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Harvesting the Sunshine
Our unique Yeast is a natural source of Vitamin D!

Anchor Yeast, a division of Lallemand, has launched 
Vitamin D Yeast in South Africa. This unique 
innovation has been made possible by a process 
pioneered by Lallemand for baker’s yeast. Great 
news, in that bread and yeast leavened products, 
made with Anchor Vitamin D Yeast, can now be a 
source of Vitamin D, the sunshine Vitamin!

Vitamin D deficiency manifests most commonly 
as rickets and osteomalacia in children and as 
osteomalacia and osteoporosis in adults. Although 
more research is necessary, new science is showing 
that vitamin D deficiency may have a number 
of other adverse effects including effects on the 
immune system, increased risk of diabetes mellitus, 
neurological disorders during pregnancy or early 
neonatal life and certain cancers. Worldwide, 
vitamin D is under the spotlight and there is growing 
concern that the incidence of Vitamin D deficiency 
may be growing and the current recommended daily 
allowances (RDAs) may be too low.

Bakers Forum

Although sunlight will be a major contributor 
to vitamin D in South Africa, the 1999 National 
Food Consumption Survey that assessed usual 
nutrients, including vitamin D, was less than 67% 
of the recommended daily allowance. There are no 
national figures for adults.

“Bread, of which yeast is a key ingredient, is one 
of the five most commonly eaten foods and is also 
one of the foods most frequently found in homes in 
South Africa,” says Anchor Yeast Managing Director, 
Gert Steenkamp. “ We believe that our process 
innovation will result in a significant percentage of 
all bread and yeast leavened products potentially 
becoming an important dietary source of Vitamin 
D. This, at a time, when vitamin D is increasingly 
being recognised by health professionals as being 
important. Bread made with Anchor Vitamin D Yeast 
now offers an innovative alternative to the traditional 
sources of vitamin D.”

Dr Wendy Dahl of the Food Science and Nutrition 
Department of the University of Florida USA. 
a speaker at the recent International Union of 
Food Science and Technology (IUFoST) congress 
hosted here in South Africa said, “We are as 
scientists beginning to recognise vitamin D as a 
somewhat forgotten vitamin, because it can be 
obtained from sunlight. In the United States of 
America some 87% of the general population has 
inadequate levels of vitamin D and 20% have a 
vitamin D deficiency.

So how does yeast come to be a source of vitamin 
D? Shamla Moodley, Product Group Manager of 
Anchor Yeast explains, “Yeast reacts with light in 
a similar way as humans do. By exposing yeast 
to light, almost as humans expose our skin to the 
light of the sun, vitamin D is naturally produced 
in the yeast without having any effect on the 
leavening process or flavour. This yeast, then used 
in baking bread, for example, will carry over the 
vitamin D to the bread. Sixty six grams of regular 
bread (approximately 2 slices) made with Anchor 
bakers yeast will contain approximately 2.25mcg 
vitamin D2 which contributes 15% of the new 
Nutrient Reference Values (NRV) for vitamin D for 
individuals 4 years and older, thereby permitting 
a ‘source of Vitamin D’ claim, according to South 
African food labelling regulations.”
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Cliff Sampson - Foodcorp, Managing Director, Consumer Brands - presents at IUFoST 2010

  Update

SA Consumer Trends

South Africa has a population of around 49 
million people, of whom 24% are unemployed. 
Our consumers have become moving targets 
and representative of a rapidly-transforming 
nation. Our new middle class are motivated by 
status and showing off what they have. Many 
product categories are scrambling to offer bling 
and status to those who cannot even yet afford 
it. Our consumers are people at every level with 
diverse psychologies and priorities - 34% of 
South Africans are living on less than $2 per day, 
and the poor (LSM 1-3) survive on staples like 
maize, oil, sugar, rice and flour, which make up 
about 30% of total sales at big wholesalers.

The SA food industry needs to reach both 
extremes. Consumers who rely on staples 
consume less than four of the nine food 

The industry 
Our integration into the global economy is leading 
to rapidly-improving quality and certification 
across the board, making SA food manufacturers 
more competitive with their global counterparts. 
This is taking place mainly through the formalised 
disciplines of HACCP, ISO and statistical process 
control, which are replacing an outdated concept 
of quality control with its emphasis on end-product 
checking. The major benefits of these methods are 
international recognition and proof of quality.

Commodity costs 
and sustainability
There are many people in SA who are reliant on 
commodities for their daily food. Sustainability of 
many of these raw materials is critical to us as a 
country. An important question to ask is how 
we ensure that the resource boom benefits the 
majority as the cost of these raw materials goes up. 
We need to provide nutrition in culturally-relevant 
ways by fortifying consumers’ traditional diets 
rather than forcing them onto a Western diet. 

What people are looking for is for a hand-up 
rather than a hand-out. This forces us to look at 

sustainable solutions and how to put development 
skills in place to empower potential producers. 
The big questions that we need to ask is ‘will we 
be willing to sacrifice growth for the sake 
of sustainability, and does sustainability 
mean looking after and improving what we 
have rather than trying to make more of 
everything?’ The green revolution in innovation 
and bio-fuels provide economic opportunities for 
Africa. The continent must feed itself and ensure 
that bio-fuels do not compete with the food market.

We need to have an industry perspective in SA of 
what needs to be done. This includes: 

•   Implementing innovative technologies in energy 
and water consumption.

•   Re-engineering value to give people exactly what 
they need in terms of products that we offer to 
them. 

•   Enabling access to nutrition and diversity of food 
to those people that don’t have it.

•   Educating and simplifying information in terms of 
what we give to those people.”

Regulations
Another duality in SA is that on the one hand we 
have a lot of people that really have no food at all; 
on the other, we are seeing very strong regulation 
in the Consumer Protection Act and the new 
labelling and advertising of foodstuffs regulations 
(R146 of 2010). These regulations go beyond Codex 
standards, will induce substantial costs into our 
system, and may not be properly enforced. 

Labels and information do not necessarily change 
behaviour in terms of public health and we have 
to ask who will educate the consumer and who will 
bridge the vast socio-economic and educational 
divide in SA? Someone has to play this role.

groups and suffer nutritional deficiencies and 
health problems as a result. SA falls in the top 20 
countries in world with the highest burden of under 
nutrition where many struggle for daily sustenance 
- in contrast with others who are focused on 
healthy living and overcoming lifestyle diseases 
like high blood pressure, excess body weight and 
cholesterol. With such large numbers of people 
that need to survive, it’s really about getting those 
staples in place.

(World Congress of Food Science and Technology)



 Customer Corner

Shopping behaviour 
and needs
The recession has altered consumer behaviour, and 
resulted in consumers:

•  Shopping smarter. 
•   Seeking value - their choice is not just influenced by 

price but by brands offering something meaningful.
•  Turning to house brands.
•   Shopping at multiple retailers and making fewer trips 

to get the best deals. 

As the recession deepened, consumers have tended 
to shop less. They are deciding what they are willing to 
compromise and buying their basics at one store and 
their luxuries at another. Pack sizes being bought have 
also changed. Some are buying big packs as they offer 
value for money. But those that can’t afford the bigger 
pack sizes are buying small packs. 

Food manufacturers have been innovating to 
meet these changing needs by bringing out 
smaller packs and increased value offerings. At 
Foodcorp we recently introduced a vitamin D 
and calcium enriched winter loaf as an enhanced 
proposition to basic bread fortification.

Information:
In food, consumers want to take control of their 
health and be empowered with the right knowledge. 
Education levels in SA are poor, however, and English 
is not the home language of the majority. Food 
manufacturers should therefore make information 
accessible and simplify it for the end-consumer. 
Collaboration is also becoming key to us as we move 
forward, and co-creation - not just feedback - is 
happening in the marketplace. Simba for example, has 
allowed consumers to invent chip flavours which are 
now being sold nationally.

Pick n Pay’s new store, ‘Pick n Pay on Nicol’ is an 
epicurean experience with atmosphere and diversity 
that captures the charm and cosmopolitan offerings of 
international brands in ways that are locally relevant.
 
The building itself represents a departure from the 
traditional cubes of old-school supermarkets, with   
magnificent double-volume glass windows that bathe 
the store in natural light, while the industrial elements 
of exposed steel struts, glass and brickwork give the 
building a contemporary and minimalist feel.

The store presents a multitude of experiences in all 
fresh food areas including the Deli, Juice Bar, Wine 
Cellar, Cheese Room, Bakery, as well as dedicated Fish 
Market and Butchery. 

As South Africa’s greenest retailer, Pick n Pay on 
Nicol will signal a new era of green retailing, with 
a host of initiatives in place, not only to ensure the 
most environmentally sound operations, but to also 
assist customers in making informed decisions when 
it comes to lowering their own environmental impact. 

Every aspect of the building and functionality has been 
considered with the environment in mind. Skylights 
and double-glass walls will diffuse natural light during 
the day; and the roof will harvest rainwater for the 
irrigation of the landscaping. Even the traffic lights at 
the intersection outside the store are solar-powered. 
Solar paneling and timers have been installed to 
reduce energy required for geysers, as well as low-
flow sanitary ware and electronic taps. The number 
of illuminated signs outside has been reduced, as 

well as the number of light boxes in-store; and only 
environmentally friendly paint was used. In addition, 
all timber was locally sourced, in line with the Forest 
Stewardship Council recommendations.

Recycling remains a priority for Pick n Pay, and Pick n 
Pay on Nicol is no different, with on-site recycling for 
waste as well as in-store recycling bins for shoppers, 
facilitating the recycling of batteries, CFLs, ink 
cartridges and plastic bags and containers – should 
customers want to remove any plastic packaging 
before leaving the store.
 
Customers can look forward to a vast range of green 
products – both in food and household categories 
– as well as a significant range of organic products. 
Furthermore, shoppers will be spoilt for choice with a 
whole host of eco-friendly bags, both the brown paper 
variety, as well as cloth designer bags in a range of 
colourful designs.
 
On top of all of this, Pick n Pay on Nicol will have a 
dedicated E-Services Zone, Pick n Pay Travel, gift 
cards, a Good Food Studio (a one-of-a-kind venue 
that boasts a cooking school),  a contemporary-style 
café, to mention but a few.  Each staff member has 
undergone dedicated training on product knowledge 
and how to connect customers to the host of services 
on offer. And if customers are looking for something 
special, store staff will do their utmost to find it. 
 
Please visit www.prepyourfridge.co.za for more 
information on Pick n Pay on Nicol.

set to redefine retail
Pick n Pay on NicolCliff Sampson presents at IUFoST 2010 Continued



 Matters Arising

SA Bioproducts had its origins in a joint venture 
between AECI Ltd and the Industrial Development 
Corporation. 

 Constructed in 1995 at a cost of R 270 million 
(US$70 million), the lysine plant was sited at 
AECI’s factory at Umbogintwini, KZN to take 
advantage of the infrastructure located at this site 
as well as the suitability of the climate in general 
for Biotechnology ventures. The plant employs 
state of the art bio-technological production 
techniques, and is the only plant of its kind in 
South Africa. 
 
SA Bioproducts’ technology and operating 
expertise has been assessed as being world 
class. Technology licences have been granted 
to a Danish and a Vietnamese company, while 
discussions are presently under way with other 

 SA Bioproducts

joins the Lallemand fold

international companies who have approached 
Bioproducts for technology licences. The lysine 
business however, changed materially during the 
1990’s, becoming increasingly commoditised with 
very large plants being built in the USA and Asia.
 
SA Bioproducts obtained ISO 9001 quality 
certification in 2004, while in 2006 certification was 
obtained in terms of the European Union’s FAMI-QS 
requirements. This is a quality system with which 
all producers within, and exporters to the European 
Union must comply.

Earlier this month, yeast manufacture has 
been included into SABP’s ISO system. Other 
accreditations, like HACCP, Halaal and Kosher adorn 
this state of the art manufacturing facility.

In July 2009, Bioproducts shareholders concluded 

the sale of the company to Lallemand Inc., and 
have joined the Lallemand global organisation. 
In July 2010, yeast manufacturing was 
introduced at SABP, supplying Anchor Yeast 
cream yeast customers in the KZN and Eastern 
Cape regions. 

The Managing Director for Anchor Yeast, 
Mr. Gert Steenkamp has reflected that the 
incorporation of SA Bioproducts into the 
Lallemand and therefore the Anchor Yeast 
family is a very welcome development, as they 
symbolise a natural alignment of technology 
expertise and resources, which are typical of 
truly symbiotic relationships. 



East Africa is synonymous with one of the world’s 
highest mountains -  Mount Kilimanjaro. However, 
Anchor Yeast’s recent visit to Kenya, Tanzania and 
Uganda was not to test our climbing skills, but to 
strengthen our presence in the East African region, 
together with Bio-medica (Anchor Yeast’s agent in 
East Africa) and DSM (technology partner).

The purpose of the Enzyme Roadshow was to 
give our customers a better understanding of the 
partnerships (Anchor, DSM and Bio-medica), to 
present our product offering and interact, meet and 
build relationships with customers.

The Milling and Baking industry in East Africa is 
very similar to the South African industry, although 
flour improvers are commonly used in the mills.  

Enzyme roadshow
in East Africa

The bread baking process (Chorleywood) is very 
similar to the South African bread industry with 
small differences in sugar and other ingredient 
levels. The Enzyme roadshow included technical 
presentations by Caroline van-Benschop from 
DSM on enzyme application in milling and baking.  
The technical presentations were followed by 
practical baking examples which were evaluated by 
customers. 

The enzyme roadshow was presented in three big 
centres – Nairobi, Dar es Salaam  and Kampala and 
was attended by representatives from the milling 
and baking industry.  In Nairobi  32 delegates 
attended  and in Dar es Salaam and Kampala 31 
and 34 respectively.

  Update

To place your orders contact the
Anchor Yeast Call Centre on  

0860 105 135

Anchor Yeast is certainly looking forward to build 
the business in East Africa to new heights, together 
with our partners.  Anchor Yeast, together with our 
partners are committed to bring our customers 
superior product solutions and technology.

Anchor Specialty Ingredients Promotion
December 2010

SPECIAL OFFER

Get a 5% discount on every 
bag of Anchor Sweet Pepper 
Bread Mix in December 2010!



B a k e r y  S p e c i a l t i e s

 News, Views and Events

Bakery Product Archi-Texture
The science of the structural design of 
baked goods : 22 - 23 February 2011

24 February 2011
Sign up for “Bakery Product Archi-Texture” and attend 
a FREE Campden BRI research dissemination event. 
This seminar will cover aspects of the Campden BRI 
research programme relevant to the bakery sector 
and provides an opportunity to evaluate the findings 
at first hand. 

To book or for more information on other 
courses offered by Anchor Bakery Training 
Centre, please contact:

Suzie Van Zyl:  
011 2488357 or svanzyl@anchor.co.za
 
Beate Engelmann:
011 2488298 or bengelmann@anchor.co.za

Venue: 
Anchor Yeast Bakery Training Centre
22 Bunsen Street, Industria, Gauteng
 
Course fees:
•  R3 900,00 (early registration fee, if registered by 

31 December 2010)
•  R4 100,00 (registration after 31 December 2010). 
The above prices include VAT, lunches and reference material.

Gregory Nainaar spent the last 4 years in Australia working 
for Goodman Fielder, where he headed up their process and 
product innovations & engineering team - leading projects for 
McDonalds, Woolworths and the Coles Group. As much as he 
enjoyed his time in Sydney, there’s certainly no place like home, 
and he’s been loving it at Anchor Yeast. Greg will be responsible 
for managing product development and innovation at Anchor 
Yeast.

Gregory Nainaar
Product Development Manager

Congratulations New Staff Members

Campden 
BRI research 
programme

Bakery Product 
Archi-Texture

Antonio is fluent in English, French and Portuguese. This is 
certainly a talent he will be using to communicate with Anchor’s 
customers in Sub-Saharan African countries where these 
various languages are spoken. Antonio has been appointed as 
Technical Sales Representative: Exports and will be responsible 
for enzyme sales in various African countries.

Antonio Swartbooi
Technical Sales Representative: Exports

“Bakery Product Archi-Texture” will describe the 
role of ingredients used in the production of baked 
goods, and their impact on product structure and 
texture. A special focus will be on how formulations 
with reduced salt impact on product quality. This 
course will also cover techniques used to measure 
bread texture and bread crumb structure, using 
technical presentations and practical exercises, 
including Texture Analysis and C-Cell.
 
This course will help delegates understand:
• The functionality of ingredients.
•  The impact of salt reduction on dough handling 

and bread quality.

•  How to measure bread texture and crumb structure 
systematically.

Who should attend?
This course is suited to all who work in the bread 
supply chain. It is particularly suited to those involved 
in ingredient supply and specification, product 
development, research and technical services.

Exciting Workshop by Anchor Yeast and Campden BRI


