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Continued market trends

Trend
Impact and implication for 
future value Our response

Future expectations, aligned focus areas 
and key enablers

Competitive landscape (continued)

Emergence and 
influence of food 
delivery 
aggregators

In both the local and UK 
market, there has been a 
proliferation of food delivery 
aggregators which offer 
consumers the convenience of 
ordering online, as well as 
options to compare menus, 
prices and reviews from a 
community of users.

This trend has afforded us 
opportunities and challenges 
in equal measure. Brands 
which have not previously 
offered delivery have 
benefited from the new 
income stream, whereas 
brands with existing delivery 
offerings have been required 
to hone their offering in the 
intensely competitive 
environment.

Industry participants continue to invest 
heavily in this market segment and we 
expect competition to intensify. We will 
continue to finetune our offering 
focusing on leading-edge technology.

E-commerce and 
technological 
advancements

Credit card usage and access 
to smartphones and the 
internet continue to grow, 
increasing the demand for 
seamless integration of 
brick-and-mortar stores with 
online retail and e-commerce.

Technology in store is also 
increasing, evidenced by 
digital menu boards, digital 
payment options and 
self-ordering terminals.

The rise of artificial intelligence 
and immersive technology, 
including augmented reality, 
will promote a shift from 
customisation to 
personalisation.

Consumer data has become a 
powerful brand currency.

We recognise that the 
restaurant of the future will 
use technology throughout 
the customer journey.

In this regard, we continued to 
upweight our technological 
capability in the digital and 
social media arenas, including 
faster delivery times and 
convenient online payments.

We also rolled out new 
innovations, including 
self-service terminals and 
delivery driver tracking, all 
aimed at improving the 
customer experience.

Communication and offers 
can be tailored based on 
consumers’ past behaviour – 
increasing their desire for 
personalised interaction rather 
than mass communication.

Our industry will continue to feature 
growing use of e-commerce and 
technology, and in our business the 
online offering will remain a key focus.

We are mindful of the need to 
continually upgrade our delivery and 
pre-ordering services, and evolve 
towards connecting better to customers 
in-store to offer customisable menus 
and dynamic pricing.

Our customer relationship management 
(CRM) programmes are constantly 
evolved using proprietary data to 
provide insight into our customers to 
enable us to communicate with them in 
a personalised manner.

We have in place a privacy policy and 
are extremely mindful of protecting the 
privacy of our customers’ data. We have 
robust systems to ensure their data 
remains secure and our systems are 
assessed regularly to test for 
appropriateness.

General trading environment and economic conditions

Constrained 
consumer 
discretionary spend 
and aggressive 
competitor pricing

There is intensified value 
scrutiny and heightened 
expectation of value.

We continued to review our 
menu price bands and portion 
sizes to ensure optimal value.

We expanded our loyalty 
offerings, rewards and value 
bundles, which were 
favourably received.

Weak consumer spend is expected to 
persist as rising unemployment, low 
wage inflation, higher living costs, and 
growing debt levels remain permanent 
features of the economy.

Our key drivers in this environment 
include our value offering (price, service 
and quality), menu innovation and 
compelling marketing and promotions.

SUSTAINABILITY CONTINUED
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Continued market trends

Trend
Impact and implication for 
future value Our response

Future expectations, aligned focus areas 
and key enablers

General trading environment and economic conditions (continued)

Low food inflation It is not feasible to implement 
above-inflation menu price 
increases in a weak demand, 
cash-strapped consumer 
environment.

We continued to leverage cost 
and productivity efficiencies 
throughout the business, and 
specifically in our supply chain 
operations, in an ongoing 
effort to support the 
profitability of our franchise 
partners.

It is unlikely that very low inflation, and 
in some instances, deflation, will be 
reversed in the short term. This will 
continue to apply intense margin 
pressure on the business and 
management’s key priority in this regard 
will be to ensure the business adjusts 
and grows in this environment.

Load shedding The inconvenience of load 
shedding impacts on 
consumer sentiment, as well 
as the ease of customers’ 
access to our stores. 
Regretfully, a lost sale 
opportunity in our industry 
cannot be regained at a later 
date. 

In our restaurants, year-on-
year sales are notably lower in 
stores where it is not practical 
to install generators and 
where operations cease for the 
duration of load shedding.

While the Manufacturing and 
Logistics operations switch to 
alternative power supplies, 
there are direct costs attached; 
furthermore, there are indirect 
costs which relate to delayed 
deliveries to the stores and lost 
sales for both parties.

Where practicable, generators 
are installed in stores and 
restaurants, but this is not 
possible in all locations.

Our Manufacturing and 
Logistics divisions doubled 
their use of generators during 
the period, impacting 
negatively on the Group’s 
carbon footprint.

Where possible, alternative 
energy supply has been 
investigated or installed in our 
operations and we will 
continue to explore 
opportunities to reduce our 
reliance on Eskom supply. 

Unstable power supply will remain a 
reality for the forthcoming two years at 
a minimum. This will have direct and 
indirect costs for the business and our 
franchise partners and is expected to 
impact on revenue and profitability.

Black Friday in 
November is now 
consistently one of 
the biggest trading 
weekends on the 
annual calendar

Consumers save specifically for 
this day/weekend, which 
impacts on spending patterns 
for the weeks prior to and 
following Black Friday.

Our restaurants in malls 
benefit from the collective 
shopping centre hype. 
Elsewhere in the network, we 
ensure our offering is geared 
to capitalise on the occasion. 
We are mindful to assist our 
franchise partners where 
possible to ensure predictable 
revenue flow over the period.

Given the perceived value associated with 
this event, it is anticipated that Black Friday 
will continue to grow in popularity. Our 
sales have consistently grown over the 
past few years and the benefits of 
participating are evident. Having gained 
several years of experience in this regard, 
we are well positioned to ensure that this 
weekend is a win-win for our franchise 
partners and customers.

SUSTAINABILITY CONTINUED
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SUSTAINABILITY CONTINUED

Emerging and/or growing market trends

Trend
Impact and implication for 
future value Our response

Future expectations, aligned focus areas 
and key enablers

Consumer behaviour

ESG activism Demand for ethical behaviour 
from both consumers and 
shareholders.

There is an increased focus on 
ESG issues (compliance with 
legislation, responsible 
sourcing, food security and the 
impact of behaviour on 
sustainability of the 
environment).

We are a responsible corporate 
citizen and are mindful of 
operational practices which 
may have a negative impact 
on our stakeholders and the 
environment in general.

We strive to comply 
meticulously with all industry 
and other related legislation.

We have also developed 
policies and committed to 
timeframes in regard to 
single-use plastic and 
packaging, as well as cage-free 
eggs. Across our business we 
strive to practise responsible 
use of non-renewable 
resources, reduce wastage of 
food and recycle where 
possible.

We anticipate consumer activism 
regarding the environment, specifically, 
to grow in this country, aligned with the 
global trend. We will continue to 
progress our sustainability initiatives.

We also expect healthier eating to 
remain a focus area for interest groups 
and we continue to conduct menu 
reviews, introduce a variety of healthier 
meal options on our standard and 
children’s menus and ensure we are 
compliant with all industry legislation 
regarding salt and sugar consumption.

We are mindful that institutional 
shareholders are under intense scrutiny 
with regard to their investments, and we 
strive to engage openly and transparently 
with investors and prospective investors 
regarding our policies and timeframes on 
ESG-related matters.

The reputation of 
brands is 
increasingly in the 
hands of the 
consumer

The growth of social media 
platforms provides a 
mouthpiece for consumers to 
publicly censure brands which 
fail to live up to expectations 
and promises.

Our franchise partners and 
management team are 
sensitised to reputational risk, 
and our control processes are 
designed to ensure we 
respond swiftly and effectively 
to pre-empt issues becoming 
crises.

South African consumers are under 
enormous socio-political and economic 
stress, and public discourse is often 
volatile and unpredictable. Protecting 
our good reputation and mitigating 
against potential brand taint are key 
operating imperatives – as illustrated by 
the inclusion of loss of reputation and 
brand damage as a top 10 risk in our 
risk assessment. 

http://famousbrands.co.za/iar2020/pdf/Our_sustainability_journey.pdf
http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
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Emerging and/or growing market trends (continued)

Trend
Impact and implication for 
future value Our response

Future expectations, aligned focus areas 
and key enablers

Consumer behaviour (continued)

The COVID-19 
global pandemic 
emerged post 
year-end, but given 
the unprecedented 
impact it will have 
on consumer 
behaviour and the 
industry landscape 
it is imperative to 
include it in this 
report.

The business has been 
severely impacted by trading 
restrictions implemented since 
the introduction of lockdown 
measures in our various 
markets. Although every effort 
has been made to flex the 
business model to optimise 
sales within the prescribed 
regulations, the negative 
impact on revenue has been 
significant.

The full long-term impact of 
the pandemic is uncertain, but 
in the short-term consumers 
are likely to favour delivery 
and collect offerings above 
sit-down service. This will have 
a notably adverse impact on 
our Signature brand portfolio. 

We anticipate that our 
operations will only return to 
some degree of normality 
once all trading restrictions are 
lifted in all of our markets.

Ensure compliance with 
COVID-19 global pandemic 
risk mitigating measures to 
provide reassurance to all 
stakeholders.

Support our franchise partners 
to flex their business models 
to adapt to changing 
consumer behaviour and 
spending patterns. Continue 
to innovate across the offering 
to capitalise on all 
opportunities for growth.

We anticipate the trading landscape 
and consumer behaviour will continue 
to evolve as the pandemic progresses. 
Our focus will be on adapting and 
adjusting the business to manage the 
impact of the crisis and pre-empt 
potential business risks, with strategies 
centered on recovery, rehabilitation and 
re-invention. The re-prioritisation of 
digital initiatives and innovations has 
also been expedited.




