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“Increase the total value of sales”

• Through:

– Maintaining & Increasing current demand (Increase consumption, gaining 
market share over competitors)

– Creating “new” demand (market access, new markets)

– Increase sales volumes and/or Increase price (profitable industry)

Positioning SA as the preferred supplier of top quality fruit worldwide.

Creating and building the SA brand and reputation amongst consumers and 
the trade.



1. Know yourself, know your industry, get the stats
2. Know your target market, get to grips with the trade, 

consumers, potential of the market, competitors, threats, 
opportunities, etc

3. What does your consumers want and how do they want it?



• Start off with a broad view regarding your potential markets

• Conduct specified market and consumer research in these 
markets

• Prioritise markets and choose target markets



EU MARKET RESEARCH 

Example

The research will 
identify:

Historical exports to the EU

What SA has to do to export an increased volume 
of stone fruit

Is there currently ‘enough’ volume in the market

Awareness and perceptions of SA in these 
markets

What are the estimated prices in the market

What are the reasons for the ‘perceived’ lack of 
trade from SA



EUROPE

Ranking – all markets Ranking –
Scandinavian 

markets1 2 3

Population FR IT SP SWE

Wealth FR IT SP SWE

Peach & Nectarine – Size of the market IT FR SP SWE

Plum – Size of the market FR IT SP DEN

Peach & Nectarine – Value of imports FR IT NL SWE

Plum – Value of imports NL FR IT NOR

Peach & Nectarine – Value US$/tonne NOR NL FR NOR

Plum – Value US$/tonne NOR NL SP NOR

Peach & Nectarine – SH suppliers NL SP FR NOR

Peach & Nectarine – SA/SH suppliers FR NL NOR NOR

Plum – SH suppliers NL DE SWE DEN

Plum– SA/SH suppliers NOR FR NL NOR

FRANCE ITALY SPAIN NORWAY



• Start off with a specific, focussed campaign – don’t try to 
conquer the world at once

• Launch tailor made market development strategies and 
campaigns accordingly

• Expand, adapt according to learnings

• No one size fits all approach

• LONG TERM commitment/process – don’t expect results 
overnight (5 years)



• Growers fund campaigns through a statutory levy
• ALL in, ALL pay
• 4 year secured financing cycle
• Put to a vote every 4 years

• Secure funding for at least 3-5 years



• Sell idea, get buy in

• Roadshows in production areas

• Get the big players involved firstly
• Exporters, Growers & Packhouses

• Consult, communicate, inform, consult



• NOT an in and out exercise, one year active, skip a year and 
then try again – waste of money

• Get all stakeholders actively involved – growers, exporters, 
importers, trade, retailers

• Make sure funders (growers) have a say and are kept informed
• Advisory Committees, Boards = Final say



• The difficult part…
• Volume & Value Growth
• Sometimes stopping decline first
• Look at bigger picture to explain, find reasons for certain 

things happening in certain seasons
• Additional funds, contributions leveraged
• Independent study commissioned:

• R5-7 increase per carton for 50c/carton investment
• USA Pear Bureau: ±$6.50 ROI for every $1 invested in 

campaign



• Invitation for proposals
• Depends on needs
• Person/s on the ground in different markets
• Reason/Foot in the door to engage

• Trade
• Retail
• Media





Copyright RED Communications 2017

• Tesco, Morrisons and Aldi will be labelling across the category, 
predominantly Gala, Braeburn and Pink Lady; and promoted via 
adverts/advertorials in the consumer press and social media

• Online entry requirement will drive traffic to the campaign website
• Labels will be dual message, with details about Help a South African 

School either on the front cover or inside the booklet, as well as the 
Longleat competition offer and provenance and variety information

• Artwork in production



Competition

• Headline offer will be 5 x VIP breaks, to include a stay at one of 
Longleat’s luxury hotels, entry to Longleat and VIP safari tour

• Runners-up prizes will include 100 free tickets, 50 cuddly African animal 
toys, and £5 off vouchers for all entries



• South African Cuisine Young Chef of the Year 2017 launched in 
November

• Press release issued to trade, catering and consumer press on 
November 10th

• Social media around competition, including targeted boosts 
began in November

• Closing date for entries was February 1st

• 17 entries received
• Finalists selected in next 2 weeks
• Cook –off will take place w/c 24th April





Consumer advertising in some of the following high profile consumer 
magazines during May and June, highlighting provenance, taste and giving 
recipes and details of promotional offer:

• BBC Good Food 
• BBC Easy Cook 
• Healthy Food Guide 
• Olive 
• Delicious 
• Jamie Magazine 
• Top Sante
• Country Homes & Interiors







• Schools donate unwanted books to the project



Aggie Mackenzie

Rueben Riffel

Jasmine Harman

Stefan Gates

Sophie Michell

Kerstin Rodgers



UK Homepage DE Homepage



Morrisons version



DE Stand Wrap



• South African logo on-pack

• Leaflets in packs

• Promotional labels





• Fruit boxes containing Flavorking
plums to arrive with 50 
journalists/bloggers on Valentine’s 
Day

• DPS to supply heart shaped punnets
• Label for punnet and double sided 

card to be included. Designs to be 
focused on ‘love’ theme with 
emphasis on South African stone fruit, 
particularly Flavorking



• 50 gift boxes sent to journalists / 
bloggers containing South African fruit 

• Recipients encouraged to post on social 
media through competition for best 
tweet 





Morrisons Stand Wrap: Front Morrisons Stand Wrap: Sides







• Journalists from four UK and German publications visited 
Hortgro and South African farms between February 22nd

and 26th

• Helen Graves, food writer for Sainsbury’s magazine 
and leading food blogger

• Peter Marshall, publisher of Chef magazine
• Gabriel Bastian editor of Fruchthandel
• Mike Knowles, managing editor of Eurofruit magazine

• Visits included: 
• Stone fruit and pome fruit farms
• Packing facilities
• SAPO research and development 
• Fruitfly South Africa 
• BEE projects
• Chefs – Reuben Riffel meeting



Facebook 





• Linked to certain specifications, cultivars, size
• Build a brand linked and associated with:

• Quality (Eating, Taste)

• Consistency

• Continuity

















• Quality and consistency of product and supply 
the core of any campaign

• No sense in promoting something nobody wants








