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About Tiger Brands

Scope of the report
This report reviews Tiger Brands’ environmental, social and 
governance performance for the period 1 October 2017 to 
30 September 2018. It covers issues of particular interest to 
stakeholders in the environmental, social and governance (ESG) 
aspects of our operations, namely our shareholders, employees, 
local communities, non-governmental organisations (NGOs), 
investors, customers, partners, suppliers and government. 

This first supplementary sustainability report is provided in an 
online format, allowing readers to access specific focus areas 
or download it as a PDF. Additional material referred to in the 
report can be accessed or downloaded from  
www.tigerbrands.com.

The report covers the activities of all our operations in South 
Africa, as well as those in Cameroon and Nigeria for most 
indicators such as people, safety and environment. We do not 
report on our associates. 

We also publish an integrated report (our primary report) and 
annual financial statements. 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 Standards, the King Code on Corporate Governance 2016 
(King IV), JSE Listings Requirements and the Companies Act 
71 2008.

We use a combined assurance model to coordinate assurance 
obtained from management, internal and external assurance 
providers (see page 3 of the integrated report). As we are still 
in the process of implementing a centralised data management 
system, there has been no external assurance of non-financial 
data in this report. 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 executive officers for sections 
under their control. 

Looking forward
Tiger Brands is developing a sustainability strategy to ensure 
we achieve our true potential – nourishing and nurturing more 
lives every day. The strategy will align existing sustainability 
initiatives in the different functions and businesses, covering 
the sustainability of our products, improved efficiencies of 
our production facilities, focus on our employees and the 
communities where we operate, and our wider stakeholder 
community. Many initiatives are already in place and delivering 
results, as is evident throughout this report.

Over the next year, we will also map the United Nations 
Sustainable Development Goals (SDGs) to our operations 
and activities. Some of these have already been mapped, for 
example in our corporate social investment focus area and 
our environmental sustainability strategy. 

We nourish and nurture more lives every day 
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. We also distribute leading 
brands in the home, personal care and baby sectors.

Vision
Deliver top-tier financial results and be recognised by all 
stakeholders as the best FMCG company in South Africa and most 
desirable growth company on the continent. We attract the best talent and are recognised  
as a great place to work.

Operating model
Our operating model focuses on the consumer, reigniting innovation and leveraging our scale 
as one Tiger Team – resulting in an agile, lean organisation that responds quickly and is aided 
by simple ways of working. A key enabler will be improved processes and enhanced systems.
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About Tiger Brands continued

AFS

SR

IR Integrated report: our primary report to stakeholders

Sustainability report: supplementary information

Annual financial statements: financial statements and 
remuneration report, prepared in line with IFRS

Supplementary information on our website (in the 
downloads tab), or disclosed from time to time.

As an FMCG company, some SDGs are obvious 
for us:
 › SDG 2 (zero hunger)
 › SDG 3 (good health and well-being)
 › SDG 6 (clean water and sanitation)
 › SDG 8 (good jobs and economic growth)
 › SDG 12 (reduced consumption and reduction)
 › SDG 13 (climate action) 
 › SDG 15 (life on land)
 › SDG 17 (partnerships for the goals). 

 
In addition, we recognise our impact on achieving 2030 
targets for SDG 6. Water scarcity, flooding and lack of 
proper wastewater management hinder social and economic 
development. Increasing water efficiency and improving water 
management in all our operations are critical to balancing 
competing and growing water demands from various sectors 
and users. 

As one of the largest South African FMCG organisations, we 
also have a significant influence on SDG 8 (decent work and 
economic growth). Accordingly, we promote inclusive and 
sustainable economic growth, full and productive employment, 
and decent work for all. SDG 15 (life on land) is critical for a 
company relying on agriculture for inputs into its first production 
facilities.

Once all SDGs have been mapped and approved, we will set 
targets and report against these. The SDGs are also linked to 
the South African national development plan. 

Directors’ responsibility
The Tiger Brands board, supported by the social, ethics and 
transformation 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 
21 November 2018. Assisted by a dedicated reporting team, 
the committee signed off on the content of the report. 

Supporting global initiatives
Tiger Brands takes a collaborative approach to sustainability 
issues by actively engaging with various forums:

 › We participate in the annual climate change and water 
disclosures of the CDP

 › We are a member of the National Business Initiative (NBI), 
Strategic Water Partners Network (SWPN) and Business 
Leadership South Africa (BLSA)

 › 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.
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About Tiger Brands continued

Highlights and challenges

Safety and health 

• 1 fatality in a route-to-market  
 incident 

• Group lost-time injury frequency  
 rate (LTIFR) at  
 0,27 

• Lost-time injuries (LTIs) down  
 14% 

• Worst listeria outbreak in  
 South Africa

    Our people

• Invested R60,5 million or  

 1,8% of total payroll on training

• Trained 1 200 employees  
 in only our value added meat  
 products division, in addition to all  
 other training across the group

• Launched bespoke mentorship  
 and coaching framework

Our communities

• Committed R32 million  

 to socio-economic development  
 (SED), reaching over  

 88 000 beneficiaries

• Spent R12,0 billion with BBBEE  

 verified suppliers

• Enterprise and supplier development:  

 R12,3 million to support black  

 farmers and small businesses

Packaging targets

• Reduce Flexible plastic  

 by 5% and Rigid 

 plastic by 26% by 

 FY22 (based on the average of 

 2015 to 2018 volumes)

Environmental sustainability

• Absolute electricity use up 2,7% with a  

 3,4% increase in electrical intensity (see page 37  

 and 38 for our response)

• Absolute water use dropped 19,3% and water intensity  

 decreased 21,23%
• Significant water savings from our manufacturing facilities  

 in the water-stressed Western Cape
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Governance

We are committed to an 
environment of mutual trust 
and respect which is free from 
discrimination based on gender, 
race, nationality, ethnicity, age, 
religion, marital status, sexual 
orientation or disability and 
should respect human rights and 
provide equal opportunities.  
Such an environment also forbids 
any forms of sexual harassment.

Human rights

Tiger Brands believes business can only flourish 
in societies where human rights are protected 
and respected. Equally, we recognise that 
business is responsible for respecting human 
rights and has the ability to contribute to 
positive human rights impacts. 

This is an area of growing importance to our employees, 
workers, shareholders, investors, customers, consumers, 
communities where we operate and civil society groups globally. 
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 the 
review period. It defines our commitment to respecting human 
rights as set out in the bill of rights in South Africa’s constitution, 
the United Nations (UN) guiding principles on business and 
human rights, the international bill of human rights, and the 
International Labour Organization’s declaration on fundamental 
principles and rights at work.

At group level, the policy establishes the principles and 
responsibilities for implementing, monitoring, reviewing 
and reporting human rights abuses in Tiger Brands. It has 
been developed to protect the group, its employees, assets, 
information, operations and reputation in the environment in 
which we operate and to ensure respect for human rights. It 
applies to all employees, temporary employees, contractors, 
service providers and consultants of Tiger Brands.

Due to the nature, location and scale of our activities, and 
based on international best-practice principles on human rights, 
our commitment extends to:
 › Non-discrimination and respecting diversity

 › Freedom of association and the right to collective 
bargaining

 › The right to a safe and healthy working environment

 › The prohibition of forced and child labour

 › Establishing fair and competitive wages and benefits

 › Respecting the rights of our local communities

 › Security arrangements

 › Protecting the environment 

 › Ethical sourcing in our supply chain.

The board has ultimate oversight of our human rights policy. 
Our chief corporate affairs officer is responsible for the day-to-
day human rights function and resources. The human resources 
team will ensure that all employees receive training at least once 
every second year, as part of ethics training. This team will also 

assist management in enforcing the disciplinary process for 
any reported human rights abuses. Our forensics and internal 
audit function will be responsible for investigating any human 
rights cases reported through the ethics line www.tip-offs.com, 
directly to the company, or identified by other means such as 
whistleblowing or the media. 

The policy is available on our website www.tigerbrands.com.

Our approach to ethics
All Tiger Brands employees subscribe to our code of ethics 
which prohibits any form of discrimination and contains 
guidelines on making ethical decisions. 

Anti-corruption and anti-bribery 
The board has ultimate oversight of our code of ethics, anti-
corruption and anti-bribery policies.

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 
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Governance continued

24/7
Independent 
reporting hotline

54
Whistleblowing reports 
received in 2018

approach to any action that goes against the 
code. The social, ethics and transformation 
committee (SET) will continue to monitor 
processes and policies to ensure compliance. 
SET has, on the board’s behalf, monitored 
development of the code of ethics and a 
culture of ethical leadership in the group.

Tiger Brands uses the services of Tip-offs 
Anonymous (a division of Deloitte), to give all 
employees, suppliers, customers (not for customer complaints), 
consumers and members of the public the opportunity to do the 
right thing and anonymously report any 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 part of the whistleblowing policy and 
addressed through 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. 
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Governance continued

3-year
programme to adapt  
processes, policies 
and systems

The programme 
includes training and 
awareness campaigns 
for top

1 000
employees in the group

A quarterly ethics report is presented to the executive 
committee. The status of all cases is noted at this 
meeting and closed cases are formally agreed 
on. This report is also tabled at audit and SET 
committee meetings. 

For FY18, 54 whistleblowing reports were 
received: 44 were closed and ten are currently 
under investigation (FY17: 60 reports, all closed). 
Following investigation, 12 employees were 
dismissed, two received final written warnings 
and 22 cases were registered with the SAPS, 
pending criminal proceedings. Seven successful 
prosecutions were reported in FY18 for cases 
registered in previous years. 

Whistleblowing reports are categorised into 
alleged corruption, fraud, human resources issues, 
human rights issues, theft and unethical behaviour.  

Our declaration of interest policy sets out situations 
that may constitute a conflict. It also provides for 
the mandatory declaration of any interest, which 
must be made annually or as soon as reasonably 
possible after the interest arises. 

The anti-bribery and anti-corruption policy 
prohibits facilitation payments, and our code of 
ethics prohibits political donations.

These policies, code of ethics, anti-bribery and 
gifts and entertainment policies, are published 
on our intranet. We also publish and display 
relevant articles and posters around our sites to further educate 
employees on corruption. Online learning (e-learning) for all 
employees above a specific management level is supported 
by training every two years. These ongoing initiatives are 
mandatory for all employees who might be at risk of corruption 
or bribery through the course of their work. 

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 where we operate. As a group, we 
act with integrity in everything we do and value our corporate 
reputation. We will not enter into any transactions that will 
compromise our commitment to comply with all tax laws, 
regulations and policies. 

We continuously endeavour to align our tax values and 
objectives to our corporate values and corporate social 
responsibility objectives.

Cyber security and protection of personal 
information
Tiger Brands has initiated a three-year programme from 2018 to 
assess and adapt its processes, policies and systems to comply 
with the requirements of the Protection of Personal Information 
Act 2013 (POPI) and the EU General Data Protection 

Regulation. The programme included training and awareness 
campaigns for the top 1 000 employees in the group (from 
executives to line managers) earlier this year. 

Our cybersecurity strategy includes rolling out controls to protect 
personal information. These initiatives are also being evaluated 
and adapted as the dynamic context of cybersecurity evolves to 
ensure that related risks are appropriately managed. 

The chief privacy officer is responsible for execution of the POPI 
programme and reports progress to the board risk committee, in 
line with the committee’s annual work plan.
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Sustainability

Site and 
facilities

To ensure that existing 
and future buildings 
will adhere to the 
principles of green 
building standards 
wherever possible.

Energy, 
emissions and 
transportation

To limit dependency on 
non-renewable energy 

resources.

Water
To be leaders of water 
stewardship through:

1. Self-sufficiency

2. Water quality, and

3. Promotion of water 
conservation

Waste
To decrease the 

volume of organic 
and inorganic waste 

produced on site.

To divert from landfill 
wherever possible.

Procurement 
and products

To prioritise the usage 
of products which are 
environmentally and 
socially responsible.

Environmental sustainability focus areas

Sustainable agriculture

As a leading food manufacturer, Tiger Brands is 
committed to sustainability. It is integral to our 
strategy to grow our business while ensuring a 
sustainable future by reducing our impact on the 
environment. We expect our suppliers to work with 
us to achieve our targets.

Our business depends on healthy ecosystems to produce 
sustainable supplies of wheat, maize, fruit, vegetables and other 
raw materials to create our iconic products used in millions of 
households daily.

However, the food system – globally and in South Africa – faces 
numerous challenges affecting individual farmers and the land 
they use. These complex challenges require solutions developed 
through coordinated efforts by governments, industry, and 
scientific and environmental experts. In South Africa, global 
challenges are exacerbated by local complexities – from drought 
to the need to transform the economy into a more representative 
base that includes land redistribution. This transformation process 
means smallholder farming communities need particular support 
to become viable enterprises.

We are using our company’s scale and presence, and 
working with experts, to make a positive impact on the farms, 
communities and environment where our main raw materials 
are grown. Refer to our smallholder producer programme 
on page 33. We are also actively driving change in our 
manufacturing processes and with our suppliers through our 
ethical sourcing policy. We are addressing key areas where 
we can have the most impact, such as in agriculture, requiring 
more transparency, and collaborating with our key suppliers 
and others to promote change so that sustainability becomes 
the accepted way to do business in key raw materials. 

We are consolidating codes and practices across our business 
units into a group standard for sustainable agriculture and 

livestock farming that will be based on key 
principles, including: 
 › Using pesticides and herbicides in crops: only AVCASA 
and BASOS accredited agriculturists are allowed to give 
active technical advice on registered chemicals and 
fertilizers. We are busy with the process to include the use 
of pesticides and herbicides in suppliers’ contracts and 
testing for chemical residues takes place.

 › Genetically modified (GM) crops and product labelling: 
our priority is to produce products that are safe, meet 
all regulatory requirements and fulfil our high standards 
for quality, for the ultimate benefit of our consumers. Our 
commitment to safety and quality includes all our food 
ingredients, whether produced from conventional crops 
or GM crops authorised by regulatory bodies. To address 
consumer perceptions, we select non-GM cultivars for 
vegetables where possible.

 › Biodiversity: environment-friendly chemicals are used where 
possible as part of an integrated pesticide management 
system to minimise the impact on the environment and 
ensure biodiversity. Crop rotation also prevents biodiversity 
loss. For example, good crop-rotation principles are 
applied in the vegetable supply chain by rotating between 
vegetables and grains. In summer rainfall areas, planting 
beans and groundnuts is also part of a crop-rotation system 
with maize. We are currently investigating the possibility of 
crop rotation for tomatoes in Venda.

 › Sustainable water management: learning from initiatives 
in the Western Cape (see page 39), the focus in 
irrigation management is on effective water use to ensure 
sustainability.
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Sustainability continued

 › Animal welfare: Tiger Brands adheres to recommended best 
practice in rearing, transporting and slaughtering livestock. 
At all times, the welfare of the animal supersedes commercial 
interest and our goal is humane treatment that ensures both a 
good quality of life and a quality end product. 

Tiger Brands is being audited as part of the hazard analysis and 
critical control points (HACCP) (see page 16) and environmental 
programmes. 

Research and development 
Packaging plays a vital role in delivering products to our 
consumers in a manner that preserves the integrity of the product 
while protecting their health and safety.

In recent years, the cost of raw materials has escalated 
significantly, with a direct impact on the costs of packaging. 
This in turn has required more efficient and sustainable 
packaging management. 

Extraction, location and processing can also contribute 
significantly to carbon emissions and the overall footprint of a 
product. Where possible, by lightweighting our packaging, we 
are significantly reducing carbon emissions and costs, while 
improving the lifecycle assessment of products. 

In summary, our packaging initiatives focus on:
 › Optimising costs
 › Lightweighting across all types of substrates
 › Innovative packaging that keeps each product’s contents intact 

and protected from contamination and infestation
 › Reduced primary, secondary and tertiary packaging

Tiger Brands supports government’s 

efforts to improve  

the health of  

South Africans,  

and we continue to work 

 towards 2019 compliance  

levels for salt.

 › Using recycled plastics where possible
 › Carefully investigating the use of biodegradable packaging
 › Replacing current non-recyclable substrates with recyclable 

alternatives
 › We support reduce, reuse and recycle packaging 

principles and the waste hierarchy.

To achieve our goals, we work in partnership with key suppliers 
and industry bodies.

Nutrition
In terms of nutrition, we focus on several key 
areas:
 › Reducing sugar content
 › Reducing salt content
 › Credible portion sizes 
 › Continuously improving the nutritional quality of our food 

and beverages
 › On pack nutrition information.
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Sustainability continued

Eat Well, Live Well has

130 000 
followers on Facebook

Consumer nutrition 
As a leading manufacturer, we are aware of the significant 
impact Tiger Brands has on the nutrition, health and well-being of 
consumers. We monitor advances in nutrition and broader health 
issues, including World Health Organization (WHO) and South 
African Department of Health public health concerns.

With malnutrition affecting a significant proportion of the 
populations we serve, we understand the important responsibility 
that comes with manufacturing staple foods like bread and maize 
meal, particularly to people in lower-income categories.

Guideline daily amounts and Eat Well, 
Live Well 
We are dedicated to helping consumers 
make better food choices so that 
healthy living becomes easier. In 
2009, we were the first South 
African company to voluntarily 
initiate the Eat Well, Live Well 
system that includes the guideline 
daily amount (GDA) table on a 
number of Tiger Brands products 
www.ewlw.co.za. The GDA 
notes the five nutrients that 
have an impact on non-
communicable and lifestyle 
conditions, such as heart 
disease, type 2 diabetes, 
obesity and some cancers. 

The GDA table allows the 
consumer to balance high-risk nutrients for the day, and make 
better food choices. The Eat Well, Live Well system has its own 
icon – only featured on products that constitute better food choices 
for overall health – and website, where consumers can learn about 
incorporating healthy eating into their lifestyle (www.ewlw.co.za). 
Consumers also have access to our nutritionist for further information 
or assistance.

Eat Well, Live Well is active on social media such as Facebook 
www.facebook.com/EatwellLivewellSA/, where consumers can 
interact with others and with the nutritionist. To date, we have 
over 130 000 followers. We continue to develop and evaluate 
products to meet the ‘better for you’ offerings, in line with the Eat 
Well, Live Well programme. 

Current examples of products meeting the programme’s 
stringent criteria include:
 › Albany: low GI variants, and 100% smooth wholegrain 

brown bread
 › Black Cat: no-sugar, no-salt variants
 › Fatti’s & Moni’s: high fibre variants
 › KOO: lite variants of tinned fruit.

We launched the Be Nutrient Wise system on the front of each 
pack. The Be Nutrient Wise logo alerts consumers to be mindful 
of guideline daily amounts (available in the GDA table) and thus 
monitor nutrients in their diet that increase the risk of a lifestyle or 
non-communicable disease.

Fortification
In line with 
South African 
regulations, we 
fortify staple foods 
such as brown 
bread wheat flour 
and white bread 
wheat flour (for bread 
manufacture) as well as 
maize meal. This means they are 
fortified with key vitamins and minerals, including vitamins A, 
B1, B2, B3, B6, B9 (folic acid), iron and zinc. Under pending 
regulatory changes, the amounts of these vitamins and minerals 
and the type of compound for iron has been amended to better 
meet micronutrient deficiencies. In addition, fortification will be 
extended to cake flour for the benefit of consumers. Once the 
new regulations are published, we will change the fortification for 
affected products to ensure compliance. 

In addition, we voluntarily enrich other 
products including breakfast cereals such 
as Morvite, certain Jungle cereals and 
Ace Instant with micronutrients that would 
otherwise be consumed in inadequate 
amounts in South African diets. Products 
are specifically developed to target 
certain requirements, for example Jungle 
Oatso Easy cereals are enriched with 
some B vitamins that assist in releasing 
energy from the foods we eat, while 
Morvite has been specifically developed 
with micronutrients that assist in supporting 
the immune function.

Sodium/salt reduction
Tiger Brands reduced salt levels in 2016 in 
affected food categories: bread, breakfast 
cereals, processed meats, savoury snacks, 
instant noodles and stock concentrates, to 
comply with South African regulations. These 
regulations target a further reduction for June 
2019 across the affected categories. 

Tiger Brands supports government’s efforts to 
improve the health of South Africans, and we 
continue to work towards 2019 compliance 
levels.

Taxation of sugar-sweetened 
beverages
In April 2018, a tax on sugar sweetened beverages, known as the 
health promotion levy, became effective. The legislation stipulated 
that all sweetened beverages would be subject to the tax, but a 
threshold was also introduced. The threshold of 4g per 100ml 
meant that all beverages containing more than 4g of sugar would 
be subject to the tax at a rate of 2,1c for every gram above 4g. 

Even though the announcement of the tax and its inclusion in 
legislation was only confirmed in February 2018, Tiger Brands 
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began implementation of the tax on time. This meant registration of 
affected facilities as per the South African Revenue Services (SARS) 
requirements as well as accounting for the number of products 
produced and sold prior to and post the implementation date. 
Tiger Brands continues to account accordingly and comply with 
SARS requirements to pay the tax.

We are also assessing the beverages portfolio for sugar content 
and lowering levels where feasible. This will mitigate the impact of 
the tax, and evolve this portfolio to a healthier offering, in line with 
government concerns.

Lifecycle assessment
The lifecycle assessment (LCA) evaluates the environmental impacts 
of all stages of a product’s life from cradle to grave (ie from raw 
material extraction through materials processing, manufacture, 
distribution, use, repair and maintenance, and disposal or 
recycling). LCAs help prevent a narrow outlook on environmental 
concerns by:
 › Compiling an inventory of relevant energy and material inputs 

as well as environmental releases
 › Evaluating potential impacts of identified inputs and releases
 › Interpreting the results for more informed decisions.

LCAs have been completed for a number of products. We 
consider a number of factors including affordability and 
convenience. In addressing these, we will introduce alternative 
packaging solutions for some of our most popular brands, 
although most are still predominantly in glass.

Quality and food safety 
In our business, quality and food safety are non-
negotiable. They are not just standards we measure and 
record, they are designed and embedded in everything 
we do – from farm to fork. This places consumer 
safety at the heart of every decision and action we take 
(see values on page 20 of the integrated report).

Our operational risk management approach toward 
quality and food safety ensures that we assess and 
mitigate factors that could potentially compromise 
our ingredients, packaging materials, manufacturing 
processes and finished products.

All our manufacturing sites conduct self-assessments 
against the Global Food Safety Initiative (GFSI) tool, as 
well as internal quality and food-safety standards. This 
is used to drive a culture of continuous improvement.

All our food factories are audited by an internal 
auditing body against the internationally recognised and 
independent Foundation for Food Safety Certification 
(FSSC22000), a GFSI-accredited scheme. 

We partner and collaborate with academia and industry 
experts for access to the latest research and trends 
to ensure our systems are sufficient to guarantee 
consistent quality and food safety. 

We expect all our suppliers and third-party 
manufacturing partners to live by the same standards 
that we set and measure ourselves against. In 2018, we 
launched our supplier quality management programme.

In the event that we learn about an issue in the 
marketplace that might compromise either the quality 
of a product or the safety of consumers, we act quickly 
and decisively. Risk assessments are conducted in 
collaboration with experts and all our stakeholders to 
withdraw and recall affected stock. Once product has 
been recalled, we conduct 
root cause analysis 
(RCA) to prevent a 
repeat. Learnings 
from the RCA 
are shared and 
driven across our 
manufacturing 
sites.
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Sustainability continued

Food safety

How Tiger Brands managed the 
listeriosis crisis – Case study
The recent listeriosis crisis had a significant 
impact on Tiger Brands and the South African 
consumer landscape at large. Given the 
ramifications of the outbreak, the need for 
improved food safety systems and regulation 
in South Africa – which can only be achieved 
through better co-ordination across all 
stakeholder groups – has been amplified.

Tiger Brands acknowledges that this was an extremely 

serious and highly emotional issue that has had tragic 

consequences. Throughout the crisis, primacy has been 

placed on the verification of information and facts so 

that South Africans can get to the bottom of the cause 

of the outbreak. At all times, our approach has been 

to deal with and comment on proven facts rather than 

speculative statements.

Listeria is a bacterium that is ever present in the world 

around us, and it exists naturally in soil, vegetation 

and water. Listeria monocytogenes is the species of 

pathogenic listeria bacteria that causes the infection 

listeriosis. The ST6 strain of Listeria monocytogenes 

has been linked to the recent listeriosis outbreak in 

South Africa. According to the Department of Health, 

90% of listeriosis cases have been linked to ST6 

specifically. Listeriosis is a serious, but treatable and 

preventable disease. ST6 was largely unknown in the 

South African food industry until the present listeriosis 

outbreak and there was no requirement to test 

products for its presence.

As context, it is important to note that Tiger Brands 

acted swiftly in the interest of the safety of consumers 

and withdrew all Value Added Meat Products (VAMP) 

from the trade and from consumer homes while we 

worked to get to the bottom of the Listeria detection 

at the Enterprise Foods Polokwane facility. Specifically, 

at approximately 12:35 on Sunday, 4 March 2018, Tiger 

Brands received a notification order from the National 

Consumer Commission (NCC), just prior to the Minister 

of Health’s press briefing, to conduct a national recall 

of three products – Enterprise Frankfurters, Enterprise 

Smoked Russians and Enterprise Polony. The company, 

prioritising consumer safety, elected to conduct a full 

national recall of all Enterprise Foods products as 

well as to suspend all VAMP operations (Germiston, 

Polokwane, Pretoria and the Clayville abattoir which 

provided raw materials) in order to thoroughly 

investigate the matter. Approximately 4 500 tons of 

product in total was destroyed following the recall. 

Tiger Brands worked closely with international and 

local experts in listeria management and engaged in 

thorough investigations and audits of all processes and 

raw material inputs. To date, these investigations have 

not yielded any clarity on how this strain of listeria 

could have entered our Polokwane facility, but our 

investigations are progressing and are ongoing.

Since the national recall, Polokwane and Germiston 

VAMP factories have undergone intense auditing 

and evaluation under the guidance of local and 

international listeria experts. Recommendations for 

improvements to further bolster the already rigorous 

food safety standards have been implemented by the 

company to ensure that all its facilities continue to 

operate at acceptable standards having regard to our 

prevailing knowledge and experience. Importantly, all 

VAMP staff have also undergone re-training to ensure 

that all health, safety and quality standards within the 

facilities are meticulously complied with. 

Enterprise Foods has 
developed a new 

7-step
quality check safety 
programme

Approximately 

4 500
tons of product was 
detroyed after the  
recall
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Sustainability continued

On 31 August 2018, the Ekurhuleni Department 

of Health provided the company with an official 

Certificate of Acceptability (R638 operating licence) 

after rigorous assessments of the company’s 

Enterprise Foods factory in Germiston, Gauteng were 

completed. On 12 October 2018 Tiger Brands reopened 

the Germiston Enterprise Foods factory and has begun 

producing ready-to-cook products, such as bacon 

and frozen sausages. The production of salami also 

commenced at this time.

The company will resume the production of ready-

to-eat chilled processed meats such as Polony and 

Russians once refurbishments at the Polokwane 

facility have been concluded and the necessary 

assessments have been completed by the Department 

of Health. However, the Enterprise Foods meat canning 

operation, which is a separate unit on the Polokwane 

site, re-commenced production on 12 September 

2018. A Certificate of Acceptability for this operation 

was issued by the Capricorn Municipality on 

31 August 2018. 

The VAMP factories have undergone refurbishments 

and deep cleaning processes at every level. Our 

facilities have been reconfigured in accordance 

with advice from experts and having regard to the 

knowledge we gained out of this experience. While we 

consider our old facilities to have been fully compliant 

with the then prevailing standards, we have now 

significantly improved them. 

The company acknowledges that much work must 

be done to earn back the trust of its consumers and 

all South Africans. In addition to the new industry 

safety standards for the production of ready-to-eat 

processed meats, Enterprise Foods has developed a 

new 7-step quality check safety programme to provide 

assurance of product safety to all its consumers. 

This programme ensures full transparency on how 

we produce our products. Importantly, verification is 

multi-pronged and internally and externally monitored. 

All the VAMP factories follow mandatory Hazard 

Analysis and Critical Control Points (HACCP) to ensure 

that they meet the required standards for meat 

processing.

Going forward
The company believes that there is a need to work 

collectively and with a strong multi-sectorial approach 

to prevent future outbreaks. At a country level, 

Tiger Brands has held advanced discussions with key 

stakeholders, including industry bodies and academia, 

for improved food safety assurance in South Africa. 

To bolster these efforts, Tiger Brands has partnered 

with the Stellenbosch University and is the founding 

member of the Centre for Food Safety.

The centre is a one-of-a-kind applied food science 

research consortium comprising of Stellenbosch 

University and the food industry itself. The centre will 

provide stakeholders with the opportunity to develop 

and exchange knowledge, experience, and expertise 

in food safety, food defence and food processing. 

Specifically, the Centre for Food Safety aims to provide 

expert opinion and academic support to the industry, 

contribute to the knowledge of research in food safety, 

and participate effectively with government to ensure 

that food safety regulations are based on sound 

scientific evidence. Additionally, the centre will provide 

industry research and will educate consumers. 

Tiger Brands believes that there 
is a need to work collectively 
and with a strong multi-
sectorial approach to prevent 
future outbreaks.

To stay updated on the most recent 
information on Listeria, please visit  
http://www.tigerbrands.com/listeria-
enterprise-foods-latest/
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Hygiene regulations
Regulations that specifically provide for the certification of 
food premises were amended post the Listeria outbreak, 
although a regulatory revision was in the pipeline prior to 
this event. The amended regulations require companies to 
reapply for a certificate of acceptability, but this will depend 
on complying to additional requirements such as the person in 
charge of the site having adequate knowledge of food safety. 

Our sites are ensuring compliance based on the published 
timeline. A valid certificate means that facilities are able to 
conduct food manufacture and processing as basic hygiene 
requirements are in place.

Processed meats compulsory specification, 
HACCP regulations and amended regulations 
on microbiological criteria
Post the Listeria outbreak, several government departments 
began amending and/or introducing new regulations on 
processed meat. The National Regulator for Compulsory 
Specifications (NRCS) introduced the draft compulsory 
specification for processed meats, the Department of Health 
introduced the amended HACCP (hazard analysis and 
critical control points) regulations and tabled a draft of 
microbiological criteria for various foods, including processed 
meat. 

HACCP regulations now make it compulsory for all processed 
meat facilities to have external certification by an accredited 
body. This is in line with other high-risk processing such as 
peanut butter manufacture, where this is also compulsory. 
The Tiger Brands processing facilities for processed meats 
complied with these requirements by the stipulated timeframe.

The Department of Health will consult on draft regulations for 
microbiological criteria as there were opposing comments. 
Once published, all affected foods, including ready-to-
eat processed meat, will need to comply. The NRCS will 
finalise the draft compulsory specification after processing 
all comments and, if finalised, this will require all processed 
meat facilities to have a NRCS licence post inspection by 
the authority.

Sustainable manufacturing
Tiger Brands is committed to operating as an environmentally 
responsible company and our operations adhere to all 
relevant environmental regulations. Managing operations 
in an environmentally and socially responsible manner – 
sustainable manufacturing – is a business imperative for the 
group. As a manufacturing company, we rely on energy and 
water for production, and water quality in particular is vital to 
product quality and consumer safety. We envision sustainable 
manufacturing as minimising the business risks inherent in any 
manufacturing operation while maximising the opportunities 
that arise from improving our processes and products.

Collaborating and engaging with stakeholders
The desire to contribute to a more sustainable world requires 
understanding, collaboration and action at many levels: 
by governments, companies, brands and customers. This 
drive also comes from consumers themselves, who want 
to understand the environmental impacts of their choices. 
In addition to our initiatives to reduce and manage our 
environmental impacts, we have intensified our participation 
in industry forums to help shape sustainable consumption 
standards, tools and best practices.

Each year, Tiger Brands voluntarily discloses its performance on 
carbon emissions and water management under CDP (formerly 
the Carbon Disclosure Project), which runs the global disclosure 
system that enables companies, cities, states and regions to 
measure and manage their environmental impacts. CDP is also 
a global standard that allows us to benchmark our performance 
against international peers and to learn from best practices.

In addition, Tiger Brands is a signatory to We Mean Business, 
committing to three categories flagged by 
CDP that are most relevant to our business:
 › Adopt a science-based emissions reduction 
target

Tiger Brands is committed to 
operating as an environmentally 
responsible company and our 
operations adhere to all relevant 
environmental regulations.
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Sustainability continued

 › Responsible corporate engagement on climate 
policy

 › Report climate change information in 
mainstream reports as a fiduciary duty.

We are also working with South Africa’s Council for Scientific 
and Industrial Research (CSIR) on assessments conducted by the 
National Cleaner Production Centre to enhance manufacturing 
industry competitiveness through resource efficiency and cleaner 
production.

In addition, we are a member of industry bodies such as the 
National Business Initiative, Manufacturing Circle, Business 
Leadership South Africa, Consumer Goods Council of South 
Africa, South African Agricultural Processors Association 
(SAAPA), South African Fruit and Vegetable Export Council 
(SAFVEC), South African Fruit Juice Association (SAFJA) and 
Business Unity South Africa (BUSA). Through these bodies, we 
support engagements with government on a variety of issues, 
including environmental legislation and sustainability topics.

We are committed to working with suppliers that are members of 
Roundtable on Sustainable Palm Oil (RSPO) to ensure sourcing 

and processing traceable and certified sustainable palm oil. 
Ensuring traceability guarantees that we know and trust the 
source of the palm oil. 

We are concerned about deforestation, loss of biodiversity, and 
the use of peat lands, all associated with palm oil production 
on plantations. We work with RSPO-certified suppliers that can 
improve on this global body’s existing principles and criteria to 
address these and other emerging issues.

Cocoa liquor and butter are important ingredients for our 
chocolate business. We only source from suppliers certified by 
Fairtrade and the Rainforest Alliance, ensuring our supply chains 
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Energy 

7%
Water 

7.5%
Waste 

8%
Packaging 

5%

FY18 to FY22 year-on-year improvement targets – reduction on FY16 as baseline

are anchored by the principles and standards of sustainable 
production.

Finally, we engage with government departments that have a 
bearing on our business and imminent legislative changes through 
facilitated discussion forums such as the World Wildlife Fund 
(WWF) and manufacturing industry debates.

Environmental management
At board level, the risk and sustainability committee provides 
strategic guidance and leadership on climate change and 
environmental issues, and oversees implementation and revision 
of our environmental policy. Operational execution of the strategy 
and management of the environmental system rests with the group 
manufacturing excellence department.

Our environmental policy statement was approved three years 
ago. In it, we commit to identifying environmental and climate-
change risks, taking action to address weaknesses, forging 
strong relationships with relevant stakeholders, developing and 
implementing a sustainability strategy, striving for continuous 
improvement, and reporting to the board through relevant 
committees. We also commit to set targets, and monitor, 
measure and report on our environmental scorecard against key 
performance indicators. The policy statement is available on 
the Tiger Brands intranet and website. Our manufacturing and 
distribution operations will conduct policy training for all relevant 
employees and suppliers.

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. By improving our environmental and social 
sustainability performance, we will generate economic benefits for 
stakeholders.

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 

management
 › Continuous improvement
 › Monitoring and performance measurement of systems.

Related training is conducted site by site after changes to the policy 
and procedures. In addition, training is part of each site’s induction 

programme, highlighting the requirements and responsibilities, and 
informing employees how to access policies and documents.

Logistics
We continue to refine our logistics network with selected partners 
to achieve cost efficiency and the highest standards of customer 
service. In FY18, our logistics improvement programme focused 
on leveraging our scale by introducing a logistics control tower 
and further integrating disparate networks to deliver cost savings 
of R70 million. 

While our supply chain draws on most of our capitals, its key 
impact is on natural capital. Our procurement strategies focus on 
ethical sourcing and the long-term sustainability of our processes. 
Over the past three years, we have focused on reducing this 
impact through specific initiatives.

In 2018, we:
 › Reviewed formulations to improve costs without affecting taste 

and quality 
 › Actively researched and expanded sourcing programmes in 

SADC (Southern African Development Community)
 › Continued support to develop domestic farmers.

An ethical sourcing policy was approved recently and will be 
implemented in 2019. It covers topics such as:
 › Sustainable palm oil
 › Sustainable cocoa sourcing
 › Conflict minerals
 › Human rights in the supply chain.

Future reports will address implementation and compliance to this 
policy by our suppliers and more detail on sourcing our products.

Tiger Brands is committed to supporting black economic 
empowerment and will prioritise 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. 

Sustainability continued
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Our people

Health and safety
Health and safety is a cornerstone of a successful 
and sustainable business. Reducing the risks of 
lost-time injuries and fatalities remains a priority of 
the group’s risk function. 

Highlights and lowlights 
 › 1 fatality in a route-to-market incident 
 › Group lost-time injury frequency rate (LTIFR) at 0,27 
 › Lost-time injuries (LTIs) down 14%. 

Our group health and safety policy stipulates our responsibility 
for maintaining productive workplaces by minimising the risk 
of accidents, injury and exposure to health hazards for our 
own people, associates and contractors. This responsibility 
is defined in operating standards throughout the group. Our 
manufacturing facilities follow the requirements and principles of 
the internationally recognised Occupational Health and Safety 
Assessment Series (OHSAS) 18001 standard as the framework 
of an effective system.

In FY19, our operations will work towards migrating to 
ISO 45001 as the world’s first occupational health and safety 
(OH&S) standard. This is an international standard that will 
provide a safe and healthy workplace for our workers and other 
people, reduce work-related injury and ill-health, and continually 
improve our OH&S performance.

Our health and safety roadmap commits the business to improve 
the way we manage risks and achieve high operational 
standards. Our focus is on improving safety through the positive 
behaviour of our people, facilities management practices and 
entrenching safe systems and procedures that drive operational 
and safe behavioural disciplines. The goal is to improve our 
LTIFR year on year. 

Our progress is summarised below:

FY16 FY17 FY18

Group 0,36 0,30 0,27

 

Safety performance
Our long-term success depends on ensuring the safety of our 
workers, visitors and contractors at our operations. Despite our 
diligent efforts to improve overall safety management, in FY18 
we regrettably recorded a fatality when an Albany Bakery 
employee, Mr Thulani Shoba, died on duty in a route-to-market 
incident in Durban. A murder case has been opened with the 
South African Police Service (SAPS) in Amanzimtoti. Our deepest 
condolences go to his family, friends and colleagues. 

Our multifaceted approach to the route-to-market risk includes 
improving vehicle safety and training Albany truck drivers on 
road safety as well as premeditated hijacking awareness. We 
continue to work closely with our communities, intelligence 
services and SAPS to curb the risk faced by our truck drivers and 
their assistants as they fulfil their duties.

Tiger Brands believes that accidents are preventable and 
therefore one lost-time injury is one too many. Group LTIs 
declined by 14% in FY18, shown below. While our Grains 
division has largely maintained its performance over the past 
three years, significant improvements in other divisions supported 
better performance at group level. 

LTI performance 

LTIs

FY16 FY17 FY18 Change

Group 162 123 106 -14%

Notably, four sites in the Grains division and seven in the 
Consumer division ended the period with an LTIFR of 0 – 
proving that our ultimate target of zero harm is attainable. 
To prevent LTIs, it is critical that behavioural and operational 
discipline, as the largest causes of injuries, are addressed. The 
risk department continues to work with site management teams 
to entrench behaviour-based safety and visible felt leadership, 
and to make safety a shared accountability. 

Training
We attribute the highest importance to people’s behaviour as the 
main factor in preventing LTIs. From analysing reported incidents 
in the review period, the root cause can be traced to someone’s 
behaviour every time. As such, we began rolling out a 
behaviour-based safety programme and index to our operations 
from the third quarter of FY18. 

We also continue to train and coach key employees on the job 
to build the required levels of safety expertise. Programmes run 
by internal and external safety, health and environment (SHE) 
specialists are focused on building capability in this field. To 
supplement formal training, we have self-auditing and peer-
auditing processes to advance our safety programme.

Occupational health 
Tiger Brands needs to comply with ethical and legal frameworks 
in all the countries where we operate. In South Africa, the 
legislative framework governing occupational health and safety 
spans:
 › Occupational Health and Safety Act 
 › Compensation of Occupational Injuries and Diseases Act
 › Food Safety Act
 › Employment Equity Act 
 › Basic Conditions of Employment Act 
 › Labour Relations Act 
 › Health Act: Dispensing and Clinic premises



Tiger Brands Limited Sustainability Report  2018 Page 21

The ultimate health risk management = integrated SHE excellence

Proposed maturity journey health risk management
Review of “current” –  to migrate all SHE risk under a SHE/SHEQ1 organisation
 › Occupational health reports to Safety/Risk

Initial evaluation

Embed new processes 
– improved procedures

Internal (inter-business 
audits)

External (certified 
occupational health 
– utilising OSHAS2 
standards)

Continuous improvement

Embed health risk 
management into 
daily operations

Audits
Health risk 

assessments at 
operations as KPILeadership

directionFramework
approved

Optimise organisation 
design for occupational 
health delivery from group 
to operations.

Rationalise – Service 
Provider contracts

Embed health risk 
management into ops for 
legal compliance

Introduce new processes

Develop and approval of 
group guidelines (Toolkits)

Standardisation of 
processes

Training and induction 
manuals 

Generate management 
data systems

Integrate S-H-R-E (safety, 
health, risk, environment)

Year 1 Year 2 Year 3

SHE MATURITY JOURNEY

Our people continued

1. SHE: Safety, Health, Environment. SHEQ: Safety, Health, Environment and Quality.
2. OSHAS: Occupational Health and Safety Management Systems

In the review period, site evaluations focused on occupational 
health and well-being were completed for several business 
units. This highlighted the need for a group occupational health 
programme that will include:
 › Health risk assessments in all operations to ensure hazard 
monitoring is risk-based

 › Defining the qualitative and quantitative surveys to be 
conducted for occupational health risk management

 › Scoping occupational health work deliverables while 
rationalising the health-service delivery across operations

 › Guidelines/toolkits for effective implementation of the 
occupational health programme.

This work will be underpinned by the occupational health 
framework plus health and safety maturity journey which 
are critical goals in FY19, outlined above.

Employee wellness
Our employee wellness support programme offers 24-hour 
telephonic counselling, and face-to-face professional counselling 
from psychologists, social workers, dieticians, biokineticists, and 
financial and legal advisers.

Our on-site clinic services include occupational health support, 
and limited primary healthcare, free to all permanent and 
temporary employees on-site. Our clinic in Ashton (Western 
Cape, South Africa) is also open to the community. Contracted 
services include an HIV/Aids management programme and 

a free advisory and counselling service for all permanent and 
temporary employees.

We also offer all South African employees membership of our 
in-house medical scheme for cost-effective comprehensive health 
cover.

Looking forward
We have made good progress in improving our safety 
performance. In the year ahead we will focus on addressing 
identified health and related safety risks by:

 › Implementing a health and safety strategic framework to 
maintain legal compliance

 › Rationalising multiple health service providers to minimise 
risk, standardise and manage costs 

 › Developing and implementing a group-wide occupational 
health programme that will include:

 • Health risk assessments in all operations to ensure risk-based  
  hazard monitoring 
• Guidelines/toolkits for effective implementation of the  
  occupational health programme
• Building capabilities in terms of the OHS Act and  
  implications of non-compliance
• Launching a standardised behaviour-based health  
  programme for the group.
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Our people continued

Security 
Route-to-market incidents are a key risk for Tiger 
Brands, characterised by violence and criminality. The 
South African logistics industry as a whole is facing an 
increase in road-related crimes, including hijackings, 
car theft and smash-and-grab incidents. More recently, 
the much more organised crime of truck hijackings has 
raised the level of risk. As security measures become 
more commonplace – tracking options, security escorts, 
task-specific policing units, faster communication 
methods and product marking, tracking and tracing – so 
the criminal methods, weapons and technology have 
evolved too.

In FY18, this trend continued, with 136 serious cases 
reported (2017: 97) and the tragic death on duty of an 
Albany Durban Bakery employee, Mr Thulani Shoba. 
A murder case was opened at Amanzimtoti SAPS.

Several risk-based initiatives were implemented in 
the Albany Bakery environment, in line with the group 
commitment to ensuring a safe working environment 
for our employees. Despite these measures, the upward 
trend in route-to-market incidents continues. Equally 
concerning is the military-style efficiency evident 
among these criminals. We continue to engage with 
local law enforcement agencies to forge partnerships in 
addressing this risk more effectively. 

High-risk routes have been identified and are being 
closely monitored. Through industry partnerships, we 

continue to build tactical 
awareness based on intelligence 
as a key component in assault-
driven risk. This will assist 
in building capability and 
skills in detecting, mitigating 
or reacting to criminal 
operations.

This risk obviously has a 
related, and rising, cost for 
the business. To optimise 
our investment in security, 
we are rationalising service 
providers, establishing key 
performance indicators, 
and ensuring security 
services are fit for 
purpose at all our supply 
chain operations. 

Our workforce
At Tiger Brands, our brands 
and our people are our biggest 
differentiators. We leverage on the 
talent and agility of our people to 
nourish and nurture more lives every 
day. As such, we continuously strive to 
create a great place for our diverse talent 
to thrive, grow and innovate.

Highlights

Invested

R60,5
million or 1,8%  
of total payroll on 
training

Built capability to equip 
six internal practitioners 
to deliver leadership 
and team assessments

Trained

1 200
employees on change 
resilience in our value-
added meat product 
division

Launched a bespoke 
mentorship and 
coaching framework

Challenge
Above-average number of new members being incorporated 
into the Tiger Brands’ team.

 › Integral to our business strategy is unleashing the power of 
our people. This means creating a great place to work that 
attracts, develops and retains talented people who deliver 
winning performance.

 › In the review period, we engaged our leaders and 
workforce to identify cultural barriers affecting our business 
performance. As an outcome, we have refreshed our values 
and defined our winning culture and behaviours that will 
support executing our business strategy and embedding our 
new operating model. 

 › Our winning culture provides clear direction for all our 
people on how we will collaborate as One Tiger Team 
to deliver winning performance and partner with our 
stakeholders in future.

People strategy
We aim to unleash the power of our people to enable business 
performance and execution of our business strategy. 

Our reviewed people strategy enables Tiger Brands to build 
a diverse talent base and core capabilities to deliver on our 
growth strategy; develop leadership capability and capacity to 
inspire winning performance; and create a great place to work 
with a culture to energise a One Team Tiger winning mind-set.
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Our people continued

Workforce
Workforce profile

African Indian Coloured White Disabled Permanent Temporary Total

Outside of South Africa

TotalPermanent Temporary

2018 8 397 700 985 695 14 10 777 5 963 16 740 571 297 17 608

2017 8 485 701 1 083 780 37 11 049 5 246 16 295 1 426 364 18 085

2016 8 437 720 1 120 831 72 11 109 3 689 14 798 2 012 4 664 21 474

2015 7 648 698 1 189 844 53 10 379 4 222 14 601 3 841 2 149 20 591

2014 6 536 726 1 153 838 69 9 253 4 537 13 790 3 673 1 671 19 134

2013 6 178 739 1 192 881 68 8 990 1 500 10 490 3 770 788 15 048

Our businesses use seasonal and casual workers for expected increases in production, such as processing ripe crops. In 2018, our 
temporary workforce represented 35% of our staff complement (2017: 31%).

While no formal commitment to local hiring is in place, in practice the vast majority of our workers are drawn from areas around our 
operations.

African
Indian

Coloured
White

African
Indian

Coloured
White

2018

78%

7%

6%
9%

2017

77%

6%

7%

10%

Workforce diversity profile

In line with our people strategy, 
key focus areas during the 
period included the attraction, 
acquisition and development of 
core capabilities. We reviewed our 
remuneration strategy to ensure it is 
competitive and that it rewards and 
recognises winning performance.

Our leaders were enabled to 
engage their teams to manage 
the transition to the new operating 
model and to align their business 
plans with our corporate strategy.

Building our diverse 
talent base  
We are building our pool of talent sustainably by concentrating 
on internal appointments and promotions while increasing our 
investment in training and development to build capability and 
strengthen the talent pipeline. Regular talent reviews ensure 
high-potential individuals are identified, development plans are 
agreed, and progress against agreed targets is tracked. During 
the period, a comprehensive group-wide talent review was 
conducted by function, with talent development actions identified 
to close any gaps. Performance and reward reviews were 
conducted in an integrated way, and performance calibrated 
across the group.

Key initiatives include a focused management trainee and 
leadership development programme. During the period, 16 
graduates joined Tiger Brands as trainees in various disciplines, 
more than double the number in the prior year.

Our aim is to deliver talent to the business ahead of demand, 
preferably by finding the right people with the right capabilities 
within the group.
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Our people continued

Key indicators FY18 FY17 FY16

Employee headcount 17 608 18 085 21 474

Female employees 3 637 3 532 3 910

Learnership participants 529 417 324

Skills development (Rm) 60,5 56,7 66,8

Total training as % of payroll 1,8 2,08 2,05

Overall staff turnover rate (%) 11,0 9,1 7,1

Retention rate of key talent (target 80%) 89% 91% 91%

We spent

R6,3
million on bursaries 
for 188 students

A total of

381
students have graduated 
from tertiary institutions 
since 2007

Developing core capabilities through the 
Tiger Brands Academy
In 2018, we invested R60,5 million (2017: R56,7 million) 
or 1,8% of total payroll on in-house training in South Africa, 
through the Tiger Brands Academy, as well as learnerships.
The Tiger Brands Academy is an internal development 
framework that develops core capability through virtual 
academies for the disciplines of supply chain, finance, customer, 
human resources and marketing. It also offers learnerships in 
manufacturing, logistics, supply chain and management.

Supply chain academy: shopfloor development: upskilling our 
shopfloor employees is a priority in the supply chain strategy. 

In 2018, 87 employees graduated with NQF-level 3 national 
certificates in food and beverage packaging, and stores and 
warehousing. A further 21 learners graduated with NQF 3 
national certificates in production technology. A thorough 
analysis across most manufacturing facilities informed 
development plans to 2022. In the new financial year, we will 
concentrate on artisan development across our facilities. 

Marketing: The School of Magic is an in-house learning 
programme aimed at developing employees in the discipline of 
marketing. With a successful track record spanning 15 years, 
this programme covers best-practice marketing techniques, 
thinking and processes in the business. The school is run over four 
modules as an integrated case study, culminating in real brand 
innovation and plans for actual products. Twenty employees 
from the marketing, customer and R&D functions completed the 
programme between May and September 2018. 

Finance: Tiger Brands was appointed by the South African 
Institute of Chartered Accountants (SAICA) as the accredited 
training office for its chartered accountant programme in 
October 2017. Two commerce accounting graduates with 
completed certificates in theory of accounting (CTA) were 
appointed in January 2018 and are on track to meet SAICA 
requirements. Two additional graduates have been recruited for 
the 2019 programme.

Bakeries: The new bakeries sales academy was established 
to build the core capabilities of our bakery sales staff. In FY18, 
110 staff participated in the bakeries’ sales development 
programme while 37 graduated from the industry baking 
training programme.

Workplace experience 
Unemployment is a significant challenge in South Africa, 
particularly among the country’s youth. Tiger Brands creates 
opportunities by providing workplace experience for selected 
candidates in food technology, engineering, marketing, 
production and operations. These students become a feeder 
pool for the graduate programme and other entry-level 
appointments: 558 people have completed the programme 
since 2008 and 143 have been employed by the business.

Developing our leaders 
Our aim is to have leaders with the right capabilities to drive our 
strategy and inspire people to deliver winning performances.

Our leadership competency model is aimed at developing 
great leaders who are committed to creating a great place to 
work while leading our people through challenges. The new 
operating model requires a significant change in behaviour that 
will, in turn, require high levels of collaboration, influencing both 
the capability and ability to lead through change. As such, the 
leadership competency model is being reviewed to ensure it 
aligns with our winning culture and refreshed values. 

During the year, our leaders attended various programme to 
equip them to be more effective in their roles. These included 
40 leaders attending the Making Great Leaders programme 
aimed at middle to senior leaders. Fifteen junior to middle 
leaders attended the crucial mentoring conversations programme 
to foster better mentorship practices in the organisation. 

External talent pool development 
programmes
We provide bursaries for the children of qualifying black 
employees. In 2018, we spent R6,3 million on bursaries for 
188 students (2017: R4,7 million and 198 respectively). A total 
of 381 students have graduated from tertiary institutions since 
2007 and 55 graduated in 2017.
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We also provided bursaries for two engineering students. 
After graduating, they are incorporated into our talent pool. 
This year, our second tranche of graduates joined Tiger 
Brands’ management trainee programme.

Creating a great place to work
This core component of our people strategy aims 
to create the conditions, culture and rewards 
to motivate our people to deliver winning 
performances. We believe this will drive 
an engaged and committed workforce and 
contribute to our success.  

The key focus for the year was on embedding 
the new operating model and the organisational 
structure required to execute the model. Accordingly, 
internal structures were reviewed and good progress 
made in populating organisational structures as per 
design. New capability was created in areas such as 
strategy, marketing, shopper insights, information and 
technology, digital marketing, and people management. 
As noted, critical vacancies in the executive leadership team 
were filled.

Understanding that successfully implementing both the 
model and organisational structure means new ways of 
working, a thoughtful change-management programme 
is helping our people to adapt. Focused workshops and 
engagement sessions are helping to embed the operating 
model and new ways of working.

During the period, we augmented the results of our Tiger pulse 
survey (conducted in 2016) by soliciting further feedback 
via a survey from 650 people across the organisation and 
engaged the top 80 leaders to agree priorities for improving 
performance in 2019. Employee engagements across most of 

our sites gave us insights into some of the barriers to business 
performance. The consolidated employee insights enabled us 
to define our winning culture and behaviours, and refresh our 
values, shown below. 
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Full freedom of  
association, with

62%
of staff belonging to unions

Rewarding winning performance
Despite the group’s financial performance being severely 
impacted by challenging socio-economic market dynamics 
and the Listeria outbreak in FY18, we sought to leverage the 
remuneration strategy to attract and retain key skills to support 
our business strategy. 

In a tough operating environment, the company succeeded in 
attracting key employees to further strengthen the Tiger Brands 
executive leadership team in certain business units, marketing, 
strategy and human resources. 

To ensure our remuneration policy remains competitive and 
fulfils the objective of attracting, motivating and retaining 
high-performing employees, pay scales and other elements of 
the remuneration mix were reviewed after considering market 
benchmarks and capabilities required to deliver the business 
strategy. Changes included:
 › Refining our approach to linking our annual execution plans 
directly with business strategy by ensuring the appropriate 
focus of our short-term incentive metrics on growth, 
efficiencies, people and sustainability  

 ›  Revising our market anchor point for guaranteed pay from 
the 50th to 65th percentile of the national market and 
implementing a pay-progression model to ensure we attract 
and motivate talent and core capabilities 

 ›  Increasing focus to address any unjustifiable pay inequities
 ›  Developing a clawback and malus policy to minimise risk
 › Revising long-term incentive performance metrics to align 
executive and shareholder interests.

Employee relations 
In fulfilling our strategic goal of creating a constructive, safe and 
fair working environment for all our people, our leaders engage 
directly with our people regularly to address issues of mutual 
interest. We also work closely with employee representatives 
and partner with trade unions to ensure everyone has a voice 
in matters that affect them daily. An employee relations centre of 
excellence has been established to strengthen the relationship 
between our leaders and employees, and facilitate a partnership 
with our trade union stakeholders.

Fourteen wage-negotiation cycles were settled across our sites in 
the period, and the balance will be concluded in the new year. 
An average settlement of 7,5% was achieved. 

Training programmes aimed at capacitating line managers and 
unions on labour law and related topics were rolled out. In 
addition, two-day pilot workshops were held at four sites aimed 
at understanding relationship, morale, operational and other 
challenges in the workplace.

To address the impact on jobs due to increasing automation, 
the company is providing technical skills training to operator-
level employees in anticipation of new technology, continuous 
improvement and future skills requirements.

Our employees have full freedom of association, with over 
62% belonging to unions (including three major industry unions). 
Site management and shop stewards meet monthly to address 
issues of mutual interest.

At each site, unions are represented on forums that monitor 
employment equity, skills development and other issues requiring 
management’s attention.

Clear communication between staff and management helps 
ensure disputes are resolved and grievances dealt with 
appropriately by all parties. Our disciplinary code is a guideline 
for all managers and employees to create a fair and equitable 
structure for dealing with misconduct.

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 Organization conventions, and relevant 
regulations in operating areas in Africa. 
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Transformation

Tiger Brands BBBEE scorecard

Available points 2017* 2017 2016 2015

Ownership 20 19,7 17,6 20,3

Management control 10 5,8 5,0 7,6

Employment equity 10 5,8 5,8 5,6

Skills development 20 17,0 15,7 12,9

Preferential procurement 20 16,6 18,7 19,2

Enterprise development 10 2,3 3,4 7,0

Socio-economic development 10 10,0 10,0 10,0

Total 100 77,0 76,1 82,6

Level 3 3 3

* Tiger Brands is measured against agriculture sector codes gazetted on 28 December 2012
Note: 2018 results will only be available after this report is finalised.

BBBEE ownership

%

Brimstone (a black empowerment investment company) 1,0

Tiger Brands Foundation 5,0

Employees Black Managers Trusts (BMT I and BMT II) 2,2

General staff trust 0,1

Thusani trusts (beneficiaries are children of black employees) 2,0

Effective black ownership (using the exclusion and modified flow-through principle) 35,3

Total black women 6,3

In South Africa, we support social transformation 
by advancing broad-based black economic 
empowerment (BBBEE) and other initiatives.

Challenge
 › Managing the impact of amended agri-BEE codes.

Tiger Brands is currently rated level 3 against the 
agriculture sector (agri-BEE) codes gazetted in 
December 2012, shown below. As these codes were 
gazetted after the group’s last verification, it will be 
measured against the amended codes in December 
2018. We are conducting our final verification, 
with the outcome available by 5 December 2018 
(therefore not in time for this report).  

Our internal assessment indicates that the group, 
measured against the amended codes, will temporarily drop 
to level 7 (discounted to level 8) given the new minimum 
requirements for priority elements (ownership, skills development, 
enterprise and supplier development).  

To align to the revised codes, we are developing 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 4 contributor 
status by 2022. The group transformation strategy will guide all 
activities towards this score.
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Over

55 600
high-quality, nutrient 
dense and fortified 
food packages 
distributed

Over

3 000
beneficiaries in crisis 
supported through 
our CSI and employee 
volunteerism 
programmes

30 000
direct and indirect 
beneficiaries reached 
monthly via the Tiger 
Brands food and 
nutrition support 
programme 

204
community 
members trained 
in food gardening 
and community 
education

Key indicators Rm 2018 2017 2016 2015

Total SED spend 30,0 35,0 23,0 24,2

Tiger Brands Foundation spend 28,7* 23,9* 19,0* 15,3

Beneficiaries reached 88 632 104 215 100 977 118 443
* For the foundation’s financial year to end February.

Our sustainability and our success are directly 
linked to the well-being of our communities. They 
are the source of our most valuable asset – our 
employees – and support our businesses by buying 
our products.

SED and CSI highlights
Spent R32,6 million on socio-economic development (SED) 
initiatives focused on:

 › Nutrition support programme
 › Beneficiary capacity building
 › Community and household food garden initiative
 › Community enterprise development
 › Customer, stakeholder and brand corporate social 
investment (CSI)

 › Employee volunteerism

Our approach
To fulfil our responsibility to contribute to the welfare of our 
communities, we revised our socio-economic development (SED) 
strategy to be more responsive to challenges. 

The new SED strategy is integrated into our business objectives 
and focused on real – and changing – community needs. In the 
spirit of stakeholder inclusivity (one of the key insights from the 
2017 stakeholder survey, detailed in FY17), our SED strategy 
has integrated national and societal challenges. This allows us 
to respond to real issues impacting communities.

In partnership with 
the Tiger Brands 
Foundation, we 
supported the 
development and 
distribution of 

15 000 
placemats and 
10 500 posters 
focused on nutrition 
education

FY18 snapshot 

In the review period, 
we committed 1,5% of 
net profit after tax, or 
R35 million, to 
community 
development. Due to 
cost savings, only 
R32,6 million was 
spent, achieving 
several milestones:

Our communities
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2018 investments Provinces Nature of support R000

Food and nutrition support programme
Gauteng, Mpumalanga,  
Western Cape, KZN,  
Limpopo, Eastern Cape, North West

Food donations 20 612

Customer, stakeholder and brand CSI All provinces Food and supplies 2 648

Employee volunteerism All provinces Food and supplies 597

Beneficiary capacity building,  
university, household and community  
food garden initiative

All provinces
Capacity building, training,
garden infrastructure and 
supplies

6 000

Nelson Mandela Children’s Hospital Gauteng Legacy 1 000

Site-specific community support Western Cape Training and supplies 1 760

Total 32 617
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Flagship: In-school breakfast programme

R174 million*
spent on the programme  

to date 
* Approximate for 2011 to 2018

94
no-fee schools across  

all nine provinces  
benefit

10
regional coordinators  

oversee smooth running at 
provincial level

38
kitchens constructed/

upgraded

Although food handlers are employed by the Department of Basic Education, they are paid a stipend by the Foundation.

65,2 million
warm nutritious breakfasts 

served since 2011

390+
jobs sustained for the 

community as food handlers, 
monitors and regional 

coordinators

347
food handlers and community 

stakeholders received 
CATHSSETA# accredited 

training in seven provinces 
# Culture, Art, Tourism, Hospitality, 

and Sport Sector Education and 
Training Authority

67 429
learners receive a nutritious 

breakfast every school 
morning

We’ve come a long way since 2011

Commitments for FY19
In 2018, we moved from philanthropy towards sustainable 
community investment. For 2019, we will accelerate this 
transition through a social mapping process in relevant 
communities to co-create sustainable programmes with real 
impact. In implementing more sustainable programmes, we 
are redirecting our food parcels to new beneficiaries as we 
focus on creating food-secure communities with better health 
through:
 › Food and nutrition – providing balanced food parcels to 
the neediest beneficiaries across South Africa by partnering 
with food-focused NGOs

 › Skills development – empowering communities with 
practical skills and resources to foster the transition from 
philanthropy to sustainable and long-term economic activity 

 › Community-based enterprise development – building 
community enterprises linked to our value chain, benefiting 
society and the planet sustainably

 › Cause and brand-related marketing – supporting brands 
to create social value by connecting with society for the 
benefit of both parties

 › Employee volunteerism – support Tiger Brands employees to 
engage in social causes that are close to their hearts and in 
communities where they live and work 

 › Tracking the impact of initiatives by implementing a 
robust monitoring and evaluation system, supported by 
appropriate NGO partner training.

Preferential procurement
Tiger Brands is committed to driving preferential-procurement 
practices and local-content requirements. In line with the agri-BEE 
codes, we provide a valuable procurement opportunity to drive 
social and economic transformation in South Africa. 

Preferential procurement has been integrated with daily business 
activities across the group, focused on procuring our goods 
and services from suppliers with favourable BBBEE credentials 
as well as black owned and black women owned enterprises. 
Preferential procurement planning is done annually to ensure we 
steadily improve our spending with these enterprises. 

This inclusive approach also ensures our requirements for the 
best-value package are met, comprising best price, quality, 
service and delivery performance.

We continue to focus our sourcing strategies to support 
suitably qualified BBBEE suppliers. Our procurement team has 
rationalised these strategies to deliver value to Tiger Brands, 
and meet transformation obligations. This includes ensuring 
that suppliers improve their BEE credentials. 
Within five years, we aim to get as close as possible to the 
40% target on this element in our BEE scorecard.

Transformation in the ingredients and agricultural categories 
remains slow due to the capital and skills needed to establish 
sustainable supply. Tiger Brands is actively engaging with 
suppliers to encourage transformation and identifying suitable 
BBBEE candidates for enterprise supplier development. 
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R1,5 billion with suppliers classified as 
qualifying small enterprises or exempt micro  
enterprises (QSE, EME)

R2,3 billion with suppliers that qualify as  
black owned

R1,5 billion with suppliers that qualify as  
black women owned

For FY18, Tiger Brands has spent

R12,0 billion
with BBBEE verified suppliers

  THIS INCLUDED:

Enterprise and supplier development
Tiger Brands is committed to enterprise and supplier 
development (ESD). Our aim is to develop the operational and 
financial capacity of black-owned and black women owned 
enterprises to become part of our value chain – from sourcing to 
distribution – as reliable and competent suppliers.

We have intentionally focused on developing black farmers, as 
agricultural procurement is at the heart of our supply chain. 

In the review period, we established an enterprise and supplier 
development office, mandated to develop and execute the Tiger 
Brands’ ESD strategy, unlock procurement opportunities for black 
enterprises and drive development of ESD programmes.

In the review period, we supported 58 black farmers. This included 
financial and non-financial support, agronomics and agrarian 
support, as well as business mentorship and 0% interest loans.

A total of 52 tomato farmers received financial and non-financial 
support and supplied Tiger Brands with 5 200 tons of tomatoes for 
the 2018 season. The tomato yield was impacted by pests and 
diseases, but Tiger Brands will continue to support the farmers.

Under our new smallholder farmer programme, six bean farmers 
were supported, enabling them to supply 70 tons beans for the 
2018 season.

With a total investment of R11 million, these farmers have been 
entrenched in our procurement chain. In turn, they created 
412 jobs, which included 194 female employees. The plan for 
2019 is to expand the smallholder farmer programme to other 
areas like wheat, sorghum and peanuts. 

An additional investment of R1,3 million was made in Khayelitsha 
Cookies, Cape Town, to commission a factory producing Purity 
baby rusks. Khayelitsha Cookies created 91 jobs, all of them 
women.
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phase. The winning district was Thabo Mofutsanyana in the 
Free State, which elected to invest its donation in tablets to 
replace current paper-based monitoring tools 

 › Provided a stipend of R550 per month for 367 food 
handlers, injecting over R2,4 million into vulnerable 
communities

 › Donated at least four more school kitchens (for schools 
identified by the department). These are being constructed 
in the Northern Cape, with a corporate funder, Western 
Cape and Gauteng, through the NSNP award.

In addition to these commitments, the Foundation has extended 
its impact with the following projects:
 › A food-handlers skills training programme accredited by 
the South African Qualifications Authority (SAQA) and 
welcomed by the Department of Basic Education. This 
was piloted in the Free State, and will give food handlers 
skills that will enhance their employability or provide 
opportunities for entrepreneurship after completing the 
nutrition programme.

 › Ensuring uniform food-preparation safety and hygiene 
standards by supplying the necessary equipment, supported 
by educational campaigns for kitchen employees as well 
as learners. Random hygiene testing in school kitchens has 
started and will become a standard practice in all schools 
partnering with the Foundation.

Commitments for FY19
 › Programme expansion: we will continue to approach 
corporate partners to expand the programme to no-fee 
schools in South Africa

 › Thought leadership: The Foundation aims to raise 
awareness and improve the impact of in-school breakfast 
programmes in South Africa through the following activities:

 • Host a learning forum with the University of Johannesburg to  
  engage with academic and public-sector thought leaders  
  on the impact of in-school breakfast programmes
 • Hold a conference focused on developing the skills of  
  principals in all partner schools 
 • Fund independent research on in-school breakfast and  
  nutrition in South Africa.
 › Community development projects: use our partnership with 

94 schools across the country to identify and implement 
sustainable community development projects to improve 
the lives of vulnerable learners in communities around those 
schools.

Tiger Brands Limited Sustainability Report  2018

Tiger Brands Foundation
The Tiger Brands Foundation was established in 2010 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.

In 2011, it implemented the first 
in-school breakfast programme in 
partnership with the Department of 
Basic Education’s national school 
nutrition programme (NSNP). From six primary schools in 
Alexandra, this has expanded to 94 schools in all provinces, 
providing the essential breakfast meal to around 67 500 learners. 
By September 2018, over 65 million breakfasts had been served 
to our country’s most vulnerable learners.

The programme is funded by a ‘trickle dividend’ equal to 
30% of dividends received from the Foundation’s 5% shareholding 
in Tiger Brands. This year, the foundation has invested heavily 
in re-engineering its structure and skills to continually improve 
its efficacy. We were honoured to have our initiatives selected 
as a case study for effective trust management by Intellidex 
(Understanding Empowerment Endowments, Intellidex, 2018). 
This shows that our efforts at building a lean and effective trust 
that impacts communities are being recognised.

Achieving our FY18 commitments
The Foundation honoured all its commitments for the review 
period:
 › Expanded its public-private partnership model for in-school 
nutrition, adding four schools and one corporate partner

 › Sponsored the first prize in the Department of Basic 
Education’s annual NSNP awards for best school and best 
district. For the best school, this means R450 000 towards 
a school kitchen and adoption onto our in-school breakfast 
feeding. The winning school in 2018 was Ratanda Primary 
School in Gauteng, where the breakfast programme is 
already operating and kitchen construction in planning 
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Environmental sustainability

Absolute electricity  
was up

2,7%
with a 3,4% increase 
in electrical intensity

Significant water 
savings achieved by 
our manufacturing 
facilities in the water-
stressed Western 
Cape

Absolute water use 
dropped

19,3%
and water intensity 
decreased 21,2%

Water tariffs for 
industrial/commercial 
use increased by

12–20%
12-20%, and by 38-45% 
in the Western Cape.

Environmental sustainability 

Highlights and lowlights

Tiger Brands’ role in driving environmental sustainability is 
becoming ever more important to the community around us 
and to the natural resources that serve us all. Our response 
is a strategic framework for environmental sustainability that 
drives continuous reduction in the impact of our operations by 
improving energy efficiency, reducing greenhouse gas (GHG) 
emissions, conserving water and striving for zero waste to 
landfill. 

FY18 performance
The environmental sustainability agenda, focus areas and targets 
are underpinned by a group sustainability strategy that requires 
our operations to concentrate on reducing our environmental 
footprint and avoid environmental accidents. In line with our 
commitment to a safe working environment and sustainable 
operations throughout the supply chain, specific environmental 
targets include:

 › Water reduction target for each unit 
in 2018 and 15% by 2021 

 › Waste to landfill down 24% by 
2021 from 2018 level, with 
yearly targets

 › Energy saving and CO2 emission-
reduction targets for each unit in 
2018 and 15% in total by 2021

 › 2021 packaging waste reduced 
by 15% from the 2018 baseline 

 › All production units to conduct 
ISO 14001 (2015 standard) 
audits and retain their ISO 14001 
certification.

Legislative developments
Calendar 2018 has seen ongoing impetus 
towards stringent controls and measures on 
environmental sustainability and corporate 
social responsibilities. Several national 
departments continue to develop policies 
and legislation to govern environmental 
performance and ensure organisations maintain 
their environmental integrity:

• Carbon tax bill: date of implementation postponed 
to 1 July 2019, as announced in the medium-term 
budget in October 2018. Over the next few months, 
the carbon budgeting system and carbon tax will be 
aligned by imposing a higher tax rate as a penalty 
for emissions exceeding the carbon budget.

• Draft climate change 
bill, published in June 
2018, provides for the 
effective management 
of inevitable climate-
change impacts. 
Proposals include 
enhancing adaptive 
capacity, strengthening 
resilience and 
reducing vulnerability 
to climate change. 
There is a view to 
build social, economic, 
and environmental 
resilience and develop 
an adequate national 
adaptation response in the context of the global 
climate-change response. The bill also calls 
for industry to make a fair contribution to the 
global effort to stabilise greenhouse gas (GHG) 
concentrations in the atmosphere.

• The minister (Department of Environmental Affairs, 
DEA) published a notice requiring the paper and 
packaging, electrical and electronics and lighting 
industries to submit industry waste management 
plans for approval. The notice primarily applied 
to ‘producers’ and ‘producer responsibility 
organisations’ (as a brand owner, Tiger Brands falls 
under the definition of producer). 

• Water restrictions were announced in July 2018, 
specifically for municipal water supply. 
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Environmental sustainability performance

Measure FY17 FY18

Intensity/ton Intensity/ton

Energy (kWh) 128,19 132,61

Water (kl) 2,12 1,67

Packaging (tons) 0,31 0,28

Waste (tons) 0,005 0,02

Carbon emissions CO2-e 0,24 0,23

Production output (tons) 2 395 809 2 378 278

Note: Waste increased due to the approximately 4 500 tons VAMP products incinerated. Lower production volumes affect intensity measures.  
         Please refer to our operational review in the integrated report.

From an environmental perspective, production was affected by:
 › Drought conditions prevented the production of tomato 
concentrate for tomato sauce

 › Reduced fruit intake given the drought in the Western Cape 
affected Langeberg & Ashton Foods

 › Value-added meat processing facilities closed for 10 months 
due to the Listeria outbreak detected in March.

Energy trends
Absolute energy use and intensity increased in FY18 for different 
reasons, apart from the usual challenges of operating multiple 
manufacturing plants at optimal levels. For example, each time 
the water supply was cut, the energy-intensive cleaning process 
had to be repeated before starting the production run. At our 
meat-processing plants, where production was halted for deep 
cleaning, boilers and cooling systems were still operating while 
construction and re-engineering work consumed energy. 
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Water trends
The reduction in absolute water use and water intensity in the 
review period is a combination of the group’s water-saving 
initiatives and increased pressure from municipalities to reduce 
water consumption.  

With external support by industry specialists through the National 
Cleaner Production Centre (NCPC) for some sites, our initiatives 
include using borehole water for new installations in FY18, leak-
detection regime, reusing water at different stages of production 
processes, water recovery for use in ablution facilities and boiler-
feed water.

The Western Cape faced severe drought in FY18. After recent 
rainfalls, the water levels in major dams of the provincial supply 
system, have improved. The province is now under level 5 
restrictions versus previous level 6 restrictions. These restrictions 
still impose a 40% usage reduction for commercial, industrial and 
non-residential water users (see the case study on page 39).

2017 2018

Measure Utilisation Rm Intensity (R/t) Utilisation Rm Intensity (R/t)

Energy 277 116,01 295 124,06

Water 78 32,72 69 28,75

Packaging 2 142 894,29 1 994 838,38

Waste 9,8 4,10 13,5 5,67

Production output (t) 2 395 809 2 378 278

Carbon emissions CO2-e 29 12,50 27 11,60

Environmental sustainability – financial perspective

FY18 financial overview
The table below summarises costs for energy, water, packaging 
and waste recycling plus waste disposal. Year on year, energy 
and waste intensities have increased slightly. The reported 
figures below include rate fluctuations absorbed in FY18. 
There have been increases in service fees for waste removal, 
municipal tariffs including effluent discharges.

Carbon emissions
In line with our stated target, FY18 carbon emissions dropped 
by 1,83%. While lower scope 1 emissions reduce potential 
carbon-tax implications for the group, industry still awaits the 
final carbon tax bill. Carbon tax is linked to other key policy 
documents still to be promulgated such as the national GHG 
reporting regulations, national pollution prevention plans, 
regulations for energy reporting, carbon offsets, and related 
incentives.
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Water 
Saving water in a drought-stricken province. Rain may have fallen‚ but farming in the Western Cape is still 
reeling from the impact of the worst drought in decades.

According to a July report from the World Wide Fund for Nature (WWF), and despite the best efforts of the 
country’s most efficient agricultural sectors, job losses now total 30 000 with an economic loss of nearly 
R6 billion and a 20% drop in exports.

The Western Cape is an important region for Tiger Brands, both in terms of its agriculture sector and our 
manufacturing units in the province. In the review period, these factories focused on saving water and 
progressing towards self-sufficiency in terms of water supply. After good rainfall in the main catchment 
areas, mid-October levels for dams supplying our factories were significantly higher than the prior year. 

Water levels – Western Cape

Dam 2018 % 2017 % Unit/area

Berg River 99 66 Paarl production facility

Brandvlei 61 33 Langeberg & Ashton Foods

Clanwilliam (Olifants River) 99 40 Lutzville production facility

Steenbras – lower 90 44
Cape Town and surrounding industry  

(Jungle breakfast foods; Jungle; bakery) 

Steenbras – upper 85 100

Theewaterskloof (Riviersonderend River) 58 27

Voelvlei 97 27

Wemmershoek 94 46

Total 86 48
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After the rains, day zero (the expected date when the province 
would have run out of water) has been moved out indefinitely 
and restrictions relaxed to level 5 from 1 October 2018. Level-5 
restrictions include lower tariffs and:

 › An increase in the personal water use limit from 50 to 
70 litres per day

 › Overall city water-use target reset from 450 million to 
500 million litres per day

 › Mandatory usage reduction for commercial, industrial and 
other non-residential water users relaxed from 45% to 40% 

 › Mandatory usage reduction for agricultural water users 
within the city lowered from 60% to 50%. 

Across our Western Cape sites, we have 
concentrated on initiatives to meet 

compliance limits and best protect 
scarce resources for the benefit of all 
stakeholders:

 › Monitoring and reporting 
consumption trends, City of Cape 
Town water status reports, levels 
and augmentation projects 
›  Communication: meetings 
with municipal representatives 
to establish key stakeholder 

relationships that will facilitate 
uninterrupted supply, and engage on 
anticipated water-shedding schedules. 

We also communicated daily 
with our employees 

on individual ways 
to save water, as 
well as company 
plans.

Water-savings initiatives at site level included:
 › Flow reduction at usage points 
 › Educating contractors entering the site
 › Prioritising leak detection
 › Fitting pressure-reducing valves 
 › Reusing water from washing fruit for first-stage cleaning of 
the facilities, retort cooling water for cleaning/washing, 
jar-washer water for ablutions 

 › Changing to dry vacuum pumps where possible, using no 
water for seal lubrication 

 › Source for washing cans changed from main water usage 
to water from cooling dam 

 › At Langeberg & Ashton, where the main fruit season 
ended in May, several initiatives supported the reduction in 
kilolitres per ton of product produced

 • Plans to keep apples in cold rooms should day zero  
  be activated 
 • Using water from mountain stream for boiler feed 
 • Using water from irrigation scheme to wet coal and  
  wash bins 
 • Harvesting rainwater for ablutions and boilers 
 • Investigating borehole projects in areas where the  
  water table was high
 • Stock-build in anticipation of day zero (prior to rainy  
  season)
 • Established alternate supply for certain products – importing  
  where possible, moving production to alternate sites less/ 
  not affected, or third-party manufacturers in Gauteng.
The net result was a reduction of our use by 19,3%.
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Performance review

Human capital

Components 2018

Total number of employees 11 348

Total number of contractors 1 590

Total number of employees and contractors 12 938

Percentage of employees and contractors 
operating in South Africa 93 %

Percentage of employees who are deemed 
Historically disadvantaged South Africans 
(HDSA)*

93.40%

Percentage of management deemed HDSA* 12,75%

Percentage of employees who are women 29,6%

Percentage of employees who are ‘permanent’ 87,7%

Percentage of employees who belong to a 
trade union (SA only) 59%

Employee turnover* 11%

Total number of person days lost due to 
industrial action (ie strike action) 0

Percentage of total person days lost due to 
industrial action – calculated or reported 0

*Excluding international

Skills development

Total number of employees trained in South 
Africa, including internal and external training 
interventions – skills development

4 288

Rand value of employee training spend (Rm) 
(South Africa) 22,6

Percentage of training spend in South Africa 99,8%

Investment in payroll training (Rm) 60,5

Percentage of total payroll part of training 1,8%

Employees trained in only our value-added 
meat products division, in addition to all other 
training across the group

1 200

Safety and health

Fatality in a route-to-market incident 1

Group lost-time incident frequency rate (LTIFR) 
on target 0,27

Lost-time injuries (LTIs) -14%
 
* The percentages are based on South African headcount only since  
   HDSA only applies to South Africa.

Performance review
Performance data
Natural capital

Components 2018

Energy use (kWh) (intensity/ton) 132,61  

Water use (kl)  (intensity/ton) 1,67

Increase in absolute electricity use 2,7%

Increase in electrical intensity 3,4%

Absolute water use decrease -19,3%

Water intensity decrease -21,23%

Water tariffs for industrial/commercial 
use increased, (38-45% increase in the 
Western Cape.) 

12-20%

Packaging (tons) 0,28

Waste (tons) 0,02

Carbon emissions CO2-e 0,23

Production output (tons) 2 378 278

Energy (Rm) 295

Water (Rm) 69

Packaging (Rm) 1 994

Waste (Rm) 13,5

Carbon emissions CO2-e  (Rm) 27
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Performance review continued

For the value added statement, please refer to the annual financial statements on www.tigerbrands.com

Social and relationship capital

Components 2018

Commitment to socio-economic development 
(SED), reaching over 88 000 beneficiaries. 
(Rm) (FY17: R35 million)

32

Spend on bursaries for 188 students (Rm) 
(2017: R4,7 million and 198 respectively) 6,3

BBBEE ownership

Brimstone (a black empowerment investment 
company) 1,0%

Tiger Brands Foundation 5,0%

Employees Black Managers Trusts (BMT I 
and BMT II) 2,2%

General staff trust 0,1%

Thusani trusts (beneficiaries are children of 
black employees) 2,0%

Effective black ownership (using the exclusion 
and modified flow-through principle) 35,3%

Total black women 6,3%

Tiger Brands has spent a total of  
R12,0 billion with BBBEE verified suppliers 
(Rbn)

12

Spend with suppliers classified as qualifying 
small enterprises or exempt micro enterprises 
(QSE, EME)  (Rbn)

1,5

Spend with suppliers that qualify as black 
owned (Rbn) 2,3

Spend with suppliers that qualify as black 
women owned (Rbn) 1,5

Enterprise and supplier development

Black farmers supported in the FY18 review 
period 58

Total investment of black farmers supported 
(Rm) 11

Jobs created 412

Number of female employees 194

Additional investment made in Khayelitsha 
Cookies (Rm) 1,3

Jobs created 91

Number of female employees 91

Our communities

High-quality, nutrient dense and fortified food 
packages distributed 55 600

Direct and indirect beneficiaries reached 
monthly via the Tiger Brands food and 
nutrition support programme 

30 000

Beneficiaries in crisis supported through our 
CSI and employee volunteerism programmes 3 000

Placements distributed in partnership with the 
Tiger Brands Foundation. (10 500 posters 
focused on nutrition education)

15 000

Community members trained in food 
gardening and community education 204
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Performance review continued

Social and relationship capital (continued)

Components 2018

2018 investments R000

Food and nutrition support programme 20 612

Customer, stakeholder and brand CSI 2 648

Employee volunteerism 597

Beneficiary capacity building, university, 
household and community food garden 
initiative

6 000

Nelson Mandela Children’s Hospital Trust 1 000

Site-specific community support 1 760

Total 32 617

Tiger Brands Foundation

Spend on the programme to date 
(approximate for 2011 to 2018) (Rm) 174

No-fee schools across all nine provinces 
benefit 94

Number of regional coordinators that 
oversee smooth running at provincial level 10

Kitchens constructed/upgraded 38

Learners that receive a nutritious breakfast 
every school morning 67 429

Warm nutritious breakfasts served since 
2011 65,2m

Jobs sustained for the community as food 
handlers, monitors and regional coordinators 390+

Food handlers and community stakeholders 
received CATHSSETA# accredited training 
in seven provinces. (#Culture, Art, Tourism, 
Hospitality, and Sport Sector Education and 
Training Authority)

347
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