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NON-FINANCIAL REPORT

HOW WE DO BUSINESS

WHILE THE SHOPRITE GROUP’S PRIMARY BUSINESS IS FOOD 
RETAILING, OUR OFFERING EXTENDS TO A BROAD RANGE OF 
GOODS AND SERVICES INCLUDING HOUSEHOLD PRODUCTS, 
FURNITURE, PHARMACEUTICALS AND FINANCIAL SERVICES 
AMONGST OTHERS. AT THE HEART OF OUR OFFERING IS AN 
UNWAVERING DEDICATION TO PROVIDING THE LOWEST PRICES 
TO PEOPLE OF ALL INCOME LEVELS ACROSS AFRICA. 

SUPERMARKETS RSA

SUPERMARKETS NON-RSA

FURNITURE

OTHER

We achieve this by pursuing efficiency in 
everything we do. Our advanced distribution 
centres and sophisticated supply line 
infrastructure enable us to trade across the 
globe seamlessly, move products to remote 
areas of Africa and give us greater control 
over our operations. This empowers us to 
overcome economic challenges without 
compromising on quality. 

By setting the conditions for enduring 
success, we can continue to provide 
affordable food to our communities, invest in 
social upliftment and contribute to the African 
economy − all while creating value for all our 
stakeholders. 

The Group’s history validates the sincerity 
of this objective. The steady growth in 
number of stores, number of countries we 
operate in and number of communities we 
serve attest to the continuous effort, 
disciplined processes, teamwork and 
ultimately the progress we’ve made. 

To ensure that the Shoprite Group remains a 
long term viable and prosperous business on 
the African continent, we focus on the 
following:
–  Customers: staying true to our lowest 

price promise and continuously meeting 
our customers’ needs and expectations; 

–  Employees: attracting, developing and 
retaining a loyal and committed workforce 
who works within the same organisational 
culture with personal alignment to our 
Group’s objectives;

–  Suppliers: building and maintaining 
strong relationships with a broad and 
diversified group of suppliers thereby 
ensuring sustainable supply, safe 
products and the best prices;

–  Natural environment: concentrating our 
environmental efforts on initiatives that 
will sustainably reduce costs across the 
value chain; and 

–  Communities: supporting and developing 
the communities within which we operate, 
as our welfare and prosperity are 
entangled, and members of these 
communities represent our current and 
future customers, suppliers and employees.

This report aims to detail the ways in which 
we create value for each of these stakeholder 
groups. We include metrics of progress and 
success that are internally used by the Group’s 
senior management team as well as 
comparative numbers, evidencing that our 
performance is not extraordinary, but consistent.

As Supermarkets RSA is by far the most 
significant segment of the Shoprite Group, 
this report focuses mainly on the activities of 
the supermarket business in South Africa. 
However, certain functions, such as human 
resources, cover all operations. 

PERCENTAGE  
CONTRIBUTION TO  
TRADING PROFIT  

PER SEGMENT

80%

17%

1%

2%

PERCENTAGE  
CONTRIBUTION TO  

SALES  
PER SEGMENT

72%

17%

4%
7%

Below we provide an analysis of sales and trading profit per segment to   illustrate the 
 relative size of each:
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1. FOCUSING ON OUR CUSTOMERS
Our primary focus is to provide affordable, 
safe, quality food to our customers, helping 
people put food on the table.

Food represents a significant portion of 
expenditure for households. Affordability is 
one of the key internal metrics of success of 
the Shoprite Group and price leadership 
remains a focus throughout the business. 

WHAT OUR CUSTOMERS SAY

29 MILLION 
 PEOPLE, OR 
76% OF 
THE ADULT 
SOUTH 
 AFRICAN 
 POPULATION, 
CURRENTLY 
SHOP AT ONE 
OF OUR 
SUPER MARKET 
BRANDS.

The number of South Africans who choose to 
frequent Shoprite supermarkets is our 
greatest validation, but consumers have 
chosen the Shoprite chain in other ways as 
well. Shoprite won six national consumer 
brand awards in the last year, which we take 
as substantiation of the fact that we’re 
delivering on our promise of lowest prices every 
day on the things our customers need most. 

We also conduct two large customer 
satisfaction surveys, known as Brand Health 
Trackers, every year. Based on these surveys 
of 1 500 respondents, Shoprite remains 
South Africa’s low-price leader, with 80% of 
our customers satisfied or extremely satisfied 
with our low prices relative to those of our 
competitors.

AFFORDABILITY
Our drive for price leadership is relentless and 
we meticulously monitor our internal inflation 
against national averages. Our competitive-
ness is the culmination of an unwavering 
focus on efficiencies, cost savings, optimal 
supply chain management and sourcing 
based on strong relationships with local 
suppliers in each country where the Group 
trades.

As a further mechanism to keep our 
promise to our customers, we have instituted 
a food subsidy campaign for the second year 
running. This involves us selecting basic 
foodstuffs every month and dropping its price 
as near as possible to cost – sometimes 
below for extended periods. Over the last 
year we have subsidised products to the 
value of R32 million.

Samantha Weber  
(Public Relations Officer, 

Shoprite Western Cape) and 
Mario Liedeman (Branch 

Manager, Shoprite Parow)  
hands over a R5 000 gift card  

to the lucky shopper,  
SUZETTE JORDAAN, to mark the  

ONE BILLIONTH  
TRANSACTION.
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NON-FINANCIAL REPORT (CONTINUED)

As a result of our efforts, we have maintained 
the pace of internal food price increases 
consistently below official food inflation. 
Below we compare our internal food inflation 
with official national average food inflation in 
South Africa: 

FINANCIAL 
YEAR

STATS SA FOOD 
INFLATION  

(FOOD NAB*)

SHOPRITE GROUP 
INTERNAL FOOD 

INFLATION
2014 6.1% 4.7%
2015 6.8% 4.6%
2016 7.2% 3.5%

*Non Alcoholic Beverages

FOOD SAFETY 
For the Shoprite Group, food safety is of 
utmost importance, a fundamental 
component of our offering and crucial for 
long term viability. We have a dedicated 
department responsible for maintaining and 
continuously improving processes that 
ensure food safety and quality, supported by 
internationally accredited auditing and 
certification service providers.

We have a collaborative approach 

towards food safety and our food safety 
department engages with each role player in 
the supply chain, from the buyer, the 
technologist, supplier, distribution network 
and store as each has a role to play in food 
safety. All participants in this chain have to 
ensure that communication is optimum, such 
that information shared and transferred is 
correct during product development, 
production, transportation, distribution, point 
of sale and after purchasing, prior to 
consumption.

Our processes to ensure that every customer 
buys food that is safe and appropriately 
labelled, include the following:
1.  We ensure that all our suppliers, including 

national brands and private labels adhere 
to food safety and quality standards. We 
achieve this through continuous 
verification that all suppliers have valid 
and appropriate food safety certificates in 
line with our requirements. Our audit 
requirements for suppliers take 
cognisance of the different type of 
suppliers we have, ranging from small 
scale, local suppliers to international 
suppliers with staggered food safety and 
quality standards. We currently have 
3 000 supplier sites loaded on our system.

2.  We test products to ensure that they meet 
all safety, legal and quality requirements 
and that labels accurately reflect the 
contents of the product and comply with 
legislation and labelling regulations. Our 
product tests include microbiological 
tests, chemical tests, labelling and quality 
compliance. We continuously evaluate our 
testing programme to identify any 
possible improvements in line with 
industry developments and any potential 
public health concerns. For the year under 
review, we added tests for veterinary drug 
residues used in food producing animals. 

3.  On 1 March 2015 we successfully 
launched a product specification 
system where technical product 
information for all our private label 
products are detailed. Private label 
suppliers have registered to upload 
product specifications on our system and 
while this is an ongoing process, we have 
since made significant progress on 
loading both suppliers and product 
specifications.

4.  We audit all our stores quarterly and our 
distribution centres are subject to PPECB 
(Perishable Products Export Control 
Board) and Good Distribution Practice 
audits annually in accordance with food 
safety standards. 

   We benchmark and write non-RSA 
countries’ legislation into useable and 
auditing documents in order for suppliers 
to use their local legislation to implement 
legal requirements and implement food 
safety. Zambia is the first country we 

started with and the non-RSA programme 
will be rolled out to Angola and Nigeria 
next. 

5.  We have an electronic recall system in 
place that enables effective and efficient 
recall of any item. 

6.  We contribute to industry associations 
and regulators such as the Consumer 
Goods Council of South Africa and the 
National Regulator for Compulsory 
Standards (NRCS) and thereby ensure 
that we stay up to date on all 
developments and that our concerns are 
appropriately voiced. 

Detailed reports on compliance are produced 
monthly and examined by local managers, 
divisional managers, and ultimately the COO. 
The continuous monitoring and broad 
visibility of food safety metrics ensure that a 
food safety culture is ingrained within the 
Group. Our continuous internal staff 
education programme that includes specific 
modules on food safety and quality supports 
this culture.

RSA STORES 
INDEPENDENTLY 

AUDITED

REGISTERED 
SUPPLIERS 

SUBJECT 
TO FOOD  
SAFETY 

REVIEWS OR 
AUDITS

CONFIRMED 
FOOD  

SAFETY 
 INCIDENTS

2014 100% 100% —
2015 100% 100% —
2016 100% 100% —

 
2. FOCUSING ON OUR EMPLOYEES 
The continued success of our business relies 
on a strong culture of excellence and 
commitment amongst our workforce. 
Attracting and retaining the right people and 
maintaining healthy relations with our 
employees and labour representatives are 
essential to continuously improve our 
competitive positioning. The Shoprite 
Group’s bursary programmes provide a 
pipeline of valuable skills, and our learning 
and development programmes ensure that 
employees are able to reach their potential 
and that our workforce is best able to support 
the Group’s business objectives. 

ATTRACTION AND RECRUITMENT
The Shoprite Group is South Africa’s largest 
private sector employer and our growth in all 
countries we operate in necessitates the 
continuous recruitment of staff across all 
levels, in different languages and cultures.

We pride ourselves in our human 
resources management processes and the 
annual growth in total staff complement 
serves as evidence that our team has 
developed appropriate institutional processes 
that facilitate the attraction and recruitment of 
staff.
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The table below illustrates the growth in 
number of employees over the last three years: 

EMPLOYEES
NEW JOBS 

CREATED

PERCENTAGE 
OF TOTAL 

BLACK 
REPRE-

SENTATION 
2014 123 100 11 762 95.9% 
2015 132 942 9 842 96.1%
2016 137 775 4 833 96.6%

 
LEARNING AND DEVELOPMENT
Continuous training of all employees remains 
a key focus to our Group, as it enables us to 
effectively communicate working standards, 
processes and practices, changes in 
legislation or regulatory requirements and to 
create the culture that encompasses the 
Shoprite Group’s philosophies, work ethics 
and values.

The Group has made a substantial 
investment in people development over the 
last two years, with year-on-year growth of 
more than 43% in training interventions and 
more than 25% in training hours. 

BENE- 
FICIARIES

TRAINING 
DAYS

INTER-
VENTIONS

TRAINING 
HOURS

2014 76 694 173 463 293 756 1 387 707
2015 97 833 175 986 426 560 1 407 889
2016 112 661 221 842 611 780 1 774 734

At branch level, our objective is to create a 
learning environment where the majority of 
staff has greater access to learning, with 
improved transparency regarding the Group’s 

learning offerings and opportunities. Our aim 
is to drive mobility through the optimum use 
of technology and double the amount of 
learners trained, but halve our training spend. 
We have successfully utilised our new Group 
e-Learning platform at store level and rolled 
out competency and job-based learning 
curricula at entry level. With the number of 
live e-Learning courses reaching 87, the 
Learning and Development Team continues 
to observe increased participation in 
e-Learning interventions.

E-LEARNING VS CLASSROOM-BASED 
TRAINING INTERVENTIONS 

CLASSROOM E-LEARNING
2014 1 387 707 —
2015 1 315 288 92 601
2016 1 418 198 356 536

After the successful implementation of 
e-Learning in our supermarket environment 
the need for standardised individual 
e-Learning for systems and process training 
still exists. Over the next 18 months, we will 
implement an end-to-end e-Learning solution 
that includes the installation of approximately 
2 500 dedicated training kiosks in operations, 
covering all our supermarket brands and DCs 
in all countries. With this initiative, each store 
will be transformed into a learning hub, 
ensuring stable, standardised and integrated 
training. This initiative will result in significant 
savings as learning can reach a large number 
of people in a short period of time particularly 
in a geographically dispersed organisation 
such as the Shoprite Group.

The Group also offers numerous learning 
interventions to ensure a pipeline of talent in our 
scarce- and critical skills environment. Some of 
these critical learning interventions are:
–  Focussed learning programmes for 

Artisans such as Trainee Bakers and 
Trainee Meat Technicians;

–  The Trainee Accountant Programme 
focussing on the development of 
Chartered Accountants. In this regard, the 
Shoprite Group received acknowledge-
ment from SAICA for the quality of our 
Trainee Accountant Programme in 
Commerce and Industry;

–  A mandatory blended learning curriculum 
for Trainee and Junior Buyers; 

–  A comprehensive on-board programme 
and curriculum for newly appointed 
Business Analysts; 

–  Management/Leadership Development 
interventions and succession planning 
actively driving and supporting our 
Employment Equity strategy; and 

–  Technical skills training for truck, forklift 
and reach truck drivers in our distribution 
environment. Employee wellness for truck 
drivers was addressed through a very 
successful Fatigue Management programme. 

Additionally, our skills development 
programmes focus on equipping people in 
our communities with the relevant skills to 
make them more employable in the retail 
industry. With this goal in mind, and in 
support of our B-BBEE Skills Development 
targets, we launched a new Retail Readiness 
Programme in early 2016 through the 
SC Development Trust. This programme saw 
5 373 unemployed youth trained on a 
two-month accredited training programme. 
Permanent employment was offered to all 
learners who successfully completed the 
programme, filling existing entry-level 
vacancies within operations. 

The Shoprite Group’s overarching objective 
is to become the most cost-effective and 
efficient Retail Varsity in the World – delivering 
on the demands created by the Group’s 
growth and transformational strategies. 

STAFF TURNOVER AND SUCCESSION 
PLANNING
Staff turnover is of key importance to the 
Group on managerial levels. Due to the 
working environment in the retail industry, 
lower level employees’ turnover remains high, 
but we are proud of our stable turnover rate 
for more senior level employees.

STAFF TURNOVER – MANAGERIAL LEVELS
2014 16.27%
2015 16.72%
2016 16.73%

Succession planning is in place for all key 
positions in the Group. Planning sessions are 
held at divisional level and development plans 
are identified for relevant individuals. The 
Group’s practice is to fill vacancies from within. 
Senior levels are also filled from within and this 
has a major impact on the culture within the 
organisation – employees realise that there is a 
possible career path that they can aspire to.

EMPLOYEE SAFETY 
The health and safety of our employees and 
customers is of the utmost importance and 
we have in place robust systems and 
processes to reduce any health and safety-
related risks. 

At Group level, we strive for ongoing 
Occupational Health and Safety awareness 
and a delivery of standards that ensure a 
safer and healthier workplace environment. 
Delivered to our employees via the Worktrainer 
Risk Solutions platform, health and safety 
training interfaces with operational risk 
management to sustain our compliance and 
governance levels. The platform was rolled 
out to all South African operating sites in the 
Shoprite Group and we have now expanded 
the reach into all neighbouring countries and 
across Africa where the Group’s footprint 
continues to grow. In the year under review, 
10 250 specific training interventions were 
delivered online in the operational environments. 

Lizwe Mnyamana (25) formerly a deaf employee 
of Shoprite Checkers, has since joined eDeaf 
and today trains the Group’s deaf learners.
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CASE STUDY
 

The Super Service Awards 
competition is our staff 
 incentive programme that 
rewards staff for providing 
superior customer service. The 
Super Service Awards encom-
passes 180 000 staff, both 
employees and sub-contracted 
staff, in 1 855 stores, trading in 
a total of 15 countries.

Focusing on key areas of 
service – Staff, Store and Stock 
– the Super Service Awards 
competition requires all 
branches across all brands 
within the Group to participate 
in three rounds annually. Each 
of the rounds use operational 
measures such as retail audits, 
food safety audits, stock
management reports, sales reports, as well as a visit from a mystery shopper to determine
the top scoring stores. Staff then receives rewards for their participation and teamwork as well as for 
their branch’s performance throughout the course of the year.

NON-FINANCIAL REPORT (CONTINUED)

Adjacent to training, compliance risk 
management checklists are completed 
online, and serve not only to enhance the 
training and efficacy of our policies, but also 
to address areas of concern. A total of 
184 688 audit checklists were completed in 
the year and this serves to highlight the 
diligence and commitment of Management 
staff to deliver on the established standards.

Our system further enables the appropriate 
reporting of any health and safety related 
incident, together with controls to ensure that 
appropriate follow-up action is taken when 
needed. 

All serious incidents are reported to the 
Chief Financial Officer for immediate attention 
and action. Regular divisional inspections 
and spot-checks are conducted to ensure 
store-level adherence to company health and 
safety guidelines.

REPORTABLE INCIDENTS* 
2014 6
2015 7
2016 7*

 

* In the year under review seven safety incidents 

occurred, four of which involved personnel from 

contractors.

HIV/AIDS AND HEALTH TESTING 
PROGRAMME
The Shoprite Group’s HIV and AIDS 
Programme includes a 24/7 HIV and AIDS 
Call Centre; a Post-Exposure Prophylactics 
Medication Programme; and face-to-face 
trauma counselling. These services are also 
made available to the families of employees. 

In 2015 testing for diabetes, cholesterol, 
high blood pressure and BMI were added to 
the Voluntary Counselling and Testing 
programme. The inclusion of these tests has 
increased the uptake of employees testing for 
HIV. The average HIV prevalence rate amongst 
employees who were tested was 8.4% during 
2015/16, relative to our Actuarial Impact 
Analysis estimate of a 9.5% prevalence. 

A programme to appoint 2 100 HIV peer 
educators was launched in 2015, and 
continued training of these peer educators 
remains vital to the success of the programme.

BROAD-BASED BLACK ECONOMIC 
EMPOWERMENT
Our Group supports the South African 
government in its efforts to broaden the 
formal economy to the benefit of all the 
people of South Africa.

We are proud to have had a track record 
of a 100% B-BBEE score over the past years. 
Notwithstanding the fact that the B-BBEE 
targets for the 2015 year increased, the 
Shoprite Group maintained its B-BBEE level 
of 100% and a B-BBEE recognition level 4. 
The level 4 certificate remained valid until 
May 2016 and we are currently busy with the 
verification process for the new certificate 
based on the new codes.

B-BBEE ELEMENT MAXIMUM 2015 2014
Ownership 20 7.87 8.80
Management 
Control 10 3.34 4.80
Employment 
Equity 15 12.35 6.70
Skills 
Development 15 8.26 10.60
Preferential 
Procurement 20 14.07 17.80
Enterprise 
Development 15 15.00 15.00
Socio-
economic 
Development 5 5.00 5.00
  100 65.89 68.70
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The targets set by the new codes and the 
sub-minimum requirements included therein 
shifted the B-BBEE goalposts considerably 
and will generally affect the scores of most 
corporates. This will challenge the industry 
and suppliers to maintain their previous 
B-BBEE standings. 

The Shoprite Group managed to up its 
B-BBEE commitment to the extent that it will 
reach the sub-minimum targets required in 
the next verification cycle. Some of the Code 
requirements are not within our control, such 
as preferential procurement, for which a 
solution is being sought. 

Ownership is one of the key challenges in 
improving our B-BBEE score and as a Group, 
we are actively dedicating time and resources 
to address this component.

LABOUR RELATIONS
The Group strives to maintain positive, well-
established relationships with all recognised 
trade unions in all its operations across 
Africa. There are currently nine trade unions 
who hold recognition with the Group and they 
represent 36 109 of the Group’s eligible 
employees (or 30.38%) through their 
recognition. We also meet annually with the 
UNI Global Union federation to whom most of 
these trade unions are affiliated. We view the 
role and involvement of trade unions as a 
necessary mechanism to ensure a healthy 
labour relations environment. 

Trade union representatives are also 
present in our formal Employment Equity, 
Skills Development, and HIV/Aids 
Committees in South Africa. These forums, 
together with the collective bargaining 
forums, serve as vehicles through which 
employee stakeholder concerns and 
expectations are addressed. 

The Group maintains a neutral attitude 
towards trade union membership, and the 

decision whether to join is for each employee 
to take based on own conviction.

We are currently two years into a three-
year wage agreement with the South African 
trade union. Labour disputes in the Group 
were resolved without any notable 
incidents of unrest during the period 
under review. 

PERFORMANCE INCENTIVES AND 
REWARDS
The Remuneration Committee reports details 
on financial mechanisms for aligning 
employees’ personal objectives with 
Group objectives. In addition to financial 
incentives and rewards, our Group has 
developed some incentive programmes that 
assist to identify excellence and reward 
business units with recognition and 
non-financial rewards.

3. FOCUSING ON OUR ENVIRONMENT 
The environmental impact of our activities, 
and those of our value chain, has a direct 
effect on the current and future quality and 
price of our products and our ability to build 
the Shoprite brand sustainably. In alignment 
with our low price promise, we concentrate 
our environmental efforts on initiatives that 
will sustainably reduce inefficiencies, carbon 
footprint and costs across the value chain.

Environmental risks are managed as 
part of numerous multi-disciplinary company-
wide risk management processes. Environ-
mental risks and opportunities are prioritised 
based on materiality which is determined 
through a qualitative assessment of the 
potential likelihood and impact on the 
business. Material risks and opportunities 
are identified by all significant business units, 
and reported to the quarterly Risk Forum 
meeting as well as the Social and Ethics 
Committee. 

Our analysis and evaluation of possible 
actions are prioritised based on the following:
–  Comparative return on investment;
–  The strategic benefit to the business;
–  Legislative requirements; and
–  Consumer impact.

CLIMATE CHANGE
The Shoprite Group remains committed to 
supporting international efforts aimed at 
measuring and controlling carbon emissions. 
To this extent the Group has initiated its 5th 
consecutive CDP submission during the period 
under review. Through this process of measure-
ment, the Group can accurately identify areas 
of high emissions and develop appropriate 
and specific strategies to reduce these. 

From a long term perspective, the 
significant contribution of electricity towards 
both our operational cost and carbon footprint 
saw energy efficiency and related investment 
becoming a strategic lever over the last 5 
years. The physical impacts of climate change 
such as drought-induced water shortages, 
flooding of stores and the associated loss of 
trading hours/income are further key 
influencing factors of the longer term strategy.

We are in the process of undertaking the 
following actions: 
–  Changing equipment procurement 

strategies to include and prioritise energy 
efficiency considerations;

–  Changing new building development and 
refurbishment decision strategies to 
include and prioritise energy efficiency 
considerations;

–  Changing the maintenance strategy from 
a predominately reactive nature to a more 
proactive maintenance approach. A direct 
consequence of this action is the 
investment in an enterprise refrigeration 
management solution detailed below;

The solar photovoltaic plants at Checkers Kathu, Northern Cape Province, South Africa, utilises 3 300m2 of roof area and generates 2 306 kwh per day, enough 
to travel 10 000km in an electric car.
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NON-FINANCIAL REPORT (CONTINUED)

–  Implementing a strategy to reduce water 
and electricity consumption which has 
seen a team of dedicated resources 
aiming to achieve the targets set by the 
Group;

–  A remuneration strategy which, among 
other things, incentivises staff to reduce 
waste to landfill, electricity and water 
consumption, fugitive emissions 
(refrigerant gases) and fossil fuel 
consumption; and

–  Continuing to update the carbon disclosure 
and reporting strategy and engaging with 
policy makers on a regular basis.

The Group’s absolute carbon emissions are 
approximately 1 650 000 tonnes of CO2e, 
where Scope 1, 2 and 3 contribute 9%, 91% 
and 1%, respectively. Refrigeration, 
air-conditioning and lighting form a significant 
part of the Group’s operations with more than 
17 000 refrigerated cabinets, 5 500 
refrigerated rooms, 650 central 
air-conditioning plants and 1 000 000 lamps. 

Emissions resulting from the loss of 
refrigerant, electricity consumed, and waste 
to landfill discarding are major contributors to 
the Group’s Scope 1, 2 and 3 emissions, 
respectively.

The Group is in the process of 
implementing an Enterprise Refrigeration 
System that will monitor and control its 
refrigeration estate centrally. The long term 
strategy is to enhance the system to also 
monitor and control air-conditioning and 
lighting systems amongst others. We are also 
in the process of replacing all traditional lamp 
technologies with LED solutions and installing 
solar photovoltaic (PV) systems on the roofs 
of our outlets aimed at not only reducing the 
electricity consumed from the grid but also to 
be more self-sufficient. 

These projects and system aim to reduce 
the Group’s absolute carbon emissions by more 

than 235 000 tonnes of CO2e and, as a fringe 
benefit, greatly save on maintenance cost.

Shoprite’s drive towards centralised 
distribution plays a vital and fundamental role 
in continually reducing the carbon footprint for 
both Shoprite and the FMCG industry. Over 
2 000 suppliers no longer deliver on a “direct-
to-store” route to market. This eliminates 
millions of unnecessary and inefficient 
kilometres driven from store-to-store as well 
as alleviating the back-door congestion. This 
costly and inefficient route to market 
ultimately increases product pricing. Suppliers 
now focus on their core competency and not 
on unnecessary costly warehousing and 
transportation. This further empowers small 
and medium sized enterprises that utilise 
Shoprite’s supply chain.

Carbon emission comparison between 
peers within our sector is complicated as the 
CDP lacks sector-specific reporting stand-
ards, and, as a consequence, submissions 
between peers are inconsistent. Factors such 
as space utilisation, i.e. food vs. clothing vs. 
appliances, in-sourcing or outsourcing of 
distribution networks, or the inclusion or 
exclusion of franchises, is critical to enable 
comparisons. We invite interested parties to 
contact us for further information and this will 
allow us the opportunity to enter into discus-
sions and provide insight into carbon foot-
print calculations and factors to consider for 
comparative analyses.

PACKAGING, RECYCLING AND WASTE 
RECOVERY 
While packaging is essential to our business 
for a variety of reasons, ranging from 
providing food safety and hygiene, to 
increasing the shelf life, supporting safe 
handling and transportation and making 
products visually attractive to customers, 
it inevitably adds to additional cost and 
generally ends up in post-consumer landfill. 

The Shoprite Group continuously focus on 
reducing packaging cost and below we list 
some examples of our efforts during the past 
year:
–  All convenience food cartons and sleeves 

are now made of recycled material, 
utilising 89 tonnes of recycled paper. 

–  The amount of board used in folded subs 
sleeves of the deli sleeves has been 
reduced by 42% by making them smaller 
and in lighter material.

–  The iconic Checkers Green Recycled Bag 
won a Silver Award from the South African 
Plastics Recycling Organisation in 2015. 
In the past year, 199 million bags went 
through our tills, amounting to 2 190 
tonnes of material that we prevented from 
ending up in landfills. The bags are 
manufactured from 100% recycled 
material with a minimum of 75% post-
consumer waste. Both of these claims are 
independently audited and verified by the 
SGS accreditation body. 

We are furthermore continuously working on 
the packaging artwork to ensure that all 
packaging includes relevant recycling logos 
that both educate consumers on the materials 
used and the recyclability thereof. This also 
assists recycling companies with the sorting 
of materials in the recovery process.

Within distribution, we have a zero-to-
landfill approach that focuses on the actions: 
Remove, Replace, Reuse, and Recycle.

Recycling initiatives with cardboard and 
plastic materials have been implemented in 
line with this approach. This was modelled on 
international best practices and the initiative 
forms part of Shoprite’s reverse logistics 
strategy. Investment in this regard was 
undertaken at Centurion. 

Removing the need for expensive 
cardboard packaging is another focal point at 
Shoprite. To provide this opportunity to 
suppliers, considerable investment has been 
undertaken to invest in “returnable-transit-
packaging” (RTP) methods that are utilised by 
reputable multi-national retailers. The benefits 
of this initiative assist in reducing supply 
chain costs in a sustainable manner.

4. FOCUSING ON OUR SUPPLIERS
A focus on developing strong and long term 
relationships with suppliers, and careful 
consideration of their needs, results in several 
areas of mutual benefit including cost 
savings, reduced risk, increased food safety 
and an emphasis on continual improvement. 

Our continued success is reliant on that of 
our suppliers. We support our suppliers and 
drive a growth culture through a number of 
ways, including advice from our food safety 
and quality department, assistance with 
product movement and inventory manage ment 
from our supply chain department, planting 
programmes for our fresh produce suppliers 
and skills development for our smaller suppliers.

WE HAVE SET AGGRESSIVE EMISSION REDUCTION TARGETS FOR 2025,  
AGAINST OUR 2014 BASELINE AS DETAILED BELOW: 

EMISSION REDUCTION TARGETS AGAINST BASELINE

Reduce  metric tonnes CO2e per 
unit revenue 50%
Reduce  metric tonnes CO2e per 
square meter 40%
Reduce  metric tonnes CO2e per 
 full-time-equivalent employee 25%
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We buy from a large number of suppliers 
and our Freshmark division alone deals with 
472 growers in South Africa, of which 31% 
have annual turnovers lower than R500 000 
while 71% of suppliers have annual turnovers 
lower than R5 million. 

Working with small suppliers not only 
diversifies climactic and other risks, it means 
that we are able to source locally while 
supporting small enterprises. 

Our suppliers enjoy structural benefits 
associated with partnering with us. These 
include integration with our supply chain 
which includes transport and centralised 
delivery to our network of distribution centres 
and stores. We have also invested in a pool of 
returnable and recyclable plastic crates to 
reduce packaging costs and for better 
protection of the product. Suppliers are thus 
able to save on transportation costs, and we 
are able to ensure that we have control over 
the product and its costs for most of its 
journey. Today the Shoprite Group can move 
product from any part of the world to even 
remote parts on the African continent where 
the Group operates retail outlets. This ability 
to trade and source internationally provides a 
distinct competitive advantage to the Group.

HOMEMADE 
Homemade is our small-enterprise development 
programme. Individuals who have a product 
to sell might not initially have the means to 
register as a national supplier. If we see poten-
tial in their product, they might be adopted 
into our Homemade programme, through a 
system driven by their local store manager. 
We coach them through each stage of their 
development journey with tangible challenges 
such as assistance to conform to health and 
hygiene standards, and evaluating sales 
patterns. The programme has seen consistent 
growth since inception, and we currently sell 
218 lines from our 60 Homemade suppliers.  

5. FOCUSING ON OUR COMMUNITIES 
As Africa’s largest retailer, the Shoprite 
Group’s commitment to communities is built 
on simple principles: 
1.  We use our scale and bulk buying power 

to bring consumers consistently low 
prices on a wide range of food and 
household items every day; 

2.  We offer great job opportunities ensuring 
that our workforce reflects the 
communities that we serve; and 

3.  We #ActForChange in the communities in 
which we operate by joining forces with 
local partners on high impact social 
investment initiatives that make a real 
difference in people’s lives.

The concept of shared value underpins our 
approach to Corporate Social Investment. It 
is about investing in the future for our business 
and society. We fill the gap in local communities 
to uplift, develop and grow them because 
they are the foundation of our business’ 
success. They are our customers, suppliers, 
employees and ultimately our partners. It’s more 
than just a responsibility; it’s a way of being, a 
constant and consistent #ActForChange. 

Our actions are guided by four driving 
forces: 
–  WE FIGHT HUNGER by providing 

 effective and sustainable solutions to 
address short, medium and long-term 
food scarcity needs across Africa;

–  WE EMPOWER WOMEN by working to 
develop and grow the businesses of 
women throughout our supply chain, as 
well as partnering with women who are 
working to fight hunger in the 
 communities in which we operate; 

–  WE DEVELOP SKILLS to enable 
employment within our business for 
thousands of people and we work to 
develop the skills of thousands more to 
make them employable in the retail 
industry; and

–  WE #ACTFORCHANGE IN 
COMMUNITIES, joining hands with local 
partners to respond to the needs of 
communities. 

WE FIGHT HUNGER
Food is our main business and as such we 
believe that we can play a significant role in 
providing assistance to communities in need. 
Our “We Fight Hunger” programme is by far 
the biggest focus of our CSI strategy and in 
monetary values represents 88% of our CSI 
expenditure for the 2016 financial year.

To address food security challenges faced 
by many people across the African continent 
on a daily basis, the sheer number of and 
geographical footprint of our community 
contributions forces us to have a robust 
programme with supporting processes in 
place. All Shoprite and Checkers 
supermarkets have a no-wastage policy and 
surplus food is donated to hundreds of 
non-profit organisations, collectively feeding 
thousands of hungry people daily. 

Our Mobile Soup Kitchen Programme has 
been serving vulnerable communities on a 
daily basis for close on a decade. For the 
past year, our soup trucks served almost 
4.5 million meals. 

We’re also focused on working with identified 
beneficiary organisations to establish longer 
term solutions, such as Sustainable Food 
Gardens to alleviate hunger in communities 
while generating income for individuals and 
organisations, making the model sustainable.

R109MILLION

DURING THE  
YEAR  UNDER 
REVIEW, WE 
DONATED  

FOOD TO THE  
 VALUE OF

CASE STUDY

Biscuit and cake supplier PAM 
DORASAMY is an example of a 
Homemade supplier who has 
built a business that now has 
15 per ma nent employees and 
supplies 40 Shoprite and 
Checkers stores in KwaZulu-
Natal. 

Her Phoenix-based company, 
Pam’s Home-made Treats, has 
its roots in a family biscuit 
recipe which inspired her to 
bake biscuits and cakes in her 
kitchen and sell at community 
markets, factories and at the 
Phoenix Mall. But it was in 2008, 
when she approached Shoprite, 
that she was able to build her 
business, increase turnover to 
R1.8 million and buy an adjoining 
property to house her bakery. 

Pam, who is passionate about 
skills develop ment, only employs 
unskilled and unemployed 
people who gain the necessary 
skills to empower them to start 
their own baking businesses.
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NON-FINANCIAL REPORT (CONTINUED)

New partnerships and projects were 
implemented successfully to transform our 
mobile soup kitchens into more sustainable 
community soup kitchens. All of these new 
developments were based on a 5-point 
blueprint for sustainable initiatives.

Our approach starts with identifying a 
beneficiary organisation and appointing 
implementation partners in a Shoprite 
community. As an example, we identified a 
school in Cape Town, Greenlands Primary, 
who has almost 1 000 learners with a 
government-subsidised feeding scheme that 
feeds around 130 children. 

We used our Shoprite mobile soup kitchen 
and served soup and bread to the neediest 
learners for 6 months while we developed a 
600m2 food garden at the school. 

We also established a meaningful 
relationship between the school and the local 
Shoprite store through regular visits and 
assistance with fundraising activities. The 
initiative also includes a 12-month 
EduMaintenance phase where we ensure that 
skills transfer happens and that all elements 
are in place to ensure the long term 
sustainability of the project.

The current status is that produce of the 
garden is used in the school’s feeding 
scheme to reduce the cost per meal with 
excess produce being sold to staff as an 
income generating activity.

The school is a beneficiary of the National 
School Nutrition Programme, who has agreed 
to pay the salary of a Garden Champion 
going forward. This means that the job 
created as a result of the establishment of the 
garden is now sustainable, with no cost 
needed from the school. 

The school also established a “lunch 

started off as a crèche, is now a beacon of 
hope in the community of Joe Slovo. The 
Shoprite Group invested in a container 
kitchen facility and the expansion of the 
organisation’s food and flower garden. 
The result will be a sustainable garden 
that yields substantial crops and flowers 
at regular intervals, enabling the 
organisation to increase their weekly meal 
serving from three days to five and 
establishing an income generating 
business by selling crops and flowers. 

–  Yenzanathi Community Upliftment Project 
serves and uplifts vulnerable community 
members in Botha’s Hill in KwaZulu-Natal. 
It all started when Mrs Hlophe, a domestic 
worker at the time, wanted to reach out to 
those in need around her and feed hungry 
people. The Group’s support includes 
upgrading the kitchen, food garden 

club” from May 2016 to cater for learners not 
covered by the government-subsidised 
school feeding scheme, teachers and 
parents. “The Green Deli” employs one 
garden cook that uses crops from the garden 
to prepare affordable, nutritious and delicious 
dishes that are sold at discount prices. The 
income will be ploughed back into garden 
maintenance. 

The garden serves as an educational tool 
for the school, as this has been many 
learners’ first interaction with a variety of crops. 

The experience and insights we gained from 
the Greenlands Primary initiative are now 
used for design and roll-out of further 
projects. Examples of new projects for this 
year are detailed below:
–  Wathint’ Abafazi in Bethelsdorp in the 

Eastern Cape, a community project which 

The 600m2 sustainable community food garden established at Greenlands Primary outside of Cape Town in July 2015, yielded its first harvest three months later.

The Wathint’ Abafazi Sustainable Food Garden in Bethelsdorp, Eastern Cape, was started in 2013 and 
today feeds over 200 people.
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 development and gardening training for 
volunteers, ultimately enabling Yenzanathi 
to increase feeding from two days to five 
days a week. Current sources of income 
 generation include an internet café and a 
chicken den; Support from the Group will 
boost these activities through the sale of 
excess crops. 

WE EMPOWER WOMEN
Women play a significant role in our business 
– they are our customers, our employees and 
our suppliers. We’re working with women in 
business, identifying opportunities for those 
who have the potential to supply into the 
Shoprite Group, helping to develop relevant 
skills as well as growing these businesses into 
successful operations. We are also partnering 
with exceptional women who are working to 
Fight Hunger in their communities, helping to 
support and enhance their efforts through our 
comprehensive hunger relief programme.  

WE DEVELOP SKILLS
As one of the largest employers in Africa, we 
believe that developing people’s skills drives 
not only our business, but the economy. We 
work to develop the skills of youth by creating 
educational and job opportunities directly 
linked to our business, thereby continuously 
creating an exceptional talent pipeline.

Community skills development projects 
include:
–  Leap schools: Leap currently has six schools 

and we support one learner per school 
and will further assist by a bursary offering 
to alumni who meet the requirements of 
the Shoprite Group’s Bursary Scheme.

–  SA Teen Entrepreneur Foundation: 
The Group is supporting the entrepreneur 
‘society’ course at Ikamvalethu 
Secondary School in Langa where 
students work through a 10-module 
programme which culminates in an 
innovative business idea or model.

Volunteers starting up the Yenzanathi Community Upliftment Project in Botha’s Hill, KwaZulu-Natal.

WE REACH OUT TO LOCAL COMMUNITIES
The Shoprite Group is committed to 
community development. Through our 
extensive store network, we take hands with 
the communities in which we operate, joining 
forces with local partners to respond to 
needs quickly and effectively. We 
#ActForChange in communities to help them 
grow, develop and realise their full potential. 
We do this because communities are at the 
core of our business.

During the reporting period the Group assisted 
countless local non-profit organisations, 
community projects, schools and other 
worthy causes, including the following:
–  Early in 2016 the Shoprite Group acted 

fast to help drought-stricken communities 
affected by water shortages and donated 
and/or transported 605 641 litres of water 
to various towns in the Free State, North 
West and KwaZulu-Natal. 

–  Furthermore, the Group has supported 
various community organisations with 
fundraising efforts such as Cuppa for 
Cansa, Christmas gift wrapping and 
Casual Day collections for persons with 
disabilities and a total amount of 
R4 459 378 has been collected for the 
needy.

–  In January 2016 we launched the 
#ActForChange Fund following requests 
by consumers who want to make a differ-
ence in communities affected by natural 
disasters or experiencing serious chal-
lenges. Customers can now make a differ-
ence by simply adding R5 or more to their 
purchase at the till point of any Shoprite or 
Checkers supermarket in South Africa. 
The Fund provides relief to the people of 
South Africa in partnership with organisa-
tions like FoodBank SA, Agri SA, Gift of 
the Givers, SA Red Cross Society, 
Working on Fire, and other local NGOs. 

CASE STUDY
 

Mickey Winifred Linda is a woman based in Khayelitsha who founded 
the Yiza Ekhaya Soup Kitchen. Yiza Ekhaya is a  community-based 
project that encompasses a crèche, food garden and sewing project. 
The project feeds around 250 children as well as elderly people whose 
dependence on medication makes it necessary for them to eat regularly. 

Known in the community as “Nompilo”, which is loosely  translated 
as “Care Giver”, Mickey is working not only to address the immediate 
needs around her, but to also put in place more sustainable solutions to 
address the food security challenges faced by the community. 

When the Shoprite Group heard about the project, we became 
involved and assisted through the immediate donation of food hampers, 
kitchen equipment and chairs to assist the many elderly people being 
supported by the Soup Kitchen. 

Now, more than a year later, the Group is extending its support of Yiza 
Ekhaya, working with other local partners to bolster the Soup Kitchen’s 
existing food garden as well as helping to set up ten additional home 
food gardens for the project volunteers. Part of the produce grown at 
each of these gardens will be used to supplement the existing feeding 
scheme at Yiza Ekhaya, while the rest of the produce will be used to 
create additional Soup Kitchens or feeding schemes as well as a means 
of income  generation for the volunteers.
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