
28 FAMOUS BRANDS Integrated Annual Report 2020

Message from the Chief Executive Officer

Dear stakeholder

The reports in this section provide insight into our approach to sustainability, which focuses on creating value for stakeholders and 
driving growth, underpinned by our core principles of growth, integrity, innovation, agility, speed, quality and humility. Our ability to 
create value for our stakeholders is supported by maintaining robust ethics, governance and risk management processes and 
structures.

The reports in this section include:

• our strategic focus and key material matters;

• our operating context, its implications for the business and our response;

• our key stakeholders, their interests and issues, and our response;

• the risks and opportunities our business faces;

• transformation in the business to date and our goals;

• an overview of our environmental approach;

• the sustainability journey of our brands; and

• our CSI activities in local communities.

In addition, the Remuneration report, which has taken into account the views and recommendations of some of our key stakeholders, 
contains enhanced disclosure regarding sustainability and governance measures. There is now greater focus on performance-related 
measures which are used to drive and evaluate the business, resulting in a better alignment of management incentives with 
shareholder interests. 

Our efforts to address social and environmental challenges and contribute to transformation in our business align with the United Nations’ 
Sustainable Development Goals (UN SDGs), which define global priorities and aspirations for 2030 in terms of sustainability by eliminating 
extreme poverty, protecting the planet and ensuring prosperity for all. We recognise these SDGs as being of vital importance to short, 
medium and long-term sustainability and a key driver of economic growth, whereas failure to address these goals will perpetuate social and 
economic instability.

We have identified the following SDGs to which we believe we can contribute the most and have the most impact on. In order to 
integrate the SDGs into our strategic approach, we mapped our material matters to the SDGs to determine which goals provide the 
greatest potential for impact and where the key opportunities lie in our business. Our contribution to the SDGs is largely determined by 
the changing landscape in our operating markets, as well as the interests and issues raised by our stakeholders.

SUSTAINABILITY 
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UN SDG

Goal Promote sustained, inclusive and 
sustainable economic growth, 
full and productive employment 
and decent work for all

Build resilient 
infrastructure, promote 
inclusive and 
sustainable 
industrialisation and 
foster innovation

Ensure sustainable 
consumption and 
production patterns 

Take urgent action to 
combat climate 
change and its 
impacts

Famous Brands’ 
related key 
strategic/
material matter

• Develop our people; ongoing 
commitment to transformation

• Enhance our financial 
performance

• Optimise capital management

• Lead in the 
categories we 
compete in

• Improve our 
operational 
efficiencies

• Enhance our 
financial 
performance

• Optimise capital 
management

• Ensure regulatory 
compliance

• Optimise capital 
management.

• Ensure regulatory 
compliance

Responsible 
member of 
Executive 
Committee 

Group Executive 
Committee  124

• Darren Hele

• Lebo Ntlha

• Jabulani Mahange

• Darren Hele

• Derrian Nadauld

• Andrew Mundell

• Adolf Fourie

• Philip Smith

• Norman Richards

• Darren Hele

• Norman Richards

• Ntando Ndaba

• Andrew Mundell

• Darren Hele

• Norman Richards

• Ntando Ndaba

• Andrew Mundell
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SUSTAINABILITY CONTINUED

Strategic focus areas and key enablers at a glance

Enabled by key strategic imperatives

Improving our 
operational 
efficiencies

Enhancing our 
financial 
performance

Prioritising our 
franchise 
partners

Developing our 
people; ongoing 
commitment to 
transformation

Leading in the 
categories we 
compete in

Optimising 
capital 
management

Ensuring 
regulatory 
compliance

Leading to
Innovative branded food 
services solutions

Mutually beneficial 
relationships with franchise 
partners

Unique consumer experiences Sustainable like-for-like growth

Vision 2017 – 2020
To be the leading innovative branded franchised and food services business in SA and selected 

international markets by 2020
Vision achieved by end date. Global headwinds dictated a review

Vision fine-tuned 2021 – 2023
To be the leading innovative branded franchised and food services business in SA and selected markets

Three-year roadmap constructed: customer inspired, brand led and supported by the back-end value chain

Strategy
To grow our business in a sustainable manner and create value for all stakeholders

Strategic intent
Grow capability and capacity to deliver unique customer experiences in the branded franchised  

and food services space

* Includes IFRS 16 impact.

Revenue

é 1%

R7.8 billion
Operating profit

é 8%*

R912 million
HEPS

é 32%*

417 cents
Operating profit margin

11.7%*

Resulting in
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Strategy and key strategic material matters

Our overriding goal to grow our business in a sustainable manner, creating value for all our 
stakeholders, requires us to make strategic decisions to enhance and preserve all our capitals.

This report seeks to explain how the execution of our strategy created value over the past year. It illustrates how our key strategic 
objectives address our primary risks and how we measure our performance against achieving our strategies.

Our approach to our key strategic business matters is outlined below.

MonitorReportRespondPrioritiseIdentify

Relevant information is 
identified from Board 
and Exco meetings, 

engagement with key 
management and 

stakeholders, industry 
developments and 

regulations, economic 
research and pertinent 

media reports.

Strategic material 
matters are prioritised 

based on our risk 
appetite and tolerance 

framework.

We evaluate the 
potential impact and 
implement strategies 

to either mitigate 
against negative 

outcomes or pursue 
opportunities.

We provide updates at 
our regular Board and 

sub-committee 
meetings, in 

shareholder reports, in 
formal communication 

with employees and 
through interactions 

with regulatory/
industry authorities.

We continuously 
monitor and evaluate 

against KPIs, competitor 
activities and 

in consultation with 
stakeholders.
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 Improve our operational efficiencies 
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Risks and opportunities 

Related risks Impact on capitals

Why it matters

To ensure long-term sustainability of the business and 
achieve our goal of being the leading innovative branded 
food services business in our markets, we need to ensure 
optimal use of the capitals available to us.

Impact on 
stakeholders

Franchise partners, customers and prospective customers, 
suppliers and business partners, employees, shareholders, 
market analysts and prospective investors.

Key stakeholders

KPI
• Revenue growth

• Operating profit growth

Remuneration report

Scorecard by strategic matter 
We measure management’s delivery on our strategic material matters using KPIs that are aligned to our remuneration structure.

Three-year trend

SUSTAINABILITY CONTINUED

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Key_stakeholders.pdf
http://famousbrands.co.za/iar2020/pdf/Remuneration_and_Implementation_report.pdf
http://famousbrands.co.za/iar2020/pdf/Remuneration_and_Implementation_report.pdf
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  Enhance our financial performance 

1  7  

Risks and opportunities

Related risks
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Impact on capitals

Why it matters

• We are intent on growing capability, capacity and scale across 
manufacturing, branded franchised and food services spaces.

• Trading conditions in all of the Group’s markets are extremely 
challenging. We need to make strategic choices to ensure our 
business is optimally structured to be efficient, competitive, 
achieve our benchmarks and meet the expectations of our 
stakeholders.

Impact on 
stakeholders

Franchise partners, suppliers and business partners, employees, 
shareholders, market analysts and prospective investors.

Key stakeholders

KPI

• HEPS

• ROCE

• Total shareholder return (TSR)

Remuneration report

Three-year trend

SUSTAINABILITY CONTINUED

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Key_stakeholders.pdf
http://famousbrands.co.za/iar2020/pdf/Remuneration_and_Implementation_report.pdf
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 Lead in the categories we compete in 

2  3  4  9  

Risks and opportunities

Related risks

 

Impact on capitals

Why it matters

• We are passionate about unique consumer experiences, 
through innovation, flawless execution and continuous 
improvement

• The food services industry is an exceptionally competitive 
one. In the current subdued consumer spend environment, 
local and international operators compete aggressively for a 
share of the limited wallet, and in some cases, for survival. To 
promote the Group’s continued success, we need to ensure 
our brands are differentiated through their unwavering 
appeal to customers

Impact on 
stakeholders

Franchise partners, suppliers and business partners, 
employees, shareholders, market analysts and prospective 
investors.

Key stakeholders

KPI
• Internal research metrics, and

• like-for-like sales growth.

Remuneration report

Three-year trend

SUSTAINABILITY CONTINUED
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http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Key_stakeholders.pdf
http://famousbrands.co.za/iar2020/pdf/Remuneration_and_Implementation_report.pdf
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  Prioritise our franchise partners 

3  4  5  6  9  10  

Risks and opportunities

Related risksWhy it matters We are obsessed with being close to our trading partners 
because they are vital to the success of our business

Impact on 
stakeholders

Franchise partners, customers and prospective customers, 
suppliers and business partners, employees, shareholders, 
market analysts and prospective investors

Key stakeholders

KPI

Regular interactions are concluded with the national 
franchise forums for each brand and associated metrics are 
evaluated

These metrics are strategic and hence not disclosed   

Impact on capitals

 Ensure regulatory compliance 

2  3  8  

Risks and opportunities

Related risks
Why it matters

We are mindful that compliance with all relevant regulations 
and good relationships with industry authorities enhances 
our capitals and improves our reputation as a responsible 
corporate citizen among our stakeholders

Impact on 
stakeholders

Government and regulators, customers and prospective 
consumers, shareholders, market analysts and prospective 
investors

Key stakeholders Impact on capitals

SUSTAINABILITY CONTINUED

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Key_stakeholders.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Key_stakeholders.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
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 Develop our people; ongoing commitment to transformation 

Failure to develop our people and 
commit to ongoing transformation 
will impact negatively on our good 
relationships with them and have an 
adverse effect on the business and 
its growth objectives.

Related risks

  

Impact on capitals

Why it matters

• We are a team of results-oriented people, characterised 
by a unique high-performance culture

• Human capital is considered a core corporate asset at 
Famous Brands, with the calibre of our people being a key 
ingredient to our success. Mutually beneficial relationships 
result from ensuring our people are developed, recognised 
and rewarded appropriately

Impact on 
stakeholders

Employees, trade unions, government and regulators.

Key stakeholders

KPI

• Annual morale engagement survey

• Training conducted and completed

• BBBEE rating

Remuneration report 2018 2019 2020

Employee engagement 
survey  (%)

72
74

73

Three-year trend

SUSTAINABILITY CONTINUED

2017 2018 2019 
Level 7

2020
Level 4

Non-compliant Compliant

BBBEE score

http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Key_stakeholders.pdf
http://famousbrands.co.za/iar2020/pdf/Remuneration_and_Implementation_report.pdf
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Three-year trend

  Optimise capital management 

1  7  

Risks and opportunities

Related risks
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Impact on capitals

Why it matters

• We are focused on organic and acquisitive growth in SA and 
other selected markets

• Following a series of acquisitions in FY2017, the Group’s capital 
structure includes debt as a permanent feature. We need to 
ensure that capital is deployed optimally to meet operational 
requirements, service debt, fund future growth and pay 
distributions to shareholders when appropriate

Impact on 
stakeholders

Shareholders, market analysts and prospective investors; 
funding institutions.

Key stakeholders

KPI
Net debt:earnings before interest, taxation, depreciation and 
amortisation (EBITDA).

Remuneration report

SUSTAINABILITY CONTINUED

* Excludes IFRS 16 lease liabilities

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Key_stakeholders.pdf
http://famousbrands.co.za/iar2020/pdf/Remuneration_and_Implementation_report.pdf
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Operating context
Our ability to deliver on our strategy to grow our business sustainably and create value for all stakeholders is affected by the context in 
which we operate.

The period under review was characterised by

• economic and political uncertainty across our trading markets which subdued consumer sentiment;

• constrained consumer discretionary spend;

• keen competitor activity and low food inflation, which intensified margin pressure on operators; and

• country-specific adversities in SA including load shedding, service delivery protests and ratings downgrades. 

These conditions influenced our key strategic material matters, namely to:

Improve our 
operational 
efficiencies

Develop our 
people; ongoing 
commitment to 
transformation

Enhance our 
financial 
performance

Optimise capital 
management

Lead in the 
categories we 
compete in

Prioritise our 
franchise  
partners

Ensure regulatory 
compliance

Continued market trends

Trend
Impact and implication for 
future value Our response

Future expectations, aligned focus areas 
and key enablers

Consumer behaviour

Decline in average 
frequency of 
customer visits 
over the past three 
years

Decline in revenue and 
increased margin pressure 
experienced by franchisees in 
aggressive price and 
promotions environment.

We continued to ensure 
accessible offerings across the 
value/price spectrum.

Disposable income will remain 
constrained in the short to medium 
term.

Continued improvement of operational 
efficiencies will assist in maintaining 
margins. Leveraging our category 
leadership and competing vigorously in 
the market will drive revenue growth 
and market share gain.

Time-poor Demand for convenience and 
ease of access has resulted in a 
reduction in footfall in 
medium and major malls and 
a significant expansion of 
online ordering and delivery 
offerings.

• Rolled out smaller format 
convenience-centred 
outlets

• Expanded into new outlying 
markets

• Upweighted our online and 
home delivery offering and 
expertise

Home meal replacement will remain a 
key trend for consumers seeking 
convenience.

Growing urban 
commuter numbers

Out-of-home consumption 
has increased.

Our sites are located at 
consumer hubs, including 
transit sites and we continue 
to develop and roll out 
convenient formats.

Increasingly, the younger populace will 
commute to urban areas. We will 
continue to evolve our offering to 
capture a share of this growing market.

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

In-store experience 
is key – driven by 
social media

There is increased customer 
focus on store design, 
furnishings, add-ons (Wi-Fi), 
in-store displays, etc.

Our store designs and revamp 
programmes are aimed at 
remaining relevant and 
contemporary and growing 
our appeal to the millennial 
market.

The role of social media and influencers 
will continue to gain foothold among 
younger generations and our focus will 
be on ensuring our brands deliver on 
their expectations.

Dining trends

Traditional meal 
times blurring

This blur is evidenced by 
all-day breakfasts and 
snacking.

Our brands remain vigilant of 
emerging trends and 
opportunities to win over 
consumers and menu 
innovation remains a key 
focus.

We anticipate that consumers will 
become increasingly demanding in the 
limited discretionary spend 
environment. 

Our primary goal will be to continue to 
deliver an unrivalled offering in terms of 
quality, service and price, and by 
ensuring we are accessible to customers 
across every brand, format and channel.

Return to simple, 
“honest” and 
authentic cuisine

There is a demand for fresher/
healthier and more elegant 
simplified food and 
ingredients.

Our niche Signature brands 
are deliberately positioned to 
capitalise on this trend.

Eating out is being 
redefined, as 
at-home dining 
becomes an 
occasion due to 
increased 
accessibility of 
online ordering/ 
delivery across the 
category, growth of 
pre-prepared meal 
delivery services 
and delivery of 
alcohol

In-restaurant dining may 
decline; therefore, brands 
must ensure they are 
accessible on all platforms.

We upweighted our online 
ordering and home delivery 
offering to include Signature 
brands and launched our 
Frozen For You home meal 
replacement offering.

Competitive landscape

Consolidation and 
closure of industry 
competitors

While the entry of imported 
brands reframed consumers’ 
expectations, enticing them to 
seek out untried offerings, 
following an initial frenzy, the 
market has recalibrated and 
consumers have gravitated 
back to tried and tested 
offerings.

In the face of increased 
competition from international 
operators, we continued to 
focus on our core 
competencies and refrained 
from being distracted by 
short-term trends.

We were rewarded by our 
loyal customers and 
succeeded in gaining market 
share.

The industry remains extremely 
competitive as operators strive to 
survive in the weak economy. We are 
committed to ensuring the 
sustainability of our brands and 
franchise partners, and unrelenting 
effort is made to offer an optimal 
solution to our customers and 
restaurant network.

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

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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SUSTAINABILITY CONTINUED

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.
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Key stakeholders
Our stakeholders are those individuals or 
organisations that have an impact on, or 
are affected by, our operations.

We believe that good relationships with 
our stakeholders underpin our ability to 
create value for them in the short, 
medium and long term. In line with the 
inclusive approach recommended by 
King IV, we strive to engage 
constructively with our stakeholders to 
understand their interests and concerns, 
and address these where possible.

Identifying our priority 
stakeholders
We have used the following criteria to 
prioritise the relative importance of the 
wide range of individuals and 
organisations that have a stake in our 
Company:
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Group’s impact on the stakeholder

Very high impact

High impact

Medium impact
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6

5

7
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• Our dependence on the stakeholders’ 
support to achieve our strategic goals;

• the stakeholder’s influence on our 
organisational performance;

• the significance of the issues linking 
the stakeholders to the Group; and

• the risks we face should we not engage 
constructively with stakeholders.

Evaluating the quality of 
relationships with our 
stakeholders
This evaluation is based on our internal 
assessment of our relationships.

 No existing relationship

 Relationship exists but requires  
 substantial effort to improve

 Relationship established,   
 generates value, but can be   
 improved

 Mutually beneficial, good   
 relationship, some opportunity  
 for improvement

 Strong, mutually beneficial   
 relationship

Nature of engagement
Our engagement strategies are based on 
the degree to which our stakeholders 
impact on us, our impact on them and 
the degree to which we interact with 
them:

 
Work closely

 
Engage

Stakeholder relationship impact assessment

Measuring the impact of our stakeholders
1. Shareholders, market analysts and prospective investors
2. Funding institutions
3. Franchise partners
4. Customers and prospective customers
5. Civil society and communities
6. Suppliers and business partners
7. Employees
8. Trade unions
9. Government and regulators

SUSTAINABILITY CONTINUED
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1. Shareholders, market analysts and prospective investors

Engage

Stakeholder role: Provide Financial capital for growth

Their primary interest and our goal: Solid investment proposition and sustainable growth

Board/Exco member accountable: Darren Hele and Lebo Ntlha

How we engage

• JSE Stock Exchange News Service (SENS)
announcements

• Media releases

• IAR

• AGM

• Company’s website

• Results presentation

• One-on-one interactions with investors and
prospective investors

Interests and issues raised

• Return on invested capital

• Regular dividend payments

• Sustainable earnings growth

• Judicious capital allocation

• Corporate governance, ethical and competent
leadership

Our strategic response and future focus

• Management has extensive experience in our
industry

• The Long-Term Incentive (LTI) Plan and other
remuneration and reward structures serve to align
management’s interests with those of shareholders

• Management has a judicious approach to gearing
in line with ensuring an appropriate capital
structure

• Management endeavours to lead by example, and
through behaviour and policies instil good
corporate governance practices throughout the
business

Key risks

1 3 6 7 9

Deterioration of investor confidence

Capital 

UN SDG

Key strategic 
material matter

Opportunities

By clearly and regularly 
communicating our investment 
case and delivering on our 
strategy, we build confidence in 
management and the business’s 
investment potential

SUSTAINABILITY CONTINUED

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Message_from_the_Chief_Executive_Officer.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
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Key risks

1 6 7 9

Breach of debt covenants 
and undertakings to the 
primary lender

Capital 

Key strategic 
material matter

Opportunities

By demonstrating our 
commitment to meeting our 
funding obligations, we will 
foster supportive long-term 
relationships

2. Funding institutions

Engage

Stakeholder role: Provide Financial capital for growth and facilitate balance sheet support

Their primary interest and our goal: Responsible capital management

Board/Exco member accountable: Darren Hele and Lebo Ntlha

How we engage

• One-on-one interactions

Interests and issues raised

• Timely payment of interest and capital

• Compliance with debt covenants

Our strategic response and future focus

• Ensure debt service requirements are met in line
with our debt repayment obligations, and that our
covenants are complied with

• Proactive management of the debt maturity
profile

SUSTAINABILITY CONTINUED

UN SDG

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Message_from_the_Chief_Executive_Officer.pdf
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3. Franchise partners

Work closely

Stakeholder role: The primary interface with our customers, custodians of our brand and reputation

Their primary interest and our goal: Supportive, preferred business partner

Board/Exco member accountable: Darren Hele, Derrian Nadauld, Philip Smith and Andrew Mundell

How we engage

• National franchise forums

• Personal contact

• Operational audits and reviews

• Operations campaigns

• Web and call-in support

• Annual brand conferences

Interests and issues raised

• ROI

• Strong brands

• Efficient and competitive supply chain

• Marketing spend

• Location of restaurants

• Ongoing business management support

• Product quality

Our strategic response and future focus

Our franchisees are our valued partners. We have 
dedicated operations teams which ensure 
franchisees receive support in all aspects of 
managing a successful restaurant, namely finance, 
marketing, design and development, training and 
procurement.

Our vertically integrated Manufacturing and 
Logistics operations strive to consistently supply 
high-quality products timeously.

We are committed to the franchise business model 
and are confident it remains the preferred source of 
growth for the Group.

We welcome the contribution and input of our 
franchise partners and will continue to evolve and 
improve our engagement with them to enable us to 
harness the unique and valuable insights they can 
provide. We view our partnerships as long-term 
relationships which require consistent attention and 
mindfulness to benefit all parties.

Key risks

3 4 5 6 9 10

• Health of the franchise
network deteriorates in the
weak economy

• Group’s relationship with
franchisees deteriorates due
to our failure to meet their
expectations

Opportunities

Constant interaction 
with our franchisees 
and responsiveness to 
their needs will improve 
our good relationships

Capital 

Key strategic 
material matter

SUSTAINABILITY CONTINUED

UN SDG

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Message_from_the_Chief_Executive_Officer.pdf
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4. Customers and prospective customers

Engage

Stakeholder role: Purchase our products, providing the basis for revenue growth

Their primary interest and our goal: First-choice brand offering

Board/Exco member accountable: Darren Hele, Derrian Nadauld, Philip Smith and Andrew Mundell

How we engage

• Web and call-in support

• Digital and social media

• IAR

• Loyalty programmes

• Customer satisfaction surveys

• Industry competitions

Interests and issues raised

• Strong brands and value offering

• Location accessibility and convenience

• Positive total consumer experience

Our strategic response and future focus

Management is cognisant that for our brands to 
maintain and gain market share they must remain 
relevant, contemporary and accessible, and offer 
value.

We are passionate about unique consumer 
experiences through innovation, flawless execution 
and continuous improvement:

• We conduct regular restaurant reviews and audits
to ensure our high standards are maintained

• We prioritise food quality and safety in all
components of the supply chain

• We conduct an ongoing restaurant revamp
programme to continue to meet our customers’ 
expectations

• We strive to innovate across all areas of our business
to meet evolving trends in the industry

• We operate a call centre to manage queries and
complaints and we value and act on the feedback
of our customers

Key risks

2 3 4 9

Loss of market share due to failure to 
meet our customers’ expectations

Opportunities

Grow market share in new and 
existing markets by leading in the 
categories we compete in

Key strategic 
material matter

Capital 

SUSTAINABILITY CONTINUED

UN SDG

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Message_from_the_Chief_Executive_Officer.pdf


49

5. Civil society and communities

Engage

Stakeholder role: Provide the socio-economic context we operate in and impact on our reputation

Their primary interest and our goal: Responsible community participant

Board/Exco member accountable: Darren Hele and Jabulani Mahange

How we engage

• CSI initiatives and other sponsorships

Interests and issues raised

• Sustained support

• Association with a reputable brand

• Responsible use of natural resources

Our strategic response and future focus

• Our Leading brands conduct extensive CSI
fundraising programmes to support worthy
charities. We also invest in a sponsorship alliance
with Varsity Sports to promote the development
of future sporting stars in SA

• Our environmental policy sets out our
commitment to responsible environmental
practices and identifies key areas of focus and
objectives with regard to reducing our
environmental footprint and contributing to a
more sustainable operating environment

Key risks

3 8 9

• Declining revenue dictates smaller CSI
budgets; and

• reputation taint leads to a deterioration of
relationships with CSI beneficiaries and
other stakeholders.

Opportunities

• Continue to grow market share and
improve the Group’s favourable 
reputation by making a meaningful 
contribution to the communities in 
which we trade; and

• ensure our compliance culture is
communicated through improved
disclosure on ESG reporting.

Capital 

Key strategic 
material matter

SUSTAINABILITY CONTINUED

UN SDG

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Message_from_the_Chief_Executive_Officer.pdf
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6. Suppliers and business partners

Work closely

Stakeholder role: Contribute to our ability to provide quality, cost-effective products and services

Their primary interest and our goal: Preferred business partner

Board/Exco member accountable: Darren Hele, Derrian Nadauld and Norman Richards

How we engage

• Regular procurement interactions

• Supplier audits, assessments and reviews

• Recognition of and awards for excellence

Interests and issues raised

• Timely payment

• Continuity of supply

• Fair treatment

• BBBEE compliance

Our strategic response and future focus

Contractual agreements facilitate quality and food 
safety adherence, and transparent, healthy 
relationships with suppliers.

Our procurement and planning teams interact on a 
frequent basis with suppliers to ensure mutually 
beneficial partnerships.

Key risks

5 6 8 9

Our suppliers and business 
partners lose confidence in 
our ability to fulfil their 
agreements and contracts

Capital 

Opportunities

Continue to improve on 
our internal processes and 
fulfilment of commitments 
to our stakeholders

Key strategic 
material matter

SUSTAINABILITY CONTINUED

UN SDG

http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Message_from_the_Chief_Executive_Officer.pdf
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7. Employees

Work closely

Stakeholder role: Provide skills, knowledge, experience and productivity to drive the development and execution of 
our strategy

Their primary interest and our goal: Employer of choice

Board/Exco member accountable: Darren Hele and Jabulani Mahange

How we engage

• Open-door policy

• Business feedback sessions

• Employee morale surveys

• Performance reviews and development
discussions

• Core values

Interests and issues raised

• Fair remuneration and recognition

• Equal opportunities and career development

• Training and skills development

• Safe working environment

• Sustainable earnings growth which could impact
on job security

• Corporate governance, ethical and competent
leadership

Our strategic response and future focus

We regard Human capital as a core asset. Our HR 
policies ensure our employees are appropriately 
remunerated, incentivised and offer career 
development opportunities.

We support the principles of BBBEE in SA and our 
transformation policy and strategies are aimed at 
uplifting historically disadvantaged individuals.

We are committed to creating a culture of learning 
and invest significant resources in this regard. In 
addition to training our own employees, we 
conduct extensive training for our franchise partners 
and their employees. 

Key risks

1 2 3 5 6 7 8 9

• Difficulty in attracting and retaining the calibre
of skills which the business requires; and

• slow pace of transformation.

Opportunities

• Improve our recruitment and
training methodologies;

• strengthen our career
development plans and
communicate growth
opportunities better; and

• achieve improved BBBEE status.
Capital 

Key strategic 
material matter

SUSTAINABILITY CONTINUED
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http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
http://famousbrands.co.za/iar2020/pdf/Creating_value_using_our_capitals.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Strategy_and_key_strategic_material_matters.pdf
http://famousbrands.co.za/iar2020/pdf/Message_from_the_Chief_Executive_Officer.pdf
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8. Trade unions

Engage

Stakeholder role: Serve as the interface with our unionised labour force

Their primary interest and our goal: Responsive employer

Board/Exco member accountable: Jabulani Mahange

How we engage

• Open-door policy

• Regular interactions

• Wage recognition agreements

Interests and issues raised

On behalf of their members:

• Sustainable earnings growth which could impact
on job security

• Fair remuneration and recognition

• Equal opportunities and career development

• Training and skills development

• Safe working environment

Our strategic response and future focus

We recognise and respect the role of unions and 
engage professionally and cordially to find common 
ground on all matters.

Key risks

1 5 6 7 8 9

The relationship with our respective 
unions deteriorates and our cordial 
negotiation process fails

Opportunities

By demonstrating that we 
are an employer of choice 
and a good faith partner, we 
can continue to enhance our 
existing mutually respectful 
relationship

Capital 

Key strategic 
material matter

SUSTAINABILITY CONTINUED
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http://famousbrands.co.za/iar2020/pdf/Risks_and_opportunities.pdf
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9. Government and regulators

Engage

Stakeholder role: Provide regulatory parameters and measures with cost implications; provide operating licences

Their primary interest and our goal: Responsible corporate citizen

Board/Exco member accountable: Darren Hele, Celeste Appollis, Lebo Ntlha and Jabulani Mahange

How we engage

• Interactions with the relevant authorities

• On-site inspections

Interests and issues raised

• Tax revenues

• Compliance with legislation and regulations

• Transformation

• Supporting communities

• Responsible use of natural resources

Our strategic response and future focus

We recognise that business sustainability is 
advanced by complying with relevant regulatory 
and legislative frameworks. 

We have systems and structures in place to monitor 
changes to legislation, assess the implication of any 
changes on our operations and communicate this 
to relevant stakeholders.

Maintaining our level 4 BBBEE status is a key 
management priority and the following areas have 
been prioritised for improvement: procurement, 
equity and skills development.

Key risks

2 3 8

• Health and safety and/or food quality risk
control mechanisms fail; and

• failure to ready the business to comply
with new legislation.

Opportunities

• Continue to improve our
internal processes and risk
preparedness programmes; and

• ensure our compliance culture
is communicated through
improved disclosure in ESG
reporting.

Capital 

Key strategic 
material matter

SUSTAINABILITY CONTINUED
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Risks and opportunities

Risk management policy and process
Famous Brands’ philosophy is that risk taking, in an appropriate manner, is an integral part of our business. Our success relies on 
optimising the trade-off between risk and reward. In the course of conducting business, the Group is exposed to a variety of risks, 
including but not limited to strategic, financial, operational, compliance and reputational risk. The long-term sustainable growth, 
continued success and reputation of the business are critically dependent on the effectiveness of risk management. Risk management 
continues to be one of our core focus areas and notable progress has been achieved since commencing implementation of our 
three-year risk management plan. The Group’s risk management framework aligns to the Committee of Sponsoring Organizations of the 
Treadway Commission (COSO) Framework, illustrated below. Our risk philosophy is underpinned by our strategy to create value for 
shareholders through sustainable growth, in a manner that is consistent with shareholder expectations of the business’s risk-bearing 
capacity and its risk appetite. 

Our risk management process and frameworks enabled the business to remain flexible and resilient in the difficult trading conditions 
and assisted us in achieving our strategic objectives. They also provided a forum to identify and realise opportunities to deliver 
sustainable value for stakeholders. 

Source: Enterprise Risk Management Framework: integrating with strategy and performance © 2017 COSO. All rights reserved. Used with permission.
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The Audit and Risk Committee oversees risk management on behalf of the Board, and the Committee and the management team, 
together with the established Risk Forum, promote a culture of risk governance and awareness throughout the organisation.

Risk activity and accountability
As illustrated below, risk is proactively managed across the Group.  

SUSTAINABILITY CONTINUED
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Identification of risk
Key risks are identified based on:

• Risk-bearing capacity (the capacity to absorb losses arising from risks without an immediate threat to the Group’s continued existence 
based on its current business model);

• risk appetite (the amount and type of risk the Group is willing to accept in pursuit of its strategic objectives); and

• risk tolerance (the acceptable levels of variation relative to the achievement of the Group’s strategic objectives). 

Key risks
Our key risks are outlined below, together with their potential impact, our mitigating actions, the opportunities presented, future focus 
and outlook. Both internal and external risks have been identified and are addressed through focusing on our business’s key material 
matters. 

The table below refers to the top 10 key risks identified and managed in FY2019 and FY2020. They are ranked according to their 
materiality to the Group’s sustainability based on the inherent exposure. 

Top 10 inherent risks

Risk rating Risk FY2019 Risk rating Risk FY2020

1
Breach of debt covenants and undertakings to 
lenders 1

Inability to ensure GBK breaks even at PBIT level by 
FY2022

2
Vulnerability of IT infrastructure and network to 
cyber-attacks 2 Cyber-attacks on local and international entities

3
Decline in like-for-like revenue growth at 
franchised or Company-owned restaurants 3 Breach of food safety standards and regulations

4 Slow response to logistics capacity constraints 4
Lagging on consumer-facing technology in the 
industry 

5
Decrease in shareholder returns (ROE/ROCE/return 
on net assets (RONA)) 5

Unreliable electricity supply impacting the supply 
chain

6 Lack of smooth reporting processes 6
Inability to respond appropriately to business 
disruption

7
Digital and convenience strategy implementation 
decelerates 7

Breach of debt covenants and undertakings to the 
lender

8
Leading brand ideas fail to meet long-term 
sustainable growth projections 8

Failure to prevent and respond to major health 
and safety incidents

9
Failure to identify and execute on sites for new 
formats 9 Loss of reputation and severe brand damage

10
Adverse publicity impacts negatively on corporate 
reputation 10

Inability to materially improve franchisee 
profitability by FY2021

SUSTAINABILITY CONTINUED
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Residual risk heat map
The heat map below illustrates the residual risk rating for our key risks. Residual risk is the remaining risk exposure after the current 
control measures are applied and while implementation of the residual mitigation actions are being planned or are still in progress. 

Residual risk
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1 Inability to ensure GBK breaks even at PBIT level by FY2022 

Root causes Impact on value Residual mitigation actions

• Low consumer confidence 
due to political and 
economic uncertainty 
amid Brexit transition

• Failure of the GBK 
turnaround strategy to 
deliver growth

• Natural or man-made 
disaster with major 
economic effects

• Assets impairment 
resulting in financial loss at 
entity and Group level

• Loss of market share

• Erosion of share price

• Loss of confidence in 
management

• Implement the defined, 
narrowly focused business 
plan for GBK

• Continuous engagement 
with landlords in line with 
the CVA process

Capital

Business growth 
and enhanced 
shareholder 
value

Opportunities, outlook and 
focus on strategic matter

SUSTAINABILITY CONTINUED
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Capital

Increase 
competitive 
edge with new 
IT infrastructure 
and software

Opportunities, outlook and 
focus on strategic matter

2 Cyber-attacks on local and international entities

Root causes Impact on value Residual mitigation actions

• Inconsistent execution of 
independent vulnerability 
assessments

• IT security policy control 
gaps

• Ageing IT infrastructure

• Loss of intellectual 
property

• System downtime 
impacting operational 
activities

• Define Group IT role for 
international entities and 
mirror local IT security 
controls in those entities

• Implement the GBK IT 
transformation plan

Capital

Enhanced 
delivery of 
unique 
consumer 
experiences 

Opportunities, outlook and 
focus on strategic matter

3 Breach of food safety standards and regulations

Root causes Impact on value Residual mitigation actions

• Failure to comply with the 
total quality and food 
safety management 
system

• Sabotage

• Reputational damage,

• Regulatory fines and 
penalties

• Loss of consumer 
confidence

• Total quality and food 
safety management 
system to be tightened in 
Logistics division

SUSTAINABILITY CONTINUED
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5 Unreliable electricity supply impacting the supply chain

Capital

Capital

Enhanced 
delivery of 
unique 
consumer 
experiences

Opportunities, outlook and 
focus on strategic matter

Alternative energy 
sources with 
reduced impact 
on the 
environment

Opportunities, outlook and 
focus on strategic matter

Root causes Impact on value Residual mitigation actions

• Strategy and investment 
not in line with current 
and future economic and 
consumer trends

• Negative impact on 
consumer experience

• Negative impact on 
growth opportunities

• Commence 
implementation of the 
Leading brands 
technology roadmap

Root causes Impact on value Residual mitigation actions

• Dependency on unreliable 
Eskom and local 
distribution infrastructure

• Inadequate back-up 
capacity

• Production inefficiencies 
and reduced day stock 
cover

• Loss of revenue and 
increased operating costs

• Continue monitoring 
impact of load shedding 
on operating efficiencies 
and develop response 
plan

4 Lagging on consumer-facing technology in the industry

SUSTAINABILITY CONTINUED
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Capital

Capital

Business 
growth and 
enhanced 
shareholder 
value

Opportunities, outlook and 
focus on strategic matter

Strong balance 
sheet providing 
opportunity for 
further organic 
and acquisitive 
growth

Opportunities, outlook and 
focus on strategic matter

Root causes Impact on value Residual mitigation actions

• Lack of a comprehensive 
business continuity plan 
for local and international 
entities

• Extended time lag in 
recovering operations 
resulting in loss of revenue 
and increased operating 
costs

• Interruption of service to 
franchise network and 
consumers

• Complete business 
continuity plan 
development project

Root causes Impact on value Residual mitigation actions

• Contribution to EBITDA and 
tangible assets by the 
guarantor entities falling 
below the required 
coverage thresholds relative 
to Group

• The lender exercising the 
right for immediate 
repayment of the loans

• Impact going concern 
status and solvency

• Erosion of share price

• Finalised debt refinance 
negotiations with primary 
lender

6 Inability to respond appropriately to business disruption

7 Breach of debt covenants and undertakings to lender

SUSTAINABILITY CONTINUED
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9

8 Failure to prevent and respond to major health and safety incidents 

Loss of reputation and severe brand damage

Capital

Capital

Responsible 
corporate 
citizen and 
equity 
enhancement

Opportunities, outlook and 
focus on strategic matter

Responsible 
corporate 
citizen and 
equity 
enhancement

Opportunities, outlook and 
focus on strategic matter

Root causes Impact on value Residual mitigation actions

• Failure to effectively 
implement health and 
safety management system

• Reputational damage

• Regulatory fines and 
penalties

• Loss of life

• Health and safety is a 
standing item on the Exco 
agenda

• Embed cloud-based injury 
and follow-up action 
system

• Social and Ethics Working 
Group to monitor 
international entities

Root causes Impact on value Residual mitigation actions

• Unethical conduct by any 
key stakeholder

• Absence of appropriate 
skills to respond to and 
manage a crisis

• Non-adherence to agreed 
escalation framework

• Reputational damage

• Erosion of share price

• Continue promotion of 
ethical practices among 
our key stakeholders 
Group-wide

• Ensure all business policies 
are regularly updated and 
communicated

SUSTAINABILITY CONTINUED
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10 Inability to materially improve franchisee profitability by FY2021

Capital

Product 
innovation 

Alignment of 
operating 
model and 
formats to 
consumer 
behaviour

Opportunities, outlook and 
focus on strategic matter

Root causes Impact on value Residual mitigation actions

• Low return on investment 
in restaurant technology,

• High total cost of 
production of licensed 
products, and

• Access to and cost of 
servicing store revamps 
onerous on franchise 
partners. 

• Loss of status as preferred 
franchise partner, and

• Increased supply chain 
margin sacrifice.

• Numerous operational 
projects are under way to 
improve franchisee 
profitability 

• We have also undertaken 
to ensure our supply chain 
pricing is competitive, 
which has resulted in 
some notable margin 
sacrifices in both 
Manufacturing and 
Logistics divisions.

Forward looking 
Our risk management processes and responses will continue to evolve, and may materially change as the socio-economic and political 
impact and ramifications of the COVID-19 global pandemic continue to unfold locally and globally. Our key priority in the year ahead 
will be to implement all reasonable risk-mitigating measures to ensure the long-term sustainability of the business. 

In addition, our risk preparedness profile incorporates a watch list of other emerging and potential risks that we monitor. This includes 
among others:

• deterioration of the local and global economic outlook elevating the risk of recession;

• increasing pressure on health systems due to pandemics and other health crises;

• local and global security risks;

• poverty and rising unemployment rate;

• impact of climate change, including the looming water shortage crisis;

• erosion of the Company’s share price;

• supply chain disruptions;

• slowing food inflation;

• rising household debt and declining consumer discretionary spend;

• increase in development and enforcement of regulations and standards; and

• transformation of corporate operating procedures in the COVID-19 era.

Our agile risk management processes will continue to enable the business to remain flexible and resilient in the forthcoming 
challenging trading conditions and ensure we realise opportunities to deliver sustainable value for our stakeholders. 

SUSTAINABILITY CONTINUED
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Transformation report

Our transformation journey
In line with our ongoing endeavour to enhance the extent and 
transparency of our disclosure, we have for the first time in the IAR included 
a dedicated report on the Group’s transformation programme.

Monitored and implemented by our Social and Ethics Committee and 
Working Group, we strive to adopt best practice by operating in a manner 
which is consistent with the 10 Principles of the UN Global Compact. Our 
goal is to ensure our operations are responsible, ethical and accountable. 

We regard transformation as a social, moral and strategic business 
imperative. As a responsible corporate citizen, we are committed to making 
a meaningful contribution to developing a more equal and inclusive society 
through socio-economic transformation in our business and the 
communities in which we operate.

Ownership

Management 
control

Enterprise 
and supplier 
development

Skills 
development

Socio-
economic 

development
BBBEE 

Codes of 
Good 

Practice

In our SA operations, our business transformation strategy is closely aligned to the objectives of the Department of Trade and Industry’s 
BBBEE Codes of Good Practice (CoGP), and we employ an integrated approach to accelerate transformation across the CoGP’s five 
criteria in accordance with the Tourism Sector Codes.

Our executive leadership team members under the guidance of the Group Transformation Manager are responsible for implementing our 
BBBEE transformation strategy in their respective functional areas. As a consequence of sustained management focus and implementation 
of a range of meaningful transformative interventions in the business over recent years, the Group improved its BBBEE status from non-
compliant in 2017 and 2018 to compliant, at level 7, in 2019; we furthered that progress in the year under review, attaining a level 4 status.

The consistent progress achieved in improving our BBBEE score is depicted below.

The commentary in this report details 
our progress, targets and outlook with 
regard to transformation in our business. 
As outlined in the adjacent table, 
improvements were achieved across  
the following codes: ownership, 
management control and enterprise and 
supplier development (ESD). While 
pleasing progress was made, we are 
mindful that there is still room for 
improvement. 

2017 2018
2019 
Level 7

2020
Level 4

Non-compliant Compliant

Ownership

Famous 
Brands 

2020

Management 
control

Skills 
developmentEnterprise  

and supplier 
development

Socio-
economic 

development

Level 4

10.16

14.25

19.6933.97

5.00

83.07

SUSTAINABILITY CONTINUED
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BBBEE score analysis 

Scoring element
Target 
points

Achieved 
points

FY2020

Achieved 
points

FY2019

Ownership 27.00 10.16 0.00
Management control 19.00 14.25 12.68
– Board representation 6.00 5.27 5.73
– Employment equity 13.00 8.98 6.95
Skills development 20.00 19.69 21.28
ESD 40.00 33.97 32.35
– Procurement 25.00 17.97 15.34
– Supplier development 10.00 10.00 10.00
– Enterprise development 5.00 5.00 5.00
Socio-economic development (SED) 5.00 5.00 5.00

Total 111.00 83.07 71.31

Level contributor status 4 7

Our achievements in terms of each BBBEE element are outlined in the following narrative.

The Group scored 10.16 points on this element of the scorecard. As a listed entity, many of our shareholders are ordinary South Africans 
who own shares through their investments. 

Percentage composition of ownership element

Ownership 

• Voting rights
 – Black voting rights

 – Black women voting rights

• Economic interest
 – Black economic interest

 – Black women economic interest

 – Designated group economic 
interest

• Net value

Ownership
Ownership measures the effective 
ownership of enterprises by Black people. 
Ownership recognises and measures the 
entitlement of Black people to the voting 
rights and economic interest associated 
with equity holding. Voting rights afford 
the rights to determine strategic and 
operational policies of an enterprise, while 
economic interests result in the rebuilding 
and accumulation of wealth by Black 
people.

2.36
Black designated 

 groups

4.95
Black women  

owned

12.2
Black owned
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Board participation and other executives 

• Voting rights
 – Exercisable voting rights 

 – Black executive directors

• Black top management
 – Black senior top management

 – Black senior other management

Management control
Management control is exercised through the governing bodies of an enterprise and is normally measured at Board level (or 
equivalent) and executive management level (or highest equivalent). The Board is measured according to African, Coloured and Indian 
(ACI) for transformation purposes.

This element is a reflection of the composition of the Board and Exco. The Board 
comprises 40% black directors, with women making up 30%. 

Board of Directors

0

1

2

3

TotalWhiteIndianColouredAfrican

Female Board composition

2

1

3

0

2

4

6

8

TotalWhiteIndianColouredAfrican

Male Board composition

1 1

5

7

Male Female

Board of directors: 
gender composition (%)

30

70

Male Female

Executive directors: 
gender composition (%)

50 50

SUSTAINABILITY CONTINUED

40%Board (ACI)
composition

http://famousbrands.co.za/iar2020/pdf/Board_of_Directors.pdf
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The employment equity element measures 
initiatives intended to achieve equity in 
the workplace, under the regulations of the 
Employment Equity Act, No 55 of 1998 
(Employment Equity Act).

Male Female

Occupational 
levels A

fr
ic

an

Co
lo

ur
ed

In
di

an

W
hi

te
 

A
fr

ic
an

Co
lo

ur
ed

In
di

an

W
hi

te
 

To
ta

l
Executive 
management 0 0 0 1 1 0 0 0 2

Other executive 
management 5 0 2 30 1 0 0 12 50

Senior 
management 3 1 1 3 1 0 1 2 12

Middle 
management 34 10 15 75 39 3 10 66 252

Junior 
management 267 33 10 49 104 25 10 63 561

Other, semi-
skilled and 
unskilled 999 80 8 1 339 65 5 17 1 514

Employees with 
disabilities 41 17 3 1 41 10 2 0 115

TOTAL 1 308 124 36 159 485 93 26 160 2 391

Employment equity 

• Senior management

• Middle management 

• Junior management

• Disabled

Male African Male Coloured

Male Indian Male non-black

Female African Female Coloured

Female Indian Female non-black

Total workforce (%)

71

51

55

20

7

4

87%
Black (ACI)

32%
Female

68%
Male

115
People with disabilities

100 (ACI)

At Famous Brands, we recognise diversity as a strength. We improved our employment equity score from 6.95 to 8.98. This 
improvement is a reflection of the commitment to targets we set with the Department of Labour. Below is a breakdown of 
our achievements.
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Over R3.6 million
disabled training and 

development spend (100% ACI)

R102 000
invested in bursaries

90% 
overall absorption rate

169
Black people on learnerships 

and internships (100% ACI)

80
disabled learnerships (100% ACI)

80 
males (ACI) participating in 
learnership and internship 

programmes

89 
females (ACI) participating in 

learnership and internship 
programmes

Skills development

• Skills development expenditure

• Skills development expenditure 
for disabled 

• Learnerships, apprenticeships 
and internships

• Absorption 

The skills development element evaluates the extent to which enterprises implement 
measures that are aimed at developing the core technical skills and competencies of 
Black employees in order to assist them to perform their duties for a sustainable 
workforce.

Development of our talent pool is a key focus achieved through improving the 
integration between employment equity and talent development while delivering a 
value-adding learning and development strategy. The Group achieved 19.69 points for 
this element. Key projects included our learnership and internship programmes which 
provided an opportunity to over 169 young Black South Africans. We view skills 
development as a key enabler of sustainable transformation. 

Skills development initiatives
We seek to create long-lasting, robust and broad-based benefits for all employees. We 
do this by investing in and empowering our employees through various initiatives such 
as the EDP, IEDP, Managers Challenge, learnership programmes, internship programmes 
and People with Disabilities (PWD) programme.

• In 2019, we spent approximately 82% of our total skills development budget on the 
development of Black employees across all levels of the organisation. Approximately 
20% was spent at senior and executive management levels.

• It is vital that Famous Brands engages, develops and retains a high-value workforce 
which is achieved by investing significantly in a number of opportunities for the 
development and upskilling of employees and in leadership programmes to upskill 
current and future leaders. The HR teams play a critical role in the development of 
employees, as well as in assisting the business to achieve its strategic objectives. 

SUSTAINABILITY CONTINUED
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We scored 17.97 out of 25 for preferential procurement. This is a significant improvement 
against our score of 15.34 in the previous year. This improvement reflects our commitment 
to increased investment in procuring from Black-owned, Black-women-owned and 
qualifying small, medium and micro-sized enterprise (SMME) suppliers.

Enterprise and supplier development
ESD comprises two elements: preferential procurement and ESD.

Preferential procurement measures the extent to which enterprises buy goods and services from suppliers with strong BBBEE 
procurement recognition levels. ESD refers to the monetary and non-monetary support provided to develop and foster new or existing 
small and micro-enterprises.

Preferential procurement spend

R2.2 billion
on qualifying BBBEE 

suppliers

R1.09 billion 
on >51% Black-

owned suppliers

R946 million
spent on Black-

women- 
owned suppliers

R653.3 million
on SMMEs

ESD

• Preferential procurement

 – Spend on BBBEE suppliers

 – Spend on qualifying small 
enterprise suppliers

 – Spend on exempted 
micro-enterprise suppliers

 – Spend on >51% Black-
owned suppliers

 – Spend on >30% Black-
women-owned suppliers

• Enterprise development

• Supplier development

Supported over 

450
SMME suppliers

Supported over 

1 800
suppliers

R20 million
Famous Brands will contribute a 
total of R20 million, comprising 

R5 million per year over four years

R100 million
This project raised R100 million

We continue to embark on projects in the ESD category that add value to our supplier chain but also to the communities in which 
these entities operate. We maintained our score of 15 points for ESD. A selection of our initiatives in this regard are outlined below.

Beef initiative

Famous Brands is a co-sponsor of the Eastern Cape AgriBEE Beef Fund initiative.

188
Black Eastern Cape beef farms 
are supported by the initiative

Over 16 000
calves on farms are taken care of 

by Black and/or land reform 
farmers under the mentorship 

and supervision of the Fund

Over 800
jobs were created by this 

initiative

Over 3 500
people are direct and indirect 

beneficiaries creating community 
development in the Eastern Cape
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38
owner-drivers

Over 100
direct jobs created

Owner-driver initiative

R10 million
support granted to BBBEE qualifying 

owner-drivers in the form of grants for 
expenses and payment for transport 
services provided by these drivers to 

Famous Brands

61%
cases delivered to our stores

SUSTAINABILITY CONTINUED

FoodConnect initiative

Famous Brands 
operates a JV 
partnership with 
FoodConnect, a sales 
and distribution 
business in the food 
and beverage sector.

FoodConnect has 
acquired the rights to 
our licensed Baltimore 
ice cream brand, and 
distributes and sells 
the products to third 
parties.

FoodConnect has 
subsequently also 
become a distributor 
on behalf of other 
companies. 

The business has 
traded profitably since 
its formation in 2018.

FoodConnect is 51% Black owned and 
31% female owned, and qualifies as a Level 
2 BBBEE enterprise in terms of the 
preferential procurement and ESD criteria.



69

SUSTAINABILITY CONTINUED

SED contributions are any monetary or non-monetary contributions implemented for individuals or communities, where at least 75% of 
the beneficiaries are classified as Black.

The Group achieved the full five points available for this element and we remain committed to changing the lives of people within our 
communities. Some of our key initiatives are highlighted below.

Socio-economic development

Outlook
Transformation will remain a key performance area for the Group. Our commitment is driven by intent, measurable goals and 
implementation timeframes. Our transformation initiatives will continue to focus on all aspects of the Tourism Codes and we are confident 
that the initiatives to entrench diversity in the boardroom, in our workforce and our supply base will gain further momentum. 

We remain committed to identifying additional strategies across the five codes to improve our BBBEE rating, contribute positively to ESG 
requirements and create value for all our stakeholders. We are mindful, however, that these initiatives may be adversely impacted in the 
context of the COVID-19 global pandemic.

Over R1.2 million
donated to support this charity.

Cupcakes for Hope

Support for children with cancer.
This is an entirely community-
driven project.

Varsity Sports*

Over R10 million
invested in grassroots sport 

development 

Over 400
beneficiaries

6
different sporting codes

5
provinces within SA

*  Information supplied by Varsity Sports.
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Environmental report
We have identified two of the UN SDGs which are relevant to our environmental philosophy and 
activities in the Group; these are goal 12 (responsible consumption and production) and goal 13 (climate 
action). The goals respectively relate to sustainable consumption and production, and combatting 
climate change and its impacts by regulating emissions and promoting developments in renewable 
energy.

Our environmental and climate change policy sets out our commitment to responsible environmental practices and identifies key areas 
of focus and objectives with respect to air pollution reduction and eco-efficiency aimed at reducing our environmental footprint and 
contributing to a more sustainable operating environment for the benefit of all.

These initiatives include: 

• optimisation of transport efficiencies in our Logistics fleet;

• ongoing review and implementation of energy-saving initiatives;

• conversion of paraffin-fuelled boilers to compressed natural gas;

• conversion of restaurant equipment in Company-owned and franchised restaurants to operate on LPG where practicable and possible,

• investigating alternative cleaner fuel and energy options (with lower greenhouse gas (GHG) emission factors);

• efficient water usage and effluent management;

• maximising recycling opportunities for our general waste;

• responsible sourcing of sustainable food products for processing;

• reduction in food wastage through portion control and made-to-order practices in our restaurants; and

• responsible re-use or redistribution of food through donation of excess food products.

Our consumption of non-renewable resources on a geographical basis is detailed below and adjacent.

Input
Unit of

 measurement 2020 2019 

SA operations: Manufacturing and Logistics divisions 
and head office
Water kilolitres 368 371 446 694
Energy
Electricity MWh 30 734 30 651
Electricity – solar MWh 442 *
Diesel kilolitres 2 073 1 956
Petrol kilolitres 731 702
Paraffin kilolitres 182 618
LPG Tons 48 51
Natural gas Gigajoules 35 696 18 742
Coal Tons 4 667 7 764
CO2 emissions metric tons CO

2
e

Direct 21 688 28 658
Indirect 31 963 29 661

SA operations: Signature brands excluding Group associates
Electricity

MWhAll Company-owned restaurants 3 238 1 356
Water

kilolitresAll Company-owned restaurants 10 288 9 293

SUSTAINABILITY CONTINUED
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* No comparative data recorded for 2019
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Input
Unit of

 measurement 2020 2019 

Consumption and emissions in our operations outside SA
Botswana operations (Retail Group)
Electricity MWh

All Company-owned restaurants 3 815 3 324
Headquarters 36 29

Water kilolitres
All Company-owned restaurants 30 448 25 889
Headquarters 86 73

GBK UK operations
Electricity MWh 9 014 12 639

metric tons 3 527 6 787
Natural gas M3 1 011 183 1 779 958

metric tons 2 088 3 667
Water kilolitres 38 907 62 401

GBK Ireland operations
Electricity MWh 470 460

metric tons 180 247
Natural gas M3 79 832 94 546

metric tons 165 195
Water kilolitres 1 798 2 271

Carbon footprint report
In line with recent developments in SA’s regulatory and tax landscape regarding climate change, the Group has resolved to align its 
environmental assessment methodologies with local legislation and international best practices. This revised approach will enable the 
Group to comply with legislative requirements, adequately prepare for the impact of carbon tax and proactively manage its overall 
carbon footprint.

In this regard, a detailed assessment of the Group’s carbon footprint was undertaken, specifically focusing on the following:

• identifying and quantifying direct (Scope 1) emissions that will require reporting to the Department of Environment, Forestry and 
Fisheries, and be liable for the carbon tax; and 

• understanding the main sources of indirect emissions (Scope 2 and 3) contributing to the Group’s overall carbon footprint. 

The carbon footprint assessment applies to the Group’s Manufacturing and Logistics divisions. The Group does not have equity in, nor 
financial and/or operational control of franchised restaurants, and hence the franchise operations are excluded from this assessment.

The GHG emission categories assessed are: direct (including mobile owned vehicles and stationary fuel combustion) and indirect 
(including purchased electricity, water supply and waste disposal).

SUSTAINABILITY CONTINUED
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Coal Para�n

Natural gas Diesel (mobile)

Petrol Electricity

Waste non recyclables Water recyclables (0%)

LPG (0%) Diesel (stationary) (0%)

Water (0%)

Emissions source tCO2e 

20

1

1

12

3

4

59

Manufacturing Logistics

GHG inventory by business 
unit tCO2e

31

69

Scope 1 Scope 2 Scope 3

GHG inventory by scope
tCO2e

59

40

1

Figure 1 illustrates total GHG emissions by 
business unit.

Figure 3 illustrates emission source 
contributions to total GHG emissions.

Figure 2 illustrates GHG emissions by Scope, with 
the majority of the Group’s emissions being Scope 2 
(indirect emissions from purchased electricity).

The Group’s total GHG emissions in FY2020 by Scope are detailed in the table below.

Scope Emission source
Manufacturing 

tCO
2
e

Logistics 
tCO

2
e

Total 
tCO

2
e

% increase/
decrease from 

previous 
financial year

Scope 1

Mobile fuel combustion 8 037.31 8 037.31 +5

Stationary fuel combustion 13 599.67 51.73 13 651.40 -35

Total Scope 1 emissions 13 599.67 8 089.04 21 688.71 -24

Scope 2

Purchased electricity – location 
based 

23 038.14 8 925.35 31 963.48 +10

Total Scope 2 emissions 23 038.14 8 925.35 31 963.48 +10

Total Scope 1 + 2 emissions 36 637.80 17 014.39 53 652.19 -7

Scope 3

Water supply 198.19 11.42 209.60 -18

Waste disposal 341.85 53.39 395.25 +37

Total Scope 3 emissions 540.04 64.81 604.85 +12

All Scopes Total Scope 1, 2 and 3 emissions 37 177.84 17 079.20 54 257.04 -7

SUSTAINABILITY CONTINUED
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Figure 4 illustrates the year-on-year comparison of calculated emissions and the overall downward trend of the Group’s carbon footprint impact.

Overall, the carbon footprint report reveals that the Group’s emissions have decreased by 7% over the past year and 23% over the past 
two years. This can be attributed to:

• Company-wide utilities savings awareness programme;

• smart metering of electricity, water and key fuel usage tied to KPI settings for each business unit;

• fuel type conversion to lower carbon fuels; and

• lower production volumes at Lamberts Bay Foods (LBF) and the disposal of Coega Concentrate (October 2019).

In terms of reducing our carbon footprint in FY2021, we have identified the following key priorities:

• accelerate the roll out of smart utility metering;

• progress diesel to gas conversions for our fleet;

• closely monitor and evaluate newly acquired generators; and

• implement and expand employee awareness campaigns to encourage environmentally responsible behaviour. 

The operations which are the heaviest consumers of non-renewable resources and utilities in the Group are the Meat Plant, Cater Chain, 
LBF and our Midrand Campus. Accordingly, particular attention will be paid in the year ahead to introducing mitigating measures to 
offset the GHG emissions of these business units.

Carbon tax implications
The Group’s GHG emissions fall below the threshold of minimum carbon emissions and the business is therefore not liable for 
carbon tax.

SUSTAINABILITY CONTINUED
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Our sustainability journey
We are committed to growing our business in a sustainable manner. Our brands have embarked on a journey to achieve this goal 
through a range of best practice activities, and we have developed policies and implementation timeframes to hold us accountable.

January 

2018
March 

2019
December 

2018
April 

2019
February 

2019

Ongoing
February 

2020 2025
June 

2020

Wimpy UK converted 
to using free-range 

eggs in all own-label 
products.

Our Logistics supply 
chain operation 

ceased stocking plastic 
straws.

All plastic straws were 
removed from the SA 

and UK restaurant 
network and replaced 

with paper straws. 

We commenced 
converting all hot 

takeaway coffee cups 
to a fully biodegradable 

and compostable 
alternative. Vovo Telo 

and Mugg & Bean 
conversion complete; 
the remaining brands 

will follow in 
August 2020.

Recycling logos were 
added to all our plastic 

cutlery to drive 
awareness that the 

material can be recycled 
and responsibly 

disposed of.

Cage-free eggs in use 
by Vovo Telo, tashas, 
Mugg & Bean, Fego 
Caffé, PAUL, Creative 
Coffees and Europa. 

Steers will commence 
the transition in 

October 2020 and 
Wimpy in early 2021. 
The balance of the 

restaurant network will 
convert by 2025. 

Effective October 2019 
egg products were 
removed from all 

manufactured sauces, 
(qualifying them as 

vegan), and a phased 
roll out of the sauces 

commenced.

All polystyrene 
eliminated from our 

Leading brands 
restaurant network 
and replaced with 

recyclable and 
recycled packaging.

Concluded elimination 
of balloons in 

Debonairs Pizza, 
Fishaways and Wimpy 

SA and AME 
restaurants. 

Eliminating food 
wastage is a key 

priority and we actively 
promote portion 

control and made-to-
order practices in our 

restaurants. Our 
franchise partners also 
implement responsible 

re-use and 
redistribution of food 
through donation of 

excess food/by-
products.

Single-use plastic will 
be eliminated across 

our restaurant network 
and replaced with fully 

recyclable, 
compostable and/or 

biodegradable 
alternatives.

The information in this infographic pertains to our SA and UK restaurant network unless otherwise specified.

SUSTAINABILITY CONTINUED
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Corporate social investment

CSI projects

Debonairs Pizza’s Doughnation initiative 
encourages restaurants to use the excess dough from 
pizza bases to make pizza flat breads which are 
donated to charities across SA. Through this 
programme, our franchise partners play a significant 
role in supporting needy communities and reducing 
food wastage in the business.

How we created value
Our CSI initiatives are conducted primarily by our Leading brands. Their promotional activities raise the profiles of funding campaigns 
and recipient charities, and the funds raised enable the beneficiaries to expand their enterprises.

Our Leading brands also all support Varsity Sports and the FNB Varsity Cup across a range of sporting disciplines, including football 
(Debonairs Pizza), rugby (Steers), athletics and netball (Wimpy), and hockey (Mugg & Bean). These sponsorships provide funding to eligible 
student athletes after they leave school and before turning professional, promoting the development of future sporting stars in SA.

With the support of our generous customers, Steers is the second 
largest restaurant contributor to the Rounda foundation, a public-
private initiative which raises and distributes funds to organisations 
including Shout and Let’s Play Physical Education, which promote 
children’s education in SA. To date the funds raised by Steers have 
contributed to the building of four libraries in underprivileged 
communities in Gauteng, the Eastern Cape and Mpumalanga. 
In the year under review, Steers raised R1.6 million, made possible 
by customers who chose to donate R1.00 for each meal bought in 
store. The funds will be donated to building another library in 
2020/1. 
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Wimpy partnered with Reach For A Dream for the sixth 
consecutive year, to raise funds and awareness for children 
suffering with life-threatening illnesses, contributing 
to projects to help make their dreams come true. With 
the generous support of customers, Wimpy raised 
R1.28 million through the sale of Reach For A Dream 
wristbands sold in Wimpy restaurants nationwide. As part 
of the campaign, on Slipper Day on 10 May 2019, Wimpy 
gave each customer wearing the wristband a free Famous 
Wimpy Coffee. 49 000 free coffees were redeemed by 
customers on that day. 

In a first for the brand and the franchise industry, Wimpy partnered with Lifesaving SA (LSA), a non-profit organisation dedicated to 
preventing loss of life through drowning. LSA’s vital lifesaving work is carried out by approximately 5 000 voluntary lifeguards over 
weekends and public holidays across SA’s beaches, public pools and dams. Given Wimpy’s brand positioning, which is synonymous with 
holiday moments, the sponsorship is well aligned. Sponsorship activities included:

• Supplying branded kit, umbrellas and lifeguard huts for LSA Duty Squads,

• supplying meals, children’s toys and water-smart activity sheets for the LSA Schools Water Smart programme, whereby facilitators visit 
schools to teach children about water safety; and

• title sponsorship of the iconic Lifesaving Championship competition which displays the skills and talent of South African lifeguards. In 
addition to providing gazebos, Wimpy coffees and ice creams are also supplied.

Mugg & Bean is the main sponsor of the Cupcakes for Kids 
with Cancer campaign, in support of the Cupcakes for Hope 
Foundation. The 2019 fundraising initiative raised R1.2 million, 
primarily in September, which is Childhood Cancer Month. In 
the year ahead, in order to drive more donations, the brand will 
promote awareness of the campaign throughout the year as 
opposed to just campaign months. 

Mugg & Bean also piloted a partnership, Safe Cycle Rides, with 
Cycle Lab Active, to sponsor and organise 46 weekend training 
rides in the Western Cape (Constantia), Gauteng (Broadacres) 
and KwaZulu-Natal (Hillcrest). The rides were sponsored by four 
franchisees each, enabling cycling communities around those 
restaurants to safely and comfortably enjoy their weekend ride, 
while the franchisees benefited from the sale of pre- and 
post-ride meals and beverages. Given the success of the trial, 
the initiative will be expanded in the next financial year.
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To elevate the brand’s coffee credentials, Fego Caffé launched 
a national barista competition across all its restaurants in all 
regions nationwide. Judia Moyo from Fego Caffé Nicolway was 
awarded first prize and will represent the brand at the national 
competition held by the Speciality Coffee Association of 
Southern Africa in August 2020. 

Turn ‘n Tender ran a campaign to raise funds for the 
Movember SA foundation, a subsidiary of the global 
charity which raises awareness of men’s health issues, 
including prostate and testicular cancer, mental health 
and suicide prevention. Playing on the iconic moustache, 
which symbolises the movement, Turn ’n Tender donated 
R5.00 for every rib “stache” meal purchased.




