
Univ
ers

ity
 of

  C
ap

e T
ow

n
The copyright of this thesis vests in the author. No
quotation from it or information derived from it is to be
published without full acknowledgement of the source.
The thesis is to be used for private study or non-
commercial research purposes only.

Published by the University of Cape Town (UCT) in terms
of the non-exclusive license granted to UCT by the author.



Univ
ers

ity
 of

  C
ap

e T
ow

n
Thesis 



Univ
ers

ity
 of

  C
ap

e T
ow

n

4 

II 

I 

TObias Gress ii 



Univ
ers

ity
 of

  C
ap

e T
ow

n

I 

InVesltlOeltlon as as 

so 

in 

as asin mein 

Thesis Tobias 



Univ
ers

ity
 of

  C
ap

e T
ow

n

From annual of the South African Rooibos Tea Control Board 

Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n

II 

it was 

consumers can 

awareness 

rel.)os/tioln 11'0010018 on it 

was aeVellOQlea 

was aeVellO[;lea 

r':;""""""!;In consumer 

0 

0 

0 

0 

consumers 
0 

0 

0 

0 

Thesis Tobias Gress v 



Univ
ers

ity
 of

  C
ap

e T
ow

n

r.,..,,,O.:lolrf'n was answers 

on 

In 

consumer 

is 

some 

Thesis Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n
In success on 

is is an 

r.:lll"''''''''''''' I"'<:OOIOCIS is an 

consumers 

KOOl[JlOSas a 

it, mass 

Thesis Tobias Gress 

serve, as 

consumers, 

was 

more 

"",,,,nn'u, .. ,t on 

more 

more 

it is 

reasons. 

or 



Univ
ers

ity
 of

  C
ap

e T
ow

n

new 

new 

are 

consumers 

Thesis Tobias 

a ...... "'."'t." .. or 

KOOItlIOS on 

KOOI[JIOS as a nel:;s-l[ea as 

are 

Mn1lA1P1JPr if 

more consumers 

are 

as 

new 

consumers. 

on mass 

in 

It is 

in 

as 

a on 



Univ
ers

ity
 of

  C
ap

e T
ow

n

If it were aVc:UlaOle 

more consumer. 

or 

consumers 

It is consumers are 

a 

ones, 

success 

tea. 

a 

awareness :::I1T'nr\ .... c~t consumers h"' .... :::Ilm'" 

is 

'<OIOIl'JIOS or KOIOI[)OS QV1r":::I,I"rco 

an 

a 

Tt1{)sis Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n

a 

so as 

success 

consumers, so as 

Thosis Gress 

is ...... " ...... ,'" 

as 

consumers 

are 

on 

..;""'· ...... ".n consumers in 

as new 

are 

is 

can 

can 

it 

is a 

in 

as 

x 



Univ
ers

ity
 of

  C
ap

e T
ow

n

as is in 

is nel::essar c>r,.,r""i'1 in 

a 

so 

are 

consumers as consumers 

or IceO-tiea. 

In 

it a consumers. 

In 

is in consumer 

it 

Thesis Tobias Gf\)SS 



Univ
ers

ity
 of

  C
ap

e T
ow

n

"""1""""'"""'" are ""vlt""",,,, in as 

in as 

In can 

as as Ice~a-I:ea 

is 

is 

• on mass as an 

• 
are 

• as 

It is th"" ... ""f,,,, .. ,,,, 

consumers. 

as 

Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n

mass is 

• 
,nll~,,,,,..,t awareness 

Kooltlos can as a 

• rn,;; ........ OOT."., as a 

• ClVClII,ClIJIIC as a 

consumers are 

consumers. 

• 

in 

• in 

• KOOII:IOS can 

mass 

as nl""!:II""~ 

• 

Thesis Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n

• 

• 

now a 

success. 

Thesis Tobias Gress 

it 

in 

a 

on 

on 

~.::".,rn,""nl·C! in 

an 

ensure 

on 

a 

so it 

as 



Univ
ers

ity
 of

  C
ap

e T
ow

n

III 

! 

II 

1 

1 1 
1.1.1 1 
1.1 2 
1 3 
1 3 
1 3 
1 5 
1 5 
1 5 
1 6 
1 7 
1 7 

~ 

8 
9 
9 

11 
12 
12 
14 
15 
16 
16 
17 
17 
18 

Thf)sis Tobias Gress xv 



Univ
ers

ity
 of

  C
ap

e T
ow

n

Thesis Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n

1 
1 
1 
1 
1 
1 
1 
1 
1 
114 
115 
119 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 



Univ
ers

ity
 of

  C
ap

e T
ow

n

Thesis Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n

11 
11 
11 
11 
11 
11 
11 
11 
11 
11.10 
11 1 
11.12 

Thesis 

OF ROC)IBC)S 



Univ
ers

ity
 of

  C
ap

e T
ow

n

I 

1-1 

1 

o 
1 

2 

3 

Tobias 

1 

2 

7 

7 

8 

14 

19 

xx 



Univ
ers

ity
 of

  C
ap

e T
ow

n

1 

1 

1 

1 

110 

110 

111 

111 

112 

0 113 

1 1 

2 1 

3 1 

1 

1 

1 

7 1 

8 1 

9 1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

1 

Thesis Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n
o 
1 

2 

3 

7 

8 

9 

Thesis Tobi:,s 

4. 

4. 

1 

1 

1 

1 

1 

0 

1 

2 

3 

4 

4 

5 

5 

7 

8 

8 

9 



Univ
ers

ity
 of

  C
ap

e T
ow

n

III answers 

III 

III 

III 

.. 

.. 

.. 
III 

III 

.. 

.. 

.. 

II 

II 

II 

II 

III 

II or 

Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n

10 

10 

a 

10 

10 

10 

10 or 

10 

10 

10 in 

10 

10 

10 answers 

10 

III 

III 

10 

TI \0sis Tobias Grass 



Univ
ers

ity
 of

  C
ap

e T
ow

n

as are 

are 

as '...,.1V • .",., 

are 

1. 

are can in 

some can 

as is no 

( 

is are adldeid in 

same use as 

are 

are in 

'~'JI",,"n .. " for tea, tea, extracts and nr",n",,"tl,.,n<: of November 1988 (BANz oj no. 93a of 
May 1989, GMBL no. 14 p. 264 of May revised version issued by the 

Krauter und Friichtetee e.V. 

Th&SIS Tobias Gress xxv 



Univ
ers

ity
 of

  C
ap

e T
ow

n

are prclcessE!d 

are 

are 

Thesis Tobias 



Univ
ers

ity
 of

  C
ap

e T
ow

n

It 

1 

consumer ""'''' ...... ,:u 

a 

consumers. 

it 

Thesis Tobias 

a 

as as 

in 

can 

locale~a S43ctlon in 

are 

lC!u,rn,l'lorc;: new 

1 



Univ
ers

ity
 of

  C
ap

e T
ow

n

1 

in 

... "" ... "1,,, in 

1 

an 
even in 

1 Department of 

3 

2 Department of .. n.,"' .. " ..... · 
3 Argus 

Thesis Tobias Gress 

are 

more 

2001/2002 

new ones, 

an 

an 

if a 

occur, 

.. 4 

in 

itis 

2 



Univ
ers

ity
 of

  C
ap

e T
ow

n

1 I 

1 

• 
consumer 

• 
• 

1 

• 
• 
• consumers 

5 Wirtschaftsvereinigung Krauter- und Friichtetee e.V. 2003 

Tobias Gress 

5 

on 

over 

a 

a new 

use 

3 



Univ
ers

ity
 of

  C
ap

e T
ow

n

1 

.. 
• 
• 
• consumers use 

3 

• is 

.. resources are 

.. 
• 

.. 

.. consumers on 

.. 

.. 

.. 

.. is awareness 

Thesis T ooias Gress 4 



Univ
ers

ity
 of

  C
ap

e T
ow

n

1 i 

1 

• on consumer 

a 

• 
• 

• 
• consumers 

• 
• 
• 
• in 

1 

on so it 

can .. "" ...... ""', .... sucl~e~;stl on in 

consumer on was 

Thesis Tobias 5 



Univ
ers

ity
 of

  C
ap

e T
ow

n

1 

1 

consumer 

1 

"' ....... """ .... T was 18 ........... u ... .,. 

/ 

in 

Thesis Tobias Gress 

in 

were 

on 

was 

in 

a 

as as 

6 



Univ
ers

ity
 of

  C
ap

e T
ow

n

1 I 

was 

1 

liFlliritilinn costs 

Travel costs R3800 

Communication costs (to:>ll~nlnnrl" 1 •• +",.""",+ R 1300 

Other costs R 800 

1 - 1 

in 

as 

1 

ensure was 

~<",inr.inn of research 2003 

hM~slatk>Q of the December 

Interviews with German members 2004 

1- 2 

6 Gress 2002 

Thesis Tobias Gress 7 



Univ
ers

ity
 of

  C
ap

e T
ow

n
a on 

narrows 

as 

2-1 

Thesis Tobias Gress 

on consumer 

as 

re-

as 

consumer. 

consumer 

is 

8 



Univ
ers

ity
 of

  C
ap

e T
ow

n

oves 

as 

on consumer 

consumer even more awareness on 

are 

consumers 

cow 

consumer more nrlce-f''''m~~cu~IJ~t=:_ 

7 Kotler. Jain. Maesincee 2002. p. X 
8 Kotler 1984. p. 34 

Thesis Tobias Gress 

in 

our 

are 

a 

on 

as consumers aware 

consumers 

are in 

9 



Univ
ers

ity
 of

  C
ap

e T
ow

n
""''''rT'''''''''' new 

It is now more 

common np',/,::)!"gI1IP 

It is one 

nrt'\\IJ1'n avenue. 

in 

are rot'·"' .... '" 

ce'Clces ,,,m,"''' .. '''r a r,,,,ron,,,, 

,,9 

9 KoHer1984.p.39 

Thesis Tobias Gress 

in one 

are 

as "',,*'""""'''''''''''' are 

can 

a 

is 

in more 

or 

a 

tea 

as 

It 

it 



Univ
ers

ity
 of

  C
ap

e T
ow

n

A 

on 

It 

10 

11 

is 

a 

in common is 

2003. Money Management 
p.34 

12 Kotler, Jain, Maesincee. p. X 
13 Hopkins April 2003. Money Management 

Tobias Gress 

in consumer c.:.nn"", ... TC as 

can if 

resources.,,11 

an 

in 

,,12 

sees 

consumers if 

11 



Univ
ers

ity
 of

  C
ap

e T
ow

n

14 

is a 

are in on 
16 

as 

a common 

are 

in some cases 

it 
18 

14 Childhouse 2003, pp. 17-27, Mober 2002, pp. 755-70, Power 2001, pp. 247-65 and Tan 2002, pp. 614-31 in 
2004 

15 of LIJgII::im;::i Mll'ImuJF!m 
16 Child house 
17 Poirier 1996, p. 3 
18 ibid., pp. 3-5 

Thesis Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n
• 

• 

• 

• 

• 
• 

• 

• 

19 Poirier 1996. 10 
20 ibid .• p. 

.. ] 

success. consumer is 

are 

are 

stores. 

on 

non 

13 



Univ
ers

ity
 of

  C
ap

e T
ow

n

In 

in 

2-2 

in 

21 Lewis 1968 in Pelton, Sirutlon, Lupkin 2002, p. 4 
22 Pelton at al. 2002, p. 5 
23 adopted from Pelion at a/. 2002, p. 21 exhibil 1.3, Channels Relationship Model 

was 

as 

or 

an 

are 



Univ
ers

ity
 of

  C
ap

e T
ow

n

covers 

as 

25 

in 

in 

consumer. 

can 

on core 

own .. 26 

Business Review on Managing the Value Chain, p. 29 

It 

or 

a 

15 



Univ
ers

ity
 of

  C
ap

e T
ow

n

as as cTr'<:>T,,,,,,,,,,,,,,,,, in 

in 

A 

• 
• 
• 

• a 

in a new 

awareness can use 

new 

or 

awareness 

is 

new 29 

21 adopted from Cannon 1987, p. 233 
28 Kotler 1997, 354 
29 Luck 1972, p. 

16 



Univ
ers

ity
 of

  C
ap

e T
ow

n

In 

consumers are 

is 

in a 1..,"',,.. ... ..,+,.., ... or as a 

consumers one 

consumer is e<t"I,"0l"O,,.,"" 

to access 

is 

30 Blackwell 2001, p. 21 
31 ibid. 
32 ibid., p. 23 
33 ibid., pp. 24-30 
34 Hassan 1994, p. 53 

consumer is 

itt", ... o.""",.e< across 

consumer 

consumer 

in a 

a consumer 

consumer 
31 

to 

as a 

in 

consumers are 

are 

on 
34 

17 



Univ
ers

ity
 of

  C
ap

e T
ow

n

are 

are 

consumers 

1 

35 Blackwell 2001, 
36 Assael 2004. 
37 ibid. 
38 Zinkhan 2004. 575-82 
39 Glass 1962 in 2004. p.31 

in 

.. ] 
.. 35 

consumer. or 

consumers 

18 



Univ
ers

ity
 of

  C
ap

e T
ow

n

Chapter Two 

After that the search for information starts Having gathered sufficient information 

the evaluation of alternatives starts, rerulting in the choice and the outcome of the 

choice 

AssOO translates these steps for a consumer being engaged in complex decision

making into need arousal, consumer information processing, brand evaluation, 

pure/li/se ancJ pos!-pure/li/se eVi/lua/ion. 'C' 

2.5.2.2 Customer buying behaviour 

It is vital for marketers to be able to satisfy customer needs better than their 

competitors do Therefore understanding customer needs and purchasing 

behaviour is critical ,. 

Weitz proposes a six-step model of the buying process as illustrated'" 

FiflUfe 2 - J 

q i'1<"'~ 2()Q4. p.31 
" W eitz 2Gil4. p. 107 

,,~ 

reco9ni~on 

Inl"'m~liQn 

search 

"valuation 

Choke 

Vis it 

Lo~alty 

I 

SELECTING A 

- - -- . 
'"~ racOQritoo 

I 

Se" rc.h for 
mlarmati<," 

j 
EvakJata 
, et"i ~,s 

." 

Seieci a retailer 

Vi~it ~tore or 

00' 

Rep"at stor~ 

L~',"lranaQe ~ 

SELECTING A 

,''''' ,"W 
r<>cO!<nition , 

•• Search for 
"'fmm"tion 

, --.-

Eval""tc 

• 
merc:handi", 

'> L Select 
n~ er:-"t~~ 

~-=:l PlJI'chase 
merchandise, 

·'.dop"" " .. "W.',)M P 111 E,r;L"._)""'j~''' ''JcL,.. \, ngor='' 

19 



Univ
ers

ity
 of

  C
ap

e T
ow

n

is an 

as 

as 

a 

one 

,..rl'l~(~_~,nn.nn.lnn 45 

versus 

47 

48 

43 Weitz 2004, 111 
44 Sebastian and Babin 1994 
45 Weitz 2004, p. 113 
46 Titus 1995, 106-19 and Bloom 1995, pp. 19-28 
41 Putrevu 436-87, Moorthy 1997, pp. 263-78 and Schmidt 1996, pp. 246-56 
48 Weitz 2004, p. 



Univ
ers

ity
 of

  C
ap

e T
ow

n

It is use 

c:tr'i::llY.".,..,,, 49 

see 

"' .. "', .... +"', .. i"'l,i .... '" .,50 It uses (1) 

or 

If 

51 

a 

A ",tl<,t-... ,~ti".n will in 

in same 

on 

consumers 

a as 

or 

49 Finn 1996. 246-56 
50Weiiz p.117 
51 ibid .• p. 122 



Univ
ers

ity
 of

  C
ap

e T
ow

n

oV'to .. ,,"il!l.rI """"'''''0''''' "",,",,,,,nn is 

to 

it is 53 

it 

consumers.,,54 

awareness 

awareness or 

52 Puri 1996 in Weitz 2004, p. 109 
53 Blackwell 2001, p. 82 
54 ibid., p. 260 

or 

consumer is aware 

awareness 

one. 

is 

52 

save 

same source 

a "":;.'"" .. 'un 

a 

.. ] 

as 



Univ
ers

ity
 of

  C
ap

e T
ow

n

is It a 

consumer 

consumers can a 

If consumers 

are it. 

consume it. aware 

occur is 
55 

a 56 

are more 

consumer 

use 

consumer 

58 

in 

consumer 

exoectcltlCtnS .. 59 are 

more 

55 Blackwell 2001, 265-266 
56 Friestad 1994, pp. 
57 Assael 2004, p. 5 
58 ibid., 5/6 
59 2001, p. 35 



Univ
ers

ity
 of

  C
ap

e T
ow

nconsumers 

60 Woodruff 1998. 
61 Parasuraman 
62 Blackwell 2001, p. 
63 ibid., 
54 ibid., 

as consumers 

consumers.61 It is 

even 

cttlr~t""nv is 

consumers one or more 

consumers 

is 

..... 'n.llr· ..... 64 



Univ
ers

ity
 of

  C
ap

e T
ow

n

consumers 

consumers 

KOOItIOS are 

to .... "'."' ...... 68 

""1A91"",,," I 

or masses or 
71 

65 Schiffman, Kanut 2000 in Jacobs, Tucker 2003, p. 12 
66 ibid. 
67 Atkinson 1964, An Introduction to Motivation 
611 Walters 1978 
69 Kotler 1997 in Ismele 2001, p. 52 
70 ibid. 

consume a 

it is 

an 

CCI~Ol[eO or IJVIJUIICIII 

a 

71 Carson 1999, Journal of Management in Ismele 2001, p. 52 

Thosis Tobias Gress 

is 

as 

IArlt"jO,c::, on 

in a 



Univ
ers

ity
 of

  C
ap

e T
ow

n

if Tr"".n""" or even 

mass .,....", ... I.rt:>t 

even more 

sUIXE~eCIS 72 

a 

VU'L!vl." is 

nnlronti !!:I I consumers 

consumers. 

a new 

on 

use, 

on 

a 

consumers it. 

a 

can .... nlto n,fI !!:I I consumers. 

1 ADODire a 

a new 

a new 

new 

72 Carson 1999, Journal of M"",,,,ns.m .. ,nt 

73 Schiffman, Kanuk 1997, p. 
74 ibid., p. 539 

in Israele 2001, p. 52 

Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

n

one can 

in 

a ....... ·,...' .. , 

or it in is 

15 Schiffman, Kanuk 1997, p. 540 

Thesis Gress 

a can 

is a 

a new 

consumers come 

is 

an 

it. 

an 

it 



Univ
ers

ity
 of

  C
ap

e T
ow

n
[ .. 

one.76 

a 

name common ones. 

n",r'" .. r, ... n, .. of the customers' purchases made from this retailer 
and Pelton, Strotton, Lupkin 2002, p. 24 
2 

p.4 
161-71 and 2002 in Zablah at a/. 2004 

as a 

a tec:nnolc)al(~a 

Ade,nbaio 2003, p. and 2003. 21-34 in Zablah at a/. 2004 
2001, pp. 137-42 in Zablah st a/. 
1999. 101-19 in Zablah at a/. 2004 

2002, pp. in Zablah at a/. 2004 

Thesis Tobias 

is a 

an 



Univ
ers

ity
 of

  C
ap

e T
ow

n

seen, as it, as a I'\"I,\I"'~~~ 

84 

~TI"I.rn .... 85 

) 

consumer 

a 

.. J a 
n88 

on 

,.."' ...... ' ...... ".hr' .... '" n89 

84 Newell 2000, 
85 Brown et al xvi 
00 Newell 2000, 
67 Weitz 2004, p. 
00 ibid. 
89 Newell 2000. p. 212 

ThesIs Tobias Gress 



Univ
ers

ity
 of

  C
ap

e T
ow

nA common "' .... '1"\1'''',."... 

It is 

is 

91 

course. 

on 

Gokey 2002, pp. 3-14 in Weitz 2004, p. 336 
2004,p.336 

92 Mattila 1998 and Fournier, Dobscha, Mick 1998, pp. 42-50 
93 Newell 2000. p. 69 

Thesis Gress 

on more 

is 

on 

is a 

cure. 93 

a 

a 

are 

a 

a 



Univ
ers

ity
 of

  C
ap

e T
ow

n
on 

in 

94 Newell 2000, 82 
95 Cram 1994, p. 

Thesis 

int, .. rI"'lH:otiinn a I"nmr\l:Ir\\I 

95 

consumer 



Univ
ers

ity
 of

  C
ap

e T
ow

n

Chapter Three 

3 Research Design - General Methodology:>:; 

In ordHr I" ClchiHVH Ihe research objectives stated in chap~er 1,2, it is necessary to 

perform both exploratory and descriplivH rHse",ch ",elhods 

Type Methods 

I itcr~tLJrc rc', ,,'0'1 

c""'" " ,,,Ivse, 
I ntcrlOc",," 'Mth ,,,,,'.·';c<c:gc *'e P"'EOC' 

In ""PiC il1teCo/iew, 
Ul>cwonno"~ 'IJr.-c-y 
T "ept)(1Ile, 11'1.3 I, """on,1 il1t,cCo/leI'" 

3.1.1 Literature Review 

A thCJrough literalurH review built fWIll secondc.ry data sources such CIS "cademic 

u""ks, journal ami Internet "rticlHs. dClICltJ>lses. company rep"rts and government 

publicati(Hls from tXJ:h South AfriCJn and German s()urces WClS dr"wn u~ durir,~ 

the rese~rcll This, CIS well as :he ililillysis of C<lse studies connected with thH 

suujecl, guided the study towards "chiHvirq Ihe requirKJ "bjeccives ~nd helped to 

uooerst"nd the S"uth AfriC<ln Rooibos Industry as well as ~hH GHrrmHl c"nsUlller 

mflrkel 

3.1.2 Interviews 

To gather infCJrrnatKHl au()ul the S"uth Afric~n Rooibos Industry and ;he Hxp()rl "I 

the product. experience- ClS well as in-depth interviews with relevam members 01 

lhe industry were conducted. ThH group "f interview pi'.ltners included larrllHrs. 

Ro"ib"s exporting companies ;mel mHmbers "f agricultural associations, sucn as 

the ASNAPP ~",jec; and other people nvolved ,n HX~()f1 rTlflrkeling 

32 
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3 " ch )esl n - Gel' 011 M 1h >:iology Chapter Three 

Iri.e,,;ews With Germans inv8lved in the beverage and tea market inclurling :ea 

C8mpallles, importers and rHlclilHrs hHlpHd 10 Ifweotigate the market and the 

C<)fl1pelitoro. 1"lerviHwo ooth in South Africa <lnd Germany were mainly pers<Jflal, 

face-t8-f~ce 8r over the telepk",,, In some CclSeo inFormation was gathered by e

mHil 

3.1.3 QUestionnaire Survey 

To vHlirl"le the findin~s of the secondary research and to prove or disprQ"e IhH 

research hyp<:>theses, quanlilcltive reoearch has been c81lducted T8 be 301e;0 use 

dAta 80tained oy quantitative rssearrh, o:alislir,,1 mlCl1ysio wFJs unliLed 

To highlight the nHeds attitudes and perceptions <)f the C<:>r15UmerS, a 

questionnaire survey 'Nith ""rl-Wrlsumers of Rooibos products was conducted. 

lJue to time H'-,d geographic constraints the method 01 f"ce-Io-I",ce interviewo could 

mt be applied. Theref<:>re H oelf-fldn'.inislered questionnaire was given to the 

re[;pondenb merliClted through research assistants 

The queol>::mnaire response format ronsisted 01 slrudured quesliono ourh flo 

multiple chOice. mlinq sCHles and dichotomO<.Js questions. To minimise the 

possibiiity of ~Ilfluellrillg the reoiX,,-,denls oy limiting them through giving possible 

Hnswers, which are not a true reflect'on of their ",liiludeo, Ihe quesiionnflireo were 

guided by the previous research. 

3.1.4 Data Analysis 

Both qualitative "",1 qu"mtil",live data 'Nere 2lllalysed. Fin':f:Il']s of the interviews 

'.'Iere compared and crit'rally "soeosed 

Before the d~ta of the interviews Hnrl quest'onnHires could be analyoed. data 

preparation was necessa.cy. This took pl",ce in form or edilinq "nd cHpturing 

interview minutes Hnd coding questionnaires into spreadsheets. 
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Qllestionnaires were ~n3lysed using ImqcJHncy (~islriilulions <lnd p,m;ent3ges 

From thes" cross-tAbulations between relevant questions was applied, to 

determine whether any multi-v<lri<lte(~ sl3tislics W<lS ~ppropri31 .. 

Th .. s,'gnlf'::Anc" lev,,1 for All quantitative data was set at a p-va1ue of 0.05 

3.2.1 The Adapted Model 

DCJH 10 Ih" siZfl and scope of this study, it was necessArY to have a clear research 

methcxjc:iogy. to ensure tint 3111xlSSibly m: .. vanl informalion wAs inv .. stiHatt!(~ This 

gAve the investgation boh validity and direction 

In order to gain insight into the Soulh Afric~n Rooiilos induslry <lnd to 3rnlyse 'h .. 

German consurner market. bot') quC'litative and quantitative research was 

ccxlduc:ed The stU(~y t~J3n wilh qUAlitativ .. res .. arch which was Ih .. n ustKi 10 

support the quantitative research 

Tn es'abliRh A grPAtPr perspective and 'Jroader approadl, all extensive literature 

review w~s dr~wn up. Th:s "n~b:t!(j Ih .. rHs"Arch .. r 10 find ,,,sulls of pmvious 

studies and theories Irool which soum~ conclusions coull~ ultim<ltely be dr<lwn 

3.2.1.1 Positioning the product 

lis new industries are spawne(~ ~m~ mOrH play .. rs "nl .. ,. Ih" mark"l, Ih .. ,Xlw .. r of 

positionir.g has never been more r .. l .. v3111 ';,' If onH w3nls 10 (~HV"Op ~ posilioning 

slrAtegy, one has to know the market. 

Th .. model slrucluring Ihis work is adapted from David Walters' strategic approach 

10 r,,13il o,Jt!r~lion~1 m~rngement. It WAS adjusted :0 not only fit retail management 

but 31so to <lrticuI3t .. 3 t~rg"l mArket posilion lor a specific produci namely 

Rooibos te3 00 tim G"rmAn CorlS1.,lmHr mark"t An(~ wilhin Ihe industry 
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This model will guide the entire research: ' 

. ""'''''''--' .. _, 
"",,. ""',. ,.., " ~" "-J-

. ,~," ~'_>"' '''' fM "" . "' ..... " ~ "', 

; """,,,~;,. -.n,""'" 
: ...... "."."''',, . 
. ~,.~. ","""'" " ' N~,"" "'~'~'~ 

, . ~, .. ~ ... "~,, 
_,. ,"" r, ,."" , . ... 

f 
' .'..,''''n'''' '''''<I' -i orodxt ,I,., ,,,,,.,.,,,,,. ' 

--~-:-~":.: --:.:-'~~?r~:-=--:.:.-- '" - - ~ 

don .. """""o" -''''' '''''''''''~l'' ,"0","", .... , ~.~, .. 
,~.-. [

",,,~. ,, """,,,,"' .. rot """"t" . 

- . . . . . . 
""O""':"_C:::':~"'~:"'::-=':"-'_"~:,--_:'-:" .. , ......... _____ _ 

Figure 3 · 2 

The model is structured in two main parts namely the Markoting Research and the 

Empirical Marketing Analysis_ 

Marketing research starts with the Investigation of the South African Rooibas 

Indl1stry This part produces information about the resources, constraints and 

values of the industry and will then be used as background information for the 

empirical analysis. Data in this section are validated by primary research in form of 

in-depth interviews with members of the industry 

The second block deals with the German market and industry_ It is divided Into the 

Invostigatioll of the German lxiverage market, which will be supported by some 

primary researcl1 in form of in-depth interviews and the Competitive Analysis. The 

latter part includes quantitative data from primary researcl1 to validate the findings_ 

" 
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Conciusioos w~1 then be drawn from both sections in form of the deflnllion and 

analysis of market segments of Ihe German market for Rooibos and the analysis of 

possibilities for effective differenlialion against competitive products. This 

completes the marketing research. 

The empirical marketing analysis uses the findings of the marketing research to 

select the most appropriate market segments to serve. as well as the product 

characterislics that should be emphasized. From here the proposed positioning of 

Rooibos On the German market will be articulated. which also concludes the work 

of this study. 

36 
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4 South African Rooibos Industry 

The foorth chapter deals with the investigation of the South African Rooioos 

Industry. It starts by giVIng a brief background of the applied research 

melhodology, followed by a general section on Rooioos, including attributes, 

versatility and cultivation methods. After th~t light is shed on the South African 

Rooioos Industry addressing the early industry and its history, its current role 

players, competition and values within the industry, The chapter also deals with 

Rooibos marketing and the market itself. In the tast section of chapler four, topics 

regarding pricing of Rooioos tea are discussed. 

4.1 Methodology 

4.1.1 Research Problem 

To identify the characteristics am the structure of the South African Rooibos 

Industry. 

4.1.2 Objectives 

• To investigate the South African Rooibos Industry 

• Horizontal aIld vertical market relationships 

4.2 Research Design"" 

To better understand the scope of this study, exploratory research consisting of a 

literature search, secondary data search and experience surveys was conducted. 

Qualitative data was subsequently generated.'" 

~~- --~-~:--

" Adoph.1 r",,, B","",", 1998 
"B<>.rdoo 19-00. p, 52 
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4.2.1 Exploratory Research 

Typically exploratory research is done to betler understand and to gain background 

information about a topic. such as the given. 'oo One suggested method is to 

conduct in-.depth interviews with know1edgeable people irwolved in the illdustry. 

Other commOil methods include literature reviews and case analyses. '·" 

4.2.2 Sub-Sector Analysis 

The research of the South African Rooibos Industry follows a conceptual 

framework called Sub-Sec/or Analysis. Gregory J. Scotl, ECOilomist at the Social 

Science Department of the Internatiollal Potato Centre, Lima, Peru, describes this, 

particularly for the research of agricultural topics functional f,eld method in his l>ook 

Prices, Products, and People from 1995 as follows: 

Using the sub-sector approach, il is possible to consider all potential lopics 

generated by the research of an "economic unit of allalysis specific to a particular 

commodity [ .. .]" >1'. 

A sub-sector is defined as "a meallingful grouping of economic activities linked 

horizootally and vertically by market relationships-"', in this particular case the 

production, processing and distribution of Rooibos. The importance of using the 

sub-sector framework lies ill the fact that it can ensure that the planned actillities of 

data collection are givell sufficient time arJd resources 

As the resources for this study were limited in both time and manpower, It made 

sense to carry out the sub-sector analysis usillQ rapid reconnaissance me/hods, as 

those provide quick and effective ways of gathering illformation 011 complex 

relationships belw .. en m .. mbers of the industry, as well as helping to find out about 

the existence 01 constraints and opportunities.'(1.1 

36 
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The methodology of this research closely follows the approach which Michael L 

Nbrris used to analyse sub-sector I,mitfltions of maize in Paraguay; John S. 

Holtzman. John A Lichte. and James F. Tefft, used this methodology to examine 

coarse grain processing and utilization in Mali.'''' 

Before a functional work plan could be developed, the broad overall goal of the 

study had to be translated into specific research objectives. Therefore a research 

matrix containing Flil important FlreFlS of interest had to be developed. 

4.2.3 Research Matrix 

Product Economy ~~rket Itldustry Mark .. ting 

X 

X 

X X 

X X 

, 
X 

X X 
X 

X ·i 

Figu,"" 4 . 

By systemFltically considering each cell in the matrix. the risk of restricting the focus 

of the study without considering all potentially importflnt issues was reduced As in 

the template. severnl "priority cells" were identified as potentially importFlnt. 

Focusing on these helped to understFlnd the structure and performance of the 

South African Rooibos Industry and its environment. 

Subsequently it WFlS possible to design data collection activities to gather 

information on the releVFlnt topics. 

39 
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4.2.4 Data Collection 

4.2.4.1 Review of secondary daia sources 

A list of required data. and their possible secondary sources was drawn up 10 help 

guide the dala coIlec::bon ac;:llvdy With Ihe help of this Ilsl. seoondary dala were 

syslemabcally reviewed to ga,n informaoon on Ihe objectives_ 

-

I F~dof Saute. of :HCondary data 
in! ..... ! 
- -----

I 
~<h<N)/n , 
PIQdW$ 

DIlp;!tf"",n( 
R~~~clfch 

Af[>Cie. In 1 
, 

!~~':'~,c. ..... I ,.,," 
" 

p~P8m I1t.crirh , Bmk~ 
MIKJ()Ilf/on I C<Jnlrr~ 

Agri<;uiluf~ 
(p~Nshed ! joormiR , 

'''''' : unp<Jbiisho;d) 
(;,pEGS) -- -.-- . , 

, Hi.torio.'lt 
RooOO$ res 

Re«J(<is 01 I 
'irldu.tfy oM 

&_m 
IrYJu"'''I "00"" ' G"v~fnm~n( I 

I~' ."lfcHJ~ »lJbiications I , 
I'OOf'a t d.Il. _'J ".",.,,'" 

I - -

'"'" N8 ... sp',!"", I R. te '" ~" .. Afnc,n 
&.~ n """""" 1001,..,.' -- ..... Ro~~ d;tI,ri",s~s ;>llf<l6. 

I .... 
. . -

Q-- R,.semf:h -" ~"" TI>9 m.mel "'''"''' - PP£CB (publimedi -. IfJlSmtl/ - u",uIJIished) 

- - - -
o.,p.,l11"""" -.~ -_. ~-11>9 1f'ICIu&1rY " "'"'''''' ""~ (pUfIIi!lhsd / arIkIr:~ '- -"-- ---

The nlfiIIke~ng "'-"''''' 
~ ''''9,"", """"~ ,.w.. brochure~ 

- --. ''''''' WESGRO ~"""~ In<efOOl (>r"', .... ,,... .• 
- I 

)1 .. ".,,,1 Comp!lny 
I 

ECO-_II19 ~ .. , il?l6"",r , &rio. 
broch~res 

, 
, I --
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4,2,4,2 Primary data collection activities 

Limited by the time constraint and scarcity of resources, the primary dilta collection 

hild to rely whenever posoible on ra~id reconnil',SSance methods such as guided 

informal interviews with players of the industry ilnd knowledgeable key informants. 

Field dillfl ", .. Iedion begiln with informal interviews with important players of the 

South African Rooibos Industry, such flS the mflnflyiny direclors of involved 

r.ompanieo, 10 gflin ffll';liliarity with the industry itself 

In additbn to that interviews wilh ~eople wnnected to the Industry and those who 

were inv~ved in research on Rooibos were rondllded 10 verify and complete data 

gained frol';l oecondary sources 

Since the m<lr'Keliny of Rooibos was of particular interest, fln efrort was I';lflde to 

directly observe the diverse cOl';lponents of markeVng on rhe local milrkd 

The reconna',ssance survey "'as designed to an ower the following questions 

• W,,,rt "'" tlr" clr~r~Cl?ristics ~I R(,.<llb~s t"a (Aspalatfws J,'!1c~(is\? 

• W,,,rt orrs tI'.., 'du~s 8r t,"l~ S~d'h ,o.l,,02n R(,.<lIOOS Industry? 
• How is L'l~ m~rk'-" strlJot"r~,'j'; 

• Whal ~r~ U'--' mark"t Int"rm?,jlari~s? 

• WI"J "'~ lh~ r~" r"ay",'S in tl);' in,justry? 
• What;s U);' c~lrp?tlti~n ~"twesc lI,sn-, 'ks? 
• "NI.~t constrainTs de ss ~hs ; fldustr)' '-l<1"~ to cop~ willl? 
• 'NI .. t ms th'" distrib'jl;:'fl d',-,nn~,s ror R~~IOOS0 
• 'NI""t forclCl'S in riu~nc~ V,? prio?s of "(,.<llb~s? 
• WI",,' orr ~ Ik df"Cl~ ('; til" r2t" ~f "xc,"lar>,l" on ~,""" ;<oo'oos Industry? 

F,'Jure 1 - 3 
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Dunog the .econnalSsance survey, Infonnal Interviews (personnel or telephone) 

were c:on<Iucted ..wh. 

Induatry members ,~. 

,,~ Company I Or~li •• t""" Nam. Com)l"l111! Org.nl .. ~on 

w.~ roo IJI:g PM> Rt>o«:tN F""" ... Ombdf Roo/tlo~ ( .. ~ 
Engr'Ib<ed>1 Con." ... !), PiR(Qn 

""'t Coet<ee Coe/7ee&~ 
R.ainhild von 0mhiIi RnoIba& r~ L""""ger 

"""' .. GaJH! N.J/tImI T .. ,,~s Pa..IH_ ~--"h. .... 
Khci .. .", r_ MaQM"""" D<t"'*'tale PIwIl HHItI>;!II(1 

Sd>ulh Heml Q • .., 

Be"t Ernau Kl>oim'fJ T~H L&OI1 R"" P~Q 

JacqLJ&! 
SA Raoi/"", T~n Svppl/9rs Eltal1 Jclthas IlSNIlPP, St/fiilfflooOGn "". 

M;wttn Berjj h RooiOOs Lid. O"baa. F~"""" roo 8Jg Fi"" R"",JIO' 
E"9~br«dl 1 ,~, 

FlWthef oo ... "s about the inlelvlew par1ne.s can be found in Appendllf 11,2 

Imerlllews. 

Most if1temewees were COIlli;cted at their place of work Th" ' "searcher was 

meticulous in identifying hmsalf, arod to e)(plairl the purpose of hiS \/isll Interviews 

were unstructured, although the researC;/1er camed a checkli st of Ql,)esbons to 

make sure that important points would not be overlooked. The effort to ~eep Ihe 

Intl!fvl!!WS ",formal seemed to encourage fren ~ness on the part of the r&$pon(\l'!O\s 

To speed the Interviews and minimize Interruptions. atl inteNiews wefe reoorded 

on tape (afler the agreemant of the mtervlewees) In addition to lnat Impor1ant data 

were recorded In summary fonn on paper, occasionally dunng the intervieWS. The 

aclual capluring and al"\1llYSls althe data. gathered dunng the ,nt"rv.aws. was done 

afterwards on compute •. 

42 
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It wa5 ill1port,m\ to convincil Ihfl intllrvillWflil thHI conlidllnliHI dHtH would not bfl 

published in the final relXlrt or made available to competing industry enterprises in 

any fornl. Thereforll fI IIlltllr of intmduction signfld ily Hlll su~wvisingl-'rofll%or fli 

tt", univllrsily was sllnt U:l front either via mail or e·mail (5ee Appendix 11, 12 Leifer 

of Introduction), In addition. every inlflrviflwllil rflcIlivild H pHpIlr surlirnariLing the 

Oiljflciivlls of the resflarch (see Appendix 11.11 Letter to /ntelYieweBs) One 

company requested Hn o'Jervillw at qUflslions to hfl Hsklld, which was sent to them 

up front 

All ',ntflrvlll"',*,S were offered a copy of the final report as incentivll 10 Ihflir 

willir(lne5s to 5pend timfl on "nswflringlhfl qUilstions 

4.3 Aspalathus Linearis 

4.3.1 About Rooibos 

AspR/,,(i1us /inc.Jris. commonly k[)(lwn as Rooibos, i5 H legull1inous shrub wilh 

needle·l'lke leflvlls "nd fin-c slllnrs The plllnt IS indigenou5 to South !\fric", Hnd is 

found only in the ClflnwilliHm "rllH nflflr ttlfl CIldilroorg Mountllins and so far 

nohrxly hlls succeeded in cultivating it abroad. 

Its n"ll1e. nrll"ning 'roo tush' in Afrikaans. derives from the plant's nHtur,,1 rfld 

colour '''''hen dried in the sun BHCflUSil it is not pari ot thll C.Jlllolli.J sinensis family, 

il is oflic'lally recogn'sed as fI hert",1 infusion r"thllr than a tell, yet is widely and 

fondly referred to a5 Rooilxls tea, RooiilOS h"s thll Sfl"'" robust Ixldy as black tea. 

and clln therefore also be used for icerHIl", Hnd grllls wflil wilh milk. Unlike 

dllcHffilinated tea 'Nhich I05es 111uch of its flflvour, Rooioos tllll 'IS naturally 

cflllIlinll·lrile llnd klw in LJnnin. It is rich in volatile conlponllnts, rninflrHls and 

a5r::orhic Hcid. ~"'IO'" inrporillnily it has beneficial medical propertills. including a 

h'~h flavonoid contllnl Fillvonoid acts anti·inflammatory and has anti'flilergilnic 

properties Minerflls In RrXliixlS Ie" inctudfl fluoride, iroo. calcium, potassiull1, 

CDpp"r and Llnc 

.. , 
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TodflY, HS ils begin"in;_,s over :lOD yeHrs flSo, Rooibos is crlJnk for its heHlth 

benefits and versatility, cs w~1 as its refreshing flavour, pure aroma am! distinctive 

n-..hogflny mloLlr 

It is not only usee! as a beverage: Rooibos is also used a~ a ba~is for a variety of 

cOmmocilies such ~s cosmelics and a"li-~geing pills I" J~p~" il is even 

commonly lJsed in products slich "s hrefld s' ... 'eels flm) jellies The intern"li"",,1 

denmnd for Rooibos has steadily increasee! Export is currently lhe most important 

am! fH~t%t moving mHrkeL MHrkels in imporling cOLlnlries su"h HS GerrllHny Hnc 

Jar~n are still far from saturate<:! There, Rooibos is taking market share from 

blHck. sreen Hnd olher herbal leas Scienlir!c evide""e of ils he~lIh ~ltribules will 

boost its popularity even more flrd the credibility of the teH H~ H heHlth crink will 

rise worllwide_"" 

4.3.2 Rooibos: The Cheap and Healthy Product 

The c!iscovery of Aspalalhus linearis by ElJropefln botHni~t~ dfltes bHCk to as e"rly 

as 1772, At that time, the im!igel'tOus people of the area already knew of its healing 

properties, BlJl over lime, Ih-,,; knowledge of the bush was gradually losl a"d peorle 

simply enjoyed it for it~ typicfli IH~te 

;!OCl years later, Annekie Theron re-c!iscovered' Rooi;;.os potential healing 

properties, blJl was r~)1 able 10 rroviJe ~ny scierliJic proof of her fi"dings 

Com1nced that Rooib~ hHd helped relieve her bHby's Hllersies, ~he WHS in~piroo 

to corduct her own reseHrch. which WflS Ihe beginning of Rooibos' cflreer HS fI 

health proc!uc\. 

The tea has been most 'I~c!ely researched in Asia The~e c!ays it is known that 

Rooibos h~s health-givinq properties against variou~ c!isease~ and ailment~, 

indwl"g digestive, nelvous system and skin c!isorders,1C7 There is even reason to 

believe Ihal Rooioos can prevent ceria;" ~irds of cancer of which the resulls of the 

clJrn:nlly condllded resemdl are e~gel1y aW~lwd 

Toc!ay, Rooibo~ is generHlly regHrded HS H hefllthy beverHse, ClK' 10 il being ""'1 in 

tannin am! being caffeine-free,"'" It is these health attribute~ wnich are consic!ered 

essential for the conti r"IOUS growth of toc!ay's competitive herbal i nd ustry -'" 

'" Sr:r",r ;;:W, W",';'O "' '''<;)'OC M '"poc, p, 1.'2 
" K" mIOJ 1 ,,94 C,,"'''' I .,je-
" u<"~,,, 1 'lil:<, E,,,,,, Bel 
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Rooibos is truJy a versatile and affordable preducl Plcducels state t~al I~e leaves, 

as well as Ihe lea bags, Can be leheaterl more than once wft~out developing a 

bitter afte1aste as other teas with ~fgher tannin amounts do His is rlue to t~e 

very low tannin content ot the plant. Rooibos can also be used as a cheap 

replacement fer milk ,,1 a'roost any recipe, and is also a natura! meat tenderiser 

4.3.3 Variety of Rooibos 

Roolbos is a good substitute for black tea and coffee not only due to ItS ~ea!t~ 

belletits but also due to its versatility and variety, A wirle solocflon of flavourerl 

Rooibos products is avai!able. Often Rooibos is used as a basis for otl~er herbal or 

fruit teas anrl Can bo found in ready-tc-drink (RTD), as well as self-brewed, iced

teas Recently 'Ill 7003, the tirst carbonised Rooibos tea product range was 

launched on the local South African market by Roolbos Ltd " Rooibos is 

packaged in, and ava'ilable as, loose leaves, various tea bags and powoors, ready

to·drink products, cos.'netics and shamp:JOS, in tins, glass, tetra-packs, cardboard 

boxes, cans and bottles New innovative product aprJications include green 

iuntorrnented) and organi:ally produced ROOlbos, Existing nic~e market segments 

as well as new ones, af(, exr~cted to bendit trom t~o vNsatility of the prociJct 

4.3.4 Cultivation 

Rooibos requires a rleep, sandy, and well-drained sell. rhe bushes arc found 

naturally in the Cooorborg area where the aVNage ralnfali lies bctwoen 250 and 

400 m.'n per annum T~e cli:nate in this area at a ~olght of roughly 450 m above 

sea level, is harsh and dry in sum,,"'r, cold anrl '.'10: in w'lnter 

The quality of t~e tea is largely influenced by t~e prevailing weather conditions, 50il 

and altitude As a general rule, t~e hig~er in altitude the p[oductlon area is t~e 

tx,tler tho qua:ity 

,, ' 'N ~<e'o, 1~, p 
'" ><;" ",;., 'OC'4 W"',,," 
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Generally. Rooibos necds only very litll" additional F"rtilisor due to the relatively 

k)w yield As the proouction generally fcrg()€s artiflci,al irrigation, droughts h"ve a 

S<1vmo imp"ct Dn Iho ·~~Iablishmont of tho plant Durin~ Iho last two years 

(2002/2003), farl''lers had to cope ."';th a very low success-rate due to low rain falls 

in winter. 

Seedlings are planted between June and August depending on woaihm 

conditions The young hushes are Ihon -to~ped" which means the tops of the 

bushes are pruned off between Decen,ber and March to promote branching Tho 

first h"rvo~t can Ix) cxpcciod onc ycar lator, A RODiho~ plant ha~ a lifespan of four 

to five years. therefcre, t·" avoid years '....;tI-.out production, new crops are planted 

"nnw'lily 

4.4 The Industry 

This section begins with an outline of the early Rooibos Industry It gives a br;ef 

overviow of the perioo before tho o~tablishmonl of tho Rooihos Tea Control Board 

alYJ shows the deveiopl''lent of the industry after its abolition 

In ",.dor '0 gi-lin "n owrvicw of the current structure of tho South Atrican RODibDs 

Industry_ "n irduslry wofiic will ho outlinod in form of doscri~tions ot the cur'ent 

role players Interviews with qualified persons fron' the Industry were conducted In 

aci.1iiion 10 th,,1. dal" from The WESGRO Rooibos RefX!rl'" Paul Hayes' 

unpublislied report on the competitiveness of rile industry':' and the websites, as 

'Noll as company tmx:huro~ 01 lhe described cor~panio~. h",'c boon usod. All 01 the 

FolI","';ng cmnp>mics own Imir own manufac'uring Facilities and am "blo io 

~a~tourizc RD(,tX)S. ~.'1os1 DF them hi-llYJlc their own ~ack"ging 

After describing the role pl~yor~ in too industry, it i~ fXlW import>mt to shed li~ht on 

their competit'on. The Rooibos production in South Nrica is t;1''lited by Gultivation 

areas ami clir~atic cOlYJitions, In addiboD to this supply problem there me only a 

lir~ilod amount of potontial custor~ers interested :n the producl. l m SOCOlYJ pml of 

ihis scclion deJals with too compdilion ClfyJ cDlllp<1iing mothod~ between ndustry 

members 

~,,\,·,. o 21X' ], ' .... ,,'. I •• d,,,,,,, , ,"""I 
' " ho;'c~ 2~~~, '- " ~'< '" 
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Every ;mlustry pertains to it" spedic "Hlues. Importctnl issue" fO! IIle South Africcln 

Roo'bos Industry are: Ethical trade i eco-Iabellillg, orgallic productiOIl a.1d Fair 

Trade. The,'R issues will t>B discus"ed in tile lasl pml of tllis ch~pter 

4.4.1 The Early Industry' , 

4.4.1.1 Pre-Rooibos Control Board Era 

Ti,e first I'me Roo:bos was takell note of a5 bei.~ a potential illdustry sector wa~ in 

1904 w~e" Benjami.1 Ginst>Brg. fI Russian immigrant started to market a,e te~ he 

bought from local South krica.~ in~atlita.11" 

In the 193Us. Rooibos' cultiv~tioll a.1d trade wa~ corrmerciali~ed lor :he jirst time 

Dr. P Ie Fran" No.lier, Cl physicifln Oklf Bergh and William Riordan, were driving 

forces in tile deveklrmellt oj the early induslry. At Ih'i<' I'me the mmkeling of 

Rr;oibo" Wfl" IlClndled ly tile como~lly B Ginsberg. Ro()ib05 wa~ a cheap 

altern~tive to black tea IrK people in klwer incon", groups. Rooihos CO.1sumers 

grew significantly during '.lIorld War II when black tea tleCflITle 'are >md therefore 

was Cllso "ery expe",oive. But Ihe boom III the Rooibos 1.1du5try wa~ followed by a 

sudde.1 bll5t after the WM. when blClck lefl w~s agai.1 freely available 

4.4.1.2 Establishment of the Rooibos Control Board 

1.11948 the Clallwilliam Tpa C(J-Ope""iiull WClS fou.1ded. joi.1ing 77 members anC a 

marketing ~greernent I.,'th :he n. Ginsbflrq con'{J>1.1Y AI Ihis lime. il WflS very 

difficult to establi5h a market for Rr;0ihos. sO to flvoid cllflOS in Ihe indusl,y, IIle 

Rooioos Control &lard wa~ established On Ihe 5 ~ No',ember 195~. u.1de, IIle 

M,.,rkding AGi of 193(, the the .1 Minister of Age':lJllu,e instiluled Ihe conlrol 

sc'1ernec fI slCltutory une-cIJalllloi mal*eli'Jq ~Y5tem. 

By Ifill', IIle lask of tllis board wa5 to ac: a5 "ole hlJyer H.1d sO.e se~ler of HII 

Rr;0ihos in South AlricCl, :!lUS reglilatil1g the pro-duc:io.1 a.1d marke:,ng of :he 

;.1dustry. No Rooibo5 was HI~owed to be sold to flny P>lIty without the ~pproval of 

ale Rooibo~ Control Goard a.1d hol~ producer's prices, ClS well flS prices for 

pocke,s Or approved eXPGrter~. were c.et by :he board a.1d made of/lcal tly :he 

Mi.1i"te, of Agricullu", 
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The board was constituted including five producer representatives, two 

representatives of traders and One person in an advisory capacity.'" 

4.4.1.3 1996 

Until eight years ago. Rooibos Limited was the only company serving the Rooibos 

Industry, and both producers and consumers were obliged to be content with a 

one-channel marketing system 

In 1996. though, other marketing channels were added to the industry, creating 

healthy competition, Additional Rooibos companies, processing plants and 

packaging plants opened. creating jobs and therefore contributing positively to the 

country's economy. Today. the industry is offering an unprecedented selection and 

choice to the beverage, packaging. cosmetic and health care industries, as well as 

to consumers, 

4.4.1.4 Historical data'" 

The following table gives an overview of the fluctuating production conditions 

farmers have experienced oohyeen 1991 and 2000, and of the market condibons at 

this time. 

1991 

' ~'""'Y.' 2(((l, p. n'}1 
' " ",o prod lram Scymoo 2(((l. p. 22123 
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, 96197 

, , 
own p 

97198 

Figur~ 4 - 5 

Production f igures, average producers prices and information on prices before 

1991 can be found in the exhibits later in this chapter. 

4.4.1.5 Post-Rooibos Control Board Era 

The 90's were a highly challenging and difficult era for the South African Rooibos 

Industry. The market was predominately influenced by such factors as drought and 

privatisation as well as globalisation. The industry became highly competitive and 

fragmented, and structures that existed in the Rooibos Control Board were lost 

completely 

New manufacturers and agents entered the market, seizing a chance to be part of 

the booming industry. The number of intermediaries increased when existing 

farmers, previously solely dependent on their exporters' ability to sell the tea, 

started to marnet the product themselves_ This growing competition had a direct 

impact on the market prices, The ' price-war" started. The only factions benefiting 

from it were international buyers, who forced exporters to compete against each 

other, enabling them to receive the lowest price. 

4 I. IN , 49 
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4.4.2 Features of the Rooibos Tea Industry'" 

Tul;;.l ~"U."t:t)' ""OOliC~J 
lo~emg"l)'emJ 

Fig'!,'" 4·6 

4.4.3 Role Players 

4.4.3.1 Rooibos Ltd. 

4 5CO - C 000 10fls 

2 ~CC·J ·.00 ton' 

~. R 2~ CCC il'" )'~"', por ~or.:f>Col'"," COin ir:cilldc "ny 
r:ll~lb", ull.,ms 

4 I:I:C· 5 (100 p"cvi" o">M1ich tiHe Or" over 300 
co""""rcj,,1 rfodlJ"~" "c" Ie" Ii"", 2CC Sind, g'uw~" 

l-ioniDos Lid, emerged f-om the former RooitX1S Conlrol Beard, which was 

abolished in Nov"",oor jC'93 when lhe Jg~icultural &ector WJS privfltis"rl lnitiflily 

lhe cornpJny WJS nailled I<onibos rea Natural Products but changed to its current 

nJme in 1995, Rooibos Ltd., includin~l its r;rocessing bcilitie", is "ilu>lted in 

Oan'NilliflcrL The bi9<)8"t share cf 1I-.e compJny (>90%) is ownerl by r;rorluc"rs. 

Tcday Rooibos I trl still remains ih" mo"t 'ImporlJnt role pl1yer ',";thin til" inrlustry' 

It dorninates the 1",:<,1 South AfriC>ln nmrket by distributinq own prorlucts find 

plDvidin" bulk tea to Unifoods (f-'ty) ltd. end Naliona/ Bre,nds Ltd., which is" ",,,;or 

pl>lyer in South Africa's consuiller ~l'XlrlS industry'S Rooibos Ltd. controls 90% (4 

000 tons in 2[)()2)' ' cf the domestic l11arkel. find is g>lining increasing inlpor1ance 

in the export ,mrk"t rhe focus of the co"'pflny is vdurne driven: II-.eir tea is 

sur;r;lierl by contrflct"rl f"rme~" ... ith ~roduction quotfls flccordin~l to their hislory cf 

supply. 

"h""",,, """' ]" ,;i ", C,.c," R,,:, t(-<' Too Tro,c & STI,II·So,.. ~,,,d"rl,· p,2 
, 'H."" z:.X', pp, 53·&) 
'" rOA~l-O'O 2((". ','lob, .. 

," '"'"".;~ .. ""l"'t:«<;": 2""" 
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4 4 3.2 Cape Natura! Tea Produc Is 

CdlW Ndtum! led Pmducis (CNTP) was .dahlishKJ in 1W)6 as a joint partnership 

between Rooibos fmlnors emu marketers, Today It ;s ownl!d by 22 fmml!'~, IhIl 

managing elirl!:lm Dawili elli Villilirs, and an i,wlistmllnl :ompany, Capll Natural 

Tea Produ~ts is pari of the Ashwood group, whdl fo~uses 0'1 exporting South 

Afri:an ;miglinous pmdu:ls 

CNTP S()(lr~es, pro~esses and exports a range of indigenous Afri~an hl!rool tl!HS 

Hnu [xJlanicals in bulk Hnel bmneleel fmm in:luuing Aspalatilus limwris, honllY <lush 

tea, rose-hip, devil's claw, lemon grass et~, Tileir customers are in Europe, the 

USA Hnu 111C ra~ik Rim 

Tile ~ompany is suppliKJ w;th Rooi<lQS mainly <lY Ihllir own sharllholdlirs <lut also 

has ~O'1tra~ts with other farmers It owns prirnary prO~Ilssing faciiitills in botil the 

Eastl!rrl and Wesll!rrl Cap!!, and a production plHnt for se~ondary proc~ssing n~Hr 

Cap!! Town, II also proviellls cuSIOm-<llllming Hnu prouu:1 u~vl!lopmenl fH:ililills 10 

suit specifi~ ~ustomef r~qu'lreinents 

CNTP is involved with Ih!! ljniled Stdles Agency For Intcm.ltiofw/ De',,,lopmcnl 

IUSAID} in rural upliftment programrnes, in an Ilnvironmlintally slinsdive mannll" 

Mo~t of l11Cir RlxJi[x)s is ~xporl~u or ~olu lo~ally ,,1 bulk, out tiley also own tlleir own 

txanel, whdl is sold in rIltail traelll (SPAR sup~rrMrket ~tlain) on 11ll! IOCHI Soulh 

Afri~an rnarket, CNTP also offers flavoured Rooirx>s, and Ihlii' prli-packaglld tlia is 

gHinlng importanc~ 

4.4.3.3 Khoisan Tea 

The Khoisan Tea Company consists of It""l! sl!pmall!ly r~gi~t~r~u ~ompani~s' 

Khoisan Farming, Khoisan Tea and Khoi.'an red Import IOxport, Ttl~ businl!ss is 

jointly own~u by Mr reter S~tllilke and Mr p'etlir Slabhlirl Toglilhll' IhliY form a full 

sllrvice businc%, ~apabll! of Imming Rooibos, fulfilling primary am Sll~onelary 

proeluction, Hnd ui~lribuling buik R(x)lbo~ and RooilJos produ~ts gblJally Although 

tilli company farms son", Rooirxw ilsoll. il buy~ 'Its Imge~t ~hare from 

Hpproxirnately 100 ~ontracted farrners, ThIlir procIlssing planl nliar Clanwilliam 

offers its s~rv,~~s to otlll!r custom~rs. too 

The 
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Which of the distribution strategies should be used depends 011 the nature of the 

seller A small producer might not be a~e to handle a large amount of retail shops 

buying from ~im Irl this case they would choose oM supplier, which could provide 

them with additional services, such as logistics or marketing activities, On the other 

hand, a commodicy trader, for exampe, requires only a few producers to provide 

him with voducts, but sells to hundreds of retail ouc,ets since ~lIS business is able 

co focus on the administrative aspect 

4_ 5_ 1_ 3 Channels of distributIOn: ave/V/e", 

III theory, there are seve-al modeis of discribution channels and methods 

describing them They focus mainly Orl the dlstr:bution 0' a ready-to-purchase 

produce, In this Study, the South African Rooibos Industry is of irlterest snd seven 

difererlt fUrlccions (mainiy involving the ~foduction p,cocessj have been located Orl 

the market. The desGription of the distrihuCiOIl c1anneis will demollstrate the sillgle 

steps Rooibos has to go through - from 'ts production to the purchase by a local or 

foreign buyer ThiS partiGLIlar method has beell chosen shove others, for 

Simplification The model will conGiude with the locai or foreign buyer In the case 

of the I::uropean export market a seGorld model will follow, This wiil be discussed 

irl five three. Tilo Corman M:'l!*ct 

L'x~ 80utl1 
;',frk,_m R'x<h~s 

, nd'~tIV 

·-..... ·-----·F'O'OO{ 
-~, -,,-

U,strirutloo d 
Roc;t.e, In "ur')pe 
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4.5.1.4 Channels for Rooibos 

The following figure displays the different systematic stages Rooibos tea goes 

through, starting with the producer and ending with the local or foreign buyer_ It has 

been developed using various literature sources and statements from mterview 

partners, 

r 

fii]~ro 4 _ B 

./ 
i I'me",,'or , / ___ J, 

'-___ , '"{fv 
/ p.:'-::l i 
~-

Di'inblli<'l 

The first step in the marketing chain for Rooibos is the producer and the farmer, 

Currently, there are an estimated 320 farmers actively producing Rooibos in South 

Africa. Areas under cultivation range from a few hectares to over 5 000 hectares 

per farm. but these. although large-scale producers. are in the minori ty, Some 

farmers are also involved in growing seedlings for other producers_ Predominately, 

almost all produce additional products, such as vegetables and frui t or livestock. 

The share of certified organic farms has increased drasticatly with the past years, 

Some farms produce both organic and non-organic Rooibos; however the share of 

completely organic'producing farms are minimal. Aside from the commercial 

farmers, there are roughly 200 rural small-scale farmers Rooibos. for the most 

part, is their main income. 

63 
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They 'lee divided into rOll1munities (tor ex"mple ti,e Wuppel1hal Tea Co-operative), 

which are supported by projects 5uch as ASNAPP and Fair Trade. since they 

rfmnot compete on til" t"Y'IClrkd On til,,;,. own, UU" 10 th"ir limiled t"Y'IClrkeling find 

management C3p<lbilities 

Arl", i1C1JW'Hting Ill" Rooi005 branches proc""d to the tea C')[Irt. This s["p iH also 

referred to flH prim",y prrxcssin.'l_ ThiH is wil,,,,, the f",sh RooitxJH is wocess"d 

'Into 5111<.111 pieces, fermented "nd dried. TI1i5 procedure, though not very expen5ive 

in ils.clL ',s nonl>ihcl"ss restricted to only a few, usually big, farllls, as not every 

f",," owns the required r"riliti"s. rhos" ' .... I>Q do not PO%<CHS lheir Own cquipll1l>nl 

generally 5hare tea courts with one or two other slll"l; fflrm5. 

Tbe next Ilrlk ,,1 tbe marketing chHin i5 the processor, al50 referred to HS the 
'.,,' "sscmbJvr_'" Al lhis point in tirne there are eight South African companies 

"qui~~ed with lil" facilil'",S 10 cornmenc" wilh s"condmy processing. whe",in the 

te" iH ~Hsteuris.ed and Hifl"d rhis proC"SH is highly wHI inb1siv", aH lhe 

machinery is very expensive. FinHlly, the produr.t is either bHgged into HHr.k5 to be 

cold Qe bulk, or pockQged in te,~ b,~g" re,~dy for end-"on~urner'~ u~e The I:>tter i~ 

dor"" by packers' cornpanies that specialize in end-consumer pHckflging 

Proc"Hs.ors and pack"rs ar" also referred to as 'assembler5' 

Alter c()I1l~letion diHlribulion. Ixllh on a local and inkrrmlio,wl scale. is done by 

roughly /'5 enter~rises within Soulh Arricc1 Mosl of lh"se "nterpris"s an, also 

involved in bU5iness wiHl other nHturfll produr.ts, fflnqing from Honeybush, olh"r 

herbal tea5 find medir.inHI Ilerbs to wine Hnd wsmclicH_ A dis/rib,,!or operal"s as 

an independent Hgent WllO Hrts flH middleman bd' ..... e"n wexiurer, ~roceHHor. 

packer and buyers_ 1·le either sells to locfll buyer5, which CHn include Iflrge nHlionfll 

brands. whol"salers_ retailers or other distriblltor5, or the distributo.' export5 the 

l"a Wi,en exporling Ill" product. there is another in5tlilition involved: the qUiJ/ity 

con/roJ_ By IHw, eacil wnHignrn"nt of Rooilxls "xceeding 15kg rnusl b" controll"d 

Hnd fI~proved by the Poris/mb/c Pmducis t:::xport C()f)!m! H()ard (pPl::CB) rll" 

PPECB i5 the regulHto'y bexiy .vhirh conlrolH th" qUfllity HtflmiHrdH of RQ{)iIxlH 

expor:s on behalf of the DepHrtment of Agriculture 

'K ,,1 ,"11,',)(, Sd lrc·, ,)(. ["'kc 19')8, ;0 126 
', .- ; t;.ioj 
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A typical RooilJos business integmtes two or more of the above described steps as 

businesses also sometimes offer services to other factions of the industry_ 

4.5.2 Typical Example of Distributor 

As it would be confusing to show all different varieties of integration amongst the 

players of the industry, the following Chart will be used to exemplify a typical 

distributor for RooilJos. 

------
, , 

" Offers packJglng , . , 
, to oth,.;r bUSinesses , , 

------

$"lIs to ~le 
local mark"t 

l brJly,k>dfunbranded 

figuro 4 - 9 

B~ys Rooibos 
Ifrom ind"peIY!N~ f:lrmSfS_ 

conlr~[ted farmers 01 

from other c.lstributols] 

Own P<>ck~;>in9 i 

---.,~:--------- /' 

'-'~-----, 
Sells raw material! 
procsssed t~:l to 
OthN purchasers 

~~------~~~~ 

" Offef5 pro,~"sslng , 
sef\!ic(;s to : , 

, otl1iH l)!,Jsin"sses ~' 
" ' 

----------, 

Buys leady 
products 

to expand 

. -'-...~".'---

"""'<:~:.>~.P 

r
---· . 

S811s to the 
"xport m~lket 

brandedi~nbrand"d 
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Typically, d:stributors are strongly integr;Jted businesses. Beginning with the raw 

material, the fermented Rooib<J .. , there are three possibilities either the distributor 

produces Rooibos on his own farm, he purchases it from somewhere else or a 

combination of these two. Supplier of Rooibos can be independent farmers. 

contracted farmers or other distributors. In caSe the own farming activities produce 

enough raw matenal, the distributor can also sell it to other purchasers. 

Possessirlg enough tea, the distributor has the following cilOices: Secondary 

processing. that is pasteurisirlg and slftmg. as well as flavouring the tea, Giln be 

done in-house, using one's own processing facilities or alternatively the distributor 

out-sources that work to another manufacturer. On the other hand the distributor 

can offer services to businesses without possessing their own processing facilities. 

Rooibos not sold in bulk must be packaged, for example in tea bags or other 

customer packaging The distributor is also able to package his own products. 

although this is not very common. If he does, however. he is in a position to pack 

tea for other companies, too. Generally this service is purchased from a 

specialized tea packer who p<>cks for different companies. 

To expand the own product range the distributor sometimes buys ready products 

from other companies. This is advantageous in case the distributor wants to sell his 

products directly to a wholesaler or super-market, as these mostly want complete 

product ranges. In addition to that it helps to spread the risk by not depending 

solely on one product 

The distribution itself uses different channels to market the products. Firslly there is 

the local South AfriC<1n market. Here the distributor sells either to other distributors 

who then again penetrate the retailers and supermarkets. Or he sells branded or 

unbranded products directly to retail stores. 

The same ~pplies to the export market where customers are either tea traders who 

buy bulk or the distributor sells his products direclly to a broker. wholesaler or retail 

store. 

As research showed none of the South African Rooibos distributors is like the 

other, Many different combinations are cOrlCeivable. However, most of the 

important role players have one thing in common: They all are able to secondarily 

process the tea and each of them is represented on the huge export market 

• 
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4.5.3 Strategic Marketing 

"All ccmpanic>s must look beyon0 their prHs.mt SiluHliDn ,md d"v"I()~ H IDnH-IBrm 

strHiegy to ereHI ch,]ngirlH "ondiiiOl1~ in the>ir industry.-'·" 

In Mw"keting Managemflnt (1984:;, KDliHr "m~hHSiL(cs II1HI lil"", ~ no single 

oplimHI slrHlegy r(~' ,]11 ~omp8nies StrJtogic mJr.;etng 0epends on a GOl'lpHnts 

position in the industry, o~pOI1uniti"s ~nd "v"iiHbl" reSDU'''HS I':' hnlilormorc> 

Kolle, rHrmlrk~ Ihal the profit a ~()mpJny makes. 15, apalt from depending on til" 

1Tk1rket 0;7" and growth rHIc>, directly linked to its positicni'lH 51ml[>gy.'"'' If the 

C'~1)p8ny ptlrs'-'Cs a ~leM strJlegy it is iikely Ie ~"rform wei:,'''' PI"YHrs ot IllH SOUlh 

Atrie,,,., R(XlitXl~ Induslry appry diffonc11 marh,ting strJtegies Every company's 

marketing ana cOl'lp"titiv" SlrHI"gy is by il~ v"ry m]luro ~onfK:knlial and cannot bo 

disclosed (:( published There'cre, the aim cf this s""tion is not to d"scrib" Ih" 

single strHt",]i"s SOLJlh African Rooibos ~ompanios omploy but to giv~ ,] general 

ovorvie>w on strategies '.vhidl c,m b., fO.,Jnd on Ih" mHrk"L Th" slruduro or Ihis 

pHrticulHr "nHlysis will be base>d 01 Kotlor's three strategies."" 

The 'irst strategy that C8n b" found on Ih" mmke>1 i~ calle>d the> Mw'/wl ['onetr8tion 

Slmlogy Thc~re> arc three methoos usee to in~r"Hs" th., mHrk"t sh"r" of curr"nl 

prcxju~ls in Ih., ,,,,,rent market Firstly. customers are en~oUl"aged to purchase 

more of the ~UI"rent Rcoibos ~rcxju:::s in Ih" ~"me> period cf limo. Secondly, market 

shmo is take>n :rom cOl'lpetitors by persluding th"ir cusiom"r~ 10 swit"h 10 wlDlher 

bmnd cr pro::Jo:::t. And lasiiy, to fi'"j ""',II cLJslomers who hHv" '101 ~"'viou~ly 

bought the Plo::JU~t at all. 

The ~o"ond strarcgy is the Market Oel'e/opmenl S!mteqy, which is Hnoth.,r 

H~W(",,,h us.,d 10 improve> suc~eS5 on the market. Basically, this entaiis s""rching 

'or nflW ."",rk"ls This c,ln be done in dif:'e>rent ways, such as looking for new 

distribution chann"ls in the pr.,se>nl kX:>]!'io'l or e>xpanding to 'le>',V .Geations, 01' 

pote>ntial user types, 

H e I,]st stmkgy is the Product Of/VfI/Op"'''''! Simleqy, whdl modifi,,~ 11'1" w,,~.,nl 

prcxjuC\ in order '0 diversi:y the proouct range, 

"' KoJ",, '9Q-1 ,.:;1 
"'I;" 
~', j,; , '- :,7 
~ ' P" t" i'K"jOf1[<E--I.o :iT 
~'Ko:"" '%4 
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Chapter Four 

Obviously, the majority of players in the South African Rooibos Industry do not 

folow the above-mentioned marketing strategies to the word. Rather, they apply 

combinations of these, and commence to focus particularly on one specific field, 

which works well for them. 

4.5.3.1 Policies / Standards 

As mentioned earlier. there are certain rules set up by the Department of 

Agriculture fOf the export of Rooibos. The regulatory body is the Perishable 

Products EXpOrt Control Board (PPECB). It controls the quality and standards of 

Rooibos exports on behalf of the Department of Agriculture and its Directorate 

Plant ProductIOn. Health and Quality. 

To export a consignment of Rooibos, the following requirements have to be 

approved by the PPECB: '" 

• The crosignment concerned cro,.s!s of the proper type ()( Rooibos 

• The cro ,.;gr-.r.ent concern ed complies with th e quality standards set out by t~ Department 
01 Agriculture 

• The coos<gnrnent concemed complie, \,;th the Iood safety standards set out by the 
Department of "'-!i<iculture 

• The contailers in wI1icI1 the """"ignment con ce rned have been paci<ag-ed are rnark.e-d in 
accordance with the marking requi<etner\ls set out by the Department ()( Agriculture 

Figme 4 - 10 

Food safety standards for Rooibos and Rooibos mixtures are to be examined fOf 

physical pollution, moisture content, Salmonella and bacterial contamination. The 

bulk tea is also tested fOf Escherichia coli and must be free from insects. A very 

important factor is chemical residue, for which not only a local standard must be 

complied to, but the standards of the importing country must also be met Details of 

the standards can be found in the Agricultural Product Standards Act from 1990. '''' 

FurthermOfe, the Department of Agriculture sets standards for the containers in 

which Rooibos and Rooibos mixtures are exported, how bulk containers and retail 

p;lckaging ought to be marked, how the Rooibos ought to be sampled by the 

PPECB and the methods of inspection of Rooibos and Rooibos mixtures. All 

information can be found in the Agricultural Product Standards Act. 1990. 

'" S<>~h AI", .. . o.,p;.-Im",, ' 0/ ...,.",10.-0 2<]0'. """,""" 'Hol Pro6>ct su ,,,",,", Act, ".bl7 
'~Sooth Moco . Oopartl)>oot 0/ IIQri ru l lXe 2<]0' 
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• V Chapter Four 

4.6 The Market 

Dilfeff,nt industri"s hav" diff"",nt rrmket inlermediaries, Sometirres tiley i',ave 

completely different functlOn~, sometimes one institutiQn int"qrat"s s"vera! tasks 

and sOlTlfltim"s n:"" call It:" Sfune 'unction a dif:'erent nan"e. 

n,e first part of tilis cI,apter deals witI', the slcuctur" of II,., rrarket Tt:wp.fo,'" n:e 

n:"or"tic81 rrark,,1 forms and il0W the market f(){ Rooi~o~ fits into these, I,ill be 

discu~sed The di:'ferent n"ark"t intwm"diwi"s involv"d in iI:" dishbulion rrOCHSS 

of R(Xlibos in So"II', kric>l and their characteristics are discussed in the second 

part 

Integration r:"ays a:1 ';mportant role in an industry nol only to gain rrark"t shar", hut 

also (x:cas;on"lIy to "nsure Ihe survival of a company on the highly con"petitive 

nucket 

Lastly, every industry and market r,as ;ts regulatory bodies: for example in th" c"s" 

of Ro ci ~os tea there is th" PAnshau!c f'md"cls ExpDlls Control BOdrd, ::PPECB) 

The market regulation as well as an OVArvi"w 01 n:" "'pori rr"rkp.I for Rooibos, 

wi;cI, witi be discussed at tr,e end of tr,is chartp., 

4.6.1 Market Structure 

"MarhAt .>fn lelllrA i,<; dAf;'oAd as characteristics of the organization of a market which 

seems to influence stralegically IhA naturA of compfilition Rod pricing bd'R'"ior 

with,in fhA ri'IEJrkAt. ," " 

Literature de~Gri::;.e~ the tr,eoretical m3rk"t forrrs and n:"ir c!"ssi:ic"lions "s 

foliow ~' 

,~:, 69 
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4.6.1.1 Theoretical Market Forms 

Distinguish€d market structure. conduct and performance characteristics 

associated with theoretical market forms:' '" 

Th_gtic~1 market forms 

Org~l"Ii:tlltjon and 
MoI~ist'" b<th.violJl"ol PlJI"e compelnion compeli!i"" 

Oligopoly ~onop<>y 

~ttributes 

Market struotlJl"g 

Number of firm s Numcroo5 NUIr>efoo" c= 0o, 

Entry corlditions E."y Easy 
~od efate 10 Blocked dirtk'.ult 

Produots U Ildiffcref\1 ialed "'0" V.ri.bic Un"que p«)dUCI 
<1inerenti otion diflerentiatioo 

Yorke! corlduct 

Recognition of 
interdependence Unre,;c';jl"lilcd Unrecognized Recognized ,~ 

omo"!)sl firms 

Feasibility 01 

" ,~ ", optional strategie. 

Norkg! pgr!ormoncg 

Technical efficignoy High Moderme Ya(1abIc Vari.blc 

Progressivene5 ' ,,, Low Y..,<ab le Vari"ble 

E~rninQs N(lfmal N(lfmal Abo_e normal Above l1(1fm"1 

figu", 4 • 11 
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On closer examinalion 01 the SO,Jlh AlricHrl Rooi!)()!i mmk"l, One hH!o ID mflke a 

distinction between the entire export market as one closed ,mit. and tile single 

enlemrises it consists 01, It is 'XlI ::>ossibl .. ID clHSS;lv tClfl "nlirfj indLJsl'y HS Hihfl' 

monorxJlisiir, oligDpolistic (~. even as polypolistic compeCition. There are certain 

factors that disting,lish each 01 the mmkHI lorms from "acCl Dtiler' 

4.6.1.2 Monopolistic proper1ies of the Rooibos Industry 

Having met t'le requirements 0.1 r'adberg ct al describe in I\gro-Food 

Markelinq'< the South African Roolbos IndU!ilry is reQclfd,j(1 'l!' " monopoly it has 

<Hl emirely uniq,le product, which is indigenolls, and theretore does ~()I grow 

anywherH else, aUlolllatically b'ocking othe, cornoanies from e1teril1<) the 

market. '" 

AnOl~r comoollent that SUrlpmjs i.~fI descriotion of a monopolistic rhHrHclHr of hfl 

ind,j!>lrv. is Ihe price discriminclfion'''' InIHf'"ifl\'/S '.'1ith members of the Rooibos 

Industry. as well flS com:JflriSeXls of exoort pr:ces lor diffHrfln: w,mlrifl!> (or flven for 

elilfefHnt bLJYHrs w;lhin the same country), !>hem Ilmt the irYJ~slry is able to divide 

t.'le market into segn-,.,nl!> flS Rooibos is solei u~der ditlHrHnt wndilions 10 dilfHrent 

customers_ 

In clddilion to Ihis. the industry acts as fl price' tnflh'r It can sel prices and outputs 

al a :evel '..mere prolil!> HrH rnax'm;zed Only a monorxJlisl WOLJld bH Hille to do this 

\'~tho~t fear of loosing custon-,.,,,, 10 other s~ppl;ers, 11e1icators lor thi!> "'fI 

statements from industry mHmb.,,-!>, W.'lo declare t'1al -·custon-,.,rs WOLJld pHy 

anything just to get their shHrH 01 Ihe limited quantity of good q,lalitv RooitlDS 

ClVflilflble" so 

AllhoLJghlhe oower of the i1e1,lstry is grflflt, il ;s not necessary fort'le South African 

gOVflrnmHnt to inlervene as in;he rer,ulalion 01 p~blic ~:;j;ties. as the wmle i1e1ustry 

consist of fl nLJmbHr 01 companies wh':ch on i.~fI olC'lflr hHnd explodes the theory of 

having a Rooibos monopoly 

~, ~"'''''''' Rh", AI""" Hm, ,. 'J<1 
.. f.H:t",,,,,, 51'·, ... ",,, II '9(<>, ,. H, ,,)oj H r~1 ",tor ","'),. ,. 222 
"' Pd.,,·;. Rico","" ,~bi<;, 19"3'/, P. < 39 0'" Hi"""·'.- 1~'O', p. 2<, 
w· ln"r'ev.~ , """')1"'''' 
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4.6.1.3 Oligopoly properlies of the Rooibos Industry 

If one looks at the South Afrk:an Rooibos Industry not as a closed market. but at 

the indepencl€ntly operaling companies, Ihere are also reasons 10 see it as an 

oligopoly. A prerequisile for oligopolies'"' is Ihat there are only a few firms 

competing wilh each other for a market share. Allhis stage Ihere are only eight 

important companies. exporting Rooibos from South Africa. Rooibos is also sold by 

a few other South African companies but those eight count for 95% of the annual 

sales 102 (see Appendix 11. 1 Sotlth African Rooibos Industry _ Addresses). 

Furthermore. due to the limited resource - there is my a certain amount of 

Rooibos produced each year - it is difficult for new companies to enter the market 

At this stage. the only possible exception would be for a new company to take 

away Rooibos resources from one of the other existing companies. This is 

undoubtedly difficult. Only a company with large financial resources would be able 

to enter the market. as profit margins flre too low flnd prices too keen. 

Another effect, which results from the shortage of resources, is a recognizable 

interdependence between the individual companies. No company could chflnge 

their output without the others noticing it If one compflny were to sell more 

Rooibos, it would have to take it from the other companies' suppliers, by paying a 

higher producer price. This leads the enterprises to "engage in · strategic" rather 

than price-taking behflvior" .' !l Motivation towards coordination, coatltions or even 

cartelS in an oligopollstic competition is very strong"", especially if the number of 

competing companies is as low as in the Rooibos Industry. This is also supported 

by statements from interview partners, who said that marketing strategies, as well 

as producer prices. are being discussed amongst the members of the Rooibos 

FOnlm. 

A further strategy some companies follow in an oligopoly is to differentiate their 

products from those of their competitors. Rooibos is a\lailable in different qualities, 

so hightighting this would be ad\lantageous. There are also different production 

methods, as well as the fact that the Rooibos was only produced in a certain arefl, 

which can be used to differentiate one company from the others. e go The Big Five 

Rooibos Company markets its Rooibos as an 'eslale'les 

'" P""t..<g. Rit,.,., . ",II> ", 1997, p. 138 Md H",11 loiter 1988, p. ll" 
., .,"",,",w ~",j""o<t,t 
"" PO<!OO-g. Ri'""". AbO,,, 1997, p. 1-19. 0<.1 H ., t, ,,, r~ 1fl&]. p. lll 
,,-, Padbef~. Ritooo. r-b", 1997. t'. 139 
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4.6.1.4 Pure competitIOn 

Seen in its entirety. one could eve" see the Rooioos hdustry elS being Pelrt of el 

polypoly. CO'lSK:iering the e'lOmlOliS 'lumi:>er of compehlg hems And black teas 0" 

the hot beverage market. Rooihoo tAces perfect competition Firms elre sufficiently 

numelU..IS flnd dre lIn,.,ble to ':lflue:1ce mdrket outcomes""; MArket entry is edsy 

without any problems. one could start IlVlrkdng A " lew kind of te,.," elS eXJmples 

such as 'M,,/c' or Whitc Tca' s.'Y:Jw, Looking at the Germ""l hot beverAge n .. lrket 

prices "re low ami do "ot vary much between the various prrxluc:s In the 

environment of penect cc.mpetit<lO. all timls Are price t,.,kers,·"·· In this scencHIO, 

price-discrimirkltion is not pO'~sible Consumers woukJ not "pily mOre th.:.ln the 

market-determined competitive price, find '10 firm would sell rtheir prrxluctl tor 

less"'" 

4.6.1.5 Conclusion 

In this part of he reseArch. the eight ind'p,'idual compelnies, whic." manufacture a"d 

export Rooibos from Sr)<Jth Nrica. will "e seen as operating i:1 eln entirely 

ol>gopolistic: competition Aspects of the Europe"n imrxHt And cOnsumer market for 

hot i:>everages will he discuss6<J in chapter rive, The German Markel. 

4.6.2 Market Intermediaries 

The functions the players of the South Airiceln Rooibos Industry fultil Cd" he 

orgJnised into seven ditterent groups 

r,OOuCiOO 

Fiqure 1·12 

Process;nQ 

HcglJl~tkln 

.. Po-Jtx'~~. Ri=l. ;, 1:< .... 19,'7. p, 137.'1:<8 
- McC~", ,,,,)' """''1~,rt" 1'fl~. P 1" 
~. HI',,'," I ... '~!rB, " 2·'" 

Di",ibulioo 
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4 ~. , ' h Af:iCln 'q. )~ 

Rooibos Exports 
........ . .• 

" 
D 2ffi1 

Figuro 4 _ 14 

Roolbos Exports (Germany) 

2ffi3 ~~ . .-________________ ,-____ .. ~'-

Fi;;uro 4 - 15 

< 
: 2002' 
C 

Chapter Four 

These graphs show Rooibos exports in tons, comparing the years 2001,2002 and 

2003,' ''" They only show countries IIoith total imports of more than 100 tons during 

the last 3 years, Although it did not have the highest rate of growth, one can clearly 

see that Germany played the most important role as an importing country in that 

period of lime, The 8 largest imporling countries (including Germany) made up 

almost 98% of the total South African Rooibos exports in 2003, only Germany's 

share of that was 4 661 tons or 73.8% 

B5 
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Note.' Interviews with German importers s~owed t~at a big share oj' the imported 

Rooi!:>os is exrorl<ld H~Hin. 0"" 01 I~e m"ior H'lPDfIc.rs even stated th>lt they re. 

export approximately 50% of their Rooibos 

fhe cllmts also s~ow that t~e export mar~et is qLJite tludLJillin!-J bLJllhfl lolill wowl~ 

rate Irom 2001 102002 WilS 21% il')(\ 3'1~:-, rn 1003 

4.7 Pricing 

In this c~ilpter I~<l ori~in ot ~riees for ccmmodit:es and thei, inflLJenr.es will be 

discussed Seveml factors are important lor t~<l Il'ic:in~ o' Roo',oos tea In the last 

years. tor fI."mple, Ihe mle. o· excll>lIlge of the South Alriciln R"nd 10 If..., ELJro h"d 

>1 huge impact on Ilric<ls Hnd I~er<ltore on e.arnings Of the producers and 

Ilmcessors. The c;uality and the availabi"ty 01" Ilrodud illso pl>lY "llport>lnt roles:n 

the pricinq rnec~"nism ot r.ommrxlilics 

These influencing factors will be disr.ussfI(j in Ihis se.ction In addition to that there 

will be a re,;ew of ~istoricHlllrices for Rooibos. 

4.7.1 Commodity Pricing Mechanism 

To understand the South African Rooibos Induslry il is important to have some 

biid~mund informalion about prices Tlcerfl ar<l s"yeml ways pnces fo, 

r.ommrxlilies arc set. T~e. "mnner in which this hH~llflnS is very i'lIllorl"nl ""1 

d"lermi ning I he rciurns I~al a producer jor any oth"r i ntilrm<ld i" .. y in I he dis I ri ~LJ I ion 

C~Hinl re.r.e.ivcs. ' '" 

Bearden d:stinCjU is~<ls belW<lflll six poss ibi ities how prices ar" set 10, 

The. first and most limited method 01 II..., lormHlion 01 prices is administorad pricing 

Price.s me "minly set by the '}Ovemment or in " Y"rtiC>lt organisation of t~e. 

dislribulion chHnnei. There is no room ~o adjust th"se pric<ls 'or Ihfl m",,,,,,1 

intermediaries: they rnust fcH low tllfl !-J LJ:dill in" slriclly 

., RI"',, 1 }f,J, ,. 262 

. ' Boorcle, · 9 ~. p. ;:;.~ 
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Tilis is Jue 10 Ihe chilnging silualion in corll~clilion during IIle time tile prod',wt is 

on the 111arkei. Assuming that the SO,Jth Afric~n export m~rket for Roolbos IS still 

growing, suppliers Jo nollmve 10 worry HbolJl tilis Ht IhHt slHge .. :" 

However, findings from interviews with exporters show th~t it is true that they Jre 

prire rrl~kers, blJI gener>,ily ~r=s me sel in conlr>lfois for H cerlain ~eriod of time, 

which leaves it completely up to the change in the exch~nge rate what the eJrnings 

of Ihe exrxlIlers will be_ Contmcts are almosl exclusively made in IIle currency of 

tt.-3 buyer, which result" in a los" of earnings for the exporter if the South African 

Rilnd increases towJrJs the buyer's currency Th,s affecteJ the South AfricJn 

Rooibo" Indu"try greatly, eS~eciHily JlJring the la"t year, as tile Rand"'" 'lained 

noticeable strength since the I~st contr~cts were m~de 

Figurc4_17 

R. t. '" Exch." .. ZAR _ EURO 

" 
: I--~-..-'"-/ 
, 
o _.'- "-- - ~ ...... ~ .... . 
o.z J", n"" J", r"" ,." 
8B 8& 99 ~~ 00 o· 

D,,, , 
~ .. "..-

~" 0"" 
co " 

.--_ .--_._. 

"' ~, ~ :'0 w ~ 

4.7.4 Commodity Grading and Standardization 

The following definition will be used 

Grmiiny is "1/,e sortiny of a producl inlo quality ciassi(icaUons aGGorciing jo 

standards iI,aj aH] awrceci flfXJn hy the industry 0", 

-,", S,;",II"", S..h"" kr, [,.." 1 008, 0 229 
~ DAMS-REAM 

'" Rt>xl~ ··W!, O. 222 
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The grade does not tell cne al>:Jdt the qUHtily or the pnxluct but rather ensures 

specific attribut<ls given to it 

4.7.4.1 Tho purpose of grading systems 

The purpose of crJnllTto(Jiri(]s being stalldardized illio wades's to be abte to 

estHblish prices according to the quality 0: the proddcL II illis we,e not the case, 

standHrds or qLJHlily could not be identified thus limiting the ability to signHI H ",ice

quality relationship. Buyers WDLJ\j not be "'~lIinH to pay premium prices lor the 

producl beCHUS<l quality is not predictable, prices would be sd on Ihe assumption 

01 an average quality,:'''' GrHding ~y~tems <1lso help to describe the ccmmodities 

witl-.out the buyer having to physicHlly inspect them ,.:" Tllis, 100, supports pricing 

eff<:iency"'J 

4.7.4.2 Setting up and evaluating grading systems 

G""'<lrally grades lor products are set by Hov<llwnental or private organ',sations. 

For agricultuml products in South Africa. Ihis is dDne by ti)(l D<lpartment 01 

Agriculture. It IS also possible that agricultural producer boHrds, trHd<l 

or-ganiLations, or processcr groups set slandmds for <1 gmding system As soon as 

qrades IDr" prodLJct ar<l ~et. ;or exami=He by Hn inl<llnHtiDn,,1 consortium typically it 

'.,..-ill be recognized "5 H H<ln<lral rule ;or the quality of the product. Grade stHnd"rds 

slwuld not change I(Xl Oftell, <1S this 'Nould confuse producer,; as well as 

customers. resultinH in potentially unjustified prices. II" new gradinH system is set 

up. or an existing one has be"", changed or adjusted, it requires extensive re

educ<1tion cf all participHnts in the indLJstry211 

For Rocibos, Ihere is no such standard or grOO-n(1 s<ll by Ihe ~overnment or any 

other organizaticn The Dnly r",-'quirements that have to be fulfilled are the "qu"lily 

and food safety standmds 1m Rool>:Js and Rooil>:Js mixtures ' set by the 

D<lp<lrtment of Agriculture."''' These me minimum mqLJ':r<lments lor the export and 

do nol divide Rooibos in ~pecilic grad~. 

'~R'l-o ·j", 19%, P "5/',')03 
°z, fA,'"'' 1 '~; 1 .1, .. ,' " , d r . ,01 [c"'",,,,,o j, R~oo:Ie> 199:' 
on ><" ,,,,", 1'n), p, " ,:) 

'" M" p "'~"<54 
''', Sou:h Atr<-", (}<,pJ<1,-"",t " ",;":,"",,. 2~~ . r"" ,~ II"c" PrGJ.", Sloo oc.-ds "oj 
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Howev,,-r, bdorc th" abolition of th" Rooibos rca l:3oard ir. 1996. there was a 

standardized grading systenl for Rooibos. TIlis system was Ghar~ged ir~ 1918 from 

five different cla"scs of Rooibo~ to only til,,,,,. namely Super Choice and 

Standard In 1991 Select Grade was added at the lower end of the sy~tem ,,' 

Tcxiay'c; Rooibos lr1duslry slill USeS the old tcrm~ for classifying Iheir prcxJudc; ar.d 

conslinlers will find these terms on the local packagir.~, but one cannot talk about a 

uniform "yslcm anymore Rather, producers, as ,,,",,,II as processors and 

distributors. developed their own gr2\din~ "1'*"" in whirh they rail their superior 

quality super glacio or export grdde 

A ~radin~ system only rnak"" S(~l"" it Ih",,, is a control mechanism_'" This i" One 

reason wily tllere is an ongoing trend in the South Atrican Rooibos Ir~dustry 

towards inkgrating tile grading system into nlanagenlent sy~tems ~ucll a~ tota! 

quality management (TQM) Or ISO 9001 standards_ which are widely acrepted in 

the European Community and other parts of the world, Lastly_ a grading ~y~tenl is 

only lJS"!lJ! if il is affordable v.hicll means its co~b cannol b" mOr" Ihan Ihe 

custonler is willing to pay for it 

4.7.5 Managing Risks - Storage of Rooibos Tea 

Tile amount of Rooibo~ available on the market plays a big role for tile price of the 

product. hom Ille informalion of tile VVESGRO Background report on Rooibos, 

hi~torK:;al data from th" Rooibos Control Board and from Interviews w'ltll prodlJcers 

il emerge~ thai Ille larger buyers and proce~sors of Roolbos follow a slorage

slral(ogy whenever po"sible, To ("'~LJre slab'" ~uppjie" and Ih"rdore "Iable price" 

surpllJS ka - "ither lrom ~ocxi crop" or bad sak'~ y"ars - i" "Io"od Fanners who 

supplied Rooibos Limited were lorr"d via a qlJola sy"lem, to keep a certair, 

perc"nla~" 01 Iheir yield in y"ar" wh"n ~upply "xceeded demar,d Rooibos is 

pertertly suita~e for storage, "" the qlJalily of Ihe produn does r,ot wear down, 

even if it is stored over a long period ot time The minimum reserve supply used to 

equal Or1e average crop, In years when demar~d for Rooibos exceeded supply, Illi" 

reserve was pul on th" market to fill the gap of under~roduclion 

:: ' H'I'"'; ",X,;, p_ ~ 
.' R,,,,,,,, 19\iJ, 0, 209 
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The main disadvantag<3 of this strategy is that production costs increase as storage 

is expensive, and that funds are tied_'" 

Producers report thaI, at this stage, warehouses, even those of the largest 

suppliers, are almost empty, The persistent and ever growing demand for the 

product on the international market, as well as the bw crops in the last years, 

forced the industry to sell their reserve supplies. Farmers are already forecasting a 

low crop lor the years 2003/04, as winter rains this last year were not as abundant 

as necessary for a good growth of the bushes. Therefore, the industry will once 

again neither be able to comply 'Nith demand on the market nor fitl up warehouses_ 

4.7.6 Commodity Prices Through Time 

A big concern lor p€ople involved in the agricultural marketing process is price 

movements. Decisions about production, the moment of purchase. and sales and 

marketing are strongly dep€ndant on the price of a commodity, Not all business are 

able to carry large inventori€s: in the perishable products industry it is sometimes 

impossible, 

Padberg ef aI. distinguish between four different dasses of price changes over 

time:'" Firstly long"term price frends, which are caused by macroeconomiG factors 

such as a COlJlltry's inflatiQll or changing supply and demand for the product (tn the 

South AfricBll Rooioos Industry the rate of exchange is of partiGular interest in this 

category). Secondly. seasonal price movements are very important to Rooioos 

retailers, as hot beverages such as tea, are mostly drunk in th€ cool season and 

demand for iced-tea increases in summer. Exported products especialty have to be 

observed carefully as seasons in the importing country might differ from the ones in 

which the product is proouced Seasonal caUSing fluctuations in the price can be 

easily levelled out if paid attention to, as they repeat regutarly every 12 months 

Cyclical price movemenfs are similar to fhis 

'~Snymon 2CO:) , p. 23124 
,~ PMt>e<g, Rit=-1, "1_ 1 W7, p, ' 7 
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The only difference to the previous example is the length of one cycle. And finally 

yoar-Ia-year and irregular price changes, which are unpredictable and therefore a 

high risk for the industry members, as well as the consumer. 

Of course commodity prices such as for Rooibos may include a combination of 

price movements caused by any of the four categorieS.217 

4.7.7 Historical Market Information 

4.7.7.1 Production, sales and stock 

The history of Rooibos production before the abolition of the Rooibos COIltrol 

Board in 1996 is of little consequence in this study. Therefore it will only be 

tOUGhed on briefly, and the charts will be presented without a detailed description 

of the background to the plot f'!;lures. In-depth information on the history of South 

African Rooibos production can be found in the annual reports'" of the Rooibos 

Conlrol Board, from which the following information was also taken from:" 

'.(0:."" I 

Figvro4_18 

PrOOlJCtion, Sal e~ & Stock 1955_1992 

____ T "Ht .... s,.., (in_i 
IcooI!","",' '" d.< .... " ...... ""l 

R' _ a.797,~ 

'" f',tbo'~. Rit_, AlOiw f997. p. ~7 
,. R",t." T .. Cc:oro<oI Bo,..d. An""" R"VO'I' " H"Y'" 2«)0, or. 36_52 

y",,", ma,od .-,,'" m~rk"n9 Q<""~' _rc cn!<lfcOO 

. . . . 

199f 

95 



Univ
ers

ity
 of

  C
ap

e T
ow

n

4 Chapter Four 

In this graph the red iille represents the Rooilxls prDductioll ir {ilograms over the 

yeJrs. Tho Rooibas Conlro! Bawd w~s aulhori""d by th" Mind"r 0/ Agriculll"fl to 

SHI q,xllas 10 rHQullll" producl;orL rhH blu" lin, shDws IhH rflmaifljfl9 SIDCk of 

Rooi!xls at the beginning of the new year Ore can clearly see the two peaks ir' 

1967 and 1985. wil"" Ih .. ""ncl;[1;n9 slr)(:k morH IhlJrl Joubl .. d IhH "cIlia I sales 

The I~lht blue area stands for the Rooilxls saki Ilatorally and irteillationally by the 

Rooioos Contml Board OVf!' th .. yH>lrS. r-h" lmnd-line (dolled black). which ",jfl'S 

to the sales figures is evK:ience that over the period franl 1955 to 1992 Rooibos 

sill .. , inCrH>lSOO cor~·li"·LJ()LJs!y. I:>y Irxlk;fl9 at only the first and las I yH>lr a" ahsollJl .. 

increase in s~les of more than 1 400% can be qlculiltHd. 

Rooibos to" s"los 1993·2003 

'::,~~~, OOJ r---------------------., 
" ,',',"" H ' 

"'go", 4 - I;'; 

ElT",,, "'eo 
.E)COcrt~ 

o o.:."",,*, 

Figure 4-19 shows the silies ligures 01 thH Soulh Afric>w Rooibos Induslry of IhH 

years 1993 to 2003. Total sa;es figures airms: dOlJblfld lrom 1999 to 2003, 

whereby domestK: sales ir-creased only gr~du~lly They grew at a r~le more or less 

10 those of IIle Soulll African population This is a sigr that the product ilJS 

r..llchHd IMllJrily ire, IhH markH!' It is Illso ir~'leresting to note tha: from IIle yeJr 200, 

e~ports contint~lusly e~ceeded the domflslic saiHS TIlH mosi dmTlinlrll importing 

cOlwlry hHrH!ly was Germany with a shllrH of OVHr 70S'~', in 2003 

- , , 
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4.7.7.2 Historical prices 

As und • .r Ihe ru~ of the Rooibos Contra! Board, the industry had a one channel 

marketing system, producer prices were s."IHly set by the bomd In Ihis graph 

>ldv>lnce producer payments are outlined in form of the light blue surface, the red 

line re"",sHnls lhH prices in R>lrld ;:>Br kilogram, which packers had to pay to buy 

Rooibos from the Control Board 

All prices are deflated using the yem 1995 clS bilsis.-

The dolted lines sh:JW cm Clver"gH p-odu"er Vice of R 3.20 over the entire period 

The >werage packers price is around R 6.58 "Hr kiklgrilm Ro."ilx,s sold by lhe 

bOilrd As CcHl t.e SHen from the graph producer and packer prices were almost on 

the same level in t 992 as in t 9SS. ~()Ih "'" fm bebw >werage over this period 

Advance Payments and Packers Price [1995 basis year] 

, 
• , 
• < , , • • 
" 

1%7 1071' 1975' 19/9' 198:< H'iiJ1 

Years 
= producer price - packers price 
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4.7. 7.3 Historical prices: 1993 - 2003 

hgu .. ~ 4 _ 21 
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I\s IrOI11 1993 tllere were or) offic;,,1 numbers i~5LJcd by the Rooibas Tea COlltrOof 

b'u,jrd Data Ikld to be collected IrOI11 diFerent sources, whdl k,d 10 gflps and 

frini(ln hetween nLJmbers. The table ~bolie shows average prorlur.ers prir.es per 

kilo9",111 for nOll-organic Roo;bos Laken rT""inly frDm the ppr.CD and the WCSGRQ 

Backgrolnd Report"" For furth"r delH ils rnl prod LJction mid pr' ces -;or th is period of 

lillle please see chapter 4.4.1 Th" rarly industry 

4.7.7.4 Risks 

Over Ihe yems ROOibos prices have been fluctuating slrongly The reasons being 

rlol only ',n :he analysis of supply anel demand of th" ",,,rket, but "Iso in changing 

ciin);ltic condilions Small-scale prodL.<::ers in partrulflr sulkr from lhis if lhey fir" 

unHble io diversify, which is often the case, as they do not hflve the ",sources i() 

c~",pele with IHrg"-S<.<1le commercial farmers 'In the industry_ 

The growing inclustry of organicflily prodLJred Rooibos is aisa high at risk, as insect 

~I~glles alld diseases, which can lead to r.ro~ failure, cannot be fought with 

chemicRls due to :he strict reg ulation s of tre certifiers. :,~ 

'~ 3r\"",,' )(1:>:" w- ))-)., 
'" A",.-,·"", 200" p. ,",0 
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5 The German Market 

ChClpter five begins wlih " brief seclior) on Ihe aprlied rnelllOdology f()r bottl 

primary and se<:.ondary data coli€ction 11 continues with an overview of the 

Genmm retHil rnmket for food Clnd ils slructure, including dflscriptions 0: IIle 

leading companies and th.i,r roles within tile market. This is followed by detai~ of 

Ihe Gernliln retail nlilrkflt for bever"'le<; and in particlJl", for lea Furthermore 

chapter five give~ an overview of the German organic market It concludes IMth 

mfonTlHtion Jbout the GermHn consunwrs. FinCllly the findings of Ihe inlflrviews 

qnducted wilh German tea comranies will be rresented 

5.1 Methodology German Market 

As Ihe sub-sector arl>llySls proved itseif to be Cl good method INhen invesli~"ting 

the South Afrk".an Rooibos Industry. the investigation of ttle German market also 

p>1I1ially followed this conceptuHI frwnework. In this case tile ~ub-~ector WJS 

defined HS the GerrnHn leCl induslry wittl ils different honLontClI and verlicallinks in 

tile marketing Ghain 

5.1.1 Data Collection 

5.1.1.1 Review of secondary data sources 

To gain informatkln on the objectives outlined in tile general methodology. 

secondmy datJ on the Germ>m mJrket and industry for Rooibos was col'ected 

systemClticJlly reviewing different sources. InformHtion on product char"ctensti~s 

were obtHined form the WirlsclliJftsvereinigung Krauter und Friichtetee c v. (WKf-). 

rerorts of reseHrch inslitutions, published >md unpublished reseHrch pHpers_ 

acticle~ in cOllsumer mJgJzines such a~ Stiftung W3rell!es!. as well as from books. 

Industry and mJrket d"tH CHllle from the >mnuJ! reports ot the Gelman Tea 

As.';ociaIiDn, records from industry rnerntlflrs. reports from nmrkelinq res"",ch 

in~titlJtinns SlJctl as ACMe/sen, government publiGations. journal artides and the 

I~ternet. 

"-" 99 
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5_ 1. 1. 2 Primary data col/ection activities 

LimilHd by lim"_ budgel and 9fKlgraphic constr.,.int~, the primary data collection had 

to rely on rapid reconnaissance method~ such .1S guided informal in'fl,views with 

r>ay"r~ oj the industry and koowlfldge"blH kflY intorrnanj<o 

FiekJ data collection began '"ilh informal interviews with people involved in the 

German jHa-lrade and pr()c"s~ing industry_ In addition to the in-depth int"rview~, 

>lrl Informal telephone interview with Dr Monika Beutgen chairman of tile 

Wirlsch,,[[wfH .. iniyung Krij"I'H wid FrihhlclcL' L'. V (WKF) w>1S h .. ld rh" d~la 

from those in:el>'iews were lI'oed to verify and complete ca:a gained from 

o;Hcondmy sources 

Primary data w"" 31~() 9"".,ralfld through a qL.lHsiionnairB "urvey amongst German 

students 

The investigation or the Gflrman mar'''' wa~ de"ignfl(j 10 amwer the rollowing 

questions. 

• \<I/h.t is the role of led ifl the O"''''dfl ret.il "'."et for fo-:xJ! De"er.ge,? 

• W~ot ore the chamderi';"5 oft'le l:;"rmar, rebl ma'"'eP 

• W~.t dre t~e characteri'tlc5 of t ..... Germ,.., Inarke! lor tea i Rooit>o,? 

• 1'11",1 ~re the cl""""teri,h:;, uf I ..... Germ.Co lrur,ellul C<!JC<·'c f(X)(j! led:' 

• W~ot me Ihe c'k~r;"ieri,">c, of the Germor, cor,'LJme<? 

• W~at are the Ire "d. or, the mar,et'> 

• Wh"t '<Ie the fu",c"sts fUI the fUlc.<e of the m.,ke! .... <1 inclustfy' 

I ,'glim," r 

5.1.2 Methodology Interviews 

A highly productive method or collflcling inlorrnalion rHgarding 'hfl German rnarkel 

lor tea in particular for Rooit)()~, is to conduct in:ervie'.vs with tho"e who arB 

diredy inI/Qlved With the indus:r'!, These interviews '.vould shec light on he 

indLJ"try ·,tself. >1, well as enabling additional information on the German consumer 

market lor herhal and rruittea~, >1~ well as lor ROOlbos, to be colifIC'ed. 

GuKJed, informal yet in-depth intervie'"" were conducted '"ith key cornpanl"" 

Through :his meth-ac, i: was possible to make adjustments to the questioning 

during the intflrview, 
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221 Datamonitor 2003. Food Retail in and O'Connor 1998, 
222 Anonymous 2004, AUNUGA brings the times back, International Food Ingredients 
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224 Davidson, Talarzyk 1973, p. 234 in Stem, EI-Ansary 1998, p. 43 

1 



Univ
ers

ity
 of

  C
ap

e T
ow

n

... _____ . _______________________ C"'h'"a!?_t~~~ive 

5.2.2 Market Value 

Ttw value of the Germiln food market is calculated at the retail sellirlg price 

(RSP).?3 

In 2002 the value of the German food retail milrket reached the amount of US $127 

billion, thus connotatirlg a declir>€ of 1.2'% compared to the previous yeilr. The 

compound annual rate of chilnge of the milrket wilS -1 2% for the period 1998 -

2002.1," 

Food Retait Market Vatue 

FigUffJ 5 - 2 

,. r · .. 
'" 
,~ 

~,oo 

~ 00 E. 
'" N 

C 

5.2.3 Market Volume 

- . -. - ·, 0.0' .(, 

0,2~', 

_O,4~. 

0,6'" r: 
-O,8% 'ii 
., O'~ ~ 
_, ,2~~ 

".4'~ 
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The voll.ne of the German food retail market reached 34 billion me floor space in 

2002. or a 9rowth rate of 1.3%. The compound annual growth rate of the market 

volume Vias 2.6% for the period 1998 - 2002. The strongest growth (4,8%) was in 

1999.m 

'" D, b'H , ;'" 2(J{).'. F,.>d Kc,. i " Gorn'ooy 
". ibid 
no ibid 
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5.2.4 Market Segmentation 

DiscQunters represent the largest channel of retailer in the German market All 

together Irley account for 27.1% of the entire market value. Hypermari<ets are the 

next large~;t share, accounting lor 18.0% Together with Supermarkets (16.7%), the 

three larg1lst categories of retailers generate 61 7% 01 the market value "" 

Fig"'" 5 - 4 

Fi;;h~ 

7.5'4 

Share by Value 

Hyperrn:o'keG 
18.0'", 

Supermarket, 
1b.r, 

B,t c.h0r, 
G.C ·' _ 
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5.2.5 Characteristics of Retail Institutions 

Retail institLtions can be classified according to certain characteristics and their 

form of organization:"" 

Starting witrl one of the largest single retail organizations. Department Stores sell 

a wide va ri,~ty of merchandise, inctuding piece goods. home furniture. hardware 

and groceries. As their name suggests they are organized in deparimenk 

Research "ound that Department Stores are typically located in downtown 

shopping d,stricts or in shopping centres and their customers are chiefly women. 

Typical examples in Germany would be Herlie and Karsladl. 

The term Specialty Store is mostly used for small to medium-sized establishments 

or boutiqlms handtll19 limited lines of soft or hard goods. This category includes 

grocery stores that specialize in selling a broad selection of a restricted class of 

goods, such as ethnic and organic food. 

Chain Ste,re Systems include two or more units having a central ownership or 

control. T~ey are centrally managed lNhich gives them high buying power. A 

characterf,tic of Chain Store Systems is that the ioctuded stores are comll'Xlnly 

very similar to each other regarding size, interior layout and location. 

Low-margins and high turnovers are typical for Supermarkets. The definition of a 

Supermalket in the food industry is "a targe, departmentalized retait establishment 

offering a relatively broad and complete stock of dry groceries, fresh meat, 

perishabj,:~ products, and dairy products, supplemented by a variety of 

convenience, nonfood merchandise and operated on a self"service basis. "' ''' 

Planned Shopping Centres are complete shopping facilities, including adequate 

parking ~pace ur"Kl€r one roof. The stoms in a Shopping Contre are coordinated by 

one management and leased to various retailers. An advantage of these integrated 

developments is that included stores engage in joint advertising and promotions. 

Finally them are Discount Houses, commonly referred to as Discounters. These 

retail e:;tablishmonts, who emphasize rapid merchandise turnover roprosont 

roughly 38% - over 14 000 point-ol-sales - of the total Gorman consumer market. ", 

They stock a broad assoriment of merchandise in relatively inexpensive buildings, 

equipment and fixtures and offer limited customer service. 

'" C"""Ic.too a-:l<:>ptod I"orn St"m, EI-An, ..,. 1 002, p, ' ''''8 
,~ St"m, l'I-An""'Y 1 00,. p. 47148 
". IRllOC·" S"_o,,k . l R<>.i", 
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This leads Ie. relatively low operating costs and therefore the ability to offer lower 

prices than most supermarkets. Discounters can be found selling both soft and 

hard goods. They are commonly refelTed to as "grocery stores where the discount 

principle is the cornerstone of the sales approach''''', The three discount·principles 

are low cost, low price and high turnover.'" 

In Germany the image of discounters has changed from small, run·down sites on 

street corners where only people from low·income dasses shop, to an institution 

where anytody can buy good quality groceries at low prices, The German 

consumer accepts this different way of retailing as part of everyday life '1< The 

success of the discounter is due to certain trends in the industry such as the bad 

buyer demand, Germany's general ecorKlmic situation and an altered expenditure 

distribution."Y, Furthermore, German consumers have a low level of brand loyalty 

and ar(! vel)' price sensitive, In addition to that, in the view of th(!ir customers, 

some discolJnters have become an own brand, For instance some consumers trust 

that Aldi sells "everything always' at a low price 2JG 

There are two kinds of Discounters, namely Hard· and Soft"Discounters 

Hard discounters such as Aldl sell a limited range of fast·moving goods, sometimes 

straight out of their boxes They already account for a large share of grocery sales 

in Germany. Axel Tenbusch specifies four criteria in "Retailing in Germany. Anofher 

year of sllccess for dlscollnters" that can be used to differentiate hard· f rom soft· 

discountef!;: Firstly the size of assortment. Hard--discounters sell only a limited 

amount of different goods, In contrast to so/t·discounters, which stock 

approximately 2 000 - 3 ODO different items, hard·discounters offer only an 

assortment of roughly 500 - 1 000 articles, The second difference is the 

assortment strategy I branded items. Hard·discounters' assortments are based on 

private label products. In contrast to soft·discounters, ....mich focus on manufacturer 

products, hard·discoonter's assortments are only used to complete special 

categorie~ at stores such as Aldi, This strategy is also reflected in pricing, Hard· 

discounters generally offer low prices whereas prices at soft·discounters are only 

low far m~lnufacturer brands. Lastly the location and size of the stor(!s differ 

.-" Te<bJ>c~ 2002, EL.<opeffi R. " , DOJo, j 
= ;1';'1 

,,-" Bd 1009, [ urnp.,.., ~eM D~ 
" A"""",,,,,, 20<13 , [ooo o"i" , nd 10"", .... i"dI ,,,, j()(, Ecoo<:<r'i" 
~. S..,..,n On<, M&d" ZOO3. MY.ct ~,.,." p. 6 
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New hard-di~eOt.mter outlets are mainly found in industrial suburbs and rallge from 

IJ.OO - 800 m" ill size. Soft-discounters can vary from 300 - 800 m', sometimes up 

to 1 500 m'" nd are generalty situ~ted in the town centre."" 

Supermarkets in Europe have already realized the effectiveness of the discounters' 

strategy and have subsequently adopted ,1. They form alti~nces with other retailers 

to gain barg.~ining power towards the suppliers to be able to defend themselves 

against cut-price assaults Another proctice is to sell own-label food products 

which are usually 15 - 20% cheaper than manufacturers' brand products and on 

top of this hE·lp to adverlise the su permarket '''' 

5.3 Stn.lcture of Food Retail in Germany 

5.3.1 Overview of the Food Distribution Sector 

The Germall market for food distribution shows a large number of different 

organizational forms and arrongements among enterprises_ One can categorize 

these ~ccorjing to the presence or absence of co-operative based or contraet

based membership to" group_ 

Distributors with no such group affiliation, sueh ~s the mega·outlet giants Aldi and 

Tengelman(j. do not use wholesale channels to purchase inventories, but rather 

obtain centrally coordinated volume pureh~se directly from the manufacturer. The 

food divisions of large department stores such as Karstadt and Hertie are similarly 

structured . 

The linkage to a central organization or group either having a co-operative or a 

voluntary alTangement. linking affiliated but still independent members together, 

forms the iToCJst important segment of the industry_ The co-operative form of market 

organizatioll has a long tradition in Germany; It helps fooo distribution in particular 

to assist !,mall indepement retaiiers to gain power. Co-ordination between 

centralized buying, wholesale and retail concentrates inventory purchase am 

additional ~'ervices in a central organizatiOr1_ Large groups such as Edeka and 

REWE me,mwhiie are reorganized to corporale entities, which lead to stronger 

acquisitive activities sueh as fOlw~rd integration. 

xo Ternu>Cll2002. EL-<ope<W1 Rel,' D'(}<" 
'~ "" '-"'Y''''-'''' 19'13. Sit ... "'''. E"",,,,,,,;S! ""I BdI1900. EL-<ope," Re!, 'I l>iQe, j 
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Wiembers who sometimes belong to rnore than one voluntary chain have contracts 

IMlh a group of wholesalers 10 secure steady supplies. A typic,,1 example of such a 

chain is Markanl, the successor of German food distributors_'''" 

NetheriaMs 

"' S"'tzeriand 
Sweden 
AustM, 

Germany 

Spain 

F i()"''' 5 - 5 

Country""" Stores per 1000 People 

0.40 

UN 
0,97 

'M 
000 
'00 
U 

The density of food stores in Germany is relative high With a populab'on of roughly 

88 millioll there are approximately 79 000 stores retailing food in Germany 0"" 

reawn for this high number is the large range of discounters in Gsrmany,"" 

Store Si~ m' ~nnany'" Austri3 Switzerland Belgium'" flethcrl~nd5 " 
>2,5(1{) " " '" ;0 , 

" 100(}-2500 H " " " " '" 4CO-OOU " " " " ~ " 100-399 n '" " 
, 

" W 

<'00 , , , , , , 
Fk)<ire 5 - 6 

Figure 5-6 shows thai the largest share of food in Germany is sold in stores of 3 

size between 400 3r;d 1000 m'_ As mentioned earlier, discounters, which 3ccount 

for more than 30% of the Germ3n grocery market'''', fall into this category of store 

size 

eo Mofe~ 1992, I,~e.'notionol Review 0' ReI1o l , DI",,,,,,,,,,,, ~ C",-..utnc.- Reoeocch 
." "CN;~= W99 

,,-. 6»' 1999, Fu'''P''.'' Rel. 1 o.)"sl 
", Go;.-i"."y, "''',-';', S·.~I""''''''': ACNdooo 2001 
.. " B .... "", No><Oc.'''"", UK: ACf\k~cn 1_ 
~, Bel 1999, Eu.'opeO!1 ne 'o! DO;!e>' 
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Therefore Ihe choice, p<lrlicLiarly of brand products lor the German consumer, witl 

be limit"d " ven though he I soo ""'Y have the la<:ility 10 swikh store~.'" 

Retailer"'" 

Metra Group 

REWE Grrxlp 

Edeka I AVA Group 

Aldi GrO<lp 

T~ng~lm,..,n Roop 

Figu'" " • 7 

Total S~k>. in ibn 
(excludiny fOf~iyn tr.>de) 

34.4 

"' " " " 

Looking at the top 50 companies involved in German lood retailing, the listed 

(Figure 5-7) leading five companies account for 62% of all grocery sates. With the 

exception of Aldl, all are conglomerates also involved in olher retail activities other 

than food such as clothing, electrical and DIY products, which are also included in 

lhe tolalturnover,'" 

5.3.1.1 Private label 

The penetration of relaller coni rolled brands (both private label and exclusive 

brands) in Germany. aceomt for approximately one Ihird of all grocery expenditure. 

Food Sales From Private label'" 

~ 

Mo,k""t 

Edo;+;a 
,~, 

REWE 

Tel'lll"'lmann 
Metro 

FifJ"'9 5 -, 

,., ~I. 2001 Eurooeoo ReI", 1 Dig..,t 
,., LeI;>efi, ,,HleI ~"'~n-;; 1999 
'" B<OI 1999, E,,,,,,,,,,, Ro!",1 [);.;ro,t 
,., ACNic" '" 200 1 

", 

", 
"' " "' 21.9 
139 
136 
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With more than 90% of all ,ts sales, Aldi clearly leads the markel for private label 

rood in Germany This is because Aldi is the enterprise with both the greatest 

operation simplicity ood highest ifltegration 

It is interesting to note that Dick Bell, author of "Food Retailing in Germany, Austria 

and Switzerland' writes that the variation in private label penetration in Germany is 

not due to "a predilection for national consumers to favour private label at the 

expense of brands·"o, but is due to the slrategy of the various retailers within the 

colJlltry German consumers want to buy high quality producls at a low price and 

are persuaded by lhe reta,!ers' markeling slrategy and the brand's ability to deliver 

relative value."" 

Share of Private Lab,,1 ...........-----..... .-... 

Figure 5 - 9 

More than 33% of Germany's total grocery markets are private label products, 

which is in third place in the European market, exceeded only by Belgium and the 

UK. Particularly high are the shares of frozen food, dairy products and dry 

groceries The category 'hot beverages', into which tea falls, has a private label 

share or more than one third, am is still growing by 2.9% a year. Only in Belgium is 

this share higher."" 

'" ~. 10C>!!, [""i><"O R,~,,' Diq"" 
" . Il--id 
,. Pl~"', =3Iote<notk>not Y."boo' in JoW_" nJo, E"lJi"e<)nng & IO CT''''''' '' 

112 



Univ
ers

ity
 of

  C
ap

e T
ow

n

____________________________________________________ cCchc·"pterFive 

5,3.1.2 Market concentration 

'" 
Edeka'·" " 
REWE '" Aid; " 
Mark""t " 
~~, " 

'o~ " 
""' 1216 

FigurII 5 - 10 

With the top five food retailers accounting for 76% of the grocery market, Germany 

ranks only eighth within the European countries when it comes to comparing 

market concentration :1'," 

The Herfindahl- Herschman Index (HHI) indicates the level of relail com:entrajiOll 

by adding the squares of the markel shares of each competitor I'IIithln the relevant 

product category and geographic market. With a HHI measure of 1216, Germany is 

less concentrated than many of the European coontries, however, compared with 

other industrial sectors, Germany's grocery market is heavily concentrated, enough 

to warrant the interest of competition authorities, says Richard Bell, associate 

fellow of the Oxford Institute of Retail Management at the University of Oxford."''' 

5.3.1.3 Market integration 

The German retail market is far from fully integrated. Many of the stores are still 

owned and run indepeooently, Of the top five retailers in Germany only Aldi owns 

and controls alt of its stores, others are structured as buying- or marketing and 

buying groups such as Markant and Spar. All Edeka stores are independently 

owned franchise operations. Germany's second largest retailer, REWE, is busy 

restructuring the group to increase the proportion of its outlets directl y owned and 

controlled. " h 

"'ACNd= 2001 
'" Bol 200 1. ELJfope'" Rolo i D90<t 
,~ ibid 

"' ibid. 
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Figure 5-13 illustrates the possible marketing channels for black tea 205 

r- Tea Garden I Manufacturer 

[ Broker (Export) 
"---- T 

Direct Con-"-,-" loo Auctions 

Figufe 5 - 13 

5.5.3 The WKF 

[Br~k~r(i~port~, __ .1 ... rl-T"-'--CTC"-dC'-r~ 
y 

Importer, Tea House, Packer 
y"----,. "" --

y [ WhOle~~~~~J 

Retailer ,oJ 

[ ____ E_"_d_-~C_o_"_'_"_m_'_r_ ] 

WKF stands for "Wirtschaf/svertJim!lunq KrtwlelC IJIJd FrUeh/elee' The association 

was founded in 1997 as a German B,V (r~istered society) and dedicate 

themser.es to all professional and economical problems regarding imports, 

production packaging and the marketing of herbal and fruit-teas. 'In the interest of 

its members and the consumers. Its members represent rQughly 90% of the 

German market for herbal and fruit teas 

The main activities of the WKF fall into the segments food-law, food-knowledge 

and nutrition-psychology. Furthermore the WKF develops gUIdelines and publishes 

papers in the areas of 1000 labelling; food-hygiene and functionalfooo to present 

them to national and European decision-makers_ The WKF also collects and 

publishes market data 
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5.5.4 Tea Distribution in Germany 

Compared 10 olher leas Ihat originate Irom the camilla sinensis plant. black tea 

leads tire market with 32% of all sales. Green tea has not been able to continue its 

growth from tire last years and SeemS to have settled with a market share of 18% 

which IS equivalent to the result of the previous year. Roughty 40% 01 all black anc! 

green teas are sold in teabags. 206 

Classic food retailers such as supermarkets and department stores are the most 

important points-ol-sale according to a study 01 the German Tea Association.":·,' 

44% of all black anc! green teas were purchased at these retailers, Discounters had 

a share of 17.2% closely followed by specialized tea shops with 16,2% 01 all sales. 

Dired marketing is lar behind (4 6%), as well as all other distribution forms. 2<oO This 

supports tire notion that tea conSl.lT1ers attach greater importance to competent 

consultation and variety. rather than buying tea in passing 

figl.lm.~ _1.~ 

Distribution of Tea in Germany Sorted by Di$tribution 
Forms 

I
l::ls poc""zm To .. S/np' 

, . O:hff M<Y 'e' ... FornI> I •. u ell,; , rnod (<(ailees) 

!O Ci coc'M "-):elng 
o C<>:a'i rtg Tc,," . i Bcj , Con&Urner 

.'nd uslry 
OFoce Rctallrtg 

". Kom rnE, l ",-"", So<::Wy for O""rncO"t"" ,OIl lle,,~" 
'" Deutsch ... T """",,',..>d ""-,,, we/),'. 
'" KommEnL 2OJJ , So6. ,y ~or Comm,"-; ,,,, on "" j D~·".,>pm~nL 



Univ
ers

ity
 of

  C
ap

e T
ow

n

Chapter Five 

5.5.5 Alternative Distribution Channels in Germany 

Apart from the conventional retail olltlets Germans visit to purchase their goods. 

there are severat other opportunities to shop for groceries, although these sales 

play only a mioor role compared to the rest of the industry_ Nonetheless, some 

prodllct cat~ories do wetl using speciatized distribution methods_ Hereinafter the 

most common ones will be dealt with: 

5.5.5.1 Mail order 

Figur~5·16 

I"",,";n D"'~ 

~"""" 

Mail_Order 

7.6% 

Mail order holds DIlly a small share of the total retail market. 78% of consumers 

who ordered goods did so from catalogues and roughly half as many used the 

Internet for purchases_ Contrary to the general trend on Germany's retail market, 

there was a growth of 3.6% in 2002. Ordered goods from online-bllEiness alone 

added up to 250 million ,k "lroduct categories purchased the most by mail order 

indude clothes. books and videoslDVDs_ Apart from a few smaller bllsinesses, the 

mail order market for groceries is 001 yel Seen as an acceptable alternative for 

German consumers, >' .. , 
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5,5.5.2 Fair Trade 

Fair Trade busill€sses. or 'alternatiye trade', operate "under a different set of 

yalues and objectives than traditional trade [. r"" In contrast 10 important factGfs 

for conyenii()nal businesses such as turn()ver. growth and profil, here the pe()p!e 

and their well-being are ()f immediate imp()rtance Also the preservation of the 

natural environment of producers and manufacturers comes before profit. As Fair 

Trade in general hFls FllreFldy been discussed eFlrlier in chapter 4.4 The /"duslry 

the focus here lies OIl retFliling. 

Fat.- Trade represents a relatively small niche martel. Europe-wide "Weltladen' 

('NOrld shops), the tra<itional and still most important distribution system for Fair 

Trade prooucts, hFld annual sales of appmximately 92 million E in 2002. AlthoLJgh 

the number of pFlid employees in such outlels increases. the high number ()f 96 

000 honorary workers"'" in the industry reflects the solidarity concept behind Fair 

Trade. """" 

Apart from the appmxirnatety 800 "Weltl:1den' in Germany. which rn()stly focus on 

action groups related to churches. Fair Trnd€ pmducts are available in more than 

22 000 supermarkets, chemists, OOalth food shops as well as committed Internet 

trading companies countr,wid€,'" 

H()wf!ver, with the exception of coffee trade, where Fair Trade methods are well 

established, this kind ()f distribution plays a very smFll1 role in thf! whole German 

food distribution system 

5.5.5.3 Reformhaus / Health food shop 

The idea of health food shops dates back to the beginning of the 20'" century, 

Nowadays they have their ()wn place ()n thf! German rf!tail market for food and can 

be found in every city and major lown. 

The product assortment customers find at a health food shop include wholesome 

food, vf!gf!tarian speciaWes, special diet products, complementary food products, 

cosmetics and persGi"lFl1 hygiene bFlsed ()n natural products as well as mild natural 

medicine, many of too products in Gfganic quality. 

, .. .. neoo rd 2003. Jot,,,,, o! ~L.<. I Stoo~ 

"" KOCYIlEnt ;>(In, &;.00,1)' "-" Co"""""'o> I,-", ....-Kl ').""'-'P'''"' '' p. 13 
.." Reooro ?lX(1. """n." ,J' RL.<01 s"""" 
'" ~ '" Ve ,'" .... J"" ' rO ' ;" '"",, cV ZOO4. Vert.-."d1Oo' )(o" kroj, p. 12 
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A customized prcx:luct assortment of roughly 5 5{l0 products on average, with high 

focus on quality and naturalness, makes health focx:l shops competent retail outlets 

lor wellness-orientated, active consumers 

Currently there are roughly 2 200 of such retail outlets in Germany.x~ Together 

they form the business association "neuform Vereinigung Deutscher Reformh,~user 

e. G." headquartered in OberurseL The neuform-central deals with sector-specific 

problems such as joint marketing and developing the market segmenL It also helps 

the outlets with their store-design, educating employees and, depending on the 

size of the business supplies them wilh a core assortment of 2 000 to 3 000 

products from more than 50 producers. 

Excluding independent health food shops, the members of the neliform-association 

generated a turnover of 658 million ( in their businesses in 2003: 58% of which 

came from Ihe food segment. ,"0 

5.5.5.4 Specialized tea shops 

If customers want a greater variety of teas to choose from than supermarkets or 

other relail outlets can offer, or if they require competent consultation on tea. 

speci~lized tea shops are the best place to go to 

Here one can choose between some 200 different teas and their blends, mostly 

sold loose and in customized quantities Mosl tea shops also offer lea-accessories 

such as china or cookies and small gills related to lea that can be gift wrapped as 

a present. 

Specialized tea shops are very active in their marketing and sales promotions. To 

attract customers and increase sales some offer mail-order services and business 

Ilia Internet or are involved in direct marketing by being present on weekly markets 

and fairs. A common practice by the owners of such shops is to organize seminars 

on lea on a regular basis. Here people can learn about the product and share their 

passion for tea with others. In the outlets customers can find abundant information 

on tea in form of posters and brochures and are sometimes offered to sample new 

creations or trends. In this way many trends have been started before big 

convenliooal retailers even though about including the new products to their 

existing assortmenl 

'~R~for,"~. <l< / 00-1 . W_'~ 
m K",,,",,,A,,, 2001, Apa 1l1do 3. M..-.c,"" , p. 4 and Rcfa 'm hooo.d~ 2004, Wob<i'c 
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There are several chains and franchise businesses In Germany such FlS "Der 

Teeladen" with more than one hundred outlets, but most tea shops are 

independently owned. Specialized Ie", shops can be found in every town - there 

are even examples of flourishing businesses in lowns with less then 5 000 

residents_ "'~ 

5.5.6 General Market Segments 

In contrast to Ostfriesland, an area in the northern part of GermFlny, genemlly black 

tea does not play the major role in the rest of the country (therefore all stFltistics 

about tea exclude this area). All together 308,3 million packages of tea were sold in 

Germany in 2003. ThaI is <In increFlse of 9.8% comp<lred to the previous year. 

BIFlek FInd green tea, both from the plant camilla sinensis, hFlve Fl tot<11 mmket 

share of roughly one third in Germany, loosing about 1.2% compared to 2002, The 

remaining 66% is Spilt up in the segments frui t melFlnges or fruit teas and herbal 

leFls FInd their blends, Furihermore one has to distinguish between flFlvoured and 

unflavoured herbal teFls. 

With almost 50%, the biggesl share is hemal tea In this segment 151.4 million 

packages were sold in 2003, about 14% more thFln in the pre~ious year. Fruit leas 

hFl~e an e~en higher growth rate with 20,2%, and a market shme of more thFln 

27%$"" 

Market Segments 20<l3 

1G.Il·,(:-.J_/ 

Figure 5 -17 
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5.5.7 Market Report Herbal and Fruit Teas 2003 

In contrast to the general downward trend for consumer goods in Germany, the 

market for herbal and fruit teas notched up a record profit for 2003, Herbal and fruit 

teas are "ill" -looking at the lat6st market data for 2003 from the WKF leaves no 

doubt about thaI. The positive trend of the years before does not only continue but 

the popularity of the infusions made form h6rbs alld fruits by the consum6fS grew, 

The WKF notifies ill a press stat6m6nt from th6 18,05,2004 that herbal and fruit 

teas sales increased by 8.7% in 2003, The total market for herbal and fruit teas is 

now as much as 36 950 tons, 2 964 tons more than in the previous year, which is 

roughly 900 million more cups of tea consumed in Germany." 

The largest shar6 of the market with appro>:.imat6ly 37% is mad6 up of herbal- and 

fruit-tea..tllends. This segmellt also showed the highest growth rate with 11.5%, 

attributed IT-ainly to the flavoured herbal- and fruit-tea-blends. With a volume of 9 

761 tons the growth rate of this segment amounts to 16 3%. Non-flavoured blends 

showed a positive telldency compared to 2002, and grew by 1 % to 3 840 tons in 

2003. 

So called "mono-teas' such as camomile, mint and Rooibos still form the largest 

segment of the total market with 23 349 tons and a growth rate of 7.2'% in 2003 

Particularly Rooibos tea enjoys great popularily on the German marneL Compared 

to the other mono-teas, Rooibos once again comes out on top with sal6s having 

illcreased by 60%, or an incr6ase of 1200 tons. 
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Figure 5· 19 
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5.5.12.2 Prices 

On the German retail market, Rooibos tea is sold loose, packed in 50g - SOOg 

bags or conveniently in double chamber tea bags conlaining 1 25g - 2.75g in 

packs of 10- 100 teabags. 

Prices vary drastically starting from about 1.00 E to 3.00 E for loose pure Rooibos 

and 3.70 E to 8.50 E for pure Rooibos in teabags_ Flavoured Rooibos in loose form 

starts at 2.50 E to 5,00 E and in form of teabags customers pay 1,50 E to 6.40 E, 

Organically grown Rooibos costs between 2.10 E and 4_20E'_ The researcher 

d€~berately refrained from calculFlting Flverage prices. FlS this 'NOuld give Fln 

inaccurate impression. Only a small share of Rooibos is sold in the more expensive 

specialized teFl shops or health food shops. On the olher side there are the 

discounters wtlO are able 10 sell privFlle label products at very low prices Here are 

some examples of Rooibos brands in large supermarkel chains in Germany: 

T ~ebnne pure Rooibcs 20 teabag' 2.19t 

Tee+::anne vanilla Rooit>oo 20 t eabags 219€ 
SPAR 

Tee\(anna caramel Rooioos 20 teaba9s 2,190' 
(region nnrth) 

MeI>rner vanil a Rooibos 20 t~abags 1,79(' 

Met1rn ... car"mel Rooioos 20 teabags 1.79.: 

PLUS MeBrn ... van . " Rooibos 20 taabags 1.55(' 

REAL" Tee~ame caramel Rooioos 20 taabags 1.BOC 

Figum 5 - 21 

The large differences in prices'"' are due to the different natures of the retail 

outlets. Supermarkets and discounters often offer only Fl limited mnge of different 

Rooibos teas and give only little or no advice for the consumers, whereas In 

specialized tea shops, the products are more expensive but retailers offer up to 

several hurdred different teFl flFlvours, allowing the customer to choose from a 

large selection, In specialized tea shops the customer also pays for the 

professional counselling by the well trained staff members, 

.•• "Ii= cO/Ccjoted too- 10[);), no _cio~ ncW<>:l 
-. "" "Ole .Jett~, Gem10n y 
... )'01ceo erq..; roJ J <ec:tf,- rrOOl o..,>e(mQ('et, 2 C()4 

'" 
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5.5.12,3 Availability 

The increasing demand for Rooibos lea in Germany over the last yems, and the 

change from beirrg a niche product for health conscious people only to a trendy 

everyday product, resulted in a change of the distribution system to the end

consumer. 

Ten years ago, consumers could only find Rooibos tea in assorted health food 

soops, dlug stores And specialized tea shops. Nowadays Rooibos is available in 

almost every supermarket, department slore, discounter, heAlth lood shop, 

specialized tea shop and even in some petrol stations. The availability at 

discounters, with their Hmited product assortments, especially, is proof of Rooibos 

tea as a common product lor the German coosumer, wh>ch he or she can purchase 

eas~y, 

5.5.12.4 Market data (Rooibas) 

Rooibos only recently gained enough market share on the German tea market to 

be worth mentioning. As late as 1 999 the Wirtschaftsvereinigung Krauter und 

FrLichtetee e.V.(WKF} did not even indude ITlFlrket data about Rooibos ill their 

annual reports. The first time one could find some figures about this "new trend

tea" was in 2000 when the total volume reached 1 300 tons. In 2001 Rooibos 

started its stJGCess story on the German market II'hen it grew by 108% to 1 450 

tons. In 2002 it kept its position as the fastest growing amongst the mono-teas with 

a growth rate of 31.9%. Not ceasing, in 2003 the Rooibos segment grew by 60% to 

3200 tons, making the teFl the fifth most popular tea in Germany. In 2003 Rooibos 

hFld Fl share of 9.4% on the tolFlllTlFlrket fortea, which is 19% of the total market for 

herbal teas: 
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5.6 The Organic Market 

For the purpose of this report the term "organic product" refers to products that 

have been independently certified as grown without chemical addition, 

5.6.1 Overview 

The global mari<et for organic products is estimated to be worth US $ 11 billion, 

which is equiyalent to 2% of the total food market. According to Nir::k Robins"" from 

the International Institute for Environment and Development. M. Blowfielrf'lO artd N. 

Robins eI aF"J, developing countries account for US $ SOD million, Europe had a 

share of US $ 5 billion in 1llilT'" and was therefore the world's largest market for 

organic products, Europe's most important product groups on the organic market 

are vegetables, fruits, potatoes, dairy products and cereals."" In Germany, the 

government has initiated a program, which focuses on converting 20% of the total 

German food production to organic methods by 201 0, Therefore an estimated US $ 

34 million has been allocated to inform producers, as well as consumers, of 

organic food Ilia new labels that are expected to increase transparency on the 

market 

The reason for the development of the German organiC market is concerns by 

consumers over chemical levels in both meat and vegetables. Organic products 

are generally considered to have a higher level of food safely_ In addition to this, 

the German health food markel was subject to change regarding the distribution 

system, Changing from the 'woolly socks·image' of the health food shops to 

modernly managed supermarkets, or 'market in the marker distribution systems, 

helped the industry attract new customers, Classic health food shops, as well as 

innovative new concepts such as the "Bio-Supermarkr, where customers can find 

a convenient. multifarious assortment of groceries in a pleasant shopping 

atmosphere, have contributed to the success of organic products, ' " 

'" 1l 1O r> Roo", 1997 
"" ~"'NIi.,IJ 1999, [I"",'" r ,_, ~ Re,,",w of ,,"volopo""_ ..-.1 I" ,, ", 
'" RoO;"" 2000 , WhO B_~"?, ;" Bo re'" 2002 F<XXl POO,,> 
, ,, IM l or , YlJS,efi :K:{);l ; " B",MI. [)",..,\C, H. rr;" Coo ret 20::>2. f<XXl Po licy 
,~ ~1<cnMon , Ho mm, W 'JC"C' , Rot, 1900, Or~c formir1\l 'n EL.<opo ooo oom, ,,, . "d ~oky 
no ~",-" "', ur ~,,"Hoo,O;.b'''''-' ''T''j S Y' OfUy, BO o S "P",",,,, 1e t, o..,l>en'->ri<l 
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In 2002 the German market for orgFlnic products reached a value of US :) 3.5 

billkln, \o\Ihich eql>FlIIed a compound annual growth rat(l of 13.3% over th(l IFlst 4 

years. This places GermFlny as the largest organic mFJrket in El>rope :'.\4 By value, 

organic products already account for 35.7% of the European market. 

Market researchers anticipate the German marX(lt to achieve a value of US $ 5.7 

billion by 2007, (lql>Fllling Fl compound annual growth rate of 10 2% over 5 years. 

Particularly horticultural produce meat, and dairy products will take advantage of 

the increased demanc:L'''-' 

5.6.1.1 Labelling 

Wher(lFls variou~ labels can identify global organic prodl>cts, labelling orgFlnic food 

on the G(lrman market i~ ~tandFlrdized nationwide by the 'Bio-Sieger. This orgFlnic 

label stands for the controll<ld prodl>ction and manufacturing of organic goods, 

which only certified products are allowed to use. Legal ground for the use of the 

"BiD-Siegel' is the "EG-Oko-Verordnung" (EC-eco-regulationf. The , Oko

Kennz(lichengesetz (Oko-KennG)" of O(lcemu", 2001 a[OJ th.. _Oko

Kennz(lichenverordnung (OkoKennV)", both regulFltions Flnd laws about the usage 

of eco-Iabels, of February 2002 lay down provisional penal and Fldministrative fines 

in case of improper u~e of the lFlbel 

Which products can be labelled? All unprocessed agricultural products and 

processed products that are inteod(ld for human consumption can be labelled with 

the "Bio-Sieger. The share of agro-ingredi(lnts of the manufactured products that 

Flr(l organi cally grown must be at least 95% The ingredients of the remaining 5% 

must be specified when applying for the label Imported goods can also be lal:>elled 

If they comply with the EG-Oko-VerordnUfIg and ar(l controlled 

The "Bio-Siegel'" also plays an important role for company Fldvertising Both pri~e 

tags, as well as, for e~ampl(l, ~helves that contain the bio product~, CFln b(l labell(ld 

with the organic lab(ll, provided thFlt the products comply with the regulations. 

Gen(lrally, the "Bio-Si(lgel" informs the consumer thFlt the labelled prodLfCt is 

OrgFlni~tly grown, FlS opposed to using conventionFll methods. 

'" Aoo,1'""",O' 'Wil, "" P- Mo"'" r,~ 01Cja'''' F,,,,j ~ Bever:>ge> . Inl« c.;"",1 T,O<1 . For, .." 
'~ [)ot."~"'b 2(XH. o."",·k c,.E! " c;.:."""y 
. De","" iEWGI No. 2G92i9 ' on~ oo" .. " " ';h,, 
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It does rtOt repjace the irx1ividuallabels issued by other associatiolls or companies, 

such as those of the "6ko-Allbauverbande" (associatkm of eco-cultivators) or 

private labels of producers,:O' 

The applicatklll for the Germall eco-Iabel is unbureaucmtic artd free of charge 

After only two years of intrcxlucing the "Bio-Siegel", 17000 organically prcxluced 

products used the label. However, despite all the advantages for the industry and 

consumers, one ought to be cautious, as the "Bio-Siegel" does Ilot gu~rantee the 

labelled product to be free of residues Although cultivation methods are controlled, 

tmces of pestlades or other contaminations in the I~belled product might be found, 

5.6.1.2 Market value 

The Illternatiollal Trade Centre foresees a continuing rise to take place in the 

organic sector of lhe food market in Europe. On the consumer side, Germ~ny has 

the biggest market for organic food products ,.,.;thin the EU, due to its 88 million 

inhabit~nts 3.", and holds a value of more than 4 billion E, 

Market researchers prooict that by 2007 the German organic food market will reach 

a value of approximately US S 5.7 billion. an irtcreBse of 62.6% since 2002, The 

compound annual growth rate of the market in the period 2002-2007 is predicted to 

be 10,2%. The market is set for a period of increasing gro'Nth. The ~nnuBI market 

growth is forecast to rise from 9,3% ill 2002 to 10.7% in 2006H
' 

Organic Food Markel V"lue Forecast 2002 - 2007 

f igure ,r, _ n 

~, t:<JQ 

'Q' .[)()(] 

~ :i. t:<JQ 

, ~ 

'" M~'Q(MC 20)4, I'.'obo l o 
,,"' !\"m lloC<T 200 3, Int ... "",k:<1, 1 food I"..cedle!lt, 

'" 0.. 1"""", I", 2003 , Orll'ri ' ''''''' ;" ""',,'" "1 

8 ,5 ',', 
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5.6.1.3 Market segmentation 

Organic frUit and vegetables with a current market share of close to 30%, in 

cOIljunctiorl with cereals, bread, cakes and pastries (26,3%), and dairy products 

(27.6%), form the largest part of the German organic market Organic dairy 

products, in particular, have rapidly gained popularity amongst consumers,"'" 

Organic meat could profit from epidemics in the European agricultural sector such 

as swine fever, foot-and-mouth disease and mad cow disease, as German 

consumers become more cautious when it comes to meat and meat products. 

Organic meat, with 11.2%, forms the 4'll largest segment of the organic food sector 

in Germany_ 

With a remail1ing 5.3%, all other segments are relatively small and play only a 

minor role in the German food industry. 3M' 

Organic Food Segmentation 

2.1% 2.9"/0 

Figur~ 5 - 23 

ElFruit & ~eg€t"bles 

.Oait)' food 

I El Bakery &. cereal . 

:OMe..t 
.Other 

ElJuice • 

• Reooy meals 

'" Joo"," am. 0.; ,.,. 1ndu , 1<Ic, .. ,.,,-""""'" """ Anony"""" 20(~, Oc"""" boom . , rlom .,-,j 9<""" 27%. Ooi ,.,. 
100001"><> .. tom,t"",1 

'" [M,,,,,,,,,,~,, l'Y1J, C>rgo" >o Fe<:Xl .., Gofrno"y 
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5.6.2 Distribution 

In 2003, one Ihird of all German consumers of organic food products went 

shoppng al heallh food shops, closely followed by those who shopped at health 

food specialists (28%). In contrast to conventional grocery shopjling, direct 

marketing plays a major role in organic food distribution_ 18% of atl goods were 

purchased through direct marketing, such as farm-stalls and weekly mai1<;ets, 

Conventional grocers such as supermarkets, department stores and discounters 

had a share of 9% on the organic Food-retailing sector, The share of organic 

supermai1<;els is only 7% and bakeries and butchers combined account For only 5% 

of the markeL" '-

M~rket Sh~r"s in Or~nic Food Retailing 

Figur8 5 - 24 

5.621 Bio-markets and supermarkets 

[] L~I"""')Z""'''_ 
IGroce<'o) 

• FIef 0,,,,'11., 15,,, ( I-\""II~ f ood 
~~) 

[] [Wekl,.,,-.-r«k'u,.,. ([Woel 

Ma kot ..... 1 

[] Bii o,,,,_ Metzg..- (s",e"es , 
S"'cr>ers l 

• N at,. ko,tfoc.l-.;/=c.il.Ofi 
IH .oIl1 food S;>e<:;,.st.1 

[] Bio-SlI;>efrmr'!e 1Or9an~ 
s"perrnarke1<) 

Organic supermarkets are found mainly at 1B locations' in cities and targe towns, 

More and more of these outlets Can be found in smaller towns with high buying 

power, In 2002 there were 180 organic supermarkets in German cities and towns, 

most of them having opened during the previous tr.-ee years 

'" K."" Bra"" Koo"nu,""at~at,ng Synorq;" 2003 
. Flet", 1 ""oocio loos _ ~al .<1>1. >qen" divide or ... ¥.;th ,bres _ o-.,t_"", occ~~ 10 IrJe n"",beI' of 

ooopIo P' "'''''' ~y , TrJe cI "Sil'a! loo 1A " "_i ~ul"," b 01",0'5 "" h the h;~! "''"'bet- of oc!enl; IOI e,,, lom..-, 
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According to a recent study, the market for natural food will continua to grow, In the 

year 2007 it is predicted that the number of bio supermarkets will increase to 350, 

IMth more than a 520 million;;: turn over.:'" 

Bio supermarkets are generally managed by independent businesses owning one 

or two outlets, In contrast to conventional food retailing, organic supermarkets have 

no standardized marketing plan and therefore appear individually on the market 

As IMth standard supermarkets, organic supermarkets offer customers comfortable 

and quick shopping using fkJor-spaces from 200m' to 1 OOOrn', Normally customers 

can choose between 5 500 products, which, in larger outlets, can range up to 10 

000 organic articles The range of goods focuses on fresh products such as fruit, 

vegetables, pastries and dairy products. Compared With conventional 

supermarkets. the meat sector is still under-represented. Non-food products have a 

share of approximately 10%, predominantly consisting of natural cosmetics 

The distribution of different product categories in 2002 was as follows:"'J 

Fresh prodocis 

Dry products 

Natuml products 

figu,,".~ _ 2.~ 

52.7% 

37.2% 

10.1% 

The percentage of regular customers is relatively high, although these same 

customers will just as easily purchase items in conventional supermarkets or 

discounters Only a small amount of consumers purchase all the goods they need 

at organic supermarkets, "" 

"' Eiozel'landel2004, W~b~ tc 
:"' KI'l!& [in", Kornmunikatk><lsberal.xi<j S~1li« 2003, !lel"",b,;oeqjl etoh Natui1<.o>t 
"" ib;d" U", s,"""""""t."' r"'ul" ... .,,~ 
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In 2002 the share of organic supermarkets on the entire health 1000 retailing sector 

was relatively small, with 16.6% Experts estimate the share will increase to 37%, 

or the equivalent of 595 million € by 2007. The entire market is expected to reach 1 

500 million € by that tirne 
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Market experts betleve the structure of the bio supermarkets already to be 

changing. The average floor-space will increase by almost one third and the 

product range will be extended to an average of more than 6 000 products. Typical 

attributes of cO!1ventional supermarkets, such as gooo value for money, targe 

product range and cO!1\lenient and quick shopping, without foregoing staff intensive 

attributes, such as competent consultation and service, will be even more 

characteristic for bio supermarkets than it is nowadays, Sales promotions, 

attractive presentation of the products, as wetl as the design and interior of the 

outlets will help the customer to enjoy shopping "" 

A recent study by Image Survey International, a German advertiSing company 

about decisiO!1-making aids for producers and wholesaler in the organic industry, 

investigated factors that are important for organic food retailers when purchasing 

their product range from the wholesale or producer. 

With 91 % the most important factor for the managers of organic food retail outlets 

is customer satisfaction, followed by taste artd high quality (88%) and consistent 

quality (87%), 
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Respondents with less than five years experience of food retailing found the 

availability of products very important, whereas the delivery period and frequency 

increases in importance with growing experience and floor-space, 

Organic labels are very important, especially private organic labels, which are 

surprisingly seen as more important than the governmental "bio-Siegel" 

Interestingly, only 39% of the owners of retail outlets find that prices are 'very 

important'. 53% think prices are 'important' and 8% of the respondents believe they 

play only a minor role, which leads to the conclusion that prices playa role but only 

in conjunction with other criteria. What is also interesting to note is that the product 

design as well as advertising are also seen as playing only minor roles.""" 

5.6.3 Customer Profile 

According to a recent study 'Bkl-Frische im Lebensmitleleinzelhandel" (organic

freshness In food retailing) by the CMNZMp·, only every second German 

purchases organic products, 72% of those customers buy organically produced 

goods 'sporadically' or 'rarely', 20% shop from 'time to time', Only 8% are regular 

buyers. 

Researchers think retailers might be more successful converting sporadic buyers 

into frequent buyers than approaching those who do not purchase organic 

products."" 

Young customers buy organic products more often than older people. In a 

representative slJlVey in September 2003, EMNID, one of the leading German 

polling institutes for market and media, found that 15% of the customers buy 

organic food because they want to live a healthier lifestyle 22% of those 

customers who do not purchase organic products are however still interested in 

organic quality."'" In a more recent survey by EMNID from 2004, consumers were 

asked why they purchase organically produced food, The following graph clearly 

shows that health aspects, followed by safety aspects and the naturalness of the 

products. are the three main reasons for purchasing organic food,"" 

"" ISI-St"tie 2003 In 810 s"P.,"" .... te 2004, OJ~I I:;t ~ ' , i~re" Pr"' , Wet" " 
• Ca,,~oI o fklf''''OoQ_Goocl"ll. n dci dc,,.,!,,,,, ,>q"","'<cl .. n .MII Zen"""' I.I~,'~ 'Hod P, .. ",...I,,>t<;teI. fo' 

_ Erze<Jg1i,,,, <lef L.,.-,:l-, for,~""" Eroohn.-ogs,.;rtsch"ft GmbH 
'~ Kreuzer ZOOJ. BIo-FM oche On lEH 
'" EMNII)-n;.tltul2():)3, O'oI»rometer 
"" h O" U<>bQ(omc1Cr;\ BOo S,pom1",'1C 2004, [4o i LiRl", ' i u"" P,"', Wet" , 
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Motivalioo for using organic food 
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Buyers of IlOn-organic food were asked for their reasons why they prefer 

oonventional food products. As mentioned earlier, the main reason is the price 

premium one has to pay for organic products. Higher prices keep more than half of 

the consumers from 'goil19 organic' Although willing to pay the price premium. 

19% of the respondents do 1101 buy the products because they have doubts about 

the aulhenticity of the orgal1ic nature. This is clearly due lo a lack of informalion on 

the valious organic labels on the consumer market. The third most often cited 

ansv.er was the sparse availability of organic products. However, one !"leeds to 

lake into consideration that some organic products are widely available in 

supermarkets, whilst others can only be purchased in specialty shops. 

Interestingly 8% of the consumers do not purchase organically produced goods 

because they are dissatisfied with the quality_ Only 4% of consumers buy organic 

prooucts due to the quality. These findings are summarized in Figure 3-28."''' 

1>, 
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Reasons for not purchasing organic food 

figuro 5 - 28 

5.6.4 Prices for Organic Products 

[;IBaJ a,ailabilily 

BBoo quality 

o Chemicals 

DOther 

• D<lup! about aUlhenlicily 

[J Price is too hi!Jh 

Chapter Five 

Coosumers have to spend more mooey for organically produced groceries than for 

convenllonal food Potaloes, in particular, have a high price disparity. The average 

price for 1kg organic potaloes (1.42\':) was almosl three times higher lhan for 

cOllventional potatoes (0.531':) One litre organic milk costs on average 0.971':_ 39~ 

more than conventional milk. Other examples include eggs, where the average 

price difference is 67%, and meat, for which customers have to pay almost double 

lhe price if it is produced organically.'" 

The price premium of lea depends on the type of tea and the place of production, 

and can range between 100% and 1 000% when compared 10 conventional teas. 

The premium price, especially, for locally produced herbal teas is ciose to 10 times 

higher than for conventionally produced products. 
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5.7 The German Consumer 

5.7.1 Shopping Habits 

A su!Vey conducled by lha women's magaZine Bnglne, analyzing shopping habits 

of German women between lhe age of 14 and 64, found thaI 96% of the larget 

population shop at ,hscounlers Only 2% of all respoooents shop at health food 

shops and dfJ/lcatessen often, but roughl y half nevar shop at thase places. 

Similar ratios apply to organic retailer.; Iproducer Where ooly 4% shop there often 

but more than half of the respondents never shop Ihef9 

Generally the resu~s of lhe !'.U!Vey lead 10 the as.su~!ion that German women 

praler to purchase thelf goods 0'11 'corwenbonBl' retail oullets instead of shopping at 

spedaliz:ed' rela llars -11,.1 

Pret",",, ~ Places 10 Shop 

_F"""~ -
". w....,_ iJ, ... ;:;. 

0 . ........ _ I 

.-
00/.5" 
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Shopping Preferences of Germans 

Figur~ " - 30 

On average in 2001, German COnSUmerS shopped for groceries 158 times. Thereof 

they went to a consumer market 51 times: they shopped at discounters other than 

Aldl 39 times: 24 times at an Aldi outlet; 29 times at supermarkets and 17 times at 

a chemist's,'" 

The marketing research institute ACNielsen found that Friday, wilh a share of 23%, 

is the most popular day of the week for Germans to do their shopping for food and 

non-food articles. "'" Germans shop the least on Mondays and Tuesdays (13%), 

followed by Wednesdays (15%) and Thursdays (18'%). The weekend is used by 

18% of all German shoppers to purchase their goods. The relative low number for 

Saturdays and Sundays is due 10 the restricted opening hours on Saturdays and 

the strict trading restrictions on SlIldays. Opening hours in Germany's retail trade 

are short compared to other European countries Shops are allowed to be open 

from Monday to Saturday from 8 a.m. to 8 p.m On Sundays onty outlets with 

speci<ll permils such as gas stations, bakeries and kiosks are allowed to sell their 

goods. A survey conducted by the online marketing research institute Olalego, 

published in the HalJde!sb!al(''';, fOlIld that 66% of the respondents wish for longer 

opening hours; more than 55% speak oul in favour of completely abolishing 

restrictions for lhe relail trade. 

",'. ACNic ~e.' H""_I",,, r ~ 2001 
-w 
'" ""''''lJO No,j .t D2!20:n 
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An opinion poll by the "Hauptverband des D€utschen Einzelhandels' in 2003 

puDiished the following results' When it comes to shopping behaviour, the most 

important factor lor German consumers is the price. More than half of the German 

consumers lay emphasis on comparing retailers and their prices and therefore 

shop at different retailers 26.7% of all consumers are even prepared to shop at 

cheaper retailers that are further away. The price of the product is for 79.2% more 

important than the brand, and only 19.5% of respondents state that they only buy 

the best quality 

When it comes to the purchasing experience the numb€r of consumers who lay 

emphasis on this is even smaller with only 9.5%, Less than 5% of all consumers 

follow new trends :M 

German consumers are well informed about the products they shop for and put a 

large emphasis on the characteristics of the groceries they consume. This refleels 

their drive towards longevity and th€ir h€althy tlfestyle. This is aloo the reason for 

the 910bal move towards organically produced food products.'" 

5.7.2 Price and Quality 

The German consumer directly links the price of frequently purchased food 

produels to its quality.:N 

However the correlation between th€ price and quality of food products, both in 

Germany and internationally, is only limited as the following graph shOWS:'50 

'" Hauptvemooo _ Oeut"'""'" EO-1Zclh.~, . nd O'C"""", 1998, Cho,,_S1ore_Aije 
'" Engehoch1 200-1, The><, 
... F.ukl,. lon " 2001, Jotxnol of Economc & &>;;. 1 R "".,..,~ 
... bd .. hb lo ~ 
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Correl3tions Price - Quality 
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Gerrmm consumers me very price sens:tive. This is "Iso Ih" ",,,Son why il is II"" 

that or'l"nic prodLJcls ,,'" ~r"f"rred to conve.1tional O.'leS by tr", consum",rs, wt are 

not purchased rlue to &",ir high" pric,,~ 

II poll by tre IlIlensbach markel re.,*,&rch inslij<lju revealed Ihal ~boul 75% of all 

Germans would like to live a re",lthier lit,,-slyle by flaling more organically 

produced food_ "'" However, they don't 

11 three r",pr",s",ntative SIJl'V"'YS duri,1g Ihfl I~~t dec~de (1994, 1999 and 2001) for 

the GernM1 mark",!, (;c,rm"" C()nSUmflrS slaled lr,at at le~st 26% of the food they 

purrM~e WfiS orgfl,1ic!llly produced "'., Howflvflr, menkel rlCltCl ShlWS Ir'fllihis is nol 

the c;lSe. The m",rket Shillfl lor OIg~nic food i.1 Germany doos not ",xc",ed 5%, The 

respondents' ilnsw",r, whicr 'haS il fiv,,-fold overslatement carl be ex~lain~ble by 

Ir,e high Quality image organ'c food ",njoys by G",rm"n consumws, Iflading 10 Ih~ 

e:XlrmOlJS eXilg'lflrilliofl of con~umption Michelsen ef ai, try to ",xplain this in two 

diff",rent ways 

r.~"~"",, 1 '1'1( ',.1-.0'.'00- . 0:;1, l ........ "''''''''· " I~"%" n·,. 0"" ,", ,I 
' ,'lel""'n 11."-,,, 'i,',"*' , R"", 1',"0 " \j""" Z <)3, r "",j Po;", 



Univ
ers

ity
 of

  C
ap

e T
ow

n

Chapter Five 
-----

Firstly there is the argument that 'the preference patterns of organic food in 

Germany would be similar to those of lUxury cars [ _.]""'2 What the author is saying 

is that the overstatement look place for the reason of social acceptance. Since the 

budget of :00 consumers is restricted, the market share of organic food is low. 

However, knowing that Germans on average only spend approximately 11% of 

their budget on fooo' and prices for organically produced food in Germany are on 

average only 1.5 times higher than for conventional products, which is likely to 

decrease once the consumption increases, this argument does not sound very 

plausible A better explanation would be that. even though there is a reflecting 

willingness for the purchase of organically grown products, "these refiective 

preferences are contradicted by market preferences."""" According to the theory of 

reflective rx-eferences, the price should not play such a big role in the dedsion 

making process wtlether to buy the proouct or not However, as reflective 

preferences do not always lead into a real willingness to pay, the market share for 

organic products remains low,"'" 

5.7.3 Tea 

The main reason why Germans consume tea is for its taste, However there are 

several other reasons wtly Germans drink tea, Most of these are in one way or 

another connected to health and wellness. 

The media is very important regarding opinion forming for German consumers TV· 

programs, newspaper articies and, particularly important, consumer magazines, 

contribute to a great degree to the consumer behaviour, Consumers react 

immediately to news and explanation by the media, 

A recently conducted research by StiHung Warentest found that black tea not only 

stimulates :he human booy (due to its caffeine content) but at the same time has 

relaxing properties as the tannins slow down the absorption of caffeine by the booy 

(depending on how long the tea was brewed)," " 

"" ~icl>e"',"" Homm, \Y)'r>en, Rof1 1999 .., ~'nn ",XH, "000 Pc",y 
"'G, .. I ,~, , .,,,,,,1 .m) '00"'''00 

'" ilru",,,, Lcm,",y 1 003. FI"n,z""ch", " M..-., 2003, Foocl ?oky 
'" oa 
"" SliftunQ Worenle,1 On l n. N)4, Tee fur K'~"" r "",) Scolc 
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For green tea the same consumer magazine found that it has cancer preventive 

properties "nd also "fleets the hum<:ln immullC sy~tem positively, """ /\s one can 

imagine, this type of news helps a produ<;t to establish a good image 

Particul8l1y important for the wellness seclor are fruit and herbal teas, They enjoy a 

great popularity on the German market. One reason for this is Ihe fact Ihat Ihey are 

low in calories. This property is highlighted in many publications by the WKF and 

other institutions, and consumers IFlY emphasis on it. 

Tm:,/wnnr: promotes Rooibos tea, as supplementFltion for juices Flnd wFlter, for 

children. Drinking Rooibos is Fl perfect way of balancing increased needs for liquids 

caused by doing sports and playing, 

Furthermore Rooibos is naturally free of caffeine and therefore can be consumed 

by children even just before bedtime.''" ' 

That Rooioos does not contain caffeine does not play such an important role for 

adults. Despite the fact that the cFlffeine in black tea leads to dehydration in the 

human body, there will be no harm for adults regarding the body's wFlter bFlIFlnce 

even when consuming higher quantities of tea.'''''' DrJllking tea that contains 

caffeine ill summer when it is hot and humid outside is even promoted by Stiftung 

Warenlesl to counteract low blood pressures 

5.7.3.1 Tea that Germans like 

Since the early 80s f lavoured herbal and fruit teas complemented the traditionat 

product lines on the German market Whereas during the 80's exotic flavours such 

as 'pina colada' or 'jackf ruil' where much in demand among customers, nowadays 

indigenous fruits such as cherry, strawberry, raspberry and apple are preferred, 

Also combinations of klcal fruits enjoy pOpulFlrity being mFlrketed under names 

such as 'frUits of the forest" and 'red groats tea'?''' 

Over the yeFlrs the image of herbal and fruit infusions changed drastically Herbal 

and f ruit teas are versatile and "trendy" They are used more and more often as 

ingredients in sophisticated recipes for desserts or cocktails. Particularly in summer 

iced-teas made from herbal and fruit infusions enjoy growing popularity 

~ St,fiJr>;l W. re ote,t QrjOe ZOO4 , Tee tur K(;rpe< '-"'"" S .... 
,,, TeeK"""" GmoH 20l)4, AU"."", Root:<>, 
""' Slift"" ~ W""" I.,t o-,,; ,~ :>004 , T"" uOoj K" II"" . ," ~ "oge" do, [l(...-,I 0. ' and T<in ,e, Redl i ch auft""'" 
'" W;""(;, .rt" ..... ~go.-.;, K[", "" ,,,'" FrUchlelee eY 2,03. P"''' ~.("'''' 
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The most popular tea in Germany is still peppermint. followed by chamomile, rose

hip, and fennel. With a growth rate of 60% Rooibos lakes on fifth place on the 

popularity scal" for tea amongst German consumers em 

Havirlg a sham of approximately 60% in volume, herbal and fruit teas form the 

Largest segment of the German tea market. Consumers in the eastern statf'lS of 

Germany are patiicularly fond of herbal and fruil teas. More than half of the eastern 

German population consumE!5 tea daily or sal/Elml times a week. In the western 

slates, still one-third state that they consume tsa dally or several timf'ls a week, 

90% thereof in form of teabags 1'1 

In a survey conducted by Bn,!la Bade in cooperation with the WKF, students wens 

interviewed about their tea cOrlsumir.g habits, in particular for herbal and fruit teas. 

The results confirmed that there is no Significant difference betwef!n thf! 

frequencies and quantities of tea consumed by femate and male respondents. 

Furthermore the research found that them is 00 connection between the age of the 

first consumption of herbal and fruit teas and the frequf!ncy and quantity of thf! 

consumption later, However the frequency and consumption of the tf!as is strongly 

linked to the time of thf! yf!ar. Tea is traditionally consumed as a hot drink, mostly 

at home. 

Parlicularly in the cold season consumers like the heating effect and nice smf!11 of 

tea and therefom consumf! much higher quan@es. Also interesting to note is the 

fact that the least tea is consumed in restaurants and coffee shops. Them, people 

traditionally consumf! coffef! and coffee-like hot drinks. Generally, tea In 

combination With other drinks, such as tf!a-fruit juice blends, plays a minor role. 

The main reason why herbal and fruit tf!as are consumed is clearly for their taste 

and the enjoyment for the consumf!r. Howf!vf!r, mspondents do know about the 

health benefits of spedal teas such as chamomilf! or fennel but do not put 

f!mphasis on them as much as on the taste. One could say that consumers drink 

tea for f!njoymf!nt and 9f!t the Imaith attributes as an added benefit. Lastly the 

research found that the reasons why people consume herbal and fruit teas are not 

significantly different for men and women, v' 

~'Wif'<,""f""c.-c'"1~ Kriiute< ",~ FruOllte<"" e '., 2';03. W''' , .. . . ,,"' 
~ 'i bid " ,.....-,,,,, , "" r1<. e< report,..-,oj gn g;~e 2';';" ~~ 2C<J2 KO"'''''Hi'"'"""",,. ~'c 200,2 
~'9",1 . 19'J<!, "eN'''''''''''' ",,1 ... ";ilY,,,,~,,>I,y~ "*il-.o SOO",I"»1 ~rolutef lXld Frj,"te<oe 
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5.7.4 Consumer Trends 

New consumer trends and innovations seen on the world food f~ir ANUGA, held in 

Germany in October 2003, were summ~rized in Intemational Food Ingredients with 

GIlly one word: convenience. Consumers like "[ .l(e)asy-open packages, longer 

shelf-life containers, ·sm~rt" products, and easy-la-use foods [ ... r"'. Convenience 

also stands for ready-made fooo products, but with top quality. Regarding the 

packaging of food products, trends go towards stylish, informative, and often 

functional packages. Being envirGllmentaly friendly and the ability to be recycled 

are also important factors for future packaging.'14 

But by far the more important trends are found connected to the products 

themselves and what they are able to give the consumers, 

5.7.4.1 WeI/ness, health & fitness 

The term "wellness" was brought to Europe in the late 1980s as amther variety of 

the American fitness movement. Today we kmw better. Yet an exact description of 

the term is difficult. Wellness is about the interplay between inner balance and 

physical welt-being, 

tt has to do with 'letting go', 'knowing oneself' but above atl with calmness and 

pleasure. For that reasons tea in particular is a perfect product to find to a new 

wellness orientated enjoyment of life,'" 

Wellness is rated very highly amongst Germans. '" As the health and wellness 

trend contilRles, manufacturers are seeking new uses for tried-and-true healthful 

ingredients.''' This is highly influential for what Germans consume, Against 

misconceptions and prejudice towards Germans' food diet, it is not as heavy and 

unbalanced as commonly believed. Willi Pfannenschwarz, owner of Seitenbacher 

Natural Food Factory stated in an interview that German consumers have "a firm 

commitment to natural foods and organic products" " . 

m """"y,,,"" ",)OO-O , "'~UGA. t>ri"!l' lhe good lim e, back , ,", ... ",1""'" F_ I,," _ eo(, 
' " bd. 
", Oeu<""'er TOOYerband oV :1004 , 0", T ....-n or" <1 Deu"c~ " n~ ""~ WoI ln o" , Web" lc. 
". ~9''''' 2003, Gcurnet Rotai ler 
"" E . ... "I)O. Meu ",,:/003, Got, ""," Reloiler 
'" ~"" 2OOJ, Gou m'" R,,",'~' 

163 



Univ
ers

ity
 of

  C
ap

e T
ow

n

Chapter Five 

While enjoying traditional food. the 'German diet' is rather diverse irn:ludir>g "all 

sorts of ethnic foods ".m 

Another proof of the balanced diet of the Germans and their health-consciousness 

is the fact that they are the third leanest population in Europe, 

Not or1ly food but also drinks belong to a healthy dieL Mineral- and healing-waters, 

as well as cool-drinks, ~ay the largest role in Germans' soft-drink diet. of which 

roughly every consumer consumes an average of 110 litres per year of Doth The 

third largest segmenL with a per capita consumption of 40,S litres per year. is frult

juices and nectars, In contrast to other European countries spring- and table

waters play only a minor role. Here the consumption lies at aDout 5.7 litres a 

year.""" 

Interesting to note is that the consumption of soft-drinks increased over the last 

years. Particularly spritzers and energy drinks are Dooming (424.5 million lilres 

spritzers in 2002). '" ' The trend goes towards "red-spritzers" made from juices with 

a red colour, and "wellness-" as well as "sport-spritzers- Some of the trendy drinks 

are enriched with vitamins and other additives. Another trend is "near-water

products", These are fiavoured or enriched water drinks without carbonisation. "" 

For a natural and health conscious diet the WKF recommends herbal and fruit 

teas, '" Furthermore the associa~on promotes those teas for their 'f itness-factor' 

Especially in spring, many people plan to eat healthier and do more sports to get 

fit Here as well the WKF recommends takir>g care of the important liquid 

household of the body by drinking water and unsweetened herbal and fruit teas, as 

they are available in many different flavours and contain no calories. ""' Fruit and 

herbal teas also help the body to replenish It with important minerals lost during 

sport."" 

Compared to juices arJd lemonades, teas contain no sugar al1d therefore no 

calories, Herbal and fruit teas are mos~y caffeine free (except Mate or teas 

containing guarana or cola nuts) al1d can therefore be consumed at any time of the 

day in any quantity ~'" 

~' r ..... ~ "'" 2003, Go..-" ", R",,,, ,,, 
'" Gc""I~ft fLi( K=cmerfor, eCo-ig z.:;·03 in s..,,,,,0n<. ~I" 2003, rkoi1<cl M . '·" , ,,. P 14 
'" Gc""h choft 1lir Km.....-nerfor.cru-.g 3'>\l3, UK "''' ".-'''', , ,,"", 
.~, SevenOr>e M« h 2003. r.b'kel h>:Ol"'" p. 14 
,., Wi~,h "f"' '''' '''' '';'' ''''Q K,"'",· und F,UcI1tc'oc e V 2003 
'" '''''.I., T, "'" '0"' 1m T '",",,""k'" fUr T , ,,,",m "n~ 
'" lOki F;' '''; , Krol",or ...-.:l FrCc~t~oeo 
"" iW .. Fit ,,; , Kr(\ule, ,,,,1 F,Ur'~lot .. s 

164 



Univ
ers

ity
 of

  C
ap

e T
ow

n

Chapter Five 

According to the recommendations of the German society for nutrition {Deutsche 

Geseilschaft fUr Emahnmg c.V.l everyone should drink at least 1,5 to 21itres a 

de, 
Herbal and fruit teas are nol only po5itive for phY5icai fitness but also improve the 

fitne5s of the mind, If the cells are sufficiently supplied wilh liquid the metabolism 

is able 10 excrele harmful 5ubstances beUer, the skin looks fresh and energy levets 

increase."" 

Wellness-teas as hardly any olher new produci group, e5tabli5hed very well within 

the last two years. Generally wellness-teas are blerlds from herbal arldlor fruit teas 

e5pecially developed to make one feel good 

"Feeling well and fitness", health and jaie de vlvre are the main concepts behind 

wellness-teas In wellness-Iea5 two seemingly unrelated origins are uniled: Firstly 

the US-American belief that only a physically well trained body can house a high

energy mirod and secondly the Far Eastern belief that physical energy comes from 

a powerful mind and harmony of body and soul. Modern wellness-teas combine 

k[){)wiedge from old cultures with the latesI results from modem sciences, 

Thai is why nol only ayurvedlc herbal teas from India, the South African 

Honeybush and Rooibas tea or Ihe South American Mate found Iheir places on the 

market but also new blends of less exotic herbs and fruits such as peppermint. 

balm, rose-hip and wild herbs from the Alps help people to feel well. Most grocery 

retailing markels offer a vasl variely of wellness products so Ihat the consumer 

need only choose which herbal or fruit tea he/she prefers.W, 

Rooibos fils particularly well into the wellness-scheme Relaxing and stimulating 

properties are claimed attributes of Rooibas lea. The South African nalional drink 

Rooibos contains mineral nutrienls and trace elements as well as vitamin C Ihal 

help 10 protect the human immune system Rooibas conlains only few tannins and 

Iherefore has balancing properties, The secret lies in il5 nalural ingredient 

Querr;e/in. It has a relaxing and antispasmodic effects on the human body by 

supporting the horrootle Serotonin"" 

~'WI_h .fl""'''' '' .;,o-1q Kra",,, L.<"od Frld lot""" eV = 3, Irnme< och6n m'''j ",I F,iih l rq;CjCfUl "li c 
1.Ie!" Wd no", tr,,,,,, 

"' 10, 1., [loj~= """ clem !!eche< 
"'Mrl>cho.tI>ve"'O'JU "D K,"'~"' , .. I F" ,d"e l«o cV ;,:}I)4 , Wol"Ii oc(,,_ pu r 

'" 
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The !;ense for healthy plOducts is elready farmed at an early age Health and 

nulrillon educa~on as well as upbringmg by the parenls are Importlnt faclOl'5 for 

the senSEI of heAlth IAlel on German children between 6 and 17 years responded 

10 the question "What IS heallhy nulnllOlll'- your opinion?" as foilowlng·3;IO) 

Perception" of Hea" ,,;ness 

Children And toonAger already associate tea with a healthy nutnliDn. This os 

certainly !he case due to upbringing and education in school and everyday tife 

Often dlltdren are e~posed to radiO and TV advertsing as well as artides aboul 

healthy nulliijoo and diets in magazines Not 10 mention alt Ihe banners and 

dfSpl<lYS Inside and oulslde shops that advertise healthy products 

5.7.4.20rgantc 

Not 100 long ago organic food in Germany was still synonymous for misshapen 

looking vegetebles arod frUits covered With brown bumpy spots For1unalely food 

re\<lilers were able to OII&fCOfTle Ihls negahve Image of organic products by offering 

good ClLI<lIII)' products on attractive displays to the picky consumers. 

But wh<lt <lre the reasons for the success of Dtgan'tcally produced products on the 

German market? WlthC\Jt a doubt there is a high level of corlcerns about 

environmental Issues by the consumers.)!;' 

'" ""''''1'''''''' 20:14, 'TRENDS' R_ ... ~, '0' ...... '''''''' JO<Jrn.1 of Mv",",O:-.g & ' ..... ".1<>; ,,, CN","" 
, .. "",,"V'ovs 1(193, Or~c I000o ~ " h .'WO, F",,j ..... ""r"""'. 
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Chapter Five 

Germa" co"s~mcrs b~y orga"i~ products because tlleir produGtio'l doe5 'lot 

pollute water hy usin~; l"rtili1"rs Hnd p"~licides 0" t~;e ollwr ~"Ifld. pllrsonfll 'l"HIl~; 

rHetors pl;]y;] big role such as the rear 01 animal di5ease5 like mad GOW di5ea5e, 

swine fever and fCXlt-flnc-mouth dis"flsp. HHrdly fI mo"lh pass,,~ Wi1'lO~1 hHd n"w~ 

for Ihe ~lt,a-se"sit'IV!'~ Germa" ::;on5unoers to d'(jes!." '<' 

Hm,vevflf, most 01 Ilms" r"flSO'l~ do ,wi apply to tea. It m,ght be the C;]SP. lila\. 

apart from the 5i~;niliGantly higher pric"s tm org,,,,i<. I"", 1I1i~ i~ Ihp. reHson I·my 

orgH"ic t"H is 'lOl fI~ "-'-'8cp.ssrul on the Ge~man market 015 otr,er org;]'lic pro<Juct5. 

5.8 Interview Findings 

Three of the companies i'lterviewec, "flmely Kriiuter Mi~ GmbH, MEl/tin fJEluer 

IIoMln" H'HJ Geb! Wollenhaupl Gmbl I lall into the ~ate(jory tradin!J companies, 

T~;e lourth <oompH'lY, (J,'t,'n'e"i""he i'eeqesc.iJschaft mbH ca'l be referred 10 as a 

specia/izcd lea Gompany. This inlorrnHtion is impo,I",,1 H~ 1'1" difl",,,,,1 "fllur"s 01 

com p;l'li"s lead to d ifiere"t points 01 V'teW ,ce~; a rdin~; some of the topi ~s, 

The people who were inter,iewed al the mmpfI"ip.s HrP. lisl"d i" Appendi~ 11.2 

Interview" 

As so:TIp. ',,,tm:oot>:)'] extr;]cled rrom the inte.cviews are of a cO'lfrdential nature. tile 

opinio"s HI-..::I stflteme'lls of I~;p. i"l"rviewee5 on tilese impoltant tOPICS are only 

give'l i'l a summarizec form, witr,out sp"<oii;<o rererP.'lCp. 10 a"y pa~lic~lar pP.rso" 

5.8.1 Industry and Market 

"> The German tea i'ldustry Wfl~ described a5 being very 80:npetibve 

!- Call"" d-""s 'lOl mmpP.te dire8lly I~itll tea, however i'l some se(jm"nts, for 

i'<StanGe in the r.<ltflfinG i'HJuslry. 80rree 11;]5 a stl'Qn~;er positKln than tea due 

to its more cO'lve'lie"t ""lurP. Thai is why only 4% or tile tea 5ales are 

(jenerated i'l this partiGulflr mflrkp.t segme"t Coffee is also used to atlra8t 

custo'l'ter5 to cert;]i-1 retailers. Wherever coltP." is :>old d;P.flPllSI, cuslome,~ 

Hr" Hllffldp.d ""d ~;op"ful'y ge'1erate addit'Kl'lal business 
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• People of the northern part of Gennany, called the Friesians. Black tea consumption in this area is above 
average . 

•• Publication the .Gesellschaft fur Konsumforschung, Nurnberg Haushaltspanel2003 
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Chapter Six 

6.1.1 Student Demographics in Germany 

To fully urlderstand the sigrliftcarlce of this survey it is rlecessary to know some 

demographics about Germarly arld its studerlts: 

Irl 2002 there were 40.344 millicm men and 42.191 milliorl women livirlg irl the 

Federal Republic of Germany_ 12% of these were between the ages of 15 arld 25, 

the largest age group was the 25 - 45 year group. 'DO 

Population by Age Groups 

Figure 6 - 1 

't:l" .... 6 

i- G-1 ~ 

,015·25 

' 025_45 
_ 45_65 

t:lG~ .. " '-' 

Irl 2002, a total of 38,2% of the populatiorl group 18 - 21 year aids were eligible to 

erlter urliversity (Higher Natiorlat Certificate 11.4%, Urliversity erltrarlce 

qualifICation 268%).'"'' 74% of all Germarl high school graduates with a Urliversity 

erltrance qualification received in 1995 had enrolled at arl institute of higher 

educaticm untlt the year 2002.011' The portion of university entrants of the total of the 

same age group was roughly 40% irl 2003, "". 

The average age of Germarl urliversity erltrants was 22 years irl 2002 arld the age 

of graduates was 29,"''' 

no c;.,,-mony. f',"_ 31>11,1,,," orr,," 2004. Popejaioo, by ,ex '"'<l (;. izcf!<ihip 
- Goc"""Y. Fcdcr;;;,i 5tltisiool OIr= 2003. Ho<:h>cf>.j, I...-.lorI Deut>cn~, p. 15 
"";bid 

'" ibid., I\kluele EfII"'i>n;,;,e "'-" d..- 5100",,1""'".t;,;(I' fLO- 'k" IM ... ",,,,,,,,,,leo' 20(lWOO4 
'" tid" cu,d.., III,1Oit", "", 3W",,,,,I;; ,,,,, 
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The lolal number of German institutions of higher education was 373 at the end of 

2003 103 Universities, 6 Colleges of Education, 17 Colleges of Theology, 52 

Colleges of Art and Music, 164 specialized colleges of Higher Educalion and 31 

colleges of Public Administration,"" 

A=rding to preliminary results of the Federal Statistical Office of Germany 

(Slallslisches Bl1ndesamt) the number of students peaked in the winter semester 

200312004 with over 2.028 million students. This is an increFlse of 87 000 studenls 

or 4.5% compFlred 10 the previous year. Currently 47.4% of all students are 

w::>men. 52.8% men.]'" 

In the Winter semester 2003/2004 Ihe distribution of students at the different types 

of institutions of higher education was as follows:'''' 

Figu", 6 . 2 

Institutions of Higher Education - Student 
Distribution 

• 

'_Il8"'J. 

I IJ unJV"""'Y II 
: ",."",,-,", 
i DCoHeS:jeof tl"OOogy : 

I OC,.Ieg,ofarlandmuslc I 

I .Spoc,allsoo e<:>1£l9"3S of higher oollC""OI" 

: 0 C,.Ieg, of public admi ri st,.'ion ! 

- Ge'l11,ny. Fede", 5t.t" t"," C(II,.., :1003, I k)t.,,,"'J".ndrtl D<oJt>et-j ,,,,j, p. 13 ond Gefrno,,", Fedef" 
SMi,""" Ol/'."" 2<.-.l1, ' '''''''''''', Sd . " ,,, .nd C"~ .. e 

"" ibid , ""tu ."" ~'9")ri" • • ,,'" ,!of Student • .,. t",,,,,, fur ~o, W" t ... ",,,, .,ie' =/200" 
'" I"<l 
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6.2 Methodology 

6.2.1 General Approach 

Due to limitations regarding time, budget and wide distribution of the sample group 

the following approach was found appropriate and employed 

Firstly a number of assistants were needed to initiate the research in German 

universities chosen for the survey. E-mails were sent to personal acquaintances 

and friends of the researcher, irJquiring whether or not Ihey would care 10 assist in 

the survey The e-mails contaiood a brief description of Ihe research, the lasks the 

research assislanl woukJ have to fulfil and the required time ~wotved They were 

also asked to suggesl further potential assistants, who might be willing to 

participate. 

Via Ihis method 37 people were approached to cover all areas of inlerest for the 

survey, of which 22 agreed to assist (see Appendi:! 11,6 Results Research 

Assistants). 

An envelope conlaining a cover letter, giving a short overview of the survey and 

briefing the assistants, a self-addressed stamped envelope and a number of copies 

of the questioonaire were sent to the assistants (see Appendix 11,7 Cover Leller to 

Research Assislanls (German) and Appendix 11 9 Questionnaire Gennan) . 

The cover leIter described precisely how the survey had 10 be conducted, who the 

target group was and how they had to be approached' 

The proposed method of distributing the questionnaires was to hand these to a 

whole class and to collect them aller Ihe students filled them in, This helped to 

leduce inconvenience on behalf of the assislants. Furthermore. there was a two

week deadlioo, by which time the questionnaires had to be sent back to the 

researcher. As an incentive to send back as many questionnaires as possible the 

three research assistants returning the most completed questionnaires were 

offered a small prize . 

. The rc, cO(d1 ",~smts _e "" ed b h ... 1 .,~ ';'''"''''' '''' ' ' re, ,<) on-; " ,0001 .. I~ "" un "or,' y, ' oo;I'YdI "", ct 
Ih~ n~<l n o -;M' of , t,,,", 

'" 



University ofCape Town

'" 
f) ~;;-U;'C -"" "1;0' ., ,, , "" 'I "')', ""1' 0 u ",. ""'.'"~ "J I.' J< li P IUno ~ ":00 ~ " ' 00:) ' n ), ,' , 

,el:c8~" '[66 ' OPL! "' fY'i'j "_",a ",_ 

S;3il£lIUOIjS;Jrlb ~alaldwo~ ;lU) UJnpJ 0) S)UC')SI%B alII 5uqdlUOJd 

'lU"~ 0'_'1" "'(1M '_'I'HlL>-Ol ",,'(lW"Jj "WII ~I!H UI~I'M sfjJI,euuoljs;Jllb illl) U.InPl 

0) "'1I!lU<'~U! ue se P;).lallO "'PM sazud pUH 1"'-> '_'''M jlWl1 aWl) e 'S;J_II£UlKJIlSanb 

;JlIl . 0 wlllaJ Ap[};lc!s £ 8mSlI;J 0.1 ',.plIoci><'J OJ 'lp.np<~lpUI r)u~p"n~Kld 

;oJ "P"P" lU"'~'1I" tJUH I"JdxJI ISOlU "~l. 'SI W )d UQ!J!G OJ 5lHpJQTJe 1<'))<'1 );00110:) 

;lUI -W(lill oJ '_,ajleUUOI1~(",b "til r-:'JlpU"'_< 01 '''-'u ~alJl)ou <lJ;JM sluqS:SS~ lp;e<'S<,.I 

'sAq'lp p:Q~~ 0.1 "",';:0,11 IB.')11,11B1S JQ;J~ OJ "'1"1 DOl ~aLU:11aj SfjJleuUOIjSdilb S£ lIaM 

S£ 's<'leJ <,suods'lJ MCj 'lpnpul s,\<'~Jn, IIBW fiu'.l::lrlpUDJ U"~M sw,·~q()jJ lKJlUWD:) 

.llolS "~je:··~ 

4J"'1l'~'""'M EUII'U~ 

"", l"~ 11 "'c'~'S 

OU<ll ~~,~ "' ~~ 

"" e lll.~(!I .. "ell>1.I4:1 

"'l~uc:' ~LJlISIj'l:J 

"4r:~ ~lI"~")S 

zln4JS """",oa 
q",wPS P·J!l 

jJLJJa~ ",,,'»&8 

' '''.rlS~jd '''f''''''3 
"'11&JG4'J111 .l1.l41~~ 

llllJLPS LJI'lor" """"J 
Jaa'~Oil lIe4c1 ~lS 

'PIS ~Il """ "" 

""'"11.', &1I'm 
I~ P.IS Im ,,"'1 

l&sa:J ·",;ad 

~f"'< <J """l"':"~ 

are~ asuodsa~ Z'Z'9 

G~g-(8" 

(:87 _. ~vv 

Cv,-9~t 

.. ~ .. I~ 

08[-19'C 
W,C _. I~~ 

O<;[-~~( 

0 .. [ - ~i:l 

,.7;(;-U£ 

(:~[-6g 

8a-'~'I~ 

[)0(: -~H 

,. .. ~ ~!11 

OCI-,'~~ 

1><; I -!8 

~8 - OL 
(;!; .. ~~ 

~~ - 8~ 

U 

'ON a,,~uuoll~~r>O 

i' 9 (unfi.'.f 

"a'.un}3J '.,aJleUU0<l~aIlO 

's)uepl%e ,(; ,\q P<"JJIlI'lJ 

'lJ'lN, 6,911011lN, jO 'Sluq,l,se tpJe'l,'lJ (;(; 0IIU", DJ"M ~DJI"Ul"'.I ~'lrlb S81 l"jOj UI 

'auo JOJ ld<,~x'l 'S~'l<'~"''' UllljW, 6uIUJIlj'lJ 

~"'''J r"itJIUIHWDJ (ltll '11'M '11l\J!1 (llU!l F'S (llil U'UI''"' ~(l~IJJH ""')JIHUu("~'lrlb j~D ~"J 

)C!S .I3,drll::J 



Univ
ers

ity
 of

Cap
e T

ow
n

2 

were 

an.,.....,,,,, were 

403 Dillon. Madden Firtle 1990. p. 266 
- ibid .• p. 278 

Thesis Tobias Gress 

a 

were COm[Uel:ea 

as 

error 

more was 

was 

on 

as 

it 

was selecltea 

or 

1 



Univ
ers

ity
 of

Cap
e T

ow
n

It was 

were 

as TO""'''''''' 

in 

- Churchill 1995, p. 644 

Thesis Tobias Gress 

was 

were 

consume 

on a non-

a 

1 



Univ
ers

ity
 of

Cap
e T

ow
n

Research assistants 

6-4 

uelstlCInS were 

POiSSIlOle answers - were 

in some cases 

1, 3.1, 

- McDaniel, Gate 2004, 
407 Dillon, Madden Firtle 
- McDaniel, Gate 2004, p. 
- ibid., p. 246 
410 Aaker, Kumar, Day, 2004, p. 320 

were as 

R 

R 600 

R 

and statistical "'n:~''''m''' R 1000 

are 

nn,~n._"'n,rI"",rI answers were aooeiO 

.... nn"'''''''' 409 were in 

Thesis Tobias Gress 1 



Univ
ers

ity
 of

Cap
e T

ow
n

uelstlclns were in Quest:lorlS 4.1 

reason a 

were 

more CnjDICl9S, 411 

n;nr .. ,><r>TC a 

were 

2 

in success 

was 

in 
415 

answers 

were 

In some cases answer 

answer, 

same Ca1[eCIOrles were a or 
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418 Dillon, Firtle 1990, p, 427 

Thesis Tobias Gress 1 



Univ
ers

ity
 of

Cap
e T

ow
n

were 

were 

't ..... .,. ....... an 

if 

no 

in 

were a 

were 

answers, f1ic:rr,dOOn:::anri""C:: were 

answer on a 

answers were 

as """'rnn .... ' answer, 

r obias Gress 



Univ
ers

ity
 of

Cap
e T

ow
n

as 

some cases r"oc,n,."nr!onh:> 

was 

a 

In 

one in 

Thesis Tobias 

answer to 

a 

answer was 

A new 

.ur"TTc,n answer was 4 

answer was 

in summer: answer was ,... ..... 'ne>'f1'" 

answers, 

answers were In 

were 0;;;"'''' ...... 0;;; ... 

a as 

more one 

Oe>I·' ........ e> were 

was 

was or 



Univ
ers

ity
 of

Cap
e T

ow
n

was 

if 

1. Was ist deine momentane BeSCI1BI1f1gl Name und art der Hochschule is 

yourcunentoCt~u~,a~~n 
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2.2 Wie oft trinkst du Tee? 
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2.4 In we/chem Ma8e achtest du beim Teekauf auf. .. which extent do you pay 

attention to the rOII'OWlna when UlJIV'U'l1I 

answer was 

if I consume .... "' ......... , ...... '" case 

3.1 Trinkst du Roolbuschtee? (RcltbIJsch. R'OOlibo,s. H:OO/re,IIJ 

I 

3.2 In welcher Form trinkst du Rooibuschtee am ftii,lltl'nI_cl'An 

lY'''C~IIIV drink Roolt.IOS 

answers 

you drink Roo/bos 

I ...... ""'nn was 

what form do you 

3.3 Woher kommt der Roo/busch Tee den du trlnkst? ,"" ..... - Is the RoO/i:JIOS, 

QUleSllon in 

4.2 In welchem Ma8e stimmst du diesen Russilge'" zu: 

agree with the folJ'owlna SratreinelrJrs 

<Alt,.,."h., ... or 

sources 

13 

which extent do you 

Thesis Tobias 1 



Univ
ers

ity
 of

Cap
e T

ow
n

none 

• 
• 
• 
• 
• 

• 
• 
• 

• 
• 
• 
• 
• 
• 
• 

• 

sex 

5.1 Geschlecht ( 

was 

"'LLA""'''''''' was 

5.2 In welchen Bereich lasst sich dein Studienfach einordnen? 

your studies 

it. 

consumers. 

itis 

T oolas Gress 

which cateac,f'V do 

I answer if 

one 

1 



Univ
ers

ity
 of

Cap
e T

ow
n

• 
• 
• 
• 
• 

• 

• 
• 
• 
• 
• 

Thes!s Tobias Grass 

are 

an 

are 

i"I.c,n.c,r",1 is seen as a"""::;;;""" 

as a 

more 

was 

were avalli80lle 

sex 

in 

consumers 

a 

consumers 

consume 

were 



Univ
ers

ity
 of

Cap
e T

ow
n

is a nnnn'", .. ".rn,QT .. , 

as 

is a 

is a 

is 

is 

same 

z 

is 

on 

A > B can 

assumes 

an 

or 

is 

Inl'l,rl:lTlnn was 

IInI3V··le:,,( is 

SS()Glj,m(ms in cross 

~i .... 'nil~i .... ~~nt ""l'Ito .. ,on,~o~ in mean scores were 

ora 

• ANOVA = Analysis of Variance 

Thesis T,:;bias Gress 

was a t"',,",I"lTlr .. ;;.n 

1 



Univ
ers

ity
 of

Cap
e T

ow
n

6 Chapter Six 

6.3 Quantitative Report 

The main purpose of the questionnaire was to detelmine the attitudes and 

behaviour of German students regarding tea-consumption and -purchasing, with 

particutar focus On Rooibos tea 

The quantitative report discusses the resutts of the quantitative research and 

statistical analysis. The relevant hypotheses fOI each section will be presented at 

the begirming of this discussiort, followed by the findings of the quantitative 

resealch_ Conclusions will be dlawn based on analysis in the context of the 

firtdirtgs of the qualitative report 

The report begins with an examination of the sample demographics, providing a 

backglound to the lesealch lesults, as well as any urtderlyirtg biases. 

6.3.1 General Information and Considerations 

Of the 519 questionnaires 516 were used for further analysis. 433 of the 

respondents stated that they consume tea and therefore fall into the group of 

people who had answered questions concerning tea in general 234 of these also 

consume Rooibos tea and therefore completed the whole questiorlnaire. 

As the sample was restricted to students only, discrepancies might OCCUI when 

projecting the results to the whole population_ 

Firstly it can be assumed that most of the respondents are between the age of 22 

and 29, as this is the average age of students in Gelmany_ Therefore onty a small 

age bracket IS examined. Secondly, students do not represent the targest portion of 

this age bracket in German demographics_ Furthermore, applying sampling 

methods to assume that the whole German student population is represented 

might also induce probtems, as differertt areas of study might be over· or under· 

represented in this survey_ 

Students per se are a very specific group and do not necessarily represent the 

German consumer Shopping habits might vary in several ways. Firstly, most 

students represent a single-household, purchasing only for their rteeds_ This 

influEmces quantity and frequency of shopping 
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Prod,ds which last for longer P+'nods of time, sclCh as tea ~ags, wOlJld proba~ly 

[Xli be PlJrr.hased fre<wently. This could aftecllhe price-sensibility. product cost, in 

particcllar, plays a more important role in k)'N-blld~"t studp.nt )(Jdsp.holds tha" for 

other consume's, resulting in pcirchases nlade at discounter5 or sclpem18rkets, 

thus aVOi(rlf'H [)l()rH expensive n"'r.ializp.d te'" shops Or hedlih tood 310"'5. This 

would caelse a bia5 in the5e c;]te]One5 

Edur.dtiofl is ",Iso" potential taclar tor liisr.r>!Pdflr.iHS DlJ" (0 their higher ;evel ot 

p',LJ(:alion, sllJd"nis miHh( be mO,,, ()p""'lllinded or concerned abod; hp.alth iSSUHS 

than other people Alternativeiy, the relatively young Clge of students nlight be a 

'''dsofllor Icock of j"["fesi in heClllh Clilributp.s of food prooclct5 

I\warenes5 of health trencb and new produr.ls mighl ~p' higher ClmOflgst students 

Thp',p.forP. thp. "um~p., oj GOflSlJlrlP.'S of Rooibos nlfght be bia5ed 

Lastly, 'It must be considered that SOllle ,p.spofldp.nls rni]ht 'Xli hClVP. tdkp.~ Ihp. 

survp.y sp.riously, mdrkln~ falsp. Cl;lribulp.s '",hich do not reflect their true attitudes 

YJ;urately. 

All of Ihp. abovp. will bp. considered when drawing conclusions based on ,he 

stati5ticClI a~alysis_ 

'" 
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6.3.2 Results of the Investigation 

6.3.2.1 Demographic profile of the respondents 

Students from 30 different institutions of higher education participated in the 

survey The geograp/1ical distribution over the country was as follows· 

FHTE E, " ngom 
FH Foow'"9"" 
FH Pforzheim 
UNI Frelbu<j 
FH K""'n ..... 
FH M""ct_ 
TU Mo,"""",,, 

PI-I W ...... ' rie n 
BII R.'"'o'wril 
FH RO\J'~n 
UNI Stc<t~. " 
fH NultO<Jen 
fH RV-Wo;"'l",,,,n 
M Vi'n<Jen_Sch_"~n 

, 
> , 
-, 

r • , , 

" , 
\~. r 

~ • 
• • 
~ i •• •• , 
, '-'. ;" 

Fi.oure 6 - 5 

1, ,i 

FH AIb"od' Syn.riogen 
lM UNI Monohen 
UNlAu9,,"urg 
UNI Bo)"f"uth 
PH lOOwig>b\~!l 
UNlR~g 
UNI Tobi_n 
UNI F"n'OJ~ 
UNI Kd n 
KHM K"'" 
IFBM K"'" 
UNI Rootoe, 
F", i UNI 6<'" 
UNIPo'>d.:i m 
UNI i""Ieid<>be~ 

• 

~:;:1 11] ;lJlj 

'" , , 

• 
• 

• .-.. 
r 

~ 1 , 

• • 

f 

, . 
.~ 

, 
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A list of the names, types and locations of all institutions, as well as the student 

distribution, can be fOllld in Appendix 11.10 Distribution of Institutions of Higher 

Education. 

Of the 516 respondents 257 were students at Technicons, 191 from Universities, 

38 from Universities of Cooperative Education and 30 from Colleges of Education. 

The distribution of se~ was almost even, with 255 female and 261 male 

respondents 

Distribution - Kind of University 
~. 

[lUnr,.,,-.ty .Tech,""" 
o calle¥' ot E (\,. JC01ion DU"' ... , ty ot Cocv>""'-e E()j caf on 

Fi!Ji1ffi 6 - 6 

6,3,2,2 Tea consumption 

Relevant Hypotheses: 

H" Most German students drink tea. 

H': Students who do dnnk tea do so on a regular basis. 

H' The tea drinking habits of students are not timited to one type of tea 

H' German students prefer to drink fruit and herbal teas. 

H": Most teas are consumed for enjoyment. Heatth plays a minor role. 

H'" Prices play an important role when it comes to purchasing tea. 

H": Tea in generat is seen as a healthy product. 

H": Tea is mostly used as a beverage. 

H": Female students believe they know more about tea than male students. 

• 'r· 200 
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Findings: 

Figurn () _ T 

______________________________ ,C"h""apterSix 

Sex Distribution 

Roo not ,h " lea 
W <jnk [00 

The distribution between the sexes of the respondents was almost even with 

49.6% women and 51.6% men. Respondents who drink tea were particularly 

important for the research. Most female respondents drink tea (91 4%), however 

the percentage of male tea-drinkers is also very high (76.6%). Therefore H' will be 

accepted 

Frequency of tea consumption 

'M 
,W 

''" ,~ 

@ 

00 

w 

'" ~ 
0 .. 

Figure 6 - 8 
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Mosl of the respondents who consume tea do so on a dally basis (38,1%), followed 

by those who drink tea once a week (30.0%) and once every two weeks (18,3%) 

Students who drink tea less frequently were also less abundant, with 9% 

GOflsumin9 tea only once a month, and a mere 4.6% drinking tea less than that. 

Based on these results H' can be acccptcd. 

The following table breaks the distribution of the different tCFlS FInd the frequencies 

of consumptiOfl down 

The number of respondents wh<J drink medicinal tcas is understandably low 

(3,7%). Less than one third of all respondents stated they never consume tea, with 

the exception of teas falling into the "other tea" and 'tea blend" categories. 

regularfy rarely tlevor 

" 32,[)% 43,~'1; 242% 

"' 219% 49,5% 28,3% 

" 4D,3,),. 36,9% 22,1 '1', 

", 47,5% 34,3% 18,[)% 

m 25,5% 33,9% 403% 

M, 37% 45,60,;;, 50,5% 

", 4.4'/, 33.6% 51 ,eo;, 

Figure 6 - 9 

(BT = Black Tea GT = Green Tea FT" Fruit Tea, HT = Herbal Tea, TB = Tea 

Blends, MT = Medicinal Tea OT" Other Tea) 

100% 

80% 

60% 

40% 

20% 

Figure6-10 

Frequency Consumption 

BT GT FT HT TB MT OT 

Dnever 

IIrarely 

II regula rly 

'02 
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Only 6.9% of respondents limit their tea consumption to only one type of tea. 

93.1% drink two or more types of I:€a. 

Th€ most rogu/ar/y consumed teas are fruit teas and horbal toas. with 40,8% and 

47.5% respectively. These teas also have th€ smallest percentage of tea-drinking 

respondents who never consume them (FT 22,1% and HT 18,0%), Therefore H' 

will be accepl:€d. 

> 
0 

< • , 
• , 
" 

figure 6 - 11 

100 

100 

00 

0 

Number or Types 

oIIty.... ". f~" fO\~ (hi"" two "''"' 
types lypes lype. ly pe. ly pes 'YP" ., 

When comparing the results for the consumption habits regarding the diffElrElnt tElas 

one can clearly see that most rElspondents consume all tYPElS of teas. Th€refore H' 

can be accepted 

OT 

figure 6 - 12 

Level of Importanc e 

SO 
~r 

GT 

FT 

I-+- ENJOYMENT 
__ HEALTH 

HT PRICE 
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(BT" Black Tea, GT " Green Tea, FT = Fruit Tea, HT" Herbal Tea TB" Tea 

Blends, MT" Medicinal Tea, OT'" Other Tea) 

The diagram shows the levels of importance of enjoyment. health, and price for the 

different types of tea. The price seems to have the same degree of importance for 

all teas. Ait means are between 3.0 and 3.3, showing a slight tendency towards 

being less important. For black tea, with a mean of 3.29, th€ price seems to play 

the least important role, followed by medicinat teas with a mean of 3.22. Looking at 

the impor1ance of heal/h, one can clearty see that medicinal leas are consumed for 

their health attributes (mean = 1.8) followed by herbal teas (mean = 2.4) and green 

leas (mean" 2.6). The health factor plays the least important role for black teas 

(mean" 3,7) and tea blends (mean = 3.4), 

The importance of enjoyment differs largely between the different types of tea. For 

medicinal leas, enjoyment does not seem to playa rol€ at alt, All other teas show a 

mean between 2.0 and 2,6, indicating the importance of enjoyment Tea blends, 

fruit teas am herbal teas are specificatly drunk for their enjoyment. with means of 

2.0,2.1 am 2.2 respectively. The mean for black teas is 2.4. The importance of 

enjoyment for green tea is surprisingly high with a mean of 2,6. 

With tea in general, the means of the levels of importance are as follows: 

Alt teas: 

Figum6-13 

Enjoyment 

Health 

Price 

2.524563 

2.883878 

3.1$1755 

APr:"ying the Friedman-Test with H,;:(perceptions ot) enjoyment" health" pnce 

and H,: At leasl one differs, the following results are generated: 

ANOVA X' (N " 1661, df = 2) = 249,2867 P <0,000000 
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Therefore H, will be rejected and the Sign-Test applied for all teas. 

, p-I~v~t 

Enjoyment ~ Health 9AD7D53 O(l(l(t(lOO(l(l(O 

Enjoymem ~ Price 14,87158 OO(l{)(l(l{)(l{)( 

Health < Price 5,290515 0,0(I(l(1(0)(1(12 

Figvro 6·14 

The results show that, in general, enjoyment is significantly more important than 

both health and priC(). Comparing hoalth and price, results show that the 

importance of health is significantly higher than the importance of price. 

Using these results, H" will be partialty accepted as enjoyment does play an 

important role for most teas, but so does health 

Considering the results of the importance of price for the different teas only. does 

not lead to a clear decision whether prices play an important rofe or not. However, 

looking at the results of where tea is generally purchased (see infra), where a 

significantly higher amount of tea is purchased at supermarkets and discounters 

than the more expensive specialized tea shops and health food stores, it can be 

assumed that price does play an important role when purchasing tea In addition to 

this, respondents agreed to the statement that organic tea is too expensive (see 

infra). Therefore H'" will be accepted. 

>0, 
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The folfowmg graph shows the distribution of levels of agreement to question 4.2, 

where 1 stands for a strong agreement and 5 for not agreeing at all. 

Question 4.2 

, 

Figure 6 - 15 

Tea in general: 

a - is ~ healthy product 

b - is free from harmful substances I residues 

c - is only for the elderly and ill people 

_~e<li"" 

_~e"" 

d -I don't only drink but use it in different forms such as in cosmetfcs 

e - Conventional tea is as good as organfcally produced tea 

f - Organic tea is too expensive for me 

9 - I only drink tea that does not contain any additives (flavours) 

h - I know a lot about tea 

Question 4.2-a 

Figura 6 - 16 

'" 
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The levels of importance of l1ealth for the differelll teas were displayed previously 

in the diagram. The calculated meall for all teas was 2.84, showing that 

fE.!spondents generally firld the health attributes of tea importallt. 

In question 4.2-a respondents were required to stat" their level of agreE.!melll to the 

statement that tea in general is a healthy product. A median of 2 and a mean of 

1 77 show a strorlg agreement Orlly 0.7% of all respondellts do not agree "";lh this 

statemelll at all. 

Using both results H" will be accepted. 

Too histogram shows the distribution of levels of agreement to question 4.2-d 

TI1e distribution of levels of agreement that respClr'ldents also use tea in other forms 

other than as a D€w.I[age clearly SMWS that this is not the case. With a median of 5 

ancl a mean of 4.64 respondents state that they cia not agree IIoith this statement. 

Therefore H" will be accepted 
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Both replies from female and male respondents show that the level of knowledge 

about tea is not very high Mean responses to question 4.2-h were distributed as 

follows: 

Fig<;'" 6· 18 

Mean ~ 3.670061 

~an = 3.491:).04 

Median ~ 4 

~di"" = 3 

Applying the Mann-Whitney Test shows the following results: 

Z" 1.999226 p·level = 0,022792 

This results in the rejection of KJ at a 5% level and concurs with women claiming to 

know more about tea than men. Therefore H" will De accepted, 

6.3.2.3 Tea purchasing 

Relevant Hypotheses: 

H': When ooying tea, quality plays the most important role regarding decisions 

concerning purchasing. 

H": Most tea is purchased in sup€rmarkets or discounters. 

H2O: Health food shops play only a minor role in selling tea, 

Findings: 

F~lowing are the median I mean perceptions of the three categories: Qua/ily, 

Brand and Packaging, on a scale from 1 (very importan!) to 5 {not impot1antj 

Quality, Brand, Packaging 

Quality, Brand. Packaging 

Figure 6 - 19 

lJM.."..., R""por>'\" 
• Mean Respon<e 
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After applying the Friedman Test to firnJ out whether there are significant 

differences between the perception of a,B and p, the Sign Test was applied, 

irnJividually testing the differences between perceptions of a vs. B. a VS. P and B 

vs. p, All ,a-levels were less than 0,1)05, showing highly significant differences 

between thl'! perception of Q vs, Band Q vs P and significal1t differel1ces between 

B vs, p, Therefore one can conclude that Quality is perceived as more important 

than both the Brand and the Packaging, This leads to the acceptance of H'. 

Place of Purchase _ All Teas 

figuro ~ • 2t) 

ClS upermarkets 

II DO;Cuu "tor. 
DlleaIth Food Shop 

DT .. s~_ 

.01"", Soc",.,,; 

Looking at all Iypes of tea, supermarkets play the most imp:Jrtal1t role when 

purchasir.g tea, More than one third of all resp:Jndenls (38.4%) purchase tea at 

supermarkels. 23.7% resp:JrnJer!ts purchase lea al discounters. Tea-specialists 

played the largest role wher! purchasir!g Rooibos, but in conjunction with general 

tea receiving only 19%, Health food shops playa relatively equal role as for 

Rooibos (6.0%). Il1terestir.gly 12.8% of respondents also purchase tea at other 

sources As other sources trade shows, friends, coffee shops, mail order and 

pharmacies were tner!tioned 
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Distribution - Place of Purchase 

0'4 ---.. - .. - --- ••.......... 

BT GT HilT TB IAT OT 

fig"'9 6 - 21 

---+- Stip«_'.a. 
_____ Di=:>..<lt.,,-, 

HeoI lh Food Shop 

T ..,-S=,.I;" 
, ---lIf- Other 5a.xces 

This graph shows the distribution of answers of where respondents purchase their 

tea, broken down to the different kinds of teas_ Supermarkets clearly dominate 

most of the teas as place of purchase, The exceptions are tea blends, which are 

purchased just as often at Tee-specialists as at Supermarkets and medicinel teas, 

which are more often purchased at other SOtlrces, most probably pharmacies 

Additicmally, supermarkets seem to playa lesser role when shGpping for green 

tees and other tees_ 

Health food shops only playa role when purchasirlg medicinal teas and other teas. 

Green leas and tea blonds are most often purchased at tea-specialists_ 

Using these results, H'" and H2O will be accepted 

, 210 
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6.3.2.4 Rooibos consumption 

Relevant Hypotheses: 

H": Most of the tea drinkers consume Rooibos. 

H': More female respondents drink Rooibos tea than male respondents 

H": The main reason why respondents do not drink Rooibos is because they do 

not kr1Qw of it. 

H1J· The main reason why people consume Rooibos is its taste. 

Ht4: Rooibos is not consumed because it is a cheap beverage. 

H": The health attributes of Rooibos play only a minor role for consumers 

H": The main he"lth attributes of Rooibos are that it is healthier than black tea 

and does not conlain caffeine. 

H": Health aspects of Rooibos '''e less import"nt to consumers than those of 

other teas. 

Findings: 

Figure 6 - 22 

Sex Distribution _ Rooibos 

~:::..;--
':::::"':::* ! . ___ ':~:O:5~:"._' ____ J. 
R~ [ ' 

Re'pud:.t. 
whod"",,,-

This graph shows the distributions of male arid female responderlts who consume 

Rooibos. 
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IIAore ti,1'''' half of the resp<Jrlderlts drirlk Rooibos tea (54.05%). Therefore H" can 

be accepted. IIAore women (34.87%) drink Rooibos than men (19,18%), Using the 

2 Sample Proportions Test, the result of the test of women who drink Rooibos 

minus the men who drink Rooibos equals 0, is negative; therefore, with a p-value 

of 0,0000, the share of women who drink Rooibos is significantly higher than the 

share of men, thus proving Hrto be correct. 

The follOl'lling resutts were found when resp<Jrldents were asked why they do not 

drink Rooibos: 

Reasons for not drinking Rooibos 

riguro 6 - 2J 

The predominant reason for respondents not drirlkirl9 Rooibos is their not knowing 

of it. More than one third of the respondents state that they do not consume 

Rooibos because they do rlot like the taste, Other reasons stated were that 

respondents prefer drinks that contain caffeine, Rooibos is too bitter, one 

respondent is afraid that it is carcinogenic and one blames the product to be 

responsible for causing diarrhoea after consumption 

looking at the data, H" can be accepted, 
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The mediarts and means of the level of agreement to the statements in question 

4.1 are outliood ;11 the followil1g graph 

, 

Figure 6 -24 

Reasons for drinking Rooibos 

L _ 

).62 ....... Mcdian 

_Mean 

it ~ <1_, it '''1'' ,"c It j, I like t1c • dc .. " oot 
h""h'! h«.~t" .. lII"e c< ' c",I ... 

,-

A medial1 of 5 and a mean of 4 2 show ~ strong disagre6ment with the statement 

Ihfl! Rooibos tea is only consumed because it is ~ cheap beverage. Only 3.17% of 

respoodents agreed to a great extent to this, as the histogram for the givel1 

answers shows (Figure 6-25). 

A tendency towards agreeing that Rooibos is consumed because it is healthy is !lot 

clearly shown. despite a rne,m of 2.9. The sflme is true for the third statement: I 

drink Rooibas because it is healthier than black lea. Here the mean of the level of 

agreemellt lies at 2.7. 

Respolldellts clearly ~gree that they drink Rooibos for its tasts_ 56.36% agresd 

strongly with the statement that they drink Rooibos for its enjoyabls taste. 

The Iflek of c~ffeine seems IlOt to be a reason why respondellts consume Rooibos. 

fl8 is showr'l by fI mediflr'l of 4 (meall=3_62) 
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Fi>lure U - 25 

Distribution Reasons 

"!l .nna -""e" 
tt .. , 8T' 

-" 
,"'-1.·.,.,' 

Chapter Six 

Distribution answers. From left to right: 1 (I agree to a great extent) - 2 - 3 - 4 - 5 

(I strongly disagree). 

"cheap" "healthy" "healthier than BT" "taste" "no caffeine" 

, 3.17% 10.31% 18.72% 56.36'10 9 26% , 4.52% 27.35% 31.51% 30,51% 12.5(1"", , 14.03% 34.98", 26.43% 11,02% 2269% , 25.:H% 15.25% 7.31 '/, 1.27 '1. 17.13% , 52.49", 11.136% 15.53% 0.42% 37.000/, 

Figum Ii· 26 

Using the Sign Test, comparing the levels of agreement of "cheap" and "taste" 

results in a p-level of 0.0000. Respondents agree significHntly more to the 

statement that they consume Rooibos because they like its taste rather than as a 

cheap beverage. 

The same is true for health 'IS. tEste Here the result of the Sign-test shows that the 

';taste" is significantly more important than the "health-factor" when consuming 

Rooibos_ 

Looking at the results of the statistics, H" and H" can be accepted H" must be 

rejected as respondents tended to agree to statements that they consume Rooibos 

for its healthiness and because it is healthier than black tea 
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H'" can be partially accepted, since respondents tend to agree that Rooibos. as a 

heatlhier allernalive 10 btack lea. ptays a role. However, the fact that it does not 

cootain caffeine does oot seem to be a deciding factor, 

Health 

3,14 <.82 

2.41 

RT BT GT FT HT TB MT OT 

Figwe 6 - 27 

Inspection of descriptive statistics shows that the mean of Rooibos is lower than 

that of blar::k teas, fruit leas and tea blends, indicating a lower importance of health 

for these teas. On the other hand, lhe health factor seems 10 be more important for 

green teas, herbal teas, medicinal teas and other teas. 

Applying the Sign- Test to the different teas results in the following p-Ie~els: 

RT.s, BT 

RT os, GT 

RT'(S, FT 

RT os' HT 

RT"" TB 

RT os, MT 

RT '(S, OT 

hgu'-~ 6 -?H 

• 

, p.lev~1 (on~·tailed) 

6,700181 0, ()()X){){) C(;(;(;OO 

3,249'668 O,()()()5neOO413 

1,6~1186 004935U31)68.8~ 

5,852500 0, IXlOO\l{){l 02421 

3,774147 o ()()()()OO21805G 

8,002631 0, 00000oo OCO,)() 

1,887760 0,02952»115580 

'" 
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Significantly lower levels of importance are only found between Roolbos and green 

lea, Rooibos and herbal taa, arKJ Rooibas and medlcllJallea. The imporiance of 

heallh for Roolbas is only moderately lower than for olher teas On the other hand, 

haallh is only moderately ~ss important for fruit teas than for Roolbos. 

Health aspects of Rooibos are only significantly mOre important than health 

aspects for black lea and tea blends. Therefore H" can be accepted with a 

confidence level of 95%, 

6.3.2.5 Rooibos purchasing 

Relevant Hypotheses: 

H': The most popular form of Rooibos is flavoured tea bags 

H": Rooioos is predominately purchased in supermarkets, 

H": Tea-specialists are rarely approached when purchasing Rooibos. 

H": Health food shops are rarely approached when purchasing Rooioos. 

H": The price of Rooibos is ~ss important for consumers than the price for 

other teas 
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Findings: 

20.85% 17.45% 

/ '\ / '\ 
Pure 

'- '- / 

~1,70% 
32.34 

/ 
Flavoured 

y 

C 
3.40 (\4.26 

As a Blend 

"'/ 

Loose Teabaq 

figme 6 - ~9 

The I'lumber of respondellts who prefer Rooibos in teabags and of those who 

prefer loose tea is almost the same (51% to 49%). Differel'lt kinds of Rooibos are 

as follows: Pure (38.30%), Flavoured (54.04%) arid as a Blend (7.66%) 

Close to me third of all respondents (32.34%), and therefore the largest part, 

prefer to consume their RooiiJ.os in flavoured form, using teabags Therefore H' will 

be accepted 

Health food shops (5.48%) seem to play only a minor rote in purchasing ROQibos. 

Discounters also only have a relatively small percentage 

Most respondents purchase their Rooibos al supermarkets (37.74%) or Tea

specialists (38.06%). However, given that these are results from a multi-reply 

question, statistics shovv that more peo~e shop for Rooibos at supermarkets and 

also purchase the tea at a tea-specialist and I or other places. 
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It would thererore be necessary to conduct further research. Despite the slightly 

lower percentage of respondents shopping at supermarkets. H10 as well as H" will 

be accepted. H" must be rejected as tea-specialists do playa major role in 

jXJrchasing Rooibos. 

Figure 6·30 

Figure 6 - J1 

Distribution - Retailer 

Price 

3.2~ 3.1~ 3.12 

• S """,,,",,,,,,eI 

II Disc"""!,, 
IJH ezj lh ",,,I SI"1' 

[lTea·~;,.t 

RT BT GT FT HT TB MT OT 

On inspection, it looks as though the price of Rooibos tea is less important than the 

price of all the other types of tea. Comparing the answers of the different teas, 

using the Sign-Test shows p-Ievels are very low (:>0.000001). Therefore the price 

plays a significantly lower role for Rooibos than for all other teas. 
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In addition to this, the share of discounters when purchasing Rooibos is 

signifICantly smaller than the shares of the more expensive supermarkets and tea

specialists. Therefore H21 will be accepted. 

6.3.2.6 Organic tea 

Relevant Hypotheses: 

H"": Organic tea is considered to be healthier than conventional tea. 

H": Organic lea is too expensive 

Findings: 

The histogram shows the distribution of levels of agreement to question 4.2-e 

Question 4.2·e 

41T,I, 

Fi{jule 6 - 32 
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The rnstogram shows the distribution of levels of agreement to question 4.2-f 

Question 4.2_f 

10 
27.6% 27.6% 

Figure 6 - 33 

A median of 3 and a mean of 3.25 show that respondents seem to disagree with 

the statElmElnt that oonVElntional tEla is as good as organically produced tea. 

Respondents agreed V>Jith the statement that organic tea is too expensive. resulting 

in a median response of 3 and a mean of 2.46. Therefore both, H'" and H'" will be 

accepted, 
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6.4 Conclusions 

PI Hypotheses acccf>led: 

, 

W' 

H" 

~,I("t :';",man stlle)"nj, ~rin' to, 

.Stll~"nt' who 00 ,Jerk lea ~o '" if" reDIJ;"'-!)."", 

- he ~Iinkino "".':< 1, 0; ,jlll)"n!'"rQ no, limitN 10 if" t)'lX' "fte~ 

Germ,"¥' ,1,,,,,,,1, IYet", to &,~k fruit "n~ r"'11"~ leo, 

',"11"'" buVinD tea, (;,"8Iily plays the most ;11,"011",,1 rolo -eD"reJinD ~",i'ion' Cifcorr,,'G 
I"Jrc'''''; ' '9 

M",j v: the tea ~rin'"" rC<''lJmo Roo'')('' 

More rem.">i Q rB'r:>nrJ e nt, rJonk 110:"1"" t~" tl,ol1 ",<lie "' ''r<",I.,..'I>; 

I"" maon re~'"n why 'B'ponrJont' ~o not jrin, r!""ibm j, t;..,c~LJ"" th e y do n:>j k""" of it 

11""i:n; j,; pred:>",inol"y pLJrcho,ed in "lJperrn'''-'els 

He .llh hld ,t~)P' ore ,.re ly oppro<lch ed wher' purch''' ' 'q "\0000& 

The "'ojn r""s,~' .. hy ''''''1M CO,,"U"'" "OC<DoS is its ta,te 

R:)();:x," j,; nol ,""n,ur""" ~c"u&e il is" cheap oevelago 

~h;1 I~a i" pL<","ha&elj i" ';lJe~rn'" ,els 0, dis,"olJnt"", 

i*."h b:xl shops ".Y or-ly a m'r,",,; ro'o i" '''linO teo 

The pr"" or RooilXlS is Ie'S inv:<"anl rv' CoX"LJm"" "hon 'h e p'ice fe< :>1"" , teo, 

I eo in gen."o, i" ,;ee n 0'. he.I,,,y VOduC! 

r,iee, elay .,' "" e:>II""~ r~e whe., ii w",es w eurc;""'~g to~ 

T"o i, rm,Uy U';~lj a,. ;),,.,a,.,l" 

~}r[)a''ic to, 's coX',';';:'-ed 10 I)e """ ,h ie , I110n mrlVe,'for'," led 

~}rg~n ie le~ ,,; I,~) exeen"ive 

Foo .. " Sll>Je<'~s oe ie',o they h,ow moro ,IXlut le~ I"'", In. .. ,, U"j'",I,; 

Ill e 010 " Il eolill oliri:Hj"e" of R(~) :n; a ", t"dt:! is he.It', ,,, Ihan bi,ck '"' anr! ""'" not 
cont,i" cate'r'o 

Most to",",e ,"on'"n""," fOf enpV'TIQ("'t H eoll~ ploy" 0 mino: :ole 

Hn T e. "p",;.Ii"I'; "'~ ,.,ely ap>,oacl1eJ ",har' elJrr~a''''D ·~'>Oitx" 

H" The '",.ltn .i!,ioutes or R:xi;)Os pi'Y o"IV. mine< ,ol e 1:1, c:>n",",le" 
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Usirog the results of the analysis of the questionnaire, one can conclude the 

following: 

The majority of German stooents consume tea. They do so frequently and with a 

great variety of products. Only few students consume only one kind of tea. 

However, there is a tendency towards students consumirog more frUit and herbal 

teas than others. 

The majority of stooenls who consume other teas also consume Rooibos tea The 

mail reason for not coosumirog Rooibos is a lack of awareness More female 

students consume Rooibos than male students. The most P'JPular form to 

consume it is in form of flavoured tea in tea bags. 

Tea in general is seen as a healthy product and consumed for that reason, 

hOVliever the taste also plays an imP'Jrtant role in the decision to coosume tea. For 

Rooioos in particulFlr, health reasons playa lesser role than for other teas, though 

these are stilt important. The fact that Rooibos doos not contain caffeine doos not 

play an important role. HOI'Iever, Rooibos is preferred to black tea because of its 

health attributes. Organically produced tea is generally seen as healthier than its 

corwen~onal counterpart, however, its high price keeps consumers from 

purchasing it 

When buyirog tea, quality plays the most important role when deciding on a 

purchase However, the price of the tea, and to a lesser extend for Rooibos, is very 

important. too. The fact that most tea, including Rooilxls, is purchased in 

supermarkets and discoonters, ....-here prices are considerably lower than 

else....-here, reflect this. However, tea specialists also play an important role for the 

distribution of Rooibos. Health food shops do not play an important role for the 

distribution of both tea in general and Rooibos in particular. 

Tea is mostly used as a beverage: only very few people purchase it in other 

products, such as toiletries and cosmetics 

Finally, knowledge aboot tea is generally not high despite female cOilsumers rating 

their knowledge as higher than male consumers. 
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• 'J Chapter Seven 

7 Conclusions to Research 

This chaptsr condudes the primary and secondary marketirtg research of ths 

project I( will define Flnd FlnFllyse the possible segments of the GermFln mFlrket for 

tea and in particular RooiiJos, as wsll as summarize ths possibilities for an effedive 

difierentiFltion of the products against competitors. Therefore the different 

segments of the GermFln teFl industry, the products themselves, FlS well FlS the 

diffsrent consumsr types wi~ be outlined. Additionally both important attribules for 

the industry and marl<:et as well as those important for the consumers will be 

highlighted. 

7.1 Analysis of Possible Market Segments 

7.1.1 The German Tea Industry 

7.1.1.1 Wholesale 

The GermFln market for wholesale tea consists of two major categories of 

companiss namely trading companies Flnd specialized tea companies 

The import market that consists of tradi~g companies, which buy their tea diredly 

from the producer Flnd Fldd value to the product by ennobling the tea by blending. 

flavouring and packing it. is dominated by 10-15 trading companies. Their 

customers are mainly Wholesalers with own brands, other teFl traders, packers or 

specialized tea shop chains that sithsr buy the ready blended or flavoured products 

or the ingredients to do this thsmsslves. Due to the relatively low price for teFl in 

Germany, a significantly high share of the tea is exported again. 

Only two large companies dominate 60% of the market for tea brands. One quarter 

of all tsa is sold as privFlte label products 
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PO Box 64 
Clanwilliam 
8135 
South Africa 

www.rooibosltd.co.za 
+27274822155 

PO Box 554 
Kuilsriver 
7579 
South Africa 

www.coetzeeltd.co.za 
+2721 9051709 

Victoria Junction Gate 4 & 5 
Prestwich Green Point 
8001 
South Africa 

www.khoisantea.co.za 
+27214213111 

PO Box 14 
8120 
Graafwater 
South Africa 

PO. Box 509 
Brackenfell 
7561 
South Africa 

www.rooibostea.co.za 
+ 27 21 9825030 

PO Box 370 
Clanwilliam 
8135 
South Africa 

www.africandawn.com 
+27 27 4822640 

Stellenbosch 
PO Box 2331, 
7601 
South Africa 

South Africa 
Business Park, N2 

+27 21 8528245 

www.rooibos.co.za 
+270128083350 
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Name Position Place of Interview Date of 
Interview 

Intemational Sales Berit Elmau interview 04.03.2004 Khoisan Tea 

Natural Tea Products South Dawie de Villiers 
Ltd. 17.10.2003 

Dr. WKF interview 06.02.2004 

South Elton Jefthas ASNAPP 
Africa 

05/2003 

Various and 
Fermina Platon Ombili Rooibos Teas 2003/2004 

e-mail contacts 

Somerset South 
Bester 07.10.2003 

Africa 

Leon Ras PPECB 16.10.2003 

for Rooibos and 
Madeleine Heins canned food Directorate Plant 18.11.2003 

Health and 

Marco Braun + 28.01.2004 
Fiona Lenz 

Marco Sinram + 23.01.2004 

Martin Rooibos Ltd. 04.03.2004 
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Niell Coetzee 

Reinhard von 

Paul 

Peter SchUlke 

Rolf Klein 

Sebastian Sieben + 
Andre Khavvam 

Willem EnoeIIIU,!'!CI1t 

Coetzee & Coetzee 
Ltd. 

Farmer, 

Khoisan Tea 

Ostfriesische Gesellschaft 
mbH 

+ 

Kuilsriver. South Africa 08.10.2003 

various 
t",h:>ntlon,,,, and e-mail 

South 

South 

South 
Africa 

2003/2004 

26.03.2004 

20.11.2003 

15.10.2003 

23.01.2004 

28.01.2004 

04.11.2003 + 
26.03.2004 
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11.3 Article 

Red Tea - Sold Out r 
2004 HalVest - Interim Report 
by Tobias Gress 

WoM .. do RO(! r~a. '" Ao;p.tI,,//Iu' """Mn< 
...nch .. indigcn(uS to SoI.tII Nnea. is 9'"0101} 

g-. p;>pohnly The ~ ?"O""'1111 

demand CO\Jkl' £Jive ,isa 10 A ~wkte clam 9nd 

01 some 10,000 tons· Oroty GermAny's ."",,, 

wa~ "' 01"0 thon ".500 lor>. I ... t yc&/"', rmot ~f ·,1 

ptA"~ and ,n __ LIOSI ydr n_~ WiI$ at......o~ a 

~ io Red r"". wo: most ~ 
ccUd (;I>",>"" .. ale With the otw. in tn~" 

_"""""""_ 
Red Tea need9 tile ",ntel '''ns to fTDW. but in 

2003, l/'O<!I<C """,e nol 8~ Db\P:I ..... "" hOj)Od 

for. In r""" \tl<lr~ '" ~V~ P rum<IIX (01 " .... """ 

year nro'-'!flL in South Nrtta. InteNi_ with 

Red T <NO produce'" ,...., "'."' .. IIad .... e'" ~ 
that a ... to 1M "Mrt"9" r:>I rain/a . in th o m .... 

tDIr ...... on "0"&1. !he C«I~ ' ''!IiOn (tOO 
ni l"" no rth 01 Cape To_), Ihi~ yo. ,,~ harvc.1 

.. nolabty .mallet than II'> me pr .......... yew 

F~ have el<j}-ilrldod tim·, pl~"I"'.,!C~ 

a<:c.MI'IIII 10 !he incr_'1111 C~. AI ' his 

S\iIO}e "'" n:IuWy =b"'_ appl"ll~V 30-

40'1. ol lhis ~e(s ~" .. v ... t _, d~~tr~yod by the 

dmuoJlt Tn.. "'~~I"IS Ih"'" WI' boo 

.PPfOJ<Jm,>lciy 20% or 2,000 1(>1 ~ I", .. nc ... Rod 

T "" ~ me m~r~'" ttwl ~">S1 yc.y t>er.a""" 01 

\he eo;Idi!rQ01at "'""" "nde< {;UltiVo~"". no" 

potant .... """"' ........ iy arflOCl od by lhe drOUl}hl 

__ tI>9 old'" bushes _ th=c in Ihoir ~"'I vr.~r 

01 harv""l th ~ you"ll ~r pl,<OlS wffered I",s 

d'""""9'l. rtrrs -"" oeid ywr'~ n~t t:..w><=< 
.... 1 81!«> be anecled, Ill.< 1"<lI as ",lri, III the 

2004 n""''''I. It a ll d~ on thi. y&"'" 

d ..... to<: (Xlrrib::oroo; 

Chapter Eleven 

II i~, 1'I(>,r;o.", i~l~r~_""i"9 10 llOIo. mar 

a~ 1(. """" fa""",," "'" 'tual<ty 01 u.c 
tei \'oill ""I ~e .rf..ctod b~ In ~ dr<>UQl'll SOO1 G 

even bcI"",O 'hal !he ",,,,ll: ..., fer ... nO 

appl i6' for R<XI Tca Tlw n . rl h ~r II", 

r.orodil",..S lor th~ plant, u ... b~It'" the Q .... t<ty 01 

~_d 

IlVI It>a ntl'oi¥ oi(Ia Ilf It>a coin .. Itlal ttoc,c .. 

.:orrty a ti"';IM arf"(QO.nI 01 I~" a, a;t.bir.. 3nd 

d~maro;j r"9ulat~s lt1~ pri<::~ s o In,~ ~~,.. InG 

tlI'ooucertl ... if> a wong PO$IOOn aga,nst the 

m,.-,ulact .... ""' _ Prlr;os lot th~ raw moten . 1 

I"",,, incr"'ioed. doponr;io"ll on th.c , ..... of Lh~ 

oonttocli, OY JO.5()% rompa",d 10 Ia5t yea(s 

price_ ,o,..,o;.th", "*"''' ..ny Import"'" haY~ tn 

face hojl ... pno;;ell ..." !he fluCluato:.l"IS 01 LI1~ 

south Afrl can Rand Compar~d to lhe USS and 

flllO. the RanO sue~ signo/ic;or'llly 

du rir'9 th.c last yow Th',. Y".r Snutli Alriclltl 

"",n~~r5 haYa 10 ""lust wnUac\$to h ... eI 

nut I=MlII ~ by ~urroncy """""';omr 

G~rm.n~. the t>;ggest i"'pori'" ""m 70'10 01 all 

South ""I.,... He<:! T"" ""P"rtIr in 2003·, ""I bo 

p.rlicu l&riy hil by tn ~ ,"c",~s ~d pri cGo , "" P(O~t 

m:.yin~ In lh<7 I .... """" ... ",.. low and 

e<::<>Scmers ~re ."'" t><i0l S<n!I ill \lC A.~ ,." 

.,.r!",,1 <>f Ine ..-H! .... l><Jp pl;'. pr;ces nl~hL ~ilMr 

h<:""~ fiMthcr <1o.rt,'9 !he y.",.- it LI'lo demanG 

COr>linCJH, or REd T&fi CO\J kl' OOcom e 

cornpl"'ety ....... t.lIt~ by ~ ... end c.llhe V_ 

~y ftc>Cn mmcrldatlon: Secu r~ your . h",o 01 

tho. ye:rS R...:I 'Eo~ ;OS .,..ty ~s PO"NI>Io> -

bul"", )'<IU eocuunt'" Red T,,~ - Sold 0<.Jll 

"" roportai by the Peris hable Prod ucts E.po rt COOlrol Boa rd (PPECIl) "I &luln Alrica 

'81 
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11.4 Letter to German Companies 

Sehr geehrle/r XXX, 

ich bin Student an der University of Cape Town (UGT) in Slidafri~a, Teil meiner 

Masters Disserlatiun 1St es den deutschen Markt fUr Rooibusc:h Tee zu eliurschen 

1m speziellen die Vertriebskanale, Trends im Handel und bei den Konslimenten, 

Ziel der Marktfurschung ist e5 herauszufinden ob eine neue Produktpositiunierung 

erfcHgreich ware 

Bisher hat siGh meine Arbeit auf dIe sudafrikanische Rooibos Industrie konzenlriert. 

Hierzu habe iGh Interviews mit Produzenten und Exporteuren gefUhrt und mich mit 

der Industrie vertraul gemachL Da XXX (company name) des 6fieren als 

Aboehmer in Deutschland genannt wurde und mir sowohl XXX (names 01 contacts 

in Suulh Africa) Sie als Ansprechpartner empfohlen haOOn, wende ich mich nun 

direkt an Sie. 

Ende Januar naGhsten Jahres habe ich einen Besuch in Deutschland geplant um 

tnformatiunen liOOr den Markt direkt vor art Zll sammeln. Ich wlirde mich sehr 

freuen, wenn Sie mir die Gelegenheit geOOn wurden Ihnen persiinlich einige 

Fragen bezuglich des deutschen Teehandels zu stellen Selbslverstandlich bin ich 

allch bereil rneine Marklforschungsergebnisse nach der Fertigstellung meiner 

ArOOil Zll teilen, wenn Sie damn interessiert sind 

(Meine Forschung OOtreiOO ich lInabhangig ohne sie spater kommerziell nutzen zu 

wollen. VertrauliGhe Informalionen werden nicht an Drille weilergegeben. AnOOi 

linden Sie einen Brief meiner Professorin) 

Ich wlirde miGh sehr uber eine positive Anlworl freuen 

Mit freundlichem Gru(l, aus Kapstadl 

282 
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WillM 
! Maite Wilert 
~,I,.,.,...S\rass ~ 12 I 112" z44. 
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i-I 
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In,"" S\d~ 

" " Fh_Pfoahdml 

PcIc, FlCllcl 
~ " Uni-F~"9'I" 

M.lf,,1;c La"" , 
U n ~Sl 9 ""iii no"" " '~ co to 

" 
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No responsoo 

Has oolimll PeI, .. 1979@web.de 
---1--

isagourmGt@y..r.oo.o.. 
----1 

Hoi ko.schwa~mx,de 

Mel8n1~y@gm .. o.. 

I18Qenstalr@l:-onI,ne.dIt 

~~-
Has no ti ma 

Not a stOOent anym:>I"G 

- - - ---

Hs. notme 

, .. 
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11.7 Cover LeUerto Research Assistants (German) 

Hallo l ieber Research Assistent ! 

Noch.,al~ vie!en Dart d3l!~ "" dictl daz" krd ertlM host. .,Im Wi meiO€r &001 zu unleMlitzen 

Kurz zu ",.;irler Arbeit-

lell hin M,,~tem Stuo:lenl (MS".Sc., Marlmlir>g) an d"," UniVNsity of C"fX' Town (OCT) in S(klafrika 
und unlm"oclle o.,n d~ut.ch"" Endvemrauchermar<t fUr Rooibuscll Tee. Rooibusch- ode.- auch 
R(~buschtee wachst 8"oschlie/.llich in &idolri"'_ S~it ca. 15 Jahmn ist".- "ut""", ne"",chen Mark!: 
erh1ilti ch Anfiir9 ich nur im Reforrllhaus, fitldet man R(xliooscf1tee mittlerwe<ie in fast jede~l 
ooul"cllem SUV'fm",kt. """hr ,~, 7Q Pm",nI d"" vOn SUdafrika ~)(pmtm~n T""" werden in 
De<Jt,chland ~au!t. Son,l ist (jje, der v.;chligste Mottt fur die sUdafrikanische Teeirdustrie 
o;~ Aufg;,1le rooi"N AI""I i,l co Ile",u"zufind~n, 00 ~s rlOtwend", ;,t, das Produkl in c.,utochl"nrl 
new zu pos~kH'ljeren ode.- ob R()oiooochtee mit"e< QleiGh~n M"rk~ting"t">I~gia "uch in den ",chslen 
Jatyen erfolgreich verkaun w,..d~n kann. 
Wenn "u dich fUr cloa Det"il~ me""s Pmjekt" r,"~r "i~ Au"w~rtu"9 dic~ec Umlmgc ir>lerassie"t 
'-mIlst cIu mir (!ie. mitie<len. Ich werde dir die Ergebniss.e geme i:>eI;annl ~eben. 

Anoo fir.;k,t du <i~ Fragchi;g., und ci""n frankierlen Rlickum,chlag. Bille '~n"~ ~ie"C his zurn 10 
Mai 2004 wieder z...-ock. S"lte!1 die Frageb6gen niGht "u~reiche!1, "oris! du gema Kop<en mochen 
(Fur e""'luell~ KO~I~n kr>mm~ i,:h nalUrrlCh 'lULJ 

Ubrigens - die drei Research Assi.tenten dir mir d ie mei . len Fragebogen ausgelUl lt 
zuruckschickM, erha lten eine kle ine Ot.erraschung. 

tIlIn zu OOinN AufgaM 

Die Urnlra~e richtet sich an Student"" an deutsGheo ficx:hsGhulen. Es .plell ke<ne R"Ie, in "",Ichem 
Sarr>e<tec un" S!L>diengang "ich clie BeI"'9ten hefind~n. Die F ragroogen kbn""n "n i~"~m heliebig~n 
Drt und zu jeder Zeit ausgelOllt werden (mein V"'"Ghl''9 ""ire in ~iner Pause zwischen LWe< 

Voo.,su'>i1<'n). Wicht>:) isl nur, dass das Ruck,end.datum nichl uberschritten >Mrd 

Die 12 Frilgell aul d€m [Jo;jen lossen sich On ca ~_7 ~tnu!~n ooantworten. Na.:::hctern yon dir 
e-ilIe<tend e<n'Je Worte zur Urnfrage ~asagl ""men (sie-he unt~n), sollen die E30gen an die ganze 
Gruppe ausgeteilt "",den. C¥! Fragen >OII"":&N!I, oIlne fremde flille beantwortet und die BOgen 
gle<ch danach ~ ~inges,m"""t werden DadLTch w~d iast>;Je • • Hintecherlaufen· y".-mie"~n. 

Ein!eiteOOe Woria; 

Fragdx9"" koom,t vOn Mfreundetem " bekann!en Stooenlen. dec Zur Ze~ in SUdarrika 
~e<"" I.\; .. tec" TOOsis im Bereich ~t"keting "cl-.--ciht 
1m Fr<>;lebogen ge-hl e. um Tee 
B~antworlur-.:l der 12 Frag~n dauNt nto- ca. 5 Monu!en 
MDi.iva/ion: W[,,~ t()~I, "",ron ity ~inen l(omn,U""er, unterstlitzen wOrdet 
Gitte tlU den Fragebogen g;e;ch aus - ic~ som""" ihn in 5 Minuten \";edec e<n 

&ll l e.t du ooch Frag~n hnMn. k"nn~t du n,ich joderzeil I'O'r Mail erre<chen. 
(info@myt<l~.dc ) 

V.,. ErfoIg h€i 00< Arrel 
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Tea-Consumption in Germany 
Student Survey at German Universities 

- -Questionnaire Advice 
p"~",, 'If'S",.,.- overy Ql>'stioo If possible. If yoo are supposed to s<ip a pmticular questioo you Vlill be led to tile next que.lOon by 
,.., "'row. E.g .. -) continue with question 4.2 
Too rolklwing symbols \";1I11e\> yoo to an" ... " tl", 'lffistio"': 
For "e<>ies ,,1mIS') """'" "Pplicatk numbo, with" eros;, e.g _ 1 -x: - J - 4 - 5 p..,,,.,, m",k boxe, with ~ croo.. )(1 

Siwoni "t 
U n iv"", ity_ ,-
CGlla9" or EJu::"tioo._ 
Univ<)"ity of Cooper.;!"" Education __ 

n, 
g: ------------
n, 

W =;~_~:d';"'""""' •• ",. ~~~~~~ .. : .. : .. :.: .. : ... ~ .. : .. ~ .. : .. ~.:.~:U~~.~('~"~'""'==================~ 
Yes_. 
No., 

m How often do you drink te~? 

Once ~ mooth_. """""" "', ....... . 
Otlc", every 2 week.. , .......... , ...... . 
Once a week. __ '''_,_" .... . 
Every da)"- ." ", .... ", ........... . 
Oflc<,. 

-) co"tinu~ with question 5.1 

, " ... ..,.,., .... n ~ tow otten 

fl' W~_al kind of tea -do Y"-~_~ri.~ and what is important for you? (Please skip tea you peyer ~rillkl 

I drink. [njoymenl Hei>llh , Price I buy mosl~ at 
{PI ... , . ooly ""'" on,w", P"' ""_I 

f- , ------

I " • , , , , 
~ "-- • , • > , , " " j 6~ < '!! 

~ 
> 0 ,~ ,,, 

"" "" "" 
,., k ;l- ':if '~ , 

> Import""t .t .u ~ant . t .11 Import.n' • • • It i5~ " , , , rw , • • • • • • 
: Black T~a ,=, 0 , , , 3 - 4 - 5 t-2 -3-4-5 , - , -3-4-5 , , , , , , , 

" , 
~~ ---_._- .-

(;r"",n Tea '-' ~, , , __ 3_4_5 1 -- 2 --3--4--~ 1 -- 2 -3-4-5 Ci , ~ Ch '-' ,," I 
I 

, Fruit T~a 
-1 

{e.g. n".'';») 
~, " 1-2-3-4-5 , -, , , , , , , , , '- ' L, U, '-' CI, I 

Herb~1 Te~ U, ~, , -, , 4- 5 1-2 -3-4-5 
(c.g. minI. Rooi.tIos) 

, - , -3-4-5 ,-, I~, ~, C , ~ 
. ~ -

Tea BI.nd . C), ~, 1- 2 -3-4-5 1-2-3-4-5 , - , -3-4-5 n , ~, " n , ~ i ( •. g- wmt.rt.o, CI><oiI 

I _._--- ---
MedidnalT~a 

: {Imm I"'" d",rr •• rj 
~, n , 1-2 -3-4-5 , -, -:j_4_~ , -, -3-4-5 U, '-' '-' ~ ~ 

--- --
Oth . r T.a 

'-' Ci, 1-2-3-4-5 1-2-3-4-5 , -, 
IlIyurv_1 Wolm.,- '-""1 

~ . 

-3-4-5 
I " '-' '-' '" ~ 
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m To which extent do you ~y attention to the following when buying tea? 

Qu.,lity_ 
PrOOL>Oef (Brond) .. 
Pack<>g " g_ 

,., Do rou drink Rooib"" tea? (Rotbusch, Rooibusch, Rooitea) 

Y"'L 
No, _ 
--) why ,wt? 

m In wh~t form ,do Y"!J drink ROCl!~ mostly? (Please only one answer,) 

Pure ... 

FlavoL.O"oo (e,9 Rooiboo Var'illa, Car"",,"),_ 

A, ~ btmd (R[][]ibo, Kalooori, Rmib[]. Stmwberry-Creom) 

To, gr •• t I-Iot 
extonl .t . M 

• • 
1_? -3-4-5 
1-2 -3-4-5 
1 __ ? -3-4-5 

" --) contin"" with 
q""slion 4_2 

jr> teobog. 100." 

'-' 

, , 

W Wherew_a"the ROOibos_pu!chased that you drink? (Multiple answers -pbsilbie) 

Supermarket.. 

Di . co,",t..- (Aldi, lid!) 

Othe< Source: 

L , I'iealth FOO<l Shop .... ................. _ 

-I, Tea-Sp.ecia"l._ 

m To which extent do you ~gree with the foWowing .ta_temen~s; 

I drin~ Rooiho!; t"a, bec.'lU'''· 
It;' [:heop_ 
it keep' me he,lthy 
it;' heallhier Ihan black tea 
I like the taste of il. 
il ,h,. n[]1 ["",I";', ""ffeine .. 

m-!!i-;"'-hiCh extent do you agree with the foHowlng st~tements: 

I'M in ge"",ol. 
i. a h"althy prod,",t .. 
II; fre" from hrnmful ,uh.lance, i msid"". _ 
i, ("'tv h the ~der1y ",,,I t people_ ......... . 
I don'l""tv d,,, k but u,e it in differ""t forms ouch as in cosmetics. 

ConventklMi tea i. a. good a" organic.,11y produr:ed tco 
Organic te~ is too e'penIOYe for me ..................... . 
I (X,tv drink lea thai doe, ""I c""lair> any additives (fiavOUtS) .. " 
1 know a kll ab:>U! tco_ 

WGo_"der 

Female_ 

m=into which segment do your studies fall? 

Er>;Ii"eerihQ .. ::), HlWl1anities .. 
Science .. - ~. Medici",,_ 
l=conomias_ ~. Oth"" 

To. gr •• t Not 
.,tent .1 aU 

• • 
1-2 -3 -4--5 
1-2 -3-4-5 
1-2-3-4-5 
1-2 -3-4-5 
1-2-3-4-5 

To. 9<oot 
~xt~nt 

• 
at oil 

• <_3 __ 4 __ 5 
2 __ 3_4 __ 5 

, 
1-2 -3-4-5 
1-2 -3-4-5 

--< -3-4-~ 
1-2 -3-4-~ 
1-2 -3-4-5 
1-2 -3--4 5 

, , • 

Thank you very much for your help! 

[O"''"ti[]n. ~'g3rding the ,urvey carl b" y»tod~) irlfo@mytea_[k,j 
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Teekonsum in Deutschland 
Befragung von Sludenlen an deulschen Ilocilschulell 

Hinweise zUm Ausfiillen d~s Fr"!lebog~ns , 
B'lle bean!","I" n " c~ M'» ich<eit i"':I ~ F,"l;~. l'a1s ou " ioo De"jimmle Froge Clber'prlngen OOI"t, \.,;",t du durch Pfei l. zur 
";,,,h,t,,n Fraga geldet. 2.B. --t weiter mit Frag~ 4.2 
Die Foigend~n SymbolG ooIlen di r be; oor Keontwo<tung b"hi lfli,;h scin. 
Hei Sk",.,,, I.H~ ok, 'LJimffm"to:J<, Zifler "nkreuzen L.B.' 1 - 2 - J?0 - 5 
Rochteck F900r bolt. f>IlI;reLJwn 

.M Was isl deine momentane Beschaftigung? 

Stuoont on 
Univar"i!;; ! .. ,.,,,.,,'" "" ..... 
F ,,,,h horh'ch LJ Ie._ 
Pliclil<JO<Yschc Hochschu", __ 
Berufs",",,,,,,,,m;",., ...... " ....... , 

'-- , 
L. 

Name unn Orl cit" Hnch,ctiuie 

,__ ~ uoo zwa" _______________ _ 

0' Trinkst du Tee? 

h ~ w~it"r mit F"'9" 5.1 

OJ Wie oft-.!rl~_"_s"',".'"".,." ______ ======================: 
1 mell im Monat._ 
1 mol aile 2 Wochen 
1 m,, 1 in ric, Woche .. 
T;Iojich ...... , , 
Sonstg,s, , .. ,.,., .... "-,-,.,,,. .... " .... "" ... .......... . " ..... .. ~ --) unn zw;,,-

m Welche Art Tee tri-nk"j au ~ndwu ist dir dab e i wichtig!JIee de~ 

T rinl'" 

'0 nie trink.t bltte __ auslassoo) - . 

Koufe ;:;h "",,"ten. im 

-. 

,~ 
G,-,n,,'" Ges.uocf1eit Preis 

1B<'''';o--II "LK '''''' An""""! 

• • , • 0 •• 
-E t • e • - , • ! " , e ,. • ,. ~ " 

, 
" ~ • ~~ ~- " ' < ~ 'ii '_m ,., ~, .- 0 , 

" ~ m "'.B. nloht .- nlchl "~ nlcht 0 " . ~O • , 
" 0 S " e_ • • • • • • -

Schw~rzlee -" ~ , ., -3-- 4 -5 , . , 
" 

, , , , 
" 

, , L, J. , _. • . '. •• 
Grune, Too ! -" -. , ., -3- 4 -5 ,. , -3-4-5 , . , -3-4-5 L, ~. ~ ~ , -- ., 

. 

FrUcht~t~~ 
, 

" 
_.1, , ., -3-4-5 · Iz.B. /<veoott.) 

,. , -3-4-5 , . , -3-4-5 L, • • ~ L. 
, ----

Kr:; utertee 
ILR.PMf. ,m'tiL C, -" , ., -3-4-5 , . , -3-4-5 , . , -3-4-5 " ~ J. L. J. 

i-Rooib"x~) __ . 

Teemi"chungcn t.; -" , ., -3-4-5 , . , -3- 4 -5 , ., -3-4-5 " C. -" C. J . 
Iz B. W;"';eil,", Cn..J c;:::, .----
Arzneitee J . J. 

I 
, -, " 

, , , , , , , , , -- 3 - 4 , ." , '. -" ,. 
I"" ±r Apoiheke) 

---, 

Andere rTee 
" " 

, ., -3-4-5 , . , -3-4-5 , ., -3-4-5 , t., " J. • I~.y(.~.",,,,.-' w...,.,,- r",,) · , 
------

, . ----- ----

, , 
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fll In welchtlm M~Be achtest du beim Teekauf ~uf 

OJal,tal 

He,,"' '''r (Marke). 
VerpackUO\J 

ptrinkst du Roolbuschtee? (ROlbusch, Rooibos, Rooile~) 

Ja. 
Neirl"." 
--'I ",arum nichl 

in 1><>",,", go< 
M.~e "j"h. 
• • 
1-2··3-45 

2 -3-4-5 
1-2 -3-4 · 5 

, 
--'I weiter mit Frage 4 .• 

im Teebeulel k><~ 

P..-.. 
Aromalisiert (z.B Roolouscl1 Vanille, Karame . ) ..... ,,, ,~., 

AI> Moschur19 (Rooibuscl1 Kalal1an, Rooibuscl1 Erdbeer-Sahn") , , '_. 

m Woher kommt der F(~busch .I .... __ den du !rinkst? IMe-hrfac:hrennung m6;l)ichl 

SlIP" rmo.-l<l 
o;~c()<.01ler (Aldi, Ld ) 

_, f1ofurmMu~. 

Teefachgescl1all (Teeladen) __ 
'-' 

Son_tlg<> OJoltc: _________________________ _ 

CSI In welchem Mat\.e stimmst du dio$en Auss~gen zu; 

f1ooi1:lusch Tee _ 

trin"" ich. wei e.- bill,- ist .,., .. ,., .... , ".," "., 
, ist \lUI Ii:.- meine Ge""-">:JI",;t .,., ... ,., .,.,., ...... ,.,., '''''"."., .. , ..... , ""., , .. 

ist ges~rder als ScI1war:zte~__ ,., , ,., .. ,. ,., ".,.,""" " .. ".,.,.,., ". , ... 
sctvnecktmir. ,.,.,"" ,,,.,. 
I,me <:11 weil, e, k~in T eein (Koffein) enihaiL 

min weli:hem Ma&e stimms! du diesen Aussagen zu: 

Te<> m o llg omein~n_ 

;,t ~in (l<'s.uo::les Prtxlukt 
, ~nI11;;11 keine ;chtidliclwn Stoffe I Subslanlen" 

i,1 r"OJr Ie;,- aile l>"1d krank~ Leule. 
Irinke iel1 nicht nur. soroern benLUe ich "'-"h in amoror Form (z.R. Koom<'lik)" 

• Korwcntionoll ongcbnulor Tee i.t oben.o gut \\lie Bio-T ee (biolog;,ch ~r1gebacot) 
, Bio-Tee i81 mirzu tooo,." 
• Ich acl11e daralll', dass rne<n Tee ,-eirle ZLOSrustoffu enlMlt (Aromon) ... 
• IGhkenne mich gut mit Tee aus __ 

I" Geschleclit 

"""iblich , mannlich .. 

min weicheri-'Sereich l!lss-.:-sich dein S!ucilenfach oinordnen? 

I n (Ie rte u rs v.;s se n schancn". Gooi otc s ",Os so n sc halle n.,. 
Naluruissenschanen. Medizin 

... iK>Ilern g..-
M.II< nicllt 

• • 
1-2-3-4·~ 

1-2-3-4-5 
1-2 -3-4-5 
1-2-3-4-5 
1-2 -3·-4 5 

in hohem go, 
M.B. "I"M • • 

1-2 -3-4-5 
1-2 -3-4-5 
1-2 -3-4-5 
1-2 -3-4-5 

1 2 3-4-5 
1_2 -3-4-5 
1-2 -3-4-5 
1-2-3-45 

, , 

WirtsGh oftf;wI..s~n"rnften. S()nstige' ___________ _ 

HerzLichen Dank fiir deine Miihe! 
[Fr"9Cn beluglich nor lImlrage bitte PC' Ma, rln inlo@mylcano) 
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11.10 Institutions of Higher Education 

No. of 
Questionnair~~ 

% Name of InsUlu!e 

" 5.23 1 FHTE Ess lng"" 

" 5.23 L ,H 'urtwan(l<ln 

~ 6.98 3 ,H P/orzh<lim 

" 2.33 27 lJni ROs.lock 

" 5.62 22 lJni TUbing"" , 0.97 13 ,H NUrtingen 

" 3.14 11 ~H I,""tlir>g~ n 

" 559 1 ~ FH IW-We"'9,..-t~n 

~ 10.47 30 lJni H~ idelberg 

H 2.71 21 Uri Regen.burg 

H 2.71 28 Freie lJni Berlin , 0.39 29 Uni Potsdam 

0.19 23 Urli "fVll</tlrt 

5.78 10 BA R""~n.burg 

0.97 24 Uni Ko ln 

0.19 25 KHM Kliin 

0.19 26 IFBM M in BMA 

0.19 No Ans"",r 

0.19 15 BA V. itlg ",,_Schw~ nnir>g~ n 

9.88 5 FH Karl>fuh e 

~_23 9 PH Weir>garten 

0.19 19 Un; Bayreuth 

'.M 4 Uni Freibllrg 

O.,g 12 Uni Stuttgart 

0.19 20 PH LLldw(;jsburg 

6.59 16 FH AIb,toot Sigma,ingen 

.» 6 FH M(;nd",n 

0.39 7 TU MOnchen 

0.19 8 Hoch.chule d.,,- K(jn,te MOnd",n 

'W 18 Un; AU9sburg 

640 17 LMUni MUnchen 

". 1 DO'/'. TOTAL 

", 
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~ - " w • < 0 ~ 
0 0 0 0 0 0 

FHTE N • , 
r FH f"ttwo'i9'" N , 

FH Pfoczheim ~ 
Un; R.,.too' = ·0 

Uni TOb~n N 
0 

FH N"~inll"n ~ •• 
fH Routl n_ .= " 0 

N 

~ FH RV_ , w • Un; Hoidolbor, , < " 0 

~ = • 0 • 0 
Freje lJr> Be 'I ~ = 0 • 

IJri POC5<lom 0 0 0 

IJrj F,..,<fort I • - 0 

M e, , 
0 

IJti; KO " ~ 0 
0 
0 

KH~ KO n J " 0 
IFBr.4 KOIr> I • 

r 
No 1I",,",,r , 0 

BA VoIIiog*,,- , 0 
0 

FH K;l r~'oho > 0 - m 
PH Womll"rton 0 0 

0 0 
Un; S.yr .... h • 0 

" lJni f,ei~rg =-::-.. 0 
0 0 

\hSM~." • 0 

00 0 
FH Abot.", 0 = e, 0 

0 • 
FH MIlnchen 0 W " -, m 
TU Murden 0 N 

0 

HochscllLi<o , - m 

" Un; Aug.burg < 
w m 

Lr.4Uni = w 0 

N • > 
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11.11 Letter to Interviewees 

Dear Mr. XXX, 

Folklwing please find Ihe objectives of the research I am conducling for my 
Masters Thesis with the title: 

South African Rooibos Industry. 
Opportunities And Constrainls With Special Reference To The German Consumer 
Market. 

In summary the thesis attempts to analyse the Rooibos Industry with speci31 
reference to the German import markel. This will be necessary to be able to 
develop a new market positiQlllng strategy for Rooibos 3nd Rooibos products for 
the German COnSllmer market, which can then be used to develop a marketing 
action plan. 
Therefore the ITKlst 3ppropriale larget mar)::et-segments to serve have to be 
defined and the benefits which should be emphasised to the Germ3n consumers 
must be detected. 

The research will be guided and structured by a model adapted from David Walter 
which is split up in three segments. namely 

• Analysis of the German beverage market 

• Analysis of the South African Rooibos Industry 

• Competitive analysis of the Product 

The time allocated to this project will be 18 months beginning in August 2003 

My sincerest gratitude in your helping me in my project 
Thank you very much, 

Sincerely 

Tobi3s Gress 

296 
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11.12 Letter of Introduction 

~NIVERSITY OF (' YE TOWN 

School 01 ManagBment Studies i""""'''' '"r,,''' '''' " 0....- >o¥" .. 

'~-"«"""""'" ""'"~'''' "'-' "'" _",... .• "" "'"'' I 
"', ,'" I .,. "" 

~ • ~\o'm' ;[oo..nt .., tho 5<~ oi ""'"¥"ICIt "'tho u~ of c,,,. T<'Wfl_ 

! "","" Po MY \I'".tcfW If 1'" Cll',Od h<lp 001 to otJI;a" sorr>< >r-I'orrn .. k>'1 00 trIO fcjlowlo<J 
top!<: 

SclJth AfricMJ Roo!bos Indu .• /ry. 
{Jp/xNtI'nm.,s _ WnW-" .. lnrs With S!><],,,A/ R~f",c",<' to rII~ Ge'-'~d" CUO>U"'," 
M~,*.r . 

. '.J,y "'''''''''' in(orm;;t;oo th;>t Y"" ..;.r, to t><. tr.",,"<l "" ,octO:><<rl1Oi w;t __ <""r....-,r,iOl 
"*"- tOe ><_-.;"" .. ", ,"".:ondId.lto fcr • p&<>d ~ 1:1''-0 y>-'.Y<. 

297 
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Declaration 

I krHJW thai pl<!giarism is wrong PI<!oi<!rism is to use other people's work and 10 

pretenci IIlat it is one'~ m .. 'n. 

Eacll significant contribution to and quotation in this report from the work or works 

of other people has heen <!ttrihuled, and has been cited and referenced 

This report i~ my Own work 

I have not allm'>'eci, am! will not allow, anyone to copy my work with the intention of 

p<!ssir>g i' oif as his/her own \vork 

Tot~as Gress 

Date 

'" 




