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 Natural capital
Our Natural capital refers to the environmental resources we depend on to create economic and social value, including food products 
for preparation and sale, clean air and water, electricity, and gas and fuel.

Creating value
Our business model involves converting natural resources to create Financial capital and enhance our Social and Relationship capital. In 
doing so, there are unavoidable environmental impacts. Our environmental and climate change policy sets out our commitment to 
responsible practices and targets aimed at reducing our carbon footprint and contributing to a more sustainable environment for the 
benefit of all.

Input

Actions to enhance 
or mitigate out-
comes 2020 2019 

Outcome (value for 
stakeholders) 2020 2019 

High-quality raw 
materials

12 highly certified 
manufacturing plants 
process raw materials

Consistently safe, high-quality 
processed, branded food products for 
menu and brand-specific baskets for 
our franchise partners and customers

Proteins (tons) 14 258 13 810 Proteins (tons) 16 231 16 782
Dairy (tons) 58 002 54 912 Cheese (tons) 8 738 8 965
Grains (tons) 1 759 2 838 Ice cream (tons) 7 220 8 329
Vegetables (tons) 17 559 23 292 Bread products (tons) 3 182 3 608
Fruit concentrates (Kl) 468 420 Vegetable products (tons) 8 166 15 048
Coffee beans (tons) 1 097 1 098 Juice (tons) 1 778 2 466

Coffee (tons) 857 954
Sauces and spices (tons) 16 842 19 750

Water (Kl) Improved water use 
and effluent 
management 368 371 446 694

DCs and logistics 
fleet

10 DCs manage the 
logistics of supplying 
our restaurant network

Products delivered timeously and 
responsibly to our franchise partners 
and Company-owned restaurants

Energy consumed Ongoing review and 
implementation of 
energy-saving initiatives

Electricity (MWh) 30 734 30 651

Electricity generated 
by solar (MWh)

Optimisation of 
efficiencies in our 
logistics fleet and in line 
with volume growth

442 #

Offset consumption of non-
renewable energy supply

Diesel (Kl) 2 073 1 956 Distance travelled (km) 6 871 100 6 702 734
Petrol (Kl) 731 702 Product delivered (cases) 13 474 228 13 379 011

Paraffin (Kl) Conversion of 
paraffin-fuelled boilers 
to compressed natural 
gas 182 618 CO

2
 emissions (metric tons CO

2
e)

Liquefied petroleum 
gas (LPG) (tons)

Intensified focus on 
cleaner fuel and energy 
options 48 51 – Direct 21 688 28 658

Natural gas 
(Gigajoules) 35 696 18 742 – Indirect 31 963 29 661
Coal (tons) 4 667 7 764
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or mitigate out-
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Outcome (value for 
stakeholders) 2020 2019 

Packaging used in 
manufacturing plants

Maximising recycling 
opportunities for 
general waste

Packaging waste recycled

Cardboard boxes (m) 4.9 4.9 Cardboard and paper (tons) 761 604
Plastic bottles (m) 12.4 12.1 Plastic (tons) 110 149
Paper serviettes 
(tons) 634 556 Metal (tons) 62 67

General waste to landfill (tons) 1 685 1 427

#  Not measured in 2019.

Trade-offs

Our operations consume non-renewable resources and our emissions and waste have a negative impact on natural capitals. Regretfully, 
in light of Eskom’s frequent load shedding during the period, the use of back-up generators increased substantially.

By converting Natural capital into products and services, we add value to our other capitals. 

Through various green initiatives, we will continue to prioritise awareness around behaviour and usage of all utilities in all our 
operations. Our goal is to reduce the Group’s carbon footprint through more efficient use of Natural capital and better management of 
negative outputs. 

These initiatives are discussed in more detail in the Environmental report, which also contains an analysis of the Group’s current carbon 
footprint report. 

Goal: to create value while MINIMISING 
environmental impacts

VALUE CREATION PROCESS CONTINUED

http://famousbrands.co.za/iar2020/pdf/Environmental_report.pdf

