
Our strategy

Winning category, 
channel and customer 

strategies

A cost-conscious  
and effective  
supply chain

A winning mindset  
and great place  

to work

Sustainable  
company, community  

and planet

DRIVE GROWTH BE EFFICIENT GREAT PEOPLE SUSTAINABLE FUTURE

Delivering on our purpose

Tiger Brands is one of Africa’s largest listed manufacturers of fast-moving consumer goods 
(FMCG). Our core business is manufacturing, marketing and distributing everyday branded 
food products to middle-income consumers. Our portfolio also includes leading brands in 
the Home, Personal Care and Baby sectors.

 › Enabling consumers  
to improve their health 
and wellbeing

 › Improving the livelihoods 
of thousands of people

 › Significantly reducing our 
environmental footprint.

 › Building a diverse talent 
base to deliver our growth 
strategy

 › Developing leadership 
capability to inspire 
winning performance

 › Creating a great place 
to work to energise a 
consumer-obsessed agile 
team.

 › Unlocking costs  
and cash

 › Fuelling growth through 
customer service 
excellence

 › Leveraging scale and 
increasing responsiveness 
to be “advantaged and 
agile”

 › Delivering digital 
optimisation.

 › Optimising our  
product portfolio

 › Responding to the growth 
in private label

 › Realising commercial 
opportunities in health 
and nutrition

 › Delivering growth through 
our innovation pipeline

 › Winning at the point  
of purchase

 › Driving growth in Africa
 › Realising opportunities 

for inorganic growth.

Consumer  
obsession Teamwork Empowered 

accountability
Focused  

execution

Winning behaviours

We treat each 
other with care and 

respect

We deliver  
with passion and 

excellence

Safety and quality 
 are non-negotiable 

for us

We embrace 
diversity and 

inclusivity

We act with integrity 
and accountability 

in all we do

Our values

1 2 3 4 5

We nourish and nurture more lives every day
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Winning category, channel and customer strategies
To deliver on our growth ambition through winning category, channel and 
customer strategies, we will be optimising our product portfolio, driving 
an innovation pipeline, realising commercial opportunities in health and 
nutrition, and winning at the point of purchase. This will be accompanied 
by our strategy to drive growth in Africa while positioning us to explore 
alternative growth opportunities.

Optimising our product portfolio
In response to sustained margin contraction across many of our product lines, 
and to deliver long-term growth, we are continually evaluating and optimising 
our product portfolio. We have adopted a structured approach to identify those 
categories with high attractiveness and competitive strength that should be 
invested in and grown, those where we will focus on improving profitability, and 
those to be evaluated further for possible exit through a carefully structured 
process.

Informed by this assessment we see particular potential for further growth in 
Baked Goods, Baby, Breakfast, Snacks & Treats, Beverages, Home Care, 
Exports and Chococam, with opportunities for enhanced profitability in Other 
Grains, particularly Rice and Pasta, Groceries and Sorghum-based products. 
We are investing in product and process innovation, driving further process 
efficiencies, and/or expanding production capacity in these areas. 

In rationalising our portfolio, and following a thorough evaluation of all 
alternatives, the board approved the sale of our Value Added Meat Products 
(VAMP) and the Deciduous Fruit (LAF) business as well as the closure of 
Deli Foods in Nigeria and the subsequent disposal of related fixed assets. 
The disposal of VAMP and Deli Foods was successfully concluded this year, 
and we continue to explore opportunities regarding the sale of LAF. Following a 
careful review of recent performance, and an assessment of market prospects, 
we are reviewing the following business units over the medium term: Maize and 
Personal Care.

Performance 
summary 2020

✓ Positive response to the 
Covid-19 pandemic

✓ Optimised innovation and 
renovation to deliver 
against value specific 
consumer needs

✓ Share gains in bread, liquid 
concentrates and baby 
snacks

✓ Acceleration of portfolio 
optimisation initiatives: 
 › Disposal of VAMP
 › Evaluating a number of 

proposals regarding the 
exit of Deciduous Fruit

Drive growth

4% volume growth

Consumer relevant innovations deliver 5,1% of sales

Achieved compliance with our Eat Well Live Well 
nutritional profile across more than a quarter of our portfolio
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Our strategy continued

Deliver growth through our innovation 
pipeline
We see consumer-based innovation as a critical 
lever for sustainable growth. As part of our 
innovation drive, this year we introduced changes in 
three key business areas: we restructured our R&D 
activities to create more direct accountability in each 
business unit, while introducing key new roles to 
improve our innovation capability; we strengthened 
our ideation process, refining our innovation pipeline 
and introduced better processes for prioritising 
innovation opportunities; and we have driven a 
stronger business focus on ensuring the successful 
commercialisation of the identified innovation 
opportunities. We are working further on building 
a culture of innovation, strengthening our 
commercialisation capabilities, increasing our 
science and technology acumen, and developing 
a more agile approach.

Although Covid-19 had a material impact on our 
innovation pipeline this year as we prioritised known 
value items (KVIs) during the pandemic, at the end of 
the fourth quarter, we were able to launch nine new 
innovations in time for the high-demand summer 
and holiday seasons.

In terms of meeting consumers’ value-specific 
needs, we launched, among others: the 12.5kg 
Induna Super Maize Meal; Jungle Plus 500g refills; 
new 2kg offerings in pasta; an alternative size in 
the All Gold Jam Tub in the convenience and value 
seeking space and the launch of fragranced lotions 
and creams in the Dolly Varden range.

Realising the commercial opportunities in 
health and nutrition
We believe that there are valuable business opportunities 
associated with leading the health and nutrition agenda in 
South Africa and across the continent. We seek to realise 
these significant opportunities through our recently agreed 
health and nutrition strategy, and the associated stretch 
commitments, and in so doing to deliver on our core 
purpose of nourishing and nurturing more lives every day. 
The strategy includes three key focus areas: renovating 
our existing product range to make more of our products 
compliant with our Eat Well Live Well standards, while 
striving towards global best practice; innovating to develop 
more nutritious, affordable food products; and educating 
consumers – in partnership with government, academia 
and NGOs – in a manner that allows them to make better 
informed decisions about their wellbeing.

We made further progress this year in delivering in each 
of these three areas. We introduced clear and simple 
consumer relevant health claims in various brands, 
including Jungle, Brookes Low-Cal and Albany, and we 
began the process of including portion control messaging 
on the back of packs in the Snacks & Treats category. 
We launched new healthy product lines in the Baby and 
Personal Care categories, and we participated in a 
consultative process on the adoption of progressive 
front-of-pack food labels.

Leveraging the strength of our brands
We have continued to see growth in the sale of private 
label products in South Africa, including in some of our 
priority product categories, driven in part by the sustained 
pressure on consumer disposable income. Given that 
Tiger Brands is the category leader from a brand equity 
perspective in more than half of the categories we operate 
in, our strategic response to the competitive threat of 
private label is to build explicitly on the strength of our 
existing brands. To protect and further enhance our brand 
leadership, and to realise growth opportunities in a 
post-Covid-19 operating context, we are implementing 
measures to capitalise on the recent uptake of 
e-commerce and home cooking, the changes in in-store 
shopping dynamics, and the heightened levels of price 
consciousness and increased sensitivity to personal health 
and wellbeing, underpinned by world-class marketing.

Winning at the point of purchase
Last year we communicated a series of specific 
commitments aimed at securing growth at the point of 
purchase. These commitments were in three focus areas: 
delivering growth in existing and new channels; becoming 

Drive growth continued
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more efficient and driving ROI; and building the sales force 
of tomorrow. In the context of challenging market 
conditions, increased competitive intensity and growing 
retailer bargaining power, we made good progress this 
year against most of our commitments, achieving many 
of our stated targets.

We expanded our reach in general trade, identifying 
and trialling different route-to-market models, and 
significantly increased our geo-mapping of stores and 
wholesale partners. We enhanced our online presence, 
establishing our e-commerce structure and accounts, 
and we progressed in developing other non-traditional 
shopping destinations in certain categories, though falling 
short of our growth ambitions in neighbouring countries. 
We successfully implemented jointly developed business 
plans with some of our major customers, and secured 
revenue growth through strengthened cross-category 
promotion and customer segmentation, improving our ROI 
on promotional activities. Through enhanced use of Big 
Data, with digital dashboards rolled out with two key 
retail clients, we have improved in-store execution and 
delivered material efficiency gains. In delivering on our 
goal of building a more effective and diverse salesforce, 
we have finalised a competency framework for the 
salesforce, conducted management training and run 
roadshows in all regions.

For the year ahead, we have updated our growth ambitions 
and specific commitments within the same broad focus 
areas. We have set ourselves ambitious targets, including 
on expanding our reach in general trade, growing in 
e-commerce and alternative channels, delivering a step 
change in neighbouring countries, and further optimising 
our sales force and people capabilities. We will also be 
embedding our revenue management capabilities and 
deliver improved customer performance and behaviour 
aligned with Tiger Brands’ strategic drivers.

Driving growth in Africa
Our ambition is to organically grow our Africa export 
business by building on our current established presence 
across the continent. We will drive category growth 
through carefully chosen brand investments, by developing 
superior routes to markets, and by investing in key 
capabilities. Informed by a thorough understanding of the 
opportunities and risks in this sizeable market, we have 
classified the countries for potential growth into four 
categories:
 › Expand: in countries where we are established and 

profitable with a developed route-to-market (such as 
Cameroon), we will leverage our existing presence and 
capabilities, and invest to reach full potential and grow 
market share.

 › Develop: in countries where we currently have multi-
category presence and are developing in-market 
capability (such as Nigeria, Mozambique, Zambia and 
Zimbabwe), we will invest in people, brands and 
infrastructure to increase our ability to win and grow 
market share.

 › Trade: in countries that present identified export trading 
potential (such as some of the SADC and East African 
markets), we will focus on opportunistic sales and 
identify future growth potential without currently investing 
in capability.

 › Explore: in untested markets (for example in West and 
North Africa) that present potentially attractive in-country 
and category opportunities, we will explore these 
opportunities and develop a business case indicating 
the best entry approach.

While we made some progress this year in delivering on 
our stated growth ambitions, we were severely impacted 
by various external and internal headwinds. These include: 
significant economic challenges in Zimbabwe and Zambia, 
with currency devaluation of 200% and 40% respectively; 
Covid-19 related stock shortages in certain markets; a 
decline in growth of a key retail customer; and an inability 
to trade in Nigeria due to the trademark dispute; as well 
as supply constraints in certain product lines. We have 
learned from these challenges and are taking remedial 
actions. We remain confident of our ability to deliver 
growth in the region.

In looking to win trade in the identified key markets, we will 
be prioritising product categories to drive volume growth, 
investing in prioritised brands and where necessary 
developing new products. We have engaged selected 
partners to ensure an optimised and effective route-to-
market in priority countries, underpinned by clear 
standards and processes with each partner. We have 
made further investment in building capability with the 
appointment of a chief growth officer – Rest of Africa, 
based in Nairobi.

Realising opportunities for inorganic 
growth
Although our primary focus is to drive organic growth 
by delivering on the initiatives outlined above, we are 
continuing to explore alternative growth opportunities. 
These include specific opportunities that are core and/or 
near adjacencies to our current business and underpinned 
by clear consumer trends, while various participation 
options are being explored.
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A cost-conscious and effective supply chain
To enable profitable growth through an effective supply chain, we have 
specific commitments to drive efficiency, maximise product availability, 
and deliver customer service excellence.

Unlocking costs and cash
Delivering sustained cost savings is critical to the success of our business 
strategy. This year we have introduced a step-change in how we engage 
the business on cost savings with the aim of ensuring a more systemic and 
widespread approach to unlocking savings and efficiencies across the business, 
and to enhance the quantity and quality of projects that are being identified and 
tracked. We have changed the governance structure, introduced clear steps 
from identification to realisation of savings, improved transparency, and driven 
stronger levels of accountability to ensure appropriate ownership of expenses. To 
help us identify cost savings and efficiencies, and to create a further pipeline of 
opportunities across the business units, we have set up revenue management 
capability in the business. We are looking to improve our SKU rationalisation by 
developing an accurate product costing model through the roll out of activity-
based costing.

Through these various measures, we secured R474 million in savings across our 
supply chain in FY20. We have committed to delivering R470 million in savings 
and efficiencies across our supply chain in 2021.

Performance 
summary 2020

✓ R74 million procurement
✓ R302 million in 

manufacturing savings
✓ R98 million in logistics 

savings
✓ New capex approval 

process initiated
✓ 5% reduction in consumer 

and customer complaints
✓ 25% reduction in 

marketplace incidents, 
with zero public recalls

Be efficient
Our strategy continued

Efficiencies – 
focused OEE 

improvement in  
key sites

Quality – perfect 
execution

Cost –  
focused on big 

bets: MUV 
procurement 

logistics

Improved  
service levels

Underpinned by
SSHE

New OD
COE’s
MECP

Site optimisation
Strategic 

investments

From operational and  
short-term focus

To balancing strategic  
and longer-terms focus with  

short-term priorities

OEE – Overall equipment effectiveness, MUV – Material usage variance, SSHE – Safety, security, health and 
environment, OD – Organisation design, COE – Centre of excellence, MECP – Manufacturing excellence 
customs and practice
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Fuelling growth through customer service 
excellence
We made further progress this year in embedding a 
customer service mindset across the business and began 
the implementation of the Centralised Customer Service 
Centre. We have continued to invest in manufacturing sites 
and have engaged with key customers on collaborative 
forecasting and joint business planning.

We maintained a strong focus on product quality and 
consumer safety, implementing a detailed quality strategy 
to ensure that we have robust integrated management 
systems, qualified people and a strong quality culture 
embedded across the organisation. We further 
strengthened our internal and external audit and 
assessment processes, conducting quarterly self-
assessments against the Global Food Safety Initiative 
(GFSI) requirements and achieving external certification for 
all our manufacturing facilities against globally recognised 
food safety standards such as FSSC 22000 and HACCP. 
All our warehouse facilities were audited by an international 
certification body, in preparation for certification in FY21. 
Tiger Brands joined the European Hygiene Engineering and 
Design Group (EHEDG) and will use their guidelines as the 
manufacturing hygiene standards across our operations. 
On food quality, we maintained an improving trend, ending 
the fiscal year with zero public recalls, a 25% reduction in 
market-place incidents and another 5% reduction in 
consumer and customer complaints.

Site optimisation supported by strategic 
investments
We initiated a new capex approval process this year, 
introducing a capital review committee that ensures 
appropriate ownership and accountability of the business 
case and introduced revised delegations of authority with 
the aim of expediting approvals and improving overall 
project delivery. During the year, various significant 
investments were approved aimed at increasing capacity, 
enhancing efficiency and realising innovation opportunities. 
One of our most significant projects was the R208 million 
capital investment in a brand new, state-of-the-art oat 
mill in Maitland, Cape Town. The mill includes several 
innovative features that have improved production 
efficiencies and significantly increased output, while 
reducing the operation’s carbon footprint. As part of 
our commitment to enhancing livelihoods by providing 
opportunities for inclusive economic participation, a 
significant portion of the spend was allocated to local 

suppliers through civil engineering, building construction 
and engineering installations, and 120 people were 
employed in the construction of the new mill.

We have identified 15 “game changer” projects over 
the next several years – with capital expenditure of 
~R1,5 billion per annum – focusing on capacity in 
categories with a sustained increase in demand, enhancing 
efficiencies, maintaining compliance, and replacing ageing 
plant. These projects include a new bakery and mill, 
upgraded pasta extrusion and packing lines and new lines 
in beverages, the installation of standby generators, solar 
PV systems and steam boilers, and various digitalisation 
and automation projects.

In the near term, several opportunities across the supply 
chain have been identified that will drive improved 
efficiencies and cost savings. We will prioritise the 
improvement of overall equipment effectiveness (OEE) 
through best practice application by focusing, among 
others, on key lines and processes, line capability studies 
and maintenance practices. These efforts will be driven by 
monthly steering groups. In addition, we will enhance 
controls and implement a tracker and review process to 
monitor materials usage. Although significant inroads have 
been made with regards to procurement and continuous 
improvement initiatives over the years, the next phase will 
require cross functional collaboration to accelerate the 
delivery of a robust savings pipeline.

Delivering digital transformation
Delivering digital optimisation and providing integrated IT 
and information solutions is critical to realising our vision 
of developing an effective, best-in-class supply chain. 
During the year, several automation projects were 
completed, including the latest form fill and seal technology 
at Davita, in-line PET blow moulding equipment at 
Beverages, and online labelling technology at the Groceries 
plant.

We have approved an IT strategy aimed at harnessing 
artificial intelligence, real time data, IoT (Internet of Things) 
and big data analytics to enable more informed data-driven 
decisions, deliver operational efficiencies, boost 
productivity, and ensure compliance. A detailed digital 
roadmap has been developed to assist in delivering 
improvements in stock availability and inventory modelling, 
ensure better traceability across the supply chain, enhance 
forecast accuracy, and improve customer collaboration.

www.tigerbrands.com 41

O
U

R
 STR

ATEG
Y: B

E EFFIC
IEN

T / O
U

R
 S

TR
ATE

G
Y

 



A winning mindset and great place to work
To enable us to win in the market through unleashing the power of our 
people, we continue building a diverse talent base, developing leadership 
capability, and creating a great place to work, supported by our 
commitment to execution excellence. Through our people strategy, our 
goal is to ignite a culture of consumer obsession, agility, and a growth 
mindset that will accelerate innovation and winning performance.

Talent
Building a diverse talent base and core capabilities to deliver our growth 
strategy

We continued our focus this year on building commercial and supply chain 
capability across the organisation. This was supported by targeted talent 
strategies, where we prioritised building pipelines for scarce and critical skill roles 
specifically in bakeries and manufacturing by leveraging key partnerships with 
selected service providers.

As part of our ongoing journey to improve the employee experience and create a 
great place to work, we undertook various campaigns – both internally through 
our communication portals and externally via social media – to communicate our 
employee value proposition and employer brand. These included the Youth 
Month Campaign, Women’s Month Campaign, Rising Star Awards and Rising 
Star Female Forum. These employer branding campaigns were well received, as 
reflected by the 140% increase in followership on Tiger Brands’ LinkedIn profile, 
from 100 000 in September 2019 to 239 000 in September 2020.

In looking to attract talent for our Africa operations, we have commenced the 
rollout of our Africa talent plan and appointed new talent in some of our African 
operations. We have developed a customised Africa management trainee 
programme, and sourced management trainees for Mozambique, Zambia 
and Nigeria.

We maintained a strong focus throughout the year on promoting employee 
diversity, with African, Coloured and Indian employees making up 95% of internal 
appointments this year. Through our gender equity strategy, we are working to 
improve the representation, engagement and development of women in core 
functions and at leadership levels. The gender equity strategy includes a specific 
focus on three core areas: our RISE women in leadership development 
programme that focuses on developing women through action learning business 
projects; the Tiger Women’s Network that focuses on enabling women to 
overcome the barriers that women traditionally encounter in the workplace; and 
function-specific development programmes that equip women with core 
technical skills, strengthen leadership capability and improve the overall talent 
pipeline of female talent. Through these programmes we aim to increase overall 
female representation at all levels, especially in management, to 44% by 2023. 
We also aim to increase women participation in leadership development, career 
growth and progression initiatives to 50% by 2023.

We have recently developed and commenced the implementation of a 
generational diversity management strategy, where our goal is to ensure 
co-existence of multiple generations, foster a sense of belonging and 
connectedness amongst generations, and improve the employee experience 
of each generational group at Tiger. Next year we will be launching our young 
professionals networking forum (NexGen Tiger), as a platform to enable inclusive 

Performance 
summary 2020

✓ Completed our fit-for-
future organisational 
structure

✓ 79% of leadership 
positions filled internally

✓ Key changes made to 
business leadership at 
executive and category 
leadership levels

✓ Introduced a digital 
on-boarding framework

✓ Voted number 1 employer 
of choice in the 
manufacturing sector by 
graduates for the first time

Great people
Our strategy continued
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networking, development and engagement among young 
professionals across the business. Through this forum we 
aim to amplify the voices of the young professionals at 
Tiger Brands, and bring to bear a different perspective 
that will help deliver winning performance.

Our diversity profile
ACI actual ACI target

Top  
management 2020: 50%

2020: 55% 2021: 55%
2022: 64% 2023: 64%

Senior  
management 2020: 55%

2020: 59% 2021: 63%
2022: 64% 2023: 65%

Middle  
management 2020: 62%

2020: 69% 2021: 70%
2022: 71% 2023: 76%

Junior  
management 2020: 80%

2020: 79% 2021: 80%
2022: 81% 2023: 85%

Semi-skilled 2020: 97%
2020: 97% 2021: 96%
2022: 96% 2023: 96%

Unskilled 2020: 100%
2020: 100% 2021: 100%

2022: 99% 2023: 99%
ACI: African, Coloured, Indian.

Gender diversity profile

70% 30%

763 learnerships, apprenticeships and workplace 
experience students

R97 million invested in  
skills development

4 827 employees trained through  
academy programmes

146 new employees successfully on-boarded, 
with 28 through our new digital platform

We recognise the challenge of achieving our employee 
diversity targets at more senior management levels and we 
are proactively addressing this through targeted talent 
sourcing, internal placements, promotions and various 
leadership development programmes as set out below. 
Next year, our talent focus will be on further enhancing our 
marketing, sales and commercial skills and deepening our 
supply chain capabilities, by executing targeted talent 
strategies. We will also maintain our focus on executing 
fit-for-purpose learning and skills development, and further 
embed just-in-time digital learning across Tiger.

Leadership
Developing leadership capability and capacity to inspire 
winning performance

To ensure that we develop inspirational leaders who are 
talent magnets, agile and drive a culture of innovation 
and winning performance, this year we rolled out two 
leadership development programmes across the 
organisation: LIFT and Game Changer.
 › The LIFT programme is targeted at employees who have 

recently been appointed into a leadership role or those 
being considered for such a transition.

 › The Game Changer leadership development programme 
was implemented as part of our culture transformation 
journey to develop leaders with the intention and skills to 
actively create and inspire winning opportunities in daily 
interactions with colleagues at all levels.

In line with our promise to continually develop our leaders 
and ensure that they receive developmental feedback 
from multiple stakeholders, we launched the MultiRater 
feedback tool during the performance year-end review 
period. This gave leaders an opportunity to receive 
feedback regarding their behaviour as aligned to Tiger 
Values, Winning behaviours and leadership competences. 
We also recently launched mentorship circles for emerging 
leaders looking to learn and benefit from more experienced 
leaders.

79% leadership positions filled internally 
against a target of 40%

36 successors identified for senior executive 
leadership roles, improving our succession ratio 
from 1:1 to 3:1

141 leaders attended the LIFT programme 
against a target of 141

162 leaders attended the Game Changer 
programme against a target of 206
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Our strategy continued

Our leadership competencies

 › Inspires winning 
performance

 › Nurtures and 
grows talent

 › Builds partnerships
 › Builds teams

 › Shapes strategy
 › Achieves results 

through others

 › Market focused
 › Consumer obsessed

LEADS  
PEOPLE

LEADS 
PARTNERSHIPS

LEADS 
PERFORMANCE

LEADS 
SELF

LEADS 
INNOVATION

Great people continued

Our leadership development programmes

Programme Target audience

LIFT leadership programme Lead operators

EDGE leadership programme Frontline leaders

GAME CHANGER leadership 
programme All leaders

SOAR leadership programme Leaders of leaders

REIMAGINE Tiger Leadership 
Development programme Enterprise leaders

Great place to work
Creating a great place to work to energise a consumer-
obsessed and agile “One Tiger” team

A key focus of our people strategy is to instil an agile 
performance-based culture that delivers on our identified 
winning behaviours of consumer obsession, teamwork, 
empowered accountability and focused execution. We 
began our culture transformation journey in October 2018 
with the alignment of our teams on our aspirational culture, 
and a refresh of our values and winning behaviours.

We have continued to make progress this year in 
embedding our winning culture. Our employee value 
proposition (EVP) has been firmly defined and forms the 
basis of our actions to improve the employee experience 
and to enhance our ability to attract, develop and retain 
talent. An important development this year was the launch 
of our THRIVE employee wellbeing programme, which 
covers employee health management, psychosocial 
wellbeing and broader risk management activities. This 
was a key enabler in our response to the Covid-19 
pandemic and through our comprehensive multi-pronged 
approach we were able to support both our employees 
and their families.

Since starting on this culture change programme, we have 
conducted numerous “Heart of the Tiger” dialogues with 
staff to deepen the internalisation of our refreshed values 
and winning behaviours, learn from their experiences and 
perspectives, and evaluate our progress in instilling the 
winning culture. Informed by this feedback we are taking 
various actions to drive the necessary shift in culture.

Although we have established and embedded a clear 
reward and recognition strategy and have made some 
progress in making our reward strategy more competitive, 
we recognise the need to improve business performance 
in order to retain key talent through our short- and long-
term incentive plans.
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72 Leader-led culture transformation  
engagements completed

174 “Heart of the Tiger” team dialogues 
undertaken, engaging 9 226 employees

Voted number 1 graduate 
employer of choice in the manufacturing sector, and 
second in the FMCG sector in the South African 
Graduate Employers Association 2020 survey

Once again certified as 
Top Employer 

by Top Employer Institute

To deliver a further step-change in driving a culture 
of innovation, consumer obsession and winning 
performance, we will be taking measures to enable 
a work environment that liberates people to focus 
on the consumer and our purpose. To this end, we 
have completed our Voice of Tiger employee 
experience survey to enable us to evaluate our 
progress, identify opportunities for improvement 
and execute actions to further progress our winning 
culture. We will review our delegations of authority 
and our leadership meeting cadence to encourage 
more agile decision-making and execution. We will 
rigorously prioritise annual deliverables enabling 
category teams to deliver on fewer more focused 
priorities, and we will be standardising transactional 
processes and enabling them through technology 
and digital platforms. To drive innovation, we will be 
implementing cross-functional teams to accelerate 
the speed of execution of “big bet” performance 
improvement and innovation projects. 

Employee relations
One of the company’s strategic intents is to establish and 
maintain a meaningful collaborative relationship with our 
key stakeholders, including our representative trade unions 
and employees. This year the company held its first 
top-to-top engagement facilitated by the CEO with key 
trade unions. This engagement was used to reflect on 
Tiger Brands’ performance and to share the company’s 
broad strategy and plans. The engagements were 
preceded by a collaborative approach with the trade 
unions on the company’s response to Covid-19 within 
the company’s operations across the country.

Early in the year, Tiger Brands initiated a fit-for-future 
structure review programme to drive savings and optimise 
the business towards improved consumer focus, cost-
efficiency, ownership, accountability, agility and speed of 
execution. The implementation of this initiative was initially 
deferred as a result of the Covid-19 pandemic, but with 
the impact of the lockdown exacerbating the already 
challenging business environment, the need for 
this restructuring became even more apparent, and the 
process was initiated in May 2020. A careful and structured 
workforce transition process was implemented to support 
our people during the restructuring process. This included 
upfront engagement with teams and individuals, the 
prioritising of redeployment opportunities for our people 
across the organisation through available vacancies, and 
mindful management of the people exiting their positions 
with the company. The process resulted in the optimisation 
of 493 positions and the retrenchment of 393 employees.

During the period under review, we launched a sexual 
harassment campaign aimed at educating both employees 
and managers.

Although the employee relations environment remains 
stable, a challenging operating environment and low 
inflation has resulted in challenged wage negotiations 
throughout the country.
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The sustainability report for 2020 is available at 
www.tigerbrands.com and includes comprehensive 
and detailed disclosures with regards to our sustainable 
future strategic pillar.

Sustainable company, community and planet
To deliver on our core purpose of nourishing and nurturing more lives every 
day, our sustainable future strategic objective comprises three clear focus 
areas: health and nutrition; enhanced livelihoods; and environmental 
stewardship. These are underpinned by our critical anchors relating to: 
ethical behaviour; purpose-led culture; food safety and quality; ethical 
supply chain practices; safety, health and environment; responsible 
marketing; and transparency, partnerships and stakeholder 
responsiveness.

Health and nutrition
We have committed to enabling consumers to improve their health and wellbeing 
by providing food products that are more nutritious and affordable, developing 
best-in-class nutritional standards, and leveraging our brand and marketing 
activities to promote consumer nutrition. In driving progress on these 
commitments, we have updated our nutritional standards against global 
guidelines, introduced a three-tier categorisation of our products using these 
guidelines, and begun to assess our product range against these criteria. We 
have begun implementation of a product lifecycle management system which 
will assist us in establishing a baseline and setting targets for more nutritious 
products as a percentage of our total portfolio. We launched several new, more 
nutritious and healthier product lines in our Snack, Baby and Personal Care 
categories, reduced sugar in our Bakery, Cereals and Beverages portfolios, and 
voluntarily enriched some core products with micronutrients commonly deficient 
in South African diets. We introduced clear and simple consumer-relevant health 
claims in various brands, have begun the process of including portion control 
messaging on the back of packs in Snacks & Treats, and participated in a 
consultative process on the adoption of progressive front-of-pack food labels.

Performance 
summary 2020

✗ Two employee and one 
contractor fatalities; 
lost-time injury frequency 
rate of 0,34 (2019: 0,38)

✓ R12 billion spend on 
BBBEE verified suppliers

✓ R32 million committed to 
socio-economic 
development

✓ 105 648 high-quality, 
nutrient dense and fortified 
food packages distributed

✓ 4,2% reduction in total 
scope 1 GHG emissions 
(8,2% reduction in 
emissions intensity) 
year-on-year

✓ 8,8% reduction in water 
usage (5,9% reduction in 
intensity) year-on-year

Sustainable future
Our strategy continued
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Enhanced livelihoods
We have committed to improving the livelihoods of 
thousands of people by providing opportunities across our 
value chain for inclusive economic participation, including 
the provision of financial and non-financial support to 
black-owned and black women-owned enterprises and 
smallholder farmers, through our supplier and farmer 
development programmes, and preferential procurement 
policies. In addition, we contribute at least 1,5% of net 
profit after tax annually, towards socio-economic 
development activities that promote sustainable thriving 
communities.

This year we launched the Dipuno Enterprise 
and Supplier Development Fund, committing 
R100 million in investment by 2025 to black-owned 
and black women-owned small enterprises and 
smallholder farmers. An initial capital investment 
of R45 million was made to the Dipuno Fund to 
provide loans and technical support to beneficiaries, 
and to provide for a small operating budget.

We have since approved projects to the value of 
R12 million and disbursed R8 million, with a further 
R15 million worth of applications under review. Towards 
our target of facilitating the creation of 1 000 new jobs, we 
have established our Smallholder Farmer Programme and 
Agriculture Aggregator Model to support small black and 
black woman-owned farming and agri-processing 
enterprises. Since its establishment last year, our 
agriculture aggregator model has supported 50 emerging 
entrepreneurs through business incubation training and 
created 100 new jobs in the small farmer sector.

In line with our recently revised socio-economic 
development strategy, and as part of our response 
to the Covid-19 pandemic, we invested R32 million on 
community development initiatives. During the year, we 
achieved several milestones including: distributing over 
93 000 high-quality, nutrient-dense and fortified food 
packages; reaching 30 000 direct and indirect beneficiaries 
each month through the Tiger Brands food and nutrition 
support programme; and training almost 600 community 
members in food gardening and community skills 
development. In addition, 12 648 food packages were 
distributed to vulnerable communities during the various 
stages of lockdown.

Environmental stewardship
Recognising the significant environmental impact of the 
agri-food value chain, both globally and nationally, we have 
committed to improving our environmental performance by 
implementing innovative solutions that optimise energy and 
water consumption in our operations, reduce the negative 
impacts of packaging, and minimise waste, effluent and 
emissions. We are exploring opportunities for circular 
economy initiatives that stimulate sustainable economic 
opportunities, as well as leveraging our brand and 
marketing to inspire positive behaviour change in 
consumers.

We made further progress this year in reducing the impact 
of our operations, focusing on the most material issues: 
improving energy and water efficiency, reducing 
greenhouse (GHG) gas emissions, and striving for zero 
waste to landfill operations. As a result of various energy 
efficiency measures, we achieved an absolute energy 
reduction of 5,3%, while absolute Scope 1 GHG emissions 
were down 4,2% year-on-year. We have undertaken 
industrial water-efficiency assessments and installed smart 
metering systems at our most water-intensive operations, 
contributing to an 8,8% reduction in total water use. As 
part of our drive to a circular economy, we have entered 
into various industry partnerships this year aimed at 
“closing the loop” with both food and packaging waste, 
and we have committed to achieving the targets in the 
SA Plastics Pact, launched in January 2020.
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Occupational health and safety
Ensuring zero injuries and delivering strong behavioural 
safety, health and security performance through visible, 
felt leadership is a top priority. We have a holistic health 
and safety programme with clear roadmaps and 
deliverables. This is supported by a behavioural safety 
programme that drives leadership accountability and 
responsibility, and effective auditing to ensure that process 
safety management is implemented properly. Despite our 
best efforts, we are saddened to report that in this fiscal 
year, two employees and one contractor lost their lives 
while working for Tiger Brands. As is mandatory, our 
operations carry out a detailed investigation for every 
fatality, involving a multi-disciplinary team and senior 

management. This year, multiple behavioural safety 
initiatives were delivered at our operations, which resulted 
in an improvement of our recordable injury rate. As at the 
end of September 2020, our lost-time injury frequency rate 
(LTIFR) improved to 0,34 from 0,38 in 2019. Despite the 
improvement, it is evident that we need to work harder, 
and so we continue to deliver capacity-building and safety 
initiatives with the aim of establishing and embedding a 
safety culture across the organisation. In addition to our 
extensive response to mitigating the health impacts of the 
Covid-19 pandemic, we continued our monitoring and 
management reporting on critical health issues, conducted 
site occupational hygiene surveys and health risk 
assessments, ran various employee awareness raising 
campaigns, and delivered wellness support to employees.

Our strategy continued

Sustainable future continued
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Transparency, partnerships and 
stakeholder responsiveness
Recognising the importance of transparency and 
partnerships, we are committed to playing an active role 
in industry forums to help shape sustainable consumption 
standards, tools and best practices. We are a member 
of industry bodies such as the National Business Initiative 
(NBI), Manufacturing Circle, Business Leadership South 
Africa, Consumer Goods Council of South Africa (CGCSA), 
South African Agricultural Processors Association (SAAPA), 
South African Fruit and Vegetable Export Council 
(SAFVEC), South African Fruit Juice Association (SAFJA), 
and the Coalition for Ethical Operations.

We are working with South Africa’s Council for Scientific 
and Industrial Research (CSIR) on assessments to enhance 
manufacturing industry competitiveness through resource 
efficiency and cleaner production, and we partner with 
various NGOs and academic bodies, including the Centre 
for Food Safety at Stellenbosch University.

As signatories to the We Mean Business initiative, we 
have committed to adopting a science-based emissions 
reduction target, promoting responsible corporate 
engagement on climate policy, and reporting climate 
change information in mainstream reports as a fiduciary 
duty. Other key relationships include our partnership with 
the United Nations Industrial Development Organisation 
(UNIDO) and our participation in the Strategic Water 
Partnership Network (SWPN).

Recognising the critical importance of understanding and 
being responsive to our stakeholders’ interests, we have 
introduced a structured stakeholder relations strategy 
(see page 16).

Aligning with the Task Force for Climate-
related Financial Disclosures (TCFD)
While working to improve our annual reporting and 
sustainability disclosure, we have started to look at aligning 
more closely with the recommendations of the Task Force 
for Climate-related Financial Disclosures (TCFD). The TCFD 
takes a different approach to tools like the CDP Climate 
Change Programme, by aiming to integrate climate-related 
disclosure within annual financial filings and reports. The 
intention behind the TCFD’s approach is to align climate 
reporting more closely with a company’s regular reporting 
practices, towards making it both easier for companies 
and more digestible (and useful) for investors. The focus is 
on providing investors with clear, financially relevant and 
decision-useful information through an internalised 
mechanism (annual reporting) in which companies are 
already invested.

At a time when the demands of multiple sustainability 
reporting frameworks and standards place an excessive 
burden on companies and a time when we are looking to 
concentrate our efforts towards improving our disclosure, 
we find that aligning with the TCFD approach will help us 
gain more ground in this arena.

www.tigerbrands.com 49

O
U

R
 STR

ATEG
Y: S

U
STA

IN
A

B
LE FU

TU
R

E / O
U

R
 S

TR
ATE

G
Y

 


