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Chairman’s report

In the South African context, a sophisticated business sector is 

well placed to collaborate with government to create public policy 

and to fashion appropriate legislative frameworks which provide 

precisely the long-term vision envisaged by the work of the 

National Planning Commission.

As this report records, Pick n Pay has made great strides in 

advancing such a contribution. Whether in the nurturing of 

small-scale producers of agricultural produce, the mentoring of 

black-owned enterprises as suppliers to our stores, or the many 

projects undertaken as part of our corporate social investment 

commitments, we have sought to support and complement 

government’s efforts to create a society that is prosperous, stable 

and confident of its future.

Pick n Pay can regard with pride the contribution it has made to 

society since the dawning of a democratic South Africa and 

before. As an engaged corporate citizen, we take our social, 

economic and environmental responsibilities and obligations very 

seriously. In meeting these responsibilities, we have been guided 

The results presented in this Integrated Annual Report 

demonstrate a marked improvement in the second half of the 

financial year, driven largely by the major initiatives we have 

undertaken to transform the business in accordance with a clear 

strategy and implementation plan. This encouraging performance 

vindicates the tough choices we have made in recent years to 

reposition the Group for future expansion and growth.

In the year under review we have delivered substantively on our 

strategy and the undertakings given to our stakeholders. Notable 

achievements have included the sale of our Australian business 

for R1.2 billion, net of fees, the launch of our Smartshopper 

programme which has exceeded all our projections, an 

accelerated store roll-out and good progress on several 

comprehensive transformation projects within the business.

In context, however, trading has occurred in an uncertain 

economic environment: consumer confidence remains tenuous 

and slow to recover, with high levels of household debt and 

further increases in inflation putting pressure on disposable 

incomes. At the same time, the retail sector has experienced 

profound changes, posing new challenges to our competitiveness 

and necessitating a more urgent focus on our determination to 

improve operating efficiencies and provide a superior customer 

experience. While the retail industry is hardly a stranger to high 

levels of competitiveness, this new era takes competitiveness to 

a greater level. This is ultimately good for the consumer.

We are bound to acknowledge that government has achieved 

much in improving the quality of life of our citizens and that its 

management of the economy has, so far, been worthy of praise, 

and we thus owe government our support where it is due. 

Macro-economic stability has been impressively maintained in the 

face of the global financial crisis, inflation has been contained and 

economic policy has been fiscally prudent. But unemployment 

remains high, ageing infrastructure has constrained growth and 

daunting economic problems remain from the apartheid era. It is 

often said that government alone cannot resolve these issues and 

Pick n Pay has always believed that business has a duty to partner 

with government in the urgent task of economic development 

and socio-economic progress.

Report to our stakeholders

Gareth Ackerman

Chairman
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For the past five years, we have been investing each year to 

develop and mentor these independent businesses and we are 

really pleased with what they have achieved so far.

A major focus area for Pick n Pay is environmental sustainability 

and we are striving to be South Africa’s greenest retailer. We have 

won a great number of awards in the past year, such as the 

Sunday Times Top Brands Grand Prix Award for the third year 

running for doing the most to promote a more “green” lifestyle 

and second place in the Mail & Guardian’s annual Greening the 

Future awards for the most innovative environmental strategies. 

Pick n Pay was also awarded the Environmental Social Governance 

award and the Innovation Through Technology award at the 

annual African Access National Business Awards.

For Pick n Pay, sustainability is more than just being a “green” 

company. Our approach is to ensure we become a more resilient 

company by embedding sustainable practices in our core activities. 

These have positively impacted our bottom line, as they should.

Just after our financial year-end, we finalised our agreement with 

BP South Africa which will see the roll out of 120 Pick n Pay 

Express stores on BP forecourts over five years. This is a significant 

venture and allows us to expand our footprint in this format and 

benefit from an association with one of South Africa’s top 

petroleum companies.

Our expansion into Africa during the last year brought our store 

footprint to 94 and will continue deliberately and strategically 

into the next financial year, with openings set for Mozambique, 

Zambia and Mauritius. In February 2012 we subscribed for an 

additional 24% stake in our associate TM Supermarkets in 

Zimbabwe, taking our total investment to 49%.

While this Integrated Annual Report records much of which we 

can be proud, there is still much work to be done on transforming 

the business. A key focus area for us is customer service, which 

will receive our full attention in the year ahead and beyond. An 

integral part of this is our ability to staff our stores correctly and 

the labour agreement reached during the last financial year will go 

a long way towards making sure that the optimum staffing levels 

are achieved, which should have a significantly positive effect on 

customer service.

by our core principle that doing good is good business, but 

also by the national priorities set by government, particularly in 

the fields of job creation, the nurturing of skills among emerging 

entrepreneurs and the advancement of certain key objectives such 

as education and the combating of HIV/Aids.

Domestic and foreign investor uncertainty would be greatly 

reduced were government to feel more confident that there is 

much to be gained from greater co-operation with the private 

sector and placed greater faith in the potential of public-private 

partnerships.

For our part, Pick n Pay will continue to explore strategies and 

opportunities that augment such collaboration in building the 

nation in which so many South Africans have invested their hopes 

and aspirations.

In seeking to operate profitably, we owe it to our shareholders to 

hold government accountable when it behaves in a manner that 

compromises our ability to conduct our business effectively and 

efficiently. Unlike labour, business is not in alliance with the 

governing party, and thus often struggles to have its voice heard 

above those with more privileged access to national policy debates.

At the time of writing, we launched our new “Goodness” 

programme, which illustrates our commitment to South Africa 

both economically and socially and underpins our three main 

focus areas within Pick n Pay: doing good is good business, 

consumer sovereignty and business efficiency. While this is a 

contemporary look at our initiatives, it amply cements our legacy 

as a company that is fully in tune with South African society.

Through the Pick n Pay Ackerman Foundation, we partner with 

emerging producers so that they can enter the supply chain as 

suppliers to our stores in their own right. Our small business 

incubator initiative offers not only funding, but also expertise to 

emerging producers and manufacturers in terms of mentorship 

and access to experts in the field. From milk to olive oil and 

charcoal, we are assisting small businesses and producers to 

develop their enterprises and get their products onto our shelves 

and into the baskets of our shoppers. 
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critical role in transforming the business and I am extremely 

grateful for the loyalty, dedication and competence which 

characterised his years with Pick n Pay. He takes with him our 

very best wishes for his future.

My thanks to Richard van Rensburg and the Group Executive team 

for stepping up and running the Company so efficiently and 

effectively while we search for our new CEO.

Gareth Ackerman

Chairman

Cape Town

10 May 2012

What I can confidently assert is that after several years of 

extremely difficult trading conditions, often dramatic restructuring 

and very considerable capital expenditure, Pick n Pay is beginning 

to demonstrate the tangible benefits which have been our goal 

since we launched this ambitious transformation programme 

some five years ago. The marked improvement in our second 

half result provides powerful momentum as we enter the new 

financial year.

There is a new energy across the Group and the “green shoots” 

towards which I have looked are becoming evident. I am 

confident that we have reached a significant turning point in 

Pick n Pay’s fortunes and that the building blocks are in place for 

us to become the most efficient and profitable business in South 

Africa’s food retail industry.

Towards the end of the financial year, Nick Badminton retired after 

6 years as CEO and 33 years with the Company. He has played a 

Chairman’s report continued

Report to our stakeholders

we found goodness in miLk
When you pick up a carton of All Seasons milk at Pick n Pay, take a look at it because this healthy product is evidence 
of an inspired partnership between Pick n Pay and the All Seasons food brand. 

Suzanne Ackerman-Berman, Director of Transformation at Pick n Pay, says All Seasons speaks directly to Pick n Pay’s 
own transformation agenda.

“Providing small suppliers with viable market access is a priority for us and we are very proud to be the first retailer to 
support All Seasons products, the sales of which serve to uplift rural communities by ensuring a sustainable income 
stream for the rural women and farmworkers in the Western Cape who own this brand.”

All Seasons is owned by the Proudly South African Intshona Agri-business Initiative, one of the first food brands to 
give ownership to rural black women and farmworkers, helping them to have a real stake in the economy. 

There really is a lot of goodness in a glass of All Seasons milk.



23 Integrated Annual Report 2012

r
ep

o
r

tS to
 

Sta
k

eh
o

ld
er

S
SU

M
M

a
r

iSed
 a

N
N

U
a

l 
FiN

a
N

Cia
l Sta

teM
eN

tS
Co

r
p

o
r

a
te 

G
o

V
er

N
a

N
Ce

Co
r

p
o

r
a

te a
N

d
 

Sh
a

r
eh

o
ld

er
 iN

Fo
r

M
a

tio
N

G
r

o
U

p o
V

er
V

iew



24 2012 Integrated Annual Report

Deputy Chief Executive and  
Chief Finance Officers’ report

improvement in the second half, with trading profit for the six 

months to 29 February increasing by 11.2% on the same period 

last year. We are encouraged by the performance in the second 

half and believe that there are now clear indications that our 

investments over the last few years are starting to yield real 

benefits.

The Group has taken some significant steps forward in the 2012 

financial year, which have enabled us to bed down the key 

elements of our strategy and focus on our core operations:

Smartshopper – we launched our loyalty programme in March 

2011. Customer acceptance of the programme has far exceeded 

our expectations and we currently have in excess of five million 

active cardholders on the programme, against a first year target of 

three million. Smartshopper sales currently make up 60% of our 

total sales and 33% of all our baskets, with a Smartshopper 

basket growing at a significantly higher rate than a non-

Smartshopper basket. We have been able to show our 

Smartshoppers real benefits, providing R350 million in savings 

over the year. It will take a number of years before we realise the 

full benefits of the programme, however we believe the 

encouraging growth in turnover this year is due in part to 

Smartshopper. Set-up costs have impacted the earnings of the 

Group, but we expect the programme to drive turnover growth 

strategic achievements in 2012

A great deal of focus and resources has been invested in an 

extensive transformation process over the last three years, 

requiring an unwavering commitment from the Pick n Pay team. 

We have faced a number of challenges and risks, but in a 

relatively short period have made significant strides in 

the implementation of our strategy and in renewing Pick n Pay 

for the future.

The considerable progress made to date includes the successful 

enterprise-wide implementation of SAP, the introduction of 

centralised distribution, our increased and improved footprint in 

the lower LSM market, the consolidation of our three inland 

administrative regions, the implementation of specialised category 

buying and the introduction of South Africa’s largest retail loyalty 

programme, Smartshopper.

These initiatives, although absolutely imperative to the long-term 

sustainability of the Group, have come with significant investment 

costs. These costs have negatively impacted the financial 

performance of the Group over the last few years. The 2012 

financial year is no different, with significant investment costs 

once again curtailing profit growth. However, it is without doubt a 

year of two distinct halves. A particularly tough interim result saw 

our trading profit from continuing operations fall by 31.7% for 

the first half of the year, but we were able to achieve a marked 

overview

Report to our stakeholders

Bakar Jakoet

Chief Finance Officer

Richard van Rensburg

Deputy Chief Executive Officer
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much more flexibility and will enable us to staff our stores more 

efficiently. We expect the benefits of this agreement to start 

flowing in the 2013 financial year.

PnP on Nicol – our flagship “green” store in Sandton has traded 

exceptionally well over the last year and illustrates that there is 

significant opportunity for Pick n Pay in the upper end of the 

market. A number of successful innovations from this store were 

incorporated into three other stores this year and we plan to roll 

out more than 10 of these type of stores over the next three to 

five years.

Franklins, Australia – in September 2011, after a lengthy 

dispute with the Australian Competition and Consumer 

Commission, we sold our Franklins business to Metcash Limited 

for R1.2 billion, net of fees. We are now able to focus our teams 

and capital entirely on our core southern African retail operations.

Significant investment costs had an impact on profit growth for 

the year, most notably the upfront launch costs of Smartshopper, 

the implementation of specialist category buying and the 

continued investment in our central distribution capability, all of 

which will improve future operating efficiencies and enable us to 

serve our customers better.

There has been a marked improvement in the second half 

performance, with the first clear signs that the business is starting 

to reap some rewards from the transformation work done to date.

Franklins is disclosed as a discontinued operation and its operating 

results to end September 2011 and the subsequent profit on sale 

of the business are excluded from the results reported below.

financial review

now and into the future and generate additional value as we 

understand our customers better and can market more effectively 

to them.

Specialised category buying – we have successfully completed 

the transformation of our regional buying teams into a single, 

specialised category buying division. This is a complete overhaul 

of buying at Pick n Pay and marks a significant shift in the way 

in which we engage with suppliers. The division has already 

delivered improved performance through the reduced cost of 

goods and a scientific approach to ranging and pricing. With 

specialised category buying we will be better placed in 

negotiations with suppliers, will rationalise our product range 

and will optimise our product display. Our key focus is on 

delivering an improved selection of high quality products and 

better value to customers.

Centralised distribution – we are currently moving 1.6 million 

cases a week through Longmeadow, our central distribution 

centre in Gauteng, and 36% of total groceries are now centrally 

distributed. There have been pleasing operational improvements 

at Longmeadow, which include reduced labour and distribution 

costs per case on last year. We continue to focus on this facility 

to ensure that our supply chain is fully optimised. We opened our 

new Western Cape distribution centre in May 2012 which will 

benefit from our learnings at Longmeadow.

Labour costs and expense control – general expense control 

remains a high priority and management is focused on eliminating 

inefficiencies, improving productivity and reducing controllable 

costs, especially in light of the extraordinary increases in property 

rates and electricity tariffs over the year. In December 2011 we 

negotiated a new agreement with the union, which affords us 

financial highlights – pick n pay stores limited

 6 months to August 2011 6 months to February 2012 12 months to February 2012

Rm % growth Rm % growth Rm % growth

Turnover 26 723.2 7.6 28 607.3 8.6 55 330.5 8.1

Trading profit 492.2 (31.7) 775.3 11.2 1 267.5 (10.6)

EBITDA 882.4 (17.8) 1 191.3 9.6 2 073.7 (4.0)

 Cents % growth Cents % growth Cents % growth

Headline earnings per share 54.73 (39.3) 105.98 6.7 160.78 (15.1)

Dividend per share 22.50
Interim

(39.2) 108.35
Final

2.7 130.85
Total

(8.2)
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Deputy Chief Executive and  
Chief Finance Officers’ report continued

Group turnover at R55.3 billion for the year is 8.1% above 

last year (8.6% for the six months ended 29 February 2012), 

with pleasing like-for-like growth. This turnover growth is 

encouraging in a highly competitive environment and is the result 

of a number of factors, including the positive effect of our 

Smartshopper programme. While our own internal selling price 

inflation remains below CPI, South African consumers are facing 

inflationary increases across the board, which when combined 

with continued economic uncertainty is leading them to exercise 

caution in their spending.

Gross profit margin for the year is 18.0% (2011: 17.8%). This 

improvement in margin is due to the initial benefits of specialised 

category buying, which more than offsets the cost of the 

Smartshopper loyalty points. We believe that we will be able to 

strengthen margins further over the coming years while 

maintaining our competitive price position through further 

category buying and supply chain improvements.

Trading profit growth in the six months to February 2012 

is 11.2% up on the same period last year, a considerable 

improvement on the first half performance. Trading profit for the 

year of R1 267.5 million (2011: R1 417.7 million), at a margin of 

2.3% (2011: 2.8%) is 10.6% down on last year, most significantly 

due to costs relating to our strategic transformation initiatives. 

Our labour cost has been well controlled and with our new 

flexible labour agreement, there is significant potential for 

improvement.

There has been material cost inflation in our business, most 

significantly with electricity, rates and fuel, and as such 

management continues to focus on general expense control 

and improving productivity.

EBITDA (earnings before interest, tax, depreciation and 

amortisation) is up 9.6% for the second six-month trading period, 

but is down 4.0% for the year to R2 073.7 million. This illustrates 

how our operations continue to generate strong cash returns with 

a comfortable coverage of tax and interest.

Net cash from operating activities at R1 558.8 million is up 

from R3.5 million last year, largely due to a R1.3 billion turnaround 

in cash generated from working capital. There have been a 

number of improvements in working capital management and we 

are focused, in particular, on reducing and managing optimum 

stock levels in store. 

We are pleased with the progress made in this area, with 

like-for-like stockholdings reducing by 5.3% on last year. We 

continue to invest in our business and spent R1.8 billion on new 

stores and refurbishments during the year.

headline earnings per share for the six months to 

29 February 2012 is up 6.7% on the same period last year, to 

105.98 cents per share. Headline earnings per share for the year 

is down 15.1% to 160.78 cents per share.

The final dividend per share of 108.35 cents for Pick n Pay 

Stores Limited and 52.57 cents for Pick n Pay Holdings Limited 

includes an additional amount to be paid to shareholders in 

respect of the 10% secondary tax on companies (STC) no longer 

payable by the Group. This brings the total dividend per share 

for the year to 130.85 cents for Pick n Pay Stores Limited 

(8.2% down on last year) and 63.48 cents for Pick n Pay 

Holdings Limited (8.4% down on last year).

The Group intends to maintain its dividend cover at 1.33, however 

with the additional dividend declared to shareholders referred to 

above; the dividend cover for the current year is 1.23 times.

We are encouraged by our improved trading in the six months 

to February 2012, particularly in our core supermarket business. 

We have matched the like-for-like sales growth of our major 

competitors, which suggests that after a number of years, we 

now have the building blocks in place for a new and improved 

way of doing business. We have not been as good as we could 

have been though, particularly in the area of customer service, 

and there is still much room for improvement.

We are consistently the price leader in South Africa in known 

value items (KVI) and full basket price checks. Unfortunately there 

still exists a price perception gap among consumers, with the 

mistaken view that we are more expensive than some of our 

competitors. We will focus our marketing to effectively 

communicate this to customers, in order to be recognised 

for the value that we provide.

In terms of sales growth per format, our weakest performance 

comes from our larger format Hypermarket stores, and we are 

putting the necessary measures in place to address this. 

operational review

Report to our stakeholders
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Pick n Pay franchised stores – during the year we opened 

9 new supermarkets, closed 5 supermarkets and converted 

5 franchise supermarkets to corporate stores. In addition, 

we opened 19 liquor stores, 2 clothing stores and closed 2 mini 

markets during the year. We intend to open at least 7 new 

supermarkets and 15 liquor stores in South Africa next year.

Boxer – we opened 10 Boxer superstores during the year, closed 

4 and opened 8 new Punch stores. Boxer also opened 4 liquor 

stores and 2 Boxer Builds. We intend to open 22 superstores, 

9 Punch supermarkets, 4 Boxer Builds and 10 liquor stores 

next year.

Africa – we continue our steady growth into southern Africa and 

at 29 February 2012, the total number of stores outside South 

Africa (both owned and franchised) was 94. We opened 3 new 

stores in Zambia during the year, all of which are trading well, 

and we continue to explore opportunities in the region. We also 

opened our first store in Mozambique and our first two stores in 

Mauritius. We have three openings planned for 2013 (excluding 

TM Supermarkets in Zimbabwe), in Mozambique, Zambia and 

Mauritius.

In February 2012 we subscribed for additional share capital equal 

to a 24% stake in our associate TM Supermarkets in Zimbabwe 

for R102.5 million (US$13 million), taking our total investment to 

49%. The business is currently incurring losses, our share being 

R1.9 million for the year. However, we are confident of its future 

prospects and are looking forward to playing a part in growing 

the business in Zimbabwe.

Environmental and social sustainability is at the very core of our 

business, fully incorporated into our strategy and daily operations. 

The 2012 financial year saw our continued commitment in all 

areas of environmental sustainability and social responsibility, 

with a particular focus on enterprise development. Pick n Pay has 

a long history of supporting and developing small suppliers, 

assisting them to become long-term suppliers to Pick n Pay and 

other retailers. 

environmental and social sustainability

Our short-term operational focus will be on refreshing the 

Hypermarket format, improving our general merchandise offer 

and refocusing our marketing strategy to reinforce our larger 

stores as a superb value proposition for the customer.

The strongest growth has come from our smaller format stores 

and as such, we are focused on increasing our footprint with 

these convenience supermarkets. This is an exciting growth 

opportunity for the Group, particularly in light of our progress in 

the areas of central distribution and labour flexibility. We will 

now be able to service small stores effectively from our central 

distribution centres and, with more flexible labour arrangements, 

will be able to facilitate deliveries outside of normal trading hours, 

to reduce costs and increase service delivery to customers.

Our stores in the lower income (or LSM) areas continue to 

outperform their higher income counterparts in turnover growth. 

Both Pick n Pay and Boxer stores trade well in this arena and we 

see these emerging market stores as a significant opportunity for 

all Pick n Pay brands. Consequently we are looking to grow our 

trading space in these markets.

Although over recent years growth has benefited retailers 

positioned in the LSM 4 – 6 market, we believe that South Africa 

will begin to win the war against poverty and as more South 

Africans start to prosper, we will see growth increasingly flow into 

the LSM 6 – 8 markets, our trading heartland. We are confident 

that we are perfectly positioned to benefit from this future shift.

We believe that we are the aspirational supermarket brand in the 

lower income markets, because of the value and quality we offer 

in world-class stores. However, we seek to be the supermarket of 

choice for all South Africans, with a format to suit every shopper 

and every shopping occasion. There is therefore no reason to 

believe that we cannot be the retailer of choice in the LSM 8 – 10 

market. Our incredible success with PnP on Nicol has shown that 

we can serve this market as well as, if not better than, our major 

competitors and as such, we intend to roll out the innovations 

implemented at Nicol into other strategically placed stores.

Pick n Pay owned stores (corporate) – during the year we 

opened 9 new supermarkets, closed 3 and converted 5 franchise 

supermarkets to corporate stores. In addition, we opened 

34 liquor stores and 15 clothing stores. We intend to open 

at least 9 new supermarkets next year, 20 liquor stores and 

15 clothing stores.
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good momentum into the 2013 financial year. A significant 

portion of our transformation strategy has now been 

implemented. Although we acknowledge that there is still much 

work to be done in seeing the strategy through to completion, 

we believe we have reached the point where the benefits of the 

changes to date are starting to be felt and are expected to 

accelerate in the year ahead.

We are operating in an uncertain economic climate and a highly 

competitive industry, and are still faced with all the risks and 

challenges of a Group undergoing great change, and as such it 

is difficult to predict with any certainty the timing and strength 

of our recovery. However, we are absolutely convinced that the 

transformation work undertaken to date has been crucial in 

positioning the Group for a successful and sustainable future.

                   

Richard van Rensburg Bakar Jakoet

Deputy Chief Executive Officer Chief Finance Officer

Cape Town

10 May 2012

With our small business incubator and Pick n Pay Franchise 

Academy we have had great success in developing successful 

entrepreneurs, and as such have contributed significantly to the 

economic sustainability of the communities in which we operate.

In addition, we continued our commitment to conserving our 

environment and reducing our carbon footprint. An example of 

this is our new Western Cape distribution centre, which 

incorporates a number of green innovations such as some off-grid 

power generation, daylight harvesting, rainwater collection and 

motion sensor lighting.

In the 2012 financial year we were once again recognised by the 

Sunday Times as South Africa’s leading company in the promotion 

of green awareness, and received recognition from Eskom for 

innovation in energy savings.

Despite a challenging year, our improved performance over the 

last six months gives us confidence in the work that we have 

done in repositioning the Group for the future, and gives us 

looking forward

Report to our stakeholders

we found goodness in CYCLing
For young people, growing up in a township is hard. Drugs, unemployment, gangsterism and violence are constant 
problems for those living in underprivileged areas. Pick n Pay has partnered with the life Cycle Academy on a project 
that encourages kids to get off the streets and get on a bicycle, to spend their afternoons at the BMX track or riding 
together on the road. The academy is dedicated to the promotion of safe, recreational and competitive cycling in South 
Africa’s previously disadvantaged communities that will have meaningful effects on the individuals who take part, and 
on the sport of cycling. Zanele Tshoko dreams of becoming a professional cyclist and an engineer. She lives in 
Khayelitsha and attends Bumluko Senior School. She is in Grade 11. life hasn’t been easy for Zanele – she was teased 
constantly as a young girl for being a tomboy. And when she started cycling the teasing got worse. “It is not proper in 
our culture for a black woman to be a cyclist. But I have chosen to believe in myself!” She first heard about the 
academy at school, in 2005. Since joining, cycling has changed her life. “It keeps me out of trouble, away from alcohol 
and teenage pregnancy. It is good to have a healthy focus.” Zanele has completed the Pick n Pay Argus Cycle Tour 
three times, and has been on the podium in the SA Road Championships for the last two years running. This year she 
took second place in the individual time trial. 
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Strategy update

We also retail clothing, liquor and pharmaceuticals with both 

in-store and stand-alone outlets contributing to the wide range 

of products and services offered by Pick n Pay.

Throughout each of its formats Pick n Pay aspires to offer the best 

and most appropriate choice of quality products, sold in world-

class stores at great prices, thereby offering industry-leading value 

for money.

Boxer operates 129 stores across all its formats. Its primary focus is 

the Boxer Superstore business, with 99 stores providing a low 

price offer with a clear focus on the basic commodities such as 

maize, rice, flour and oil. The Boxer business has recently been 

piloting the Boxer Punch format which, through smaller stores 

and a more limited range of product, provides a more convenient 

alternative to the Boxer Superstore. There are now 9 Boxer Punch 

stores.

In South Africa the Pick n Pay and Boxer operations compete 

most directly with stores from the Shoprite Group, Spar and 

Woolworths. With their recent acquisition of Massmart, Walmart 

has announced its intention to build a large food retailing 

business. All of these retail chains also compete with the informal 

sector, which today still comprises about one third of the total 

food retail market. As the formal food retail market expands its 

store footprint, offering more convenient shopping at lower 

prices, the informal sector is coming under increasing pressure. 

The informal sector is served through the wholesale channel 

where Massmart is the largest player.

The Group’s core focus has been to strengthen its strong South 

African retail businesses, Pick n Pay and Boxer, while adopting a 

systematic approach to expanding into adjacent areas, including 

geographical growth through the African continent.

Pick n Pay has been consistently following this strategy since 

2007, which has led us to exit non-performing parts of our 

portfolio. In 2007, the decision was made to convert the weak 

Score Supermarkets into Pick n Pay and Boxer stores. In 

September 2011, the Group’s Australian subsidiary, Franklins, 

was sold to Sydney-based wholesaler, Metcash Limited.

Each of these decisions has led to substantial value creation and 

has enabled the Group to focus more intently on Pick n Pay 

and Boxer.

Of the total Group turnover, 92.3% is generated in South Africa 

through the supermarket businesses of Pick n Pay and Boxer. The 

remaining 7.7% is generated through the Group’s operations in 

Namibia, Botswana, Zambia, Mozambique, Mauritius, Swaziland 

and Lesotho. Additionally Pick n Pay owns a 49% stake in the 

Zimbabwean supermarket business TM Supermarkets.

Uniquely in the South African market, the Pick n Pay Group has 

broad appeal across all the nation’s diverse customer groups. The 

Pick n Pay business is mainly targeted at the middle to upper 

income customer groups; whereas Boxer serves lower to middle 

income customers. However, the two businesses frequently trade 

within the same market and do so with great success.

Pick n Pay, which represents the majority of the Group’s turnover, 

operates across multiple formats to suit and meet customers’ 

needs. There are 20 hypermarkets which offer Pick n Pay’s largest 

range of both food and general merchandise under one roof. 

There are 456 supermarkets of which 282 are franchised, which 

provide food and a more selected range of general merchandise. 

In addition there are 9 Pick n Pay Express stores which, in 

partnership with BP, provide customers with a convenient top-up 

alternative to larger stores. 

overview

strategic context
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Over the past year we have refreshed, without substantively altering our strategy. Our overarching ambition is for the Group to become the 

“Retailer of choice for all South Africans”. This builds on Pick n Pay and Boxer’s brand strength and strong store portfolio.

To achieve this, the Group has seven strategic priorities summarised in the chart below:

grow selling space ahead of the market

build deep customer relationships

revolutionise pick n pay’s product offer

build a cost-effective replenishment system

deliver best in-market shopping experience with lean efficiency

sustain a thriving franchise business

work as one pick n pay

Importantly this refreshed strategy does not represent a major departure from the strategy that has been followed for the past five years, and 

many of the achievements of recent years are summarised in the chart below:

  launched new pnp on nicol, pnp express and boxer punch formats
  expanded deliberately and strategically into africaspace

  launched smartshopper loyalty programme – 5 million userscustomer

  transitioned score stores to pick n pay and boxer
  completed health check of franchise modelfranchises

  started on the journey to refresh and update fresh and private label offering
  implemented category-based buying structureproduct

  agreed three-year wage deal
  negotiated flexible workforce arrangement

store 
operations

  changed the look and feel of pick n pay, reinvigorating the brand
  completed sap roll-out
  sold the australian operation franklins

one pick n pay

  initiated the central distribution journey
replenishment 
system

These seven themes are all geared to ensure that the business can grow sustainably and profitably. There is a balance of growth-driven 

priorities, focusing on space, customer, franchise and product, and those largely focused on improving efficiency such as replenishment and 

store operations. The “One Pick n Pay” initiative ties these together to ensure that the business works well as a unified whole.

pick n pay group refreshed strategy
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This led to fragmentation of the Group’s buying scale, with each 

buyer having a wide range of products to source. Our new 

specialised category buying division is made up of category teams 

each of which is responsible for the end-to-end profitability of a 

specific product category. They are tasked with developing a 

product range that meets all customer needs, sourcing those 

products at the lowest possible cost, constructing shelf layouts 

that help customers find what they are looking for easily, building 

a promotional plan that generates customer excitement, increased 

volumes and higher margins, and ensuring that Pick n Pay’s prices 

remain highly competitive. Included in their responsibilities is the 

task of improving our Pick n Pay branded offer. Our own brand 

portfolio of products now makes up 15% of our grocery sales.  

It is a key source of differentiation for us.

As this division beds down we will see a vast improvement in the 

quality, choice and value of the products we offer to our 

customers.

Additionally we are focusing heavily on creating clear points of 

differentiation in fresh produce and meat. We have made 

significant improvements in recent years but we still have 

substantial scope to improve quality, freshness and range in these 

key categories, while minimising operating cost and wastage. We 

will be reviewing every part of the supply chain for fresh foods 

over the coming 12 months.

Strategic priority: Build a cost-effective replenishment 

system

Managing the flow of product to our stores in the most cost-

effective manner is critical if we are to ensure that the product is 

available for the customer to buy at the right time, in the right 

place and at the right cost.

In 2007 we began transitioning from a direct-to-store delivery 

model to a centralised model where suppliers deliver to our own 

distribution centres and we consolidate the product and deliver to 

our stores. This results in a lower cost distribution model as fewer 

trucks travel fewer kilometres, while also enabling our stores to 

deal with much less complexity. Ultimately each store will receive 

fewer than five deliveries per day rather than, in some instances, 

more than 60. We will also be able to hold less stock in our stores.

Strategic priority: Grow selling space ahead of the market

There is substantial competition for retail space both within South 

Africa and in other African markets. Ensuring that Pick n Pay 

increases its overall share of trading space over the long term is an 

important strategic priority. Over the past three years our space 

growth has lagged that of our competition particularly into the 

faster growing lower income areas and small stores. This not only 

directly reduces our market share but also puts pressure on 

like-for-like sales growth. We will continue to develop store 

formats and channels that meet customers’ changing needs both 

in Pick n Pay and Boxer, in South Africa and beyond. Additionally 

we continue to build a pipeline of new sites, whether greenfield 

or through acquisition that will ensure we meet our aspirations.

Strategic priority: Build deep customer relationships

The launch of our customer rewards programme Smartshopper 

gives us a significant opportunity to get to know our customers’ 

shopping habits and preferences substantially better than we do 

today. Since its launch in March 2011 the programme has been a 

great success. After just one year we now have over five million 

active cardholders, exceeding our initial target by two million. 

This  enables us not only to know and understand each customer 

a great deal better, but to communicate with our customers in a 

different and more engaging manner.

We have direct access to the vast majority of Smartshopper 

customers by either SMS or email, which means that we can send 

targeted marketing communications directly to them. We can also 

ask for feedback directly from them. All of this translates into a 

very valuable two-way dialogue with our customers.

As a result we are designing and executing marketing campaigns 

which are more relevant to our customers. We are extracting 

insights from their shopping habits data in order to tailor our 

product ranges and more accurately serve them. All of this will 

assist us in growing our sales volumes significantly.

Strategic priority: Revolutionise Pick n Pay’s product offer

During the past 12 months we have invested considerable time 

and resources in building a single specialised category buying 

division. Prior to the establishment of this division, Pick n Pay’s 

sourcing activities were distributed across the operating regions. 

pick n pay group refreshed strategy continued

Strategy update continued
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18 months ago the team has saved over R100 million on an 

annualised basis.

Strategic priority: Sustain a thriving franchise business

Franchisees are a critical part of our growth strategy. Through the 

owner-managed model they deliver outstanding service to our 

customers while building their own businesses. This is a mutually 

beneficial relationship as we are able to roll stores out more 

rapidly and efficiently.

However, such a relationship needs to be constantly nurtured. The 

success of our franchise business depends on us offering talented 

entrepreneurs the best franchise model in the market. Over the 

past year we have done substantial work on continually improving 

the working relationship. We will be working through these plans 

with our franchisees over the coming months.

Strategic priority: Work as One Pick n Pay

Pick n Pay has grown as a decentralised business with largely 

independent operating regions working to grow sales and profit. 

This arrangement has served us well over more than 40 years. 

However, we have always recognised that business practices need 

to evolve with developments in technology and international best 

practice. We are in the midst of transforming to a model where 

stores are supported by a strong backbone of nationally based 

specialist functions. As we make this transition, the need to work 

cross-functionally is greater than ever before. We are determined 

to retain the entrepreneurial spirit that characterised our 

decentralised system while ensuring we capture the benefits 

of scale and specialisation.

To do so, we are investing heavily in leadership development and 

in engaging all parts of the business in the transformation. We 

can only succeed if we work as one.

Over the past six months we have been pulling each element of 

our strategy into one overall transformation programme for 

the Group. This will ensure that trade-offs are managed 

appropriately, priorities are set and that the resources we have 

are devoted to those activities which will make the biggest 

difference to our customers.

strategy implementation

Putting this model in place constitutes a major transformation of 

the business. We need to invest in distribution centres and build 

the capability to manage the flow of produce efficiently, which 

requires advanced systems and highly skilled personnel. We also 

need to develop the relationships with our suppliers so that we 

can minimise the total system cost of the supply chain and 

reinvest the savings in our product offer.

We have made significant progress in our operating regions 

served by the Longmeadow distribution centre in Johannesburg. 

This facility serves more than 300 stores and frequently delivers 

1.6 million cases of product per week. We opened our new 

distribution centre in Cape Town in May 2012. Once this is fully 

operational, 50% of our grocery volume will be centralised. 

Further distribution centres will be opened in Durban and 

Johannesburg in the next two to three years.

Work has also begun on improving our fresh foods, frozen foods, 

and general merchandise distribution networks.

Strategic priority: Deliver best in-market shopping 

experience with lean efficiency

All elements of our strategy come to fruition in our stores. 

For us to serve our customer better, we need to improve how 

we support our store personnel to focus on those elements that 

really matter at the front-line. Through the other components 

of our strategy, we are putting in place specialists in marketing, 

category buying and replenishment. This will reduce the 

administrative strain of the stores significantly as they will be able 

to rely on specialised support structures to provide the right 

product to the store at the right time. Simplifying the store 

processes across the business will free up staff to do their jobs 

better and more efficiently leading to improved customer service 

and reduced costs.

Over the course of the next financial year, our store teams will 

be working hard to design the new ways of working which 

will be piloted before rolling-out.

In addition, our Goods Not for Resale (“GNFR”) team is working 

hard to minimise the cost to procure products and services that 

we do not on-sell to our customers: examples include cleaning 

and security services, trolleys and utilities. Since its establishment 
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There is still some work to be done in bedding down all relevant and measurable KPIs across our strategic objectives. We hope to publish key 

performance targets and our performance against them in the future.

Underpinning Group strategy, and the individual strategic priorities detailed above is the fundamental principle of doing good is good 

business. We will continue to do good in all the communities in which we operate, with a particular focus on enterprise development, and 

we will continue to do good for our environment – as we focus on rolling-out green innovations in our stores, reducing our carbon footprint 

and reducing our waste to landfill.

We see the biggest risks and challenges to the successful delivery of any strategy as:

  A lack of integration across the business resulting in the weak delivery of a complex plan;

  A lack of critical skills and capabilities in key areas; and

  A failure to mobilise the organisation behind the required changes.

All of these challenges are well within our control and we are doing everything in our power to make sure that we don’t fall down in these 

areas.

We are confident that the accurate and timely delivery of our strategy will make a marked difference to our customers’ experience in our 

stores, which will drive our sales volumes and enable us to improve the efficiency of our business. As we reinvest much of these benefits back 

into our business, we will continue to drive our sales volumes, leading to continued, consistent and sustainable returns to our shareholders.

key risks and challenges

Each of the strategic priorities we have identified has clear ownership within our Group Executive with equally clear KPIs.

Below is a chart outlining the relevant KPIs per each strategic priority. While there are always more measures one can add, these are the 

primary drivers of value in our business.

 % share of total market trading space
 % space growth (% of existing space added in last 12 months)
 space pipeline (projected 3 year % space growth)
 format profitability (% trading margin by format)

space

customer
 % like-for-like sales growth
 net promoter score* 
 % penetration of smartshopper (% of sales)

 % like-for-like sales growth
 sales per m2

 gross margin (% and r’s)
 % sales from pick n pay branded products

product

replenishment 
system

 shelf availability
 cost per unit warehousing and distribution cost
 inventory days
 stock accuracy

 customer service scores
 corporate store costs (% sales)
 goods not for resale (gnfr) cost saving

store 
operations

 franchisee net promoter score* 
 franchise profitabilityfranchises

 employee net promoter score* 
 overhead costs (% sales)one pick n pay

* Measure of advocacy based on customer service data

measurement and key performance indicators (kpis)

Strategy update continued
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Supporting food security and a sustainable future

Sustainability overview

The International Integrated Reporting Committee recommends 

that “a company present its strategy, governance, performance 

and prospects in a way that reflects the commercial, social and 

environmental context within which it operates”.

This section of our Integrated Annual Report specifically addresses 

our response to the social and environmental concerns that are 

shaping the retail industry in South Africa.

As a major retailer in South Africa, we strive to address socio-

economic challenges through the supply of high quality, 

affordable food for all South Africans, whilst providing significant 

employment and economic opportunities across our value chain.

A wide range of environmental, social and governance trends are 

combining to create new commercial and socioeconomic 

challenges, which continue to redefine the role we have to play in 

South Africa.

From an economic and environmental perspective:

  Rising energy prices continue to increase our operating costs.  

We continue to reduce electricity usage, cut down on 

non-essential corporate travel, and further optimise our 

logistics and distribution network.

  We believe that the continued volatility of global commodity 

prices and limited global resources will continue to put upward 

pressure on food prices. 

  Soil fertility, water demand, fertiliser prices and erratic rainfall, 

are just some of the issues which are of key concern to our 

local produce suppliers, and all will continue to impact on our 

ability to provide quality food at affordable prices.

  We believe that partnerships will become increasingly 

important in addressing social and environmental challenges. 

We will continue to pursue opportunities in this regard. A good 

example of this is the Organic Farmer and Retailer programme, 

an initiative between Pick n Pay, Spar, Shoprite, and the 

integrating sustainability into our  
core business

Department of Trade and Industry to facilitate the supply 

of organic produce from emerging farmers.

  The potential carbon tax raised in the SA Treasury’s Green 

Paper will have implications for our operating costs, as well 

as affect the disposable income of our customers in lower 

LSM categories who spend a larger proportion of their 

income on energy. 

From a social and governance perspective:

  The primary social issue in South Africa remains the continued 

high levels of economic disparity in our society. Our response is 

focused on food affordability and on initiatives that create and 

sustain jobs and small businesses within our supply chain.

  Consumer interest in green and ethical products remains 

strong. We continue our work and support in this area, and 

have earned significant recognition of our efforts in 

independent polls. While the demand for green and ethical 

products increases, consumers continue to expect price parity 

in the product offerings. Our attention is therefore focused on 

meeting these dual requirements.

  The world-wide activism that gained much media attention in 

the past year has been comparatively limited in South Africa. 

We do however continue to engage actively with our 

stakeholders, including customers, on all our social initiatives. 

We appreciate the continued feedback from our stakeholders 

on issues of concern, and have developed strong systems to 

ensure our response is timely and well-directed.

  Governance and disclosure requirements continue to be 

developed and enhanced. Demand for greater transparency, 

accountability and transformation are expected to increase 

across the full value chain over the coming years.

Based on these trends, Pick n Pay’s sustainability strategy is framed 

around six strategic focus areas. Each of these focus areas aligns 

with our overarching commitment to work towards greater food 

security and a sustainable future:
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Supporting food security and a sustainable future 
continued

Sustainability overview

enhancing governance and accountability

providing safe food and expanding sustainable product lines

providing a resilient supply base

empowering our people

supporting our communities in their contribution to change

working for a clean and healthy environment

All of our sustainability initiatives are directed at increasing the resilience of our business, through encouraging innovative thinking, 

partnerships and the transformation of systems and processes. We will continue to improve and grow, to ensure that we not only become 

the retailer of choice for all South Africans, but that we lead by example, as a strong and principled corporate citizen, playing an integral role 

in building a strong and successful South Africa.

This review provides a brief, high level overview of our sustainability initiatives and performance. Further detail may be accessed on our 

website at www.picknpay-ir.co.za/sustainability-reports.php.
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sustainability focus: providing safe food and expanding  
sustainable product lines
Customers know and trust Pick n Pay branded products because they deliver on our promises of good quality and value for money. We 

strive to not only deliver safe, quality products to our consumers but also to ensure the welfare of the animals and environment that 

supports us. We regularly audit our key corporate brand suppliers along strict health and safety guidelines, to ensure food safety. In addition 

we work closely with many suppliers to ensure that we share a common vision to promote and expand ethical and sustainable product lines.

Achievements include:

  Pick n Pay was the first retailer in South Africa to commit to sell only sustainably sourced seafood by 2015.

  The launch of 21 new organic food products.

  The launch of our “Finest” range encompassing over 200 products. All ingredients used in these products are assessed for quality, value, 

availability, the carbon footprint in respect of its transport and manufacture, and any possible allergens.

key challenges include:

  Supporting efforts to address food security while acknowledging and balancing the concerns and interests of all stakeholders.

  We continue to look for opportunities to reduce the ecological footprint of the packaging of Pick n Pay corporate brands.

  Ensuring compliance with new legislation and regulations, including the Consumer Protection Act, no 68 of 2008 and new labelling 

regulations.

key performance indicator 2012 2011

Green range sales up 27% up 266%

Corporate brand products sourced locally 91% 88%

Corporate brand suppliers audited on health, safety and environmental issues 94% 94%

sustainability focus: building a resilient supply base
We continue to work closely with suppliers to ensure the sustainability of our supply base, with enterprise development remaining a 

clear focus. We support the agricultural sector through our efforts to address the challenge of market access for emerging farmers. 

Achievements include:

  Our Pick n Pay small business incubator now provides ongoing mentorship to more than 50 small businesses.

  Through our Enterprise Development Foundation 33 emerging entrepreneurs have been able to gain access to markets through 

our stores during the past year.

  We have completed an initial supply chain risk assessment, in order to quantify the possible impact external environmental trends 

could have on our business, including the effect of scarce natural resources, pollutants and increased green house gases.

key challenges include:

  Communicating sustainability risks, opportunities and requirements to all our suppliers.

  Mapping environment-related risks in our supply chain. This is an ongoing process that is yielding interesting and significant results 

– a key challenge is incorporating this information into our decision-making to build greater resilience in our supply base.

key performance indicator 2012 2011

Small farmers and businesses in our small business incubator 62 54
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Supporting food security and a sustainable future 
continued

Sustainability overview

sustainability focus: empowering our people
We have a robust career development framework in place that emphasises training and competence. This meets business needs while 

empowering employees to grow their potential.

Achievements include:

  Foundational ‘adult basic education and training’ literacy programmes are now incorporating retail-specific concepts.

  We have aligned our trainee manager programme and assessments to new standard operating procedures.

  Training courses based on assessment centre results that are mandatory for promotion have been prioritised and scheduled to meet 

business needs.

key challenges include:

  Managing the capacity of business units to achieve the required volume and quality of training due to other operational demands.

key performance indicator 2012 2011 2010

Employee turnover 15% 15% 9%

Total investment in training, including bursaries R80.2 million R71.8 million R55.2 million

Employment equity

Top management (target 40%) 38% 39% 39%

Senior management (target 65%) 61% 58% 59%

Professionally qualified middle management (target 70%) 85% 84% 84%

Semi-skilled and discretionary decision-making (target 80%) 95% 94% 93%

Unskilled and defined decision-making (target 100%) 100% 100% 100%

sustainability focus: enhancing governance and accountability
We continue to embed sustainability across our operations, driving efficiency and exploring new opportunities for our business.

Achievements include:

  Our Carbon Disclosure Project score improved from 77 to 86 and we were placed in performance band A-;

  We were included in the JSE 100 Carbon Performance Leadership Index.

key challenges include:

  Continually enhancing sustainability data management through our executive scorecard and compliance with an increasing number 

of external guidance bodies.

 
key performance indicator 2012 2011 2010

JSE SRI Listing Listed Listed Listed

Carbon disclosure project Included on 
Performance  

Leadership  index  
for CDP 2011

Included on 
Performance  

Leadership index  
for CDP 2010

–
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sustainability focus: supporting communities in their contribution 
to change
Partnerships remain a key strategic focus for the Group and through the Pick n Pay Ackerman Foundation (the “Foundation”) we 

continue to support community-based projects with a potential for economic self-reliance and facilitate market access for small 

businesses.

The central values on which the Foundation’s development work is built are:

  Encouraging the efficient use of natural resources;

  Creating prosperous livelihoods not jobs;

  Whole community focus;

  Support of start-ups (incubation);

  Support of ready-to-grow businesses (acceleration); and 

  Facilitating economic sustainability and self-reliance.

Our multi-faceted approach, supporting communities, enterprises and individuals with a combination of expertise and experience, has 

seen projects grow from small community gardens to viable opportunities for economic independence.

Suppliers are encouraged to adopt improved environmental and social practices, and our procurement policies drive ethical welfare 

standards throughout our supply chain. The Foundation actively promotes the use of sustainable environmental practices throughout 

the value chain, using partnership models for sustainability-driven solutions. We include the important elements of sustainable 

practices socially, economically and environmentally when we assess projects.

Achievements include:

  We are providing permanent employment for 60 women through a small business initiative which manufactures eco-bags sold in 

our stores.

  The Pick n Pay Ackerman Foundation has supported and developed more than 36 small enterprises who are supplying Pick n Pay 

with products, goods and services.

  A dedicated programme to assist small suppliers with their compliance, a substantial challenge for small businesses, which includes 

water and soil testing, labelling, traceability journals and record keeping.

key challenges include:

  Aligning enterprise development with the needs of business and supply chains.

  Measuring the impact of our initiatives.
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Supporting food security and a sustainable future 
continued

Sustainability overview

we found goodness in endAngeRed wiLdLife
Pick n Pay’s relationship with the Hoedspruit Endangered Species Centre began in 2007 when the centre was 
struggling to raise an orphaned rhino calf in the midst of a countrywide milk shortage. lente Roode, founder of the 
Centre, approached Pick n Pay who immediately provided milk powder to save the baby rhino. 

Pick n Pay is one of the few corporate funders of the centre, which focuses on the conservation of threatened species, 
with cheetah conservation being one of its core missions. 

lente and her team are active in the breeding of endangered, vulnerable, or rare animal species; the education of 
learners, students and the public in conservation and conservation activities; eco-tourism; the release and 
establishment of captive-bred cheetahs back into the wild; and the treatment and rehabilitation of wild animals.

Pick n Pay also sponsors the annual Hoedspruit Sustainability Festival which gives the area a chance to showcase its 
work and commitment to vulnerable species. 

sustainability focus: working for a clean and healthy environment
We have seen significant energy savings as a result of our completed roll-out of in-store energy efficiency initiatives and through 

optimising our logistics network. Our focus on waste is to be intensified.

Achievements include:

  We have reduced our carbon footprint by 4.6% compared to our 2011 scope. Our emissions intensity has improved by 11%.

  Daily automated feedback is provided to corporate stores to promote energy saving behaviour.

  We have started exploring the eligibility of some of our energy savings projects for inclusion under the Clean Development Mechanism 

(a mechanism for registering carbon credit projects).

  Our development of eco-friendly stores and ongoing commitment to climate change education were recognised when we won the 

Climate Change Leadership award in the retail category.

  Pick n Pay received the Africa Energy award for “Energy Project of the Year”.

  We also received the Eskom eta award for “Energy Efficiency Awareness”. 

key challenges include:

  Our main challenge in this focus area remains growing our business while significantly reducing our consumption and impact on 

natural resources.

key performance indicator 2012 2011 2010

Carbon footprint (Scope 1 and 2) 598 896 tonnes* 602 782 tonnes 642 351 tonnes

Carbon footprint (Scope 1 and 2): 
annual turnover

10.8 11.6 13.1 

Total energy use for stores, 
distribution centres and offices 

530 million kWh 557 million kWh 569 million kWh

Energy use per m2 for corporate 
stores

472kWh 528kWh 550kWh

Waste volumes recycled 8 392 tonnes** 3 284 tonnes 2 689 tonnes

* Our carbon footprint is currently being verified and additional data sources will be included in our CDP submission.

** Significant improvement due to both an increase in the number of locations measured and an improvement in data collection


