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EXECUTIVE SUMMARY

The Agricultural Produce Agents Council (APAC) is responsible for regulating, maintaining and enhancing the 
agent occupation in terms of the Agricultural Produce Agents Act, 12 of 1992.

Our aim is to equip agents with the appropriate knowledge and skills to be able to comply with the legislative 
requirements in the fresh produce agents arena. We do this through a variety of monitoring, managing and train-
ing activities. The response from stakeholders since we began our work has been very positive, to the extent that 
we are inundated with requests to expand our work. 

However, there are practical, procedural and legislative constraints on our work and the speed with which we 
can effect change.  We therefore developed a strategic road map for three years to guide us in the continuation 
and expansion of our role. 2015/2016, the final year of this strategy, is presented here. 

STRATEGIC OBJECTIVES FOR 2015/2016

Three strategic objectives were identified as pillars underpinning APAC’s mission.

• Compliance monitoring
• Remedial or punitive measures
• Training
• Self-regulating

• Registering of agencies and sales personnel
• Evaluation of disqualified applications
• Awareness campaigns
• Zero tolerance for ignorance

• AgriBEE Charter Council
• Internship programme
• Coaching and training to existing BEE agencies

ZERO CLAIMS AGAINST THE 
FIDELITY FUND

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

DRIVE SYSTEMATIC 
TRANSFORMATION INITIATIVES
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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 (APA Act), 12 
of 1992.

OUR VISION

To be an innovative, supportive, proactive and responsive regulatory body.

OUR MISSION

To effectively and efficiently regulate the occupations of fresh produce, export and livestock agents to:
• fulfil 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 APAC to effectively contribute to 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 2015/2016

STRATEGIC OBJECTIVE 1: ZERO CLAIMS AGAINST THE FIDELITY FUND

To prevent or mitigate claims against the fidelity fund we will implement the actions reflected in the diagram 
below.

A. Compliance monitoring
Compliance audits, stock audits, trust reconciliations, audit 
reports, vetting, special projects (eg agents’ buyers cards, 

unpaid sales, etc) and Rule amendments

B. Remedial or punitive measures
Coaching and mentoring

Disciplinary hearings
Court applications

C. Training
Comsell courses, marketing workshops, administrative 

training, etc.

D. Self-regulating
“Naming and shaming” on website
Educational marketing campaigns

A. Compliance monitoring

Effective compliance monitoring is essential to mitigate producers’ financial risk and prevent the possible deple-
tion of the fidelity fund’s capital.

Compliance audits 
• We will continue to conduct these audits at fresh produce agencies in order to:
 - Monitor compliance to specific requirements of the APA Act, such as the period of producers’ pay-
  ments, as well as to verify evidence of weekly reporting, check the reasonability of deductions made 
  from producers sales, assess timeframes of selling the produce, etc.
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 - Initiate remedial action to guide and mentor agencies to ensure maximum compliance.
 - Take disciplinary action where we discover severe non-compliance.
• We will develop a mechanism to identify 20 high risk agencies in respect of non-compliance and unethical 
 trading and then comprehensively audit them. We will broaden the scope of the audit to include aspects such 
 as the volume and monetary value of agency buyer card transactions, auditing a sample of historic transactions 
 to validate if irregular credit sales are taking place through cancellations, reservations or unpaid sales, etc. 
• We will continue to use compliance audits to validate sales personnel observed on the trading floor.

Stock Audits
• We will continue to conduct surprise quality stock audits, which entail counting the fresh produce per 
 producer, per cultivar and per size. 
• We will conduct an in-depth investigation on the outcome of these stock audits, as this provides insight into 
 issues such as: if the agency is acting as a wholesaler (conflict of interest), the legitimacy of buyers and who 
 finances them, stock that was rolled on the unpaid or reservation sale system functionality, prices paid on 
 stock that was short, etc.
• We will engage with market managers to assist them to streamline their stock audit procedures so that the 
 outcome is more accurate. Where needed, we will train market officials.
• We will continue to engage with industry stakeholders to obtain the additional funding we need to meet the 
 numerous requests by producers and stakeholders to increase the number of stock audits per market. 
• We will continue to observe trends in stock audit statistics and intervene as required. 

Trust Reconciliations
• The current financial year saw us checking a broader range of information in trust reconciliation submissions, 
 which proved to be a successful way of detecting and rectifying areas of concern. We will continue with this.
• We will continue to update the website with information about submissions of reconciliations, late submis-
 sions, and naming of agencies with trust shortages.
• We will continue to provide coaching to agencies’ financial staff.

Audit Reports
• We implemented an auditor checklist in the current year which we will re-evaluate to ensure it remains effec-
 tive in identifying irregularities, agencies over-exposing their financial risk, conflict of interest, etc.
• We will continue to engage with the Independent Regulatory Body for Auditors (IRBA) to formally amend the 
 format of the annual and interim audit reports.
• We publish information about submissions of interim and annual audit reports, in relation to audit qualifica-
 tions and naming agencies with trust shortages on our website, and will continue to do so.
• We will check that auditors employed by fresh produce agents are accredited to IRBA.

B. Remedial or punitive measures

• Even though our strategy is to support and assist agents, taking stern action against agents trading unethi-
 cally will remain a core focus, as our past experience indicates that risk is mitigated the sooner we address 
 errant behaviour.
• We will continue to “name and shame” agents found guilty of theft or misconduct on our website. If an 
 agent’s fidelity certificate is withdrawn, we will publicise this via notices in local newspapers where the agent 
 previously traded.
• We will initiate a marketing campaign aimed at getting agency managers to understand their dual discipli-
 nary responsibility regarding:
 -   implementing internal standard operating procedures that aspire to compliance to the legislation
 - monitoring the conduct of their sales personnel through mechanisms such as internal stock audits, 
  comparing producers’ delivery notes with actual stock on the system, validating agencies’ buyers, 
  monitoring credit sales, etc. 
 - initiating internal disciplinary steps where severe transgressions are detected.
 - reporting severe transgressions detected to the APAC Council.
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C. Training

Training remains essential to broaden agents’ knowledge about their trading environment and equip them with the 
latest developments in the industry. We will therefore continue to:
 - make the Comsell 100, 200 and 300 courses available to all agents.
 - provide the administrative/general training programme, with the aim of replacing the existing Comsell 
  300 course.
 - provide the annual marketing/sales workshop.
 - enforce our rule that new sales personnel must attend the Comsell courses within 18 months of registration.
• We will finalise the translation of the Comsell courses into isiZulu.
• We will continue to provide Comsell distance training, despite its low takeup, as it remains a solution for 
 remote agencies. 
• We will conduct a survey to identify any additional training needs.

D. Self-regulating

• Marketing efforts will be directed at educating producers and industry stakeholders on the legal responsibili-
 ties of agents. 
• We will work with producer organisations to help them make their producers aware of APAC at their regional 
 and provincial marketing events and meetings.
• We will continue with our “whistleblowing” campaign.
• We will continue to engage with producer organisations around educating producers about the minimum 
 requirements an agent has to fulfil, and encourage them to visit our website regularly to establish the financial 
 status of the agency they use.
• We will pilot a marketing campaign focussed on buyers, where organised groups or forums exist, as they 
 play a vital role in whistleblowing and informing APAC of unethical trading.
• We will obtain AGRISA’s database to direct our awareness approach and campaigns at the correct focus 
 group.
• We will continue to publish articles in a range of magazines, distributing newsletters at workshops and sym-
 posiums and doing presentations at various forums.
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STRATEGIC OBJECTIVE 2: MAINTAIN AND ENHANCE THE AGENCY MODEL 

The diagram below indicates how this strategic objective will be achieved.

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 to be 

sold through agents

C. Doubling the capital of 
the fidelity fund

A. Increasing the number of regulated agencies and sales personnel

Registering agencies and sales personnel
• We will re-evaluate the registration process in order to minimise the time spent completing the registration 
 forms, which in turn will decrease the time needed to follow up on outstanding documents.
• We will continue to monitor new sales personnel’s registration certificates to ensure that they attend the 
 Comsell courses within 18 months of registering, and that mentorship or coaching takes place.
• We will conduct CIPC searches on all directors to identify any possible conflict of interest pertaining to other 
 businesses.
• Often agencies fail to inform APAC of internal disciplinary hearings against a sales person. As a result, we 
 may unwittingly register disqualified applicants. We will therefore initiate a bi-annual form requiring all 
 agencies to confirm that they reported all disciplinary hearings to APAC, in terms of Rule 37.



11AGRICULTURAL PRODUCE AGENTS COUNCIL

• Current legislation 
effectively regulating 

and enabling the trad-
ing environment.

• Standard Operating Proce-
dures of agents and markets.

• Service Level Agreements between 
agents, farmers, buyers, etc.

Evaluation of disqualified applications
• The Ad Hoc committee established in 2013 will continue to re-evaluate applications that have been disquali-
 fied, in terms of Section 16.6 of the APA Act. 
• We will closely monitor agents who have been issued with temporary conditional certificates to ensure they 
 meet the requirements attached to their appointment and that their ethical behaviour sets examples for other 
 agents.

Awareness campaigns 
• We will continue to engage with industry stakeholders in order to ecourage them to only do business with 
 law-abiding agents, which are registered with APAC.
• We will publish articles and do presentations at farmers’ days that caution producers on the risks of doing 
 business with unregistered agents.
• We will use various mediums to promote the aggregated benefits of doing business with registered agents.
• We will distribute an annual report on registered and deregistered agencies and sales personnel to markets 
 and industry stakeholders.

Non-tolerance for ignorance
• In the past, unregistered agents have offered us various defences for not registering, including a lack of 
 knowledge about APAC. We will not tolerate a plea of ignorance in future, and will take steps, such as 
 disciplinary action or court applications, to stop the agent from trading.

B. 66 % of fresh produce to be sold through agents

The strategic objective deliverability depends on a host of aspects that need to be synergised, as illustrated in the 
graph below:

• Physical infrastructure (building, cold
    rooms, IT hardware and software, 

roads/transport to and from markets, 
etc.)

• Knowledge, skills and expertise
• Ethics
• Strategic leadership ability 
• Change management
• Etc.

• Food safety and 
    security
• Food quality
• Security in markets
• Financial management
• Transformation
• Etc.

INFRASTRUCTURE

REGULATORY 
ENVIRONMENT

OTHER

STAKEHOLDERS 
(Agents, Market 

Managers, Producers 
Buyers, Etc.)
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Contribute to initiatives aimed at gaining pro-
ducers’ and stakeholders’ trust in fresh pro-
duce markets
• This year, the Department of Agriculture, Forestry 
 and Fisheries, under the leadership of the Director 
 Marketing, did a laudable job in initiating the syner-
 gising of the aspects mentioned above, through 
 Project Rebirth. We will therefore continue to ensure 
 it remains a priority to attend meetings, render 
 assistance where needed and support the National 
 Steering Committee, all in the aim of revitalising fresh 
 produce markets.
• To ensure stakeholders continue to trust APAC’s 
 ability to effectively regulate agents, we will continue 
 to investigate complaints and identified areas of 
 concern and take corrective action.

Review of agents’ rules
The amendment of the rules for fresh produce, export and 
livestock agents, were not finalised in the current year for 
a variety of reasons. Among these were the additional 
concerns identified during the public consultation meet-
ings held on the draft Agricultural Produce Agencies Bill 
as well as at the Project Market Rebirth meetings. We are 
confident that the rules will be finalised in the 2015/2016 
financial year. This is what remains to be finalised in the 
coming year:

• Export Agents Rules
 Finalise our engagement with five export agencies 
 and the FPEF to ensure that the agents accept the 
 amendments. 
 Submit the amdendments to the Department of 
 Agriculture, Forestry and Fisheries for consideration 
 and gazetting.
• Livestock Agents Rules
 SAFLA’s comments on the recommended changes 
 were considered; however the process of obtaining 
 input from producer organisations such as the Red 
 Meat Producers Organisation will be finalised. 
• Fresh Produce Agents
 Stakeholders raised various concerns, such as 
 product reservation, agent credit sales and unpaid 
 sales during the public consultations on the draft 
 Agriculture Produce Agencies Bill. We are currently 
 in the process of obtaining further industry input in 
 this regard, after which there will be a final industry 
 workshop to conclude the recommended amend-
 ments.

Training
Agents require a comprehensive knowledge about fresh 
produce as they need to provide advice to producers and 
buyers. Training improves their competitive edge in terms 
of the differentiated services they provide. We will de-
velop and implement a product knowledge programme 
for all sales personnel to attend.
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C.	Doubling	the	capital	of	the	fidelity	fund

Financial management
Continue with:
• Proper debt management with a target of less than 
 6% irrecoverable debt.
• Reviewing in conjunction with IMASA the maximum 
 fidelity fund contribution amount in order to grow 
 the capital within the next six years to the recom-
 mended R40 million.
• Reviewing, and where needed increasing, fresh 
 produce agents’ guarantees as this helps to not 
 deplete the fidelity fund for expenses related to 
 investigations, disciplinary hearings and paying 
 farmers’ claims.
• Obtaining the best interest rates for investing the 
 fidelity fund’s capital.
• Increasing the value we receive on current fide-
 lity fund expenses by scheduling disciplinary hear-
 ings within the same day or week to save on the 
 costs of tribunal members and renegotiating the cost 
 of Freshmark reports (used for stock audits, compli-
 ance audits, investigations and special projects).

Educational campaigns
• Continue with campaigns aimed at educating 
 farmers about the legal responsibilities of agents, 
 and encourage them to report irregularities promp-
 tly so as to mitigate claims against the fidelity fund.
• Through various mediums, we will also make far-
 mers aware of the duty they have to manage and 
 monitor their own financial risk, as they are also 
 responsible for the preservation of the fidelity fund.  

STRATEGIC OBJECTIVE 3: DRIVE SYSTEMATIC 
TRANSFORMATION INITIATIVES

• Continue to attend and render assistance to the 
 AgriBEE Charter Council in order to use it as a 
 vehicle to establish and implement transformation 
 initiatives.
• Evaluate the outcome of the internship programme 
 implemented in the current year and make amend-
 ments where needed to ensure it remains an effec-
 tive mechanism to introduce the agent model to 
 students as well as identify the entrepreneurial 
 opportunities that exist.
• Engage with rural universities to identify ten 
 students for the 2016/2017 internship programme.
• Continue to request their AgriBEE compliance level 
 from any new agencies that register, and encou-
 rage them to comply to the AgriBEE Sector Code.
• Continue providing coaching and an administrative 
 course to existing BEE agencies to ensure that they 
 thrive in their businesses.
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STRENGTHS WEAKNESSES

• The Agricultural Produce Agents Act, 12 of 1992
• Passionate, dedicated and competent staff and 
     Council members
• Streamlined operational activities 
• Stock audits at fresh produce agencies
• Compliance audits at fresh produce agencies
• A complaint resolution process for producers and 
     stakeholders 
• Receiving interim and annual audit reports  
• Receiving monthly trust reconciliations 
• Vetting of new applicants 
• Comsell training modules 
• Marketing strategy
• Good track record
• Good industry relationships
• APAC brand known to more stakeholders

• Limited scope to regulate livestock 
     and export agents 
• Lack of control over co-operation by market 
     management 
• Insufficient operational and fidelity fund funding
• Insufficient ability to manage all principals / 
     agents / market management relationships
• Lack of capacity to expand the number of  stock 
     audits and compliance audits

OPPORTUNITIES THREATS

• Improve relationships with agents so as to be as a 
     “watchdog” as well as a mentor
• Implement more proactive measures to detect and 
     correct non-compliance 
• Ensure existing agents attend training and work-
     shops 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 the fund is sustained 
• Source additional funds 
• The draft Agriculture Produce Agencies Bill

• Irregular credit sales transactions
• System functionalities such as product reservation, 
      late sales and unpaid sales being used as a 
      mechanism for irregular credit sales
• Fresh produce agents paying on behalf of the 
      buyer (transparency and risk for the trust funds) 
• Off-market agents refusing to register threatens the 
      agency system
• Lack of strategic planning resulting in little volume 
      growth 
• Lack of proper control and monitoring measures  
      by market management
• Producers not mitigating their financial risks, which 
      could deplete the fidelity fund 
• Language barriers 
• Agency owners not cultivating professional 
      standards
• The regulated agency system of trading replaced 
      by the unregulated wholesale/retail system of 
      trading, i.e. agents leaving markets and becoming 
      wholesalers
• Loss of trust in the agency system by producers
• Timely proclamation of the draft Agriculture 
      Produce Agencies Bill

APPENDIX 1
SWOT ANALYSIS

• 
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COUNCIL MEMBER END OF TERM

Chairperson & Fresh Produce 
Producer

Mr. TD van Zyl 4 March 2017

Registrar Mrs. L Pretorius -

Deputy Registrar Mrs. S. Nel -

Department Ms. M Mohapi 4 March 2015

Designated Ms. S. Malinga
Ms. GM Senyolo

4 March 2015
4 March 2015

Fresh Produce Agents Mr. PM Botha
Mrs. TE Fredericks
Mr. MJ Oosthuizen

4 March 2015
4 March 2017
4 March 2015

Export Agents Mr. N van Staden
Mr. S Symington
Ms. GA Backhouse

3 March 2017
4 March 2015
4 March 2015

Livestock Agents Mr. C Troskie
Mr. WJ Meyer
Mr. CH Scheepers

4 March 2017
4 March 2017
4 March 2015

Livestock Producers Mr. W Clack
Vacant

4 March 2017
-

Fresh Produce Producer Mr. JC Faure 4 March 2015

Consumers Mrs. MD Snyman
Ms. CN Mhonto

4 March 2015
4 March 2015

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. 

Council members are as follows:

APPENDIX 2
CONSTITUTION OF THE COUNCIL
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OFFICE:  Benvista Office Park, Unit number 5, Edgar street, 

  Jansen Park, East Rand

POSTAL:  Suite number 69, Private Bag X 9, East Rand, 1462

TEL:   011 894 3680

FAX:  011 894 3761

WEBSITE:  www.apacweb.org.za

E-MAIL:  lizel@apacweb.org.za

AUDITOR:  Mr J. Droskie, Registered Accountant & Auditor

BANKERS:  Nedbank and Investec
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