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styles across cultures, and store well for long 
periods – making them essential items in every 
pantry-based shopping trip.

All wrapped up: 
Innovations shaping  
retail packaging  
& printing �  t
South Africa’s packaging 
industry is worth about 
R209 billion, and is 
projected to reach about 
R260 billion by 2030. 
There’s some genuine 
momentum in the sector 
that shows a fundamental 

shift in how packaging and labels are used to 
attract customers in-store and on-screen. Product 
packaging has evolved beyond its traditional role 
and become a sales feature of its own. 

Health & safety 
compliance �  t
Compliance is the 
quiet engine that 
safeguards your store. 
When it works, cus
tomers are free to

shop, staff are empowered to perform and food 
moves safely from supplier to trolley. When it fails, 
the consequences are immediate and serious – 
foodborne illness, workplace injury, reputational 
damage and regulatory penalties.

FEATURES

Contents Subscriber to  
www.canva.com/

â
Free S&R subscription ■

COLUMNS

Relish on Astron Energy Rosebank  �  t
South Africa’s forecourt industry is having 
a moment on the global convenience stage. 
After years of predictable formats and fast-food 
familiarity, a wave of innovation is redefining 
what ‘convenience’ looks and feels like. Relish is 
an independent retailer redefining what premium, 
locally inspired forecourt retail can be: another 
disruptor site, and a confident one at that.

STOREWATCH

Delight your customers �  t
The Decoy effect: In most businesses your 
challenge is to get customers to perceive the value 
of your products without changing the price. One 
powerful strategy Aki Kalliatakis says is by creating 
scarcity – it includes limiting quantities, as well 
as creating deadlines. 

Pantry staples: Boxed, bottled, canned,  
chilled & frozen foods�  t
Advancements are reshaping this sectors. Urban
isation, tighter budgets, and changing dietary 
choices are fuelling a rise in convenience foods. 
The South African frozen food market is projected 
to grow at a CAGR of 6.8% from 2025 to 2031. 
Consumers are leaning toward pantry staples for 
their long shelf life and ease of preparation. 

Pantry staples: Pulses, pasta 
& rice drive basket value �  t
For retailers, these staples 
represent a powerful oppor
tunity: high-volume turnover, 
predictable replenishment 
cycles, strong private-label 
potential, and the ability to 
support themed promotions 

www.decoys.
co.za/
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from health to heritage cooking. These categories 
offer high satiety per rand, suit diverse cooking 

https://stockcake.com/
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pricing costs trust. ESL technology offers retailers 
a way to stay sharp in a sector where margins are 
relentlessly squeezed.

Health and safety brings the message home: the 
foundations of retail have never mattered more. 
With foodborne illnesses declared a national dis
aster and outbreaks rising, compliance can no longer 
be reactive. Digital dashboards, risk-based audits, 
IoT pest monitoring, real-time temperature logging 
and structured training aren’t ‘back-office tasks’ – 
they are frontline responsibilities. They protect the 
customer, the brand and, ultimately, the business.

As the festive season intensifies, South Africa’s 
retailers are challenged to move fast, think smart 
and remain vigilant. Innovation is everywhere – in 
a freezer, on a shelf edge, in a calibration log. The 
stores that thrive into 2026 will be those that 
combine operational discipline with technological 
agility, staying resilient in a retail landscape that 
never slows down, even when the year does.

Helen Maister

Our feature on pantry staples reveals just how 
dynamic this category has become. Frozen, chilled, 
boxed, bottled, and canned foods – once regarded 
as the quiet workhorses of the grocery aisles – 
have transformed into high-tech, innovation-rich 
categories. From flash-freezing and MAP packaging 
to tethered caps and recyclable cartons, these 
staples reflect the realities of modern living: 
convenience, reliability, and nutrition that fits both 
a stretched economy and a stretched household 
schedule. It is a reminder that behind every ‘simple’ 
staple lies extensive science, investment, and 
competitive strategy.

In a different but equally important space, we 
look at the evolving role of electronic shelf labelling 
(ESL). As retailers navigate wage pressure, reduced 
operating hours, rising labour costs, shrinkage, and 
load-shedding, ESLs are no longer a nice-to-have. 
They are becoming central to operational efficiency, 
pricing integrity, and omnichannel alignment. South 
Africa’s retail environment is unforgiving – errors 
cost money, slow processes cost sales and outdated 
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Helen Maister

Join us on our various platforms … www.supermarket.co.za, on FB https://www.facebook.com/supermarketandretailer, IG @supermarketza,  
Helen on LinkedIn https://www.linkedin.com/in/helenmaister/, twitter @Supermarketmag or subscribe at info@supermarket.co.za
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Racing to the finish: Retail innovation & resilience in the festive season
As we reach the final stretch  

  of 2025, the retail sector 
finds itself in that familiar year-
end sprint. Black Friday has come 
and gone – and once again we’ve 
seen its impact on the traditional 
Christmas shopping curve. What 
used to be a steady climb into 
December has become an early-
season surge, pulling festive 

spending forward and forcing retailers to think 
differently about stock, staffing, and promotions. 
Christmas hasn’t disappeared, but Black Friday 
has certainly reshaped it.

Across South Africa, consumers are racing to 
wrap up their own year-end pressures, and retailers 
are deep into holiday campaigns, battling tight 
timelines, tighter budgets, and an increasingly 
cautious shopper. Yet amidst this pressure, one 
theme remains constant: necessity drives innova
tion. And nowhere is this more evident than in the 
three key areas explored in this month’s issue.

V 3  R E TA I L  D I S P L AYS

www.supermarket.co.za
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Work in Consumer 
Goods?

Get medical aid from 
R983 p/m.

CGMS
Consumer Goods
Medical Scheme

CLICK HERE
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Dad, can we buy a pair of Kosmo Rider sneakers?” my son said.

“How much?” I asked.

“�It’s not too bad,” he replied, “They are usually way over R2 000… 
but I can get them online much cheaper – but we have to move 
fast because they only have a few left.”

“Cold day in hell,” was my retort.

“�But dad,” he continued, “They will last me for a long time, and all 
my friends say they love them.

DELIGHT YOUR CUSTOMERS

â
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“

“

How behavioural economics and  
‘being human’ affects your business.

By Aki Kalliatakis

So, I resorted to the usual phrases that all parents depend on: 
“Do you think money goes on trees?” and “If your friends all 

asked you to go jump in a lake, would you do it?”
But this conversation shows that, even as a teenager, my son has 

already mastered some of the important persuasive techniques 
that marketers and retailers have used to generate sales – 
and you can use these too. Let’s look at what we can learn from 
this conversation.

In most businesses your challenge is to get customers to 
perceive the value of your products without changing the price. 
There was a marvellous experiment conducted at a supermarket 
chain in Iowa, USA, in 1998. They were promoting Campbell’s 

The decoy effect

https://stockcake.com/i/vibrant-floating-sneaker

www.decoys.co.za/

soups at the aisle-ends, with a moderate 
advertised discount of around 12%. But on 
three separate sequential days one subtle 
change was made. One day they stated 
there was no limit to how many cans of 
soup customers could buy, the next they 
said a maximum of four per customer, 
and the third day a limit of twelve per 
customer. 

At the end of it all, the researchers tallied 
up the results, and found that all three 
strategies increased sales. But the best 
by far was when they said, “Limited to 
12 per customer” (an average of 7 cans 
per customer, versus 3.5 and 3.3 cans for 
the other two days). By providing a limit, 
they had made soup cans more desirable – 
and anchored buying behaviour.

Creating scarcity can be a powerful 
strategy, and it includes limiting quantities, 
as well as creating deadlines … “Only this 
weekend.” 

There is another variation of the principle 
of anchoring that is especially powerful 
when it comes to price. A manufacturer of 
bread-making appliances was reasonably 
successful with their original model, but 
customer feedback showed one request 
coming up repeatedly – the loaf that was 
produced was too small. 

The executive team gave the go-ahead 
to develop a new deluxe model that 
doubled the size of the loaf, and after 
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DELIGHT YOUR CUSTOMERS

considerable effort and expense, the company 
launched the new model.

Sales were terribly disappointing – and they 
wondered where and why it had all gone wrong. 
After much hand-wringing and embarrassing 
conversations, a small discovery created some 
hope, however. A junior marketing staff member 
pointed out that while the new product was not 
making money as hoped, sales of the older, smaller 
model had significantly increased. 

How could this be? After making lots of obser
vations at the point of sale, interviewing countless 
customers, and analysing results, they discovered 
that it became much easier for hesitant customers 
to buy a somewhat cheaper bread-maker when 
they saw the price of the deluxe model. 

The expensive machine had become  
a decoy that anchored the customer’s mind  
at the more expensive model. The original 

machine appeared to be a bargain.

If you also combine this with the principle of 
social proof, then it can be further enhanced. Social 
proof is when we observe a whole lot of other 
people, people like us, doing something that we 
haven’t decided on yet. 

The classic example is one of  
two restaurants next to each other.  

You’re new to town, and you need to decide 
where to eat. In front of the first, you see people 

clamouring to get in and it’s already full.  
There is no wait at the eatery next door.  

Guess where you will most likely choose?

This happened to me recently at a coffee shop 
at the end of a day. Most cakes were finished and 
the waitress said, “But we have lots of the Black 
Forest left.” “I’ll just have a cappuccino,” I replied. 
Somewhere in the back of my mind I probably 

thought that if the Black Forest was good, others 
would have eaten it, therefore it can’t be that great. 

“
“

“

“https://stockcake.com/i/splash-of-power

And then my son set me up for the final part of 
the conversation. Right at the end of the conver
sation, he sadly added, “… but only if you want us 
to get them, Dad.” 

With this simple addition, he had me hooked. 
By reinforcing my freedom to choose to help, and 
by plucking at my emotional heart strings (after 
all, which parent likes to disappoint their child?), 
he was quickly able to get me on his side. 

Your customers are the same. If they feel that 
in some way they have retained some control 
of the interaction, then they too will cooperate. 
And when that is combined with some basic 
courtesy, rather than orders, you will find that 
they are quickly on your side.

To illustrate, during the Covid lockdown there 
were a lot of signs at places where people gather 
which stated something like, “Do not sit here.” 
But at some places the signs read … 
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If price is an issue, use a more expensive product 
as a decoy to set expectations and anchor their 
minds, so that whatever follows seems like 
a better deal. Give your customers the feeling 
that they are in control by offering them 
choices. And finally, appeal to their emotions. 

What are the things that push  
your customers’ buttons?

DELIGHT YOUR CUSTOMERS
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Aki Kalliatakis is the managing partner 
of The Leadership LaunchPad, a company 
dedicated to helping clients become more 
customer driven. He can be contacted at 
+27 (0) 83 379 3466, or via the website at 
www.leadershiplaunchpad.co.za

Charles Duhigg

SR

The trusted voice  
in retail for 70 Years

www.freepik.com/

Supermarket & Retailer has cemented its position 
as a trusted partner in the retail industry, providing 
businesses with valuable tools to effectively connect 
with their audience. Our platform is designed to 
meet the evolving needs of the retail sector, whether 
you’re a supplier of equipment, a service provider, or 
a brand looking to highlight your consumer goods. By 
leveraging our carefully curated advertising options, 
you can position your business right where industry 
decision-makers and buyers are actively seeking 
solutions. Supermarket & Retailer offers a variety of 
advertising opportunities to suit different goals.

A full suite of  
advertising solutions
Press releases: A press release 
on Supermarket & Retailer ensures 
that your brand’s voice is heard by 
key figures across the industry.

Dedicated emailers: Cut through the noise and 
deliver your message straight to the inboxes of retail 
professionals and decision-makers.

Social media marketing: We offer tailored social 
media campaigns that are designed to create buzz 
around your brand, influencing your retail space.

Buyers Guide listing: A trusted resource for retailers 
seeking suppliers and solutions, ensuring you are easily 
discoverable to those making purchasing decisions.

FMCG product highlights via the Product Hub: The 
platform for brands to showcase their consumer goods.

Why advertise with  
Supermarket & Retailer?
Targeted exposure: Our platform gives you access to 
an audience that is actively looking for products and 
services like yours.

Industry credibility: Our readers trust us for reliable 
insights and solutions, and this trust extends to the 
brands we feature.

Tailored campaign: We offer flexible and customisable 
advertising solutions that fit your specific objectives.

Proven results: Our platform has helped countless 
businesses boost their visibility and achieve measur
able results through effective, targeted marketing.

Partner with Supermarket & Retailer  
to target ‘Real’ retail decision makers
011 728 7006 | info@supermarket.co.za

“Please sit here.” It’s a small, but polite difference – 
and it makes the world of difference.

Another example … when tills are not manned 
in your store, you probably have a sign that says 
something like, “Checkout closed.” But you can em
power your customers by cleverly and courteously 
redirecting them, “We’d love to serve you at 
another checkout.”

To summarise, think about how you can use these 
principles to make your business more successful. 
Can you change the customers’ perception of value 
of what you sell without lowering the price? 
Proving a limit in terms of quantity or time can 
make things seem more desirable. 

https://www.popsci.com/
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At React Solutions, together with our world class software
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been at the forefront of the business management software
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Tasty & Delicious

Ideal for a family meal

Great South African  
Chicken Every Day!

Serves: 6
Preparation time: 10 minutes 
Cooking time: 30 minutes

Method:

Chicken:

In a bowl, combine amasi and chicken spice, or ½ stock cube if using. Mix until the chicken spice is incorporated.

Add the chicken pieces to the amasi and evenly coat. Marinade for 2 hours, and a minimum of 30 minutes.

Remove chicken from marinade, shake off any excess marinade, but keep the amasi for basting.

Over a medium hot fire, place chicken bone side down. Cook for 12 minutes (if possible covered). Turn chicken, baste, 
and cook for a further 8 minutes. (to test if the fire is ready; hold your hand above the coals for 5 - 8 seconds, if you 
have to pull your hand away sooner, the fire is too hot.)

While the chicken is cooking, make your tomato relish. In a cast iron pan over the fire, or on a stove, add oil to the 
pan, and gently fry onions for 8 minutes, until golden in colour.

Add your chopped tomatoes, sugar, salt and grated carrots and let simmer for about 2 minutes.

Lightly char bread over the fire.

To serve, add a dollop of the relish to bread and top off with chicken.

AMASI BRAAIED CHICKEN WITH  
CHARRED LEFTOVER BREAD & TOMATO RELISH

The longer the chicken sits in the maas, the juicier and more tender it becomes.

INGREDIENTS
Chicken:
12 chicken mixed portions

1 Tbsp (15ml) chicken spice,  
you can substitute with half  
a cube of chicken/veg stock, optional

1 cup (250ml) Amasi

Tomato Relish:
1 Tbsp (15ml) oil

1 onion, sliced

3 tomatoes diced,  
or 1 can of tomatoes

2 carrots, grated

1 tsp (5ml) of sugar

1 tsp (5ml) of salt

To serve, 8 Slices of stale bread

CHICKEN

Tender n Tasty

Johannesburg 011 206 0600, Cape Town 021 505 8000, Durban 031 563 3661

www.astralchicken.comFollow us on
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Serves: 4
Preparation time: 30 minutes 
Cooking time: 40 minutes

Method:
Chicken: 
Combine the lemon juice, zest, parsley, rosemary, garlic, olive oil, and a generous pinch of salt and pepper.
Toss through the drumsticks and leave to marinate for 30 minutes.Braai the chicken drumsticks over medium-hot 
coals, turning occasionally, until charred and cooked through. This takes about 20-30 minutes.

Grilled cos lettuce:
Brush each wedge with olive oil. Season with salt and pepper. Over a high heat on the braai, quickly grill the lettuce 
on both cut sides until charred. They should cook fast, or else they go limp. Serve immediately.

Lemon yoghurt:
Combine all the ingredients together. Season to taste with salt and pepper. 

Serve the hot chicken drumsticks with the grilled cos lettuce on the side. Drizzle with your delicious  
lemon-yoghurt dressing.

HERBY DRUMSTICKS WITH  
COS WEDGES AND LEMON YOGHURT

This is a wonderfully light way to enjoy braai chicken.

INGREDIENTS
Chicken
2 Tbsp (30ml) lemon juice
1 tsp (5ml) lemon zest
2 tsp (10ml) fresh parsley, finely chopped
1 tsp (5ml) fresh rosemary, finely chopped
2 garlic cloves, finely grated
1 Tbsp (15ml) olive oil
8 chicken drumsticks
salt and pepper

Grilled cos lettuce
2 cos lettuce, quartered
1 Tbsp (15ml) olive oil
salt and pepper

Lemon yoghurt
200ml plain yoghurt
4 tsp (20ml) lemon juice
1 tsp (5ml) lemon zest
1 tsp (5ml) honey
2 tsp (10ml) wholegrain mustard
salt and pepper

Tasty & Delicious

Ideal for a family meal

Great South African  
Chicken Every Day!

Johannesburg 011 206 0600. www.astralchicken.comFollow us on

â
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PANTRY STAPLES

If you think innovation only belongs to digital 
technology or AI, you need to think again. 

Advancements are reshaping the frozen, boxed, 
bottled, canned and chilled food sectors. Urban
isation, tighter budgets, and changing dietary 
choices are fuelling a rise in convenience foods. 
According to 6Wresearch, the South African frozen 
food market is projected to grow at a CAGR of 
6.8% from 2025 to 2031.

Consumers are leaning toward pantry staples 
for their long shelf life and ease of preparation. 
For many, cooking at home is a luxury, making 
ready-to-eat (RTE) options essential. With rising 
health awareness, demand for nutritious, high-
quality food – frozen or fresh – continues to grow. 
Retailers and manufacturers must therefore stay 
relevant, balancing consumer needs with economic 
pressures. A key operational challenge remains 
cold-chain management, strained further by South 
Africa’s inconsistent electricity supply and rising 
costs.

Rise of frozen products
Once considered a backup option, frozen foods 
have become integral to modern South African 
diets. Busier lifestyles, constrained budgets, and 
evolving health priorities are driving demand. 

Pantry staples
Boxed, bottled, canned, chilled & frozen foods

Despite 80% of South Africans believing fresh food 
is ‘five times better’ than frozen (YouGov Profiles), 
perceptions are changing as technology bridges the 
quality gap.

Modern freezing methods, like flash-freezing, 
preserve nutrients, texture and taste, thus helping 
frozen fruits, vegetables and proteins oppose their 
‘fresh’ counterparts. Brands that communicate 

these benefits can 
strengthen trust and 
reposition frozen food 
as a reliable, everyday 
choice.

Globally, the frozen 
foods market is ex
pected to grow at 6% 
annually, with countries 
like Argentina, Brazil 
and Mexico showing 
similar momentum. 
South Africa’s market, 
valued at USD 252 
million, is projected to 
reach USD 323 million 
by 2028 (R4.35 billion 
to R5.57 billion).

www.conveniencestore.co.uk/

Frozen and future-ready
Recent studies show that frozen foods may retain 
more nutrients than fresh produce due to improved 
freezing technologies. This perception shift is 
vital for long-term industry growth. Continued 
investment in refrigeration systems and cold-
chain logistics is strengthening retail infrastructure. 
However, affordability remains a constraint. 

By Mhlengi Thabethe
S&R staff writer



Designer Water Alkaline Ionized Water pH10® & PureSafe Water 

pH10® available pack sizes: 330 ml, 500 ml, 750 ml, 1 L, 5 L, 10 L
PureSafe available pack size: 500 ml, 1.5 L

Premium prepared water brands for the modern beverage aisle

Two waters, one supplier: Designer Water pH10® (alkaline ionized;
14-stage purification) and PureSafe prepared water (11-stage
purified). 
Both are BPA-free, recyclable and carry established certification
marks for quality and trust. 

designerwater.co.za

Alkaline Water pH10® is a registered trademark of Designer Water.
Unit C, Alphen Square West, Cnr George & 15th Road, Randjespark, Midrand, Gauteng.
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Therefore frozen products often cost more than 
fresh, limiting accessibility for lower-income 
groups.

The frozen foods landscape reflects a connection 
of convenience, technology and shifting demogra
phics. A standout trend is the rise of ready-to-eat 
meals, driven by younger, time-pressed consumers. 
Their preference for quick, convenient options 
fuels the growth of new RTE producers and online 
delivery platforms offering frozen alternatives.

The growth in fast-food chains and food delivery 
services mirrors this youth-led convenience culture. 
Brands like KFC and McDonald’s have rapidly 
expanded to meet demand, while frozen food 
manufacturers target the same market with online 
platforms and direct-to-consumer models that 
lower operational costs. This evolution reinforces 
the shift toward fast, nutritious, and accessible 
meal options.

Major poultry companies in South Africa include 
Astral Foods, the nation’s largest integrated poultry 
producer. Astral owns several household brands, 
including Goldi Chicken, County Fair and Festive, 
which market a variety of fresh, frozen and value-
added poultry products to a diverse consumer base 
in both South Africa and other selected African 
countries.

Goldi Chicken: This brand is known for offering 
a variety of frozen and fresh poultry options and 
emphasises value and convenience for families. 
Products include Individually Quick Frozen (IQF) 
single drumsticks and wings, frozen mixed portions, 
chicken patties, cordon bleu (dish consisting of 

PANTRY STAPLES

a meat cutlet [traditionally veal, but often chicken] 
wrapped around cheese and ham, which is then 
breaded and pan-fried or deep-fried), and a crumbed 
range including nuggets and burgers. They also 
produce polony and items suitable for braais 
(barbecues).

County Fair: County Fair provides a wide range of 
fresh chicken pieces, such as breasts, drumsticks, 
thighs, and giblets. Their offerings extend to 
convenient options like pre-packaged, chilled braai 
packs and various frozen crumbed items, including 
chicken strips (made from tender breast fillet), 
nuggets and burgers. The brand is widely available 
in retail stores, including Checkers.

Festive: They focus on fresh poultry products, 
widely available across wholesale and retail 
sectors. Their product lines include fresh chicken 
breast fillets, thighs, wings, drumsticks and 
chicken burgers, often sold in ‘stay-fresh’ tray 
packs.

Another major player in this space is Rainbow 
Foods, among South Africa’s largest chicken 
producers. Since 1960, Rainbow has been an 
integrated broiler leader, focusing on innovation, 
customer-centricity and market adaptability. Their 
success reflects how producers must align brand 
heritage with future-ready strategies, combining 
efficiency with insight into consumer trends. 

A Chickenfeed shop in George Town, Tasmania. Chickenfeed was chain of discount variety 
shops in Tasmania, now defunct. Photo by Gary Houston,  https://commons.wikimedia.org/



South Africa’s new energy drink is a global first.

Shesha is made from fresh, hand-harvested,  
high-quality sugarcane stalks that are 
peeled and crushed to form the base of 
this naturally sweetened, fortified energy 
drink. No other energy drink in the world  
is produced this way. 

This is more than just 
an energy drink, it’s a story of 
South African ingenuity and 
resilience. Every can of Shesha 
supports local jobs, sustains 
families, and strengthens rural 
economies in KwaZulu-Natal 
and Mpumalanga.

The launch comes at a time when consumers 
are seeking smarter, healthier energy solutions. 
Shesha supports rural jobs and communities, giving 
consumers a delicious drink that fuels performance 
while aligning with conscious consumption.

Sugarcane is rich in antioxidants, minerals  
and vitamins, making Shesha more nutritious 
than regular energy drinks. Shesha also contains 
50% less caffeine than other energy drinks. 

Shesha is about 
doing something 
new and exciting with 
a crop we’ve known for 
generations. It’s proof that 
innovation can start right 
here at home – turning 
sugarcane into something 
fresh, relevant and proudly 
South African.

Shesha is produced by Womoba, a subsidiary of the not-
for-profit SA Canegrowers. Profits from Shesha will enable 
projects in KwaZulu-Natal and Mpumalanga to stimulate job 
creation and economic opportunity through the activities 
of SA Canegrowers. As the sole shareholder in the initiative, 
SA Canegrowers – which represents all 24 000 small-scale 
and 1 200 large-scale South African sugarcane growers – 
is driving efforts to diversify the industry beyond traditional 
sugar production. The launch of Shesha marks a key step 
in this strategy to create new, sustainable revenue streams 
for growers and rural communities alike.

Shesha is available in four flavours …  
Original, Lemon & Lime, Orange, and Ginger Beer.

For more information, contact …

+27 31 508 7200
sales@womoba.co.za   
https://www.shesha-beverages.co.za

Kiki Mzoneli 
Sugarcane grower from 
KwaZulu-Natal and 
board member of SA 
Canegrowers.

“

“

Higgins Mdluli 
Sugarcane grower from 
Mpumalanga, and chairman 
of SA Canegrowers.

“

“

The world is looking for greener alternatives to plastic – and 
sugarcane could be part of the solution. In countries like India and 
Thailand, sugarcane is already being used to make polylactic acid 
(PLA) – a biodegradable, recyclable material that’s helping reduce 
reliance on traditional plastics. With the right investment and policy 
support, South Africa’s sugar industry could follow suit – unlocking 
new markets, reducing environmental impact, and creating jobs across 
the value chain. Help safeguard these opportunities and support over 
24 000 small-scale growers by pledging to only buy local sugar!

The future  
of South Africa’s 
sugarcane industry 
is in your hands

â



â
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Chilled for convenience
Closely related to frozen products, chilled foods 
offer a shorter shelf life, but are perceived as 
fresher and less processed. These products 
appeal to health-conscious consumers seeking 
natural texture and appearance. As ‘people 
eat with their eyes’, visual appeal, taste and 
freshness are critical purchase drivers.

While chilled foods encourage perceptions of 
freshness, they also pose logistical challenges. 
Some vegetables, such as cucumbers or 
potatoes, do not retain texture when chilled. 
Retailers must therefore balance freshness 
perception against waste and cost.

Technological and packaging innovations 
have enhanced this category. Vacuum sealing, 
modified atmosphere packaging (MAP), and 
smart labels extend shelf life by preventing 
oxygen exposure, bacterial growth and 
spoilage. Chilled foods typically last 3–14 
days, requiring accurate forecasting and 
rapid distribution. Retailers must maintain 
temperatures between 0°C and 5°C to 
preserve quality and safety.

From a business perspective, chilled products 
boost inventory turnover and repeat purchases, 
supporting the ‘fresh convenience’ trend. They 
allow retailers to offer premium pricing due 
to perceived quality, even as production and 
logistics remain cost intensive. With food 
inflation and complex cold-chain requirements, 
chilled products occupy a premium yet 
profitable niche.

PANTRY STAPLES

Goodness packed in a bottle
Globally, the bottled beverage market is undergoing 
a wave of packaging innovation shaped by conve
nience, sustainability and health trends. Bottled water 
remains dominant, with still, sparkling, flavoured, 
and enhanced waters gaining traction. Packaging has 
evolved to be more user-friendly, functional, and eco-
conscious, reflecting consumer lifestyles focused on 
mobility and hydration. 

Meanwhile, water brand aQuellé has introduced 
tethered bottle caps, a first in South Africa. These caps 
remain attached to the bottle after opening, reducing 
litter and simplifying recycling – a small but significant 
step toward sustainability and compliance with global 
packaging trends.

For years, plastic has dominated the bottled 
beverage space due to its affordability and versatility. 

However, sustainability pressures are shifting the 
landscape. Glass bottles are resurging, particularly 
in premium segments such as wine and craft 
beverages. South Africa’s Cape region, known 
for its vineyards, has driven strong demand for 
glass packaging. Yet glass recycling presents 
environmental challenges, which had glass ranking 
just behind plastic due to higher gas emissions 
during recycling.

Brands like All Gold demonstrate how packaging 
diversification can enhance accessibility and con
venience with their latest offering – a jam that 
doesn’t come in a can as usual, but in a squeeze 
bottle, a Skweezi Mixed Fruit Jam. Their sauces, 
jams and juices are now available in both glass 
bottles and squeeze plastic bottles, offering ease 
of use while maintaining brand quality. 

www.amazon.de/

On Heritage 
Day, All Gold 
tomato sauce 
brought all 
the goodness 
in a series of 
interactive and 
entertaining 
games for 
friends and 
family of all 
ages.



THE ONLY ENERGY DRINK 

THAT STARTS IN THE                                       

Shesha 
Energy Drink 

Hand-harvested, crushed &
crafted raw sugarcane to
fuel a new kind of energy.

The next-generation
energy drink is here.

SOIL

sales@womoba.co.za(031) 508 7200
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PANTRY STAPLES

Fresh out of the box
Boxed foods and beverages, known for durability 
and long shelf life, have evolved with new design 
and safety innovations. Although sometimes 
criticised for being overly processed, they remain 
a cost-effective, lightweight and transport-friendly 
packaging solution.

Box packaging offers major advantages: food 
safety, freshness and long shelf life. Technologies 
like tamper-evident seals help detect unauthorised 
access, reassuring consumers and protecting 
brand reputation. Boxed goods also align well with 
sustainability initiatives since many materials are 
biodegradable or recyclable.

Customisation is another upside, because boxes 
can be printed with high-quality branding, graphics 
and information – boosting shelf visibility and 
consumer appeal. Their flexibility in shape and size 
allows creative design while maintaining product 
protection.

However, boxes are vulnerable to moisture and 
physical damage if mishandled. Proper storage that 
is cool, dry and away from sunlight is essential. 
Common boxed products include cereals, pasta, 
bakery items, snacks and beverages like milk and 
wine. For retailers, box packaging offers practicality 
and marketing value, but it requires strict quality 
control and handling procedures.

Fleur Leach, the General Manager of Marble Gold, 
when asked what makes their boxed juice range 
a reliable pantry staple for households, says “the 
product benefits, nutritional and dietary claims. The 
formulation following strict dietary requirements 

within the healthcare sector, plus12-month shelf 
life at room temperature, with no refrigeration 
required.”

When it comes to ensuring consistent quality and 
freshness, she said it is all about “full traceability of 
all raw materials from supplier to production. The 
UHT process sterilises the raw material at 93-97°, 
ensuring all microorganisms are eliminated. A 
process called Aseptic filling is used. This is where 
sterilised products are packaged into pre-sterilised 

containers within a sterile 
environment to prevent 
microbial contamination. 
Microbiological laboratory 
tests are done prior to 
dispatch of final product.”

Marble Gold has 
recently implemented 
many of the innovations 
and developments in 
the food and beverage 
industry. Leach went 
on to state that “added 
recycling education for 
the consumer on the 
pack enables our product 
to stand out amongst 
competitive brands in 
supporting environmental 
friendliness. The packs also 
display all accreditations 
and product benefits: 
Sugar & Preservative free, 

https://stockcake.com/i/grocery-shopping-cart

Halaal, Kosher, Heart & Stroke Foundation accre
dited, Proudly South African and an additional 
language – Portuguese – for export purposes.” 

Asked which flavours or ranges of boxed 
beverages are most popular with South African 
consumers right now? Leach confidently said 
“the 200 ml Nutri Fruit top KPI Apple leads the 
race, in 2nd place we have Fruit Cocktail and in 
3rd place Mango Orange.”
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