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Our vision
To deliver top-tier financial 
results and be recognised by all 
stakeholders as the pre-eminent 
fast‑moving consumer goods 
(FMCG) company in South Africa 
and most desirable growth 
company on the continent.

We treat each 
other with care and 

respect

We deliver  
with passion and 

excellence

Safety and quality 
 are non-negotiable 

for us

We embrace 
diversity and 

inclusivity

We act with integrity 
and accountability 

in all we do

1 2 3 4 5

Winning behaviours

Consumer  
obsession Teamwork Empowered 

accountability
Focused  

execution

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

Who we are

Our purpose
We nourish and nurture more lives every day.

Winning category, 
channel and customer 

strategies

A cost-conscious  
and effective  
supply chain

A winning mindset  
and great place  

to work

Sustainable  
company, community  

and planet

Our values

DRIVE GROWTH BE EFFICIENT GREAT PEOPLE SUSTAINABLE FUTURE

Our strategy for sustainable profitable growth is supported  
by four strategic pillars, underpinned by our core values.

Our strategy

On the cover:  
Tastic | rice range Total rice segment R5,24bn Volume share 26,1% Value share 30,9%

Source: Nielsen.
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Tiger Brands’ 2020 
integrated reporting suite

Our 2020 integrated reporting 
process comprises the following 
reports:
›› Integrated report 2020: 

Provides a succinct review of 
our strategy and business 
model, operating context, 
operational performance and 
governance; aimed primarily 
at investors, it is written for all 
stakeholders who have an 
interest in Tiger Brands’ 
long-term performance. 

›› Sustainability report 2020: 
Reviews our performance in 
managing significant 
environmental, social and 
governance (ESG) impacts 
and addressing sustainability 
issues of interest to a broad 
range of stakeholders. 

›› Consolidated annual 
financial statements 2020: 
Comprehensive review of our 
financial results, with audited 
financial statements, prepared 
in accordance with IFRS.

These are all available at  
www.tigerbrands.com
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Supporting global initiatives
Tiger Brands takes a collaborative approach to sustainability issues by 
actively engaging with various forums:
›› We are a member of the National Business Initiative (NBI), Strategic Water 

Partners Network (SWPN) and Business Leadership South Africa (BLSA) 
and the Glass Recycling Company (TGRC)

›› Tiger Brands has been independently assessed against FTSE4Good 
criteria and has satisfied the requirements to remain a constituent of the 
FTSE4Good index

›› We are a member of the Consumer Goods Council South Africa (CGCSA).

United Nations Sustainable Development Goals (SDGs)
The UN SDGs set a long-term agenda to end poverty, protect the planet and 
ensure prosperity for all by 2030. In fulfilling our core purpose – to nourish and 
nurture more lives every day – Tiger Brands is committed to playing its role in 
delivering on these goals. As part of our strategic pillar on Sustainable Future 
(see page 18), we have developed a set of commitments and targets relating to 
three key focus areas: health and nutrition, enhanced livelihoods, and 
environmental stewardship. In meeting these commitments and targets we 
believe we will provide a meaningful contribution to the following eleven SDGs:
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About this report

This report reviews Tiger Brands’ environmental, 
social and governance performance for the period 
1 October 2019 to 30 September 2020. It covers 
issues of particular interest to stakeholders in the 
environmental, social and governance (ESG) aspects 
of our operations, including our shareholders, 
employees, local communities, non-governmental 
organisations (NGOs), investors, customers, 
partners, suppliers and government.

This supplementary sustainability report is provided 
in an online format, allowing readers to access 
specific focus areas or download it as a PDF. The 
report should be read in conjunction with our primary 
integrated annual report (IR) and our annual financial 
statements (AFS), published on our website, 
www.tigerbrands.com. The report covers the 
activities of all our operations in South Africa, as well 
as those in Cameroon, for most indicators such as 
people, safety and environment. We do not report on 
our associates. The environmental, safety and health 
data for the Value Added Meat Products (VAMP) 
business are included in this sustainability report.

Report boundary and audience

We use a combined assurance model to coordinate 
assurance obtained from management, internal and 
external assurance providers (see page 2 of the 
integrated annual report). We are still in the process of 
implementing a centralised data management system, 
therefore there has been no comprehensive external 
assurance of non-financial data in this report. Selected 
external assurance has been done on greenhouse 
gases and is available on our website, 
www.tigerbrands.com. Once the data management 
system is in place and mature, external assurance on 
selected key performance indicators will be 
performed. For this report, assurance is limited to sign-
off by chief officers for sections under their control.

Combined assurance

The Tiger Brands board, supported by the social, 
ethics and transformation (SET) committee, has 
overall accountability for this report. The board 
collectively reviewed the content of this report and 
confirms that it addresses our material issues and is 
a balanced and appropriate presentation of the 
sustainability performance of the group. The board 
approved this report on 19 November 2020. 
Assisted by a dedicated reporting team, the 
committee signed off on the content of the report.

Directors’ responsibility

As a board, we have applied our collective mind 

to the preparation and presentation of the 

information in this report. We believe that the 

report addresses all material matters and that it 

presents a balanced and fair account of Tiger 

Brands’ performance for the financial year ended 

30 September 2020, as well as an accurate 

reflection of our strategic commitments. On the 

advice of the audit committee, the board approved 

the sustainability report on 19 November 2020.

Khotso Mokhele	 Emma Mashilwane

Chairman	 Chair of audit committee

Noel Doyle

CEO

Board approval

The reporting process for all our publications is 
guided by the principles and requirements of 
International Financial Reporting Standards (IFRS), 
the International Integrated Reporting Council’s 
framework (IIRC <IR> Framework), GRI Sustainability 
Reporting Standards, the King Code on Corporate 
Governance 2016 (King IV™*), JSE Listings 
Requirements and the Companies Act 71 2008.

*	 Copyright and trademarks are owned by the Institute of 
Directors in South Africa NPC and all of its rights are reserved.

Reporting framework
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Our 2020 performance 
at a glance

Health and nutrition
›	 More than 87 million meals delivered, and 74 455 learners supported per day through the Tiger Brands 

Foundation

›› Innovation launches including: Addition of juice into the Maynards and Jelly Tots ranges; Launched 
lower sugar Jungle cereal bars; Launched Koo Black Beans; Launched Purity Junior Snacking range 
suitable for growing little ones, that contain no preservatives, artificial flavours or colourants; Hemp, 
Rooibos and Sensitive range launched on Ingrams; Launched Purity Toddler Snacking range with stronger 
health credentials for that age group.

›	 We are proactively driving consumer education through:
–– Jungle Heart Health led communication 
–– Ace High Fibre maize meal communication 
–– Morvite Immunity campaign 
–– Albany enhanced on-pack communication to highlight nutritional benefits.

Enhanced livelihoods
›› R12,3 billion spend during 2020 on BBBEE verified suppliers

›› Strong enterprise and supplier development drive, sourcing wheat, maize and beans from emerging 
black farmers

›› R32 million total socio-economic development spend (2019: R32,5 million, 2018: R32 million), reaching 
around 100 000 beneficiaries, including ad hoc projects such as Food Forward

Environmental stewardship
›› 4,18% reduction in absolute greenhouse gas (GHG) (Scope 1) emissions, 5,69% reduction in energy 

intensity

›› 8,84% reduction in absolute water use, 5,86% reduction in water intensity

›› 8,23% reduction in GHG emissions intensity

›	 Light-weighted a large percentage of our aerosol cans and the food cans thus achieving a 
10% reduction in body plate thickness. These are both significant initiatives to reduce our carbon 
and packaging footprint

›› 85% of our Beverages bottles now use recycled polyethylene terephthalate (rPET)

Regrettably, 

two employee fatalities and 

one contractor fatality

R4,2 billion  
paid in salaries and benefits to 

11 188 permanent employees*

R97,3 million invested  
in employee training and development 

Lost-time injury frequency rate of 

0,34
*	 Our total workforce in South Africa for FY20 was 15 990 workers, made up of Permanent, Fixed Term Contracts with less than three months and Seasonal 

workers.
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Group profile
Our core business is providing everyday branded food to large and growing markets through 
a unified customer sales team and effective supply chain that leverages the group’s scale. We 
target best-in-class profitability, underpinned by a cost-conscious culture and environmental, 
social and governance (ESG) principles to create and share value.

Grains

+5%

R13,9bn
Revenue
2019: R13,2 billion

-14%

R1,2bn
Operating income
2019: R1,4 billion

Consumer Brands – Food

+3%

R9,7bn
Revenue
2019: R9,4 billion

-20%

R830m
Operating income
2019: R1,0 billion

Home, Personal Care and Baby (HPCB)

+5%

R2,8bn
Revenue
2019: R2,7 billion

-6%

R510m
Operating income
2019: R546 million

Exports and International

+4%

R3,4bn
Revenue
2019: R3,2 billion

-51%

R103m
Operating income
2019: R212 million

2020 14
2019 13
2018 13

Revenue (R’bn)

2020 1
2019 1
2018 2

Operating income (before IFRS 2) (R’bn)

2020 10
2019 9
2018 10

Revenue (R’bn)

2020 0,8
2019 1,0
2018 1,0

Operating income (before IFRS 2) (R’bn)

2020 3
2019 3
2018 2

Revenue (R’bn)

2020 510
2019 546
2018 341

Operating income (before IFRS 2) (R’m)

2020 3
2019 3
2018 4

Revenue (R’bn)

2020 103
2019 212
2018 320

Operating income (before IFRS 2) (R’m)
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Milling and Baking
›	 Baking
Milling
›	 Flour
›	 Maize
›	 Sorghum

Other grains
›	 Pasta
›	 Oat-based 

breakfast (Jungle)
›	 Rice

Groceries
›	 Condiments and 

ingredients
›	 Spreads
›	 Canned fruit and 

vegetables

Snacks & Treats

›	 Sugar
›	 Chocolate

Beverages
›	 Concentrates
›	 Sports drinks
›	 Ready-to-drink

Home Care
›	 Sanitary cleaners
›	 Insecticides

Personal Care
›	 Camphor cream  

and lotions
›	 Hair care

Exports

International  
operations
›	 Central Africa 

(Chococam)

Baby
›	 Nutrition and 

wellbeing

Deciduous fruit
›	 Langeberg  

and Ashton  
Food (LAF)

We have leading positions in most categories 
and our iconic brands are well-entrenched with 
consumers in South Africa, as illustrated by the 
percentage share of market.

Camphor

*	 Market share limited to South Africa.

	 Source: Nielsen.

Grains
Consumer 

Brands – Food
HPCB

Exports and 
International

● 47% 2019: 46%
● 33% 2019: 33%
● 9% 2019: 9%
● 11% 2019: 12%

 

Revenue

● 46% 2019: 44%
● 31% 2019: 32%
● 19% 2019: 17%
● 4% 2019: 7%

Operating income

Market share %*
Grain

Bread

Maize

Cereals

Flour

Pasta
Rice

27

34

11

23

28

34
42

Market share %*

Spread 38
Condiments 44
Canned fruit  
and vegetable 52

Chocolate 12
Snacks and treats 20

Sugar 38

Ready-to-drink 17
Sports drinks 34
Concentrates 43
Beverages 36

39Groceries

Market share %*
Home care

Baby

Personal care

Wellbeing

Camphor cream

Nutrition
Homogenised 
baby food

39

38

5

9

91

57

85
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Our business model
Tiger Brands creates value and delivers on its purpose by producing, marketing and 
distributing everyday branded food, home and personal care products, predominantly 
in South Africa with a growing market presence across Africa.

K
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Our people
›	 Strong and diverse board 
›	 Experienced executive team 
›	 11 188 permanent employees  

(2019: 10 543 permanent) 
›	 Enabling environment
›	 Adequate governance structures
›	 Improved reward and personal 

development opportunities

Our brand and reputation
›	 Strong brand and reputation
›	 Unique product formulations  

and trusted recipes
›	 Research and development capacity
›	 Governance and business systems

Manufactured capital
›	 40 manufacturing facilities
›	 29 sites
›	 Logistics and distribution

Financial capital
›	 Equity
›	 Borrowings 
›	 Cash generated from operations

Natural resources capital
›	 Local and imported raw  

materials and ingredients 
›	 Water and energy for production
›	 Fuel (diesel and petrol) for distribution 

as well as manufacture
›	 Fertile soil and conducive  

agricultural conditions

Social and relationship capital
›	 Committed workforce
›	 Investor confidence
›	 Constructive relationship with 

government and regulators
›	 Positive supplier and customer relations
›	 Trusted brand and reputation with 

consumers and society
›	 Stable operating context contributing 

to sustained market demand

Our top 10 risks
1.	 Albany route-to-market

2.	 Negative impact of 
Covid-19

3.	 Business continuity 
vulnerabilities

4.	 Operating environment

5.	 Food safety and product 
quality

6.	 Occupational health  
and safety

7.	 Information and cyber 
security

8.	 Data and information risk

9.	 Attract and retain critical 
skills

10.	 Intensifying competition

Our external 
environment

›	 Muted consumer spend in a 
weak economy

›	 Increasing competition and 
power shifts in food retail

›	 Changing consumer dynamics 
and growing complexity

›	 Increasing stakeholder pressure 
for responsible business 
leadership

›	 Covid-19 compounding the 
impact of existing trends

Throughput of primary 
agricultural products 
transformed into 
branded food items.

Wheat

Rice

Tomatoes  
and beans

Fruit  
and nuts

Sugar

Cocoa

Sorghum

Oats

Maize

6 Tiger Brands Limited Sustainability report 2020

  



O
ur

 re
ve

nu
e 

st
re

am

Our revenue streams comprise:

›› Grains (47%)
›› Consumer Brands (33%)
›› Home, Personal Care and Baby (9%)
›› Exports and International division (11%).

Material revenue differentiators

›› The group’s long-standing market-
leading position in branded food and 
beverages

›› Our “power brands”, most of which are 
rated first or second in their respective 
categories and that have received many 
external awards for being South Africa’s 
most loved brands

›› A robust marketing strategy to ensure 
our brands remain relevant and 
top-of-mind, supported by increased 
and targeted investment

›› Far-reaching distribution capabilities
›› The strength and quality of our 

relationships with our customers
›› Strong consumer insights informing 

category strategies.
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Our most significant cost streams 
are:

›› Raw material procurement
›› Employee wages and benefits
›› Sales and distribution expenses
›› Electricity and fuel
›› Marketing expenses
›› Regulatory compliance costs
›› Maintenance and upgrading of plant and 

equipment
›› Other administrative costs.

Material cost differentiators

›› Our ability to leverage scale through 
a centralised procurement hub

›› Standardisation and simplification of 
group processes, systems and practices.

Milling and Baking 

Other grains 

Groceries

Snacks & Treats 

Beverages

Home, Personal Care and Baby

O
ut

pu
ts

Our core target consumers are middle-income consumers, the largest 
and fastest growing segment. Our core category is food with immediate 
adjacencies in beverages, snacks and treats.

Financial capital
✓	 Dividends
✓	 Return on net assets
✓	 Return on equity
✓	 Return on invested capital (ROIC)
✓	 Favourable funding terms

Outcomes on page 17 (IR).

Natural resources
✓	 Investments in numerous mitigation measures
✓	 Innovation in products, processes and 

consumption
✗	 Raw material extraction
✗	 Energy use and GHG emissions across  

value chain
✗	 Water use and potential contamination
✗	 Habitat impacts across supply chain
✗	 Environmental incidents

Outcomes on page 17 (IR).

Social and relationship
✓	 Provision of affordable nutrition
✓	 Economic opportunities across  

value chain
✓	 Community impact of operations
✗	 Contribution to non-communicable disease

Outcomes on page 16 (IR).

Our people
✓	 Investment in employee skills and motivation
✓	 Investment in employee health and safety
✓	 Enhanced employee and board diversity
✗	 Some negative health and safety incidents

Outcomes on page 16 (IR).

Our brand and reputation
✓	 Investment in maintaining brand equity
✓	 Innovation launches including in health and 

nutrition, value and convenience

Outcomes on page 16 (IR).

Manufactured capital
✓	 Investment in modernising plant  

and equipment
✗	 General wear and tear/depreciation

Outcomes on page 17 (IR).

K
ey outcom

es

Value chain  
activities

Procurement
Procuring raw materials, 

ingredients and packaging 
from local and international 

markets

Manufacturing
Converting raw materials into 

quality food, home and 
personal care products, using 

Tiger Brands’ proprietary 
formulations

Research and development
Monitoring consumer tastes 
and trends, and investing in 

product and process research 
and development, to ensure 

that we maintain a leadership 
position

Packaging and logistics
Packing our products in 
branded packaging, and 

distributing these products as 
efficiently as possible to 

consumers through a network 
of customers that include 

retailers, wholesalers and the 
general trade

Marketing and branding
Supporting these activities 

with our strategic marketing 
and branding initiatives, and 
our focused corporate social 

investment activities
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Our response  
to Covid-19
The role of Tiger Brands as an essential service provider during Covid-19, has highlighted the 
importance of our business as a key contributor to food and nutrition security in South Africa. 
People are our biggest asset; they shape and drive the success of our business. 

The same communities that nurture 
our employees, host the customers 
and consumers who facilitate 
demand for our products. Without 
looking after our employees and 
extended community, it is impossible 
for our business to thrive. Similarly, 
we cannot deliver on our purpose 
without responding to the social and 
environmental challenges that 
emerge in our operating environment. 
Now more than ever before, we are 
driven “to nourish and nurture more 
lives everyday”.

See page IFC – Who We Are
See page 28 – Operating 
Environment in IR

Covid-19 emerged as an 
unprecedented crisis, driving new 
and amplifying existing risks to the 
business. Our sector has generally 
been less impacted than others, yet 
the challenges have remained 
significant. In addition to the direct 
threat to business continuity and 
profitability, the crisis has deepened 
complexity in our operating 
environment, amplified intense 
competition in the food sector, 
pressurised our occupational-health 
and food-safety performance, and 
forced us to take-on the risks and 
rewards of an accelerated digital 
transformation. Nationally, the 
pandemic has further weakened our 
economy, wrought new changes to 

Our  
experience: 

Our experience of this 
crisis has affirmed 
the development of 
our 2019 Sustainable 
Future strategy, 
which contextualises 
and strengthens our 
Covid-19 response.  
It sets us on the path 
to growing Tiger 
Brands as a business 
that is both future-fit 
and fit-for-purpose.

already muted and shifting consumer 
spending and exacerbated broader 
patterns of unemployment, poverty, 
inequality and hunger. Activism 
has been re-ignited through this new 
struggle, and this has amplified calls 
for business to “lead with purpose” 
and participate multi-stakeholder 
efforts to “build back better”.

These patterns look 
set to remain over the 
medium to long term and 
we cannot ignore them 
in our forward-looking 
strategies to create 
value. Our experience of 
this crisis has affirmed 
the development of 
our 2019 Sustainable 
Future strategy, which 
contextualises and 
strengthens our Covid-19 
response. It sets us on 
the path to growing Tiger 
Brands as a business  
that is both future-fit  
and fit-for-purpose.
See page 18 –  
Our Sustainability Strategy
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Tiger Brands remembers
During the period, Tiger Brands conducted 5 383 Covid-19 tests and 
had 981 positive cases. It is with deep sadness that we report the loss 
of 11 of our employees to Covid-19 this year. Throughout the months of 
the crisis, we observed moments of silence across the group in 
remembrance of those recently lost.

We have valued the service of these employees and 
the unique magic they brought to our team. We will 
remember them all – may they rest in peace.
Cynthia Kalipha (Paarl jam factory), Attie Swart (L&AF), Bulelelo Mangcala (L&AF), 
Agnes Molapi (HPC Isando), Julia Maseyimane (Milling Hennenman), Andre Kana 
(L&AF), Gcobani Honono (Albany Margate), Basil Grove (Culinary Vegetable Unit), 
Alpheus Ramoraswi (Culinary Labelling Unit), Simon Mflathelwa Mashiane 
(Boksburg Culinary), Mantoa Lacky Makhubalo (Boksburg Culinary).

“At Tiger Brands, our people are our biggest asset. 
Through them, we deliver on our purpose to nourish 
and nurture more lives everyday. The wellbeing of our 
staff and their families is therefore extremely important 
to us. We are committed to providing a safe working 
environment and protecting all employees from harm 
as far as reasonably possible and have introduced 
very rigorous measures to help protect all our people 
throughout this pandemic.”

Tiger Brands Covid-19 safety packs
At a time when the rate of Covid-19 infections was high and job losses 
escalating, Tiger Brands provided Covid-19 safety packs to all staff and their 
families, through an initiative designed to support safety, job creation and social 
inclusion. Each safety pack consisted of branded face masks, bottles of hand 
sanitiser, and a Covid-19 safety information booklet (also available online and 
in five languages).

The Skills Village supported Tiger Brands to manage the project, so that the 
positive impact on safety was extended to job creation and social inclusion.  
Tiger Brands’ order of 30 000 masks through the House of Monatic in Cape 
Town, helped employ 500 staff; 85% of whom are women from surrounding 
communities such as Elsies River, Parow and Bellville. The cloth bags that held 
the safety items were made by Intando-Yesiswe and the Hop Manufacturing 
Sewing Primary Cooperatives, while Ishishini Secondary Cooperative packed  
the bags and kept a count of progress. These activities supported the 
employment of 20 staff; 90% of whom are black women.

The project forms part of a series of Covid-19 initiatives undertaken by Tiger 
Brands, aimed at keeping our employees safe and continuing our community food 
support. The project was funded from a portion of the salaries voluntarily forfeited 
by our Exco and board members, providing an example of how our societal 
purpose – to nourish and nurture more lives everyday – inspired the actions of  
our leadership in their efforts to navigate the business through this crisis.

In the event of a positive 
Covid-19 case, we:
›› Ensure compliance with 

government regulations and 
protocols

›› Conduct a certified 
decontamination process

›› Facilitate contact-tracing to 
prevent further spread

›› Cover the costs of our Covid-19 
tests

›› Ensure no loss of income during 
a Covid-19-related absence

›› Provide access to 24-hour 
counselling support

›› Keep the DoH, NICD and our 
union partners informed of the 
situation
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Our response to Covid-19 continued

Tiger Brands responded deliberately to the Covid-19 pandemic

Our approach

Objectives

›› Ensure the availability  
of our products

›› Keep our employees safe

›› Continue our community  
food support

Fundamentals

›› Ensure senior oversight on  
plans and actions

›› Develop a clear understanding of 
Covid-19 and its transmission

›› Align with government regulations 
and protocols

›› Continual monitoring of the situation 
and our performance

›› Continual engagement with internal 
and external stakeholders

›› Continual adaption and re-prioritising 
the safety of our people

Structures

›› Exco Coronavirus Task Team that 
meets regularly

›› Emergency Response Plan (ERP)  
to guide our business units

›› OHSA-approved risk assessments 
conducted at each site

›› Business Continuity Plans (BCPs)  
for all operations

›› Specific health and safety protocols 
implemented at all sites

›› Strong disciplinary action for 
employees in breach of safety 
protocols

›› Whistleblowing facility 
(www.tip-offs.com) fully operational 
for reporting violations
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Our actions

1

2

3

›› Understand our exposure and 
address anticipated shortages

›› Ramp-up manufacturing of 
essential products

›› Support suppliers with 
awareness-raising, PPE  
and financial planning

›› Understand our flexibility to 
redirect materials to alternate 
manufacturing sites

›› Evaluate alternative sourcing 
options for all impacted 
materials

›› Work with suppliers, logistics 
and customers to buffer stock 
and limit disruptions

›› Kick-off the design of resilient 
future supply chains

›› Increase communication and 
awareness efforts  
to employees

›› Increase health screening and 
testing for all staff  
at all sites

›› Institute a travel ban and 
suspend all in-person training 
events

›› Manage shifts to ensure social 
distancing on-site

›› Prioritise digital meetings and 
work-from-home where 
possible

›› Procure private transport for 
staff at our factories

›› Provide masks and hand 
sanitisers to staff and their 
families

›› Implement daily deep-cleaning 
protocols across all factories

›› Ensure rigorous daily hygiene 
and sanitisation protocols

›› Enhance communication of 
health and safety awareness

›› Provide additional access to 
wellness support services

›› Adapt leave policies to 
accommodate Covid-19-
related absences

›› Implement a phased 
reintegration plan

›› Implement a Covid-19 
employee incentive during 
the 21-day lockdown

›› Freed-up R3,5 million in capital 
through voluntary salary 
sacrifices from our senior 
leadership

›› Assisted our partners with an 
additional 12 000 food 
hampers through our Family 
Food Programme, with a total 
of 105 648 hampers 
distributed this year

›› Adapted our School Nutrition 
Programme to distribute 
15 000 food hampers to 
homebound school children 
(Tiger Brands Foundation)

›› Continued our support of 
4 500 students through our 
Plates4Days programme

›› Donated R9 million worth of 
bread to various organisations, 
including to frontline healthcare 
workers at Charlotte Maxeke 
and Nelson Mandela Children’s 
Hospitals and others

›› Re-focused our distribution of 
near-dated stock and donated 
1 000 units of hand sanitiser 
and 10 000 food hampers to 
vulnerable communities by 
Food Forward SA

›› Published press releases to 
allay public fears of food 
shortage and calm panic 
buying

›› Supported job creation 
through the manufacture of 
Tiger Brands Covid-19  
safety packs

Ensuring the availability of our products
To ensure the availability of our products, we have taken actions across our supply chain to:

Keeping our employees safe
To keep employees safe, we have taken actions to:

Continuing our community food support
To continue our community food support, we:
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Chairman of the social, 
ethics and transformation 
(SET) committee review
The social ethics and transformation (SET) committee that I chair is the primary 
mechanism for ensuring independent oversight and monitoring of Tiger Brands’ social 
and ethical performance.

In accordance with the expectations of the King IV Code on Corporate 
Governance, issues under our remit include organisational ethics and 
whistleblowing, responsible corporate citizenship and sustainable development, 
broad-based black economic empowerment, stakeholder relations, and 
monitoring relevant regulatory developments to ensure compliance. Although 
most of the company’s corporate social investment (CSI) activities are managed 
independently through the Tiger Brands Foundation, and no Tiger Brands 
director sits on the Foundation’s board, we monitor its activities and have direct 
oversight of those CSI activities that fall within Tiger Brands itself.

The SET committee also receives and considers reports from the risk 
and sustainability committee relating to the environmental, health and 
safety issues under its remit. Between us, we review the material 
environmental, social and governance (ESG) risks and opportunities 
impacting the business, give guidance to the CEO and executive team 
on managing these issues, and review and report on performance 
progress to the board.

Recently we have seen ESG issues gaining increasing prominence in 
boardrooms globally, moving beyond the traditional focus on compliance with 
governance requirements, to a more nuanced consideration of a company’s 
roles and responsibilities in addressing social and environmental challenges. 
This shift is being driven by an increase in investor interest, and growing 
consumer awareness and stakeholder activism, as well as by a deepening 
appreciation within boards on the materiality of ESG risks and opportunities. 
Effective ESG management is no longer simply about doing the “right” or ethical 
thing, it’s about recognising that these issues can have a significant bearing on 
the company’s ability to protect and create value. It is becoming increasingly 
clear that managing these issues proactively and effectively is directly aligned 
with the best interests of the company and its shareholders.

It is this understanding of the strategic value of ESG issues that has informed 
Tiger Brands’ commitment to promoting sustainable development as one of the 
four pillars of its overall growth strategy. The Sustainable Future pillar that was 
substantially revised and approved by the board last year, includes commitments 
in three focus areas: health and nutrition, enhanced livelihoods and 
environmental stewardship. These are the three areas where Tiger Brands 
believes it can harness its core activities, as Africa’s largest food company, to 
most effectively contribute to the UN Sustainable Development Goals. These 
commitments are not only about minimising impacts, managing risk, or 
protecting reputation, they’re also about delivering profitable opportunities 
through the development of innovative business solutions, such as nutritious 
and affordable food products.

Maya Makanjee
Chairman of the social, ethics and 
transformation committee
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In this report, Tiger Brands’ third annual sustainable 
development report, we review the company’s progress 
on these commitments. While it is pleasing to see the 
initial progress that has been made this year, despite 
the significant disruptions associated with the Covid-19 
pandemic, there is much that still needs to be done 
to ensure that all these commitments are fully realised.

The company’s response to the Covid-19 pandemic 
understandably occupied a significant amount of our focus 
and effort this year. It has been incredibly encouraging to 
see the leadership and dedication shown by the CEO and 
his executive team in rallying behind government’s call to 
promote stability and safety during the pandemic. I believe 
that the team has done commendable work in its three-
pronged response: protecting the health and wellbeing of 
the company’s employees, ensuring a reliable supply of 
product during the lockdown, and increasing community 
food support for those most in need.

In addition to introducing strict hygiene protocols and 
employee safety measures, the company was proactive 
during the lockdown period in providing essential workers 
with support such as private transport and additional 
income through a special incentive provision. The response 
of employees has been incredible and played a key role in 
ensuring that Tiger Brands played its part in maintaining 
food security during the lockdown. In this context, it is 
deeply regrettable to report that 11 employees died as 
a result of contracting the virus. My heartfelt sympathies 
are extended to all of the affected families.

In its response to the pandemic’s profound impact on 
livelihoods, the company substantially augmented its 
existing food and nutrition programmes for families, 
scholars and university students, and also extended 
these to include nutritional support for frontline healthcare 
workers and hospitals.

Beyond these Covid-19 relief initiatives, and as part 
of its commitment to improving livelihoods and 
driving economic transformation in South Africa, 
Tiger Brands has continued to leverage the 
substantial influence that it has through procuring 
roughly 1,7 million tons of agricultural commodities 
this year, with approximately 63% from local 
suppliers.

An important development this year was the launch of the 
Dipuno ESD Fund, with an initial capital investment of 
R45 million to provide loans and technical support to 
black-owned and black women-owned small enterprises 
and smallholder farmers, complemented by the 
establishment of a business incubator to support emerging 
black farmers and agri-processing enterprises. It is through 
the company’s core activities as a food producer that it has 
the greatest capacity to effect meaningful change, and it is 
encouraging to see how Tiger Brands is using its influence 
to promote inclusive economic participation.

We have seen some similarly positive signs this year in the 
initial delivery of its other key sustainability commitments. 
On health and nutrition, for example, Tiger Brands has 
updated its nutritional standards against global guidelines 
and begun to assess its product range against these 
standards. It has launched several new nutritious and 
affordable products and taken steps to prioritise its 
innovation pipeline to align with the health and nutrition 
strategy. In addition to ensuring full compliance with the 
sodium and sugar tax regulation, it has achieved significant 
sugar reduction across products in the bakery, cereals and 
beverages portfolios. On environmental stewardship, while 
there were some delays due to the pandemic, there has 
been some reassuring continued progress in improving 
energy and water efficiency, reducing greenhouse gas 
emissions, and minimising waste.

I have been particularly encouraged by the 
collaborative work that is being done to address 
both plastic packaging and food waste, and I look 
forward to seeing some concrete outcome to these 
recently established partnerships soon.

An area of ongoing concern relates to the high number 
of violent route-to-market incidents, as well as the 
opportunities to further improve occupational safety. It 
saddens me to report that there were three work-related 
fatalities this year: two Albany employees were killed in 
separate incidents while delivering bread, one in a motor 
vehicle accident and the other in a fatal shooting, and 
a contractor to Davita Trading suffered fatal injuries 
when a machine he was installing fell on him. My sincere 
condolences go out to the families. The company is taking 
steps to minimise the potential for future incidents of such 
nature and is continuing its activities more broadly on 
occupational health and safety.

Delivering on Tiger Brands’ Sustainable Future strategy, 
and its targets for driving positive social and environmental 
change as well as create long-term value, is going to take 
time. Given the hugely challenging economic outlook over 
the short to medium term, and the understandable 
pressure that the company is facing to deliver a step 
change in financial performance, this will require 
strong leadership. We will need to show the humility to 
acknowledge and learn from past mistakes, be willing to 
be fully transparent in disclosure, and embed an authentic 
purpose-led culture across the organisation. I am confident 
that under our new leadership team we are going to make 
valuable progress in the years ahead.

Maya Makanjee
Chairman of the social, ethics and transformation 
committee

30 November 2020
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Chief executive 
officer’s review
This is Tiger Brands’ third annual sustainability report. The report outlines our governance 
response and strategic commitments to sustainable development, and reviews our 
performance in delivering on these commitments, as well as on our most material 
environmental, social and governance (ESG) impacts. Publication of the report reflects the 
company’s commitment to enhanced transparency and accountability.

Informing our sustainability response is the clear understanding that this is 
explicitly in the company’s best long-term interest. For Tiger Brands to flourish 
into its second century, we need a healthy workforce and consumer base, a 
strong economy with robust institutions, and a sustainable natural resource base; 
protecting these is as much a financial necessity as it is a moral imperative. In 
addition to helping us protect value – by protecting the resources and 
relationships we rely on, managing risk and reputation, and delivering improved 
efficiencies – sustainability is also about creating value. Increasingly we are 
seeing opportunities for profitable growth, for example through innovations in 
nutrition and the circular economy, or by developing socially inclusive 
partnerships across our value chain. Simply put, sustainability is smart business.

Responding to the Covid-19 pandemic
The company’s performance this year, on all issues, has been impacted by 
Covid-19. The pandemic has highlighted some of the deep structural inequalities 
within South Africa and reminded us how these impact all of us. But the 
pandemic has also shown us how we can pull together – as individuals, 
businesses and communities – and reaffirmed the role that we can and should 
play to “build back better”. I have been incredibly heartened by the nature of the 
Tiger Brands’ response to the pandemic, and how we pulled together, acting 
positively and proactively to keep each other safe, to ensure the continued 
availability of affordable nutrition, and to increase food support to communities 
most in need.

The company acted rapidly to protect the wellbeing of employees, prioritising 
remote working where possible, and introducing rigorous screening, testing and 
hygiene protocols for staff at our essential services sites, accompanied by 
funding private transport and a special incentive for essential workers during the 
lockdown. In the context of these profound challenges, the response of our staff 
was superb, with record levels of attendance during the first six weeks of 
lockdown, notwithstanding the restructuring and leadership transitions being 
undertaken at the time. Despite our various efforts, I am saddened to report that 
11 of our employees died after contracting the virus. I extend my deepest 
sympathies to the families of all those who have been severely affected.

Following the government’s strict lockdown requirements in South Africa in April 
2020, we were quick to respond to initial panic buying and pantry loading, by 
ensuring a continuous supply of product, taking measures to ensure product 
safety, working with suppliers, logistics and customers to limit disruptions, and 
providing effective communication to address concerns around food security. 
These efforts were accompanied by a strengthened focus on our numerous 
community food and nutrition programmes for families, school children and 
frontline healthcare workers and hospitals.

The role of Tiger Brands as an “essential service provider” highlighted the 
importance of our business as a key contributor to food and nutrition security in 
South Africa, and it reminded us of our particular responsibilities in protecting the 
wellbeing of our employees and communities. This has brought new life to the 
societal purpose at the heart of our company, “to nourish and nurture more lives 
everyday”, and to delivering on our strategic commitment to sustainable 
development.

Noel Doyle
Chief executive officer
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Our commitment to a Sustainable Future
Last year, we completed a comprehensive review and 
update of our five-year growth strategy in which we agreed 
a clear set of commitments for each of our four strategic 
pillars: Drive Growth, Be Efficient, Great People and 
Sustainable Future. The Sustainable Future pillar outlines 
our commitments and targets in three priority focus areas 
– health and nutrition, enhanced livelihoods, and 
environmental stewardship – where we believe Tiger 
Brands can make the most meaningful intervention, as 
Africa’s largest food company, in addressing some of the 
significant societal challenges facing our markets and 
contribute to the UN Sustainable Development Goals.

While our most immediate priority this year has been on 
addressing the significant commercial exigencies facing 
Tiger Brands, we did not lose sight of our strategic 
commitments to a Sustainable Future, and it is 
encouraging to see the progress made this year in each 
of the three focus areas.

Enabling health and nutrition
South Africa’s population is one of the least healthy 
globally, with high levels of obesity, lifestyle-induced 
non-communicable disease, and persistent hunger and 
malnutrition, all trends that have been amplified by 
Covid-19. In this context – and given our role as a leading 
company in South Africa’s food system – we recognise our 
responsibilities, and the opportunities, in promoting health 
and nutrition. We have made progress this year in better 
enabling consumers to improve their health and wellbeing 
by providing products that are more nutritious and 
affordable, developing best-in-class nutritional standards, 
and leveraging the company brand and marketing activities 
to promote consumer nutrition (see page 23).

Enhancing livelihoods
Given the existing challenges in the South African 
economy, characterised by high levels of unemployment 
and inequality, and worrying growth prospects, we have 
committed to improving the livelihoods of thousands of 
people by providing opportunities across our value chain 
for inclusive economic participation. This includes a 
specific focus on supporting black/black-women farmers 
and enterprises, through our supplier and farmer 
development programmes, and our preferential 
procurement policies. Our progress this year has been 
driven through our enterprise and supplier development 
fund, agriculture aggregator model, preferential 
procurement activities, and ongoing social investment 
and community food support (see page 27).

Reducing our environmental footprint
Healthy ecosystems are the foundation of a secure food 
supply. Recognising the significant environmental impact 
of the agri-food value chain, both globally and nationally, 
we have committed to improving our environmental 
performance by implementing innovative solutions that 
optimise energy and water consumption in our operations, 
reduce the negative impacts of packaging, and minimise 
waste, effluent and emissions. We made some progress 
this year in reducing the footprint of our operations, 
focusing on the most material issues: improving energy 
and water efficiency, reducing greenhouse gas (GHG) 
emissions, and striving for zero waste to landfill operations 
(see page 22).

Our strategic enablers
Delivering on these priorities requires a continued focus on 
instilling the right culture, ensuring robust food quality and 
safety systems, protecting employee health and safety, and 
maintaining good governance, all reviewed in more detail in 
this report. There are two issues to mention briefly upfront.

Firstly, on employee health and safety. While Tiger’s 
response to protecting employees during the pandemic 
has been admirable, we still have work to do in areas of 
our occupational health and safety. I am saddened to 
report that there were three work-related fatalities this year. 
In February 2020, Adam Makhado was involved in a motor 
vehicle accident, and in July 2020, Mboniseni Innocent 
Sithole was shot dead in an attempted robbery in 
Daveyton. Both were employees of Albany and were 
delivering bread at the time of the incidents. In October 
2019, a contractor to Davita Trading, Kuda Sithole, 
suffered fatal internal injuries when the machine he was 
attempting to install fell on him. My sincere condolences 
go out to the families. We have provided support and 
counselling to the families of our employees and are 
implementing appropriate response measures to minimise 
the potential for future such incidents.

The second issue to highlight is our continued strong 
emphasis placed on food safety and quality throughout the 
year, and the various measures we have taken to ensure 
that we have robust management systems, qualified 
people, and a strong quality culture embedded across the 
organisation. We have further strengthened our audit and 
assessment processes, achieving external certification for 
all our manufacturing facilities against globally recognised 
food safety standards such as FSSC 22000 and HACCP, 
and started the certification process for our warehouses. 
It is encouraging to report that we maintained an improving 
trend on our quality KPIs, ending the fiscal year with zero 
public recalls, a 25% reduction in market-place incidents 
and another 5% reduction in consumer and customer 
complaints.

Appreciation
This has been an incredibly eventful and challenging first 
period as CEO of Tiger Brands. Despite the significant 
challenges, at a personal level it has also been stimulating, 
thanks to the incredible dedication and support provided 
by Tiger’s employees and my colleagues on the executive 
team and board, particularly in their response to Covid-19. 
We face some challenges ahead, but I am confident that 
together the company’s employees and leadership teams 
will ensure that Tiger Brands delivers on its potential in 
creating long-term value.

Noel Doyle
Chief executive officer

30 November 2020
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Sustainability  
governance

black economic empowerment, ensuring compliance, 
and driving best practice. SETCO receives and considers 
reports from the risk and sustainability committee (RSC) 
covering the environmental, health, safety and security 
risks that they monitor.

›› The risk and sustainability committee (RSC) 
provides strategic guidance and leadership on 
environmental issues and oversees the implementation 
and revision of Tiger Brands’ environmental, health, 
safety and security policy. This committee plays the role 
of assisting, monitoring and influencing the aspects of 
sustainability considered in relation to minimising the 
environmental impacts of the company, and assessing 
and managing environmental risks and opportunities. 
The committee ensures that the group’s environmental 
stewardship strategy positions the group as a 
sustainability leader in retail, and further ensures that the 
environment and sustainability initiatives and objectives 
of the group are effectively integrated into the business 
at an operational level. The RSC reports into SETCO, 
as well as reports quarterly to the board on these 
environmental issues.

Other standing committees that play a role in the 
governance of sustainability, include:
›› The nomination and governance committee 

(NAGC), which independently monitors the performance 
of the board, ensures protocols for ethical governance 
and succession of leadership are achieved and 
maintained.

›› The remuneration committee (REMCO), which 
engages on and approves remuneration policy and 
strategy, and is the body responsible for approving 
any remuneration incentives linked to sustainability 
performance targets.

›› The audit committee (AC), which audits, approves and 
assures sustainability-related performance data.

The board of directors is the highest-level body with 
ultimate oversight of Tiger Brands’ sustainability response 
and performance. The board provides leadership and 
strategic direction in the best interest of the company 
and its stakeholders, embracing the principles of ethical 
leadership and good corporate governance aligned to the 
King IV Report on Corporate Governance, the JSE Listings 
Requirements, the Companies Act and other relevant laws 
and regulations. The board is ultimately responsible for 
driving societal purpose through the business, establishing 
critical anchors for ethical and sustainable business 
practice, ensuring effective management of ESG risks 
and opportunities, and for advancing the business model 
and strategy towards product innovation as a solution 
to societal challenges.

Two board-level standing committees; the social, ethics 
and transformation committee (SETCO) and risk and 
sustainability committee (RSC) play a key role in 
sustainability governance at Tiger Brands. These 
committees are mandated by the board to execute certain 
sustainability-related responsibilities on its behalf.
›› The social, ethics and transformation committee 

(SETCO) is the primary vehicle for overseeing, 
monitoring, guiding and reflecting on the environmental, 
social and governance (ESG) aspects of concern to the 
long-term growth and sustainability of the business. This 
includes a focus on impacts, risks, relationships and 
opportunities, and how these may affect, be managed 
or actively harnessed by the business in execution of its 
growth strategy. The committee guides the CEO and the 
executive committee towards continual improvement 
within these performance areas and monitors and 
reports on performance to the board. Key matters 
of concern to SETCO include organisational ethics, 
responsible corporate citizenship, sustainable 
development, stakeholder relationships, broad-based 

Spotlight on the social, ethics and transformation committee (SETCO)
This year the SET committee reviewed the following issues to ensure that there is effective and ethical leadership and 
an integrated approach to how Tiger Brands carries out its business and sustainability activities:

›› Transformation
›› Employment equity
›› Decent work
›› Employee safety and health
›› Employee relations
›› Education and training
›› Organisational ethics

›› Social development
›› Consumer relations and protection
›› Advertising
›› Human rights
›› Public health and safety
›› Sponsorships

›› Social and economic development
›› Corruption prevention
›› BBBEE

›› Greenhouse gas emissions
›› Waste
›› Water
›› Energy

WORKPLACE SOCIAL ENVIRONMENT ECONOMY NATURAL ENVIRONMENT

Governance at Tiger Brands is centred on our purpose, to nourish and nurture more 
lives every day. This societal purpose shapes our governance and management structures 
and approach.
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›› The chief human resources officer reports directly to the 
CEO and is accountable for driving effective talent 
management, leadership development and succession, 
as well as creating a great place to work through 
diversity and inclusion, rewards and recognition, 
constructive employee relationships and culture 
transformation to enable the employee experience.

›› The chief marketing officer also carries the responsibility 
for research and development (R&D). This year, 
R57 million was spent in R&D, including salaries. 
R&D plays a vital role in the development of nutritional 
products and addressing packaging objectives.

›› The chief supply chain officer, who reports directly to the 
CEO, takes operational accountability for safety, health, 
environmental and security performance. Also, under his 
control is quality and food safety.

›› The chief growth officers have full responsibility and 
accountability for the sustainability performance of their 
divisions; Consumer Brands – Food, Exports and 
International, and Milling and Baking.

›› The risk and sustainability director, who reports directly 
to the chief supply chain officer is responsible for the 
management and coordination of sustainability initiatives 
as well as safety, environmental management, security 
and employee health across all our operations.

Linking remuneration to sustainability 
targets

Tiger Brands has begun providing performance 
incentives for the management of sustainability-related 
issues through the short term incentive scheme (STI). 
Remuneration incentives are currently offered for 
performance against quality, safety and efficiency 
targets. The incentives are applicable across the group 
from senior executives to factory workers.

As part of our ongoing improvement, we continue to 
look at further sustainability-related performance 
indicators to be included in our STIs.

The risk and sustainability committee (RSC) ensures 
that the environment and sustainability initiatives and 
objectives of the group are effectively integrated into the 
business at an operational level. The RSC is made-up of 
four non-executive directors as members, and normally 
attended by three chief growth officers, chief supply chain 
officer, company secretary, chief corporate affairs, chief 
financial officer, chief legal officer, corporate finance 
executive and the chief executive officer.

Our executive committee facilitates the effective control 
of the group’s operational activities in terms of its delegated 
authority emanating from the board. The executive 
committee is responsible for developing policies and 
strategy for recommendations to the board and for the 
implementation and execution in line with the board’s 
mandate. Progress towards meeting sustainability-related 
targets and goals, are also monitored at an operational 
level by the executive committee, championed by the 
executive director, as an independent member. The 
executive committee meets at least monthly and meet 
more often when necessary.

In terms of direct roles and responsibilities, the following 
are the highest-level positions with responsibility for 
defining and executing sustainability initiatives and 
objectives, and report to the board more frequently than 
quarterly on sustainability-related issues:
›› The chairman of the board is appointed through the 

nomination and governance committee (NAGC) and is 
responsible for the group as a whole. The chairman sits 
in the Remco and Nomco to exercise oversight on all 
sustainability-related issues.

›› The chief executive officer (CEO), who reports to the 
chairman, is appointed by the board for full 
accountability on management of sustainability issues, 
where purpose-aligned actions need to be taken, as the 
chief business lead. The CEO ensures that the 
sustainability strategy is effectively integrated into the 
business. He is also a regular attendee of the RSC and 
a member of SETCO.

›› The chief corporate affairs and sustainability officer plays 
a critical accountability and execution role in corporate 
social investment (CSI) initiatives and projects managed 
through external stakeholders and sustainable socio-
economic development (SSED) partnerships.

Sustainability 
management
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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.
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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

Environmental stewardship continued
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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
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Performance data1

Natural capital

Components 2018 2019 2020

Energy use (kWh/ton) (intensity/ton) 132,6 125,9 119,0
Water use (kℓ/ton) (intensity/ton) 1,67 1,6 1,5
Increase/(decrease) in absolute electricity use 2,7% (8,5%) (5,3%)
Increase/(decrease) in energy intensity 3,4% (5,0%) (5,7%)
Increase/(decrease) in absolute water use (19,3%) (7,2%) (8,8%)
Increase/(decrease) in water intensity (21,2%) (5,4%) (5,9%)
Packaging (tons) 0,3 0,3 0,3
Waste (tons) 0,02 0,02 0,02
Carbon emissions CO2-e/ton production 0,23 0,22 0,20

Water tariffs for industrial/commercial use increased by a range of 12% to 20%. (There was a 38% to 45% increase in the 
Western Cape.)

Human capital

Components 2018 2019 2020

Total number of permanent employees (SA) 11 348 10 074 10 838
Total number of permanent employees (outside of SA) 1 426 571 350
Total number of contractors 1 590 1 114 1203

Total number of employees and contractors 12 938 11 188 10 958
Percentage of employees who are deemed historically disadvantaged 
South Africans (HDSA)2 93,4% 93,4% 94,0%
Percentage of management deemed HDSA2 12,8% 13,8% 14,1%
Percentage of employees who are women 29,6% 30,4% 30,2%
Percentage of employees who are “permanent” (SA only) 87,7% 90,0% 99,0%
Percentage of employees who belong to a trade union (SA only) 59,0% 61,0% 59,6%
Employee turnover4 11,0% 8,8% 9,1%
Total number of person days lost due to industrial action  
(ie strike action) 0 43 0
Percentage of total person days lost due to industrial action  
– calculated or reported 0% 17,2% 0%

Skills development
Total number of employees trained in South Africa, including internal and 
external training interventions – skills development 4 288 3 946 2 972
Rand value of employee training spend (Rm) (South Africa) 22,6 127 97,3
Percentage of total payroll part of training 1,8% 4,2% 3%

Safety and health
Fatality in a route-to-market incident 1 1 3
Group lost-time incident frequency rate (LTIFR) on target 0,27 0,38 0,34
Lost-time injuries (LTIs) 107 139 129
1	 Includes data for VAMP for the full year.
2	 Excluding international.
3	 Contractors are FTC’s less than three months and this number does not include our seasonals.
4	 This figure is our annualise turnover including all leavers, and not limited to resignations. This is turnover (all leavers and not attrition) and is annualised.
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Performance data continued

Workforce profile
South Africa Outside of South Africa Total

Year African Indian Coloured White
Foreign

nationals Disabled Permanent Temporary1

Total 
South 
Africa Permanent Temporary

Total 
permanent Total

2020 8 678 594 909 614 43 12 10 838 5 152 15 990 350 215 11 188 16 555

2019 8 920 642 890 677 59 14 11 188 5 032 16 220 571 297 11 759 17 088
2018 8 397 700 985 695 0 14 10 777 5 963 16 740 1 426 364 12 203 18 530
2017 8 485 701 1 083 780 0 37 11 049 5 246 16 295 2 012 4 664 13 061 22 971
2016 8 437 720 1 120 831 0 72 11 109 3 689 14 798 3 841 2 149 14 950 20 788
1	 This number reflects our peak number of seasonal employees and our FTC employees as at 30 September 2020.

Social and relationship capital

Components (Rm) 2018 2019 2020

Commitment to socio-economic development (SED), reaching over  
88 000 beneficiaries (FY17: R35 million) 32 28,5 22,4
Spend on bursaries for 164 students (2018: R6,3 million  
and 188 respectively) 6,3 7,0 6,1

20171 20181 20191

BBBEE ownership
Tiger Brands Foundation 5,0% 4,8% 4,8%
Tiger Brands Black Managers Trusts 2,2% 1,9% 0,6%
General staff share trust 0,1% 0,1% 0,1%
Thusani trusts (beneficiaries are children of black employees) 2,0% 1,9% 1,9%
Spend with BBBEE verified suppliers (Rbn) 11,9 8,9 11,5
Spend with suppliers classified as qualifying small enterprises and  
exempt micro-enterprises (QSE, EME) (Rbn) 1,7 1,2 1,6
Spend with suppliers that qualify as black owned (Rbn) 2,4 2,4 3,8
Spend with suppliers that qualify as black women-owned (Rbn) 1,7 1,7 2,1
1	 Note that for BBBEE values, the 2020 values will only be confirmed after the release of this report.

62 Tiger Brands Limited Sustainability report 2020

  



2018 2019 2020

Enterprise and supplier development
Black farmers supported 58 58 841

Total investment of black farmers supported (Rm) 11 10 13,22

Jobs created 412 45 262
Additional investment made in Khayelitsha Cookies (Rm) 1,3 0,7 1,0

Our communities
High-quality, nutrient dense and fortified food packages distributed 55 600 89 000 105 648
Direct and indirect beneficiaries reached monthly via the Tiger Brands food 
and nutrition support programme 30 000 42 000 30 000
Community members trained in food gardening and community education 204 396 596

Components 2018 2019 2020

Food and nutrition support programme (Rm) 20,6 13,7 15,4
Cause and brand-related CSI (Rm) 2,6 0,9 0,6
Employee volunteerism (Rm) 0,6 1,5 0,3
Community skills development (Rm) 6,0 9,5 5,5
Community-based enterprise development (Rm) 1,0 1,8 2,0
Ad hoc (Rm) 1,8 1,0 1,0

Total (Rm) 32,6 28,5 24,83

Tiger Brands Foundation
Spend on the programme to date (approximate for 2011 to 2020) (Rm) 174 206 240
No-fee schools across all nine provinces benefit 94 94 101
Number of regional coordinators that oversee smooth running at  
provincial level 10 10 10
Kitchens constructed/upgraded 38 43 51
Learners that receive a nutritious breakfast every school morning 67 429 73 056 74 455
Warm nutritious breakfasts served since 2011 65,2m 78,5m 88,0m
Jobs sustained for the community as food handlers, monitors and regional 
coordinators 390+ 410+ 430+

Food handlers and community stakeholders received Culture, Art, Tourism, 
Hospitality, and Sport Sector Education and Training Authority accredited 
training in seven provinces. 347 514 5144

1	 25 through direct investment from Tiger Brands, 59 through the Dipuno Fund.
2	 R4,8 million through a direct investment from Tiger Brands, R8,4 million through the Dipuno Fund.
3	 An additional R7 million donations were made to Food Forward.
4	 No training due to Covid-19 lockdown.
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Company information
Tiger Brands Limited
Incorporated in the Republic of South Africa
Share code: TBS
ISIN: ZAE000071080
Registration number: 1944/017881/06

Company secretary
JK Monaisa

Registered office
3010 William Nicol Drive
Bryanston
Sandton

Postal address
PO Box 78056, Sandton, 2146
Telephone:  +27 11 840 4000

Auditors
Ernst & Young Inc.

Principal banker
Nedbank Limited

Sponsor
JP Morgan Equities South Africa (Pty) Limited

South African share transfer secretaries
Computershare Investor Services Proprietary Limited
Rosebank Towers, 15 Biermann Avenue
Rosebank, 2196
Private Bag X9000, Saxonwold, 2132

American Depository Receipt (ADR) facility
ADR Administrator
The Bank of New York Mellon

Investor relations
Nikki Catrakilis-Wagner
Erene Kairuz
Telephone: +27 11 840 4000

Sustainability
Stiaan Wandrag
stiaan.wandrag@tigerbrands.com

Website address
www.tigerbrands.com

Contact details
Companysecretary@tigerbrands.com
Investorrelations@tigerbrands.com
Consumer helpline: 0860 005342
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