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OUR EKUSENI STRATEGY

Over the past eight years, the Group has deliberately and consistently delivered against the strategic 
objectives of a long-term plan originally developed and implemented in 2013. 

The plan set out three clear stages: 

1 2 3
Stabilise the business after a  

long period of under-performance
Change the trajectory of the Group 
through the development of strong 

growth engines

Deliver sustainable  
long-term growth

The successful execution of at least the first two stages of that plan is evident in the strength of the Group’s balance sheet, its strong cash 
generation and high level of liquidity, the resilience it has demonstrated throughout the Covid-19 pandemic, and more recently its rapid 
recovery from the devastating civil unrest of July 2021.

A new dawn
The appointment of new CEO, Pieter Boone, has heralded a new 
chapter for the Group – an exciting opportunity to examine 
the business with fresh perspective and new energy, and to 
formulate the right strategy for the next phase of the Group’s 
growth. After a period of extensive research and planning, 
Pieter Boone and his management team published the Group’s 
new long-term Ekuseni strategic plan in May 2022.

Ekuseni means a new morning or new dawn. It seeks to build 
on the rich legacy of the Group’s iconic Pick n Pay brand and 
to accelerate growth in key strategic areas, such as Boxer, 
Clothing and Online, in order to realise the full potential of 
the Group.  

The Ekuseni plan is built on extensive 
analysis and research, including:
 • Detailed analysis of the South African retail market, 

competitors and key customer segments
 • Constructive and transparent engagement with 

customers, including 7 000 customer interviews, 
extensive focus groups and detailed analysis of Smart 
Shopper loyalty data

 • Critical analysis of our operational and financial 
performance – at division, store and category level – 
including our productivity, efficiency, complexity, and 
discipline

 • An objective assessment of the capability, skill and 
experience of our senior leadership team

 • The identification of future growth opportunities, 
including through the acceleration of the engines we 
have built over recent years

Pieter Boone and his executive team have 
developed a very rich understanding of 
the business – not only of our strengths 
and strategic advantages, but also of 
the unvarnished truth of where we 
have disappointed our customers and 
under-performed against our peers and 
the expectations of our stakeholders.
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The Ekuseni Plan seeks to build on the strategic advantages of 
the Group, while addressing stakeholder concerns and areas 
of under-performance. It is a comprehensive and balanced 
plan, and a significant new chapter in the Group’s history. Our 
executive management team has played a significant role in 
developing this plan and is fully aligned with all our strategic 
priorities. 

Our ambitions and targets over the next four years are set out 
clearly on page 52 and include: 

• Group sales growth at a compound annual rate of 10%, resulting 
in market share growth for the Group of at least 3% by FY26 

• The Group has targeted an increase in its profit before tax 
(PBT) margin to above 3% by FY26

It is an exciting time for our Group and we have the will and the skill to take the Group to its full potential.

The Ekuseni Plan is built around five key strategic focus areas:

These focus areas are unpacked in more detail on the following pages of this report. 

1
 

A refined and 
strengthened 
Pick n Pay Customer 
Value Proposition

2
 

Accelerating the 
growth of Boxer

3
 

Building Omnichannel 
and Digital leadership

4
 

Project Future – 
funding our strategic 
ambitions

5
 

Winning through 
our People

Our strengths reiterated through our stakeholder 
engagements:
 • Pick n Pay is a loved, trusted and aspirational brand in all 

the regions and customer segments in which we operate
 • Our Pick n Pay Clothing division is a strategic growth 

engine for the Group
 • Boxer is the most dynamic and fastest growing discounter 

in Africa
 • The combination of the Pick n Pay and Boxer brands is a 

formidable strength – with over 2 000 stores catering to 
all demographics and customer segments

 • Our Pick n Pay franchise community is a true strength for 
us. Our franchisees are committed and loyal. They know 
their communities and are determined to serve them in the 
best way possible. They are an integral part of our success

 • Smart Shopper is the most used loyalty programme in the 
country, with a wealth of customer data

Challenges and opportunities highlighted through 
stakeholder engagements:
 • Our Pick n Pay customer proposition needs greater clarity 

– the brand may not adequately meet the needs of all its 
diverse customers, either through range or assortment

 • While we have made good progress in improving the price 
perception of Pick n Pay, more work needs to be done in 
this area

 • Pick n Pay company-owned stores provide an uneven and 
inconsistent shopping experience for customers - we need 
to improve our layout, navigation and the consistency of 
our customer service 

 • Our profitability lags that of our peers. While we have made 
good strides in recent years, the Group needs to become 
even more productive, efficient and cost-effective

 • Our total shareholder return has trailed our key 
competitors in recent years

 • Shareholders have requested greater transparency in our 
financial disclosure to better understand the investment 
case for the Group and its underlying growth drivers 
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Pick n Pay “Project Red” supermarkets
(brand name being finalised)

Will focus on delivering lower prices and great quality to 
our customers in the lower- to middle-income communities 
of South Africa. These stores will carry a tailored range of 
around 8 000 product lines – with a strong fresh meat, 
produce and bakery offer, and a keen focus on basic 
commodities and other essential food and grocery items. 

At the very heart of our ambition is the turnaround of the Pick n Pay supermarket business. Pick n Pay is an iconic and inclusive brand, 
much loved by customers across southern Africa. However, in our efforts to serve a broad and fully inclusive customer demographic 
with a single brand, we have added complexity to our business, without fully meeting the individual needs of the customers we serve. 
Our customer value proposition needs to be clearer – refined and tailored to provide our customers with the right assortment at the 
right price.

Ekuseni will redefine our relationship with the Pick n Pay customer through the 
development of two customer-facing supermarket brands:

Our two Pick n Pay banners will ensure that our supermarkets are designed around the specific needs of the customers we serve, 
allowing for a simpler store operating model, less complexity, greater productivity, more targeted promotions, greater on-shelf 
availability and less waste. Both will provide exceptional and consistent customer service to ensure that Pick n Pay becomes the 
supermarket of choice, regardless of where we trade and who we serve.

At the time of publication, the Group is trialling eight Pick n Pay and Pick n Pay “Project Red” supermarkets around the country. 
The new name for the “Project Red” banner is currently being tested with customers. The Group will begin rolling out these new 
store formats through an accelerated store refurbishment programme in the second half of FY23, informed by the results of 
detailed performance analysis and customer feedback. The refinement and optimisation of our supermarket business will progress 
alongside strong growth plans for our supplementary and key clothing and liquor businesses.   

Pick n Pay supermarkets

Will offer a greater depth of range, with an emphasis on 
quality, innovation and freshness. These stores will carry 
a range of around 18 000 product lines, giving customers 
our best quality at great value, and cater to customer 
aspirations, including through a fully integrated omnichannel 
offer.

1
 A refined and strengthened Pick n Pay Customer Value Proposition

Our ambition

The success of the two banners will be measured through stronger 
customer advocacy for Pick n Pay. Our customers will tell us when we 
are giving them the store that best suits their needs. Customer advocacy 
is measured through a net promoter score (NPS), which is essentially 
our customers’ response to one simple question: “Will you recommend 
Pick n Pay to a friend?” Many retailers across the globe have implemented 
NPS as a highly effective method of driving customer centricity across 
their organisations.  

Our target
A gain of 20 percentage points in 
Pick n Pay’s net promoter score by 
the end of FY26.

OUR EKUSENI STRATEGY
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Boxer is South Africa’s leading discount supermarket – consistently out-performing the market through a tight range of 3 000 
essential food and grocery products that provide exceptional value through a simple and highly effective operating model. Boxer 
has a clear customer value proposition which gives customers the confidence that they need “never pay more than the Boxer price”. 
Boxer supermarkets are fresh and modern, provide a high-quality fresh meat and produce offer and a wide range of value-added 
services. Boxer provides unbeatable everyday value through deep and targeted promotions on commodity and other essential food 
and grocery items and a highly compelling own brand offer.

Boxer’s exceptional performance over the past eight years has been a key growth engine for the Group, and the time is right to 
accelerate the growth of this business. Boxer’s trading heartland is in KwaZulu-Natal and the Eastern Cape, and while it has a 
presence in all nine provinces, there is great opportunity for Boxer to grow its footprint in communities across South Africa where 
it is still under-represented. 

2
 Accelerating the growth of Boxer

Our ambition

The Group will roll out 200 new Boxer stores across its supermarket, 
liquor and build formats over the next three years. The Group will work 
with new and existing development partners to find the right locations 
for its expanding store network, will expand the capacity of the Boxer 
supply chain to support this growth, and will source and train the right 
talent, so that our exceptional customer service is never compromised.   

Our target
Doubling the value of Boxer sales 
by the end of FY26, through a 
combination of new stores and strong 
and consistent like-for-like growth 
which remains ahead of the market.

Our target: 3% gain in market share for the Group by end FY26.

The Group – through a powerful combination of its Pick n Pay and Boxer supermarkets 
– will have an effective and impactful reach across the broad and diverse South African 
consumer demographic:

Boxer
Pick n Pay

“Project Red” Pick n Pay

Consumer Lower- to middle-income Lower- to middle-income Middle- to higher-income

SKUs 3 000 8 000 18 000

Range Focused, strong own brand Wide range, strong in fresh Depth of range, quality, innovation

Price Lowest price discounter Low prices, great quality Great value, best quality

Stores Vibrant Elevating the essentials Aspirational and powerfully fresh

Service Friendly and familiar Service excellence Experiential service
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Online food and grocery retail is still in its infancy in the 
South African retail market and represents around 1% of the 
Group’s sales. The online channel has experienced exponential 
growth over the past two years as a result of the Covid-19 
pandemic, and we expect this growth to accelerate further in 
line with global consumer demand for greater convenience and 
advancements in technology.

Online food and grocery retail has already become a key 
determinant for market share growth in South Africa.  While the 
Group has successfully built a strong online business – which 
includes an on-demand (asap!), scheduled and Click n Collect 
offer – it must do more to meet the growing customer need for online grocery shopping. In addition, a strong and expanded online 
offer can unlock further customer insights, enrich data analytics and underpin more personal engagement with customers. 

The Group has taken a significant step forward in expanding its online reach through a new commercial agreement with the Takealot 
Group. From August 2022, Pick n Pay will provide a dedicated food and grocery offer to customers on the Mr D app. Customers 
using the new offer will benefit from Pick n Pay’s deep expertise in fresh food and groceries, and our Smart Shopper loyalty 
programme, as well as the Takealot group’s industry-leading customer-facing technology and highly scalable delivery network, 
which currently reaches 2.5 million customers. 

3
 Building Omnichannel and Digital leadership

Our ambition

The Group aims to build the most compelling and effective online 
food and grocery business in South Africa. We will continue to invest 
in technology and accelerate digital innovation across our business, 
including through systems automation, advanced analytics, artificial 
intelligence, effective use and monetisation of data, and the expansion 
of our Smart Shopper loyalty programme.

Our target
To grow our online food and grocery 
sales eight-fold by end FY26.

OUR EKUSENI STRATEGY

Opportunity size (indexed to 2017):

1.0 x1.2 x1.3
x2.5 x2.8

x3.5
x4.3

x5.4

x6.8

x8.5

2026 F2025 F2024 F2023 F2022 F20212020201920182017
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4
 Project Future – funding our strategic ambitions

Our ambition

The Group will deliver targeted cost savings across a number of targets initiatives: 

Store
productivity

Supply chain 
and working 
capital

Commercial
initiatives

Goods not 
for resale

Office of 
the future

Sustainable 
and efficient 
store estate

 • Simplify store 
operations

 • Modernise 
operating models

 • Flexible 
workforce

 • Better customer 
service

 • Supply chain 
optimisation

 • New Eastport DC
 • Reduce stock 

holding by 
>R1.0bn

 • Savings from 
redefined 
Pick n Pay offer

 • Close collaboration 
with suppliers to 
buy better and 
sell more

 • Buy better
 • Efficient use of 

consumables
 • Reduce waste
 • Leverage 

technology 

 • Leaner, simpler, 
more effective 
support office

 • Hybrid working
 • Savings in staff 

costs, occupancy 
costs and travel

 • Leverage 
formats to serve 
customers better

 • Tackle rising 
operating costs

 • Deliver on ESG 
goals

Our target
R3 billion in cost savings over three years.

Operating efficiency and cost savings remain a priority under Ekuseni. The Group has successfully delivered R1.0 billion of cost 
savings under Project Future over the past two years. As a result, the Group is more modern and effective than it was two years ago.  
However, benchmarking and other measures demonstrate that there is more to be achieved on efficiency. Efficiency gains and cost 
savings are very important in enabling the Group to invest in the customer, including through lower prices. This investment is key to 
driving customer and volume growth.   

Project Future has identified further significant and quantifiable opportunities for efficiency gains across the Group’s procurement, 
supply chain, store operations and support office structures, with a target of R3.0 billion in cost savings over the next three years. 

5
 Winning through our People

Our ambition

We will build the best retail team in Africa – a future fit, high-performance 
team, incentivised to deliver on the goals of Ekuseni and empowered to 
deliver sustainable long-term growth for all stakeholders.

Our target
We will tie our performance 
management measures and incentives 
to the achievement of our Ekuseni 
goals of 10% sales CAGR over the four 
years, and a profit before tax margin 
above 3% by end FY26. Remuneration 
incentives are also linked to our ESG 
goals. Refer page 106.

The success of Ekuseni will depend on the determination, commitment and skill of our executive management, operations and support 
teams across the business. People are our key enabler. The Group has assessed the capability, skill and experience of our senior 
leadership team and has made some important changes, both to our team and to our reporting structures. 20% of our leadership roles 
have different people in place compared to last year. 

The Group will conduct regular talent mapping to identify and fill talent gaps in the organisation. We will train and develop skills and 
provide adequate support and mentoring to ensure progression and succession in the business is robust and effective. We will work 
in a more modern and hybrid way. We will engage closely and regularly to ensure our staff and their personal goals are aligned with the 
ambitions of Ekuseni and with the values of our business. 



52

OUR EKUSENI STRATEGY

A summary of our Ekuseni ambitions and goals by end FY26

The Group has set bold ambitions under its Ekuseni plan. Our management team has clear targets 
against which to measure our performance and against which we will hold ourselves accountable 
to stakeholders.

3%
Market share gain

+20
NPS

1
 

A refined and strengthened Pick n Pay Customer Value Proposition

2x
Boxer sales

2
 

Accelerating the growth of Boxer

8x
Online sales

3
 

Building Omnichannel and Digital leadership

R3bn
Savings

4
 

Project Future – funding our strategic ambitions

10%
Sales CAGR

>3%
PBT margin

5
 

Winning through our People

Targets FY23 – FY26

52

Transparency and accountability are key

After constructive engagement with shareholders, we have committed to greater transparency in our financial disclosures going 
forward, both in respect of our financial performance and our growth drivers. We have committed to provide our shareholders with 
greater clarity of our financial performance in the future. This includes segmentation of sales and sales growth of our Pick n Pay and 
Boxer businesses, our net promoter score for Pick n Pay and our progress in delivering against our Project Future goals. 



Our strategy 04

Integrated Annual Report 2022 53



54

Our ESG approach is underpinned by our belief that doing good is good business. In 
particular, we believe that by reducing waste we help the environment and reduce our 
costs. We have several Group ESG targets that are linked to our Ekuseni Strategic Plan. 

↓50% 100% 75%
in food waste by 2030 packaging to be recyclable/reusable 

by 2025
of all waste diverted from landfill  

by 2025

Zero 100% ↓20%
Carbon by 2050 Scope 1 and 2, 

-60% by 2040
CO2 refrigeration by 2040 reduction in water usage per store 2025

Our reporting boundary for these Ekuseni targets excludes franchise stores.

Our ESG targets are linked to executive management incentives. Refer to page 106.

ESG AND OUR EKUSENI STRATEGY
From its early beginnings, Pick n Pay has sought to address the challenges faced by ordinary South Africans. The key tenets of ESG have been 
embedded in our values since the 1970s and we have long held the belief that doing good is good business. Now, with the added impetus of global 
investor interest, strategic integration of ESG has never been more important.

Working with a long-term view, sustainability has taught us much over the decades. We have learnt that, while philanthropic giving remains 
critical in the face of dire need, positive ESG impact achieves greater traction and scale when linked directly to the business model. Much of 
our integration work has focused on innovating to deliver positive ESG impact while also reducing costs, increasing revenues or improving the  
efficiency of the ecosystem that comprises our extensive value chain. We are also clear that effective intervention in ESG challenges requires 
a full systems view and long-term, committed partnerships. Though clearly not unique, these insights continue to inform our sustainability 
strategy and approach to ESG.

Each element of our Ekuseni Strategy enhances our ability to scale our positive ESG impact through 
our core business activities. 

1
 

A refined and strengthened Pick n Pay 
Customer Value Proposition

By organising into two customer-facing brands, we will focus our product 
offerings more effectively. For example, ensuring food prices remain affordable 
and expanding our green and sustainably-sourced product ranges.

Already the leading limited-range discounter in Africa, Boxer will increase our 
ability to serve price-conscious customers with high-quality products.

We will launch a dedicated Pick n Pay on-demand food grocery offer in 
August 2022. While we need more work to track specifics, recent research 
indicates that direct-to-home delivery can be a powerful way to decrease 
carbon emissions.

Our Project Future modernisation and efficiency plan has incorporated 
energy, water and waste reductions since its inception. We will deepen our 
efforts to direct these savings into lower prices for our customers, particularly 
on essentials.

Our goal is to build a future-fit, high-performance team. In addition to 
recruitment and retention, learning and development, effective hybrid working, 
and greater diversity, we will engage closely with our staff to build an effective 
ESG culture.

2
 

Accelerating the growth of Boxer

3
 

Building Omnichannel and 
Digital leadership

4
 

Project Future – funding our 
strategic ambitions

5
 

Winning through our People
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Our ESG efforts – and increasingly our strategic decisions – are guided by our ESG framework, 
which is shaped around three ESG goals. These goals are aligned to the six United Nations 
Sustainable Development Goals we have identified as most relevant to the Group:

Partnering to shift the 
food system

Reducing our environmental 
impact

Investing in our people and 
communities 

As one of South Africa’s large retailers, 
we have a responsibility to promote 
smart, sustainable and inclusive food 
supply chains. This includes supporting 
smaller, local suppliers and working with 
all our suppliers to provide our customers 
with quality products produced 
responsibly and ethically. 

We are mindful of our broad reach and 
our environmental impact across our 
value chain. We are working on a broad 
set of solutions and targets to reduce 
our impact, with a particular focus on 
energy, refrigerants, water, waste and 
packaging.

To be an employer of choice, we must 
provide good jobs, effective training and 
development initiatives, competitive 
pay, good working conditions and an 
opportunity to progress. We seek to 
ensure that the composition of our 
employee base at all levels accurately 
reflects wider society. 

Relevant UN SDGs Relevant UN SDGs Relevant UN SDGs

We deliver a positive ESG impact through the following pillars, which support our ESG goals

 • Building an inclusive supply chain
 • Supporting ethical and sustainable 

sourcing
 • Promoting healthier food and choices
 • Reducing food waste

 • Reducing our carbon footprint
 • Conserving freshwater
 • Finding solutions to packaging 

challenges
 • Reducing and repurposing waste

 • Targeting hunger, health and well-being
 • Community education and awareness
 • Diversity, equity and inclusion
 • Employee health, safety and well-

being
 • Talent management and development

We further track our ESG performance against a range of underlying targets for each of our ESG goals 

 • Sourcing 50% of cotton as more 
sustainable cotton by 2024

 • Reduce food waste produced in our 
own operations by 50% by 2025 
(FY20 baseline)

 • Donate 3 000 tonnes of excess food 
per year to charities by 2025

 •  Achieve a 45% reduction in energy 
efficiency by 2030 (FY10 baseline) 

 • By 2025 against our FY20 baseline
 » 30% average recycled content across 

all Pick n Pay packaging by 2025
 » 30% reduction in average packaging 
weight of Pick n Pay branded 
products by 2025

 » 100% of cardboard/paper used for 
packaging to be sustainably sourced 
by 2025

 • Establish 200 food gardens that 
provide food to 100 000 learners 
by 2025

 • Provide 3 000 tonnes of excess food 
per year to charities by 2025

 • By FY24 we are targeting to achieve a 
33% representation of Black, Coloured 
and Indian Top Managers in Pick n Pay 

Sustainability Governance
Our sustainability governance structure 
remains unchanged, however the topic 
received significant focus during the year. We 
increased the scope of responsibility of our 
social and ethics committee, under the chair 
of Suzanne Ackerman-Berman, enabling a 
stronger oversight role in the business. We 
engaged with governance experts to assist 
us with governance training.

 Oversight  Operational implementation

Cross-functional working group and ad hoc steering committee

Sustainability team Operational sustainability steering committee

Executive leadership

Senior executive team

Cross-functional leadership

Executive sustainability steering committee

Board accountability

Audit, risk  
and compliance 

committee

Corporate  
governance  
committee

Social and ethics 
committee

Remuneration 
committee

Pick n Pay Stores Limited Board (14 directors)
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Our ESG performance in FY22

Partnering to shift the food system

95%  
of our own brand food and groceries  

are procured locally

R4.3 billion 
spend with SMMEs during the  

last financial year

23% 
reduction in waste costs and 28% reduction  

in the number of products wasted

We are improving the accuracy of our food waste data by quantifying it in line 
with the WRI Food Waste and Loss Protocol. This enables us to reduce food 
waste and increase food surplus redistribution in a targeted way. 

We participate in local and international initiatives to reduce global food loss 
and waste. This includes working with 20 of our biggest suppliers as part 
of the international 10x20x30 Food Waste Initiative as well as our ongoing 
partnership with FoodForward SA. 

At our operations, we strive to eliminate unsold food going to waste by 
continually optimising our forecasting, ordering, shelf-life extension projects, 
and implementing ‘reduced to clear’ processes to reduce food surplus at the 
end of each day.

We recover the fats and oils generated in food preparation processes and 
turn them into biofuels. We are also exploring and trialling new technologies, 
including anaerobic digestion for capturing nutrient and energy value from 
food waste.

Reducing our environmental impact

15 600
tonnes of waste recycled

37% 
of stores now use a form of 

natural refrigerants

36 
stores have full CO2 

refrigeration systems

80 
stores have CO2 
hybrid systems

35.1% 
reduction in energy 
intensity reduction 

compared to our 
2009 baseline

Reduced average packaging 
weight for Pick n Pay branded 

products by

16.9% 
against our 2019 baseline

This year we formally set a Group carbon commitment to be Net Zero by 
2050, with key climate change-related targets across the Group. Our low 
carbon transition plan includes reducing refrigeration emissions, expanding 
our renewable solar energy programme at our stores and tracking energy 
efficiency through extensive metering. 

We recently published a waste policy to formally guide our efforts to reduce 
and repurpose waste. Last year we developed a waste management dashboard 
that is assisting in tracking our progress towards targets, improving recycling, 
increasing waste resource donations and reducing waste to landfills.

We have improved our packaging database and reporting processes, enabling 
better quality and accuracy of packaging data. In turn, we can better track our 
performance against Pick n Pay’s packaging targets and identify areas where 
packaging can be improved.

During FY22, we contributed 841 tonnes of edible surplus food to 
FoodForward SA from our stores to the value of R38 million for distribution 
to 2 222 beneficiary organisations that collectively feed more than 
875 000 people daily, every year. 

One of our key digital transformation projects is our new people management 
system, Workday, which enables us to have all our people data on one core 
system. This innovative, cloud-based HR platform is simplifying HR processes 
and empowering our employees and line managers to manage their working 
life better through self-service and personal development tools.

We are implementing a diversity and inclusion strategy which provides a 
roadmap to deliver on clear transformation objectives. This will ensure that 
operational policies are gender-neutral and non-discriminative. To manage 
our approach and activities, we have established a diversity and inclusion 
committee consisting of a group of employees representing a spectrum of 
diversity and inclusion indicators.

Investing in our people and communities

37 million meals
provided to vulnerable people through the 

Feed the Nation Foundation

2 million learners 
at 3 185 schools supported through 

Pick n Pay Schools Club

R102.6 million 
invested in employee training and education 

(98% of our training spend is invested in 
previously disadvantaged employees) 

56
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ESG transparency and disclosure
Alignment with international frameworks

Our ESG reporting and disclosures are informed by relevant 
and credible international reporting frameworks:

JSE Sustainability 
and Climate 

Disclosure Guidance

Our ESG Performance Summary and Databook includes 
appendices that detail our performance against the reporting 
requirements of these frameworks/standards.

Embedding good governance 

We retained our listing on the FTSE/JSE Responsible 
Investment Index Series. Pick n Pay remains committed 
to supporting and upholding the Ten Principles of the 
United Nations Global Compact. We continue to align our 
sustainability work with the global SDGs. We comply with 
all relevant codes and regulations, including codes of good 
governance such as King IV. 

ESG data management 

Our developing ESG data management system is enhancing 
our ability to meet the evolving disclosure expectations of 
our stakeholders. This year we quantitively reported against 
a more comprehensive set of performance indicators. 
For example, our digital dashboard for managing priority 
environmental data streams has facilitated more accurate 
data measurement, notably for packaging and waste impacts.

Memberships and Partnerships

Key policies and position statements 
We continue to develop and refine our policies and position 
statements to govern our approach to material ESG issues. 
These policies and position statements include, among 
others: 

 • Memorandum of Incorporation
 • Corporate Governance Charter
 • Code of Ethics
 • Carbon Footprint Verification Statement
 • External ESG Performance and Databook Assurance 

Statement
 • Palm oil Policy
 • rBST Policy
 • Sustainable Packaging Policy
 • Seafood Policy
 • Employment Equity Policy
 • Human Rights Policy

Our policies and position statements are available on our 
investor relations website.

All Packaging Producers Responsibility Organisations such 
as PETCO, POLYCO, EWASA and Lightcycle.

Including being a member of South Africa’s Food Loss and 
Waste Voluntary Agreement

We have enhanced our disclosure on our ESG 
performance and goals. 
We published our ESG Performance Summary and 
Databook, which begins our journey of disclosing ESG 
indicators captured within local and international ESG 
reporting frameworks. We are specifically working 
towards increased disclosure and transparency on 
climate-related risks and opportunities, labour and wage 
practices and human rights and fair trade across the 
supply chain.

Our ESG Performance Summary and Databook is 
available on our investor relations website  
www.picknpayinvestor.co.za.




