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V.1 Objectives

Toincrease market and potential customers
awar eness of the high quality and diversity of South
African floricultural productsthrough the use of
agents and an international network of “ champions’

V.2 Background

Currently, floricultural sdles are hindered by:
The fact that South Africa has no permanent “on the ground” presence
in target markets
Low market awareness of products due to insufficient volumes of
product samplesin the market
Agentswork for individua exporters rather than on behdf of the
whole industry
Theindustry only has limited links with South African representation
abroad
Low awareness of South African product in the supermarket channe
dueto limited “direct” sdesto multiplesin the past

In conjunction with marketing and packaging, salesis key to dtering market
perceptions about South Africa sfloricultural products. Currently, the
greatest problem liesin the fact that the marketplace has not been exposed
to enough and differing types of product. Whilst individua exporters and
growers who have the resources to do so, have taken the time to visit
prospective buyers and ddliver product samples, there has been no focused
approach. For this reason, there is a certain awareness leve in the
marketplace but the only way to significantly increase thisis through
increased physicd presence in conjunction with image shaping marketing,
€tc.
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V.3 Areasfor strategic focus

V.3.1 Specific initiatives

1. INCREASE 2. CREATE
VOLUME OF INTERNATIONAL
PRODUCT NETWORK OF
SAMPLESIN FLORICULTURE
TARGET “CHAMPIONS’
MARKETS

Initiative 1: I ncrease the amount of product samplesin target markets

Context

In the floriculture industry, customers most often want to receive
samples from the suppliersin person. It is essentid particularly when
edtablishing new relationships that thisis the way the sampleis
delivered.

Until now this ddivery of samples has only been done on an
individua exporter basis for growers who have the resources to fund
face-to-face vidts. In growing the industry however, there are many
hundreds of emergent farmers who will be joining the industry and
who do not and will not have the resources to fund yearly visitsto the
marketplace, particuarly at the beginning of their operations.

Key action steps

The industry therefore needs to appoint someone to act on behdf of
the industry and the growers who are unable to get their productsto
their customers face-to-face. This should be someone who is familiar
with the target markets and can act as an agent for al the product
types. Astheindudtry shifts to more direct sdling into markets and
into supermarkets this role is increasingly important. Whether thisis
one person who travels between markets or one agent in each market,
the critica dement isthat al product types have equa exposure. The
primary role of this person will be to open doors and lay the
groundwork for South Africa products to enter the various sales
channedls in each market. However, as the on the ground presence, the
agent can dso act as a market trend indicator and feed information
back to South Africawith regardsto colour preferences and other
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market trends spotted which the industry can use for strategic
planning purposes.

The agent mugt therefore be involved on the supply side as much as
on the demand sde in the markets. In South Africathe agent can
advise on production planning and R& D to ensure that South Africa
continues to export and develop the right products for each market.

Additiondly, buyersin target markets should be invited to come to
South Africa and see the diveraity of products offered and the
infragtructure in place to ensure that it reaches the market as
efficently as possble. Thisisdready heppening on alimited basis
and will be key in building rdationships, particularly with
supermarket buyers.

Market specific recommendations

The overdl approach of face-to-face product introduction stays the
samein each market, but there are differencesin terms of the
appropriate channd to use for each product type from market to
market.

Germany — Foliage and indigenous products are generdly sold
through florists athough as the supermarket channel developsthe
emphasis will gart to shift. For supermarkets then, it will be necessary
to art with treaditiona products and bring in limited amounts of
indigenous product in the short term.

At the sametime, florists will begin to recognise the high qudity of
traditional products and gtart to buy then, aswdl as the indigenous
South Africa products. In short, sales through the supermarket channel
must lead with traditiond and indigenous will follow, whilgt in the
florigt channd, indigenous products will carve aniche for traditiond
products to follow.

UK — High end products (such as South Africa s indigenous products)
are currently sold primarily through the traditiond florist and
wholesale channels. Traditiona products are sold through the
supermarket channel, which is more developed in the UK than
anywhere dse in Europe. As the channd continues to develop there
will be ademand for more high end products and South Africa must
therefore begin forging relationships with buyers a the main
supermarkets immediately.

Japan — The Japanese market is evolving from a predominantly
specidid retail channe focus to a supermarket dominated market
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particularly for high end products (including South Africaindigenous
products). South Africamust therefore begin to develop reationships
with buyers at Japanese retailersin order to find out their
requirements.

I nitiative 2: Create an international network of South Africa floricultural
“champions’

Context

In order to maximise its resources in creating an increased avareness
of South Africaproduct, the floriculturd industry must tap into
exigting resources abroad as well as cultivating new contacts. These
resources (which consst of Government initiatives amed at
representing South African products overdl, aswell as private sector
partnerships), are avauable way to increase awareness of South
Africaasaworld-class supplier of floriculturd products.

Key action steps

In order to build anetwork, the industry must establish what types of
organisations to target abroad and begin devel oping reationshipswith
them both in South Africaand in the target markets.

Government departments such asthe DTI, for example, provide an
excdlent source for international representation. DTI trade reps
abroad are able to provide that market with information on South
African products. These trade reps are a v uable and inexpensive way
to ensure that South Africa floriculture gets market exposure.
Currently, DTI trade reps are trained in South Africa before they are
initidly posted and are updated once a year theregfter. It is essentia
that these trade reps be armed with knowledge about floricultural
products and that South African flowers remain “top of mind.”
Persond relationships are critical here and could include gestures such
as sending the trade reps or their spouses flowers for specid
occasions, etc.

Holland' s floriculture industry provides the perfect example of usng a
Government network to support itsinterests abroad.

Private enterprise partnerships represented by bodies such as South
African German Chambers of Commerce, for example aso provide a
link to foreign markets and another outlet to usein increasing
awareness of South African floriculturd products.
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V.3.2 Key responsibilities

Industry- Use of agents— SAFIC to identify the agents
wide bodies | who will act on behdf of theindudtry in
exposng target markets to the full range of

L ead South Africafloricultural products. Once the
agent(s) has been appointed SAFIC will
maintain close communication with them on
behdf of its members and feed back
information about prospective customers and
market trends to its membership base.
Additiondly, SAFIC should maintain ligts of
customers and agents overseas for membership
referral and encourage members to recommend
each other and other South Africafloricultura
products to potentia customers. In terms of the
buying trips, SAFIC should continue to invite
magjor buyers from the target markets to tour
the country and evduate South Africa’s
infrastructura capabilities.

Champion network- SAFIC needs to take
respongbility for briefing South Africa
international resources such asthe DTI trade
reps about its products and capabilities.
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Growers play acrucid role in providing the agents and champions with
timely and comprehensive product and ddivery cgpability information.

Growers Use of Agents — Recommend any relidble
known agents who may be appropriate to act
asindustry representatives. Work closdy with
Support agents to identify target channelsin each
market and convey past experiences (both
good and bad) in that market.

Champion network — Provide industry-wide
bodies with accurate, up-to-date product and
contact information. Feed any contacts or
relationships with South Africa representetives
abroad to SAFIC.

Government | Champion network — DTI, NDA and Foreign
Affarsto work together to form world-wide
network of “sales agents’ or floriculture reps
knowledgeable about diversity and qudity of
South Africafloriculture products.

V.4 Implicationsfor other agricultural sectors

The following saesissues should be explored from a pan-agricultura perspective:
- Agents

Thefloriculturd industry will be increasing the amount of samplesin its target
markets (and therefore the overdl awareness of South Africa s high quality
floriculture products) by employing agents to work in the target markets and
open doors to new customers.

As one of the main channdsthat the agents will target is multiples, thereis
cons derable opportunity for apan-agricultura gpproach. The main sarting
point would be to “piggy-back” off of the products dready in the
supermarkets, and offer a bundled approach to sdes. Rather than buy only
grapes from a South African supplier, the agent would be able to supply a
store with grapes, flowers, tomatoes, baby vegetables, wine, etc drawn from a
number of high qudity digtributors.
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