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EDITOR’S

Note
2017 has kicked off with a bang. If you’re anything like me, you 
have probably been running around like a headless chicken trying 
to conquer the New Year, your beach holiday now only a distant 
memory.  

I’m flabbergasted to be saying, welcome to Issue 18! It’s not 
as if it snuck up on me; I’ve been working on story ideas for the 

coming issue for months and I own a calendar. We’ve got some 
exciting things ahead of us, the big news being SANA’s 70th Anniversary! In this issue we start 
the celebration by remembering SANA’s past presidents and giving them a round of applause for 
upholding the SANA vison. On page 8 you will find exciting 2017 consumer gardening trends, as 
predicted by the Garden Trend Report. Meet the new members on page 28. We’re excited to hear 
your ideas, get to know your business and watch you grow and prosper under the SANA umbrella. 

As the leaves begin to fall, I challenge you to rise and refresh what’s hot and what’s not in your 
business. Until next time, happy reading.

Chelcea 
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PRESIDENT’S

Message
Ours is indeed an amazing industry! No matter the weather, we pull 
together and make things happen. The spring season of 2016 turned 
off like someone had hit a switch, yet we all hung in there and adapted 
our business practices to survive! The severe water shortages in the 
Western Cape have also added to the extreme pressure of the retail 
sector, which ripples down to our growers. Thankfully there have been 
some welcome rains experienced on the Highveld, which has seen a 
slight reprieve for retailers and growers alike.
    We as an industry are, and always will be, at the mercy of the forces 
of nature, and we need to keep this top of mind. Water, in particular, 
is an issue that is going nowhere. We are constantly reminded of the 
delicate balance between key role players, who make the decisions 
based on our influences, and the outcomes of this.
    With such daunting issues playing out around us, we are often in a 
state of panic. This is where SANA steps in, and I can confidently say 
that Justin Emrich (Garden Centre Association Chair) and his team 
of SANA representatives have proved invaluable. Life is a Garden 
has provided a much-needed positive dialogue between us and 
newspapers, as well as online and community magazines during this 
period, and continues to do so. This platform, which is much admired 
by the international garden centre members, continues to provide our 
consumers with up-to-date, valuable information. My great appreciation 
to all those who have been instrumental in this process of positive 
engagement.
    The SANA team has been very active over the past few months. The 
upgrade to the irrigation system will certainly be evident as you read 
this. The Knoppieslaagte property is going to be undergoing much-
needed improvements under the guidance of Piet Duif. I’m very excited 
to see the developments, which will not only add to the property 
aesthetics but also to the important trade-day experience.
    And now for the Green Business Magazine, the valuable 
resource that you are now reading. To Chelcea Soal, a huge well 
done – the trend report is fascinating and the information on 
what we are doing about the water situation is just what we all 
need. The only constant is change, may we all embrace this!
    Lastly a huge thank you to my vice-presidents, Peter Runkel, 
Tanya Simon and Piet Duif. You three are amazing, and your 
wisdom and integrity is of great value to me and the industry 
as a whole, and I admire your commitment to succeed.
    Finally, all of who we are and how we function in this 
industry is backed by a great office team, one that has 
undergone many changes in the last six months. Well done 
to all, and thank you for your teamwork and determination in 
these taxing times.
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SANA
Sponsorship

The SANA Star Sponsorship programme has been growing steadily 
since its launch in 2009 and has assisted our Association by supporting 
various projects including the SANA Convention, GCA Competition, 
Green Business Magazine, SANA Golf Day and the Young Retailer and 
Young Grower awards.  In return, depending on the level of sponsorship, 
members who participate receive exposure within the industry.

Categories of 
sponsorship

uDIAMOND

«1 STAR
««2 STAR 
«««3 STAR

SALES PACK

As sponsor your 
contribution is allocated 
as follows to make the 
following projects possible:

50%  Garden Centre Competition

20%  Green Business Magazine

17%  SANA Convention

4%  Training Workshops

3%  GCA Competition Awards

               Ceremony

3%  SANA Golf Day

3%   Young SANA Award

               recipients’ attendance 

               at Convention   

WHAT DO YOU GET?

•	 Exposure on SANA Communication relating to projects sponsored
•	 Exposure at SANA functions i.e. Convention, Golf Day, Trade Fair
•	 Discount for Trade Fair stand
•	 Advertisement in the Green Business Magazine  if you are a 2*, 3* or 
       Diamond Sponsor.    (1 Star Sponsors receive a highlighted listing)
•	 Exposure through displaying of our SANA Sponsorship banner at events
•	 Your name or logo on GCA Competition certificates

1 Star  R   6 730 
2 Star  R 13 660
3 Star   R 27 550
Diamond R 54 620

WHAT WILL THIS COST YOU? (Vat inclusive)
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GARDEN

Trends

Could the 
drought 

GROW
your business?

Robin Williams once said, “You will have problems, 
but they will always wake you up to the things you 
weren’t paying attention to.” I love this quote, and I 
love problems! Why? Because they force you to start 
asking questions, and when you ask questions you 
find solutions, and when you find solutions you create 
change.

The drought has hit us hard in South Africa and left 
many in the garden industry with drying up bank 
accounts and wilting businesses. Drought is a 
problem, and therefore it is a gift, because it could 
wake you up to the very things you weren’t paying 
attention to. 

It’s said that in our fast-paced technological era a 
company needs to re-invent itself every 18 months, 
but from my experience of frequenting South African 
nurseries it seems that not much has evolved since 
my grandmother was born. Most nurseries are selling 
plants, not providing solutions, and therein lies the 
secret to success (or a lack of it).

The internet has changed our customers. They are 
better informed and less easily fooled, but at the 
same time they are confused with an ‘information 
overload’ and extremely strapped for time. They know 
what they want but don’t know how to get there. 
What your customers want are easy solutions that 
will save them time. The way most garden centres 
display their products just adds to the confusion. 
Giving people more than three solutions overwhelms 
them, and most leave buying nothing. What if you 
tried pairing products to solve problems, instead of 
grouping them according to function? For example: 

Display your roses with the compost, fertiliser and pesticide 
(preferably organic) you need to help them thrive. Add a 
name plaque that describes the colour of the rose and how 
many months it flowers for, or some unique ‘did you know’ 
tip.

‘Trend spotting’ is a tool entrepreneurs use to harness 
opportunities and create wealth. If you know what problems 
your gardeners are experiencing, then you have a better 
chance at solving them – and he who solves the problem 
makes the money.  

Each year ‘Garden Media’ publish an annual TREND 
REPORT, and it seems that people’s desire to bring health 
and wellness into their everyday lives, all year long, is the 
top trend for 2017.
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THE TOP 

5gardening 
trends for 
2017

With ‘health and wellness’ being a top priority for people, and the majority 
saying they pay close attention to the ingredients in the food they buy, it’s 
no wonder that this concept has transitioned into the garden in the form of 
the great revival of the vegetable patch, or as it is now known, the ‘kitchen 
garden’.  

Increasing your herb and vegetable seed and seedling offering is a great 
direction to grow your nursery into.  The more inspirational food is, the 
more people want to eat it and the more often they will buy. Think like a 
chef when purchasing your varieties  – what delicious plants would they 
cook with? 

Gardens good 
enough to eat

1

•	 Food quality is at the forefront 
of people’s minds, so display 
words like ‘non-GMO’ or 
‘organic’ to attract the educated 
buyer.

•	 Pair ‘companion plants’ with 
each other in your displays 
and explain why they improve 
the growth of each plant. For 
example, ‘Did you know that 
growing basil next to your 
tomato vines will enhance 
the flavour of the tomatoes 
and repel many of their insect 
pests.’

•	 Add interesting tips like: ‘days 
to harvest’ or ‘how many salads 
you can make from one tray of 
seedlings’.

•	 Planting a tree has become 
very trendy. It has even become 
known as ‘soundscaping’, as 
trees change everyday city 
sounds – from adding birdsongs 
to buffering sirens. In keeping 
with the ‘kitchen garden’ trend, 
add more fruit trees to your 
offering.

IDEAS

GARDEN

Trends
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‘Organic’ is king
Demand for clean food, clean water, clean air, clean 
medicine and clean environments is dramatically shifting 
how people buy plants and products, and how they garden 
both in the home and outside of it. This is especially true 
with regards to food plants grown to eat. Health-conscious 
people are averse to using any chemical pesticides or 
fertilisers on their plants, especially if they are food plants 
that will be consumed by themselves or their animals, as 
people are much more aware of the role these poisons 
play in many diseases prevalent today. For example, 
lettuce can become toxic due to the high absorption rate of 
poisons sprayed on the leaves. Adding an ‘organic’ range 
to your offering could open up a healthy income stream for 
your business.

•	 Sell organic herbicide and 
pesticide remedies, especially in 
your ‘food plant’ section.

•	 Display your composts and 
manures as ‘organic’ fertiliser 
alternatives. Label your manure 
according to function – sheep 
manure is good for leafy 
vegetables like spinach and 
lettuce; cow manure is great for 
fruit-bearing plants like peppers 
and tomatoes; horse manure is 
best for root crops like carrots 
and beetroots.

•	 Place plants and their living, 
organic, ‘pest-repellent’ 
companions together, so 
petunias and roses (as petunias 
repel aphids), or dill and 
cucumbers (as dill repels white 
fly and cabbage loopers).

•	 Prepare a special ‘grow-your-own’ 
soil mixture. Most consumers 
have no idea how to prepare soil, 
or what soil to use, and it is one 
of the greatest reasons for poor 
harvests.

•	 Keep beehives or chicken coops 
and chickens to sell to your 
customers as pollinators, organic 
pest control and living fertiliser 
alternatives

IDEAS

2

GARDEN

Trends
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•	 Sell	microgreen	and	sprouting	
kits.	Not	only	can	these	edible	
greens	be	grown	all	year	round,	
but	they	are	up	to	four	times	
more	nutritious	than	their	fully	
grown	counterparts.

•	 Ultraviolet	grow	lights	enable	
indoor	growing	and	cancel	out	
the	seasonal	issues	people	face	
with	growing	plants	outside.

•	 Hydroponics	and	aquaponics	
are	the	farming	methods	of	
the	future,	and	make	‘grow-
your-own’	accessible	to	people	
living	in	smaller	spaces	with	
no	gardens.	As	the	nutrients	
in	these	systems	need	to	be	
constantly	replenished	for	
healthy	crops,	they	can	produce	
a	steady	income	stream.

•	 Windowsill	gardens	are	very	
popular	for	growing	fresh	herbs	
for	the	kitchen.	‘Self-watering’	
herb	pots	are	great	innovations.

IDEAS

3
What is new

The	greatest	influx	of	new	customers	is	the	ones	interested	in	
‘food	gardening’.	They	want	to	grow	their	own	healthy,	delicious	
food,	and	they	want	to	grow	it	all	year	round.	With	the	demand	
for	organic,	local	food	exceeding	supply,	more	people	will	grow	
indoors.	From	growing	rocket	to	bok	choy,	clean	fresh	food	
will	be	available	to	plant,	pick	and	plate	for	every	season.	From	
herbal	tea	gardens	on	the	windowsill	and	healing	herbs	under	
lights	to	vitamin-packed	microgreens	on	the	kitchen	counter,	
medicinalgardens	are	blooming	indoors.		
							
There	are	fantastic	innovations	that	make	this	possible,	
				and	as	these	innovations	solve	the	home	gardeners’
									problems,	they	are	products	positioned	to	fly	
													off	your	shelves.

GARDEN

Trends
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•	 Did	you	know	that	indoor	
office	plants	create	healthier	
and	happier	workers,	lower	
healthcare	costs,	increase	
productivity,	lower	absenteeism	
and	reduce	staff	turnover?	Stock	
a	selection	of	trendy	looking	pot-
plants	and	pots	geared	for	the	
office,	kitchen	or	home	spaces.

•	 Vertical	gardening	is	a	solution	
that	plays	right	into	this	target	
market’s	court.	There	are	the	
most	fantastic	wall	gardening	
products	available,	which	are	
not	only	easy	to	install	but	have	
added	extras	like	self-watering	
features.

•	 Create	a	‘vertical	garden’	
plant	section	in	your	nursery.	
These	plants	have	a	high	
turnover	because	they	are	often	
consumed	for	food	and	need	to	
be	replaced	frequently.

•	 Pots,	pots	and	more	pots!	Stock	
up	with	lots	of	pots	geared	for	
growing	food	and	indoor	gardens.	
Organic	alternatives	like	growing	
crates,	‘no-bend’	grow	boxes	or	
square-foot-garden	planters	are	
in	high	demand.

IDEAS

Gardens	for	small	spaces	and	indoor	gardening	are	two	paths	leading	to	
dramatically	increased	target	markets.	Five	million	of	the	six	million	‘new’	
gardeners	last	year	were	18-34	year	olds.	Many	of	these	‘millennials’	
are	all	grown	up	and	living	in	flats	and	townhouses	of	their	own,	with	
‘space’	being	their	main	problem.	They	are	the	ones	looking	for	‘fresh	
food	growing	365’	alternatives,	as	they	have	grown	up	on	the	ideals	of	
sustainable,	organic,	ecofriendly	concepts.	Many	of	these	customers	are	
taking	to	growing	indoors.	Indoor	gardening	stores	made	just	under	$1	
billion	in	2015	and	the	market	has	grown	8.2%	in	the	last	five	years.
Rooftop	gardens	and	parks	converted	into	community	gardens	are	

concepts	that	are	not	only	working	but	thriving.		Take	the	Oranjezicht	
community	garden	in	Cape	Town	as	an	example.	The	added	bonus	is	that	
because	of	the	type	of	plants	that	this	clientele	buy,	they	are	likely	to	visit	
your	garden	centre	eight	or	more	times	a	year!	
On	top	of	that,	people	are	taking	a	page	out	of	the	book	of	the	New	

York	Times	#1	best-selling	guide	to	decluttering,	by	Japanese	cleaning	
consultant	Marie	Kondo.	Tidy	gardens	does	not	mean	trimmed	hedges	and	
clean	corners.	It	simply	reflects	a	global	shift	toward	reduced	consumption	
coupled	with	finding	bliss	in	what	you	do,	not	in	what	you	have.

4
Less is more

GARDEN

Trends
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The human  
   touch

In our digital age, the number one need that people 
have internationally is human contact. This need is 
so powerful that it is one of the biggest reasons 
for a business success rate in the marketplace. 
Brands with the most human contact and 
connection points are the most successful. Little 
personal touches are popular: Starbucks calling 
the customers by name instead of by number shot 
them to the second-biggest fastfood brand in the 
world, just behind MacDonald’s.

Written by Vanessa Jacobs – inventor of the ‘Slab 
of Seed’ by Sow Delicious.

5

•	 Use social media platforms like 
Facebook and Instagram to connect 
with your clients. Good photos with 
short captions or relevant video 
clips get the best responses.

•	 Give practical ‘workshops’ that 
empower your customer base with 
the know-how to succeed in their 
gardening endeavours, because the 
more they succeed the more it will 
reflect positively on your bottom 
line. Did you know that 65% of 
millennials would attend a class or 
workshop at a store to enhance 
their growing skills?

•	 Make loyalty cards more personal 
by using information, like what the 
customer buys, to send personally 
branded messages (starting with 
their name) about orchids or the 
latest vegetable products or trendy 
pots. 

•	 Start a ‘garden club’ where you 
feature specific products at 
discounted prices or exclusive 
‘one-offs’.

•	 It’s all about making your clients 
feel special. It always amazes me 
how my own retailers often buy 
double the amount of product from 
me once they have met me in 
person, or how our ‘Slab of Seed’ 
sales triple after I do a talk. 

IDEAS

GARDEN

Trends
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Western Cape

The Western Cape water restrictions caused panic 
for all green industry members. Justin Emrich, 
Member of the SANA EXCO, explains how the 
possible disaster was prevented by developing strong 
relationships with important stakeholders: 

“In 2015 we heard rumours of the Cities plan 
to introduce level 2 water restrictions. We knew 
from history that the City of Cape Town would go 
ahead with introducing water restrictions and not 
consulting the Green Industry. SANA & I decided 
to be proactive rather than reactive. I approached 
the City of Cape Town and requested a meeting to 
understand their intentions. They explained what 
they wanted to do and we were comfortable with the 
recommendations. We also asked if we could work 
with the City of Cape Town to get the message out 
to the public on the importance of saving water. As 
a result, the City of Cape Town appointed staff at all 
GCA affiliated garden centres. The staff were trained 
by the City of Cape Town and were armed with 
pamphlets on what the restrictions were and how 
the public could save water. This helped immensely 
to get the message out but more importantly it gave 
us a foot into the City of Cape Town (We had made a 
connection!)

The 2016 summer came to an end and we entered 
our rainy Season. As everyone was aware there was 
very little rain and early in peak season we started to 
hear rumours of level 3 water restrictions. We set up 
a GCA and Growers meeting inviting the City of Cape 
Town to come and explain what the proposed level 3 
restrictions would be. To everyone surprise the City 
of Cape Town was going to ban all growers, garden 
centres and residential gardens from watering plants. 
There was immediate panic amongst the Green 
Industry. In the same meeting the SANA members 
decided to put a team together which would come 
up with an action plan to ensure that the industry 
would not be so negatively affected. The very next 
morning myself, Peter Van Niekerk, Peter Runkel 
and Nick Stodel had a meeting. We all agreed that 
attacking the City of Cape Town would be a bad idea. 
We needed to find a way to get them to understand 
the implication of their decision and how they could 
rather use our industry to get a message out to the 
consumer. I decided to put a survey together and 
requested data from all that worked in the Green 
Industry within the Western Cape on what the impact 

would be if the City of Cape Town went ahead with their 
proposed restrictions. I then built a document based on all 
the data I received highlighting job loss, revenue losses and 
stock losses. In the document we also made suggested 
alternative proposals of how we as an industry could work 
together with the City of Cape Town. We then encouraged 
all SANA members to get hold of their local counsellor 
and present the document. I also met with the Mayco 
member for Water and Sanitation, Erenest Sonneberg, and 
presented the document to him. To my surprise the City of 
Cape Town implemented most of my suggestions and the 
disaster was averted. 

We are currently still working close with the City of Cape 
Town and are once again appointing staff from the City of 
Cape Town in the GCA garden Centres. 
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9 Types of 
 awesome
visual content

  your brand should 
be creating right now

Eye-catching photographs
Close to 100% of people say that images are the 
number 1 deciding factor when making a purchase. 

It’s also good to use images to show the people behind your 
brand, and to show off the product in action and not just in 
its box. There’s no substitute for great photographs of your 
product being used.

Inspiring quote cards
Create quote cards that are easy to share on a range 
of social media platforms. Design the cards with your 

brand colours and feel as well as your brand values.

Strong calls to action
Generally more than 75% of businesses have weak 
calls to action. Influence your visitors to act – click 

here, buy this, shop here. Strong calls for action are ideal 
for promoting sales, events or other exclusive content. Use 
strong colour and imagery to grab people’s attention.

Branded imagery
Brand your imagery with your company logo and make 
it reflect the values of your brand and your brand’s 

unique selling points. Use composition and colour to gain 
more audiences.

Interesting data visualisations
Maps, charts, graphs and diagrams attract more 
attention than words, and can communicate important 

facts quicker. Design your infographics to reflect your brand 
and make them visual.

Engaging videos
Consumers are more likely to buy a product after 
seeing a video. Give your brand a literal voice and 

sound and mix up your range of content. This is becoming 
a more affordable tool that will get your brand ahead of the 
pack.

Tips, tricks and how-to’s
Show off interesting ways to use your products. These 
can be anything from recipes to tutorials and practical 

tips. Encourage people to share them. This associates your 
brand with industry knowledge and expertise. 

Publish reviews
Reviews allow people to determine the quality of 
your business, and over 80% of people refer to 

these before buying. Share positive reviews to build brand 
credibility.

Thought-provoking questions
Engage with your consumers in conversations, 
asking them questions and opinions. Keep the 

questions open, like: “What motivates you?”, “What is your 
favourite…?”. Use images along with your questions to 
encourage sharing on social media.

1

2

3

4

5

6

7

8

9
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A legacy of

70 YEARS
SANA has a rich history with many stories to tell by each generation from 
when it started in 1947. Formed out of the Fruit Growers Association to 
the modern SANA of today, each of the 27 Past Presidents have played an 
important leadership role in our Association.
   SANA has grown and transformed in to one of the most unique green 
industry associations in the world. As the changes in the business 
environment and indeed our country progress so too has constant change 
been introduced to SANA, ensuring that the Association evolves and is kept 
relevant with the needs of the industry.
   The biggest transformation of our time has taken place over the past 
few years. Dawn Collard, Nick Stodel, Wayne Stewart and Ryan Goodwin 
are credited for the process of re-inventing SANA into the strong and 
vibrant Association it is today and to be positioned successfully for future 
generations.   
   Herewith a few highlights of major events, projects and organisational 

milestones throughout this period.
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1947

JA Herholdt       SF Conradie          Mr Beetge       AJ Basson

Founder members of SANA who had the vision to transform the Fruit Growers Association to 
form the South African Nurserymen’s Association, including ornamental horticulture.

Tom Arnold

Retail Nursery.  Tom Arnold 
donated funds to form the 
foundation of the SANA 
Tom Arnold Bursary Fund 
that still assists students in 
their horticultural studies. 

CH Müller

Rose and fruit grower.

HP du Preez

Fruit tree grower.

1960

1961

1964

Egmont Behrens

Rose and Fruit grower.
The SANA Board room 
was named after Egmont 
who passed away in 2010 
at age of 100.

1967

Nico Ligthelm

Fruit tree grower.

Jimie Malan

Ornamental grower. 
Developed management 
structures as the 
Association moved away 
from fruit tree growers.

1971 1976

Past Presidents and their influence on 
the Association and the industry
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Bill (William) Daly

•	 Ornamental	grower.
•	 Was	instrumental	in	the	development	of	a	sound	financial	

structure	of	SANA		by	implementing	sectors.
•	 Proactive	in	helping	students	gain	practical	experience.

Keith Kirsten

•	 Formalised	the	position	of	President.
•	 Arranged	the	first	visit	to	SA	by	an	international	

Association	–	California	nurserymen’s	association.
•	 The	following	year	he	arranged	a	SANA	tour	to	USA.

Richard Hill

•	 Young	grower	from	Cape	with	retailer	and	grower	interests	at	heart.
•	 Started	marketing	and	growing	trees	with	Plant	Breeder	Rights.
•	 Developed	GIC	with	the	EXCO	to	market	gardening	to	the	consumer.

Jac Swanepoel

•	 Pot	Plant	Grower.
•	 Introduced	the	President’s	chain	that	is	still	worn	today	and	

handed	over	at	the	President’s	inauguration	every	second	year.

•	 Pot	plant	Grower.
•	 Changed	the	structure	of	SANA	by	appointing	a	Director	of	

Operations.

1980

1982

1985

1988

Johan Vlok

1990
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•	 During	his	term,	SA	suffered	a	bad	drought	and	he	negotiated	with	
government	to	lift	very	strict	water	restrictions	for	industry.

•	 Co-Founder	of	Fruit	and	Trees	for	Africa	and	secured	SANA	a	seat	on	
the	Board.

•	 He	was	part	of	the	team	that	initiated	the	process	to	invite	IGCA	to	
South	Africa.

•	 GCA	was	founded	and	became	active	members	of	IGCA.
•	 Keith	is	the	only	president	who	served	two	terms.

Roy Trendler

•	 Seedling	and	Ornamental	grower.
•	 SANA	purchased	the	Knoppieslaagte	property.		This	was	quite	a	long	

process	as	there	was	a	person	who	had	life	rights	on	the	property.		
SANA	had	to	prove	she	passed	away	before	the	sale	could	be	
finalised.

•	 Launched	the	first	IGCA	Congress	to	South	Africa.		The	congress	
raised	enough	funds	to	ensure	positive	cash	flow	for	the	Association	
going	forward.

John Simpson

•	 Started	developing	the	SANA	property.
•	 Phased	out	contracted	administration	services	to	give	

responsibility	to	committee	members	to	oversee	finance	and	
administration	in	the	SANA	office.

•	 Was	president	during	the	first	IGCA	visit	to	South	Africa.

Ronald de Leeuw

•	 Rose	Grower
•	 Started	Green	Ribbon	Awards	–	that	ultimately	led	to	the	current	GCA	

Garden	Centre	Competition.
•	 Further	development	of	property	to	host	Trade	Fairs.
•	 Initiated	the	Jimie	Malan	floating	trophy	for	Garden	Centre	of	Year.
•	 Initiated	the	SAGIC	Journal.
•	 Created	the	President’s	Cup	as	a	SANA	Award.

Keith Kirsten

1992

1994

1996

1998
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Wessel Duif

•	 Bedding	Plant	Grower.
•	 Changed	the	wording	on	the	Constitution	from	SA	Nurserymen’s	Association	

to	SA	Nursery	Association	to	include	women.
•	 Brought	the	concept	of	SAGIC	to	life.		
•	 Centralised	administration	of	SANA	–	regional	associations	became	seats	on	

the	EXCO	–	sectors	transformed	into	associations.

Di-Di Hoffman

•	 Formalised	the	role	and	responsibilities	of	Standing	Committee:		portfolios	and	
responsibilities	to	manage	the	day-to-day	running	of	EXCO.

•	 Extended	the	EXCO	to	include	two	Vice	Presidents	by	appointing	a	Vice	
President	Marketing.

Morné Faulhammer

•	 Actively	involved	in	regional	development.
•	 Established	SANA	as	the	voice	to	government	with	regards	to	

biodiversity	and	Working	for	Water.

Jan Swanepoel

•	 The	first	President	from	the	allied	sector.	
•	 Coming	from	a	corporate	background	Jan	instilled	a	new	level	of	

professionalism	in	the	SANA	offices.
•	 President	during	IGCA	2007.

Dawn Collard

•	 First	Woman	president.
•	 Created	the	independent	Green	Business	Magazine.
•	 Started	the	training	programme.
•	 Started	the	Past	President’s	Tree	Planting	tradition.
•	 Re-opened	the	SANA	sponsorship	programme.
•	 Formalised	structure	of	SANA	–	increased	Vice	presidents	to	three.
•	 Re-invented	SANA	Convention	as	stand-alone	event.
•	 Updated	the	SANA	constitution	and	extended	the	EXCO	to	have	3	Vice	Presidents.
•	 Introduced	the	Young	Retailer	and	Young	Grower	recognition	awards.

2000

2002

2004

2006

2008
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•	 Streamlined	administration	and	running	of	Association.
•	 Grew	membership	base	with	particular	focus	to	regional	

membership.
•	 Ambassador	for	SANA	within	IGCA	–	became	first	African	

IGCA	president.
•	 Initiated	the	alternative	revenue	programmes.
•	 Developed	the	SANA	Water	development	Project.

•	 Initiated	SANA	Legacy	Project.
•	 Restructured	SANA	sponsorship	programme.
•	 Amalgamated	SANA	and	Tom	Arnold	bursary	funds.
•	 Development	of	Natural	Resources	and	HDI	portfolios	within	EXCO.
•	 Built	the	foundation	work	for	Life	is	a	Garden.
•	 Updated	communication	from	the	office	to	the	Members	with	email	

newsletters	as	well	as	starting	the	SANA	Facebook	page.
•	 Initiated	Young	SANA.

Ryan Goodwin

•	 Helped	re-invent	develop	Trade	Fair	to	biggest	green	show	in	
SA.

•	 Did	ground	work	for	SANA	mentorship	programme.
•	 Introduced	the	Young	Rep	of	the	Year	award.
•	 Started	the	process	to	strengthen	the	relationship	with	SAGIC.

Behind	every	SANA	President	is	a	group	of	passionate	industry	Members	who	
work	within	SANA	committees	and	very	often	on	more	than	one.	Many	have	
had	a	profound	influence	on	our	industry	and	as	an	Association	also	owe	a	
huge	thank	you	to	the	individuals	behind	the	scenes	that	help	the	Presidents	
vision	to	fruition.
				It	is	quite	hard	to	source	information	on	our	long	history	–	especially	when	
looking	for	information	stored	in	hard	copy	and	not	electronically.		If	you	have	
any	historical	information	or	old	notes,	please	contact	the	SANA	office	to	
assist	us	in	building	up	a	comprehensive	archive	of	association	history.	

Nick Stodel

2010

Wayne Stewart

2012

2014
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The SANA Tom Arnold Bursary Fund was founded in 1985 at SANA 
Convention by Tom Arnold, who donated R20 000 to create a fund to 
help future Horticulturists and Landscape Technicians. The current goal 
of the fund is to reach R2m in the immediate future. Currently the 
fund is at R1.5m, so any funding from inside or outside the industry 
would be highly appreciated.

Helping
Students

REACH THEIR DREAMS

Facts
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•	 The bursary fund celebrates its 32nd anniversary in 2017.
•	 In 2009 the Tom Arnold Bursary Fund and SANA Bursary Fund 

merged to become one.
•	 The trend of applications has increased over the years and the 

quality of students/applicants has also improved tremendously.
•	 From 2010 till 2016 we have funded 130 Students:
       2010 – 13 Students
       2011 – 6 Students
       2012 – 18 Students
       2013 – 20 Students
       2014 – 22 Students
       2015 – 33 Students
       2016 – 18 Students
•	 The Bursary Fund is administered by SANA on behalf of the 

trustees. The trustees are Keith Kirsten, Nick Stodel and Wayne 
Stewart. 

•	 The current bursary committee members are Keith Kirsten 
(Chairman), Cary Goodwin, Selwyn Moodley, Johan De Preez and 
Melissa Sittig (Bursary Fund Administrator).

•	 All bursary recipients and horticulture students qualify for SANA 
student membership, which is free. For more information contact 
Melissa, the bursary administrator at the SANA offices.

•	 SANA Members are encouraged to help train students by 
giving them hands-on experiential learning, which is required 
for the completion of their Diploma in Horticulture or Landscape 
Technology.

•	 The remuneration guideline for in-service training for Horticulture 
and Landscape technology per day for 1st year and 2nd year 
students was R100 in 2010. However, this rate is increased 
annually by the normal percentage given with the percentage 
wage increase.

•	 The recommended rate is R120 per day (2010) for students who 
have completed all their 1st and 2nd year subjects with prior in-
service experience.

•	 All 3rd year students must have a logbook to qualify for a higher 
rate. This rate must be seen in context as students are still 
learning and the experience is part of their tertiary education and 
they benefit from the hands-on training.
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Join us for the
SANA & SAGIC
CONVENTION

Delegates can look forward to three 
excellent speakers, a panel discussion on 
industry related matters, various industry 
awards and ample time to network with 
fellow industry members. Reap the 
benefits of being a member!

Book your spot now – contact Gerdie on 
082 780 7628 or gerdie@sana.co.za
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4 Seasons 4 U    012 111 0084

Aka Labels and Barcoding   012 752 4313

Ann’s Potteries    057 212 3717

Atlantic Fertilisers    086 011 0110

Bark  & Fibre Enterprises   072 034 0603

Bonera Trading     034 318 6668

Brightfields Natural Trading Company 021 448 8548

C & M Landscaping Supplies  012 807 7359

Concrete Creations   011 968 2110

Cotton Picker    011 477 0626

Crop Supplies     072 223 7505

Culterra      011 300 9913

Dandylion Green Business Solutions 011 234 0615

Daschner Metal Art   082 574 9803

Decorbuzz     083 293 1498

DK Rock Pots One   071 697 1759

Dynatrade    011 764 5416

Efekto Care     011 287 5700

Ever-Grow    041 484 1153

Fairy Wonderland Suppliers  082 920 1409 

Farmyard Organics    033 569 0680

Fibre Features     083 406 1677

Filmflex Plastics     031 705 4660

FloraImports    011 918 4620

Floriseeds     083 627 4511

Fusion Home Accessories   011 969 6543

Gardena     011 323 0000

Gebco     011 468 3667

Gerna’s Beton Boutique   073 792 8895

Grass Roots Nursery   012 252 7235

Greena     011 884 3777

Greenfingers     041 364 0288

Greenhouse Technologies   011 613 3103

Grovida Horticulture Products  031 205 2872

Growrite     082 468 7508

Hadeco      010 140 1300

HAIFA South Africa   021 982 0309

HAP Garden Decor   076 842 9212

HP Labelling    011 914 1830

Hydro Scapes    012 807 3256

Hygrotech    012 545 8051

Isowall SA     012 804 0557

Just Organic    071 645 2256

Kirchhoffs      011 794 2316

KLB Engineering    011 668 1923

Len & Ansie Du Plooy    012 323 5541

Limefert     012 346 0762

Logiway     072 039 0502

Makhro Home and Garden   021 981 4011

Mandoval Vermiculite   011 864 5205

Mango Moon    031 766 3823

Marine Growers    021 419 0124

MayFord Seeds    011 548 2800

Metson@Home    011 792 8968

Mobilane Africa    076 341 6749

Naboom Plastiek    082 414 1480

Norsag Trading     086 111 1720

Nutrigro      076 564 5543

Organics for Africa   033 413 2960

Pamper Hamper    021 534 0404

Pebble City    011 452 1540

Plasgrow     013 751 2076

Price and Sons    021 591 1224

Protek     011 812 9800

R and J Consulting    012 346 8810

RJE Distributors     083 707 1680

SA Organic Farming   013 665 3932

Sebor Manufacturing    011 762 1221

Shiman      011 635 3000

Sought After Seedlings   082 365 0050

Starke Ayres     086 078 2753

Stone Image    083 271 6377

Stone Sensation    083 235 9107

Talborne Organics    013 933 3172

Taljar Services    012 333 2927

The Kelim Shop    021 863 1944

The Pot Company    082 832 2255

Tree Tags    082 714 0724

Trees Id     082 891 7625

Tshala Plant Brokers   012 371 9240

Tunnel Quip    033 386 2398

Water Feature World   012 756 4355

Waterhouse Pumps   011 466 8250

Wedgit SA    082 855 4178

Wild Ways     083 644 8997

Wildcrete     079 695 0472

Zibo Containers t/a Groplast   011 848 7600
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Alfa Farm    011 948 7961/2/3

Afrinova Horticulture   081 038 2290

Alriwi Kwekery    087 750 9573

Amorentia Estate    074 146 3420

Andy Titterton Wholesale Nursery  011 949 1322

Aqua Flora Water Garden Nursery  083 451 9975

Arnelia Farms    022 7231022

Avedore Wholesale Nursery   010 591 6821

Ball Straathof     011 794 2316

Bark Enterprises    072 034 0603

Belgro Horticulture   079 862 9895

Blackwood Nursery    082 379 1858

Braaks Plants     012 376 2626

Bristle Cone Groothandel   012 207 9904

CND Nursery     087 940 9617

Coastal Nurseries    039 312 2627

Colorweis     083 265 9043

Coprosma Nursery   011 952 9970/1

Doonholm Nursery   086 124 4837

Du Prins Wholesale Nursery   082 850 8019

Elands Nursery     041 955 5671

Excelsior Nursery    015 583 0262

Exclusive Cycads    012 548 0325

Exotica Nursery    013 753 8300

Fairholme Plants    082 550 8703

Fernhaven Nursery    012 809 0441

Ferns Nursery     039 315 6911

Fisk Horticulture    021 884 4313

Floradale Nurseries    043 748 2420

Florex Indoor Plant Service   083 258 6337

Floriculture Wholesale Growers  081 464 5147

Gait’s Way Nursery    082 800 2809

Garden Magic Big Trees   082 576 2696

Gauflora     081 369 9997

Green Reflections    082 777 9325

Heuer’s Wholesale Nursery  012 253 2097

Impala Nursery     014 577 1310

Instant Trees Nursery   011 906 9901

Jozi Carnivores    082 856 9876

Kazimingi Nursery Farm    079 871 8829

Keith Kirsten Horticulture International 011 317 0903

Klugro Kwekery     082 849 1323

Kraaibosch Nurseries   044 889 0092

Laduma Nursery & Landscaping  011 965 0035

Leckhampton Farm   072 356 7903

Letaba Nurseries    076 163 3281

Ludwig’s Rose Farm    012 544 0144

M.C.M Nursery    013 792 4850

Madibri      082 376 3912

Magenta Plant Distributors   012 807 0768

Malanseuns Plesier Plante   012 549 2128

Montana Nurseries   079 871 6175

Morning Dew Cycas   017 631 4039

Munda Wanga    021 863 1821

Myro South Africa   078 761 8912

NedPlant Nursery    014 576 1145

New Horizen Farm Nursery  021 551 7010

New Plant Nusery   044 889 0055

Ngena Succulents   079 317 5396

Nonke Plants    021 887 6972

Oribi Nursery    039 317 1238

Paarl Kwekery    021 863 1036

Parker Victor Estates   083 297 4741

Peebles Plants     011 708 2181

Plant Depot    076 816 4970

Planthaven Nursery    039 317 2401

Plantimex     087 805 6100

Plantwise    011 953 4540

Prime Genetics    012 259 0395

Princess Groot Bome   011 795 3675

Ribola Plants and Landscapes  082 556 5883

Roos Kwekery    082 410 7219

Sacio Trading Enterprise   078 745 8278

Samgro     021 873 4377

Sebenza Wholesale Farm   039 312 0378

Shadowlands Wholesale Nursery  021 903 0050

Simons Pride    031 781 1610

Sittig Nursery     012 259 0900

Siyakula Nursery    076 639 7949

Stephens Nurseries   083 444 7609

Sun Gardens    011 462 1872

Themba Trees    076 403 7456

Three Bushketeers   012 035 0020

Top Crop Nursery    033 569 1333

Tree Factor    073 748 4460

Treeshop    083 442 2112

Tuberflora Kwekery   011 662 1954

Tulbagh Kwekery    023 230 0694

Varing Kwekery    012 111 0947

Vrone Seedlings    079 794 5000

Willowfeather Farming Enterprises  073 265 9342

Windy Willows    079 492 2549

Wiveton Plant Grower   033 212 3525

Suppliers
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Marching through

2017
Wow, another year has begun. What can we say? 2016 was a 
tough year for the green industry, but we hope this year will be 
a successful one for all of our members and partners. Life is a 
Garden, though, has had a bumper year, reaching new, younger 
audiences. Read more for the full scoop!

And the Pantone 
Colour of the 
Year is...
Greenery! Us ‘greenies’ just love the fact that ‘Greenery’ has 
been announced as the Pantone Colour of the Year by The 
Pantone Colour Institute! The colour represents what trends 
will be observed this year. With 2016 being as tough as it was, 
this colour choice is set to represent a focus on nature, a fresh, 
healthy start and going ‘back to basics’.
Life really is a Garden :)

Life is a Garden is 
blossoming
At the beginning of January, the Life is a Garden 
Facebook page reached 30 000 followers, and we 
are delighted to be sharing gardening goodness with 
so many people! Thanks to those of you who’ve 
followed us! To give you an idea of what kind of 
growth we’ve seen year-on-year, the follower count 
at the end of January 2016 was 22 010, which means 
that we have seen a 36.3% increase in one year.

The final monetary value of our press coverage 
in 2016 was R4 290 144.17. This is totally free press 
exposure, and all of our content is generated by 
members. A huge thank you to all of our members 
for the support, and of course the content, which 
enabled us to achieve this milestone!

Another celebration is the growth in our consumer YouTube channel. Since we started 
filming and uploading new ‘How to’ clips in May 2016, we’ve attracted roughly 30 
subscribers to our YouTube channel. Our next set of videos is currently in progress and we 
can’t wait to get them uploaded, beginning in April!

Upcoming 
Campaigns

We had great success 
with our Gardening for 
the Sunflower Fund 
campaign in 2016, 
raising over R28 000 
for the South African 
Bone Marrow Registry. 
The plan for this year 
is to roll out the same 
campaign, with a few 
tweaks. Keep you 
posted! 
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Whatsaaap!
We’ve set up regional Whatsapp 
broadcast groups to send all of our 
social content to. This has enabled 
us to reach even more consumers, 
particularly those who don’t use 
Facebook, Instagram or Twitter, but 
use Whatsapp on a daily basis. We’d 

eventually like to get to a stage where we promote 
garden centre events and/or specials and promotions via 
Whatsapp. Each group is targeted by region so that we 
can send content that is relevant to our consumers.

Posters and POS Materials
In keeping with tailoring our marketing materials 
(posters and POS) to our member retailers’ needs, 
we’ve designed brand-new bee and butterfly posters, 
in association with Rand Water. These are available for 
download from the usual spot on the trade page. We’ve 
also designed the same posters without the Rand Water 
logo and drop system, for those members who do not 
make use of the drop system.

Sharing is Caring
A plea to all SANA members to please share your 
events, talks, new products and trends with Life is a 
Garden, by emailing them to nikki@lifeisagarden.co.za 
or janet@lifeisagarden.co.za. In turn, we’ll add events to 
the Life is a Garden website and share content via the 
monthly newsletters and Whatsapp broadcast groups.

What to plant: 
There are very few flowers 

that can match the true blue 
of lobelia, which comes in 
light to dark blue, as well as 
white and dark pink. These 
grow anywhere, in full sun 
or semi-shade, and like 

loose, gritty soil. 

What to 
sow:

 It’s sweet pea sowing 
time – prepare deep 
trenches for them by 
digging in compost 
and generous dustings 
of bonemeal or 
superphosphate, all 
available from your local 

GCA garden 
centre. 

What to feed: 
As the days get shorter, 
roses start to go dormant 
and withdraw food from their 
leaves. To compensate for this, 

and to provide enough food for 
new growth and flowers, fertilise 

with rose food – your local GCA 
will advise you on the best option. 

What to spray: 
Remember to spray 
conifers preventatively 
against infestations of 
Italian Cypress aphids.

What to prune: 
Neaten evergreen 
shrubs and hedges 

without cutting 
back too 

harshly. 
Take care not to prune 

winter or early-spring 
flowering plants, as 
you’ll miss out on their 
annual display. 

Snippets for 

This Month in the Garden
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NEW

Members
Mandoval Vermiculite’s various 
applications in the horticultural sector:
•	 Growing medium for plants
•	 Propagation of seedlings
•	 Improving rooting of cuttings
•	 Improving soil aeration
•	 Water retention
•	 Nutrient exchange
•	 Loosens heavy soil 

Thyme Square Garden Centre 
Thyme Square is a country style nursery-offering 
a wide variety of plants and accessories for the 
gardener. We strive to offer friendly service and 
ensure an affordable shopping experience. The 
nursery is situated south of Johannesburg in the 
village of Walkerville.
Telephone: 011 949 4210

www.mandovalvermiculite.co.za

Mandoval Vermiculite

SA Organic Farming
SA Organic Farming manufactures and 
supplies organically developed products 
such as Compost, Lawn Dressing, 
Chicken Manure and Soil Moist. 

These products are used in gardens, 
fields and rehabilitation of mining land.  
www.saorganicfarming.co.za

Fairy 
Wonderland 
Suppliers 
Fairy Wonderland 
Suppliers supply resin 
miniature fairy garden 
accessories, to inspire 
your customers to dream 

and create miniature landscapes using small-scale plants and fairy 
garden accessories.
www.fairywonderland.co.za

Wedgit – a fitting garden 
companion
Wedgit offers an innovative garden hose 
coupling system that is tough, leak-free and 
easy to use. Our connectors fit any hose 
(including dragline) and are compatible with 
the click-in system.
www.wedgit.co

W
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Water Feature World
Specialising in quality water features, 
bird feeders, slate fountains and the big 
5 replicas.

All items are pre-cast concrete and 
painted with high quality finishes.
012 756 4355

Aka labels
Aka labels is a labelling and barcoding 
company. We offer a complete labelling 
solution for the requirements of the Green 
Industry. We also offer a range of printers 

and ribbons and a wide range of self-adhesive 
labels.

www.akalabels.co.za
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Business leader

Profile
Full name

Ivo-Jan van Geest
Position
MD Plantimex
Main activity of Company
Wholesaler of indoor pot plants
Date and place of birth
30/01/1970 in Honselersdijk, Netherlands. (I was born 
approximately 100m from the largest flower auction in the 
world, FloraHolland, which might be the reason why I ended 
up in Horticulture.
Education
BTech Horticulture at Delft, Netherlands.
First job
I worked at anthurium pot plant production facility (Pothos 
Plant) in the Netherlands in 1989, before I started my studies.   
Career history prior to current position
I worked on various production farms in Holland and in the US.
Size of first pay check
FL.1600 (Dutch Guilders) in 1989.  
First job with present group
Production manager at LVG Plants from 1995 to 1998. From 
1 January 1999 I headed up Plantimex.
Value of assets under your control
Together with my two younger brothers, Geert and Bart, we 
control a sizeable portfolio of assets, but the most important 
assets to me are my wife, my children and my family. You can’t 
put a value on that!
Number of people under your leadership
130 staff, but in total we employ 300 people between LVG and 
Plantimex. 
Management style
It depends what action is required, but definitely hands on. 
I guess you could say I aim for a participative management 
style.  
Personal best achievement
Realising that my boys are becoming fine young gentlemen.
Professional best achievement
Supplier of The Year awards by large retail groups.
Person who has had the biggest influence on your life
My father, Lourens van Geest. He set the example by being 
approachable, humble and honest in his views, and he has 
a continuous drive to improve and invest in the business. 
He loves to quote “Zaken zijn als kruiwagens - als niemand 
PersoMze voortduwd staan ze stil.” (Business is like a 
wheelbarrow – if no one pushes you don’t go anywhere.)
Person who has had the biggest influence on your career
Pieter Toxopeus. He gave me a bursary to study horticulture 
in Holland and paved the way for our family to buy LVG Plants 
from him in 1995. 
Person you would most like to meet
Elon Musk 
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Business person who impressed you the most
Elon Musk
Philosophy of life
Carpe Diem! 
Biggest ever opportunity
The lights went off at a venue where we were watching the 
Soccer World Cup final in 2010, and I kissed Carin. (Just to 
clarify – she is now my wife! Thank you Eskom!)
Biggest ever disappointment
Being betrayed by somebody in business, who I trusted 100%.
Hope for the future - personally
I hope that my children, family and friends will be able to 
progress and enjoy life in South Africa and abroad, but most of 
all that they stay healthy.
Hope for the future - business
For our group of companies to prosper and grow. It would be 
great if the family businesses could reach the 100-year mark 
under their guidance of our kids.  
Favourite reading
Dan Brown (Author of books like The Da Vinci Code) and 
business autobiographies. 
I am currently reading 
Grinding it out, by Ray Kroc.
Favourite TV programme
De Wereld Draait Door (Dutch Channel on DSTV) and 
Masterchef.
Piece of machinery/equipment you couldn’t do without
Douwe Egberts Coffee Machine.
Favourite music
Metallica (when I have a bad day), and I like to listen to 80s 
and 90s tunes.
Favourite sport
F1 Grand Prix (and soccer for now, until the Bokke improve 
dramatically).
Favourite website
Spotify.
Hobbies
Mountain biking with the boys.
Miscellaneous dislikes
Negative people and small talk.
Favourite other South African company
It must be Pratley Putty from Krugersdorp, the only South 
African product to have gone to the moon and back.
Married
Yes, to my beautiful wife, Carin.
Children
4
Describe yourself in three words
Dedicated, consistent and positive.
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What’s

NEW
BRAND NEW innovative 
investments raise the 
industry standard

Andy Titterton
Transplanting Machine

Andy Titterton Wholesale Nursery recently purchased a transplanting 
machine from Italy. This Urbinati machine plants plugs from large cavities 
into 6 pack trays as well as pots. It can plant about 850 trays an hour at full 
speed, and 6800 trays per day. This is equivalent to approximately 20 casual 
staff, which now do not need to be employed in our peak season (this is a 
big financial burden). No permanent employees lost their jobs to the machine 
as it only affects casual labour. This sustainable machine needs 5 people to 
run it, and is never absent, drunk or stopping for toilet breaks. The staff have 
to keep up with the machine speed, therefore an accurate forecast can be 
made. This machine is making a huge difference to our production quality 
with regards to uniformity and obviously the rate at which we can plant out 
seedlings, especially if there is suddenly a high demand. 



AUTUMN 2017

31

NEW
Lifestyle Home Garden
Point of Sale System

Point of Sale Systems are a fundamental pillar of any retail business. In our 
dynamic industry they need to be both robust and adaptive that is why we 
at Lifestyle Home Garden chose to implement Arch. We have found that 
the implementation of an effective POS system that allows for the input of 
valuable variables has allowed us to drastically improve the control of our 
inventory i.e. Orders and sales which are our daily operational needs. The old 
creed stands true in this case that which gets measured gets managed and 
a stock system should allow you strong reporting functionality in order to 
facilitate you with the information you need to make good decisions based on 
your inputs. It is important to remember however that any system is only as 
good as the information put in by a person therefore the more effort placed 
in the detail up front the greater the insight you can draw later on. No one 
system suits all businesses  – find the one that suits your business needs. 
Don’t make the mistake of underestimating the effect technology can have on 
your business.

Avedore
Mechanised Farming

At Avedore we strive for perfection on our Topiary Range. In order to ensure 
we have a quality collection we need to get a standard height and size which 
we can’t achieve with manual labour. Our new Trimmer arrives March 2017 
with the capability of trimming 4000 topiaries a day at a reduced labour cost 
and leading to higher productivity within our business. 
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There is always something going on at 

Knoppieslaagte…
The SANA office and grounds have received special care 
and attention over the past few months. We’re in phase 
one of an irrigation upgrade that includes repairs to all 
irrigation points and the installation of two 10 000l water 
tanks to ensure constant and sufficient water pressure to all 
irrigation stations. 

We’ve roofed and retiled the patio at our entrance to 
create a welcome atmosphere for visitors. Security has also 
been a priority and roller shutter doors have been installed 
on all doorways. In addition, new extra-strength security 
gates have been installed to ensure the security of our 
property and safety of staff. 

Keeping our grounds well maintained and beautiful is a 
continuous task. The contract for landscape maintenance 
has gone out to tender to all SANA and SALI members, and 
with winter approaching we’ll have time to pay attention 
to routine clean-up tasks and pruning as the main focus 
of property maintenance. We have identified the property 

entrance and courtyard as the two first areas to receive a 
landscape makeover. The design plan has been drawn up and 
through the generous donations from members these two 
areas will look stunning before winter.

Under the leadership of our current EXCO, with Tanya Visser 
at the helm, our SANA office has had some changes to fulfil 
the goals and tasks identified by our leadership. 
Delivering a professional service to members is the most 
important objective, and we strive to offer efficient, timeous 
and friendly service to members. In May 2016 we appointed a 
new accountant, Michele Edwards, who is responsible for all 
financial matters at the office. She is supported and guided by 
Vice President: Finance and Membership – Peter Runkel.

In September last year, Melissa Sittig was appointed as the 
EXCO realised that the workload in the office has increased 
with new projects undertaken, and could not be successfully 
handled by the current staff complement. She is responsible 
for Bursary Administration and will work closely with the 
bursary committee, under the leadership of Keith Kirsten. 
Furthermore, she is also involved in day-to-day office tasks 
and support to Gerdie.

As Operations Manager, Gerdie Olivier is overall responsible 
for all operations and Human Resources in the office 
and all staff members report directly to her. In addition 
to this responsibility, she also manages the Trade Fair in 
Knoppieslaagte, Convention and Golf Day Administration, 
Communication to members, and EXCO & Standing 
Committee Support. 
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Communication with members is one of our most important 
functions and we have put various systems in place to keep 
members updated on what is happening in the industry. In 
addition to the traditional SANA News and SANA website, we 
compile Special Snippets, which is sent out when topic-specific 
information needs to be relayed to members, SMS reminders 
and a very popular Facebook page. Go to our Facebook page 
for hot-off-the-press photos of events, diary dates and other 
information. 

Our website (www.sana.co.za) was revamped in November 
last year and is looking stunning. We invite all of you to visit our 
site and have a look. Any suggestions are always welcome. 

A new telephone system was installed in the office in 
September, increasing the number of incoming and outgoing 
lines at a very cost effective rate. Over the past few months 
this has resulted in visible cost saving and improved telephonic 
contact. Please add our new office number to your contacts – 
087 945 4621.

We have also migrated our database management to an online 
content management system called Zoho, which will streamline 
member communication in future.

Wendy Appel, Office Professional, is responsible for 
Association and Committee Support & Meeting Administration, 
Membership, the Garden Centre Competition and Reception. 

Melissa Sittig, Office Administrator, manages Bursary 
Administration and Training, as well as administration assistance 
with Trade Fair, Convention and the Garden Centre Competition. 

Michele Edwards, Finance Administrator, is responsible for 
all financial matters, including invoicing, monthly statements, 
updating of management accounts, debtors follow-up, statutory 
returns and payments. 

In April 2016, SALI joined us in our office and we are really 
pleased to have them at our side. Dez, Val and Debbie have from 
the start become part of our little family, and working closely 
together we can only learn from one another and grow in our 
own portfolios. 

We are proud of our small team and endeavour to give the best 
service possible and are looking forward to an exciting SANA 
Year. If you have any queries, comments or feedback, please 
don’t hesitate to contact Gerdie on Gerdie@sana.co.za or 082 
780 7628.
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March

8  SANA Trade Fair

15  Cape Green Trade Day

22  SANA Trade Fair KZN

June

12,15  SANA /SAGIC Convention 

July

18,19   Colorweis Open Days

18,19   Elands Road Show, Bloemfontein

26   Malanseuns Trade Day

August

1  Elands Open Day

16  SANA Trade Fair
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Ways to spread the
Colour of the Year
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Aim
Mentorship are key drivers of success.  This programme 
strives to provide a managed schedule which allows members 
of SANA to interact with Industry Leaders through guidance 
and mentorship to encourage growth in an individual, 

•	 This programme will entail one-on-one mentor sessions 
with industry leaders.

•	 It will be based at the mentor’s business.
•	 Any SANA member can partake in this programme.
•	 Sessions to be 1-3 hours.
•	 Mentor and mentee to decide on number of sessions to 

held.
•	  A follow-up session to be set within 3 months of the 

mentor session, to measure the success. 
•	 SANA will contact industry leaders to take part as mentors 

and will manage the mentorship process with regards to 
logistics.

 - Setting up of mentor session
 - Providing mentor guidelines
 - Facilitating feedback sessions

What is mentoring
•	 Identifying areas of growth
•	 Advising on ways to achieve goals
•	 Sharing of knowledge
•	 Providing feedback and support 

Role and responsibility of mentee:
Be involved in diagnosing, planning, implementing and 
evaluating your own learning:
•	 Demonstrate commitment
•	 Identify goal direction
•	 Perform all agreed action steps
•	 Schedule and attend meetings as per mentor
•	 Strive to achieve outcomes agreed
•	 Prepare evidence of goal achievement
•	 Treat your mentor’s time as valuable

Role and responsibility of mentor
To create and maintain a supportive climate that promotes the 
conditions necessary for learning to take place:
•	 Provide guidance and support to mentee
•	 Provide an independent and objective viewpoint
•	 Facilitate goal achievement
•	 Challenge perceptions
•	 Provide feedback on behaviour and progress
•	 Be a sounding board that mentee can talk to

SANA is excited to add another benefit for 
members – the SANA Mentorship programme will 
be sure to  leave us all feeling re-energized and 
enlightened by learning from inspiring industry 
leaders. Stay tuned for more information as we roll 
out this programme. 

For a mentorship relationship to be 
successful, it is critical for both parties to 
understand and agree:
•	 The purpose of coaching
•	 The focus or goals to be achieved
•	 Why the mentee has selected the mentor
•	 What is the outcome to de achieved
•	 Time frame for the overall process
•	 How will you document the journey
•	 Measures and accountability structures

MENTORSHIP
Programme
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Reflections
SANA
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