
These policies and the code of conduct are published on 
our intranet. We also publish and display relevant articles 
and posters around our sites, and via our various electronic 
media platforms, to further educate employees on 
corruption and other ethics-related matters. Online learning 
(e-learning) for all employees above a specific management 
level is supported by training every two years with the next 
training cycle taking place in FY21. These ongoing 
initiatives are mandatory for all employees who might be at 
risk of corruption or bribery through the course and scope 
of their employment in the company.

Tiger Brands uses the services of Tip-offs Anonymous 
(a division of Deloitte), to give all employees, suppliers, 
customers, consumers (not for customer complaints) and 
members of the public the opportunity to do the right thing 
and anonymously report any ethical transgression, 
dishonesty or fraud. Our whistleblowing programmes are 
proactively communicated to employees and available in 
local languages. An independent reporting hotline is 
available 24/7 (for employees and third parties). Non-
retaliation is a key aspect of our whistleblowing policy and 
is dealt with under applicable whistleblowing legislation in 
South Africa.

All incidents reported to Tip-offs Anonymous are 
received by the internal audit and risk director and 
the chief legal officer. Reports are actioned within 
24 hours and all investigations are supported 
by a formal investigative report issued to the 
relevant line manager and chief executive officer. 
Further internal controls are in place to mitigate 
against risks.

24/7 independent reporting hotline

70 whistleblowing reports received  
in 2020 (against 42 in 2019)

The code explicitly outlines Tiger Brands’ positioning on 
ethical conduct in the workplace and provides clear 
guidelines for practice that ensure a culture of good ethical 
conduct is fostered, including the provision of platforms to 
report unethical behaviour. Our code foregrounds respect 
for human rights, and encourages the fostering of diversity 
and the provision of equal opportunities. All forms of 
discrimination and harassment are prohibited, whether 
based on gender, race, nationality, ethnicity, age, religion, 
marital status, sexual-orientation or disability.

Consistent with the code, Tiger Brands is committed to 
ensuring that:
 › We supply products of good quality
 › We contribute to the communities in which we operate
 › We minimise our impact on the environment
 › We establish ethical and long-term relationships with our 

stakeholders
 › We maintain a healthy and safe working environment
 › We promote fair competition.

During FY20, against the benchmark set by our code, 
19 employees were dismissed, eight resigned, five received 
final/written warnings, five criminal cases were registered 
with SAPS as a result of employee misconduct, and nine 
contract-employees and two vendor services were 
terminated.

Anti-corruption and anti-bribery
Tiger Brands is committed to ensuring that its principles 
on ethics are implemented across the company. Any acts 
of bribery and corruption are strictly prohibited, and we 
have a zero-tolerance approach to any action that goes 
against the code. Our anti-bribery and anti-corruption 
policy prohibits payment for lobbying and facilitation 
payments, while political donations are not permitted in 
terms of the code. Payment for lobbying or facilitation 
payments are also not allowed. Our declaration of interest 
policy sets out situations that may constitute a conflict and 
provides for the mandatory declaration of any interest, 
which must be made annually or as soon as reasonably 
possible after the interest arises. The gifts, entertainment 
and hospitality policy sets out the parameters within which 
gifts, entertainment and hospitality may be received or 
given and creates an obligation to disclose such.

Tiger Brands is committed to creating an environment of mutual trust and respect, internally 
and within our extended network. All our employees subscribe to the Tiger Brands code of 
conduct, which was updated in 2020, and represents a clear, conscious and personal 
commitment to upholding good ethical practice in the workplace.

Ethical behaviour
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A monthly ethics report is presented to the executive 
committee. The status of all cases, including closed 
cases, is discussed and noted at this meeting. This report 
is also tabled at audit and SET committee meetings. 
Whistleblowing reports are categorised into alleged 
corruption, fraud, health and safety, human resources and 
employee relations issues, theft and unethical behaviour.

During FY20, 70 whistleblowing reports were 
received:

66 were closed and four are  
currently under investigation

(FY19: 42, FY18: 54, FY17: 60).

Tax strategy
The group’s tax objective is to protect and enhance 
shareholder value by achieving a sustainable tax result that 
complies with the tax laws in jurisdictions in which we 
operate. We continuously observe the changing tax 
landscape across jurisdictions to ensure that we comply 
with all tax regulations as well as maintain the integrity of 
our compliance and reporting requirements. The 
effectiveness of our tax framework is aligned within the 
context of the group’s overall governance framework. We 
will not enter into any transactions that will compromise our 
commitment to comply with all tax laws, regulations and 
policies, and seek openness and transparency in all our 
dealings with tax authorities. We continuously endeavour 
to align our tax objectives to our corporate values to 
ensure that we uphold and protect our corporate 
reputation.

The company’s effective tax rate for FY20 is 31,0% (before 
abnormal items and income from associated companies) in 
comparison to FY19’s effective tax rate of 29,7%.

Cybersecurity and protection of 
personal information
It is of vital importance that customers trust Tiger Brands 
with the safety of their information. We highly value the 
security and privacy of the personal information we hold 
and process, and are increasingly prioritising this security, 
as we adapt to keep pace with a rapidly-evolving 
technology, digital and cybersecurity landscape. Due 
to this shifting context, we are continuously making an 
iterative effort to implement our plans, enhance our 
practices and build our capabilities in this arena over time. 
Tiger Brands is on-track and in-progress with implementing 
and enhancing our cybersecurity policies, processes and 
systems, and ensuring consistent compliance with the 
requirements of the Protection of Personal Information Act 
2013 (PoPIA) and EU General Data Protection Regulations.

We have built clear roadmaps to ensure that we are 
cyber-resilient across our environment, including our 
manufacturing plants. These roadmaps are underpinned 
by clear management commitments and are tracked and 
monitored through the risk and sustainability, and audit 
committees. The group information officer is responsible 
for ensuring continued compliance to the PoPIA 
requirements and reports progress to the risk and 
sustainability committee, in line with the committee’s 
annual work plan.

We have clear intentions towards building and fostering a 
security-smart culture at Tiger Brands, and a key aspect 
of our approach is to reflect strategically on our actions 
and apply the lessons learnt. Supporting this practice, 
we regularly recruit independent assessments of our 
performance against best-practice and industry standards, 
ensuring that any gaps are appropriately prioritised and 
remediated. Training and awareness is a key focus, as this 
ensures that the insider threats are addressed. To this end, 
security campaigns focused on specific security-related 
topics will be run quarterly; via newsletters, video’s, 
podcasts and email inserts. The communication of our 
policy will be also formalised to ensure that a strong sense 
of principles and protocols becomes instilled across the 
organisation. In terms of readiness, cyber incident 
simulations will continue to be run as a core element of 
our training at all levels. This will ensure we are as ready 
as possible, when faced with a significant cyber-attack. 

Ethical behaviour continued
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Our workforce and people 
strategy
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.

Building a diverse talent base
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 
partnership 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, 
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 roll out 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 male and 
females making up 95% of internal 
appointments through internal 
promotions and external hires 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 34,8% by 2023. We also aim to 
increase women participation in 
leadership development, career 
growth and progression initiatives 
to 50% by 2023.

Performance 
summary 2020

✓ Completed our fit-for-
future organisational 
structure

✓ 79% of leadership 
positions filled internally

✓ Key changes made to 
business leadership at 
Exco and MD levels

✓ Introduced a digital 
on-boarding framework

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

✓ Invested R97 million in 
skills development

A purpose-driven win-win 
culture
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We have recently developed and commenced the implementation of a generational diversity management strategy, 
where our goal is to ensure coexistence of multiple generations, foster a sense of belonging and connectedness among 
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 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.

763 learnerships, apprenticeships and workplace experience students active on accredited skills development 
interventions such as learnerships, apprenticeships, skills programmes, workplace experience and internships which includes 
new enrolments as well as roll-over from the previous year.

4 827 employees trained through the Tiger Brands Academy

79% leadership positions filled internally

R97 million invested in skills development

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

To enable us to win in the market and unleash the power of our people, we are 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 drives innovation 
and winning performance.

A purpose-driven win-win culture continued

Gender diversity profile

70% 30%
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Our EE profile

Occupational levels

Workforce profile as at 30 September 2020 (South Africa)

Male Female Foreign nationals

TotalBand African Coloured Indian White African Coloured Indian White Male Female

Top management FL-FU 1 0 2 3 2 0 0 0 1 1 10

Senior management EL-EU 12 2 10 27 8 3 17 12 3 0 94

Professionally qualified 
and experienced 
specialists and 
mid-management DL-DU 74 28 50 118 75 17 43 51 7 1 464

Skilled technical and 
academically qualified 
workers, junior 
management, 
supervisors, foremen  
and superintendants CL-CU 509 147 109 187 279 75 60 102 12 1 1 481

Semi-skilled and 
discretionary decision 
making BL-BU 2 334 175 137 27 677 130 75 78 5 0 3 638

Unskilled and defined 
decision making AL-AU 3 352 183 38 8 1 355 149 53 1 8 4 5 151

Total permanent 10 838

Employees with 
disabilities 9 0 1 0 2 0 0 0 0 0 12

Our talent focus next year 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.

Developing core capabilities through the Tiger Brands Academy
Our learning and skills development framework has been designed to create a culture of life-long learning, focused 
on driving fit-for-purpose core capability development, leadership development, digital learning, professional skills 
development, compliance training and employee bursaries. This is delivered through the Tiger Brands Academy, and 
various sub-academies aligned to the disciplines of supply chain, IT, customer, marketing, R&D, bakeries, finance, IT 
and human resources.

This year, we invested R97,3 million on training and skills development, with more than 90% of our total training spend 
invested in developing black employees. This investment equated to a skills development spend of 3% of our total 
payroll spend; this is below our 2020 target of 4,2% due mainly to the impact that Covid-19 had on our ability to host 
training. As part of our ongoing commitment to provide access to just-in-time learning, we have started to embed our 
digital learning strategy. Implementation of digital learning programmes has been fast-tracked due to the impact of 
Covid-19, with multiple programmes such as onboarding and leadership development, revised to be delivered virtually.

We spent R6,1 million this year on bursaries for 148 students. This compares to R7 million for 164 students in 2019. 
A total of 427 students have graduated since 2007, 42 graduated in 2019.
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Developing leadership capabilities
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 

Our leadership competencies

 › Inspires winning 
performance

 › Nurtures and 
grows talent

 › Builds partnerships
 › Builds teams

 › Shapes strategy
 › Achieve results 

through others

 › Market focused
 › Consumer obsessed

LEADS  
PEOPLE

LEADS 
PARTNERSHIPS

LEADS 
PERFORMANCE

LEADS 
SELF

LEADS 
INNOVATION

actively create inspiring winning opportunities in daily 
interactions with colleagues on all levels.

In line with our promise to continuously 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.

A purpose-driven win-win culture continued
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To this end, we implemented a special incentive to 
motivate and reward our frontline employees who 
continued to work during the lockdown. We have changed 
our long-term incentive instruments from share 
appreciation rights to performance and restricted shares.

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’s 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. 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. Regular 
employee experience surveys will enable us to 
evaluate our progress, identify opportunities for 
improvement and execute actions to further 
progress our winning culture.

Our leadership development programmes

Intervention 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

Creating a great place to work
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 behaviour.

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 ignite business performance to 
improve our ability to retain key talent through our short-
term and long-term incentive plans.
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Rewarding winning performance
Reward focus areas
During the year, we continued to implement initiatives in 
support of our remuneration strategy, which enables us 
to align with market practices, drive action against key 
performance indicators critical to the business, and to 
measure and reward performance against our strategy. 
Some of our highlights include:
 › Implementing a special incentive to motivate and reward 

our frontline employees who continued to work during 
the lockdown.

 › Changing our long-term incentive instruments from share 
appreciation rights to performance and restricted shares.

 › Further embedding our employee wellbeing programme 
THRIVE in partnership with our wellbeing partner, ICAS 
and implementing various mental health initiatives to 
build resilience in employees

Employee relations
Tiger Brands complies with South African legislation 
on labour relations, basic conditions of employment, 
employment equity, skills development, among others. 
We also comply with International Labour Organisation 
conventions, and relevant regulations in operating areas 
in Africa. There were no instances of non-compliance 
with labour standards this year.

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. This year the company held its first top-to-top 
engagement facilitated by the CEO with key trade union 
leadership. 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 

Covid-19 response: People
Our people agenda shifted fundamentally this year, to focus all our efforts and resources on managing  
the rapidly spreading Covid-19 pandemic and its devastating impact on our organisation, employees, their  
families, consumers and communities. We have delivered a number of interventions to ensure employee safety, 
productivity, and physical and mental wellbeing during the lockdown. In addition to the core elements outlined in 
Our Covid-19 response (see page 8), the key aspects of our people response included the following:
 › Enablement of remote working where possible, suspension of training, and stringent private travel arrangements with 

sanitation protocols.
 › Customised screening, testing, self-isolation, and re-integration protocols.
 › Enhanced health, sanitation and cleaning protocols; including provision of PPE and sanitiser to all employees, daily 

hygiene and cleaning practices, weekly deep-cleaning, limits on employee movement within buildings, bans on 
physical contact, limits on face-to-face meetings, distancing of work stations, and the canteen operating as a 
take-away service.

 › Active engagement and communication; including establishment of dedicated Covid-19 internal website, safety 
and hygiene signage, daily awareness campaigns, multi-lingual messaging, announcement of key safety decisions, 
appointment of site-based communications champions, and conducting a Covid-19 survey to understand our 
employee experience.

 › Special Covid-19 employee incentive to recognise and reward employees working at essential sites during the 
national lockdown, and an adjustment of annual leave arrangements to enable employees to take leave when 
necessary without penalty or loss of income.

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 fit-for-future, a 
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 ever 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 and raising 
awareness of 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 our operations.

A purpose-driven win-win culture continued
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Our 2022 Quality Strategy outlines short, medium and 
long-term priorities that drive improvements in our end-to-
end (e2e) management of food safety and quality across 
functions. We aim toward a fully-integrated system, where 
robust and contemporary processes, continuously 
updated, are supported by talented and well-trained 
people who work with inspiration in a culture of quality 
excellence.

Our centralised food safety and quality system, embedded 
at group level, provides the direction and support needed 
to empower each Tiger Brands employee to take personal 
responsibility for food safety and quality, particularly at the 
operations level. The execution of this standardised and 
central approach, rests with the chief supply chain officer, 
supported by the quality director. He reports to the chief 
supply officer and also to the board through the risk and 
sustainability committee.

Making quality a coMpetitive advantage for tiger Brands

DELIVER BRAND PROMISE

 › Right first time innovation
 › Supplier quality assurance
 › Perfect execution at factories
 › Food safety
 › Quality in logistics

 › Structured quality organisation
 › Quality talent pipeline
 › Quality mindset
 › Engagement with external entities

 › Voice of the consumer
 › Quality through cross functional 

teams
 › Manufacturing Excellence 

Customs and Practices (MECP) 
quality pillar

 › Brand promise health check

RAISING THE FLOOR
(Restoring basics e2e)

BUILD QUALITY  
CAPABILITY AND CULTURE

(Quality mindset)

RAISING THE BAR
(e2e continuous improvement)

Millions of people rely on Tiger Brands products for their daily nutritional needs. Quality and 
consumer safety is also relevant in our Home and Personal Care (HPC) portfolio of products. 
For this reason, product safety and quality, as a company value, is a non-negotiable aspect 
of our business, positioned at the very heart of our success.

We remain committed to superior quality and consumer safety and are determined to continually raise the bar 
on our performance, to develop capabilities that differentiate us from our competitors.

Robust food safety and 
food quality system
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We hold ourselves, our suppliers and third-party 
manufacturing partners, to the same stringent standards 
through ongoing risk assessment, gap closures and 
certification. This year, we made the following progress at 
our sites:
 › All our manufacturing sites conducted quarterly self-

assessments against the Global Food Safety Initiative 
(GFSI) protocol, as well as self-assessments against 
Tiger Brands’ quality standards.

 › All our manufacturing facilities were audited by DQS, an 
international certification body, and maintained 
certifications against the globally-recognised Food Safety 
System Certification (FSSC 22000) or Hazard Analysis 
and Critical Control Points (HACCP) System. Most of our 
sites are certified against FSSC 22000, but we still have 
a few certified under HACCP.

 › All our warehouse facilities were audited by DNV, an 
international certification body, to completing gap audits 
against the Brand Reputation through Compliance 
(BRCGS) Global Standard for Storage and Distribution in 
preparation for certification in FY21.

 › Our HPC site progressed against the HPC 420 Protocol, 
with certification expected in FY21 with audit conducted 
by DNV. HPC 420 is a certification scheme that aims to 
ensure the safety and quality of HPC Products.

 › The Central Micro Laboratory progressed against the 
ISO 17025 standard, with certification from SANAS 
expected in FY21.

 › A risk assessment project focusing on HACCP has been 
initiated with the assistance of an industry expert.

 › Tiger Brands joined the European Hygiene Engineering 
and Design Group (EHEDG) and will use their guidelines 
as the manufacturing hygiene standards across our 
operations. A virtual training was held with our technical 
areas to initiate this process.

This year, our quality performance continued to improve, 

with a 5% reduction in consumer complaints 
(FY19: 18%), 

a 25% reduction in marketplace  

incidents (FY19: 35%), and 

zero public recalls (FY19: Zero)

Tiger Brands will continue to raise the bar during FY21 
under guidance of our strategy. Assessments throughout 
the distribution chain will continue, with the inclusion of the 
return-centres and trans-shipment warehouses that start 
their certification cycle with gap audits aiming at 
certification in FY22. Our targets for the next three years 
are in the table below.

Indicator

Quality FY21 FY22 FY23

Public recall Zero Zero Zero

Reduction in market place 
incidents (%) (30) (20) (20)

Reduction in complaints (%) (12) (12) (12)

More about the safety standards applicable to our 
operations can be found at https://www.tigerbrands.
com/sustainability/reporting.

Covid-19 response:  
Food safety and quality
In response to the Covid-19 pandemic, and  
to ensure product safety, the quality team developed 
and implemented Covid-19 response protocols, 
which included:
 › A decision-tree that takes into account product 

shelf-life
 › A decontamination plan which provides guidance 

on the types of fogging required, including the 
appropriate chemicals for different production 
environments and the sourcing of competent 
service-providers and facemasks for factory 
personnel

 › A high-level of response-readiness maintained by 
our site quality teams ensures a quick response to 
positive case detection

Robust food safety and food quality system continued
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Partnership with the Centre for Food Safety at Stellenbosch University
Launched in November 2018, the Centre for Food Safety is a unique applied food science research consortium, 
comprising Stellenbosch University researchers working together with the food industry and other stakeholders on 
real-world food safety challenges.

Launched in partnership with Tiger Brands, the centre focuses the role of collaboration as an enabler of successful 
innovation. The centre works together with external partners to build and share knowledge, experience and expertise in 
food safety, food defence and food processing. The activities of the centre focus on three pillars: scientific research and 
training in all aspects of food safety, consumer engagement and awareness, and food safety policy. The strategic 
objectives of the centre are towards high-quality science, responding to emerging risks and opportunities and generating 
outputs that matter.

Since its launch, the centre has collaborated with Tiger Brands on various projects aimed at providing trusted, 
independent, timely and credible food safety advice, and translating research findings into constructive policy-options 
for the company.

One of the centre’s key goals is to educate and raise awareness in support of building a food safe culture in South 
Africa. This year, the centre saw publication of six international scientific papers, and the graduation of one doctoral and 
six masters students. Yet, with classrooms closed and conferences cancelled due to Covid-19, public engagement 
around these research activities has been severely limited. Key events hosted early in the year included a series of 
lectures given by the centre’s international advisory board members and a four-day food safety awareness workshop 
held with 100 participants from academia and the food and hygiene industries.

The current research activities of the centre span a wide range of topics, including:
 › Categorising listeria bacteria from different origins
 › Listeria bacteria in ready-to-eat foods
 › Antibiotic resistance in livestock and farmed wildlife
 › Natural preservatives for extending shelf-life
 › Microbial safety and meat quality of farmed wildlife
 › Logistics in the meat supply chain
 › Impact of storage conditions on listeria bacteria
 › Effectiveness of food safety practices in retail stores
 › Ultra-violet (UV) treatment of irrigation water
 › Sanitiser-resistant listeria bacteria
 › Elimination of mould in pasteurised fruit and baby-food pouches.
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Update on the listeriosis outbreak, food 
safety and the Class Action lawsuit
The 2018 listeriosis outbreak was a tragic event in 
South Africa. We cannot overstate the significant and 
far-reaching consequences of the listeriosis crisis, 
particularly on the victims of the outbreak and their 
families. A Class Action lawsuit has been certified against 
the company for its alleged role in the outbreak. Tiger 
Brands remains committed to participating fully in the 
legal process which will determine whether the company 
is liable for the outbreak. We will continue to follow due 
process to ensure that the Class Action is resolved 
expeditiously and fairly within the confines of the legal 
process, and that a conclusion is reached in the shortest 
possible time in the interest of all parties, particularly the 
victims of listeriosis.

Participating in the legal process
On 3 December 2018 the High Court granted an order 
permitting a Class Action lawsuit to be brought against 
Tiger Brands by Richard Spoor Attorneys on behalf of 
classes of listeriosis claimants.

In the interest of reaching an outcome for all affected 
parties as soon as possible and given the lengthy 
timeframe Class Action processes can take, we 
supported the certification of the Class Action and 
contributed R1 million to support a nationwide media 
campaign to reach as many potential claimants as 
possible. This was done to ensure that the process is 
not unnecessarily delayed. Subsequently summons was 
issued and a plea was filed setting out the company’s 
defence.

Furthermore, in recognition of the significant public 
interest surrounding the Class Action, we proactively 
conducted a series of briefings between senior members 
of the media and the lawyers retained by the insurer to 
represent Tiger Brands. The intention of these interviews 
was to promote understanding of the complex legal 
process.

Following application to the Gauteng Local Division of 
the High Court, Johannesburg by various third parties 
contesting subpoenas issued by Tiger Brands requesting 
disclosure of information related to the testing for and 
incidence of listeriosis, in June 2020, the High Court 
ruled in favour of Tiger Brands, compelling the National 
Institute for Communicable Diseases (NICD), the South 
African Bureau of Standards (SABS), two accredited 
national laboratories and various meat producers to 
provide critical epidemiological information required for 
the listeriosis Class Action lawsuit. All of the third parties 
(with the exception of the SABS) applied for leave to 
appeal the Court order. On 15 September 2020 the High 
Court granted the third parties leave to appeal to the 
Supreme Court of Appeal (SCA). Consequently, no 
epidemiological information has been provided to Tiger 
Brands to date. It is expected that the SCA will likely 
hear the appeal during the course of 2021.

In August 2020, Richard Spoor Attorneys shared with 
the media that they had filed a High Court application to 
compel Tiger Brands to discover and provide information 
pertaining to food safety management documentation 
relating to the Enterprise Polokwane factory. Tiger 
Brands opposed the application on the basis that it 
was premature owing to the extensive review of 

documentation and electronic records spanning over 
one (1) terabyte (TB) that had to be undertaken to enable 
a proper discovery process. Legal representatives of the 
parties agreed to work together and cooperate in the 
discovery process following directions given by the 
presiding judge in the matter. As the Class Action 
litigation process progresses, we remain committed to 
participating in the process expeditiously, and will 
continue to conduct ourselves in a manner that upholds 
our values, respects due legal process and abides by the 
decisions of the Courts.

For more information and updates on the Class Action, 
please refer to our website: https://www.tigerbrands.
com/sustainability/commitmentfoodsafety/
classactionupdate

Sale of our VAMP businesses
In November 2019, Tiger Brands announced our 
intention to sell our Value Added Meat Products (VAMP) 
business. Initially earmarked for strategic review in 2017, 
the VAMP business was considered not an ideal fit for 
our portfolio, and the board resolved in 2018 that it was 
in the best long-term interests of the company to divest 
from this part of our business. Early in November 2020 
the company concluded the sale of the VAMP business 
to two separate bidders.

Our abattoir business at Olifantsfontein has been 
acquired by Molare Proprietary Limited, effective from 
28 September 2020. Molare is one of South Africa’s 
largest piggery businesses and was previously one of 
our main suppliers. The company’s three meat 
processing businesses at Germiston, Polokwane and 
Pretoria were acquired by Silver Blade Abattoir (Pty) Ltd, 
a wholly owned subsidiary of Country Bird Holdings (Pty) 
Ltd (which transaction became unconditional on 
2 November 2020 following receipt of regulatory 
approvals of the transaction by the South African and 
Namibian Competition Authorities).

Further advancing food safety and providing 
assurance of meat processing
To certify our food safety efforts, all our manufacturing 
facilities are audited annually by an international 
certification body against the globally-recognised Food 
Safety System Certification (FSSC 22000) or Hazard 
Analysis and Critical Control Points (HACCP) System. 
Enterprise Foods further adheres to Pork 360, the South 
African Pork Producers’ Organisation (SAPPO) Farm 
Assured Accreditation Scheme. We remain fully certified 
by these bodies, and this year have joined European 
Hygiene Engineering and Design Group (EHEDG) to 
advance the hygiene standards across our facilities 
against these guidelines.

To show our commitment to strengthening food safety 
across South Africa, and to build a vehicle to solve 
shared food safety challenges, we partnered with 
Stellenbosch University in 2018 to launch the Centre for 
Food Safety. We continue to support the Centre for Food 
Safety and collaborate on applied food safety research. 
To improve communication between Tiger Brands and 
customers, we have improved our engagement with 
stakeholders through our online channels.

For more information on our food safety and quality 
system and updates this year, see page 49.

Robust food safety and food quality system continued
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Sustainability 
focus at 
Chococam, 
Cameroon

Chococam has made progress this year, aligning with the three pillars 
of the Tiger Brands sustainable future strategy. Through their social 
investment activities, Chococam is responding to the challenging local 
operating context by working to enhance local livelihoods, support 
health and nutrition, promote environmental stewardship and advance 
national food safety and quality practice.

 › To support people displaced through the Anglophone crisis, Chococam is 
providing cleaning equipment and food to refugee camps.

 › To improve access to potable water in the community surrounding their 
operations, Chococam has set up a free water delivery system alongside 
their factory.

 › To advance hygiene during the Covid-19 crisis, Chococam has strengthened 
the practice of handwashing in the local community. At local administrations 
and schools, Chococam has donated handwashing stations upcycled from 
their facility’s used steel drums, renovated water infrastructure and facilities, 
and ran a hygiene campaign.

 › To take the lead in promoting food health and nutrition in Cameroon, 
Chococam is providing financial assistance to the Quality and Norms Agency 
to establish national food nutrition standards.

 › To ensure a robust foundation in food safety and quality, the factory has 
retained their ISO 9001/2015 certification.

 › To promote environmental stewardship, Chococam recycles all paper at their 
facilities and has reduced their plastic packaging waste by 31% from 2019.

Steel drums of raw material have 
been recycled into hand washing 
systems and offered to 
administrations and schools.

The paper generated from our 
office activity is recycled, through 
a contractor, into egg trays.
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We engage with relevant government departments on key 
issues and legislative changes through facilitated 
discussion forums, such as through the World Wide Fund 
for Nature (WWF) and manufacturing industry debates.

Supply chain
While our supply chain draws on most of our capitals, its 
key impact is on natural capital. Over the past few years, 
we have focused on reducing this impact through specific 
initiatives. We reviewed formulations to improve costs 
without affecting taste and quality, we actively researched 
and expanded sourcing programmes in the Southern 
African Development Community (SADC) and we 
continued support to develop domestic farmers. We 
continue to refine our logistics network with selected 
partners to achieve cost efficiency and the highest 
standards of customer service.

We are concerned about the impact of our operational 
activities on the environment, through the production of 
large volumes of waste from plastic packaging. We work 
with various packaging recycling organisations to fulfil our 
extended producer responsibilities.

We are concerned about deforestation, loss of biodiversity, 
and the use of peat lands in the production of forest 
commodities such as palm oil and cocoa. We work with 
palm oil suppliers that are members of the Roundtable on 
Sustainable Palm Oil (RSPO) to ensure the sourcing and 
processing of traceable and certified-sustainable palm oil. 
We only source cocoa liquor and butter – important 
ingredients for our chocolate business – from suppliers 
certified by Fairtrade and the Rainforest Alliance, ensuring 
our supply chains are anchored by the principles and 
standards of sustainable production.

Engaging on agricultural practices
Our business depends on healthy ecosystems to produce sustainable supplies of wheat, maize, fruit, vegetables and 
other raw materials. We are aware of the opportunity to lever the scale and presence of Tiger Brands to drive change 
through our supply chain towards more sustainable agricultural practices. We are looking to consolidate our efforts on 
sustainable agriculture, including through the development of a group standard to guide the sourcing of agricultural 
commodities and products. Currently, our engagement on agricultural practice in our supply chain is governed by the 
imperative to produce products that are safe, meet all regulatory requirements and fulfil our high standards for quality.

Current key aspects include:
Pesticides and herbicides: Tiger Brands Fresh Produce maintains a comprehensive system of controls and processes 
to ensure the highest level of product quality and safety. Only AVCASA and BASOS accredited agriculturists can give 
active technical advice on registered chemicals and fertilisers. All our fresh produce is tested for chemicals and residue 
before acceptance.

Genetically modified (GM) crops: Tiger Brands does not use any GM cultivars in Purity baby food products.

Soil quality: Tiger Brands Fresh Produce is produced by farmers who practise crop-rotation and cover-cropping to 
manage soil quality through the control of soil-related diseases, building soil-carbon and retaining soil moisture.

Animal welfare: Tiger Brands adheres to best practice in the rearing, transporting and slaughtering of livestock.

Responsible cocoa and palm oil: Tiger Brands only sources cocoa from suppliers certified by Fairtrade and the 
Rainforest Alliance. We only work with palm oil suppliers that are members of the Roundtable on Sustainable Palm Oil 
(RSPO).

Tiger Brands is committed to ethical supply chain practices, with the aim of promoting 
fair labour activities, tackling plastic packaging waste, ensuring animal welfare and mitigating 
the potential impacts associated with potentially high-risk raw materials such as palm oil 
and cocoa.

Ethical supply chain 
practices
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Ethical sourcing
Our ethical sourcing policy was approved by the board 
in 2018 and is being implemented throughout our 
supply chain. This policy addresses human rights within 
our supply chain and is available on our website, 
www.tigerbrands.com. Suppliers are required to declare 
their commitment to comply to our ethical sourcing policy 
annually. Where deemed necessary, suppliers may be 
audited by Tiger Brands or an external party to verify 
compliance.

This year, we issued compliance notifications to 
705 suppliers which represents 90% of our procurement 
managed spend. We received signed commitments to 
comply to our ethical sourcing policy from 50% of 
suppliers, representing 61% of our procurement managed 
spend. We are following up with the suppliers who have 
not yet responded. In FY19, we issued 208 notifications 
sent, equating to 73% of spend, and received signed 
commitments from 68%, representing 43% of our spend.

Towards achieving our target to initiate conversations on 
environmental stewardship with our top-tier suppliers, 
audits are conducted by Tiger Brands or third-party 
auditors where the need is identified.

Ethical sourcing declaration tracker
as at 30 September

2020 2019

Number of notifications sent 705 208
Percentage spend covered by 
notifications (%) 90,8 73
Number of acknowledgements 
received 350 141
Percentage acknowledgements 
received (%) 49 68
Total spend covered by 
acknowledgements (R billion) 9,3 5,2
Percentage spend covered by 
acknowledgements 61 43

Human rights
Tiger Brands believes business can only flourish in 
societies where human rights are protected and respected. 
This is an area of growing importance to our employees, 
workers, shareholders, investors, customers, consumers 
and communities where we operate, as well as civil society 
groups globally. We recognise that business is responsible 
for ensuring human rights are upheld in society and that 
we have the ability to contribute to positive human rights 
impacts. As such, there is both a business and moral case 
for ensuring human rights are upheld across our operations 
and our value chain (supply chain and service providers).

Our human rights policy was developed and approved in 
2018. Our human rights policy establishes the principles 
and responsibilities for implementing, monitoring, reviewing 
and reporting human rights abuses across the Tiger 
Brands. The policy has been developed to uphold the 
inviolable rights of people and to protect the group, its 
employees, assets, information, operations and reputation. 
It applies to all employees, temporary employees, 
contractors, service providers and consultants of 
Tiger Brands.

The policy is in the process of being implemented across 
our operations and supply chain. The policy will also be 
reviewed and further improved during FY21.

Human rights cases can be reported through our ethics 
line www.tip-offs.com, directly to the company, or 
identified by other means such as whistleblowing or the 
media. Training on human rights has been included in our 
induction programmes for new employees, and awareness 
is raised among all our employees through internal 
communication programmes throughout the year. Through 
our ethical sourcing policy, our suppliers have been 
requested to declare their acknowledgement and support 
for our policy, or that they have their own policies in place 
covering the requirements as set out in our policy.

No cases related to potential human rights issues were 
reported through our ethics line this year, and no 
allegations were reported through the media.

The human rights policy and ethical sourcing policy are 
available at www.tigerbrands.com.
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Building a culture that has a positive influence on the health and wellbeing of our people is ongoing, requiring constant 
implementation of programmes to ensure early detection, and manage and report on the occupational-health illnesses and 
issues that can result in incapacities. To enable a safety culture transformation requires operational effectiveness, and 
towards this, we are committed to creating synergy between our safety standards and operational discipline. In order to 
deliver against our target of zero injuries, behavioural safety and exposure reduction are being addressed through employee 
engagement, capacity building and addressing any office and production ergonomic working conditions. 

Create synergy between the safety management standards and operational discipline to achieve operational effectiveness 
which enables an LTIFR improvement year-on-year.

OBJECTIVE

Tiger Brands considers health and safety to be of paramount importance in its operations. It is committed to: providing visible 
and inspiring leadership that will ensure continuous compliance to legal requirements and a risk-based approach to health and 
safety management. The ultimate goal being to prevent and reduce harm to any of its employees, visitors, contractors and 
facilities.

MISSION

We are committed to a vision of zero; zero fatalities, zero workplace injuries and zero process safety incidents.VISION

SAFETY PROGRAMMES

Foundation: Behaviour-based safety/demonstrated leadership commitment/ 
communication/responsibility and accountability

OWNERSHIP AND INVOLVEMENT AT ALL LEVELS

 › Build sustainable and 
inspiring leadership

 › Define engagement 
processes

 › Create measurement 
and analysis tools

 › Set clear goals and 
define an aligned 
recognition programme

 › Conduct training

Change safety culture 
– Roll out a BBS 

programme

 › Standardise hazard 
assessment process

 › Standardise processes 
for managing high risks

 › Build capability and 
awareness

 › Define and implement 
group life saving rules

 › Review effectiveness of 
controls and plans

Risk management

 › Implement a fail proof 
process safety 
management 
programme

 › Build contractor risk 
management 
programmes

Operational safety 
management 
programme

 › A structured and 
consistent approach to 
incident management 
and focused 
improvement

 › Define and implement 
programmes to ensure 
continued legal 
compliance

Compliance monitoring 
and evaluation 

programme

 › Identify key skills/roles
 › Evaluate gap
 › Define licence to 

operate standards
 › Define training plan/

approach and 
implement

Capability and 
competence building

For an introduction to our environmental strategy and management systems, please see environmental stewardship on 
page 35.

Safety, health and environmental (SHE) concerns are a top priority for Tiger Brands. We have 
an all-inclusive health and safety programme with clear commitments and targets, supported 
by behavioural safety initiatives that drive leadership accountability and responsibility, as well 
as effective internal and external auditing. 

Safety, health and 
environmental (SHE) 
systems
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Occupational health and safety
This year, Tiger Brands had to deal with the health risk 
exposure of the severe acute respiratory syndrome 
coronavirus 2 (SARS-CoV-2) which was confirmed as the 
causative virus of Covid-19. As the pandemic spread, the 
government took unprecedented measures to limit the 
spread of the virus, ramping up health systems and 
restricting the movement of people in the country. As a 
result, we experienced the impact of extraordinary 
disruption to people and society in South Africa, affecting 
our business, people and stakeholders. Despite the 
challenges faced, we continued our efforts to deliver health 
and safety interventions and initiatives to safeguard our 
employees, communities and manage our societal impact.

This year we focused on the following areas:
 › Ongoing work on medical surveillance (especially 

focused on comorbidities linked to Covid-19 and 
high-risk employees), feedback on abnormal health-
surveillance testing, identification and feedback to 
management on the top health risks, chronic diseases 
monitoring, primary healthcare consultations and the 
management of infectious diseases under primary 
healthcare

 › Delivery of Covid-19 and operational OH awareness 
campaigns and interventions

 › Conducting site occupational hygiene surveys and health 
risk assessments for the different tasks within the 
manufacturing environment

 › Facilities continue to deliver programmes that drive 
behavioural transformation in partnership with the 
wellbeing department in human resources. We have 
delivered wellness support to employees who 
experienced incidents and provided leadership and 
supervisory training to improve the visible felt leadership 
agenda

 › The screening of our employees and contract labour for 
lifestyle diseases which included diabetes, cholesterol, 
HIV/Aids and hypertension. Employees who are found 
to have more than one of these chronic conditions are 
encouraged to enrol on the THRIVE employee-
assistance support programme for high-risk 
beneficiaries.

Employee wellness
Tiger Brands’ employee wellbeing support programme 
offers 24-hour telephonic counselling, and face-to-face 
professional counselling from psychologists, social 
workers, dieticians, bio-kineticists, and financial and legal 
advisers. Our onsite clinic services include occupational 
health support and limited primary healthcare, which is free 
to all permanent and temporary employees onsite. This 
year, our focus was to continue building our capabilities 
for reporting work-related illnesses, by strengthening our 
tracking mechanisms and occupational-health ways of 
working. Musculoskeletal diseases accounted for the most 
recorded illnesses this year, followed by mental ill-health 
and digestive system disorders. We believe that improving 
the ergonomics of our workplaces and continuing to 
invest in our employee wellbeing programme are key 
to addressing these.

The Tiger Brands Whistleblowing Hotline –
Independently managed by Deloitte,
is designed to help you report workplacet
dishonesty, while providing you with
identity protection

Toll Free: 0800 80 80 80
Free Fax: 0800 00 77 88
Email:  tiger-brands@ethics-line.com
Free Post: KZN 138, Umhlanga Rocks, 4320
Website: www.tip-offs.com

Blow the Whistle 

Tiger Brands  
Whistleblowing Hotline

Don’t support it! Report it!

 

24 hours a day, 365 days a year

Sexual harassment or
any form of harassment

Falsifying time
spent at work

Abuse of
Company Resources

Conflict of
Interest

DiscriminationIntimidationTheft False Expense Claims

Financial Statement Fraud
– Overstating of Sales or Inventory

Supplier
Kickbacks

on Fraud, Corruption and Workplace Dishonesty
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Employee safety
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. In line with our 
processes and procedures, operations carry out a detailed 
investigation for every fatality, involving a multi-disciplinary 
team and senior management. The results are reviewed at 
group level to ensure that the whole company learns from 
the incident.

Tiger Brands remains committed to achieving our goal of 
zero workplace injuries, process safety incidents and 
illnesses, despite the size of our company and the scope 
of our operations. Our effort to reduce injury to our 

employees and contractors is continuous. Every incident 
that occurs, triggers a root-cause analysis process, which 
informs the implementation of appropriate preventive 
measures and is used to improve our operational safety 
culture. We continue to apply disciplinary action where 
appropriate and where incidents have occurred due to 
employees not adhering to the defined safe work practices.

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.

Safety, health and environmental (SHE) systems continued

The LTIFR performance against set targets, for end of September 2020 is presented in the table below:
Performance

FY16 FY17 FY18 FY19 FY20

Tiger Brands group 0,36 0,30 0,27 0,38 0,34

Lost-time injury (LTI) performance
The table below presents the lost-time injuries for the FY19 period.

FY16 FY17 FY18 FY19 FY20

Tiger Brands group 162 123 107 139 129

In this reporting period, it is evident from the incidents 
reported, that we need to work harder in terms of 
establishing the behaviours that relate to operational 
discipline and adherence to the group’s safe working 
practices. Ongoing capacity-building and safety initiatives 
are being delivered towards improving the operational 
safety culture, and also as a way of inspiring our 
employees to take personal responsibility for their health 
and safety. This year, our risk community underwent 
extensive virtual training relating to Covid-19 and managing 
high-risk employees during the crisis. We continued our 
focus on safe behaviours associated with culture 
transformation through the successful roll out of the 
behaviour-based safety programme. Additional work is 
being undertaken to get employees to know their risks, 
make informed decisions and to work in a safe way. 
Forthcoming, our leaders will be driving behavioural safety 
observations, as a way to review adherence to procedures 
and ensure the institutionalisation of lessons learnt across 
our operations.

Employee security
We continue to implement programmes that ensure the 
reduction of security costs at Tiger Brands, and this focus 
has yielded a reduction in the number of security incidents. 
It is critical that we make a continuous effort to understand 
current and emerging security trends, so as to ensure we 
have the necessary mitigation measures in place to guard 
against our security threats. Accordingly, consistent work is 
undertaken at all our facilities to continuously improve our 
security controls and security management. Guiding our 
actions are site-level security risk-assessments that employ 
a security management system methodology to review 
security and ensure the presence of appropriate physical 
security measures and access controls.

Environmental legislative developments
The extended producer responsibility (EPR) is one area 
all organisations are eager about and a lot of work has 
already been undertaken to address the proposed 
regulations before they are legislated. We continue with 
the external mandatory reporting to the Department of 
Environment, Forestry and Fisheries (DEFF). We also 
participate in industry forums to submit any other requests 
from the authorities as they craft their policies.

Environmental incidents
The need to monitor and respond to community concerns, 
specifically on our environmental performance, continues 
to be an important factor for Tiger Brands. Over the last 
few years, we have improved our environmental 
governance and legislative adherence, through key industry 
partnerships. This has enabled us to define innovative 
environmental solutions that address key concerns relating 
to our processes, manufacturing facilities, products and 
by-products. This year, we have invested further in capital 
projects to minimise our environmental footprint, and 
conducted root-cause analysis on environmental 
infringements, to ensure that corrective and preventive 
measures are put in place. We have also increased the 
frequency of our site-reviews and internal reporting, and 
this has further ensured that deviations are dealt with 
timeously. For more information on our environmental 
initiatives, see page 35).
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This governing process ensures that products and innovations are brought to market in a manner that guarantees thorough 
checks from a nutritional, regulatory and legislative perspective, while also driving speed to market, agility and discipline in 
the execution of projects. A key aspect of this process is ensuring that when our products and innovations go to market, 
they are aligned with appropriate responsible marketing and communication practices. We remain in full compliance with 
national regulations requiring the labelling and declaration of certain ingredients, additives and allergens, and we make an 
additional effort to ensure responsible marketing to children. 

We are committed to ensuring transparent labelling 
of our products, relating to additives and ingredients 
such as allergens, gluten-free, caffeine, 
theobromine, Halaal, Kosher, biotech and genetically 
modified ingredients. Currently, we always declare 
ingredients, additives and allergens present in our 
products. We declare irradiated foodstuffs, individual 
irradiated ingredients, and genetically modified 
ingredients, where they exceed a certain threshold. 
Similarly, should the declaration of nanotechnologies 
in our products become a requirement, we will 
declare it in a similar fashion. For more information 
on health and nutrition labelling, see page 24.

DECLARATION OF 
INGREDIENTS, ADDITIVES  

AND ALLERGENS

Tiger Brands is a signatory to the Marketing to 
Children Pledge, as part of the then Advertising 
Standards Authority (now Advertising Regulatory 
Board) Code of Advertising. This pledge was signed 
in 2008 and has various restrictions on marketing to 
children below 12 years of age. As a signatory, we 
must comply with these restrictions as part of our 
practice of responsible marketing.

MARKETING TO CHILDREN

Our Tiger Innovation Process (TIPS) governs our robust pipeline of projects that 
drive value for the business, including through addressing health and nutrition, and 
environmental concerns.

Responsible marketing 
and communication 
practices
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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.

mapping exercises. The results of these exercises have 
enabled us to be more responsive to specific community 
needs, and to co-create impact programmes with 
communities to bring about mutually agreed change.

In the integrated annual report (see pages 16 to 21), we 
identify those stakeholder groups that have a substantive 
impact on our ability to create value, briefly outlining their 
contribution to value creation, our means of engaging with 
them, and each stakeholder group’s primary interests 
relating to our business activities. Although we appreciate 
that there is often substantial diversity of perspective and 
interest within each group, we believe that the interests 
listed in the integrated annual report are a sufficiently 
accurate reflection of each group’s most material interests 
regarding Tiger Brands’ activities and performance.

Detailed stakeholder tables can be found in the IR, see 
pages 16 to 21.

Key partnerships
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 (CGSA), 
South African Agricultural Processors Association (SAAPA), 
South African Fruit and Vegetable Export Council (SAFVEC) 
and the South African Fruit Juice Association (SAFJA). We 
play an active role on various sustainability initiatives with 
these organisations, including for example on the UN 
SDGs, responsible labelling and marketing, and plastics 
packaging. 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 academic bodies and NGOs. Each 
year, we voluntarily disclose our performance on carbon 
emissions and water management as part of the global 
CDP initiative. We are also signatories to the “We Mean 
Business” initiative, through which 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.

Driving transparency and partnerships
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 play an active role on various sustainability 
initiatives with these organisations, including for example 
on the UN SDGs, responsible labelling and marketing, and 
plastics packaging. 

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 (NCPC programmes), 
and we partner with various academic bodies and NGOs, 
including our partnership with the Centre for Food Safety 
at Stellenbosch University (see page 51). 

We also work closely with the United Nations Industrial 
Development Organisation (UNIDO), the Strategic Water 
Partnership, SGS [for certification], Terra Firma [the 
academy side] and MARSH [Risk Grading Programme].

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.

Stakeholder engagement
Recognising the critical importance of understanding and 
being responsive to our stakeholders’ interests, we have 
introduced a structured stakeholder relations strategy to 
ensure a consistent and proactive approach to 
engagement across the group.

In 2017 we undertook a dedicated engagement process to 
develop a baseline appreciation of stakeholders’ 
perceptions regarding our existing engagements, and to 
identify opportunities to foster increased inclusivity. Since 
October 2018, we have been working with various 
stakeholder groups to develop and implement site-specific 
stakeholder engagement plans. During 2020, we spent 
more time in our host communities undertaking social-

Transparency, partnerships 
and stakeholder 
responsiveness

60 Tiger Brands Limited Sustainability report 2020

 


