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E X E C U T I V E S U M M A RY
The Agricultural Produce Agents Council (APAC) regulates the activities of fresh produce, export and livestock
agents in terms of the Agricultural Produce Agents Act, 12 of 1992.
Our annual strategic workshop is an opportunity for APAC to holistically look at aspects of our work, such as
the scope of our legislative mandate, key uncertainties in the environment, options available and what it would
really mean to win in terms of a three-year strategy.
This year’s workshop, held on 13 February 2013, led to a new strategy on how we will perform our regulatory mandate in future. In particular, the strategy will help us prepare for the new Agriculture Produce Marketing Agencies Bill, which the Department of Agriculture, Forestry and Fisheries hopes to proclaim towards the
end of 2014.
STRATEGIC OBJECTIVES FOR 2013/2014
The box below provides a summary of the strategic objectives of APAC for 2013/2014, the first year of our
three-year strategy.
STRATEGIC OBJECTIVES

CORE ACTIVITIES

1. Zero claims against the fidelity fund.

•Continue

with compliance monitoring and review processes to ensure
they remain effective.
•Take disciplinary action where severe non-compliance is detected.
•Provide training to agents.
•Develop a marketing strategy that is informative and educational.

2. Maintain and enhance the agency model by:
a. increasing the number of regulated agencies
and sales personnel.
b. achieving a target of 66% of fresh produce
sold through agents.
c. doubling the capital of the fidelity fund.

•Register

3. Provide inputs on the draft Agriculture Produce
Marketing Agencies Bill.

•Form

4. Drive systematic transformation initiatives.

•Establish

and implement a transformation policy

5. Obtain full access to the information systems of
markets.

•Develop

a Management Information System (MIS)

agencies and sales personnel.
•Draft the Rules for export agents.
•Facilitate approval by the Department of Agriculture, Forestry and Fisheries of the current draft Rules for livestock and fresh produce agents.
•Draft separate Rules for off-market agents.
•Establish initiatives aimed at gaining farmers’ and stakeholders’ trust in
fresh produce markets.
•Develop marketing initiatives to promote the aggregated agency model.
a committee to evaluate the draft Bill and to compile a response
to the Department of Agriculture, Forestry and Fisheries
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OBJECTIVE, VISION, MISSION AND CORE VALUES OF
THE AGRICULTURAL PRODUCE AGENTS COUNCIL

OUR OBJECTIVE
The objective of the Agricultural Produce Agents Council is to regulate the occupations of fresh produce,
export and livestock agents and to maintain and enhance the status and dignity of those occupations and the
integrity of those practising those occupations, according to section 9 of the Agricultural Produce Agents Act,
12 of 1992.
OUR VISION
To be an innovative, supportive, proactive and responsive regulatory body.
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OUR MISSION
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To effectively and efficiently regulate the occupations of fresh produce, export and livestock agents to:
• fulfill our mandate under the Act
• protect against dishonest practices
• uphold our responsibility to maintain and enhance the occupations of fresh produce, export and livestock
agents
• position the Council to effectively contribute in the development and transformation of the agency system of
trading of agricultural products.
OUR CORE VALUES
•
•
•
•

Fairness: We will act with objectivity, empathy, integrity, prudence and transparency.
Attitude: We will be an ambitious, professional, passionate, supportive, reliable and dedicated workforce.
Drive: We will be driven to deliver our objectives defined by the Act.
Flexibility: We will remain open to change and innovation.
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OUR STRATEGIC OBJECTIVES FOR 2013/2014
A more detailed reflection of our strategic objectives for this year is contained in the box below.
STRATEGIC
OBJECTIVE

ACTIVITY

1. Zero claims
against the
fidelity fund.

Continue with compliance monitoring and review processes to ensure they remain effective
• Trust reconciliations
Continue checking fresh produce agents’ monthly trust reconciliations on the new online format.
Use the online format to compare the financial value of agents’ producer credit sales and debtors’
books with their annual business turnover. This will serve as an early warning mechanism to identify
agencies that require intervention or assistance towards ensuring sound financial management.
Continue to conduct an annual trust reconciliation workshop for agencies’ financial staff.
• Audit reports
Continue checking agents’ annual and bi-annual audit reports.
Develop a protocol for auditors to follow in areas that need thorough checking to ensure that we
receive consistent, comprehensive and accurate audit reports.
Verify that auditors used by fresh produce agents are accredited with the Independent Regulatory
Body for Auditors (IRBA).
• Stock audits
Continue conducting monthly stock audits on five to eight fresh produce markets.
Evaluate whether additional information should be obtained during the stock audits to enable more
accurate and efficient stock audits.
• Compliance audits
Continue conducting compliance audits at all fresh produce agencies.
Evaluate whether the Freshmark system can interface with banks so that we can have more accurate
and transparent information about the actual date of payments to farmers.
Identify general market concerns that negatively influence farmers from sending fresh produce to a
market, and that contribute towards buyers not returning to a market. These could include a lack of
security controls, poor floor hygiene, toilet facilities, proper and functional lighting, etc. This will be
discussed with the market management and ultimately form part of the service level agreements that
needs to be put in place (see 2b. below).
•  Take disciplinary action where severe non-compliance is detected
Continue with “self-regulating” initiatives such as listing agents’ submissions on our website as well as
“naming and shaming” agents found guilty at disciplinary hearings.
Provide mentoring or coaching to agencies where we detect minor non-compliance aspects. This will
also serve to deter future severe transgressions.
• Provide training to agents
Continue with providing existing Comsell training to agents.
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STRATEGIC
OBJECTIVE
1. Zero claims
against the
fidelity fund.

ACTIVITY
Begin recording the second Comsell 200 DVD for distance training.
Continue to provide recognition to agents who have achieved exceptional pass rates for all three
courses, for example, by acknowledging individual achievements at the Institute of Market Agents
South Africa’s annual general meetings.
• Develop a marketing strategy that is informative and educational
Continue with existing marketing initiatives.
Develop a marketing initiative that will promote the aggregated benefits of the agency module.

2. Maintain and
enhance the
agency model
by:
a. increasing
the number of
regulated
agencies and
sales personnel.
b. achieving a
target of 66%
of fresh produce sold
through
agents.
c. doubling the
capital of the
fidelity fund.

a. Register agency and sales personnel
Continue with registration and vetting of new agents.
Review the existing memorandum of understanding that all new applicants fill in to make sure it offers sufficient guidance on the critical areas of the Act and the Rules where often non-compliance is detected.
Develop initiatives that encourage registration of agencies and sales people.
b. Rules - export, livestock and fresh produce agents
Draft and obtain approval for the new export agents Rules.
Obtain approval from the Department of Agriculture, Forestry and Fisheries of the current draft Rules for
livestock and fresh produce agents.
Investigate whether separate Rules should be drafted for off-market agents in order to preserve and
promote the agency model.
c. Establish initiatives aimed at gaining farmers’ and stakeholders’ trust in fresh produce markets
Engage with the Institute of Market Agents South Africa around providing assistance and support for
Project Rebirth, which aspires to revitalise fresh produce markets.
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Draft a service level agreement template that will guide the relationship and responsibilities of all relevant parties (agents, farmers, market).
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Engage with the South African Union of Food Markets (SAUFM) and draft standardised Procedural
Guidelines for fresh produce markets.
d. Develop marketing initiatives to promote the aggregated agency model of all
three categories of agents
Marketing initiatives will promote the key values of the aggregated agency model within fresh produce
markets. The opportunity is to integrate the segments of the national fresh produce markets, regional
markets and the retail sector including hawker markets and export markets regarding the key function
of transparent market information.
The marketing initiatives will also educate stakeholders on the need for sufficient market forces to have
a cumulative or aggregated process of discovering the natural price of fruits and vegetables; therefore
obtaining transparent and integrated information through the entire supply chain.
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STRATEGIC
OBJECTIVE

ACTIVITY

3. Provide inputs
on the draft Agriculture Produce
Marketing Agencies Bill.

Form a committee to evaluate the draft Bill
Form a committee to assess the draft Bill and compile a response to the Department of Agriculture,
Forestry and Fisheries.

4. Drive systematic transformation initiatives.

Establish and implement a transformation policy
Revisit the contextual framework of transformation systematically i.e goals, functions, programmes,
strategy, structures, relationships, binding factors and communication.

Identify initiatives to proactively gear APAC towards the new draft Bill.

Continue with transformation committee meetings in order to establish a framework of initiatives and
targets in line with the Agri BEE Charter.
Become a member of the Agri BEE Council as this will provide a platform to direct and encourage
future APAC transformation goals.
Engage with higher education institutions in order to familiarise students with the prospects of becoming
an agent.
Identify training requirements for existing and new entrants.
5. Obtain full access to the information systems
of markets.

Develop a Management Information System
Engage with all market managers to explain the importance of a Management Information System that
enables market managers and APAC to:
  • better monitor agents in line with their bylaws and other legislation, and
  • serve as an early warning tool to mitigate areas of concern.
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APPENDIX 1
SWOT ANALYSIS FOR 2013/2014

STRENGTHS

WEAKNESSES

• The Agricultural Produce Agents Act, 12 of 1992
• Competent and dedicated staff base and Council
• Training modules
• Streamlined operational activities
• Stock takes on all fresh produce markets
• Active response to farmers’ complaints by investigating each case
• Receiving interim and annual audit reports per
agency
• Receiving monthly trust reconciliations
• Vetting of new applicants
• Marketing strategy
• Good track record
• Good relationship with the Department
• APAC brand known to more stakeholders

• The limited scope to regulate export agents results in
poor confidence in our ability to take action
• Lack of control over co-operation by market management
• Unwillingness of market managers to share Freshmark
data with APAC results in an increased workload for
APAC
• Insufficient fidelity funding
• Insufficient ability to manage all principals/agents
relationships
• Lack of capacity to conduct sufficient stock audits
• Only one supplier of IT systems to markets

OPPORTUNITIES

THREATS

• Improve relationships with agents in order not to
be seen as a “watchdog” only but also a mentor
• Implement more pro-active measures to detect
and correct non-compliance
• Increase existing proactive measures
• Implement service level agreements
• Ensure existing agents attend training and
workshops that will empower them and sustain
their knowledge
• Compile recommended legislative amendments in
terms of fresh produce, export and livestock
agents that will ensure a better regulated environment
• Broad Based Economic Empowerment programmes
• Increase the amount payable by agents to the
fidelity fund to ensure it is sustained
• Source additional funds
• The draft Agriculture Produce Marketing Agencies Bill

• Credit sales conducted out of the framework of the Act
• Fresh produce agents paying on behalf of the buyer
(transparency and risk toward the trust funds)
• Off-market agents refusing to register is a threat to the
agency system
• Economic climate contributes to more fresh produce
agents having trust account shortages and therefore a
high level of claims, which could deplete the fidelity fund
• Annual decrease of the fidelity fund due to not sustaining
the fund
• Language barriers
• Lack of interest in attending training to broaden agents’
skills and knowledge might result in not maintaining
professional standards
• The “regulated” agency system of trading replaced by
the “unregulated” wholesale/retail sytem of trading, i.e.
agents leaving markets and becoming wholesalers
• Loss of trust in the agency system by producers.
• Lack of timely proclamation of the draft Agriculture
Produce Marketing Agencies Bill
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APPENDIX 2
CONSTITUTION OF THE COUNCIL
In terms of Section 3 of the Agricultural Produce Agents Act, 12 of 1992, the Minister appoints members of the Council
for a maximum of three years.
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Council Members are as follows:
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COUNCIL MEMBER

DATE APPOINTED

END OF TERM

Chairperson and Fresh
Produce Producer

Mr. TD van Zyl

16 March 2011

3 March 2014

Registrar

Mrs. L Pretorius

Ex Officio Member

Deputy Registrar

Mrs. S Nel

Ex Officio Member

Department

Ms. M Mohapi

20 April 2012

4 March 2015

Designated

Ms. S Malinga
Ms. GM Senyolo

20 April 2012
20 April 2012

4 March 2015
4 March 2015

Fresh Produce Agents

Mr. PM Botha
Mrs. TE Fredericks
Mr. MJ Oosthuizen

20 April 2012
16 March 2011
20 April 2012

4 March 2015
3 March 2014
4 March 2015

Export Agents

Mr. AG Petersen
Mr. S Symington
Mrs. GA Backhouse

16 March 2011
20 April 2012
20 April 2012

3 March 2014
4 March 2015
4 March 2015

Livestock Agents

Mr. C Troskie
Mr. WJ Meyer
Mr. CH Scheeper

3 March 2009
3 March 2009
20 April 2012

3 March 2014
3 March 2014
4 March 2015

Livestock Producers

Mr. CJJ Pieterse
Mr. JN Swartz

3 March 2009
3 March 2009

3 March 2014
3 March 2014

Producers

Mr. JC Faure

20 April 2012

4 March 2015

Consumers

Mrs. MD Snyman
Ms. CN Mhonto

20 April 2012
20 April 2012

3 March 2015
4 MArch 2015
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APPENDIX 3
MARKETING STRATEGY FOR 2013/2014
FININCIAL YEAR

The Marketing Strategy intends to educate and inform stakeholders about APAC as well as to promote the aggregated
benefits of all three categories of agents within the fresh produce market, retail, direct sales and export segment.
TYPE OF MARKETING

PROJECTED EXPENDITURE

Newsletters

Electronic newsletters to producers, producer organisations and industry stakeholders on a quarterly basis
(remains most cost-effective communication tool)

Advertisements/articles
in Magazines

Promotional articles/advertisements

Banner

Design of a banner to be used at workshop, seminars, etc.

Radio

Interview with RSG

Pamphlets

Updating of existing pamphlets and distributing at
workshops and meetings.

Meetings/Workshops

Presentations by the Registrar and Deputy Registrar
at meetings and workshops

R-

Upgrading and maintaining the APAC website

Ensuring website is kept up to date with relevant
information for producers, agents and industry
stakeholders.

R-

Stands and promotional
items at conferences

Exhibition stands at conferences or workshops.

R 30,000.00

Proofreading

Proofreading of articles, newsletters, etc.

R 10,000.00

Annual report and business plan

Design and layout of reports.

R 20,000.00

Promotional Items

Promotional items will be used to support marketing
initiatives, e.g. caps for new registered sales people, frames and certificates for sales people who
achieve exceptional pass rates for all three Comsell
courses, etc.

R 20,000.00

R 6,000.00

R 45,000.00
R 2,500.00

R R 1,000.00

R 134,500.00
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APPENDIX 4
PROJECTED INCOME STATEMENT FOR PERIOD 1 APRIL 2013 TO 31 MARCH 2014
OPERATIONAL BUDGET
APPENDIX 4

AGRICULTURAL PRODUCE AGENT COUNCIL (APAC)
PROJECTED INCOME STATEMENT FOR PERIOD 1 APRIL 2013 TO 31 MARCH 2014
OPERATIONAL BUDGET
BUDGET FOR THE YEAR
ENDING 31 MARCH 2013

BUDGET FOR THE YEAR
ENDING 31 MARCH 2014

INCOME
Membership fees
102 - Fresh Produce Agencies

1 611 101

2 797 859

1 297 877

1 378 160

313 224

634 296

741 - Fresh Produce Sales Personnel @ R856.00
139 - Export and Livestock Agents @ R5'650.38

-

785 403

30 000

32 000

Interest received

160 000

240 000

Administration Cost and Salaries Recouped

955 249

Commission - Unclaimed Monies

2 756 350

3 069 859

LESS : EXPENSES

2 434 872

2 884 026

397 040

441 150

Auditors fees

16 000

19 000

Legal fees

10 000

10 000

2 000

2 000

104 000

134 500

Depreciation

68 952

78 843

Printing and stationery

Bank charges
Advertising/Marketing

3

4

45 000

80 000

5 000

12 000

Magazines subscription

1 000

1 000

1 328 881

1 509 353

400 000

485 180

Council Meetings

220 000

240 000

6

APAC Staff

180 000

245 180

7

Training of staff

25 000

25 000

-

15 000

8

6 000

16 000

9

6 000

20 000

10

20 000

35 000

11

321 477

185 833

Travel & Subsistence
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2

Post and fax costs
Salaries & Wages

12

-

TOTAL INCOME

Administration costs

1

Catering - meetings
Website updating
Other: Computer Updates, virus protection,
repairs, etc
Office furniture/equipment
Surplus for the year

Note: Depreciation is a non-cash item and therefore the surplus is actually more than reflected above.
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APPENDIX 4
PROJECTED INCOME STATEMENT FOR PERIOD
1 APRIL 2013 TO 31 MARCH 2014
FIDELITY FUND
APPENDIX 4

AGRICULTURAL PRODUCE AGENT COUNCIL (APAC)
PROJECTED INCOME STATEMENT FOR PERIOD 1 APRIL 2013 TO 31 MARCH 2014
FIDELITY FUND

BUDGET FOR THE YEAR
ENDING 31 MARCH 2013

BUDGET FOR THE
YEAR ENDING 31
MARCH 2014

PROJECTED INCOME STATEMENT
Contributions 0.02 % - maximum of R150'000
Recovery Legal Costs and Claims
Interest received

1 984 905
130 000
1 444 332

1 905 277
160 000
1 400 000

TOTAL INCOME

3 559 237

3 465 277

LESS : EXPENSES
Administration costs
Provision for claims
Auditors fees
Bank charges
Investigation costs
Legal fees
Training
Sponsorship
Stocktaking
System Reports Freshmark
Consultation Fees
Witness fees, travel & accomodation

4 562 249
955 249
1 000 000
16 000
8 000
500 000
1 300 000
360 000
8 000
340 000
50 000
15 000
10 000

3 566 000
1 000 000
18 000
10 000
400 000
1 300 000
360 000
8 000
385 000
60 000
15 000
10 000

(1 003 013)

(100 723)

Shortage for the year

12

13
14
15
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EXPLANATORY NOTES TO THE BUDGET
OPERATIONAL BUDGET
1

Income: Export and Livestock Agents: In previous financial years, export and livestock fees were
reflected with the fresh produce agents, but this is now separately indicated due to a different fee structure.

2

Administration cost: Office rental, telephone, network connectivity, security, insurance and cleaning
materials.

3

Legal Fees: Potential legal expenses relating to export agents and livestock agents.

4

Marketing: See Marketing Plan for details.

5

Printing and Stationary: Increased budget is due to additional staff being appointed.

6

Travel and Subsistence - Council Meetings: One Council meeting, four Exco meetings and six subcommittee meetings.

7

Travel and Subsistence - APAC Staff: Provision to conduct compliance audits at all agencies, attend
various industry meetings and workshops.

8

Catering for Meetings: Provision for catering for meetings at our office.

9

Website Updating: Upgrading the APAC website as well as expenditure relating to its maintenance.

10

Other: Computer Updates, Virus Protection, Repairs etc: Upgrading the accounting system to the
2013 version, downloading virus protection on all computers, repairs and maintenance of equipment.

11

Office Furniture and Equipment: Purchase of a laptop, proxy, shredder, bookcases, etc.
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FIDELITY FUND

14

12

Provision for claims: Provision for possible claims against the Fidelity Fund.

13

Investigation costs: Provision for investigating costs relating to agents who are non-compliant.

14

Legal fees: Provision for legal expenditure relating to disciplinary hearings as well as pending criminal
cases (Hoofstad, GW Hall and Canelands)

15

Training: Provision for training expenditure for fresh produce agents to attend Comsell 100 - 300 courses,
recording the second DVD for distance training, trust reconciliation training, etc.
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