LEADERSHIP COMMENTARY CONTINUED

Operational review
Brands
Our Brands portfolio comprises our Leading brands and our Signature brands. The Leading (mainstream) brands portfolio is segmented
into Quick Service, Fast Casual and Casual Dining brands. Several of our Signature (niche) brands are JV partnerships with the founders
of the respective brands.
Our brands are represented through a network of 2 791 franchised and 107 Company-owned restaurants in SA, the AME region and the UK.

SA
Salient features

Leading brands

Segment revenue (%)
Like-for-like sales growth (%)
Operating margin (%)
Total number of restaurants
New restaurants opened
Number of restaurants revamped
Number of restaurants closed

Signature brands

2020

2019

2020

2019

80.4

83.7

19.6

16.3

3.5

2.9

(0.8)

(0.6)

57.4

61.1

12.0

12.8

2 290

2 244

151

158

81

125

11

32

260

238

2

5

34

53

17

20

Leading brands portfolio: Quick Service
Our Leading Quick Service brands are those that prioritise take away and delivery offerings. While these restaurants offer a limited
sit-down option, their focus is on quick service. The brands in this segment are: Steers, Debonairs Pizza, Fishaways and Milky Lane.
While Wakaberry and Giramundo remain part of the Leading brands’ results, they are not reported on and are in the final stages of
being rationalised.
The commentary which follows outlines the key developments and initiatives, awards and areas of future focus for each of our Leading
brands. We have also rated the performance of each brand in the review period against our FY2020 areas of focus and targets.
This rating is denoted as follows:

Full achievement
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Partial achievement
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Non-achievement

Areas of focus in
FY2020

Key developments
and initiatives

•

Continued to leverage the delivery capability

•

Intensified focus on the core offering and continued to grow the flame-grilled chicken offering

•

Steers competed successfully and grew market share in the robust burger category through strong
value promotions

•

The brand reported a higher transaction count and delivered double-digit, system-wide and
like-for-like sales

•

Innovations were developed on new menu items, including veggie burgers, and across key strategic
price bands

•

Profitability for franchise partners was enhanced though improved efficiencies in the supply chain

•

Digital screens were rolled out and are now available in 214 restaurants

Best of Pretoria Readers’ Choice Awards

Awards

•

Winner – takeaway burgers

•

Winner – takeaway chips

Best of Joburg Readers’ Choice Awards

What we will focus
on in FY2021

•

Winner – best chips

•

Grow the drive-thru format, supported by a re-engineered menu

•

Identify and innovate on better burger projects

•

Increase the contribution of third-party and own-delivery service

•

Continue to roll out the Khula format from the current footprint of 48 restaurants and also launch a
container format

•

Expand the roll out of self-service terminals and digital screens

617

662

Number of restaurants
in SA
2019: 600

Number of restaurants
in total
2019: 643
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Areas of focus in
FY2020

Key developments
and initiatives

•

Prioritised franchisee profitability through intensified cost management, menu engineering and
refining the delivery model

•

Drove sharing value through familiar favourites and innovative products and promotions

•

Retained leadership of the remote delivery space through entrenching the brand’s delivery USP

•

Focused on delivering unique customer experiences at every touchpoint

•
•

Debonairs Pizza opened its milestone 700th restaurant
The transaction count improved and market share was gained in the middle- and upper-income
segments through popular value offerings and sharing promotions

•

Recorded good system-wide and like-for-like sales growth, although own-delivery turnover
experienced pressure in an aggressively competitive market space

•

The new look and feel was rolled out to 73 restaurants

•

Invested further in innovative technology through key strategic projects including self-service
terminals, electric bicycles and central delivery services. Good results were achieved, with the
projects offering opportunities to improve customer experience and drive down costs

Sunday Times Top Brands Survey

Awards

Awarded second position in the Most Loved Quick Service restaurant (QSR) brand category – up from
third position in the previous year

What we will focus
on in FY2021

•

Drive market share through popular favourites and innovative new products

•

Continue to improve profitability for standard delivery restaurants

•

Invest in own-delivery technology and entrench leading position in the remote convenience arena
through the brand’s delivery app and online deals

•

Grow penetration of the lunchtime occasion

590

700

Number of restaurants
in SA
2019: 569

Number of restaurants
in total
2019: 672
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Areas of focus in
FY2020

Key developments
and initiatives

Awards

What we will focus
on in FY2021

•

Cautiously expanded the store footprint into favourable untapped markets with five new restaurants

•

Grew the online ordering platform and delivery offering

•

Leveraged the brand’s healthier positioning through innovative value-driven summer campaigns and
exploited opportunities in the sharing and additional occasions categories

•

Invested in TV advertising and a strong digital plan

•

Fishaways grew market share for the third consecutive year despite the continued decline in fish
segment category visits

•

35 restaurants were revamped to promote a consistent experience across the nationwide network

•

The introduction of menu items approved by the Heart and Stroke Foundation entrenched the
brand’s healthier choice positioning, while strong menu credentials regarding sustainable sourcing
and support for local communities also gained favour with discerning customers

•

Prioritised franchise partner profitability through tactical promotional offers and margin
management

•

Fishaways remains the only fish brand in SA with its own online ordering platform and continues to
grow its app user base

•

Own-delivery capability has been expanded to almost 90% of the network

•

AMASA Gold Digital Award for the most effective use of a small budget on digital media

•

Disruptive competitor promotions are anticipated and will be managed through clear promotional
strategies targeted across the consumer profile spectrum

•

The general decline in category visits is expected to continue and the brand will leverage its strong
loyal following through value propositions and promotional offerings

•

Further investment will be made in enhancing the brand’s delivery offering via third-party service
providers

•

Brand investment will be leveraged through TV advertising and across digital platforms via national
and regional campaigns

Number of restaurants
in SA
2019: 254

Number of restaurants
in total
2019: 266

252

261
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Areas of focus in
FY2020

Key developments
and initiatives

What we will focus
on in FY2021

•

Rolled out the new format NiceCream Cakes offering to ensure strategic growth of the brand

•

Prioritised menu innovations and promotional campaigns linked to key holiday periods with good
results

•

Continued to leverage the brand’s social media presence and always-on strategy across all relevant
technology channels

•

Milky Lane delivered good system-wide and like-for-like sales growth

•

The brand successfully launched the bespoke new-look store format at Montecasino, Gauteng

•

A hub-and-spoke business model was introduced to improve productivity, whereby in-store
downtime is used to create products for distribution to other points of purchase including mobile
carts, mobile solar panel power bikes, carry boxes and in-store display freezers. Based on favourable
trial results, the model was rolled out across the network in early March 2020

•

Continued innovation in products and points of purchase to improve appeal and access for
consumers

83

91

Number of restaurants
in SA
2019: 78

Number of restaurants
in total
2019: 85
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Leading brands portfolio: Casual Dining
Our Leading Casual Dining restaurant brands are those that offer patrons a full-service, sit-down experience. The brands in this
segment include: Wimpy, Mugg & Bean and Fego Caffé.

•
•
•

Areas of focus in
FY2020

•
•
•

•

Key developments
and initiatives

•
•
•

Advanced the dual strategy to grow the contribution from the lunch occasion (burgers and grills)
while maintaining leadership in the breakfast category
Positioned the brand for growth through leveraging sponsorships and strategic partnerships
Intensified capability for the rising demand for convenience through an improved delivery and
takeaway offering
Continued to utilise creative platforms, disruptive offers, additional media exposure and a strong
CRM focus to ensure continued success of our promotional campaigns
Launch a new App, Wimpy Rewards, offering customers a unique loyalty scheme
In the fiercely contested Casual Dining market, Wimpy retained market share after two years of
decline. A diversified marketing campaign across a range of mediums and strong value promotions
served to drive awareness and footfall
While in-store consumption comprises the majority of Wimpy’s revenue, good growth was reported
for take away and delivery sales, reflecting the introduction of relevant, customised menu offerings
Commendable progress was made in improving profitability for franchise partners through lower
input costs while maintaining quality and good value
The programme to drive down revamp costs resulted in 41 restaurants being converted to the new
look design; revamped restaurants continue to report improved results
The strategy to drive the Wimpy Kids contribution through effective promotions and in-store
experiences proved very successful, with a significant growth in kids’ parties

Best of Ekurhuleni Readers’ Choice Awards

Sunday Times Top Brands Survey

•
•

•

Winner – best spot to head for brunch
Winner – best place to get an English
breakfast

Best of Pretoria Readers’ Choice Awards

Awards

•

Winner – best place to get an English
breakfast

Best of Mbombela Readers’ Choice Awards

•

Third place for Best sit-down restaurant and
seventh place for Best fast food restaurant

APEX Award

•

Silver award for Double Double campaign and
Bronze Award for Grill Up Fill Up campaign

Loerie Awards

•

Finalist for Grill Up Fill Up TV campaign

Winner – best breakfast in town

Sunday Times Generation Next Award

What we will focus
on in FY2021

•

Fourth position for Coolest eat out place

•

Roll out mobile payment and mobile vouchers, which are currently in their infancy for the brand, but
offer good sales potential
Wimpy has embarked on a new strategic partnership with Momentum Multiply Health, as the exclusive
redemption partner for Momentum customers who achieve their weekly exercise goals. Initial results
indicate that this partnership could have strong sales benefits in the future
Continue to invest in digital technology, and following an unforeseen delay in FY2020, launch the
new app, Wimpy Rewards, introducing our customers to a unique loyalty scheme

•

•

Number of restaurants
in SA
2019: 467

Number of restaurants
in total (including UK)
2019: 559

464

556
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Areas of focus in
FY2020

Key developments
and initiatives

Awards

What we will focus
on in FY2021

100

•

Continued to optimise and align the flexible trading format model with relevant markets

•

Built on the good growth achieved in the Kaap Agri Fego Caffé To Go outlets

•

Leveraged the delivery offering with third-party service providers

•

Fego’s operating segment remained heavily overtraded, and consumer visits declined further across
the category

•

The strategic partnership with Kaap Agri continued to flourish, delivering solid sales growth

•

Despite the generally difficult environment, KwaZulu-Natal and Western Cape performed ahead of
other regions

•

In line with strategy, two new mobile coffee carts were launched in Gauteng

•

Good delivery sales growth was recorded, with partnerships with third-party aggregators extending
across the entire network

•

A national Barista Competition was conducted across the network, and the winner will represent the
brand at the national Speciality Coffee Association of SA’s competition in August 2020

•

Continue to ensure optimal alignment of the flexible trading format with markets across key
segments being malls, transit and captive environments

•

Enhance the custom locality marketing offers to franchise partners to optimise their returns

•

Continue to build on the brand’s menu innovations and coffee credentials
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38

39

Number of restaurants
in SA
2019: 34

Number of restaurants
in total
2019: 35

Areas of focus in
FY2020

Key developments
and initiatives

Awards

•

Rolled out the On The Move (OTM) offering in various formats

•

Invested in an always-on communication campaign, talking directly to consumers via CRM, outdoor,
digital and social media

•

Focused on third-party delivery, which is in its infancy for the brand

•

Leveraged the new training platform for employees to offer exceptional customer experiences

•

Drove the Generosity app

•

Continued to respond to customers’ evolving desires with our extension of healthier menu
alternatives and expansion of a vegan offering

•

Despite the fiercely competitive landscape, Mugg & Bean retained market share, primarily due to its
flexible formats which afford access across occasions and categories, including OTM, OTM Limited
Service and OTM Express Formats

•

Menu innovation and re-engineering resulted in improved efficiencies and profitability for franchise
partners and a more relevant menu for customers

•

The number of Generosity app users doubled and very strong sales were generated by this channel,

•

Expanded the partnership with Discovery with the launch of a bespoke Vitality Healthy Dining menu
offering. Redemption of Vitality Active Rewards continued to grow strongly

•

The OTM partnership with Total continued to gain momentum, delivering pleasing system-wide and
like-for-like growth

Best of Joburg Readers’ Choice Awards

Sunday Times Top Brands Survey

•

Winner – best coffee shop

•

•

Runner-up – best breakfast

Ask Afrika Icon Brands Survey

What we will focus
on in FY2021

Fourth in the Sit down restaurant (national)
category

Sunday Times Generation Next Awards

•

Second position – coolest eat out place (nationally
– all categories)

•

Winner – iced coffee (ready to drink)
category

•

The Generosity app will be leveraged to create a comprehensive CRM strategy

•

The OTM Limited Service and other aligned flexible format services will be rolled out across SA as
opportunities permit

•

Third-party delivery will remain a growth driver

•

The successful online training platform will continue to be developed to assist franchisees and their
teams to deliver enhanced customer service

236

270

Number of restaurants
in SA
2019: 227

Number of restaurants
in total
2019: 247
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Better for You awareness

E
S G

In the interests of our customers, and in line with the Department of Health's goal to assist South Africans to reduce obesity, our Leading
brands have implemented a range of initiatives to raise awareness of healthier eating. All Leading brands’ menus:
•

showcase a “Better for You” offering;

•

offer vegetarian and/or vegan options*; and

•

differentiate between sugar soda versus sugar-free soda; the sugar-free option being cheaper. Our TruFruit juice range has also been
reformulated to comply with beverage sugar legislation.

In addition:
•

full nutritional guidelines, including a list of allergens, are provided on our Leading brands’ websites to enable customers to make informed
choices.

With effect from October 2019 our Leading brands committed to providing information at point of sale to enable customers to make
informed meal choices and manage kilojoule intake. Fishaways was our first brand to publish a full calorie/kilojoule count for every item
on the menu, followed by Steers and NetCafé in April 2020. Debonairs Pizza and Mugg & Bean OTM are scheduled to follow in
October 2020.
Complementing the collective effort of our Leading brands, the individual brands have also implemented bespoke initiatives, as
outlined below.

• Images of beverages on menus are “no sugar” varieties;
• beverages containing sugar may be swopped out for bottled
water, at no extra cost;
• vegetarian and bunless burger meal options have been
introduced; and
• the Steers “upsell” concept previously promoted on menus
has been discontinued, to disincentivise upsizing of meals.

• The menu offering includes a Rustic Slim Fit Range of pizzas
made with reduced cheese and half the dough ball; and
• images of beverages on menus are “no sugar” varieties.

• The offering includes an Under-500-calorie menu, which
continues to be expanded, incorporating new vegetarian
options;
• images of beverages on menus are “no sugar” varieties; and
• for the first time, two Heart and Stroke Foundation-endorsed
meal options are available.

* This does not apply to Wakaberry and Giramundo menus.
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• Salads and vegetables are offered as a swop-out for chips on
the main menu, and the children’s menu offers vegetables as
a swop-out to chips. This alternative offering is promoted by
visuals on the menus;
• Coca-Cola No Sugar has been moved to the top of the
beverage menu, and still mineral water has been listed as a
beverage option; and
• fresh fruit salad has been added to the dessert menu.

• In partnership with Discovery Health, Mugg & Bean is
participating in a Vitality Healthy Dining initiative, represented
by a bespoke “Nutritious and Delicious” menu offering
promoting healthy and nutritious items;
• significant changes have also been made to the children’s
menu: vegetables or salad are offered as a swop-out for chips,
sweet potato fries as a swop-out for potato fries and grilled
chicken strips as a swop-out for crumbed chicken strips; and
• Coca-Cola No Sugar has been added to the menu and
bottled water is offered as a swop-out for soda, at no extra
cost.

Signature brands portfolio

Contribution to revenue (%)

Our Signature brands portfolio comprises a wide range of niche bespoke Casual Dining
offerings, including tashas, Turn ‘n Tender, PAUL, Vovo Telo, Mythos, NetCafé, Coffee
Couture, Salsa Mexican Grill, Lupa Osteria, Europa, Keg and House of Coffees.
Some of these brands are wholly owned, while others are JV partnerships* with the
founders of the respective brands.

2019: 25

12

Signature brands’ restaurant footprint
Brands

Europa
House of Coffees
Keg
Lupa Osteria*
Mythos
NetCafé
Coffee Couture
PAUL
Salsa Mexican Grill*
tashas*
Turn ’n Tender*
Vovo Telo
Catch
The Bread Basket

Total

2020

2019

SA

Total

SA

Total

6
1
4
13
13
33
14
2
14
18
21
12
0
0

6
1
4
13
13
33
14
2
14
25
22
12
0
0

9
2
6
12
15
31
14
1
13
18
20
13
2
2

9
2
6
12
15
31
14
1
13
24
21
13
2
2

151

159

158

165

88
2019: 75

JV partnership brands
Wholly owned Company brands

* Joint venture partnership.

During the review period, we exited two brands: The Bread Basket and Catch.

Performance summary
Our Signature brands operate in the overtraded, highly competitive Casual Dining
market segment and their performance for the review period reflects the difficulties
faced. Like-for-like sales for the year were flat, while system-wide sales growth was
constrained by the closure of 17 restaurants, 10 of which resulted from the portfolio
rationalisation strategy. In light of the subdued economic environment, the roll out of
new restaurants was necessarily conservative.
Lupa Osteria delivered the portfolio’s strongest like-for-like performance, largely
attributable to a menu and pricing review, followed by PAUL, which is well positioned to
appeal to the niche premium-end market segment, and the coffee brands which benefit
from strong strategic alliances with hospital partners, Netcare and Mediclinic.
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Signature brands portfolio (continued)
Performance summary (continued)
Areas of focus
in FY2020

• Continued to optimise the portfolio through rationalising underperforming brands and restaurants
and growing the footprint of brands which are scalable
• Drove margin growth
• Better aligned investment in resources with returns
• Where possible, upweighted brand awareness across all technology channels
• Continued to explore opportunities to develop and incubate new innovative brand concepts which
have the potential to be substantial brands

Key
developments
and initiatives

• Progress was made in re-engineering the central hub operating structure and costs
• The operating model was restructured to categorise similar brands into appropriate silos, being captive
markets (coffee brands), traditional markets (Salsa Mexican Grill, Lupa Osteria, Turn ‘n Tender and Mythos), and
luxury brands (PAUL and tashas)
• The enhanced delivery offering through third-party aggregators continued to deliver good sales growth
• The Group acquired a further 27% in Turn ‘n Tender from minority shareholders, bringing the total shareholding
in the business to 78%
• Significant success was achieved in reducing new store set-up costs

Awards
Best of Joburg Readers’ Choice Awards
• Winner of the Best Mexican restaurant category
Best of Pretoria Readers’ Choice Awards
• Winner of Best business lunch, Beat the budget
and Best new restaurant

Best of Joburg Readers’ Choice Awards
• Winner of Best Greek restaurant, Best outdoor
dining, Best business lunch, Best neighbourhood
restaurant
• Best of Pretoria and Ekurhuleni Readers’ Choice
Award for best Greek restaurant

Best of Ekurhuleni Readers’ Choice Award
• Winner of the Best Mexican restaurant
SA Council of Shopping Centres Award
• Best restaurant design won by the Menlyn Maine
restaurant

Best of Joburg Readers’ Choice
• Winner of Best French restaurant category

Best of Joburg Readers’ Choice Awards
• Winner of the Best breakfast and Best brunch
categories

Best of Joburg Readers’ Choice Awards
• Winner of Best steakhouse

BBC Food Awards (won by tashas Dubai and tashas
Flamingo Room)
• Best Breakfast and Best Mediterranean restaurant
Time Out Restaurant Award
• Best breakfast (tashas Abu Dhabi)
Harper’s Bazaar
• Best interior design award in the Middle East (Avli
by tashas)

Areas of focus
in FY2021

Best of Ekurhuleni Readers’ Choice Awards
• Winner of Best steakhouse and Best business
lunch
Best of Pretoria Readers’ Choice Awards
• Winner of Best steakhouse
Diners Club Platinum wine list award
International Business Excellence Award for Best
steakhouse restaurant of the year – SA

• Continue to optimise the portfolio to drive growth and ROI, including rationalising underperforming brands
and restaurants
• Expand the footprint of those brands which are scalable through franchised, and if required, Company-owned
stores in the short term to establish brand footprints
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AME
The Group trades in 16 countries in this region. Debonairs Pizza, Steers, Wimpy, Mugg & Bean and Mr Bigg’s contribute almost 93% of all
brand revenue in the AME. Other brands include Fishaways, Milky Lane, Fego Caffé, Keg and Europa.
Salient features

2020

2019

Segment revenue (R million)

314

273

Operating profit (R million)

55

22

17.5

System-wide sales growth (%)
Contribution to total Group systemwide Brands’ division sales (%)

Operating margin (%)

Salient features

2020

2019

322

326

Restaurants opened

28

29

7.9

Restaurants revamped/relocated

26

13

2.8

5.9

Restaurants closed

41

35

8.7

10.2

Number of corporate employees

74

56

Total number of restaurants

Solid system-wide and like-for-like sales were reported for the period, with 12 of the 16 markets recording positive system-wide sales
growth. Six of those delivered double-digit growth. Particularly strong performances were recorded by the operation in Botswana,
which benefited from an enhanced online ordering platform and improved efficiencies in input costs; in Kenya, where the market
remains very responsive to our brands and affords strong growth potential; and in Sudan, where Debonairs Pizza, the clear market
leader, continued to record good growth despite political and social unrest in the country.

Areas of focus
in FY2020

• Implemented a more direct approach to developing brands in the region, through establishing an
in-country team and investing in Company-owned outlets in key nodes in the Middle East and East
and West Africa
• Continued to expand strategic alliance partnerships, trialled new trading formats, strengthened
marketing capability and leveraged delivery offerings where appropriate

Key
developments
and initiatives

• Acquired the intellectual property rights for Mugg & Bean in the Middle East and took on master licensees in
the United Arab Emirates (UAE) and Saudi Arabia
• Signed a master license agreement with Oman Oil for the development of the Steers brand in Oman and
Saudi Arabia, as well as the Debonairs Pizza brand in Oman
• Signed a master license agreement for the development of the Debonairs Pizza brand in the UAE
• Opened the first Company-owned Debonairs Pizza outlet in Kenya
• Opened an office in Dubai dedicated to providing support to the Middle East master license partners
• Launched a new dark store (delivery only) format for Debonairs Pizza in the UAE
• Launched a dark store format for GBK in the UAE

Areas of focus
in FY2021

The primary goal is to grow system-wide turnover through the following initiatives:
• Entrench the Group’s successful deep and narrow strategy by investing in key markets and growing scale,
while rationalising non-performing markets, brands and stores which offer no growth or recovery potential
• Leverage new master license agreements in Oman, Saudi Arabia and the UAE
• Leverage strategic petroleum and other alliance partnerships
• Grow supply chain capability in the region where viable
• Develop and leverage in-country brand management teams
• The key markets identified for expansion include Kenya, Nigeria, Zambia, Botswana, Mauritius and Malawi
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UK
Our brand portfolio in the UK is segmented into Fast Casual (GBK) and Casual Dining (Wimpy).
Salient features

GBK

Wimpy

2020

2019

2020

2019

1 285

1 431

122

113

EBITDA operating profit (R million)

151

25

25

18

EBITDA operating margin (%)

11.7

1.8

20.6

16.3

62

70

67

67

Restaurants opened (UK)

–

–

2

1

Restaurants revamped

3

2

4

3

Restaurants closed*

8

25

2

12

49

53

14

13

Revenue (R million)

Total number of restaurants

Number of corporate employees

* The number of restaurants closed in 2019 and 2020 includes GBK UK restaurants which were closed prior to or as part of the CVA process.

67
Number of restaurants
2019: 67

Areas of focus in
FY2020

• Expanded the multi-partner delivery platforms across the estate
• Continued to roll out connection to the cloud across the network. All new and revamped restaurants
have installed cloud functionality, affording instant access to accurate sales data
• Ongoing review to ensure the portfolio is optimally structured and appealing to capitalise on growth
opportunities in the constrained economic environment

• Reported solid results based on two new restaurants, four revamps and an increase in the number of
stores offering delivery service. The delivery offering now makes a notable contribution to total revenue
Key developments and • The new look and feel store design continued to be well received and impact positively on sales in
post-revamp sites
initiatives
• The new menu, printed on recyclable material, was launched in June 2019 and has been very well
received by customers

What we will focus on
in FY2021
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• The subdued trading environment will continue to weigh heavily on performance, however, following
rationalisation of 12 underperforming stores in the prior year, and an ongoing revamp programme, the
portfolio is more optimally structured for growth. Expanding the delivery offering across the network
continues to offer opportunity for growth
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For the purposes of accurate and representative reporting, the information regarding GBK below outlines the performance for the
period under review. Additional commentary regarding events subsequent to the year-end is available in the CEO’s report.
Number of restaurants
in UK
2019: 70

62

Areas of focus in
FY2020

• In line with the stated goal to achieve profitability by FY2022, ongoing focus remained on progressing
the turnaround and stabilisation of the business
• Continued to strengthen the health of the brand through a focused approach on quality (product and
experience), targeted investment in refurbishments and online sales
• Leveraged opportunities to expand the multi-party delivery platform as consumers continued to
choose premium in-home experiences

Key developments
and initiatives

• Year-on-year sales continued to decline, aligned with the general trend across the industry. While online
delivery revenue grew, the solid performance was offset by weaker in-store sales in malls and on the
high street. System-wide sales (Sterling) were lower largely due to the closure of 25 stores in FY2019 as a
result of the CVA process, and a further eight during the review period. GBK UK and Ireland’s combined
like-for-like sales increased by 2.7% (2019: decrease of 4.2%)

What we will focus on • The business will be singularly focused on navigating its recovery following the impact of the COVID-19
global pandemic
in FY2021
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Supply chain
The Group’s supply chain comprises our Manufacturing and Logistics businesses, which are managed and measured independently.
The overriding feature of the period was persistently low food inflation, which placed pressure on these divisions to contain price
increases to support growth and profitability in the front-end Brands business.

Manufacturing
The majority of our manufacturing plants are wholly owned, but we also operate certain JV partnerships, as outlined in the
adjacent table.
Salient features*

2020

2019

Segment revenue (R million)
Segment operating profit (R million)
Operating margin (%)*
Capex (R million)

2 771
419
15.1
37

2 912
429
14.7
40

* The information in this table pertains to our South African operations.

Areas of focus in
FY2020

• Intensified the focus on efficiencies, reducing costs and increasing production volumes to drive
profitability across all plants. Good progress was achieved, although LBF continued to underperform
against targets
• The FY2020 capex approach was conservative and phased, aimed at unlocking capacity at among
others, the Cheese Company,
• Improved attainment of KPIs namely: quality, speed, cost, morale, safety, delivery and utility
consumption
• Increased volume production of chicken wings to meet the growing demand from our Meat Plant and
Cater Chain

Key
developments
and initiatives

• Total volumes for the business declined in light of lower demand levels, although certain plants performed
ahead of others (specifically the meat and cheese plants)
• We embedded the Group’s Manufacturing Way (a blueprint for plant management), focused on asset care
methodology, improved preventative maintenance schedules and generally ran more efficiently (including
improved productivity and process yields), with notable step-changes achieved in the bakery, sauce and spice
plant and LBF
• Successful closure of the Western Cape meat processing plant and relocation of production to the facilities at
Cater Chain and Midrand Campus
• Supply to the retail business (direct to consumers) remained a key component of the manufacturing strategy
• We invested R10 million in more efficient equipment to manufacture Debonairs Pizza toppings, resulting in an
improvement in process yield

Areas of focus in
FY2021

• Continue to review relevance and ROI of all manufacturing plants, and if appropriate, exit selected non-core
plants. A range of new capex projects have been identified to expand capability and enhance efficiencies.
These will be selectively implemented, pending the outcome of the pandemic on future cash reserves and
cash flow priorities. Projects include upgrading the bacon line for the brands, and further roll out of the
enhanced asset care programme to ensure plant reliability and agility
• Ongoing focus on enhancing efficiencies and reducing costs to improve sustainable profitability of the
business and franchise partners
• Continual review of asset care practices and ensuring maintenance capex focusing on safety and
environmental aspects
• Intensify focus on managing and reducing negative environmental impacts
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The goal to drive environmental awareness and reduce our carbon footprint was advanced through a range of initiatives:
• The Cater Chain boiler was converted from paraffin to gas, resulting in a marked reduction in the Group’s CO₂ emissions;
• more precise electricity and water metering was rolled out to all the major manufacturing sites;
• Coega Dairy implemented a solar project in November 2019; the 3 250 photovoltaic (PV) panels installed can generate up to 1.2 MW of
energy;
• our new DC in the Free State has a solar roof system that will contribute to reducing the carbon footprint; and
• water consumption was reduced by over 15% at the LBF plant through optimising water pressure settings and nozzle sizes.
All manufacturing plants continued to drive projects to improve their work practices across all key utilities. Where possible, machines
and equipment are switched off when not being used and on again just in time for use; fridge and freezer doors are securely closed at
all times and continual checks are done to identify leaks and unnecessary waste of utilities.
Disappointingly, as a result of Eskom’s frequent load shedding, use of back-up generators more than doubled year-on-year.

Manufacturing plant statistics
Plant

Product

2020

2019

Plant size
m2

Revenue
growth
year-onyear
(%)

Plant size
m2

Revenue
growth
year-onyear
(%)

Famous Brands Bakery Gauteng

Rolls and subs

1 065

(4.1)

1 065

3.7

Famous Brands Coffee Company^

Espresso and filter coffee and
powdered products

1 850

(7.7)

1 850

1.0

TruBev

Juice and water

1 650

33.9

1 650

8.7

Famous Brands Meat Plant

Beef and chicken patties, boerewors,
sausages and pizza toppings

6 045

6.2

6 045

8.4

905

0.2

75

15.1

8 950

15.2

8 950

(7.2)

2 970

(2.4)

2 970

2.9

^

Turn ’n Tender Central Kitchen

^

Cater Chain

^

Brand-specific, choice-cut meat
products
Beef, lamb, mutton, chicken and pork

Famous Brands sauce and spice plant Steers, Wimpy and Debonairs Pizza
sauces, sugar and seasoning sachets
Famous Brands ice cream plant

Soft serve, hard ice cream and
milkshake flavours

Famous Brands Fine Cheese
Company^

Mozzarella, cheese slices, cheddar
cheese and cheese spread

Famous Brands Great Bakery
Company^

Specialised breads, baked and frozen
products, pastries and confectionaries

LBF

French fries and other value-added
potato products

Famous Brands serviette plant

Serviettes

980

1.9

980

(4.7)

5 200

13.1

5 200

4.8

652

(9.5)

652

(4.8)

13 000

(23.3)

13 000

(11.9)

244

3.6

244

9.8

Coega Concentrate was sold with effect from 1 October 2019.
^
JV.
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Logistics
Salient features*

Segment revenue (R million)
Segment operating profit (R million)
Operating margin (%)
Number of trucks
% of cases delivered by owner drivers
Energy consumption (diesel, petrol, other) (L)
CO₂ emissions
Number of owner drivers
Capex (R million)

2020

2019

4 095
60
1.5
104
61
2 733 400
8 037
37
26

3 942
84
2.1
108
50
2 821 777
8 415.94
38
7

* The information in this table pertains to our South African operations.

Areas of focus
in FY2020

• Commissioned new DCs in the Free State and Western Cape within budget of R24.3 million and on time.
Deployed our warehouse management system in both regions, the benefits of which are beginning to
manifest through better information and improved efficiencies and controls within the operations
• Continued to plan for growth and reviewed and enhanced capacity, capability and efficiencies across our
10 DCs on an ongoing basis

Key
developments
and initiatives

• Expenses in the Centres of Excellence exceeded sales growth, primarily due to higher key input costs including
above-inflation wage costs and the strategic decision to support the front end of the business by containing
price increases
• Successfully took on previously outsourced retail distribution business
• Centralised the Logistics reporting function, focusing on operational efficiencies and cost reduction
• Installed more precise utility electrical meters in all DCs and implemented systems to facilitate daily utility
reporting and management
• Rolled out new software across all DCs for the efficient and effective management of health, safety and
environmental parameters
• Internal re-alignment of costs in terms of stock storage to mitigate off-site storage spend in the division,
• All DCs achieved either NOSA 3 (good) or 4 (very good) gradings at the first attempt
• Capex managed well and within budget

Areas of focus
in FY2021

• Continue to address capacity constraints with a planned investment programme in regional DCs (this will be
robustly reviewed in light of the COVID-19 global pandemic impact)
• Primary distribution costs have been de-linked from logistics. With effect from 1 March 2020, all of Famous
Brands’ manufacturing plants and third-party suppliers will offer delivered prices to regional DCs
• The division is in the process of benchmarking secondary distribution rates to the market, with a view to moving
to a rate per case margin for delivery, as opposed to the current method of a margin as a percentage of sales
• Benchmark logistics processes, costs and margins to market best practice to enhance efficiencies and reduce
operating costs to improve sustainable profitability of the business and franchise partners
• Continued focus on managing and reducing negative environmental impacts

Performance post year-end
The impact of the COVID-19 global pandemic has been extremely challenging for the supply chain businesses, which have been severely
affected by the total closure of our restaurants during the initial lockdown and subsequent restricted trading of restaurants thereafter.
In Level 5, while our retail operation continued to trade, Lamberts Bay Foods was our only manufacturing plant permitted to operate
given its ‘essential service provider’ status. In Level 4, only limited small-scale logistics and manufacturing services were required to
support our franchisees’ delivery-only trade. In Level 3, manufacturing and logistics operations will be ramped up in line with demand
from the franchise network. We anticipate that our operations will only return to some degree of normality once all trading restrictions
are lifted.
The full impact of the pandemic on this component of the business remains uncertain as the situation continues to evolve.
Management will continue to monitor and mitigate the risks where possible.
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Group associates
The Group holds strategic stakes in the following entities: UAC Restaurants Limited in Nigeria and By Word of Mouth, FoodConnect and
Sauce Advertising in SA.

limited

This business comprises the Mr Bigg’s and Debonairs Pizza brands in Nigeria, as well as a central kitchen (bakery and
manufacturing) and distribution component.

Shareholding owned by the Group: 49%

Areas of focus in
FY2020

• Continued to implement best practices across the Mr Bigg’s network to
improve operating standards and leverage growth opportunities
Stabilisation and consolidation remained the watch words for this brand
• Leveraged growth opportunities for Debonairs Pizza by gaining back lost
market share and expanding the brand’s presence

Key developments
and initiatives

• Weak trading conditions in Nigeria were worsened by the closure of land
borders, resulting in double-digit food inflation
• Significant store closures took place, primarily due to underperforming
franchised stores or non-viable sites
• Despite this context, solid system-wide and like-for-like growth (in Rand
terms) was reported
• Three new Company-owned stores were opened, including the flagship
combined Mr Bigg’s and Debonairs Pizza outlet in Lagos, and two
Mr Bigg’s restaurants, in line with the strategy to grow the Companyowned footprint
• Launched a new express format for Mr Bigg’s, which has traded well since
opening
• Capital investment in expanding the bakery’s bread production capacity
yielded very strong double-digit growth and grew the bread category
contribution to the central kitchen’s turnover

What we will focus
on in FY2021

• Continue to support and consolidate the operation to ensure it is
positioned for growth
• Develop and expand the Company-owned footprint to leverage
investments in the business

Mr Bigg’s
(2019: 93)

72
9
Debonairs Pizza
(2019: 8)
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BY WORD OF MOUTH

Shareholding owned by the Group: 49.9%

Nature of business

• Premium commercial catering and events company
• High-end home meal replacement offering through Frozen For You online and retail stores

Investment rationale

Affords the Group access to the food services leisure sector. In the longer term, opportunities exist to
enter the premium corporate market

Areas of focus in
FY2020

Finetuned the Frozen For You online and retail offering

Key developments
and initiatives

• The brand expanded its Frozen For You offering into the Western Cape, with a store in Constantia; we
also opened a further store in Gauteng, in the Morningside Shopping Centre as well as a store-withina-store concept at Tyrone Fruiterers in Parkview
• The traditional events and catering business remained under intense pressure in the review period
with the continued decline in spend in the premium events segment

What we will focus
on in FY2021

Further expansion of the Frozen For You offering in the Western Cape and Gauteng

Shareholding owned by the Group: 37%

Nature of business

Below-the-line advertising agency

Investment rationale

Enhances the Group’s marketing capabilities and leverages its marketing spend

Areas of focus in
FY2020

Improved IT capability to enhance all forms of digital marketing

Key developments
and initiatives

Partnered with a business specialising in enhancing the online presence of brands

What we will focus
on in FY2021

Continue to improve the business’s competence in digital marketing
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Food
Connect
Shareholding owned by the Group: 49%

Nature of business

• Sales and distribution business in the food and beverage sector
• Owns the rights to the Group’s Baltimore ice cream brand and distributes and sells the product on to third
parties

Investment rationale

• Contributes to the Group’s BBBEE rating (FoodConnect is a Level 2 BBBEE business in terms of
preferential procurement and ESD criteria)
• Affords the Group a strategic route-to-market

Areas of focus in
FY2020

Expanded listings of products to all regions in SA with focus on KwaZulu-Natal and the Eastern Cape

Key developments
and initiatives

Signed up as a distributor for a leading supplier of syrup products

What we will focus
on in FY2021

Continue to investigate opportunities for distribution in new product categories
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