
Overview
In 2019, Tiger Brands 
clarified its strategic 
commitment to promoting 
a Sustainable Future, 
the fourth pillar of the 
company’s long-term 
growth strategy. The 
Sustainable Future 
strategy reflects our 
approach to driving the 
company’s societal value 
proposition by optimising 
our impact on the social 
and natural capital stocks 
on which we depend.

Developing the Sustainable Future 

strategy enabled us to integrate existing 

sustainability projects with new initiatives, 

align these with the UN SDGs, and to 

organise this under an umbrella 

framework of longer-term focused goal 

areas that align with our business model. 

We have highlighted our priority SDGs 

upfront in this report and are working with 

the National Business Initiative (NBI) to 

identify the key common SDGs to drive 

collective impact in the agri-processing 

sector. Tiger Brands is aligned on the 

common priority SDGs and sector-level 

objectives emerging through this 

engagement.

These are the three areas where we believe Tiger 

Brands can meaningfully contribute, through our 

business activities, to achieving the UN 

Sustainable Development Goals (SDGs) and 

addressing some of the significant socio-economic 

and environmental challenges in our markets. 

These focus areas are underpinned by a set of 

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, stakeholder responsiveness and 

partnerships.
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Our sustainability strategy
To deliver on our core purpose of nourishing and nurturing more lives every day, we have prioritised the following 
three focus areas:

Health and nutrition
Enabling consumers to 
improve their health and 
wellbeing

We will enable consumers to 
improve their health and 
wellbeing by providing 
affordable good nutrition
 › Develop nutritional standards for 

our products that meet or exceed 
globally recognised nutritional 
guidelines

 › Develop more nutritious, 
affordable food products, 
including fortification of new and 
existing products

 › Leverage our brand and 
marketing activities to promote 
consumer nutrition and health 
awareness and inspire positive 
behaviour change

 › Play a leading role in modern food 
labelling practices

Enhanced livelihoods
Improving the livelihoods of 
thousands of people

We will improve the livelihoods 
of thousands of people by 
providing opportunities across 
our value chain for inclusive 
economic participation
 › Support new black/black-women 

owned enterprises and create 
sustainable livelihood 
opportunities by 2030

 › By 2030, 50% of our total local 
procurement spend will be 
towards black/black-women 
owned suppliers

 › Annually contribute at least 1,5% 
of net profit after tax towards 
socio-economic development 
activities that promote sustainable 
thriving communities

 › To attract, source and develop a 
skilled and diverse workforce, 
create an inclusive and 
collaborative work environment 
where our people can thrive, grow 
and innovate

Environmental 
stewardship
Significantly reducing our 
environmental footprint

We will significantly reduce our 
environmental impact through 
innovative solutions
 › Optimise our energy usage 

through integrated and 
environmentally friendly energy 
options

 › Optimise our water consumption 
through the evaluation of water 
reuse opportunities and 
responsible effluent discharges

 › Develop innovative product 
offerings that are “good for you” 
and “kind to the environment”

 › Provide innovative packaging 
solutions that minimise 
environmental impact

Ethical  
behaviour 

 

A purpose-driven 
win-win culture 

 

A robust food 
safety and food 
quality system 

Ethical supply 
chain practices 

 

Safety,  
health and 

environmental 
systems

Responsible 
marketing and 
communication 

practices

Transparency, 
stakeholder 

responsiveness 
and partnerships

Critical anchors
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Our sustainability strategy continued

Delivering on our sustainability strategy
Tiger Brands aims to report more meaningfully against our Sustainable Future strategy. To achieve this, our objective is to 
establish clear baselines and targets for big 2030 goals, with milestone targets set for 2025. Currently, we are using a 
strategic roadmap of annual commitments aligned with key performance indicators to guide and measure our progress 
towards better defining these longer-term goal structures. This is a work-in-progress. We disclose our efforts here in the 
interest of strengthened transparency, as we continue to drive better integration of sustainability across our organisation.

 At risk   Behind schedule   On track

 Health and nutrition

Priority 
SDGs 2030 target 2020 commitment 2020 achievements Progress

 › Our nutritional standards to 
meet or exceed globally 
recognised guidelines

 › Our nutritional standards 
updated to meet globally 
recognised guidelines

 › Standards formalised through NICUS1

 › Introduced a 3-tier categorisation of products
 › Product range against the set criteria

 › Improvement in the 
percentage nutritious 
products of total portfolio

 › Improvement in the 
percentage sodium reduction 
of total portfolio 

 › Baseline established and 
target set for more 
nutritious products as a % 
of total portfolio

 › Begun implementation of a PLM2, which will 
support establishing a baseline

 › Launched new more nutritious and affordable 
products

 › Micronutrient enrichment delivered across >30% 
of our portfolio to date 

 › Reach > 5m consumers 
annually with EWLW3

 › Publish 12 x thought 
leadership pieces per year

 › Support 4 x government 
health and wellness initiatives 
per year

 › Baseline established and 
target set for number of 
brands, marketing activities 
and impact measurement

 › Setting of baseline and 2030 target in progress
 › Refreshed the EWLW3 programme
 › Began re-positioning key brands and products in 

relation to their flagship health and nutrition 
attributes 

 › 100% compliance with the 
new RSA front-on-pack 
nutrition labelling regulations

 › Baseline established and 
target set for nutritional 
modern food labelling 
practices

 › Setting of baseline and 2030 target in progress
 › Compliance with our EWLW2 and Be-Nutrient-

Wise standards
 › Began re-structuring label architectures to 

accommodate for more nutrition information 
1 Nutrition Information Centre of the University of Stellenbosch.
2 Product Life-Cycle Management System.
3 Eat Well Live Well Programme.
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 At risk   Behind schedule   On track

 Enhancing livelihoods

Priority 
SDGs 2030 target 2020 commitment 2020 achievements Progress

 › 1 000 new black/black-
women owned enterprises

 › 10 000+ sustainable 
livelihood opportunities 
created

 › Launch the ESD¹ fund 
(Dipuno Fund) and commit 
R100 million investment

 › Initial capital investment of R45 million
 › Projects approved to the value of R12 million and 

disbursed R8,4 million
 › Received four awards at Absa Supplier 

Development Awards 2020

 › Set-up new enterprises 
and facilitate 1 000 jobs

 › Created more than 100 new jobs to date in small 
farmer sector

 › Set-up a business 
incubator to support 
emerging entrepreneurs

 › Supported 50 emerging entrepreneurs to date 
through business incubation training

 › 50% of our total procurement 
spend towards black/
black-women owned 
suppliers

 › R1 billion incremental 
preferential procurement 
spend

 › Spent R816 million incrementally (up from 
R350 million in 2019)

 › Import replacement 
procurement plans in place

 › 63% of agricultural commodities sourced from 
local suppliers

 › Successfully procured groundnuts (750 tons), 
small whites beans (270 tons) wheat (3 216 tons) 
from local suppliers 

 › Drive implementation of our 
BBBEE procurement 
policy2

 › 25% of BBBEE procurement policy implemented

 › Sustainable, food-secure, 
and thriving host 
communities

 › Positive social impact and 
ROI3

 › Food gardens for 
communities, families, 
schools and universities

 › Eight food community gardens
 › 200+ school gardens (EduPlant)

 › Food hampers to 
vulnerable communities 
and universities

 › Plates4days provides 4 500 hampers across five 
universities

 › 105 648 food hampers distributed 

 › Set-up community social 
enterprises

 › Established community bakery at ACFS
 › 20 community members trained in bread baking

 › Fully representative ACI4 
workforce at the relevant 
occupational levels

 › 34% ACI4 female workforce
 › 16% ACI4 black 

management in level C-F
 › 1,6% people with 

disabilities

 › 29,5% ACI4 female workforce
 › 14,3% ACI4 black management in level C-F
 › BBBEE score: Level 4
 › 0,32% people with disabilities

1 Enterprise and Supply Development (ESD).
2 Supplier BBBEE level 4 or better.
3 Return on Investment tracked through external verification.
4 African, Coloured and Indian (ACI).
5 Based on BBBEE level 4 on current codes.
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 At risk   Behind schedule   On track

 Environmental stewardship

Priority 
SDGs 2030 target 2020 commitment Actions to date Progress

 › 15% of all energy use from 
renewable energy sources

 › 15% ê in GHG emissions 
from FY19 baseline

 › 7% ê of energy intensity 
(kWh/ton)

 › ESO1 and EnMS2 programmes launched
 › Management interventions implemented
 › Achieved an absolute energy-use reduction of 

5,34%
 › Achieved a 5,69% reduction in energy intensity 

(kWh/ton) 

 › 5% ê of GHG emissions  › RECP3 expert programme launched and 
implemented

 › Appointed experts to assist in GHG-emissions 
reduction

 › Achieved a reduction in absolute (Scope 1) 
carbon emissions of 4,18%

 › Achieved an 8,23% reduction in emissions 
intensity

›› ê water consumption by 
25% from FY20 baseline

 › 5% ê in water use 
intensity

 › Completed industrial water-efficiency 
assessments

 › Opportunities and responsible effluent discharges
 › Implemented water-saving projects (e.g. at 

Culinary, Fatti’s & Moni’s, Candy)
 › Achieved an absolute water-use reduction of 

8,84%
 › Achieved a 5,86% reduction in water intensity 

(kℓ/ton) 

 › Smart metering 
implemented for steam 
systems and water 
intensive process areas

 › Installed smart metering for water and steam 
systems 

 › 60% of our products are 
sourced from suppliers that 
practise environmental 
stewardship

 › Initiate environmental 
stewardship conversations 
with our top tier suppliers

 › 61% of spend covered by confirmation of 
compliance received from suppliers

 › Initiated engagements with suppliers in July 2020

 › 100% of our plastic 
packaging is recyclable or 
compostable led by our top 
10 Brands

 › Tiger Brands packaging 
footprint baseline 
assessment completed

 › 80% complete with baseline assessment
 › Identified non-recyclable items across all our 

categories
 › Conducted a packaging sustainability gap-

analysis
 › Light-weighted aerosol cans, achieving a 10% 

material reduction

 › At least 2 x circular economy 
projects related to plastics 
delivered

 › Zero waste to landfill
 › Reduce food waste by 50%

 › Identify circular-economy 
projects

 › Identify by-product 
beneficiation options

 › Initiate zero-waste-to-
landfill projects

 › Conducted waste-stream mapping
 › Conducted RECP3 waste-reduction assessments
 › Circular-economy investment proposal received
 › Implemented zero-waste-to-landfill projects (e.g. 

at Jam Paarl, L&AF, Culinary Mayonnaise and 
Jungle

 › 74% reduction of waste-to-landfill at Tastic site

 › Tiger Brands recycling 
hubs set-up

 › Identified five potential projects and working on 
business plans

 › Working with Oxfam to establish Gauteng PET5 
recycling plant

 › Commit to voluntary food 
waste reduction program

 › Working with GCGSA4 to set-up framework for 
South Africa, baseline to be set by 2022

 › Select brands have FOP* 
environmental impact 
messaging 

 › Policy formulated for 
on-pack information and 
declaration relating to the 
environmental impact

 › Policy completed and in use

1 Energy System Optimisation (ESO).
2 Energy Management System (EnMS).
3 Resource Efficiency Cleaner Production (RECP).
4 Consumer Goods Council South Africa (CGCSA).
5 Polyethylene Terephthalate (PET).
* Front of Pack.
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Health and nutrition
Enabling consumers 
to improve their 
health and wellbeing
South Africa’s population is one of the least healthy 
globally, characterised by high levels of obesity, 
lifestyle-induced non-communicable disease (NCD) 
and persistent hunger and malnutrition. Close to 
58% of men and 71% of women are either 
overweight or obese. Lifestyle-related diseases, 
such as heart disease and strokes, account for 
about 40% of all deaths. Increasing consumer and 
investor activism, and emerging regulatory 
interventions, reflect a growing concern to address 
the negative nutritional, health and environmental 
outcomes of the food system, placing greater 
pressure for industry action, transparency and 
accountability. The Covid-19 crisis has amplified 
these trends.

As a leading company in South Africa’s food system, 
we recognise our role in shaping health and nutrition 
outcomes, and our responsibility and potential to 
improve these outcomes for our consumers and 
communities. We also believe that there are valuable 
business opportunities in driving innovation in the 
health and nutrition sector. By placing health and 
nutrition at the heart of our business innovation, 
while remaining responsive to other key market 
trends, we can both grow our business and 
contribute meaningfully to the achievement of our 
priority SDGs.

We are committed to enabling consumers 
to improve their health and wellbeing by 
providing affordable good nutrition.

Our key initiatives to deliver on this commitment, 
are:
 › Develop nutritional standards for our products that 

meet or exceed globally recognised nutritional 
guidelines

 › Develop more nutritious, affordable food products, 
including fortification of new and existing products

 › Leverage our brand and marketing activities to 
promote consumer nutrition and health awareness 
and inspire positive behaviour change

 › Play a leading role in modern food labelling 
practices

Providing more nutritious, affordable 
products
Developing nutritional standards for our 
products
With malnutrition affecting a significant proportion of the 
populations we serve, we understand the important 
responsibility that comes with manufacturing quality staple 
foods such as bread and maize meal, particularly to people 
in lower-income categories. We monitor advances in 
nutrition and broader public health issues, including 
through World Health Organisation (WHO) and South 
African Department of Health, and regularly review and 
update our nutritional standards, so that our products 
meet or exceed globally recognised guidelines.

Towards achieving our target of ensuring our nutritional 
standards are updated to meet globally recognised 
guidelines, we have refreshed the Eat Well Live Well 
(EWLW) programme and updated the EWLW nutritional 
standards. These updated standards are being formalised 
through the Nutrition Information Centre of the University of 
Stellenbosch (NICUS). We have introduced a three-tier 
approach to categorising our products; indulgent, 
improved-for-you and good-for-you, and have begun to 
assess our product range against the set criteria.

Developing more nutritious, affordable products
Product and process innovation lies at the heart of our 
growth agenda. We have a robust innovation pipeline and 
have been working hard to combine the health, nutrition 
and convenience trends with increased affordability 
and value.

This year, we have taken deliberate steps to prioritise our 
innovation pipeline actions to better enable our marketing 
and Research and Development (R&D) teams to succeed. 
We have undertaken a product management review and 
run innovation workshops across many of our categories. 
We have aligned innovation development to sales and 
operations processes and rationalised the pipeline to target 
the development of those innovations with greatest 
potential for impact. Aligning with our health and nutrition 
strategy, we developed product design standards, 
including an R&D health and nutrition by design framework, 
fortification decision toolkit and updated Eat Well Live Well 
nutrition criteria, to establish clear internal protocols for 
developing healthier products.

Towards establishing a baseline and setting a 2030 target 
for nutritious products as a percentage of our portfolio, 
we have begun implementation of a product lifecycle 
management (PLM) system. This system will enable us 
to articulate an appropriate baseline and empower us to 
design and track the nutritional development and 
performance of our products.
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This year we have launched several new more nutritious 
and affordable products:
 › We extended the snackification of our Jungle health 

range into cereal bars, and added new Jungle Plus 
flavours

 › We added fruit juice as an ingredient into the Maynards 
and Jelly Tots ranges

 › We launched Koo Black Beans
 › We have reformulated our baby toiletries to be free of 

parabens, sulphates and colourants
 › We launched the Purity Junior Snacking range suitable 

for growing little ones, that contain no preservatives, 
artificial flavours or colourants

 › We launched new Hemp, Rooibos and Sensitive Ingrams 
products

Tiger Brands remains in full compliance with the latest 
sodium regulations in South Africa. We have also achieved 
significant sugar reduction across products in our Bakery, 
Cereals and Beverages portfolios, and remain fully-
compliant with South African Revenue Service (SARS) 
requirements for the recent sugar tax.

Fortification of new and existing products
We fortify staple foods such as brown and white bread, 
wheat flour, cake flour and maize meal, in alignment with 
South African regulations. These are fortified with key 
vitamins and minerals, including vitamins A, B1, B2, B3, 
B6, B9 (folic acid), iron and zinc. Amendments to the 
national regulations stipulating the amounts of these 
vitamins and minerals, including the appropriate type of 
Iron to be used, are currently pending approval. We are 
contributing through our knowledge to the formulation of 
the new fortification guidelines. Once these regulations 
are published, we will ensure that our affected products 
comply.

We voluntarily enrich other products, such as Morvite, 
certain Jungle cereals and Ace Instant, with micronutrients 
that are commonly deficient in South African diets. We also 
develop fortified products that target a specific nutritional 
health improvement, such as Purity Junior snacking cereals 
and biscuits, which are enriched with B-vitamins to assist 
in releasing energy, and which has been specifically 
developed to provide micronutrients that support immune 
function. Currently, we have delivered micronutrient 
enrichment across >30% of our portfolio (as measured by 
net sales), predominantly in our Grains products.

Play a leading role on nutrition food 
labelling
We are committed to playing a leading role on nutrition 
food-labelling of our products to make it easier for 
consumers to make informed choices on their food intake. 
An example of this is where we declare the amount of beta 
glucan (insoluble fibre) on certain oats for heart-health 
benefits, as well as the glycaemic-index and glycaemic-
load for sustained energy.

General labelling, as well as declaration of certain 
ingredients and allergens is regulated, and we remain in 
full compliance with this.

Towards establishing a baseline and to set a 2030 target 
for full-compliance with the new South African front-of-
pack nutrition labelling regulations, we are ensuring full 
adherence to the on-pack food labelling requirements 
of our Eat Well Live Well (EWLW) and Be-Nutrient-Wise 
initiatives. We have begun re-structuring label architectures 
and artwork across various brands to accommodate for 
more nutrition information, and we have launched portion-
control messaging on the back-of-packs for Jelly Tots, 
mmmMallows and Allsorts in the snacks and treats 
category.

Leveraging our brand and marketing to 
inspire positive behaviour change
As a large food manufacturer, we are aware of the 
significant impact that our products have on the nutrition, 
health and wellbeing of consumers. As a leading company, 
with many historic and well-loved household brand names 
in our portfolio, we are also aware of the unique position 
we are in, to leverage our brand to inspire positive 
behaviour change in South Africa. We are dedicated to 
building the integrity of our brands, to mainstreaming the 
delivery of healthier options to consumers, and to helping 
them make healthier choices.

We are working on this through driving innovative 
relationships internally, and through working in partnership 
with government, academia and NGOs through our Eat 
Well Live Well programme. We are building brand value 
and trust, and supporting healthier food options and 
choices, through helping to lead national guidelines, 
complying early and fully with these national health 
regulations and taxes, taking a lead the development of 
transparent nutrition labelling, and driving awareness and 
education through school, community and on-product 
activations.

Towards establishing a baseline and setting a 2030 target 
for health and nutrition marketing activations and impact, 
we have begun to re-position key brands and products in 
relation to their flagship health and nutrition attributes. We 
have begun re-structuring label architectures and artwork 
and introduced clear and simple consumer-relevant health 
claims for brands, including Jungle (for heart health), Ace 
maizemeal (for fibre), Morvite (for immunity) and Albany (for 
enhanced on-pack communication of nutritional benefits).

Health and nutrition continued
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The Eat Well Live Well programme
Initiated by Tiger Brands in 2009, the Eat Well Live Well (EWLW) programme is designed to help consumers make 
better food choices, so that healthy living becomes easier. Through EWLW, Tiger Brands was the first South African 
company to voluntarily act on making key nutrition information available “on-pack” on product labels. We designed and 
implemented the EWLW nutrition-labelling system that includes the guideline daily amount (GDA) table on a number of 
Tiger Brands products (www.ewlw.co.za).

In 2015, we started to introduce the Be-Nutrient-Wise GDA system on the front of some of our packs. Its logo alerts 
consumers to be mindful of the five nutrients that have an impact on non-communicable diseases, such as heart 
disease, type 2 diabetes, obesity and some cancers. To give the initiative a strong identity and leverage the power of 
our brands to raise nutrition awareness through EWLW, we established a unique EWLW brand icon that is only 
featured on products that constitute better food choices for overall health.

We built and operate a website, where consumers can learn about incorporating healthy eating into their lifestyle 
(www.ewlw.co.za). EWLW is active online via our website and Facebook (www.facebook.com/
EatwellLivewellSA/), where consumers have access to support from our nutritionist and can interact with each other. 
To date, we have approximately 130 000 followers.

To accelerate Tiger Brands’ transformation and to be recognised as a thought-leader on health and nutrition in Africa, 
we have refreshed the Eat Well Live Well (EWLW) programme in 2020. We continue to develop and evaluate products 
to meet the “good for you” offerings, in line with the Eat Well Live Well nutritional standards. Current examples of 
products meeting the programme’s stringent criteria include: Albany: low GI variants, and 100% smooth wholegrain 
brown bread; Koo: Baked Beans Lite; All Gold: Tomato Sauce Light; Black Cat: no-sugar, no-salt variants; Tastic 
Wholegrain Brown Rice; and Jungle Oats. This year, we achieved compliance with our Eat Well Live Well nutritional 
profile criteria across more than a quarter of our portfolio, when measured against net sales values.

Moving into FY21, we aim to build on this year’s progress in the EWLW programme. Through our collaboration with 
NICUS and a strategic focus on targeting a few meaningful developments, we will continue to raise the visibility of 
nutritional information and the health benefits of our products.

Eat Well
Live Well
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Health and nutrition continued

The Purity App: a free parenting tool to boost baby-care and nutrition in South Africa
As one of the most iconic brands in the Tiger Brands portfolio, PURITY has been an integral part of South African 
families for generations, providing the essential nutrition, care, quality and support needed to raise happy and healthy 
children. This year, on 3 March 2020, Tiger Brands and Purity, through a partnership with Hello Doctor, launched the 
Purity App, a powerful and accessible digital tool that is tailored to address the challenges and questions of South 
African parents. The app took two years in the making and is based on careful social research, including hours of 
interviews with local parents and an extensive review of other existing parent-support literature, materials and 
programmes. The app is purpose-built to help parents navigate each milestone of their child’s development and 
provides support that aligns with the initial stages of pregnancy, right through to the end of the first few most-formative 
years of a child’s life. The feature-set includes educational answers to key parenting questions, 24/7 access to 
professional medical support, emergency contacts on dial, a tracking-tool to capture the child’s progress and a journal 
for parents to capture their own journey.

This is one way that Tiger Brands is activating the power of its brands and collaborating with others in 
the creation of innovative long-term projects that seek to create societal value beyond the point-of-
purchase. For more information please see: www.purityapp.co.za.
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Enhanced livelihoods
Improving the 
livelihoods of 
thousands of people
Tiger Brands depends on a strong economy and 
healthy consumer demand to drive sales of its 
premium branded products. South Africa’s economy 
remains particularly weak, with a volatile exchange 
rate and the majority of households under significant 
financial pressure. Pre-Covid-19, the economy 
contracted by 1,4% in the fourth quarter of 2019, 
following a contraction of 0,8% in the third quarter. 
This technical recession was profoundly impacted 
by the national lockdown introduced at the end of 
March 2020, with the economy slipping into a 
recession much faster and deeper than expected. 
South Africa is one of the most unequal countries in 
the world, with a Gini co-efficient of 0,66 and 
unemployment at 27%; with youth unemployment at 
50%. Prior to the pandemic, more than half of the 
population – the majority of black South Africans – 
lived in poverty. The economic impact of Covid-19 
has exacerbated this situation, deepening job 
losses, hunger and malnutrition, and amplifying the 
need for economic and social redress.

There is an evident need for business to enhance 
their social efforts, respond to the call to “build back 
better”, and take a lead in ensuring economic and 
social inclusion in South Africa and regionally. As a 
leading employer and essential player in South 
Africa’s food system, there is both a societal 
obligation and business imperative for Tiger Brands 
to work strategically to enhance livelihoods and 
contribute to achieving our priority SDGs in this 
context.

We are committed to improving the livelihoods 
of thousands of people by providing 
opportunities across our value chain for 
inclusive economic participation.

Our key initiatives to deliver on this commitment, are:
 › Support new black/black-women owned 

enterprises and create sustainable livelihood 
opportunities by 2030

 › By 2030, at least 50% of our total local 
procurement spend will be towards black/
black-women owned suppliers (restricted by 
global multinational supplier exclusions)

 › Annually contribute at least 1,5% of net profit after 
tax towards socio-economic development 
activities that promote sustainable thriving 
communities

 › To attract, source and develop a skilled and 
diverse workforce, create an inclusive and 
collaborative work environment where our people 
can thrive, grow and innovate

Enterprise and supplier development
Towards economic transformation in South Africa, a 
significant focus for Tiger Brands is the transformation 
of our own supply chain. We currently procure roughly 
1,7 million tons of agricultural commodities per year, 
approximately 63% of which are from local suppliers; 
including livestock, vegetables, fruit and grains. A small 
percentage is currently sourced from black-owned 
businesses and we aim to increase this aggressively.

Through our enterprise and supplier development (ESD) 
programme, Tiger Brands is committed to developing the 
operational and financial capacity of black-owned and 
black-women owned enterprises to become part of our 
value chain – from sourcing to distribution. In 2019, we 
developed a three-year ESD strategy that aligns with our 
corporate strategy and provides a roadmap to focus our 
initiatives. In alignment with our business model, we have 
naturally focused on developing black farmers, suppliers 
and distribution enterprises to be at the heart of our 
supply chain.

Towards achieving our target to launch an ESD fund and 
commit R100 million investment by 2025, we have 
launched the Dipuno ESD Fund. This ESD fund will operate 
as our chief conduit for financing and providing liquidity to 
black-owned and black women-owned small enterprises 
and black smallholder farmers. The fund will also play an 
active role in providing post-investment non-financial 
support to build operational and financial-skills capacity 
of invested enterprises. 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 R8,4 million, with 
a further R15 million worth of applications under review. 
More information is available on: www.tigerbrands.com/
sustainability/transformation/developmentfund.

Towards achieving our target to set-up a business 
incubator to support emerging entrepreneurs and facilitate 
1 000 jobs through the set-up of new enterprises, we have 
established our smallholder farmer programme and our 
agriculture aggregator model. Through these initiatives we 
are supporting small black/black-women owned farming 
and agri-processing enterprises that need intensive 
business development assistance and connections to 
other enterprises to reach the scale required for access 
to corporate supply chains.

By aggregating black small-scale farmers into collectives, 
we are able to meet the capacity and quality that Tiger 
Brands requires. By providing input finance, agricultural 
support, and technical and development support, we help 
these businesses access supply chain opportunities and 
comply with requirements. We help improve their 
productivity, build their products or service offerings and 
ensure their commercial success. Through these 
programmes we have supported 50 emerging 
entrepreneurs through business incubation training and 
created more than 100 new jobs in the small farmer sector.

To expand on our enterprise development engagements 
this year, we further invested in a farmer development 
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Enhanced livelihoods continued

programme in Mount Frere in the Eastern Cape. Kick-off 
of the programme was unfortunately delayed due to 
Covid-19, but we have since signed a service-level 
agreement with all stakeholders and have scheduled 
a community orientation visit.

Testimony to our efforts this year, we are proud to 
announce that our ESD programme received a number of 
awards at the recently held Absa Supplier Development 
Awards 2020. Tiger Brands was the winner in two 
categories, receiving the Impact Award and the 
Collaboration Award (together with Anglo American). We 
also received recognition as the runner-up in the Youth 
Development Award and the Local Manufacturing Award.

Key projects have included:
 › The For Farmers project in the Western Cape. Tiger 

Brands invested R4 million, as an unsecured input 
finance loan, in 10 black-owned smallholder farming 
enterprises to grow 500ha of wheat and oats. Secured 

A personal story of women empowerment in the Tiger Brands supply chain
It remains a sad fact that in 2020, the barriers to entry into corporate supply chains remains high for black-owned 
enterprises in South Africa. A key difficulty for many of these small businesses is the challenge of being able to 
scale-up production to meet large agricultural orders, especially when starting out. One smallholder cannot fulfil a large 
order, but a group of smallholders can. This is why enterprise and supplier development (ESD) is such a key aspect of 
Tiger Brands’ Sustainable Future strategy.

A key example of the actions we are taking to progress this transformation agenda, is the ESD programme we have 
recently run in Taung, North West province, in partnership with Anglo American Platinum. Together, Tiger Brands and 
Anglo invested R9 million in a collective of small farmers known as the Baphuduhucwana Production Incubator (BPI) 
to enable their participation in the Tiger Brands supply chain. Empowered through this partnership and investment, 
the farmers of BPI have been able to build skills, finance equipment, scale their harvests and secure large orders 
of wheat and white beans from Tiger Brands.

Within this larger ESD narrative is a lesser told story, and one which gets to the heart of our transformation agenda 
in the Tiger Brands supply chain. Black women are the primary custodians of most low-income households in South 
Africa, yet face stronger exclusion from economic participation due to the patterns of historic gender-bias. This is 
equally true in regard to participation in agri-processing value chains such as ours at Tiger Brands. This is why an 
important focus of our Sustainable Future strategy is on supporting livelihoods for black women and empowering 
black-women owned farms and enterprises to participate in our supply chain.

Bringing this home, is the personal story of Mrs Kedidimetse Radebe, a black woman, a small farmer and an 
unknowing inspiration for women farmers across the country. Although her parents were Taung farmers, Kedidimetse 
moved to Johannesburg in search of “greener” pastures where she worked as a professional nurse for 15 years. After 
a marriage and three children, it was time to reinvent herself and return to her family home in Taung. Thanks to various 
funding and training interventions provided through the Tiger Brands partnership, Kedidimetse is among a growing list 
of women farmers in the BPI collective. Through weekly training, she gained new knowledge on crop cultivation 
according to grain type and seasonality, even winning an entrepreneurship award in her district in 2018.

Since returning to Taung, Kedidimetse has learnt a lot and done a lot. She likens her crops to her own children: 
demanding care and attention, but offering an abundant harvest in return. She is proud of the house she has built 
adjacent to her smallholding, the new Toyota Hilux parked in the driveway, and the legacy she is leaving her children, 
one that comes with the implicit message that any woman can start over and make it on her own.

I’m a rural girl at heart; it stays with you. For all the bright 

lights of the city, there’s something about an open field that 

feels like home. Farming isn’t easy, but it’s very satisfying. 

Every morning I’m up at 5 am, checking my farm for 

wandering animals and ensuring that the sprinklers aren’t 

burst or blocked.

through offtake agreements with Tiger Brands, the loan 
facilitated access to our supply chain for these farmers, 
making them the first black farmers to supply these 
grains in our value chain. The development of our new 
state-of-the-art Oat Mill in Maitland Cape Town, at a cost 
of R208 million, in part opened up this opportunity for 
local contribution to the supply of oats for use in our 
Jungle products.

 › Our partnership with Anglo American Platinum through 
Zenzele Itereleng Community Trust in the North West. 
Tiger Brands participated in a 50/50 joint-investment 
of R9 million, as an unsecured input finance loan, to 
48 black-owned smallholder farming enterprises to plant 
500ha of wheat in the Taung area. R500 000 of this 
investment was allocated towards the provision of 
technical and business support for the farmers. It is 
through the success of this project that we were 
announced as winners of the Impact and Collaboration 
Award at the recently held Absa Supplier Development 
Awards 2020.
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Supporting livelihoods through preferential 
procurement
Tiger Brands is committed to supporting black economic 
empowerment and prioritises procurement awards in 
South Africa to suitably qualified suppliers in line with the 
Broad-Based Black Economic Empowerment Act 53 2013 
(BBBEE). BBBEE suppliers will be given preference among 
competing bidders where all other selection criteria are 
met. Tiger Brands reserves the right to restrict any 
business with suppliers suspected of BBBEE fronting.

This inclusive approach also ensures our requirements for 
the best-value package are met, comprising best price, 
quality, service and delivery performance. Our procurement 
team has rationalised these strategies to deliver value to 
Tiger Brands and meet transformation obligations. This 
includes ensuring that suppliers improve their BBBEE 
credentials.

Towards achieving our target to reach R1 billion in 
incremental preferential procurement spend, we have 
spent R816 million incrementally in FY20 (compared to 
R350 million in FY19). We have achieved our targets to 
ensure that we have import-replacement plans in place 
and to drive implementation of our BBBEE procurement 
policy. We have succeeded in implementing 25% of our 
BBBEE procurement policy, and in replacing imports, 
we successfully procured groundnuts (750 tons), 
small whites beans (270 tons) and wheat (3 216 tons) 
from local producers.

FY20 procurement highlights

R12,3 billion  
total spend with BBBEE verified suppliers

R3,7 billion  
with suppliers that qualify as black owned

R3,4 billion  
with suppliers that qualify as black-women owned

R1,6 billion  
with suppliers classified as qualifying small enterprises 
or exempt micro-enterprises (QSE, EME)

A challenge we face is that transformation in the 
ingredients and agricultural categories is slow due to the 
high levels of capital, skills, inputs and land required to 
establish a sustainable supply. The volumes that Tiger 
Brands sources and our rigorous compliance requirements 
also make it difficult for individual smallholder farmers to 
compete. To move through these challenges, and achieve 
our ambitions for black economic empowerment, we are 
advancing our enterprise and supplier development (ESD) 
programme and amplifying our investment commitments. 

We are actively engaging with external stakeholders and 
suppliers to facilitate and encourage transformation, and 
intentionally identify suitable BBBEE candidates for 
participation in our ESD programmes.

See supplier development on page 27 for more detail.

Our BBBEE scorecard as at December 2019, as verified by 
EmpowerLogic, is in the table below. Our BBBEE score 
at present is level 4 against the amended agriculture 
sector (agri-BBBEE) codes gazetted in December 2017. 
To align to the revised codes, we have developed a 
broader group transformation strategy that will ensure 
focused and integrated execution in all elements of the 
BBBEE scorecard. Through this approach, we aim to 
achieve a level 3 contributor status by 2022. The group 
transformation strategy will guide all activities towards 
this score. Our 2020 results will only be available 
after this report is finalised and will be posted on 
www.tigerbrands.com.

Tiger Brands BBBEE scorecard 2019

Available 
points 

2019* 2019

Ownership 25 20,85
Management control 19 9,95
Skills development 20 14,57
Enterprise and supplier 
development 40 24,24
Socio-economic development 15 15
Total 119 84,6
Level Level 4
* Tiger Brands is measured against the amended agriculture sector codes 

gazetted on 8 December 2017.

BBBEE ownership 2019

% by 
black 

people

Thusani Trusts (beneficiaries are children of 
black employees) 1,87
Tiger Brands Black Managers Trust 0,60
Tiger Brands Foundation Special Purpose 
Vehicle (SPV) 4,77
Tiger Brands General Staff Share Trust 0,07
Mandated investments 7,48
Total 14,8

Investing in sustainable thriving 
communities
The Agri-sector BBBEE codes requires that companies 
spend 1,5% of net profit after tax (NPAT) on socio-
economic development that facilitates sustainable 
economic inclusion; at least 75% of beneficiaries must 
be black. Tiger Brands’ fully aligns with these national 
requirements, spending 1,5% of NPAT (R22,4 million in 
2020; R32,5 million in 2019) through our corporate social 
investment (CSI) activities.
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long-term food resilience in the communities around our 
sites, through more empowering projects that enable us to 
make a more meaningful contribution to the local 
achievement of our priority SDGs.

The SSED strategy is underpinned by a sound monitoring 
and evaluation process, so we can track our outcomes, 
particularly in regard to the empowerment of our partner 
non-profit organisations (NPO). We host workshops with 
all our NPO partners to create a platform where insights, 
lessons and ideas for improvement can be shared and 
discussed.

Building on past experience and looking to be more 
responsive to the real and changing issues impacting 
communities in South Africa, our CSI strategy focuses on 
longer-term socio-economic impact in the communities 
surrounding our sites.

Our sustainable socio-economic development (SSED) 
Strategy resonates strongly with our purpose and aligns 
closely with our business and sustainable-future strategies. 
The focus of the strategy centres on community food and 
nutrition with an added emphasis on capacity-building and 
local economic development. The aim is to better build 

OUR FOCUS AREAS

Food and 
nutrition

Community 
skills 

development

Community-
based 

enterprise 
development

Cause and 
brand-related 

marketing

Employee 
volunteer 

programme 
(EVP)

Ad hoc 
initiatives

To build, nourish and nurture sustainable, food secure and healthy communities 
(nurturing the body, mind and soul so our communities thrive)

Food and nutrition
Given the nature of our business, and the significant health 
and nutritional challenges in many of the communities in 
which we operate, we are fully committed to using our 
resources to promote food security. Recent statistics by 
Statistics South Africa reveal for example that almost 
20% of South African households had inadequate or 
severely inadequate access to food in 2017, with the 
Covid-19 crisis exacerbating this situation markedly.

Providing nutritious food to thousands of beneficiaries 
across South Africa is a significant responsibility and 
requires building strong relationships with external 
stakeholders for success. Towards achieving our target to 
support vulnerable community members and university 
students with food hampers, we have built partnerships 
with various local non-profit organisations (NPOs).

Through these partnerships, we have:
 › Established the family food programme, which currently 

provides nutritious food hampers designed to feed a 
family of five, to approximately 30 000 families.

 › Established the Plates4days programme, which currently 
provides monthly food hampers to 4 500 university 
students at five universities, across eight campuses. This 
programme was rebranded and relaunched this year, 
at the University of Johannesburg in February 2020. 
We also welcomed the University of the Free State 
as a new participating institution.

 › Continued with the school nutrition programme, which, 
prior to the Covid-19 crisis, provided nutritious 
breakfasts to 74 455 vulnerable learners across 102 
schools across South Africa (see “Promoting nutrition 
through the Tiger Brands Foundation” box below).

 › Adapted the above programmes to continue, and where 
possible extend, our community food support during the 
Covid-19-related national lockdown.

For more information on these initiatives during Covid-19, 
please see page 8.

Enhanced livelihoods continued
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Promoting nutrition 
through the Tiger 
Brands Foundation

Case study

The Tiger Brands Foundation 
was established to enhance 
our community impact and 
assist a broader range of 
underprivileged people in 
South Africa, particularly 
communities with whom 
we interact most.

It is managed by an independent 
board of trustees which establishes 
the criteria and procedures governing 
resource allocation. From six primary 
schools in Alexandra, this has 
expanded to over 100 schools in all 
provinces, providing the essential 
breakfast meal to around 74 455 
learners. By September 2020, over 
87 million breakfasts had been 
served to our country’s most 
vulnerable learners.

School kitchens
Between October 2019 and 
September 2020, the Foundation 
has donated two school kitchens to 
schools (Gauteng and Eastern Cape) 
that won top honours at the National 
School Nutrition Programme (NSNP) 
Awards run by the Department of 
Basic Education (DBE). This donation 
flows out of the public-private 
partnership that the Foundation has 
with DBE. In addition, the Foundation 
has donated one other kitchen to a 
school in Free State that is on the 
in-school breakfast programme. In 
total, the Foundation has donated 
three new school kitchens, and 
refurbished five other school kitchens 
(four in Gauteng and one in Western 
Cape) during the financial year, with 
the total value of these donations 
being over R2 million.

Addition of new schools
One additional school has been 
added onto the breakfast 
programme this year. This brings the 
total number of schools on the 
breakfast programme to 102 schools 
as at 30 September 2020.

Covid-19
Like much of the global community, 
the Foundation and our beneficiaries 
have been impacted by the effect of 
the Covid-19 pandemic. Covid-19 
has undoubtedly amplified the 
existing food security crisis that is 
deeply felt in poor communities 
across South Africa. Unfortunately, 
some of our programmes and 
projects have had to be suspended 
in compliance with national lockdown 
restrictions, but we have worked 
hard to adapt and extend our 
programmes where possible, to 
ensure that we continue advancing 
our community food support.

As part of our response to Covid-19, 
we expanded the current School 
Nutrition Programme with the 
Department of Basic Education to 
provide meals to communities where 
these would ordinarily have 
previously been facilitated through 
schools directly. When schools were 
closed down, the Tiger Brands 
Foundation instead made available 
six thousand food hampers, ensuring 
learners were still fed as many come 
from families with no income. The 
Foundation also approached its staff 
and corporate partners to support 
the initiative of providing additional 
food hampers. Further waves of food 
donations followed and by the end of 
September 2020, the Foundation 
had distributed 30 000 food hampers 
to families of vulnerable learners. The 
hampers included starch-rich foods 
(maize meal and rice), protein-
sourced foods (soya, tins of baked 
beans, tins of fish and peanut butter), 
cooking oil, tea bags, sugar, salt and 
four non-food items (dishwashing 
liquid, all-purpose cleaner, sanitiser, 
and laundry washing soap).

The Foundation has also assisted 
other organisations across the 
country to procure food items and 
hampers through Nungu Marketing & 
Distribution, our distribution partner. 
At least 20 400 food hampers were 

distributed through this method. We 
have also assisted 15 schools across 
four provinces with safer sanitation 
infrastructure, and completed the 
construction of ablution blocks at 
four schools in Mpumalanga.

Due to the new streams of 
distribution required to adapt to the 
implications of the pandemic, the 
Foundation has been able to 
establish a much stronger network 
of partners (local NGOs, SAPS, 
Departments of Social Development 
and Health, churches, etc) within the 
various communities in which we 
work. And because new beneficiary 
registers were collated and Covid-19 
protocols had to be strictly followed, 
the Foundation has developed a new 
standing operational procedure 
(SOP) for food hamper distribution. 
These new relationships and the new 
SOP have been formalised and will 
assist in strengthening the 
Foundation’s work in these 
communities in future.

The Covid-19 pandemic has 
completely rewritten the economic 
and social context of our country, 
and indeed the world. We need 
to adapt our programmes, and 
understanding these contextual 
patterns of change will help us 
identify our strategic priorities going 
forward. Towards this, we have 
already started consultations with 
various strategic partners and 
stakeholders in the formulation of the 
Foundation’s next strategic plan.

www.tigerbrands.com 31

EN
H

A
N

C
ED

 LIVELIH
O

O
D

S / O
U

R
 S

U
S

TA
IN

A
B

ILIT
Y

 S
TR

ATE
G

Y
 



Enhanced livelihoods continued

Tastic and Maxhosa Africa collaborate to inspire goodwill in the face of Covid-19
Every year, one of the proudest moments on our Tastic Rice calendar is in celebrating our South African  
icons during heritage month. This year we have embarked on an even more meaningful campaign in light of  
the challenging times that we face as a country in partnership with Laduma Ngxokolo, the founder of MaXhosa  
Africa. This unique collaboration was aimed at celebrating the spirit of Ubuntu and true generosity through embodying 
how it is entrenched in our South African heritage. A limited-edition Tastic pack that is distinctively adorned by 
Laduma’s traditional beadwork design that aims to commemorate heritage month and the unique cultural practices 
expressed through food, fashion and music was launched.

To unveil this beautiful union a star-studded launch event was held at Ethos Sandton, where guests came bearing a 
variety of charitable donations in the spirit of generosity. In attendance were notable industry names including TV host 
and Idols Judge Unathi Nkayi, former Miss World Rolene Strauss, former Miss SA Basetsana Kumalo and socialite 
Somizi Mhlongo-Motaung among many others. On the back of this event, Laduma embarked on a five-city tour of 
South Africa, with speaking engagements booked for the designer to connect with local artists, share his experiences 
and encourage South Africans to celebrate their creativity and generosity in tackling the Covid-19 pandemic together.

The campaign was about celebrating the spirit of ubuntu, through little acts of kindness. The story of Laduma and his 
success being centred around education set the foundation for the campaign focus. This has led to the increased 
drive to make a purposeful change in society, through the little acts of kindness demonstrated by consumers partaking 
in the Tastic heritage campaign. Tastic and Laduma undertook on a series of acts to display the meaning of true 
generosity during the month of September. To name a few, an education fund will be set up where a student in each 
province of South Africa will be receiving a generous sponsorship towards their tertiary education. Additionally, an 
auction will be held in November for a bespoke rug designed by Laduma where the proceeds will be donated towards 
this education fund.

This is one way that Tiger Brands is activating the power of its brands, and collaborating with others, to inspire 
innovative projects that seek to create societal value beyond the point-of-purchase.
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Community skills development
Tiger Brands believes that as a society that wants to 
transform itself, we must move away from the traditional 
donor-charity dependent relationships, to partnerships of 
equality and empowerment, and from philanthropy to 
sustainable community investment. Inspired by the 
partnership ethos of SDG 17 and building on the 
company’s history of working together with others to 
improve food security in South Africa, we have embarked 
on a new approach to investing in sustainable socio-
economic development (SSED). A key strategic priority 
now governing our investment in partner organisations, 
is to support them in building their capacity towards 
becoming self-reliant and sustainable over the longer term.

Towards achieving our target to support community social 
enterprises, we have begun to introduce a range of 
interconnected programmes aimed at developing the 
capacity of our NPO partners, to ensure that they become 
sustainable beyond corporate support. This initiative is 
being driven through our NPO accelerator programme; 
an incubator that supports NPOs with the business and 
enterprise-development skills required to build and run 
a successful organisation.

An exciting initial project has been to support the start-up 
of a community bakery at ACFS; one of our beneficiaries of 
the food and nutrition programme. This project forms part 
of our exit plan with ACFS, as we aim to reduce food 
support to them over the next few years. Phase 1 of the 
project was to alleviate the current spend of ACFS on 
bread, by creating a micro-enterprise within ACFS to 
bake the bread themselves. Equipment was sourced, 
20 community members were trained in bread-baking 
and the bakery was established. Phase 2 will explore 
opportunities to scale volumes and sell the locally baked 
bread in the community to generate income for the 
organisation. As an example of success, one of our 
NPO partners in Paarl has been able to open a second 
community bakery through their Mosaic Project, and we 
have now moved the organisation off the food hamper 
programme.

Community enterprise development
A core focus of our collaborative work is towards 
establishing community food gardens, as an aide to our 
family food programme and to support the building of 
local food self-reliance in the communities where our 
beneficiaries work and reside. Towards achieving our target 
to support food gardens for communities, families and 
schools, we are working with partner organisations to 
design and implement sustainable projects and create 
micro-enterprises. We complement these opportunities 
with training workshops on organic farming and gardening 
practices, and provide material support to modernise 
and enhance the productivity of existing community 
food gardens.

Tiger Brands is a key sponsor of Food & Trees for Africa’s 
(FTFA) EduPlant programme; one of South Africa’s 
longest-running and most successful school greening and 
gardening programmes. EduPlant supports schools in 
under-resourced communities with the resources, training 
and support they need to develop, improve and manage 
productive food gardens. Endorsed by the Department of 
Basic Education’s National School Nutrition Programme 
(NSNP), EduPlant is able to integrate environmental 
learning into the national curriculum and draw on the food 
gardens to supplement national school feeding schemes. 
Through this approach, EduPlant ensures that 86% of their 
participating schools maintain fully functional gardens.

Our work to establish local community bakeries (see 
page 33 for our community skills development) also 
expands on our enterprise development efforts. These 
projects aim to enhance our skills development 
programme, while addressing a wider spectrum of 
activities in local food economies. Ultimately, Tiger Brands 
has the intention to see that community gardens are 
connected to small local enterprises, which become 
self-reliant and economically viable, to build local food 
self-reliance in our communities over time.
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TigerForGood employee volunteering 
The Tiger Brands Employee Volunteerism Programme (EVP) was designed to provide opportunities for all Tiger Brands’ 
employees to engage in social causes that are close to their hearts and participate meaningfully in the communities 
where they live and work. 

To assist employees to identify and connect to projects that they’d like to participate in, we created the TigerForGood 
platform. Engagement with the platform still needs to gain momentum, and to incentivise this we have launched the CSI 
leave day benefit for employees who volunteer. In response to Covid-19, we have created a campaign on the 
TigerForGood platform that encourages employees to donate to the SA Solidarity Fund.

Individual Tiger Brands’ operating sites have also been actively involved in contributing to the communities in which they 
operate. This has been driven by the Tiger Brands Site Champions; a team of passionate employees across all our 
operations, who together drive positive change in their host communities.

PICTURE TO 

BE SUPPLIED

Enhanced livelihoods continued
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Environmental 
stewardship
Significantly reducing our environmental 
footprint
Tiger Brands recognises that healthy ecosystems form 
the foundation of a secure food supply, and that social 
and ecological resilience at a production-level is 
essential if our food system is to be healthy, just and 
sustainable. We acknowledge that current methods of 
food production, through farm and factory, although 
forming the foundation of our business, threaten the 
environment and human health.

Not only is South Africa’s public health impacted, but 
our natural environment is in decline. The agri-food 
value chain accounts for more GHG-emissions than 
any other sector. Irrigation accounts for 62% of South 
Africa’s water-use in an environment where only 50% 
of wetlands remain and 80% of rivers have 
compromised quality and flow. One third of all food is 
wasted and only 16% of plastic waste is recycled, 
while over eight million tonnes of plastic enter our 
oceans each year.

While we have driven high levels of productivity, built 
our business on industrial food production practices, 
and have been a part of driving the trend towards a 
more industrialised food system in South Africa, we 
realise that many of the patterns emergent through 
industrialisation threaten the natural capital upon 
which our business depends. Change is required, and 
we are in a position to participate meaningfully in the 
collective change effort aligned with our priority SDGs. 
We have started in this direction through the 
environmental stewardship pillar of our Sustainable 
Future strategy.

Our environmental strategy is focused on improving 
environmental performance in key areas, shown 
below, and forms the framework for addressing 
identified priorities in our current organisational and 
external environment. Our environmental control 
system covers: policies and procedures, 
responsibilities and accountabilities for environmental 
management, reporting, environmental legal 
compliance, waste, water, energy, pollution, recycling, 
climate change, continuous improvement and 
monitoring and performance measurement of systems.

Operational execution of the group environmental 
strategy developed by the executive committee, and 
the management of environmental systems, rests with 
the manufacturing-excellence department. Exposure 
to sustainability-related risks is assessed at an 
operational level and the necessary mitigation plans 
are reviewed on a quarterly basis in the RSC and 

SETCO, and ultimately reported to the board. At an 
operational level, the manufacturing units report on 
environmental indicators, which are collated into an 
overall scorecard for the purposes of quarterly 
reporting to the executive committee.

We have seen reductions across all our key 
environmental metrics this year. The disruption of our 
operations due to Covid-19 has contributed to these 
reductions, but our performance nonetheless 
highlights the positive impact of our Resource 
Efficiency Cleaner Production (RECP), Energy 
Management, Industrial Water Efficiency and Zero 
Waste-to-Landfill programmes. Training is a key part of 
our drive to continually improve; towards this we have 
been building the environmental capabilities of our 
team. Eight employees successfully completed a 
comprehensive resource-efficiency training 
programme. The members of our team that have 
undertaken training to become energy management 
system experts all passed their exams. And we ran 
eLearning programmes for facilities management, 
carbon footprint analysis, water and energy efficiency.

All of our sites that were audited by SGS and SABS 
this year against ISO 14001, have retained their 
certification. Due to Covid-19, some of our sites were 
certified through a remote audit process. Davita, out of 
the 44 manufacturing units, is our only site which has 
not delivered the ISO 14001 certification in this fiscal 
year.

We will significantly reduce our environmental 
footprint through innovative solutions.

Our key activities to deliver on this commitment, are:
 › Optimise our energy usage through integrated and 

environmentally friendly energy options
 › Optimise our water consumption through the 

evaluation of water re-use opportunities and 
responsible effluent discharges

 › Implement closed-loop/circular economy initiatives 
that stimulates sustainable economic opportunities

 › Provide innovative packaging solutions that 
minimise environmental impact

 › Develop innovative product offerings that are “good 
for you” and “kind to the environment”

 › Leverage our brand and marketing activities to 
inspire positive behaviour change in consumers.
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Optimising our energy-use and reducing 
GHG-emissions
Since the landmark “Paris Agreement” from the 21st 
UNFCCC Conference of the Parties (COP) in Paris 2015, 
climate change has steadily risen to the top, as the chief 
environmental concern not only for business, but for 
society as an existential threat to humankind. Over the last 
two years, the mass protests sparked by 16-year-old 
Greta Thunberg and disseminated through social media 
channels, has amplified the climate action agenda and 
given a voice to generations of youth who will be most 
affected by the inaction of today’s leaders. These years 
have also introduced the recommendations of the Task-
force for Climate-related Financial Disclosures (TCFD) and 
seen rising support for this initiative from both companies 
and an increasingly active body of ESG-concerned 
investors. The WEF Global Risks Report 2020 places 
climate-related issues as the top risk facing business and 
society for likelihood and impact.

It is clear from these contextual patterns that climate 
change is a significant risk to business, and urgent action 
is required from companies to lead in spearheading 
activities to mitigate and adapt to the effects of climate 
change. Surprisingly, the break in GHG-emissions reported 
during the lockdown period has highlighted that significant 
social change is possible to remarkable effect. Tiger 
Brands acknowledges that agri-food value chains have 
a massive climate impact, and that as a large and leading 
food producer, we are in a position of responsibility to lead 
on substantive actions. We are committed to significantly 
reducing our energy use, reducing our GHG-emissions and 
prioritising the use and development of renewables where 
possible.

Towards achieving our year-on-year targets of a 
7% decrease in energy intensity and a 5% decrease in 
GHG-emissions, we have implemented energy 
management system (EnMS) and energy system 
optimisation (ESO) projects at several of our sites and 
operations, including at Randfontein Milling, Jacobs 
Snacks & Treats, Mayonnaise Unit, King Food and Albany 
Germiston. These systems will help us manage our energy 
use, reduce costs, aid us in strategic energy planning to 
improve our energy security, and generally improve our 
environmental management systems at these sites. We 
have also appointed external experts to assist us in 
reducing GHG-emissions at our operations, beyond what 
we have already achieved through our past and existing 

initiatives. Through this relationship, several of our 
operations have initiated resource efficiency cleaner 
production (RECP) expert programmes, the 
recommendations of which will help guide us in further 
reducing our operational GHG-emissions. Inspired by 
circular economy thinking, we have also targeted the 
development of energy generation initiatives through the 
use of renewables and our by-products. This year we have 
identified Home and Personal Care (HPC) as the trial site 
for the delivery of a solar project, the Capex for which is 
under consideration.

Key management interventions this year have included; 
conducting an internal energy system audit against 
ISO5001 for our Consumer Home and Personal Care 
(HPC) Isando site, improving energy demand monitoring 
at Culinary, and activating an online electricity management 
system at Snacks & Treats. Energy-efficient installations 
have included; LED-lighting at Fatti’s & Moni’s, and 
improved power factor capacitors, compressors and 
chillers at Snacks-and-Treats. Repairing steam-leaks and 
air-leaks at our Culinary division, has resulted in GHG-
emission reductions of 185 062 and 69 667kg CO2e/yr, 
respectively.

This year, the company has shown an absolute energy 
reduction of 5,34% (FY19: 8,5%) and a 5,69% (FY19: 
5,0%) decrease in energy intensity (kWh/ton). Our absolute 
carbon emissions (Scope 1) were down by 4,18% from 
the previous year (FY19: 6,5%), with a 8,23% reduction 
in emissions intensity (FY19: 0,215 CO2-e/Ton). 

Our emissions calculations include both stationary and 
mobile combustion, and our figures have been externally 
verified by Catalyst. The sites which contribute the most to 
our absolute emissions, include; Culinary Boksburg, King 
Food, Snacks & Treats and L&AF. Emissions are relatively 
high at these sites, due to energy intensive production 
processes that depend on the operation of large boilers (in 
excess of 10MW). 

With the pending carbon tax in South Africa, Tiger Brands 
has begun using an internal carbon price as a means to 
track the potential impact of such a tax on our business. 
If carbon tax had already been implemented, our Scope 1 
emissions reported in this period, would have resulted in a 
carbon tax cost of +R8,9 million with the 60% threshold 
applied. Due to Covid-19, the carbon tax payment 
deadline has since been extended to 31 October 2020. 

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 TCFDs 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. We are working on becoming more 
familiar with the TCFD recommendations, and to communicate our support for the initiative publicly going forward.

Environmental stewardship continued
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Optimising our water consumption
Following the recent water crisis in South Africa and the 
increased pressure from municipalities in the Western Cape 
to reduce water consumption, we have since placed extra 
emphasis on efforts to drive water savings and launched 
an industrial water efficiency (IWE) programme to improve 
the performance of our most water-intensive operations. 
National industrial/commercial water tariffs have increased 
by 12,2% to 20% this year, with some of our operations 
in the Western Cape experiencing tariff increases of 
38% to 45%. These developments have further motivated 
us to drive water-use efficiency across our operations.

Towards achieving our target of a 5% reduction in water-
use intensity, we have undertaken Industrial Water-
Efficiency assessments through the Council for Scientific 
and Industrial Research (CSIR) and installed smart 
metering systems at our most water-intensive operations. 
The IWE assessments are to identify, evaluate and 
recommend the most significant opportunities to conserve 
water, prevent pollution, and increase productive and 
efficient water use. Assessments have been finalised at 
Roodekop Beverages, VAMP Germiston, Boksburg 
Culinary and S&T Jacobs sites. We are also optimising our 
water consumption through the evaluation of water reuse 
opportunities and responsible effluent discharges.

At our Culinary site, we have conducted extensive water 
mapping, repaired leaks to pumps and cooling towers, and 
improved hot-water level control in the vegetables section. 
At our Fatti’s & Moni’s factory, we have installed a system 
to reclaim and reuse underground water for ablution 
facilities, and installed a water effluent system to prevent 
the discharge of suspended solids. At our Candy factory, 
we have installed dry water vacuum pumps. An effluent 
plant at our Roodekop site has been installed and tested, 
while delays have slowed the installation of the effluent 
treatment plant at our S&T and Jam site. Smart metering 
has been installed for water and steam systems at our 
HPC, Mayo, Tomato, S&T, JBF, Albany, L&AF and King 
Food sites.

This year our absolute water usage was reduced by 8,84% 
(FY19: 7,2%) and the water intensity (kℓ/ton) was down 
5,86% (FY19: 5,4%) from the previous year. 

Implementing inclusive circular-economy 
initiatives
Tiger Brands has begun exploring opportunities to design 
and implement inclusive circular economy initiatives. 
A circular approach to designing sustainability initiatives 
offers the potential to harness synergies and positive 
outcomes across our strategic initiatives in the pillars 
of health and nutrition, enhancing livelihoods and 
environmental stewardship. Currently, our circular-economy 
focus is on driving waste minimisation, and we see this as 
a springboard for future initiatives that may capture waste 
streams and by-products, using them as inputs for 

innovative new processes or products. These new flows 
can drive real efficiency gains and open-up new 
opportunities for value creation internally or externally 
through expanding the business. National waste 
management service tariffs have increased by 11% to 
13% this year, further incentivising us to drive waste-
reduction and circular-economy initiatives.

We have conducted waste-stream mapping and waste-
reduction assessments across a number of our operations 
through our engagement with the resource efficiency 
cleaner production (RECP) programme. Through the waste 
stream mapping we have identified and quantified our 
major waste and effluent streams arising from the 
production processes and quantified the base volumes 
and current costs incurred for different waste streams. 
This year, we implemented zero waste-to-landfill projects 
in Jam Paarl, L&AF, Culinary Mayonnaise and Jungle. 
We have improved the structures and management of our 
waste areas across these sites. At our JBF and Cereals 
sites, we are now sorting dry-waste and diverting viable 
waste product for farmers to use as a supplement animal 
feed. Food pouches formerly landfilled are now being 
shredded and separated into packaging and composting 
streams. At our Tastic site, our improvements have 
resulted in a 74% reduction of waste-to-landfill from 
the previous year.

Towards achieving our target to commit to a food-waste 
reduction programme, we have begun working in 
partnership through the Consumer Goods Council of South 
Africa (CGCSA). Together with industry peers, and with the 
support of the World Resource Institute (WRI), we have 
been working through the CGCSA to set-up a voluntary 
industry food-waste reduction framework for South Africa. 
This work is in progress, with a baseline for the programme 
to be set in 2022. With the support of our CSI department, 
a consistent part of our food waste minimisation strategy is 
to make regular donations of near-expiry food to vulnerable 
communities. This year, we have increased these 
donations in partnership with Food Forward SA, as part of 
our community response to Covid-19 (see page 8).

We have seen an evident decrease in our waste figures 
this year, driven by our RECP programme and the zero 
waste-to-landfill initiatives. Our waste intensity (per ton of 
products produced) improved further from 0,021 in FY19, 
to 0,018 in FY20.

Towards achieving our target to set-up one by-product 
beneficiation initiative, we have experienced some 
challenges, but have kicked-off work with university 
partners on the use of by-products from oats and maize, 
as inputs for nutritional products for human consumption. 
From an inclusivity perspective, we have engaged the 
National Cleaner Production Centre South Africa (NCPC-
SA) to help us identify suitable SME partners for industrial 
symbiosis projects.
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Environmental stewardship continued

Providing innovative packaging solutions
Packaging plays a vital role in delivering products to our 
consumers in a manner that preserves the integrity of the 
product, promoting convenience, and protecting health 
and safety. Along with the spotlight on climate change and 
water security, there has been rising concern globally and 
locally around the extensive use of plastic packaging and 
single-use plastic items. With huge volumes of macro- and 
micro-plastics entering our waterways and oceans each 
year, ocean plastics has taken centre-stage, but there is 
also considerable concern regarding the impact of 
plastics-use on human health, wildlife, waste-landfill-
volumes and GHG-emissions.

In recent years, the cost of raw materials has escalated 
significantly, with a direct impact on the packaging costs. 
This has required more efficient and sustainable packaging 
management. The extraction, location and processing 
of packaging can also contribute significantly to carbon 
emissions and the overall environmental impact of a 
product through its lifecycle. Where possible, for example 
by light-weighting our packaging, we are able to 
significantly reduce carbon emissions and costs 
throughout the manufacturing and transportation 
value chain.

Tiger Brands supports the strategy of reduce-reuse-recycle 
when it comes to our packaging principles, and we have 
begun to prioritise a circular-economy design approach to 
developing packaging solutions for new products and in 
the renovation of old. One key challenge we do face, is that 
recycled material are currently more expensive than virgin 
materials, so in looking for alternative cheaper alternatives, 
means we need to source materials from outside South 
Africa, for example in Uganda, and this can lead to 
unforeseen challenges arising for our procurement team.

Towards achieving our target to set-up Tiger Brands’ 
recycling hubs, we are working together with Oxfam to 
establish a plastics recycling plant in Gauteng for 
processing recovered PET, from which we can source 
material. This initiative will enable us to pursue further 
sustainable packaging goals, and we are currently 
exploring a funding model for this initiative through our 
ESD team.

Towards achieving our target to complete a baseline-
assessment of our packaging footprint, we are 80% 
complete, needing to work further with the Design4Earth 
tool to assist us in correctly calculating our tonnages. 
We have identified non-recyclable items across all our 
categories and conducted a packaging sustainability 
gap-analysis to identify various packaging improvement 
opportunities. Based on this analysis, we understand 
where our gaps are and are now developing strategies 
to close them. To ensure we remain competitive in our 
market, the design of these strategies are also informed 
by global packaging trends for convenience, snackification, 
health and nutrition.

Our development of solutions has made good progress 
this year, and we will soon be introducing alternative 
packaging solutions for some of our most popular brands. 
Our recent packaging initiatives include:
 › Introducing light-weighting across all types of 

substrates: A large percentage of our aerosol cans and 
the food cans have been light-weighted thus achieving a 
10% reduction in body plate thickness.

 › Reduced primary, secondary, and tertiary 
packaging: At our beverage factory we have removed 
flat-boards as secondary packaging on a new product 
line. All products will now be packed directly onto a 
pallet using a thinner but stronger shrink; this will reduce 
factory space complexity and minimises paper 
packaging. We will be extending these initiatives to the 
rest of our product range. With the introduction of 
automated palletisation, we will be looking at the 
elimination of the use of shrink wrapping for the finished 
goods.

 › Using recycled plastics where possible: We have 
migrated the majority of our Beverages, Home and 
Personal Care products to reusable and recyclable 
plastic packaging. Our beverage bottles now use 
85% recycled PET. We plan to increase this content of 
recycled PET from 30% to 50% by the end of FY21.

 › Replacing unnecessary non-recyclable substrates 
with recyclable alternatives: Flexible materials remain 
a global challenge. The pyrolysis process is being 
explored to recycle non-recyclable materials in future, 
among other potential solutions. We are looking to 
partner with our current suppliers to develop monolayer 
solutions for flexible plastic materials.

 › Testing biodegradable packaging material: Initial 
results across some of our Snacks & Treats products are 
promising and we are looking forward to next phase of 
testing, which includes socio-economic impact analysis.

 › Carefully investigating the use of biodegradable 
packaging: We are in the testing phase of material 
made from sugarcane from Brazil; this will be included 
in all our high-density polyethylene (HDPE) closures and 
bottles and enable us to achieve the global green logo.

 › Carefully investigating use of compostable 
packaging: We are also testing usage and scalability 
of compostable materials in South Africa. A large part of 
this is hindered by cost and infrastructure availability in 
South Africa. However, we are adamant through industry 
partnerships and collaborations we can achieve great 
progress.

 › Assessing reuse models: 90% of the packaging in our 
HPC and Beverage businesses is reusable. We are 
exploring longer-term options based on providing 
incentives for consumers to reuse their packaging. This 
includes enabling product-refills and digital-ordering 
solutions and offers significant reduction opportunity 
yet requires collaboration with external stakeholders 
for success.

 › Piloting antimicrobial technology in our bread 
bags: By incorporating anti-microbial additives into our 
bread bags and other similar packaging, we can prolong 
the shelf-life food products and help curb the issue of 
food waste.
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Tiger Brands’ position on responding to the plastics challenge
Tiger Brands has published a position paper outlining the company’s position and commitment to addressing plastic 
waste. The position paper acknowledges our scale as a key producer of packaged foods in Southern Africa, the 
large presence of plastic packaging in our value chain and the terrible impact of plastics on the environment, for 
which we carry shared responsibility. The intent, focus areas, targets and actions described in the position paper are 
formulated and implemented as part of our group sustainability strategy. As part of our response to the plastics 
challenge, we have committed to achieving the targets outlined in the SA Plastics Pact, launched on 30 January 
2020. The SA Plastic Pact aims to transform the country’s plastic packaging sector by 2025 through achieving 
targets, such as taking action on problematic or unnecessary plastic packaging through redesign, innovation or 
alternative delivery models. As a result, we have embraced innovation to respond to the plastic challenge.

Our ambition is for 100% of our packaging to be recyclable by design by 2030.

To achieve this ambition, we commit to the following:
 › Use reusable, recyclable, or compostable plastic packaging across our portfolio as far as possible
 › Invest in innovation to address the problems of plastic as part of involvement in the “war on plastic pollution” 

initiative with Consumer Goods Council of South Africa
 › Ensure that all our single-use plastics are fully recyclable or compostable by 2025
 › Partner with relevant role players and structures for re-purposing single-use plastics (this includes necessary 

multi-layer plastics) in the short term with the view toward environmental and marine conservation
 › Support consumer education and awareness through our brands with a view toward responsible waste 

management
 › Our corporate position on plastics is available on https://www.tigerbrands.com/sustainability/

ethicsgovernance.
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Developing innovative product and 
offerings
Towards our target to begin to reformulate our products to 
be more environmentally friendly, we are in-progress, 
drawing on the findings from our lifecycle assessments 
(LCAs) to define the scope of work required. We have 
solutions in the pipeline, but await the evaluation of these 
solutions by our Brands, in terms of cost and other factors, 
before we begin implementation.

Leveraging our brand and marketing to 
inspire positive behaviour change
Driving positive behavioural change has a critical role to 
play in addressing the challenge of plastics pollution. At its 
end-of-life phase, plastic is too valuable a resource to be 
thrown away and should not be landfilled and not littered. 
In South Africa, where there is a viable market for plastics 
recycling, we are reviewing how we can most effectively 
use our marketing and labelling to encourage effective 
recycling.

As brand owners, we are raising awareness among 
consumers through effective communication on our 
labelling. Towards achieving our target to formulate a policy 
for on-pack information and declarations relating to the 
environmental impact of our products, we have 
successfully activated this policy and it now guides our 
actions. We have adopted an on-pack recycling labelling 
standard practice, which easily informs consumers of what 
is recyclable and what is not.

We are also engaging with the government to incentivise 
plastic waste pickers and waste collectors, as well as 
educating our employees to sort at source to reduce 
complexity down the value chain of recycling.

Tiger Brands  
pledges support to  
the SA Plastics Pact
Tiger Brands is proud to report on our commitment 
to the South African Plastics Pact. As a founding 
member of the initiative, Tiger Brands participated in 
the launch of the SA Plastics Pact with fellow founding 
members and industry peers on 30 January 2020. 
Modelled on the UK Plastics Pact, but tailored to the 
South African context, the SA Plastics Pact was 
developed by the World-Wide Fund for Nature 
(WWF-SA) in partnership with the South African 
Plastics Recycling Organisation (SAPRO) and the UK’s 
Waste and Resources Action Programme (WRAP). 
South Africa now joins France, UK, Netherlands 
and Chile in The Ellen MacArthur Foundation’s 
Plastics Pact global network, which foregrounds 
a shared vision for a New Plastics Economy 
(https://www.newplasticseconomy.org/).

As a founding member of the SA Plastics Pact, Tiger 
Brands commits to following the SA Plastics Pact 
2025 Roadmap for collective action, with annual public 
progress reporting against the achievement of agreed 
2025 targets.

By 2025, all members commit to:
 › Take action on problematic or unnecessary plastic 

packaging through redesign, innovation or 
alternative (reuse) delivery models.

 › 100% of plastic packaging to be reusable, 
recyclable, or compostable*

 › 70% of plastic packaging effectively recycled
 › 30% average recycled content across all plastic 

packaging
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