast, high Living Standards 
Measure (LSM) groups are focused on the nutrition trend of high protein, low carbohydrate diets, 
which can be costly to maintain. In this article, Candice Sharp and Gaby Jackson look at the rapidly 
evolving protein landscape. 

T here is a distinct need for a variety of 
protein sources to bridge the nutrition 
gap between LSM groups. This will 

also relieve pressure on animal protein 
production for the sake of the environment.

It is for these reasons we are in search 
of new, cost-effective protein sources, 
such as vegetable protein; the use of 
insects as a protein source and in the 
future, meat analogues.

HOW MUCH PROTEIN DO WE 
REALLY NEED? 
The average required protein intake is not 
as great as that found in the typical South 
African diet. Protein requirements differ 
between individuals, and are based on age, 
gender and physical activity level. 

To give some perspective, an average 100g 
beef steak contains roughly 21g of protein. 
Some insects contain anything between 12.1g 
and 74g of protein per 100g. An example of a 
vegetable high in protein is fresh garden peas, 
at 5.9g protein per 100g on average. Other 
plant proteins, such as soya, can contribute 
about 10.7g of protein per 100g.

PROTEIN CLAIMS, AMINO ACID 
DETAILS AND INSECT PROTEINS
Regulations state that to make a ‘source of 
protein’ claim, a product must contain five 
grammes of protein per 100g of product 
(or 2.5g per 100ml for liquids). In addition, 
regulations require the contribution of 2.5g 
protein should be per 418kJ of energy. This is 
to ensure protein is a significant contributor 
to the energy content of the product.

It may be argued that insects as a food 
source do not fall within the scope of the 
regulations. With increased demand for 
alternate sources of protein, regulations 
may need to be rewritten to include 

insects. The challenge with making a 
protein claim using plant sources is in 
fulfilling the amino acid requirements. To 
do so, an innovative selection of sources 
must be combined effectively. 

COMPARISON OF PROTEIN 
SOURCES BY THEIR ASSOCIATED 
BIOAVAILABILITY
Protein bioavailability focuses on the 
types and amounts of amino acids present 
and the effect the digestibility of the 
protein has on the uptake of those amino 
acids. Though beef steak only contains 
roughly 21g of protein per 100g, it is a 
complete protein – it contains all the 
essential amino acids the human body 
cannot produce itself. 

Soya, as an example, is an inexpensive 
complete protein containing anti-
nutritional factors that act as enzyme 
inhibitors. These hinder the digestion 
of protein – unless the soya has been 
fermented. Soya is also a common 
allergen in South Africa. Other examples 
of complete plant proteins include algae 
(or spirulina), rice, and yellow pea protein; 
but these plant proteins do come at an 
extra cost.

Insects contain chitin, which may reduce 
protein digestibility. Insects may also induce 
allergic reactions, due 
to their possible cross-
reactivity with crustaceans. 

NEW PROTEIN 
SOURCES, AND 
WAYS TO APPLY THEM 
Sources of protein have 
diversified over the last 
few years to include raw 
produce, powdered or dry products, nut 

butters, snack bars, liquids and plant-
based products. Legumes such as peas and 
certain bean varieties are locally available, as 
well as fruit and vegetables such as spinach, 
kale, moringa, hemp and oats. This produce 
can be used by manufacturers as ingredients 
in the formulation of plant-based protein 
products. 

Eating insects is not a new phenomenon. 
It has been done for centuries, all over the 
world – specifically in the East. In Western 
culture, there is an aversion to eating insects, 
influenced by emotional and organoleptic 
factors, instead of the practice being 
encouraged by consumer responsibility to 
the environment. 

Studies have shown consumers are more 
likely to try insect-containing products 
if they are tasty, appealing and included 
in frequently eaten foods. This calls for 
innovation in product development, such as 
using cricket flour as a replacement for rice 
or wheat flour in the production of noodles 
or bread; creating chocolate truffles out of 
pulverised mealworms, or using weevils in 
place of corn in fritters. The possibilities 
are endless. •

CANDICE SHARP, 
Food Scientist [B.Sc. Food 
Science(Honors), Pretoria] and 
GABY JACKSON, Dietician 
[B.Sc. Dietetics, Stellenbosch] 

ABOUT THE AUTHORS

A protein evolution

INDUS TRY TA LK
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Q: WHO ARE MILLENNIALS? 
A: Born between 1980 and 1998, two 
billion people around the world form part 
of this generation. Of them, 86 per cent 
live in emerging markets.

Q: WHAT SETS THIS GENERATION 
APART? 
A: Millennials are considered the first 
truly global generation. There are two 
reasons for this: Today’s technology, 
especially the internet and smartphones 
bring people together across borders and 
continents. Unlike their peers, millennials 
can travel affordably. This makes the 
world their playground, where they can 
encounter new cuisines and discover a 
variety of flavours. 

Q: WHAT DO MILLENNIALS WANT?
A: This generation is clear about how 
they feel about products that are real and 
authentic. This means pure ingredients. 
They want fresh products that have earned 
the organic label. What used to be a niche 
market is an obvious choice. They want 
simple, untouched natural products to 
consume coupled to products that represent 
home, a region or embody a cultural 
heritage. Packaging should clearly convey 
what is in the product and why. Companies 
need to be dedicated to a mission. This 
means they must live up to their claims and 
slogan. To motivate this generation to buy a 
product, it is important to be truthful about 
the story of the product. 

Symrise has been working with young, millennial chefs, bartenders and sommeliers to 
showcase how the queen of spices can take her rightful place in the modern day food and 
beverage industry. In this question and answer with Miguel Pereira, Food Review looks at the 
impact of this generation on the industry.

Exciting and 
       surprising vanilla!

They also want individuality. These 
consumers want to experiment with food 
and create new things. They expect food 
to appeal to all their senses, through 
its colour, shape and texture. This trend 
has the potential to revolutionise food 
manufacturing. Millennials want to share 
their experience with new products and 
search for previously undiscovered tastes 
on social media platforms like Instagram. 
Their peers react to this, want to learn 
from it, and in the process, become 
creative themselves. 

Q: WHAT DOES THIS GENERATION 
THINK ABOUT VANILLA
A: They tend to think of it as outdated. 
While they often say the spice reminds 
them of childhood it can also mean 
grandmother’s cooking. Likewise, it is 
described as plain and boring. 

Q: WHY IS SYMRISE 
COLLABORATING WITH 
MILLENNIALS? 
A: We worked with a group of leading food 
and taste experts who are considered social 
media influencers. There are three reasons 
behind this. Firstly, to reinvent vanilla and 
come up with new recipes to make it a key 
component of modern food and beverages. 
Secondly, to show customers new ways to 
reposition vanilla to present it to young 
people. Lastly, to develop a contemporary 
and exciting language to describe the ‘queen 
of spices’ and its use. 

Q: HOW DID THE COLLABORATION 
WORK? 
A: Symrise met with seven experts and 
influencers for a workshop. Each millennial 
representative worked on one or two 
diverse new ways to present vanilla to make 
it more interesting. At the end, the group 
discussed in what ways these were new, 
surprising and unexpected. The group also 
tested social media compatibility of the 
suggestions – the extent to which they have 
the potential to attract attention. 

VANILLA FOR A NEW 
GENERATION

The taste experts of the millennial 
generation have freed vanilla 
from its previously assumed one-
dimensionality with new ideas and 
surprising approaches. Their work 
has made it clear vanilla has as many 
different taste nuances as tea, wine 
and coffee. 

Q: WHAT APPROACHES DID THE 
GROUP USE? 
A: They came up with an idea of pink 
peppercorn and vanilla. It allows for 
unique taste combinations that tease 
the palate – for instance bourbon with a 
hint of bacon. This re-emphasised that 
vanilla is a spice that can be liberated 
from its association with only sweet food. 
Raspberry and cranberry characteristics 
combine beautifully with the dry fruit 
notes of vanilla. 

They also combined vanilla with salt. 
This created a multi-faceted spiciness. The 
results show this pairing has the potential 
to be the new black pepper. Vanilla has 
both an earthy and floral flavour, which 
highlights the sweetness of fish and 
seafood. When sprinkled on tomatoes, 
it brings out natural umami. Vanilla can 
also be used in sweet food as it takes 
the bitterness out of chocolate. Its floral 
characteristics complement fruit and 
creamy desserts. 

A variety of vanilla-salt combinations 
can be created such as smoked chilli 
vanilla salt. Popcorn is another hit. 
The buttery, salty taste of popcorn 
complements the taste of vanilla in a 
finely elegant manner, subtly shimmering 
through without being overpowering. 
The saltiness of popcorn forms the ideal 
contrast to the sweetness of vanilla. 
The buttery taste of popcorn gives the 
whole dish an unexpected complexity 
when vanilla is mixed with milk-based 
ingredients. For example, popcorn can 
be roasted or toasted and the 
final product is roasted vanilla 
popcorn ice cream. •

Symrise – www.symrise .com
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Food businesses must change to stay competitive, whether online, in-store or at 
sorting and processing plants. Bjorn Thumas looks at what you can expect and how to 
future-proof your processing.

Technologies and trends 
shaping supermarkets of the future 

D isruptive change is coming to 
supermarkets. This will have 
a ripple effect throughout the 

food industry supply chain. Technical 
innovations online and in-store, coupled 
to shifting consumer demands will re-
shape the supermarket of the future. 

Proof that we are on the brink of a 
supermarket revolution came in 2017 
when e-commerce giant Amazon invested 
US$13.7 billion in acquiring supermarket 
chain Whole Foods Market. This promises 
to be a game-changer in food retailing. 
It is not only in funky-looking offices in 
Seattle where the supermarket is being 
reimagined: other specialised enterprises 
already fulfill online grocery orders by 
delivering directly to customers’ front 
doors, and more businesses will jump on 
the bandwagon.

Traditional bricks-and-mortar 
supermarket chains, seeing they are at 
risk of losing power and profits in this 
revolution, are strengthening their own 
e-commerce capabilities. The value 
attached to Whole Foods Market by 
Amazon will have come as a wake-up call: 
established food retail chains must use 
CRM data to increase sales. It is true Whole 
Foods Market has stores only in the US and 
UK, and today’s online innovators such as 
Instacart are mostly US-based. The shift to 
selling more food online will quickly sweep 
through developed nations. 

During the next decade, the global 
grocery e-commerce market is forecast to 
expand at a compound annual growth rate 
of 13.5 per cent, from an annual value of 
€43 billion today to €135 billion by 2025. 
Business analysts note that although 
e-commerce players are making efforts to 
establish a foothold in the US and Europe, 
they face serious challenges here because 
the existing grocery market is saturated 
and margins are low. This means global 
growth in food e-commerce will be driven 
by Asia, where there is highest consumer 
willingness to purchase groceries online, 
combined with rapid urbanisation, low 
labour costs, and a relatively undeveloped 
retail market. 

To give just one example of growth 
potential, in China, the world’s most 
populous nation, the e-commerce share 
of the grocery market is currently only 
4.2 per cent. In nearby Japan the share 
is 7.2 per cent and in South Korea it 
is already 16.6 per cent. This is a sure 
indicator businesses such as the Chinese 
multinational conglomerate Alibaba 
Group, owner of Alibaba.com, will be at the 
vanguard of big changes.

CONSUMERS’ EXPECTATIONS 
WILL RISE 
Widespread food shopping online and fast 
deliveries to customers’ front doors will be 
just the beginning of this brave new world. 
Computer codes and algorithms will also 
enable supermarkets to personalise their 
offering to customers, using data gathered 
about shoppers’ individual habits and 
preferences. The “Recommended for you” 
webpage so familiar to buyers of products 
such as books and electrical goods can 
also direct shoppers towards the food 
they like. 

In turn, food shoppers will develop 
higher expectations and a more critical 
eye when buying fresh fruit or vegetables. 
They will want to know how fresh the 
produce is and whether or when it is ready 
to eat. The growing number of people 
around the world with middle-class 
incomes and lifestyles will become more 
aware of food safety and more curious 
about how their foods are being sourced 
and screened. Discerning ‘foodies’ can 
even check information about the origins 

Future-proof your processing  

“During the next decade, 
the global grocery 

e-commerce market is 
forecast to expand at 
a compound annual 

growth rate of 13.5 per 
cent, from an annual 

value of €43 billion today 
to €135 billion by 2025”



SORTING AND PEELING 
SOLUTIONS FOR THE 
FOOD INDUSTRY

TOMRA Sorting Solutions is a leading provider of sensor-based food sorting machines and food 
processing technology for the fresh and processed food industries. Developing state-of-the-art 
technologies, optimizing customers’ production flow and helping to deliver consistent high quality 
food have been TOMRA’s strengths for more than 40 years.

WWW.TOMRA.COM/FOOD FOOD@TOMRA.COM
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“Processing lines will 
need to know in precise 
detail what is coming in 
from the field and what 

is in storage to meet 
demand while quality 
and safety standards 

must be higher 
than ever”

and nutritional value of produce and see 
suggestions for recipes and food pairings. 
This will attract and addict greater 
numbers of customers while cleverly 
making each one feel as if they are being 
treated individually.

The ad hoc demand created through 
these online nudges will challenge the 
traditional food supply change. Processing 
lines will need to know in precise detail 
what is coming in from the field and what 
is in storage to meet demand while quality 
and safety standards must be higher than 
ever. In the past, consumers might have 
ignored a defect or made a complaint 
only seen by the grocery chain or food 
manufacturer, but social media will change 
that. A photo of something like a frog in 
a bag of lettuce can quickly go viral and 
global, reaching enough people to cause 
brand damage. 

TECHNOLOGY TO ENSURE 
QUALITY AND SAFETY
These opportunities and threats mean 
machines produced by Tomra, a leader 
in the supply of optical food sorting and 
peeling equipment, will play an increasing 
role in meeting customers’ expectations 
and protecting suppliers’ reputations. 
Grading and inspection equipment - at 
point-of-origin, prior to shipment to 
the supermarket, or from the on-line 
dispatching warehouse - can ensure the 
produce has the desired size and ripeness 
without bruising or mold. In addition, 
sorting equipment at different stages in 
the supply chain will be able to provide 
essential information on sizing, quality 
and other quality markers. 

In readiness for these needs, sorting 
machines are enabled to share data to 
ensure the highest standards of quality 
and safety. These machines are fine-tuned 
in data gathering and application to help 
processors pick the correct incoming 

material, to get to the final product in the 
most efficient way.

Traditional supermarkets fight back 
against the online disruptors – and 
information about shoppers’ preferences 
and habits will be an important weapon. 
Consumer-facing technologies, such 
as shopping-cart-mounted devices or 
smartphone apps, will steer shoppers 
towards the aisles and shelves where 
they are more likely to make purchases. 
Sensors in the store’s shelves will keep 
track of items customers put in their carts 
and bill their mobile payment system as 
they exit the store.  

This live data will enable supermarkets 
to rely on ‘just-in-time’ stock deliveries, 
minimising the cost and space of keeping 
stock on site. Live data will also help 
suppliers make the packaging and 
transportation of foods more time-
efficient. Supermarkets and specialised 
grocery stores will have the option 
of reducing on-site running costs by 
becoming smaller, while dedicating a 
larger proportion of their shelves to 
displaying fresh produce. 

Another likelihood is that 
supermarkets will remain 
the same size but change in 
concept, becoming destinations 
for ‘click and mortar’ shopping. 
Because retailers need to 
offer consumers a consistent 
omnichannel experience, stores 
will connect the physical and 
digital worlds. Consumers can Tomra – www.tomra.com 

BJORN THUMAS, 
director business 
development food at 
Tomra Food.

ABOUT THE AUTHOR

see and feel products they might order 
online. Here, too, the online product 
offering could also be accessible via 
interactive screens.

These changes align with the forecast 
growth in consumer demand for healthier, 
high-quality produce, more choice, and 
greater convenience – a demand which will 
increase massively as household incomes 
rise in developing nations, bringing 70 
million more people globally into the 
middle-class every year. •

DID YOU KNOW

THE FOOD INDUSTRY is a global 
business that processes billions of 
potatoes and vegetables every year. 
The variation of raw material creates 
a major challenge for processors to 
ensure consistency in product quality, 
taste, texture but also in production 
efficiency and yield optimisation.



Jelatech – www.jelatech.co.za

Metal & X-Ray Detectable
Products & Stationary

Protect your reputation and 
avoid a costly product recall!

Johannesburg, South Africa

Email           : jeremy@jelatech.co.za
Phone: +27 (0)11 465 1528
Cell           : +27 (0)82 412 0076
Web             : www.jelatech.co.za

The food and beverage industry faces an ever-present risk of contamination. Undetected items 
can result in damage to equipment, product recalls and harm to a company’s reputation. The 
worst-case scenario is serious injury when someone consumes the contaminant. 

Be alert to foreign contaminants

C onsumer complaints are a constant 
problem for most food companies. 
Prevention and control should be 

high on the list of priorities for quality and 
technical managers. 

Jelatech, a South African company 
with more than five years’ experience 
as suppliers to the local industry are 
proud partners with Detectamet, an 
ISO 9001:2008, ISO 14001 and ISO 18001 
accredited company. It is one of the first 
in the detectable food safety industry 
to receive international recognition for 
Occupational Health and Safety (OH&S), 
with its new ISO 45001:2018 standard. 
Detectamet are manufacturers of tools for 
application in production environments, 
inclusive of food, pet food and beverages 
amongst others. Statistics show these are 
some of the industries most at risk from 
foreign body contamination issues. 

Detectamet’s own-brand metal 
detectable and X-Ray visible products are 
manufactured 
from an innovative 
patented polymer, 
which contains a 
high percentage 
of metal-based 
additive. It can be 
easily detected 
in all metal 
detection and 
X-Ray equipment. 
All products are 
manufactured 
from food-safe 

materials, compliant with European and 
other global standards for food contact use. 

The new BRC Version 8 is now live. 
The standard stresses that pens used in 
open product areas must be controlled 
to minimise physical contamination risks. 
Detectamet pens are fully compliant 
with this clause, are made from the most 
durable of plastics and are designed to be 
shatterproof and virtually unbreakable. 
Patented Elephant pens feature a one-
piece design and are retractable, negating 
the need for a cap. Detectable refills are 

ME TA L DE TEC TION 

1 and 2: Using detectable products shows due 
diligence to your auditor during processing 
and maufacturing1

2

DID YOU KNOW

HAZARD ANALYSIS AND Critical 
Control Point (HACCP) was developed 
by NASA in the 1960s to prevent food 
poisoning during manned space 
missions. It has been used by food 
manufacturers since the 1970s.

available, in a variety of inks for use in 
several processing environments. Items 
are available in nine colours to fit most 
colour coding systems. The company 
supplies covering stationery; storage, 
mixing and handling; knives; workwear and 
PPE. Detectable products are designed to 
be used as an aid to prevent foreign body 
contamination as part of a company’s 
HACCP plan, by incorporating them into 
production procedures.

Most products are detectable - but 
there is always a cut-off point. It is 
advisable to test equipment periodically 
as part of a HACCP plan. To meet these 
requirements, there is a huge range 
of purpose-made test pieces for all 
equipment to facilitate this. 

It is strongly advised to always carry out 
in-house tests on all detectable products 
to confirm correct detector settings and 
ensure detectability. •
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Thermo Fisher - 
www.thermofisher.com/productinspection

A product recall can cost a food company millions in direct costs. Brand erosion resulting 
from negative publicity can cost millions more. There is no one-size-fits-all solution for 
mitigating risk of foreign object contamination. 

What you should know about 
product testing

F ood companies must ensure the 
inspection and detection technology 
under consideration is right for 

their unique application. It starts with a 
rigorous product test prior to purchase.

PRODUCT TESTING: WHY 
IT’S NECESSARY
A product test must closely simulate 
how the product will be inspected on the 
actual processing line. Product-specific 
factors such as temperature and packaging 
configuration must be considered. 

A testing process should specify 
performance requirements and ensure 
they can be met for a specific application. 
This is true for even the most advanced 
multi-frequency metal detection 
technologies, such as the five-frequency 
multi-scan technology in the Thermo 
Scientific Sentinel Multiscan Metal 
Detector range.  

A MODEL PRODUCT TEST 
While no product test can replicate actual 
conditions, the more rigorous the product 
test, the better. A comprehensive testing 
process will consider:

• Product presentation, package 
size and orientation. These will 
determine the right aperture 
size for the application. For the 
Sentinel metal detector, head 
size should be just over five 
centimetres wider and taller 
than the package. There should 
be enough clearance for the 
conveyor bed and any skewing of 
the package on the belt. 

• Production factors. Testing should be done 
with consideration of temperature, pitch 
and speed based on the actual production 
environment. As temperature affects 
the electromagnetic signal given off by 
products, failing to factor in the unique 
signal based on the product’s temperature 
at the time of inspection can compromise 
detection results. It’s critical to test at the 
production speed and pitch to understand 
the total amount of signal in the detector 
at any time. 

• Placement of metal. Testing should be 
performed by placing metal in multiple 
locations on a package. This should include 
the centre of the aperture or the weakest 
detection point as this is the farthest 

away from the metal 
detector coils. A thorough 
assessment should include 
tests on leading, trailing, 
absolute centre and sides 
to ensure metal can be 
detected anywhere in the 
package. 
• Analysis of results. 
After testing is complete, 
a formal report should 
provide detailed results 
for each tested product, 
including recommended 
conveyor speed, 
frequencies and set-up 
parameters. 

PROBABILITY 
OF DETECTION
To help ensure detection 
of any type, size or 
shape of metal anywhere 
inside a package, most 

metal detectors use only one to two 
frequencies. The goal has been to pick the 
best frequency or frequencies to detect 
a foreign object. Yet, no single frequency 
(or even two) can detect all types, sizes 
and shapes of metal contaminants. The 
best solution for food safety and brand 
protection is to use five different user-
selectable frequencies at a time. 

A comprehensive product test and a 
thorough review of the results are integral 
to selecting a metal detection technology 
that will meet the requirements of your 
food safety programme. Technology 
innovations, such as multiscan metal 
detection, are designed to deliver 
unmatched sensitivity and the highest 
probability of detection. A product test 
is the best way to discover what your 
existing technology may be missing and 
the difference five-frequency multiscan 
technology can contribute to brand 
protection and consumer safety.

To learn more about product tests, 
contact an application specialist or 
request a complimentary product test for 
your application. •

Your product’s best defense!
Catch issues before they cross the line with  
Thermo ScientificTM product inspection solutions 
We share your goal: keeping consumers safe and protecting your brand reputation. A custom solution is within reach —  
and so are the savings. Ensure consistent product quality and safety with the answers you need, simply packaged. 

Take a closer look at thermofisher.com/productinspection

X-Ray Inspection Metal Detection Checkweighing

© 2016 Thermo Fisher Scientific Inc. All rights reserved. All trademarks are the property of Thermo Fisher Scientific and its subsidiaries unless otherwise specified.

See us at Propak Africa
Hall 6, Stand D36

“The best solution for 
food safety and brand 

protection is to use 
five different user-

selectable frequencies 
at a time”

Placement of metal on product packaging prior 
to conducting a product test

Measuring product temperature to match production 
conditions prior to conducting a product test

Measuring to ensure product clearance prior to 
conducting a product test



Your product’s best defense!
Catch issues before they cross the line with  
Thermo ScientificTM product inspection solutions 
We share your goal: keeping consumers safe and protecting your brand reputation. A custom solution is within reach —  
and so are the savings. Ensure consistent product quality and safety with the answers you need, simply packaged. 

Take a closer look at thermofisher.com/productinspection

X-Ray Inspection Metal Detection Checkweighing

© 2016 Thermo Fisher Scientific Inc. All rights reserved. All trademarks are the property of Thermo Fisher Scientific and its subsidiaries unless otherwise specified.

See us at Propak Africa
Hall 6, Stand D36
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Soy concentrates can efficiently close gaps in the supply of quality 
proteins. Solutions from Archer Daniels Midland Company combine 
high quality with great taste and cost-effectiveness.

A world where affordable 
nutrition is a reality

Besides fat and carbohydrates, 
proteins are a fundamental 
nutritional component. They 

provide amino acids that ensure 
important physiological functions. For 
several years now, health-conscious 
people around the world, including 
sports enthusiasts, have seen added 
value in consuming food higher in protein 
or fortif ied with protein. Therefore, 
in industrialised markets, protein 
enrichment can be regarded as an 
additional nutritional benefit. We must 
not forget that in regions where high-
quality protein sources are very limited 
and people suffer from malnourishment, 
proteins are the essential basis for life. 

COST-EFFECTIVE AND 
HIGH-QUALITY SOY 
PROTEIN CONCENTRATE
It is clear diverse consumer 
needs require different 
solutions. As a global 
agricultural processor 
and food ingredient 
provider with 
extensive expertise in 

plant proteins, ADM offers a wide range 
of proteins for uses ranging from basic 
nutrition to protein enrichment. 

Its protein specialists have developed 
Arcon, a high-quality protein concentrate 
with a protein level of at least 67 per cent 
and boasting a high PDCAAS* value. With 
its clean taste, natural light colour and 
different granulations, it is suitable for 
countless applications. Arcon provides an 
affordable solution for creating various 
nutrient-rich food products such as 
porridges, bars, biscuits and beverages.

PORRIDGE: NUTRIENT-RICH 
AND ADAPTABLE TO REGIONAL 

TASTE PREFERENCES
Arcon provides an easy 

way to enhance and 
fortify protein making 
it easier to include 
other ingredients in 
porridges. ‘Due to 

its high protein 
content, fewer 
additional protein 
sources are 

necessary, which 

results in cost-savings in comparison to 
other protein sources (e.g. soy flours). 
By using the Arcon series, the developed 
recipes allow more opportunities for 
other ingredients – like inclusions and 
local African ingredients such as mealie 
meal or sorghum that people know and 
love,’ says Henning Weich, technical 
manager ADM. When prepared with hot 
water or other liquids, Arcon disperses 
easily and creates a smooth and silky 
texture, which is pleasant to eat – unlike 
substitutions based on wheat flour or 
skimmed milk powder. 

BARS: A VARIETY OF TEXTURES 
EASY TO COMBINE WITH 
OTHER INGREDIENTS
ADM’s protein concentrate is also suitable 
for protein fortification in cereal bars. 
It is available as a powder (Arcon F) 
as well as in granule form 
(Arcon G), which enables 
variation in textures 



Affordable Nutrition
Concepts
Creating access to a wide variety of 
nutrient rich foods
Arcon fits where protein fortification 
combined with good taste is required. 
It will surprise you with its clean 
taste, natural light color and different 
granulations.
	High in protein (minimum of 67%)
	High protein quality (PDCAAS)
	Neutral taste and color
	Economical cost in use
	Two-year shelf life
	Different granulation (powder-grits)
	Guaranteed low enterobacteriaceae
	Quality Certification FSSC 2200
	Excellent storage stability
	Lactose free
	Low GI < 15
	Kosher & Halal

Countless Applications
• Porridges
• Biscuits
• Bars
• School meals
• Food Aid
• Powders / blends
• Semi-solid pastes
• Sterilized applications
• Cereals
• Beverages
• Bakery and confectionery
• Meat and meat free analogues

Learn more at adm.com 

Savannah Fine Chemicals – 
www.savannah.co.za
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whilst enhancing the protein content of 
the product. ‘As it is non-hydroscopic, 
Arcon can be added in various amounts 
to almost any bar,’ Weich adds. Used in 
bars, it creates a f irm and chewy texture. 
It can constitute up to 20 per cent of a 
recipe to enhance protein content. It also 
works well in combination with other 
protein inclusions like crisps or nuts as 
well as with binding agents like glucose 
or glycerin. 

BISCUITS: EASY PROCESSING 
RESULTS IN A LONG SHELF LIFE
‘Some of the difficulties involved in 
substituting wheat flour or skimmed milk 
powder with high protein sources (e.g. 
isolated soy protein) start during processing 
and often result in a poor eating quality with 
a very hard texture and dry mouthfeel,’ says 

Mark Floerke, scientist, lead bakery 
and culinary ingredient applications 

research, ADM. Arcon F is a fine 
powder that blends 
well with wheat 
flour and other 
dry ingredients 

without any lumping or 
difficulties in hydrating. It 

produces a pleasant flavour with toasted 
nutty notes. A micro kill step is not required, 
since the moisture bakes out of the biscuits 
well, resulting in low water activity ensuring 
a long shelf life. Arcon is safe to eat directly 
after processing.

BEVERAGES: DIVERSE 
APPLICATIONS ACHIEVABLE
Arcon works in non-dairy alternatives 
such as chocolate milk or vanilla flavoured 
drinks. It can be used in low-juice beverages 
that have a pH value below 4.0, with 
stabilisers to reduce or even eliminate 
sedimentation in packaged products. ‘Arcon 
is widely available, ensures a stable quality 
and allows for economical pricing,’ says 
Joe Richardson, senior research scientist, 
protein applications, ADM.

A growing demand for food and the 
limited availability of high-quality protein 
sources require a broad perspective on 
protein sources. Arcon is the perfect fit 
when protein fortification needs to be 
combined with good taste. •
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Products perceived as healthier are becoming very popular. Most consumers understand 
avoiding certain ingredients is only half the battle. Many more are becoming interested in 
food with added health benefits, and fibre is particularly popular. By Beth Nieman Hacker.  

What do consumers think about fibre?

C onsumers are looking to reduce their 
intake of sugar, fat and calories while 
increasing fibre consumption. This 

varies according to region. 
Although consumers in the US and Europe 
are more likely to avoid sugar than fat, those 
living in Latin America and the Middle East 
rank their concerns in the opposite order, with 
fat a higher concern than sugar.1 Consumers 
in Latin America are the most interested in 
increasing fibre consumption (70 per cent 
compared to a global average of 52 per cent), 
followed by consumers in the US 
(60 per cent).1 

Manufacturers are turning to select fibres 
for their unique ability to deliver a satisfying 
sensory experience in reduced sugar and 
reduced calorie formulations while enabling 
popular claims related to health and nutrition 
benefits such as source of fibre, digestive 
health and even heart health. 

Kevin Armstrong, regional product manager 
for Tate & Lyle’s fibres portfolio in Europe 
confirms this trend, ‘In Europe, there is a lot 
of interest from food formulators in enriching 
food with soluble dietary fibre across a variety 
of categories.’

THE FIBRE GAP
Despite their best intentions, most consumers 
around the world struggle to meet the 
recommended guidelines for daily fibre 
intake. The World Health Organization 
suggests adults consume 25g per day.2 But 
most people fall short of this number. In the 
US, only three per cent of consumers meet the 
recommended daily fibre intake.3 

Why aren’t consumers eating enough 
fibre? A large portion (33 per cent) claim it’s 
because there are not enough products with 
fibre available in the market.1 That means 
manufacturers have a major opportunity to 
provide desired products and help narrow the 
fibre gap. 

WHY FIBRE? WHICH FIBRE?
It’s important to understand the various 
reasons consumers want to eat more fibre 
as well as the fibre sources they prefer. It’s 
not surprising that digestive health is the top 
motivator globally. Consumers in Europe are 
interested in fibre for a healthy diet, whereas 
consumers in the Middle East are primarily 
interested in fibre because it helps keep them 
‘full for longer’. ‘Regularity’ is a top driver in 
Asia Pacific. 

As for fibre sources, most regions prefer 
oat, wheat, corn or barley. A majority 

(66 per cent) of global consumers are 
favourable toward seeing oat fibre on a label, 
and 47 per cent are favourable toward soluble 
corn fibre. 

FIBRE FORMULATION
Taste is consumers’ primary purchase driver, 
so it’s important to choose fibres that won’t 
negatively affect taste or texture. Some high-
fibre formulations have a gritty mouthfeel: 
consumers won’t tolerate that no matter how 
much they want to increase their fibre intake.

Here are a few important things to consider 
when creating a great tasting product with 
fibre:
• Clean label – Formulate with fibre that 

offers consumer-friendly labels to add 
more appeal to your product.

• Digestive comfort – Avoid certain fibres 
that, particularly at high inclusion levels, 
could cause digestive discomfort. 

• Process stability – Ensure fibre content 
in your product is consistent through 
processing and shelf life.
It’s clear fibre has a lot to offer 

manufacturers no matter where their 
consumers live. From a formulation 
perspective, fibre can improve product body 
and mouthfeel, which are often lost due to 
sugar reduction. From a marketing point of 
view, it also enables manufacturers to make a 

variety of claims related to health or nutrition 
benefits that resonate with consumers around 
the world. This means whether consumers 
want to eat less sugar or get more nutritional 
benefits, fibre can help. 

‘Tate & Lyle has a unique portfolio of 
soluble fibres, including Promitor Soluble 
Fibre, that meets consumer desire for 
improved nutrition and clean labelling without 
sacrificing taste or texture,’ says Kevin 
Armstrong. ‘Good category examples for fibre 
enrichment are particularly those such as 
bars and beverages in convenient on-the-go 
pack formats that can be consumed at various 
times during the day.’ •

  
1Internal research for Tate & Lyle conducted by Qualtrics; 
8,800 global respondents (800 per country), 2015 (Turkey 
and Saudi Arabia 2016).
2The Joint WHO/FAO Expert Consultation on diet, 
nutrition and the prevention of chronic diseases: 
process, product and policy implications, http://www.
who.int/nutrition/publications/public_health_nut9.pdf.
3Marriott, B.P., L. Olsho, L. Hadden and P. Connor. (March 
2010). Intake of added sugars and selected nutrients 
in the United States, National Health and Nutrition 
Examination Survey (NHANES). Critical Reviews in Food 
Science and Nutrition 50(3):228–58.
4Nielsen Global Survey of Food Labeling Trends, March/
April 2011.

Tate and Lyle – www.tateandlyle.com

“…manufacturers have 
a major opportunity 

to provide desired 
products and help 

narrow the fibre gap”
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SM A RT INGR E DIE NT S

P otex and Potex Crown potato fibres are 
designed to deliver appealing textures 
in processed meats and savoury 

applications and to boost the freshness of 
bakery items for optimal consumer appeal. 
Insoluble potato fibres can absorb and retain 
up to 12 times their own weight, enabling 
them to increase the juiciness of fresh 
and processed meats or add moisture to 
baked goods. 

Alexis Cabanetos, marketing manager 
at Ingredion EMEA says, ‘From changing 
consumer trends to fluctuating ingredient 
prices, food producers are constantly faced 
with the challenge of balancing consumer 
appetites, continuing to innovate and 
manage costs.

‘With the introduction of Potex and 
Potex Crown potato fibres, we are able 
to strengthen our range of ingredients 
to support customers on their quest to 
manage costs and increase yield, while 
maintaining the sensory appeal of new or 
reformulated products. Ingredion – www.ingredion.com

Ingredion has introduced a new clean label potato fibre to its portfolio to bring increased functionality, 
quality and potential cost savings to manufacturers of bakery, savoury and meat products. 

‘From sausages and hamburgers to soups 
and sauces, Potex can be used across a broad 
range of applications. Its excellent water and 
oil absorption properties can also reduce 
stickiness during production, a problem 
which commonly results in downtime and 
product wastage. The fibres are resistant to 
mechanical treatment and freeze/thaw cycles, 
also making them suitable for dairy products 
and fruit preparations.’

Manufacturers can also use Potex to 
affordably keep products such as pastries, 
breads and cookies fresher for longer. Easy 
to use and incorporate into formulations, the 

potato fibre reduces stickiness and therefore 
contributes to yield increase, waste reduction 
and less production downtime. 

Naturally gluten-free and suitable for 
vegetarian formulations, it can be used as 
a stabiliser in gluten-free products. This 
enables manufacturers to tap into growing 
consumer dietary choices and trends. A finer 
ground variation, Potex Crown, is available for 
products that require a smoother texture and 
firmer consistency. 

Simply declared as potato fibre on the 
label, Potex and Potex Crown are available in 
the UK, Ireland, Middle East, Turkey and Africa.

This portfolio extension follows Ingredion’s 
announcement of its strategic alliance with 
potato-based starch and fibre manufacturer, 
Lyckeby, in September 2017. The Potex 
products are the latest Lyckeby ingredients 
Ingredion has made available to its customer 
base following the partnership. •

Potato fibres for texture, 
yield and cost improvement 

“ ... fibres are resistant to 
mechanical treatment and 

freeze/thaw cycles, also 
making them suitable for 

dairy products and 
fruit preparations”
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MIXED IN 60 SECONDS
In many cases, mixing times 
are as low as 10 seconds, with 
an average mixing time of less 
than one minute!

VERSATILE FOR 
LIQUID ADDITION
Liquids of varying viscosities 
can be added to powders, 
granules or pellets.

COMPLETE HOMOGENEITY
Gramec mixers offer high-preci-
sion blending with a coefficient of 
variation regularly below 5%.

SMALL OR LARGE 
BATCHES 
Our mixers are manufactured 
in 12 sizes from 28 to 5000 
litre batch capacity. Batch 
levels range from 30% to 
100% of nomlinal.

GENTLE PRODUCT 
HANDLING 
Gramec mixers provide such 
gentle product handling that 
they can even mix breakfast 
cereals without breakage.

ELECTRICITY SAVINGS
Because of low power input and 
extremely short mixing times, 
Gramec mixers save up to 60% 
of your electricity costs.

Other products that we manufacture include industrial dryers, vacuum coaters and grinding/pin mills



South Africa has the most advanced and refined food and beverage market on the African continent. 
Frost & Sullivan predicts a four to seven per cent estimated growth in the sector by 2020. 

Growth predicted for F&B

The agricultural, agro-processing and 
food and beverage industries provide 
an abundance of opportunity for 

investors as well as key domestic and new 
players. The sustainability of the agriculture 
and food and beverage industries is 
dependent on the economical and agricultural 
production recovery, stimulus programmes by 
government and policy reform outcomes. The 
South African government, The Department of 
Trade and Industry (DTI) and the Department 
of Trade and Investment in South Africa (TISA) 
have identified these sectors as a focus for 
local manufacturing opportunities, import 
substitution, employment as well as export 
and economic growth.

South Africa’s agricultural sector accounts 
for approximately 12 per cent of its export 
earnings with the fruit and vegetable industry 
showing rapid growth during the past 
20 years. Exports reached nearly 
60 per cent of local production. Beverages, 
spirits, vinegars, sugars and the residue 
food industry are the most significant 
contributors to South Africa’s imports in 2017 
of approximately R36.6 billion in value. Frost 
& Sullivan believes the recovery of the South 
African economy and the growth and recovery 
in neighbouring SADC export destinations will 
result in an increased local demand.

Stock farming remains a viable investment 
opportunity for South Africa, with over 80 per 
cent of the country’s land suitable for grazing 
and livestock playing a significant part by 
contributing 48 per cent towards the country’s 
output valued at approximately 
R50 billion. 

Agro-processing is South 
Africa’s largest subsector of 
manufacturing with 64 to 
74 per cent of the raw materials 
locally sourced.  With the 
agro-processing industry and 
its products accounting for 
19.4 per cent of employment 
in the manufacturing industry 
and 21 per cent of the GDP 
from the manufacturing 
sector, opportunities exist 
to extend exports to the 
growing Middle East and Asia 
markets, while sustaining 
growth in exports to the 
more developed Global 
North. Value-added products like artificial 
and organic energy drinks or products will 
see more prominence in the market.

Increased local demand combined with 
peak interest from export destinations sees 
the alcoholic beverage industry providing 
a lucrative opportunity as South Africa has 
seen a 30 per cent growth in its alcoholic 
beverage exports. Although the country only 
contributes two per cent of China’s wine 
imports, South Africa accounts for over 
30 per cent of African imports in the alcoholic 
and beverage sector.

The vast and growing need of Europe’s 
beverage industry of deciduous fruits 
accelerates export opportunities based 
on seasonal differences and high quality 
local products. This is further bolstered by 
raised duty free quotas with Europe. Coupled 
with the SADC trade agreements and the 
development of the Tripartite Free Trade 
Agreement, this boasts further regional 
export opportunities.

The Rapidly growing GCC region’s stock 
farming demand, 80 per cent attributable 
to KSA, provides opportunities for niche 
and premium markets. South Africa is the 
fourth largest wheat producer in Africa 
with a highly developed and well regulated 
industry, however, local demand exceeds 

C E R E A L S & GR A IN S 

production by a significant margin, 
providing growth opportunities in local 
production or import substitution. Although 
the agriculture and food and beverage 
industries remain a core focus for the 
country’s economic growth, the increased 
political uncertainty, a current technical 
recession and land reform policies have 
resulted in decreased investor confidence 
and could prove detrimental to the South 
African economy.  

President Cyril Ramaphosa has 
announced an economic recovery and 
stimulus plan focused on the agriculture 
industry, its employment and economic 
growth potential with a focus on labour 
intensive export based crops.  A focus 
will be on efficient education on farming, 
institutions, efficient irrigation systems 
and technology, financing options and 
the introduction of communal areas to 
commercialism. Crucial to the direction and 
success of this plan to stimulate the South 
African agriculture sector and economy are 
land reform discussions and action points 
as well as their success.

It remains imperative the factors 
forbidding growth in the food and beverage 
industry are managed positively to capture 
the opportunities it is capable of. •

Frost & Sullivan estimates sales growth between five and seven 
per cent in the food and beverage industry between 2018 to 2020

“ Agro-processing is South 
Africa’s largest subsector 

of manufacturing with 64 
to 74 per cent of the raw 

materials locally sourced”
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Cereal and Malt Extract, (Pty) Ltd. 
is a South African owned and 
operated company supplying a 
range of quality malted extracts 
and ingredients to the beverage 
and cereal industries, micro 
brewing, baking, confectionery, 
savoury and snack foods for the 
past 60 years.
 
We are leaders in malt extract 
production in Africa, and proud 
millers of ancient grains and 
manufacturers of malt extract 
syrup, malt extract powder, barley 
and malt flour, rice flour, oat flour 
and oat meal.
 
Distribution: Deliver products 
in southern Africa in modern, 
hygienic packaging. 

Cereal & Malt
Extract (Pty) Ltd.

6 Bunsen Street, Industria, 2093,  
South Africa

 
Tel: (011) 474 2424

Email: enquiries@cerealandmalt.com
 

For product specifications, please visit 
www.cerealandmalt.com
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INDUS TRY TA LK

The South African 
economy suffered
a fiscal loss of 
R6.4 billion 
(US$492 million) 
in 2017 due to illicit 
alcohol activities, 
which generate 
annual revenue of 
R12.9 billion and 
go unregulated.

R6 billion in revenue lost 
due to illicit alcohol

C heaper, therefore more 
accessible, illegal alcohol 
products encourage binge 

drinking and underage alcohol 
consumption. It poses a serious risk to the 
health and safety of individuals as they 
contain potentially dangerous substances.

Euromonitor International recently 
undertook a study to determine the impact 
of the illicit trade of alcohol in seven 
African countries, including South Africa.

The study engaged local manufacturers, 
trade associations and government, 
amongst other relevant stakeholders. It 
highlighted that the largest share of the 
fiscal loss was attributed to smuggling of 
final alcohol products and raw ethanol 
used in the production of alcohol, 
amounting to R2.4 billion. Tax leakage is 
the next highest contributor to the fiscal 
loss in 2017 at two billion Rands.

The study further shows consumption of 
illicit alcohol in South Africa reached 
14.5 per cent or 498 million litres of the 
total combined illicit alcohol volume 
consumed in 2017. This represents an 
annual growth rate of around 
4.3 per cent between 2012 and 2017.

It further reports that one in four alcohol 
bottles of alcohol consumed are illicit, 
representing 25.8 per cent of the alcohol 
market. The global results include a multi-
region report, which compiles findings 
from 24 countries in Africa, eastern Europe 
and Latin America. It also suggests the 
growth in illicit alcohol activity is driven 
by the challenging economic environment, 
weak regulation enforcement and taxation 
strategies driving up licit alcohol prices.

From a consumer perspective, it is 
all about cost and price sensitivity. 
Where an illicit product has the familiar 
packaging of a popular brand, consumers 
don’t realise it is illicit because they lack 
knowledge and education about legal 
product recognition.

The difference between illicit and licit 
alcohol prices averaged 51 per cent in 
2017. Due to the year-on-year increases 
in excise rates over the past 10 years, 
unit prices for alcohol, particularly 
spirits, have increased substantially. 
This high disparity between illicit and licit 
alcohol costs incentivises illicit activity. 

OUTCOME AND WAY FORWARD:
The ground breaking findings from 
the study clearly demonstrate a need 
to improve regulatory conditions.  
Euromonitor recommends a multifaceted, 
rational approach to legislation, 
education and licensing with the 
emphasis on the following:
1. Tighter collaboration amongst 

government agencies under a simpler 
regulatory framework.

2. Enhanced enforcement through 
private and public partnerships for 
capacity building and training.

3. Creation of an enabling environment 
to encourage licensing and 
responsible trading. •

The study identified four key themes that 
are shaping South Africa’s illicit alcohol 
trade and affecting the initiatives intended 
to reduce it: 
• Unlicensed outlets

It is estimated, according to the 
Department of Trade and Industry 
(dti), the number of illegal, unlicensed 
alcohol outlets is more than double 
that of licensed outlets and only 
20 per cent of the estimated 150 000 
traders in South Africa have attempted 
to obtain a liquor license.

• Binge drinking of lethal products
The World Health Organisation (WHO) 
states only 42 per cent of the adult 
(aged 15+) South African population are 
consumers of alcohol. The country’s 
annual per capita consumption of 
27.1l of pure alcohol among drinkers in 
2010 is very high by the international 
comparison of 17.2l .

• Legislation and enforcement
On paper, South Africa’s alcohol-
related regulatory framework is 
strong and includes heavy criminal 
sanctions. However, enforcement 
of existing laws is hampered by a 
3-tier system of national, provincial 
and local responsibilities, missing 
intergovernmental cooperation, and a 
lack of resources.

• Taxation Strategy
Efforts to combat excessive alcohol 
consumption and generate revenue 
is underway. The South African 
government has focused on raising 
excise. Thus, excise duties on alcohol 
have increased above the rate of 
inflation since 2002 for beer and spirits 
over the last 10 years. Given that illicit 
alcoholic beverages produced are from 
unregistered entities, this strategy puts 
a greater burden on the compliant and 
registered sector of the industry.

Cheaper products encourage binge drinking 
and underage alcohol consumption, posing 
health risks to consumers
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Multi-national beverage manufacturer, Kingsley Beverages, has become the first largescale 
company in South Africa to make the switch from internal combustion-engine forklifts to 
efficient electric machines.

Electric forklifts for fast-growing 
drinks producer 

W ith a fleet of more than 80 forklifts, 
the company is steadily replacing 
its fleet of 2.5 and three-tonne 

internal combustion forklifts with smaller 
two- and three-tonne electric models. These 
are equally effective inside the factory as they 
are outdoors in the loading yards.  

According to the company’s experienced 
maintenance team, Jakes Olivier and Fanie 
Horn, the reason for the switch is a simple 
case of mathematics: Electric machines 
outperform internal combustion diesel and 
gas forklifts in all departments, including fuel 
consumption and performance. It also has a 
positive effect on driver productivity.

ALL-ROUNDER
In terms of maintenance, the longest serving 
electric forklift has racked up an impressive 
6 000 traction-hours with no unscheduled 
maintenance. Tyre wear is less, due to 
the even application of power; controlled 
stopping and turning, afforded by 
electrical controls.

In the hygienically clean beverage 
environment, benefits are still greater with 
zero emissions and therefore no need for 
costly particle filters. The oil and coolant free 
motor and running gear reduces the risk of oil 
spills and contaminants in the environment, 
making electric forklifts more environmentally 

friendly too. 
‘Our previous all-diesel and gas 

forklift fleet would generate nearly 
a tonne of used oil per year, and 
crates full of other maintenance 
items like filters, cambelts, water 
pumps and other service items. We 
are actually racking up a massive 
saving on parts and maintenance 
alone, notwithstanding fuel savings, 
increased availability and improved 
productivity,’ Horn enthuses. 

SOLID REPUTATION
Jozua Coetzee of Linde Materials 
Handling South Africa, stresses that 

in the fast-moving consumer goods industry, 
suppliers such as Kingsley Beverages have 
to maintain tight delivery schedules in order 
to uphold their reputation for reliability. It is 
important to ensure the entire supply chain 
operates flawlessly from delivery of raw 
materials, to production and distribution. 
Considering each litre of Kingsley produced 
is handled by a forklift at least eight times in 
the production process, it is easy to see why 
the company places such a high value on the 
reliability and productivity of its fleet. 

He explains, ‘The company has always 
used Linde forklifts to optimise productivity, 
making use of our brands’ unique handling 
abilities and precision hydraulic transmission 
with auto-levelling suspension to carry more 
loads per shift. Even so, the forward-looking 
technical staff were still prepared to trial an 
electric truck which quickly convinced them 
the future is electric. 

‘Since then, they have never looked back 
and the electrics have outperformed the 
diesels in every department, both indoors 
and outdoors. We can run up to one and a half 

shifts per battery, there is no downtime 
for refuelling. The move to electric has had 
only positive effects on the productivity 
with loading staff reporting faster and 
safer loading with better overall availability 
of the forklifts.’ 

FUTURISTIC MODELS
The Linde E20PH and Linde E30/600 supplied 
to Kingsley are designed for high throughput 
applications where they out-perform 
traditional machines in terms of stacking, 
transporting, loading, and unloading of a wide 
variety of goods in multiple application types. 

The high productivity capability of the 
machines is due to Linde’s patented compact 
Combi-Axle technology, which features two 
three-phase traction motors integrated into 
the front axle as well as unique maintenance-
free brakes. 

The forklifts are suitable for loads between 
2 000 and 3 000kg and can be adapted for 
use in almost any application. A number of 
different varieties, such as a compact model 
for areas where space is at a premium, or a 
tall truck with a long wheelbase for tall, bulky 
loads are also available as required. The 
new charger and Linde energy management 
technology ensure smart, easy-to-understand 
energy management. •

Linde forklift in operation at Kingsley Beverages’ 
Malvern plant

Linde Materials Handling - 
www.linde-mh.co.za

BE V E R AGE S

FAST GROWING CONCERN

When it comes to Kingsley Beverages 
the sheer scale of the operation is 
enormous and warrants further 
inspection. Look at these fast facts:
• The company has grown at an 

average of 20 per cent per annum 
since 2007

• It produces beverages from 1.6 
million litres per day from its largest 
factory in Malvern

• Forklifts move about 1.8 million 
kilograms of goods per day at the 
same factory

• It has factories in South Africa, UK 
and the Middle East

• All beverages and packaging are 
done in-house

• The company bought its first Linde 
H25D 2.5 diesel and H30D three-
tonne internal combustion engine 
machines in 2007.

BUSINESS DECISION
‘Primary reasons behind the switch are related 
to improving overall cost-of-ownership and 
availability of our forklift fleet. We calculated 
the cost of fuel for our Malvern fleet has 
decreased from approximately R10 000 per 
day to less than R2 000 per day for electricity,’ 
Olivier explains. ‘The same applies to our 
other facilities throughout the sub-region. It 
will certainly be used as a basis for our plants 
in Dubai and the UK,  and rolled out in the 
planned plant in the US. Electric units require 
considerably less maintenance and take less 
than a third of the time usually required to 
service an equivalent gas or diesel machine.

‘This type of availability improvement 
across our fleet effectively means we can 
move the same amount of product with fewer 
forklifts. Benefits extend even further when 
reliability is taken into consideration, as the 
electrics work in all weather conditions and 
endure the same punishment as our diesels. 
Yet they easily keep up and require less 
maintenance in the long-run,’ he notes. 



GEA Vipoll, a Slovenian subsidiary of GEA has achieved its first project in the craft beer 
segment in South Africa. 

T he bottling specialist is currently in the 
process of manufacturing an all in one 
filler with filling capacity of 

4 000 bottles and cans per hour for its 
customer, East Coast Brewing Company, 
situated in Unkomaas, KwaZulu-Natal. Vipoll 
launched the innovative technology in 2017. 
It is capable of filling glass and PET bottles 
and cans in the small and medium output 
range. The order includes a mixer and a flash 
pasteuriser, which will be installed at the 
same time as the filler in the spring of 2019.

LOOKING FOR LEAN SOLUTIONS
East Coast Brewing Company is one of South 
Africa’s emerging craft breweries. In 2017, the 
manufacturer equipped its new brewery with 
a 50 hectolitre GEA Craft-Star brewhouse. 
Rocco Antonio Fontana, third-generation 
brewer and beverage producer wants to fill 
not only craft beer at two degrees Celsius, 
but also niche carbonated drinks at 20°C and 
still water. 

‘We met and got to know each other at 
drinktec 2017,’ says Stanko Zver, managing 
director and co-founder of GEA VipollI. ‘We 
were able to showcase the technology’s 
flexibility. It is possible to produce on on a 
very small area – in the process saving a lot 
of time when filling and changing formats. 
The decision to invest in our technology was 
made easier as the brewer worked and had 
an excellent experience with our brewery 
colleagues in Kitzingen.’

‘The All In One is the third solution we have 
purchased from GEA. We are excited to have 
the line commissioned early this year,’ says 
Rocco Fontana. ‘We produce a wide variety 
of products in-house and offer a specialised 
contract packing service. We needed an all-
rounder that makes financial sense in terms 

of our capacities. This is our vision of smart, 
lean technologies.’

HIGHLY FLEXIBLE AND EASY 
TO OPERATE
Customers, like those in the craft sector, are 
looking for flexible solutions that can assist 
in the switch to different container formats 
within a few minutes. The multifunctional 
elements of the All-In-One block allow for this. 

For example, the rinser is equipped 
with universal grippers and the filler with 
electro-pneumatic filling valves that don’t 
require changing to run bottles and cans with 
different neck sizes. The twin head capper, in 
which every second seaming head is activated 
for can lids and crown caps on one turret 
and an additional turret for metal (MCA) and 
plastic (PCO) caps, have individual cap feed 
systems. Can seamer and crown cap heads 
are servo-driven. In contrast to conventional 
systems, the All In One system has minimal 
product losses due to the unique capping/
seaming system. 

In total, format and product changes on 
the filling block take less than 20 minutes. 
Functions are so smoothly coordinated the O2 
absorption during filling is as low as possible. 
The All In One can be easily controlled via a 
touch panel.

East Coast Brewing Company has chosen 
the All In One filler with 16 grippers, 16 
volumetric filling valves and two capping/
seaming turrets. The first turret combines 
crown corks and different lid sizes of cans 
whereas the second turret is designed for 
aluminum and plastic screw caps. •

GEA – www.gea.com

1 and 2: The all in one filler has a filling 
capacity of 4 000 bottles and cans per hour

Crafty process and filling technology
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A sample of products from the Brewery
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Multipeel solution 
brings benefits 

NEW APPOINTMENT AT 
NOVUS PRINT

INNOVATIVE PACKAGING 
CONCEPTS LAUNCHED

DOW ANNOUNCED ITS intention to further invest and develop 
new global initiatives and solutions that work to prevent and 
remediate plastic waste in the environment.

The initiatives, announced in conjunction with the recent 
Our Ocean Conference in Bali, Indonesia, include Dow’s 
commitment to join several other major global brands to 
become a founding investor in Circulate Capital’s 
US$100 million effort to incubate and finance companies 
and infrastructure that prevent waste in oceans. Dow also 
announced at the conference that it intends to donate an 
additional USD one million to Ocean Conservancy over the 
next two years to support waste collection and recycling 
solutions in southeast Asian countries. 

‘Dow is leading the way in our industry – by applying 
circular economy logic, collaborating across the value chain, 
innovating new products, and through the commitment of 
our employees and customers – to put an end to plastic 
waste in the environment,’ says Jim Fitterling, chief executive. 
‘We will continue to seek opportunities to work with our 
industry partners, brand owners, local, national and 
international governments, NGOs and consumers to ensure 
we develop true circular economy solutions for plastics.’

GLOBAL SUPPLIER OF flexible 
packaging and lidding films, KM 
Packaging, has launched its KReseal 
PET e AF resealable lidding solution. 
The system delivers enhanced 
multiple peel and reseal capability 
to improve consumer convenience 
and reduce product waste. Part of 
the KReseal range, the new lidding 
film solution combines a reliable 
seal with leading-edge multipeel 
functionality, allowing the lidding 
film to be peeled and resealed 
multiple times without losing 
adhesion. Sealing to aPET, rPET 
and some PET- lined pressed board 
trays, subject to testing, KReseal 
PET e AF is the ideal solution to 
keep foodstuffs such as snacks, 
fresh fruit, meats and cheeses 
fresher for longer. It also helps to 
avoid contamination from other 
food products, including odour. 

Charles Smithson, managing 
director says, ‘KReseal PET e 
AF is a fantastic addition to our 

comprehensive range of lidding 
film solutions. Offering a full-
flange based reseal system, we 
can help manufacturers enhance 
convenience, minimise food waste 
and extend product shelf life. 
With the ability to peel and reseal 
multiple times, consumers can 
buy in bulk, safe in the knowledge 
food products will stay fresh due 
to a firm, secure reseal. This latest 
addition to the KReseal range is 
also ideal for on-the-go snacking, as 
packs can be closed and re-opened 
in between meals, without the 
fear of product leaks.’ The KReseal 
lidding film range provides packs 
with high barrier performance, 
excellent anti-fog properties and 
low oxygen permeability making it 
suitable for MAP applications. Full 
colour printed solutions are also 
available, as well as macro holes, 
hot needle and laser perforation 
for advanced packaging solutions 
where applicable.

FROM 6 TO 8 February 2019, Multivac will be exhibiting 
at Fruit Logistica 2019 as a supplier of complete 
solutions for the food sector. In addition to packaging 
solutions, another major focus of the trade fair will be 
the presentation of sustainable packaging concepts 
and attractive labelling solutions. The exhibits will 
include the G 700 traysealer, which offers a high degree 
of flexibility when running different tray formats, while 
achieving a high level of output at maximum efficiency. 
Depending on the product to be packed, the G 700 can 
produce tray packs with or without modified atmosphere. 
The traysealer will be exhibited with a perforator 
for producing FreshSAFE packs for blueberries. This 
enables standard upper web to be perforated during the 
packaging procedure, so that an equilibrium modified 
atmosphere (EMAP) is produced within the pack. This 
means the packaged fruit remains fresh for longer 
without the addition of preservatives. The traysealer will 
run PLA trays, which are produced from renewable raw 
materials. These will be sealed with an upper web (also 
PLA) and then labelled. The packs will be labelled on a L 
310 conveyor belt labeller, which applies a D label to the 
packs. This type of labelling offers many possibilities 
in the design of the pack, and this in turn contributes 
significantly to increasing the attractiveness of these 
packs at the point of sale.

Multivac will showcase several sustainable packaging 
solutions, which contribute to reducing the consumption 
of packaging materials, increasing the level of 
recyclability. One example is Multivac PaperBoard – a 
packaging concept, which enables MAP and skin packs 
made of paper fibre-based materials to be produced on 
thermoforming packaging machines and traysealers. 

NOVUS HOLDINGS, a leader in 
the South African commercial 
printing and manufacturing sector, 
has appointed Andre Smit to the 
position of group 
executive: Novus 
Print, commencing 
1 February 2019.

The appointment 
serves to bring 
continued stability to 
the printing division.
Smit has been with 
the group for over 20 
years, bringing with 
him vast institutional 
knowledge of the print and 
manufacturing landscape. He will 

gradually take over the reins from 
Conrad Rademeyer, current group 
executive: Novus Print. 

‘Andre’s unwavering 
integrity makes him the 
perfect candidate to drive 
the Novus Print strategy, 
achieving volume and 
synergies across all printing 
plants, standardising 
processes to achieve 
maximum efficiency and 
driving organic growth in 
existing operations. We 
look forward to the positive 
contribution he will make in 

his new role,’ says Neil Birch, Novus 
Holdings CEO.

NE W S

Andre Smit 

New actions support 
global efforts on 
plastic waste
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The tub kings of IML 
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Polyoak’s specialist injection-moulding division, Dairypack Tubs has proven its 
expertise in in-mould labelling (IML) with the addition of three new Gold Pack 
medals - awarded in recognition of its advanced IML capabilities. Since 2013, 
Dairypack Tubs has won an award every competition year for its IML packaging.
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K arl Lambrecht, Dairypack Tubs 
chief executive says, ‘We are proud 
of the team and have dedicated a 

great deal of time and effort to mastering 
IML. Our investment in world class 
machinery and ongoing sharpening of our 
skills has given us the edge.’

This year Dairypack Tubs achieved 
two gold medals for its innovative 
partnerships with Lancewood on its 
new Spread Delight! Tub and with Star 
Gate Innovations on its breakthrough 
innovation convenience coffee drink, 
Ella Cappuccino.

Lambrecht adds, ‘Ultimately, success is 
determined by whether we deliver what 
the customer requires. These sorts of 
projects don’t happen overnight. They 
require authentic partnerships as a basis 
for collaboration and exploration of what’s 
possible. It’s great to be delivering packaging 

‘firsts’ for South Africa, that are homegrown, 
developed and manufactured locally.’

LANCEWOOD SPREAD 
DELIGHT! TUB
The Lancewood Spread Delight! 200g 
tub is South Africa’s first tub with IML 
successfully applied to concave sides 
and across the lid’s dropdown tab, which 
assists with opening. Advanced injection-
moulding enables true thin-walled 
sections, to create a lightweight, 
uniquely-shaped pack, which does 
not panel when hot-filled at 80°C.  

The innovative design and 
skilled technical execution of this 
tub delivers numerous consumer 
benefits as the shape is comfortable 
to hold and presentable enough for 
the table display. The dropdown 
tab makes the tamper-evident lid 

easy to open, and its composition of 100 
per cent polypropylene makes it fully 
recyclable. Advanced automation and 
accurate label placement enables high 
speed manufacturing of this hot-fill tub.

ELLA CAPPUCCINO
Another first for South Africa is Dairypack 
Tubs’ plastic IML barrier tub suitable for 
retort at 118°C without distorting. This 
extends shelf life of the preservative-free, 
ambient espresso contents for up to six 
months. Inside the tub is a unique foaming 
device, shaped as an ambigram of the Ella 
logo. This device was specially designed 
for easy insertion, maximum froth creation 
when shaken, and complete emptying 
when poured out. It is manufactured from 
a special grade of polypropylene, which is 
suitable for retort application, but is still 
fully recyclable. The pack also won a silver 
medal for best overall rigid plastic pack.  •

Morne Muller from Lancewood (holding certificate) receives a gold 
medal for Lancewood’s Spread Delight! tub developed with Dairypack 
Tubs team Karl Lambrecht, Barry Sharp and Dennis Stewart

Lancewood’s Spread Delight! tub by Dairypack Tubs won 
gold for South Africa’s first lightweight hot fill tub with IML 
applied to concave sides

Polyoak Packaging - 
www.polyoakpackaging.co.za. 
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A s a trusted global supplier of 
printing inks for packaging 
applications, Siegwerk has taken a 

further step in its commitment to product 
safety. The launch of the Ink Safety Portal 
and introduction of a Transparency Label 
are evidence of this pledge. The company’s 
philosophy is based on pro-active 
transparency and shared responsibility 
along the packaging value chain and in the 
manufacture and marketing of safe inks. 
Both initiatives are in line with its goal of 
supporting customers in the manufacture 
of safe printed products.

INCREASING AWARENESS
Consumers are hyper-aware of health-
related concerns and personal wellbeing, 
fostered by various packaging scandals 
regarding food safety. Siegwerk is aware 
of the need for safe printing inks for 
packaging applications, and has made ink 
safety one of its guiding principles. The 
company is a global leader in providing 
product safety guidance and has an expert 
team exclusively dedicated to this. Product 
safety guidance includes global regulatory 
initiatives, brand owner requirements, and 
safety and risk assessments targeting raw 
materials to end use applications. 

THE INK SAFETY PORTAL
The new portal is all about knowledge 
sharing – offering condensed knowledge 
on crucial product safety and regulatory 
(PSR) topics with regard to printing ink 
ingredients, regulatory affairs, exposure 
assessments and safety evaluations. This 
results in a diverse collection of the key 
elements relating to safe printing inks 
and safe food packaging. Siegwerk is 
bundling its expertise, making it available 
to customers and interested parties. The 
portal underlines the company’s claim to 
stand apart from the competition through 
high-quality services in the field of product 
safety. Sharing knowledge with customers 
is just one important component of this.

Safe and legally compliant quality 
products form the basis for the trust with 
customers – a key element for fostering 
trusted, long-term relationships. In 
addition to legal requirements, Siegwerk 
is devoted to full compliance with self-
commitments at the association level, 

including the European Printing Ink 
Association (EuPIA). While these guidelines 
have a Europe-wide applicability, it goes 
a step further by applying these globally. 
Finally, there are specific brand owner 
guidelines for printed packaging that 
Siegwerk needs to adhere to. These efforts 
are aimed at the highest possible product 
safety level. A central element of the 
portal is to demonstrate how Siegwerk 
performs safety evaluations for individual 
ink ingredients - even down to trace levels 
and specific packaging applications. 
Various parameters must be taken into 
consideration: intrinsic toxicological 
properties of the substance, migration 
behaviour, surface/mass (packaging/food) 
ratio and even food consumption patterns. 

These types of safety evaluations 
are especially relevant for substances, 
which are not in the scope of respective 
regulations, Non-Intentionally Added 
Substances (NIAS).

THE TRANSPARENCY LABEL
To demonstrate its commitment 
to product safety, the proprietary 
Transparency Label was developed. 
Transparency is applicable for all 
applications, whether food, “food-alike” 
(pharma and personal care) or non-
food. This includes continued guidance 
and support for customers on various 

Product safety is a global concern
Siegwerk’s latest innovation is the Ink Safety Portal and Transparency Label. 
The range underpins the company’s commitment to fostering a culture of 
consumer safety.

levels, from individual advice on specif ic 
problems to broader training.

The label stands for a commitment 
to maximum transparency and shared 
responsibility by Siegwerk. It is based on the 
manufacture of safe inks, according to Good 
Manufacturing Practices from thoroughly 
evaluated raw materials. ‘With our 
Transparency Label, we are demonstrating 
our global responsibility regarding product 
safety as well as regulatory and brand 
owner requirements. The label stands 
for our commitment to uncompromising 
proactive transparency and shared 
responsibility enabling our customers to 
print a safe and compliant product and 
making sure we deliver what we promise,’ 
summarises CEO Herbert Forker.

Next to offering manufacturers of 
food packaging and labels a complete 
range of migration-optimised inks and 
varnishes for all printing processes, the 
company also supports its customers with 
training courses on all matters of food 
safety and regulation. ‘This is to ensure 
the safety of our customers’ products. 
With a combination of best-in-class ink 
performance, high product safety, and 
continuous support and guidance, the 
company helps its customers to meet 
their individual needs with cutting-edge 
solutions,’ Forker concludes. •
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Protecting food well 
with Siegwerk Printing inkS

Siegwerk has developed special low-migration inks and 
varnishes for food packaging. Our printing inks for food 
packaging are largely based on renewable, vegetable re- 
sources. They are low in odor and free of mineral oils or  
genetically engineered organisms. They make an important  

contribution to the production of sustainability-oriented 
packaging solutions. Siegwerk printing inks facilitate mod-
ern, light-weight packaging with intelligent functionality 
and optimized durability for food safety. “Save food” with 
efficient solutions from Siegwerk.
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RZ_SaveFood_120316.indd   2 16.03.12   17:03

Siegwerk is passionate about promoting 
product safety in food packaging inks

Printing inks with heart & soul
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A growing variety of beverage types 
and bottle formats makes labelling 
challenging. Flexibility is a valuable 

benefit to beverage producers. Priorities 
topping the list include faster product and 
format changeovers, simple operations and 
optimised processes that use the same 
equipment for different label types, ensuring 
consistent uptime.

Sidel’s new EvoDECO labelling solutions 
meets these demands. Based on a common 
core and optimised design, they enable 
producers to deliver different stock keeping 
units (SKUs). They might include several 
labelling applications in one multi-technology 
machine or a single labelling application 
through dedicated equipment for optimised 
uptime, reduced footprint and low total cost 
of ownership (TCO). EvoDECO’s platform is 
built using the latest technology regardless of 
model or configuration. This gives beverage 
producers the ability to choose solutions 
based on specific labelling needs and output 
levels, without compromising  flexibility, 
efficiency or sustainability.

EVODECO MULTI LABELLER
Sidel’s most flexible labelling solution, 
EvoDECO Multi, brings modularity into 
labelling. It offers a standardised carousel 
that can be equipped with up to four 
different labelling technologies: roll-fed, 
self-adhesive, cold glue and hot melt. This 
allows manufacturers to set up machines for 
their unique labelling needs. They can easily 
apply several types of labels to different 
types of containers and packaging materials 
(PET, HDPE, glass), of varying formats and 
dimensions (from 0.1l to five litres), on a 

single machine at speeds from 6 000 up to 
81 000 containers per hour. Switching between 
various labelling modules is quick and easy, 
thanks to plug and play connections. This 
offers producers freedom of labelling choice 
and total flexibility. 

As part of the Sidel Matrix platform, 
EvoDECO Multi has been designed for 
modularity, flexibility and performance. It 
allows for up to 36 layout configurations and 
a 30 per cent faster changeover time. It also 
offers 98 per cent efficiency with non-stop 
labelling and lower TCO through reduced 
electrical consumption, maintenance time 
and optimised glue management. 

Easy operations, cleaning and maintenance 
are facilitated by its open, frameless 
structure. This, together with the re-design 
of all the single modules, results in a 
significantly enhanced machine uptime. 

Brushless motors integrated into the 
carousel and the labelling stations remove 
the need for lubrication and achieve great 
energy savings. EvoDECO Multi labeller was 
developed to handle all labels, even ultra-
thin, with utmost precision, ensuring top label 
quality application and performance at a very 
high level. 

EvoDECO labelling technologies can 
be installed as dedicated applications, 
answering manufacturers’ needs for 
maximum performance.  

TOP PRODUCTIVITY AND A 
SUSTAINABLE FOOTPRINT
Boasting four carousel sizes, up to three 
labelling stations and 24 configurations, 
Roll-Fed can generate outputs of up to 
72 000 containers per hour  at an efficiency 
rate of 98 per cent. It is particularly suitable 
for water, carbonated soft drinks (CSD), 
juices and dairy producers. Using hot 
glue to apply wrap-around plastic 
labels, it can handle lightweight 
containers and ultra-thin labels. It 
also allows for better glue control 
and distribution, combined with 
reduced consumption.

Ergonomics have been 
significantly optimised for 
performance and efficiency as 
reflected by the linear design of 

Labelling solutions maximise 
flexibility and performance 
Labels are key components of any brand marketing mix, allowing 
manufacturers to differentiate products, giving end consumers the 
information they need and expect. Precise application of high-quality 
labels typically contributes to an excellent brand experience.

the roll-fed station. All main components are 
fully visible and accessible during production 
or maintenance, without disengaging 
the station. Cleaning can be carried out 
automatically during production by a system 
installed on the vacuum drum. This removes 
glue residual for higher performance. 

It can also be equipped with an automatic 
label extraction system (protected by a Sidel 
patent). This ensures no downtime occurs due 
to labels not properly applied to the bottle 
or no bottles being present, for a smooth 
and consistent flow of production. Label 
application is carried out with a pad-to-pad 
transfer, leading to a very stable and accurate 
process, even at high speeds. A reels auto-
splicing system can be activated at very high 
speeds of up to 30 000 containers per hour 
resulting in improved productivity.

While developing the EvoDECO Roll-Fed 
labeller, ease of operations has been high 
on the Sidel engineers’ agenda. Solutions 
can be controlled and adjusted via a human-
machine interface (HMI), which is integrated 
within the labelling station. The vacuum 
drum is built in lightweight sectors for easy 
and quick replacement, without disengaging 
the station. Patented adjustable pads for 
longer production time and less time for 
maintenance are also available. 

Glue is melted on demand and circulated 
at a precise temperature and in smaller 
quantities, increasing label quality 
application. This allows for reduced 
consumption of glue, avoids glue degradation, 
glue filament and glue splashing for better 
overall quality and improved sustainability.

Sidel’s new EvoDECO
technology

EvoDECO 
Roll-Fed 
labeller
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TOP QUALITY LABELS AND 
FLEXIBLE CONFIGURATION
The Adhesive Labeller is designed to apply 
labels at high speed with increased efficiency. 
It can be equipped with six different carousel 
sizes, up to five labelling stations and 36 
configurations - applying plastic or paper 
pressure sensitive labels (PSL). 

Advanced unwinding, feeding and peeling 
control, through highly efficient servomotors, 
enables greater stability and precision during 
the labelling process. This allows the machine 
to handle ultra-thin labels, down to 25μ, with 
top quality application at speeds of up to 
66 000 containers per hour. It also delivers 
the flexibility manufacturers need in applying 
labels to a variety of containers of different 
shapes and sizes. The labeller is equipped with 
brushless motorisation of the bottle platforms 
to smoothly handle round and shaped bottles. 
A vision system can be added for accurate 
bottle orientation and label positioning.

An air-dancer and a push-pull system 
ensures labels are not under any stress at any 
point. This avoids label web liner breakage, 
and ensures correct alignment with containers 
- labelled for a flawless no-label look.

Users can configure the labelling module 
with two reels - both engaged, applying two 
different labels. A master-slave non-stop 

labelling can apply the same label without 
production downtime during reel changeover. 
Machines can apply up to ten different labels 
to the same bottle, while a highly efficient 
auto-splicer changes reels without any 
reduction in production speed.

Automatic opening and closing of the 
protection window makes it possible to 
engage or disengage modules for changeover 
or maintenance for complete operator safety.

HYGIENICALLY DESIGNED FOR 
CONSISTENT UPTIME
Cold Glue labellers are available in six 
carousel sizes and feature up to five labelling 
stations, making it easy to configure per 
bottle size, output need and product type. 
Capable to generate outputs of up to 81 000 
containers per hour, the solution handles 
partial pre-cut paper labels, as such it is 
particularly suitable for the beer, food, home 
and personal care markets. 

It comes with a fully washable stainless-
steel structure and components. An 
automatic cleaning system, dedicated to 
all the parts that come into direct contact 
with the glue, ensures top levels of hygiene. 
Easy-to-operate labelling stations feature 
quick-release tool-less label pallets for 
quick changeover. Consistent uptime is 

ensured by the automatic label magazine 
loading system.

Sidel’s EvoDECO labelling solutions 
offer beverage producers both flexibility 
and unmatched performance to deploy 
any kind of labelling technologies for all 
containers. Modular design is coupled 
with the latest technological innovations 
to deliver high efficiency, low total cost of 
ownership with high output and, above all, 
great brand experience. •

1 When integrated in the Sidel Super Combi, the EvoDECO  
Roll-Fed labeller can generate outputs of up to 81,000 bph.

Sidel EvoDECO solutions – 
www.sidel.com/labelling 

EvoDECO Cold Glue labeller



T here are numerous barcodes to 
choose from, each with its own 
unique symbols that perform specific 

functions for tracking products throughout 
the supply chain. The symbology of a 
barcode is its technical details: the width 
and quantity of bars, character set, and 
encoding method – in other words, the black 
and white lines we see on packaging. 
Linear barcodes for the packaging 
industry include:
• Universal Product Code (UPC) is the 

original barcode format. It is linear 
(comprising of a strip of black bars 
on a white space above a sequence 
of numbers) and includes a 12 digit-
encoded UPC-A. For smaller products, 
a compressed seven digit encoded 
variation, UPC-E, has been created. 

• European Article Number (EAN) barcode is 
often the first choice for products being 
sold internationally. Globally accepted, 
EAN barcodes include an additional 
digit on each variant, enabling countries 
around the world to be included in the 
system. EAN-13 is the original format, 
and EAN-8 is the compressed format for 
smaller product packaging. 

• ITF-14 barcode is a 14-digit barcode 
commonly used for printing on 
corrugated cartons because they 
maintain high print tolerances. 

• Code 128 is a high-density linear barcode 
that can be encoded with alphanumeric 
or numeric-only coding. It is extremely 
reliable and widely used globally. The 
GS1-128 can be encoded with more 
information, such as lot numbers and 

expiry dates to improve supply chain 
traceability and efficiency. It’s ideal for 
the shipping and packaging industries as 
an identification code for containers. 

TWO-DIMENSIONAL BARCODES
• QR (quick response) codes consist of 

black modules spread across a white 
square grid. They offer fast readability, 
large storage capacity and can support 
different data sets. They make tracking 
and identifying products easy through 
the use cameras and smart phones. Once 
a QR code is scanned, it instantly links to 
a website or page that provides product 
information or purchase options. 

• DataMatrix barcodes have black and 
white modules spaced over a grid, similar 
to that of a QR code. The benefit of a 
DataMatrix barcode is it has a much 
smaller footprint, making it effective for 
logistics or where product whitespace is 
restricted. They also hold large amounts 
of easily accessible, scanned using 
cameras or smart phones. 

• The MaxiCode is an image device-
readable symbol for tracking and 
managing shipment packages. It looks 
like QR and DataMatrix barcodes with 
its dots arranged hexagonally in a grid. 
By the way it’s scanned, from virtually 
any orientation, it’s possible to include 
primary and secondary messages that 
include many data types. 

• PDF417 codes are far more powerful than 
other 2D barcodes because of the vast 
data they can store. This rectangular-
shaped code can be adjusted by setting 

Scanning first time, every time
In a white paper recently released by Markem-Imaje, locally represented by Pyrotec 
PackMark, consideration is given to whether GS1-128 barcodes are on track to become the 
most adopted global standard for retail grocery and foodservice packaging. 
and applicators. 

Pyrotec PackMark – www.packmark.co.za

the width to determine the height of the 
data. PDF417 codes can be used for many 
applications, including on labelling for 
hazardous materials. 

GS1-128 BARCODES THE 
PREFERRED STANDARD?
According to Markem-Imaje, retailers, 
wholesalers and foodservice operators 
are keen to respond swiftly to product 
safety issues and improve profitability 
through increased pallet splitting and 
automation. GS1-128 barcodes are becoming 
increasingly attractive. Their capabilities for 
comprehensive analysis at point of purchase 
and during distribution and production also 
make them popular. 

 ‘GS1-128 barcodes have been around since 
1989. The interest they’re now generating 
stems from increased pressure and 
expectations from government and consumer 
groups regarding traceability and speed 
of response when something goes wrong,’ 
explains Markem-Imaje Americas lead author 
and engineering manager, Steven Keddie. •
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There is nothing more annoying than spending hours
spec’ing a solenoid valve manifold assembly to discover
the components are not in stock!   

R1,137m valve and manifold parts stock
3500m  Midrand factory and warehouse

3 - 5 working day manifold lead time 

So if you’re in the market for high quality solenoid valves including
manufactured manifold assemblies  – call us on +27 11 100 5866 
or email us on sales@smcza.co.za.   

#SMCRaisesTheBar

www.smcza.co.za

Worldwide leading experts in 
pneumatics and industrial automation
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L abel embellishment that creates a 
strong visual and tactile impact on 
products is one of its specialities. The 

company has invested heavily in technology 
solutions in this area, with long-standing 
partnerships with reputable narrow-web 
equipment manufactures including MPS and 
AB Graphic International.

COMPREHENSIVE RANGE OF 
PRINT PROCESSES
Complementing its embellishment craft are 
three MPS flexo presses, including an EC 
model running full production for over 
13 years. In addition to high-quality flexo, 
rotary screen printing is a feature on two 
of these presses. For finishing of digitally 
produced labels, The Label Makers owns four 
Digicon Series 3 digital finishing machines. 
Two are equipped with the ABG Big Foot 50 
tonne capacity hot foil/embossing module.

It features 50 tonnes of pressure with the 
capability to run multiple foil feeding along 
and across the web to create stunning effects 
and finishes cost-effectively by using foil 
save. A high-quality and highly automated 

multi-substrate flexo press, the MPS EF is 
especially designed for label production 
and flexible packaging printing on various 
substrates and enables operators to 
maximise press performance.

A FIRST-EVER BESPOKE SOLUTION
To reduce tooling and hot foiling cost while 
increasing production speed in conventional 
printing, managing director David 
Webster approached MPS and AB Graphic 
International with a request for a bespoke 
solution that would combine flexo printing 
on their MPS EF 10-colour press with an 
integrated ABG Big Foot hot foil/embossing 
module. The Big Foot was previously 
designed to accommodate maximum 
material width of 320mm, the solution 
involved engineering efforts to accommodate 
a 430mm length on the MPS press.

COLLABORATION IS KEY TO 
SUCCESSFUL INSTALLATION
Nick Tyrer, sales director of MPS Systems and 
Tony Bell, ABG sales director collaborated 
during the project to ensure a seamless 

Passionate and bespoke:  
     a first in luxury labels   
Designing and producing high-quality premium 
labels is a passion for The Label Makers. For over 
50 years, this private, family-owned business 
has served market sectors in the food, beverage 
and decorative coatings market. 

installation. In a matter of months after 
Webster’s initial request, The Label Makers 
became a proud owner of an MPS/ABG 
combination press – marking the first time an 
ABG Big Foot module is integrated on a flexo 
press, along with another first in the module 
accommodating 430mm material.

‘I am extremely pleased with MPS and ABG 
in successfully delivering a highly customised 
solution for label embellishment,’ says 
Webster. ‘During a weekend they began work 
on integrating the MPS EF press with the newly 
engineered ABG Big Foot hot foil/embossing 
module and within a week we were up and 
running – in perfect registration.’ 

LABEL PRINTING WITH AN EDGE 
IN DECORATION
With its MPS/ABG combo press, The Label 
Makers can run larger label print runs in a 
single pass, embellished with silkscreen or 
multi-coloured hot foil for the ultimate in 
luxury decoration of beer, wine, spirits and 
personal care labels. 

Offering a full range of services in label 
printing, the company is fully-equipped to 
provide digital, conventional and embellished 
designs, as well as the increasingly popular 
peel and read labels. It works with customers 
to find the process which generates maximum 
impact for their brand and ensures their 
product stands out - even in the most 
competitive sectors. •

The MPS EF430 flexo press integrated with an ABG Big Foot 50 tonne hot foil 
and embossing module

MPS and ABG combo press for The 
Label Makers

The Label Makers – www.thelabmak.co.uk
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•  A&K Corn Cutters & Huskers
•  FAM Dice, Slice & Strip Cutters
•  FAM TS-1D Transverse Slicers
•  FAM PMD Poultry & Meat Dicers
•  FAM 7944 French Fry Cutters
•  FAM 7407 Bean Cross Cutters
•  Feuma Apple Peelers
•  Femia Bean Snippers
•  Herbort Bean Top & Tailers

•  Eillert 2-stage vegetable washers
•  Key 4” Hydro Food Pumps
•  Key Vibratory Shakers
•  Kronen GS10 Slicers
•  Kronen KUJ Dicers
•  Kronen Gewa 3800 Washers
•  Mado Meat Mincers
•  Ramon Bowl Cutters
•  Many Other Machines Available

Food Processing Systems & Technology, Paarl
Tel: 021 - 868 -1594  |  Fax: 021 - 868 - 1599

Visit us on http://www.eptech.co.za or mailto:info@eptech.co.za

CALL US NOW FOR A QUOTATION

NEW & USED FOOD MACHINERY – IN STOCK

Manufacturer and supplier of detergents and disinfectants for the food 
and beverage industry.
Quality products and superior service are our top priority.
Our products are SANS 1828 and SANS 1853 approved.
ISO 9001:2015 certified company.

DELUXE CHEMICALS

Tel: +27 (011) 397 3299
Email: renier@deluxe.co.za
www.deluxe.co.za

Candida Giambo-Kruger  
Sales executive
+27 (0)71 438 1918

Carla Melless 
Sales executive

+27 (0)83 260 6060

Gayle Kihn
Sales executive

+27 (0)82 457 0896

Anita Raath 
Sales executive
+27 (0)82 976 6541

To advertise in

Leading through Innovation
PHT is the leading provider of state-of-the-art technology for 
hygiene and food safety. Our unique systems offer efficient, 
effective and sustainable solutions for your hygienic challenges. 
We develop both individual and integrated hygiene solutions for 
your company. We are always there for you and we support you 
through our actions, professionally and reliably. Hygiene and food 
safety is our passion. We care about our customers, our suppliers 
and our people – we measure our success by the way we touch their 
lives. Because we care, we design innovative and holistic solutions.
Tel: +27 861 777 993 | info.za@pht.group | www.pht.group

PARTNER FOR HYGIENE 
AND TECHNOLOGY



Offering the following 
across all regions in SA:
• Food Safety 
Implementation (BRC, 
FSSC 22000, GFSI, GLOBALG.A.P.)
• Customised food safety training
• Pre-certification audits
•  Coaching and mentoring of Food Safety Manager
• Food Safety Systems Maintenance & Support
• Tempo paperless FSMS software solutions

info@entecom.co.za
www.entecom.co.za

QUANTUM COLOURS SA
Your No. 1 industry leader for the 
most comprehensive ranges of both 
synthetic and natural colours – used 
in food, pharmaceutical, cosmetic and 
industrial applications.

Our technical team is available to shade 
and colour match to specific requirements 
and / or Pantone references and  
to give legislative support on colours.

www.quantumcolours.co.za

FORMPAK
For over 40 years Formpak 
has supplied specialised 
processing, packaging and 
printing machinery to the 
pharmaceutical, cosmetic, 
plastic, glass, chemical, 
food and dairy industries.

Tel: +27 (0) 11 828 8870/1/2
Fax: +27 (0) 11 828 8880
email: haase@formpak.com or service@formpak.com
www.formpak.com

METROHM SOUTH AFRICA
Metrohm SA is a subsidiary of Metrohm AG, a leading Swiss company. We are 
a regional support centre for all sub-Saharan countries, including Mauritius 
and Madagascar.

We are proud suppliers of Swiss-made analytical solutions that greatly 
enhance the output, efficiency and reliability of your labs and processes.

Our products are widely used in the environmental, pharmaceutical, food, 
mining, electroplating, petrochemical and water treatment industries as well as 
tertiary institutions for teaching and research.

Tel: +27 (0)11 656 1918/ 
+27 (0)21 852 0213/ 
+27 (0)31 265 0067
www.metrohm.co.za

MATRIX SOFTWARE
Matrix Software, specialist leading ERP software providers for 
the Meat and Food industry, offers various solutions to assist the 
factory floor function in production plants. 

Our diverse range of software offerings features a unique module 
listing of more than 700 modules (program nodes).

Our software solutions are tailored for the Feedlot/Abattoir/
Debone / Production Retail 
industries. Matrix Software is 
deployed in 8 countries throughout 
Africa, Australia, New Zealand 
and Seychelles.

www.matrixsoftware.co.za

FIRMENICH

We create Fragrances and Flavours 

for the world’s most desirable 

brands. Our aim is to delight 

billions of consumers around the 

world everyday. 

Innovative Craftsmanship in 

Fragrances and Flavours since 1895.

www.firmenich.com

INNEROUT
A FoodBev SETA accredited training provider offering training 
in the: 
•  Bakery NQF 2 + 3 qualifications
•  Meat and Fresh Meat processing qualifications
•  Packaging qualification
•  Food and Beverage Handling qualification

In addition to the above qualifications we offer numerous skills 
programmes that addresses the needs of the Food industry.

Training is offered across all 
regions in SA and Africa.

shirley@iots.co.za
www.iots.co.za

WEB REVIEW
H O M E N E W S A B O U T C O N TA C T

DINNERMATES
•  Supplier to the hospitality trade and food factories 
•  Service excellence,
•  Quality, portion controlled products (chilled/frozen /dried)
•  Innovation & Flexibility
•  Meat & chicken products tailored for special applications in the 

food industry.
•  Dried meat products – real meat real flavour!

Tel: +27 (0)11 032 8600 
email: sales@dinnermates.co.ca
Tel: +27 (0)15 516 1515/4 
email: factory@dinnermates.co.za
www.dinnermates.co.za




