
As we move towards a greener food chain, it’s important for producers, retailers 
and consumers to be clear about how their actions impact on communities 
and the environment elsewhere along the chain. An emerging understanding is 
leading to some interesting trends in the food business. Change is a certainty.

RETAIL FOOD VALUE CHAIN

Environmental impacts:
Some of the biggest impacts occur 
here, driven ultimately by us, the 
consumers. These include impacts 
on water supply, loss of ecologi-
cal habitat and biodiversity, loss of 
soil fertility through mono-culture 
and indiscriminate use of inorganic 
agri-chemicals.

Players to watch: The farmers, 
agricultural co-ops and larger SA 
agri-fi rms like Afgri, Astral, Premier 
Foods, Illovo, Tongaat-Hulett and 
Rainbow. Hidden from view are 
a multitude of food producers in 
other countries, their products 
imported by the manufacturers 
and retailers, as well as infl uential 
multinational GMO seed and feed 
companies like Unilever, Monsan-
to, Syngenta, Advanta and Bayer.

Current trends:
- Stepped-up government policies 
and legislation around water, land-
use and land redistribution.
- Establishment, locally-driven, of 
bio-regional, water resource and 
biodiversity protection initiatives.
- Huge growth in organic production 
driven by consumer demand. 

Expect to see:
- ‘Beyond organic’: Organic is good 
but our soils need to be healed. An 
Australian-based company Austral-
ian Soil Additives & Products are 
seeing strong interest in their range 
of bio-active products that restore 
natural balance to soils. Expect to 
see large scale application of this 
kind of sustainable biotechnol-
ogy, particularly in arid regions like 
southern Africa, central Australia 
and the Middle East.
- Growing concern and action 
where possible to manage collaps-
ing fi sheries and crops failing 
because of climate change.

Environmental 
impacts:
The major impacts 
here are in the areas 
of water, energy and 
waste, with pollution of  
air, soil and water. 

Players to watch: 
Companies like AVI, 
Tiger Brands, Oceana, 
KWV, Distell, SAB Mill-
er, ABI (Coke), Unilev-
er, Nestlé, Proctor & 
Gamble, to name a few. 

Current trends:
- Tougher safety, health 
and environmental 
legislation at manufac-
turing facilities.
- Eco-effi ciency being 
driven by rising energy, 
water and raw material 
costs and insecurity of 
supply.
- Pressure from retail-
ers and foreign buyers 
for better environmen-
tal standards.

Expect to see:
- Corporate consoli-
dation in this sector 
with a trend towards 
effi ciencies of scale 
as production costs 
rise and raw mate-
rial supply pressures 
mount.
- Improved monitoring 
and measurement of 
sustainability perform-
ance indicators.
- Improved recycling of 
packaging. Expect a 
revolution in packag-
ing, with new materi-
als and technologies 
coming through.

Environmental 
impacts:
Energy expended 
through trans-
port has a major 
impact on the 
environment.

Players to 
watch: The food 
transport sector 
can be split into 
independent 
transport and 
logistics compa-
nies and fl eets 
owned and oper-
ated by the retail-
ers.

Current trends:
- Fuel effi ciency 
programmes and 
logistics improve-
ments  driven by 
rising fuel prices.

Expect to see:
- Greater use of 
biofuels (biodie-
sel), particularly 
in corporate-
owned fl eets 
needing to show 
commitment to, 
and progress 
with, reducing 
their carbon foot-
prints.
- Government 
intervention to 
promote the 
biofuels industry.   
- Greater pressure  
from retailers to 
buy locally so as 
to reduce their 
transport.

Environmental impacts:
Water, energy and waste are 
factors, but the bigger impacts lie 
outside the stores. Sellers of food 
infl uence us to buy things and 
they drive production needed to 
meet these needs. 

Players to watch: Pick ’n Pay, 
Shoprite Checkers, Spar, Mass-
mart and Woolworths. Equally 
important are the fast food chains 
such as McDonalds, KFC, and 
Wimpy. Hotels, restaurants and 
other food outlets play a role.

Current trends:  Massmart, Pick 
’n Pay and Woolworths are step-
ping up efforts to understand, 
measure, improve and report on 
environmental impacts gener-
ally. Other retailers are lagging, as 
are fast food chains, hotels and 
restaurants.
- Growth and spread of organic 
food. Pick ’n Pay has made their 
intentions known and have big 
plans to take on Woolworths in 
this area.
- Retailers are starting to extend 
their infl uence, posing sustain-
ability-related questions to their 
suppliers, auditing them and pres-
suring them to clean up their act. 
- Packaging waste, health and 
safety labeling and traceability are 
beginning to be addressed more 
seriously.

Expect to see: Accelerated 
growth in organic produce and 
differentiation within the organic 
market. 
- Better labeling and traceability.
- Retailers taking greater responsi-
bility for packaging waste. 
- National partnerships between 
government, civil society, the 
packaging industry, recyclers 
and retailers to tackle packaging 
waste.

Environmental 
impacts:
Consumers drive 
activity and create 
impacts through 
our buying behav-
iour and through 
our throw-away 
mentality.

Players to 
watch: 
You and me.

Current trends:
- Growing aware-
ness around envi-
ronmental issues 
and challenges. 
- Increased 
concern around 
food security, 
health, safety and 
traceability.
- Growth in uptake 
of organic prod-
ucts.

Expect to see:
- Continued rise in 
health and ‘eco-
ethical’ consumer-
ism, and in partic-
ular, I believe, 
from within the 
swelling black 
middle class.
- Growth in 
consumption of 
organic, health 
foods and tracea-
ble protein where 
the source infor-
mation of food is 
clearly indicated. 
- Greater support 
for, and deeper 
brand identifi ca-
tion with eco-aware 
retailers and food 
purveyors.

Environmental 
impacts:
The central ques-
tion here is: What 
to do with the grow-
ing mountains of 
packaging, food and 
other household 
waste?

Players to watch: 
Us again, local 
municipalities and 
entrepreneurs, 
NGOs involved in 
waste and recycling.

Current trends:
- Tougher waste 
and environmen-
tal legislation, with 
government starting 
to fl ex its muscles. 
Municipal landfi lls 
are reaching capac-
ity country-wide 
and local govern-
ments are starting 
to contemplate the 
huge set-up and 
running costs asso-
ciated with future 
sites and questions 
who is going to pay 
for this. 

Expect to see:
- Entrepreneurs 
seeing ‘markets in 
the gaps’. These will 
range from highly 
specialized land-
fi ll waste solution 
providers, packaging 
recyclers to commer-
cial earthworm 
compost services.
- Stricter imple-
mentation of waste 
legislation.

greening
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