
Chief executive’s report

A tribute to our Bidcorp heroes
When we reported our interim results in the third week 
of February, it was impossible to imagine what difficulties 
awaited us in the coming months. Our annual result is a tale 
of two halves, but the realities of the COVID pandemic have no 
respect for financial year ends as we manage with the impacts 
every day. 

My remarks for the annual report will therefore be briefer than in 
previous years, acknowledging that we are in a rapidly evolving 
landscape and that the financial performance of the last few 
months isn’t reflective of what lies ahead for Bidcorp. 

At the half year, the one thing I did know without a shadow of 
a doubt was that we had the right team of people to take on 
whatever challenges arose, something that has proven itself 
throughout the pandemic.

All of you have shown that we, as a team, 
are more than able to weather unpredictable 
and challenging times.  

Bidcorp has produced a commendable and solid annual result 
and we have done this while keeping close to our customers 
and suppliers to ensure we were aligned with them to get 
through this unprecedented and dreadful experience together. 

Without each person we have no 
business. From the onset of COVID in 
each jurisdiction, it was important to keep 
our service-delivery capability intact, not 
only as an essential service but also as 
part of governmental programmes in 
several countries to provide food and care 
packages to the most vulnerable members 
of society via home delivery. Each of you 
have made sacrifices for a better 
tomorrow. 

My sincere thanks to each 
one of you, your efforts 
and understanding of  
what we faced as a team 
is highly valued. 

The health and welfare of our people are 
our highest priority irrespective, and 
always will be. Sadly, I pay respects to our 
three South African colleagues Tembi 
Twala, Tshepo Tshepe, and Collins Khosa 
who were victims of the pandemic and its 
consequences. Other staff members have 
suffered as a result of the virus, but I am 
relieved to say have recovered.   

The year in perspective
Bidcorp maintains focus on delivering 
high-quality, service-intensive, and 
technologically up-to-date solutions. 

It’s all about the food, service 
and technology, and we 
remain as passionate and 
focused as ever. 

The group had committed capital 
expenditure plans to expand, modernise 
where necessary, and invest for organic 
growth. While we shall curtail capital 
expenditure in the short term, our goal 
to be at the forefront of our industry is 
undiminished and we remain committed 
to embracing further growth and 
expansion opportunities.

In striving for foodservice excellence, 
we complement our supplier food and 
accessory ranges with Own Brand 
products and in-house food processing 
to offer an end-to-end value-add solution 

to our customers. We continue to explore 
and develop innovative ways in which to 
add further value and are constantly 
sharing these ideas within the group. 

Keeping close to our markets enables us 
to be responsive to changing dynamics 
and adapt quickly. It is for this reason that 
we have exited non-core volume-based 
activities where it makes economic sense 
to do so, as was the situation this past 
year in the exit of our logistics operations 
in the UK concluded in March 2020.       

No acquisitions of significance were 
undertaken during the year and previous 
acquisitions are reflected in the base. Our 
strategy on growth is unchanged, being 
to pursue growth organically and through 
acquisitive-organic bolt-ons and larger 
self-standing acquisitions, either within 
an existing territory or as travel restrictions 
are eased in new territories.

While the rolling COVID lockdowns have 
severe economic repercussions for our 
territories and our businesses, serving 
predominantly the horeca sector, the 
pandemic has afforded us the opportunity 
to relook at how we have been doing 
business in several areas and to 
reengineer for better times. On the whole, 
our strategy is fit-for-purpose, however, 
we remain alert to making minor tweaks 
as and when circumstances require.  

The Bidcorp mindset is one of opportunity. 
We are typically confronted by political, 
economic, and competitive challenges 
every day. Despite those challenges we 
have expanded into new countries in 
the past two years such as Argentina, 
Germany, Vietnam, and Malaysia while 
making excellent progress in the Middle 
East, Turkey, and the second-tier cities 
of mainland China. Furthermore, we 
have taken market share in territories 
where we were already present.

COVID has dominated the headlines but 
Bidcorp has had its fair share of other 
external difficulties to contend with this 
year, be those bushfires and drought in 
Australia, political protests and the loss of 
a significant dairy-brand contract in Hong 
Kong, the pending exit of the UK from the 
European Union, operational difficulties in 
Spain and Germany, political unrest in 
Chile, a stagnant economy in both Brazil 
and South Africa, and globally, rising 
labour and energy costs coupled with 
very low food inflation.   

Bidcorp reported a pleasing first six 
months with constant currency growth 
of 3% in revenue and 9% in trading profit 
with trading margin at 5%. All regions 
contributed positively to this good result 
which was achieved despite several 
external challenges. Revenue growth was 
predominantly organic as the customer 
mix evolved, with an emphasis on 
freetrade. We were well positioned for 
another year of solid growth.

Our greater China business was the first to 
be impacted by COVID in January, which 
subsequently rapidly migrated westwards 
to the rest of the world significantly 
impacting each of our businesses. The 
second half result was negatively 
impacted, and consequently annual 
revenue decreased by 12% in constant 
currency with trading profit down by 40% 
on the same basis, reducing the trading 
margin to 3,2% from 5,2%. The COVID 
impact was especially pronounced in our 
fourth quarter.

Horeca sectors dependent on 
discretionary spending were worst affected 
and will remain dependent on both the 
degree of relaxation of restrictive pandemic 
measures, willingness to spend and the 
economic consequences of the 
lockdowns. While we have exploited 
niches in ancillary sectors such as retail 
and consumer home delivery, this is not 
core to our strategy and unlikely to gain 
sizeable scale in the future. Non-
discretionary sectors such as healthcare, 
aged care, and public sector have proved 
to be relatively resilient.  

Post-year end there were encouraging 
signs of a bounce-back in hospitality-
linked demand from the lockdown-induced 
depressed levels. Developed markets have 
tended to recover quicker relative to our 
emerging markets, but there is no clear 
pattern.  

Each of our territories has been affected 
slightly differently by COVID. Government 
policy responses, too, vary by country. 
This is a situation for which there is no 
textbook response and only with the 
benefit of hindsight will the appropriate 
approach be understood.

Our diligent housekeeping and 
conservative nature enabled Bidcorp to 
end the year in a strong financial position 
and to continue to remain so. As we 
recover, this strong financial base is 
supportive and enables the group to 
capitalise on opportunities that may arise 
as the world emerges from this seismic 
event.

Bernard Berson
Chief executive

Bidcorp has demonstrated that 
we have the people, the business 
model and financial strength 
to weather unpredictable and 
challenging times. 

Affected stakeholder groups are indicated by 
way of icons as listed on IFC.
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Chief executive’s report continued

Divisional overview 
Bidfood Australasia was the strongest 
performer in the group and did well to 
attain a combined trading margin of 6,6% 
compared with 6,9% in the prior year. The 
strategy in Australia of exiting lower margin 
accounts will be beneficial for trading 
margin once sales normalise. In New 
Zealand overall trading margin was 
assisted by the growth within the 
successful Fresh and Processing 
value-add offering.  

Proactive government responses in both 
Australia and New Zealand to COVID have 
had inevitable financial consequences for 
our businesses, but we anticipate these 
to be temporary. There may be further 
isolated lockdowns depending on the 
local infection rate. 

In Australia, our metro-depot strategy, 
together with the diversification of the 
customer base paid dividends during the 
restrictive lockdown phase, and proved to 
be a competitive advantage. This focus is 
well suited to a post-COVID world. With 
borders shut, the staycation trend has 
contributed. 

Both Australia and New Zealand are 
strong economies exploiting their natural 
advantages and we are optimistic that 
there is further opportunity and growth 
to come. 

In Bidfood United Kingdom, the 
Foodservice team maintained clear 
executional focus during the year and 
approached the pandemic proactively, 
both from a financial and a customer 
relationship point of view. The UK has had 
one of the stricter lockdown regimes and 
this had a substantial impact on the result 
for the full year, with trading margin more 
than halving to 2,1%. The Fresh business 
was hard hit by the highly perishable 
nature of the offering and its independent 
hospitality customer base, but the crisis 
has resulted in us rejigging the Fresh 
business model for the future.

The degree to which the UK government-
sponsored furlough scheme will preserve 
jobs and thus purchasing power longer 
term remains to be seen. 

While the UK has left the European Union 
(EU), the transition phase which concludes 
at the end of December 2020 is uncertain 
and seemingly acrimonious with respect to 
the future EU relationship. Nevertheless, 
Bidcorp has built a strong business in the 
UK and we see further potential whatever 
the outcome of the short-term disruption.

Bidfood Europe as a segment is a 
grouping of nine businesses each with 
their own characteristics, challenges, and 
opportunities. After a pleasing first half 
overall, no single country was unscathed 
by the impact of COVID. Italy as a country 
was particularly hard hit but we have a 
sound business with a clear focus. 

Our stars in recent years, Czech Republic, 
Slovakia and Poland were also significantly 
impacted but have weathered the 
pandemic well. Strategic interventions 
and restructuring have placed Spain and 
Germany on a firmer footing. 

Netherlands has been transitioning the 
business model more towards servicing 
the horeca market for several years now 
and has seen the benefits thereof, while 
our Belgium team have a good balance 
across multiple sales channels. 

The Bidfood Emerging Markets 
businesses were impacted heavily during 
the second half of the year following what 
was an already challenging first half. 

Mainland China, which was the first to 
experience COVID and consequences 
of the economic lockdown, has shown 
encouraging recovery in sales 
subsequently. 

In the South African operations, the 
dramatic impact in Foodservice was offset 
by the manufacturing businesses, Crown 
and Chipkins Puratos, predominately 
supplying the retail and eat-at-home 
channels. 

Our activities in Brazil, Chile, Turkey, and 
the Middle East have continued to struggle 
post-year end as emerging market 
impacts lag those of the developed world. 
Our Argentina business was able to 
operate, although at reduced capacity.

Appreciation
Business is about successful partnerships 
with common purpose. In the case of 
Bidcorp, it is with our customers, our 
suppliers and our people focused on 
the food, the service and the technology. 
Bidcorp believes in living up to its 
responsibilities as a good corporate citizen 
and standing by our partners in hard times 
is part of that – we share the pain as we 
are all equally affected.  

I am indebted to a strong board of 
directors who provide clarity of thought in 
their oversight role and are supportive of 
management. 

My sincere thanks to my 
fellow executives at the 
operational level and at 
corporate office. The last 
few months has tested 
your mettle as never before 
and you have risen to the 
challenge admirably.

Outlook
The situation is variable and unpredictable and like none we have experienced for the simple reason that COVID, by its very nature, is 
far-reaching and impacting every corner of the group.  

I am confident that, having weathered the “first wave” of COVID, we have the flexibility and agility to adapt and change with its secondary 
impacts, a characteristic we have been getting right for over three decades. 

While Bidcorp generates a large revenue in aggregate, the group in reality is made up of many small businesses each with an owner-
manager way of thinking. When the crisis hit, our financial conservatism meant we were well prepared, and we will continue to keep a tight 
rein on expenditure, working capital, capex, and cash generation. 

There may be behavioural shifts following the pandemic, but we also think that most human traits will endure and Bidcorp is well positioned 
to continue on its clear and focused strategic path. Appetite for digitisation by customers is accelerating, and our platforms are capable and 
well prepared. Most importantly, our fantastic team remains motivated and enthused about our prospects.   

Bernard Berson
Chief executive

WELL POSITIONED TO  

CONTINUE ON OUR CLEAR AND  

FOCUSED STRATEGIC PATH
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I am very proud of the achievements of our team around the world in these difficult 
times. We have survived and even thrived, and the numbers do not do justice to the 
reality of what has been achieved. When this crisis passes, I believe we are very well 
positioned for phenomenal growth, and our people will absolutely make it happen. They 
are hungry, passionate, capable and impatient, and this will ensure our continued success. 
Well done all, your achievements in these dark days is much appreciated.

 Bernard Berson 
 Chief executive

Veilig werken 
bij bidfood

volg deze richtlijnen:
Houd 1,5 meter afstand van elkaar

 ✘ Geef elkaar de ruimte tijdens het passeren
 ✘ Organiseer vergaderingen en standup’s zoveel mogelijk via video conference calls
 ✘ Houd óók voldoende afstand tijdens de lunch, koffiepauzes, toiletbezoeken en in 

de ontvangstruimte

Volg de hygiënevoorschriften
 ✘ Was je handen regelmatig en gebruik de beschikbare desinfectie handgel

 ✘ Hoest en nies in de binnenkant van je elleboog
 ✘ Vermijd deurklinken en laat deuren openstaan

Geef zelf het goede voorbeeld
 ✘ Wijs elkaar met respect op onjuist gedrag

 ✘ Samen zorgen we voor een veilige werkomgeving

  

REGISTER NOW: www.travelsafeeatsafe.co.za

GET YOUR INTERNATIONALLY RECOGNISED 

Certificate of Compliance

SHOW YOUR GUESTS THAT 
YOU TAKE THEIR SAFETY SERIOUSLY!  

THE OFFICIAL COVID-19 APP FOR S.A TOURISM & HOSPITALITY HELPS YOU DO IT ALL
QUICKLY, EASILY, SECURELY & ALL ONLINE. 

PROTOCOLS
TRAINING

PLEDGE &
CERTIFICATION

PATRON &
BACK OF HOUSE

SCREENING

STAFF PPE
& CLEANING
REGISTERS

COVID-19 TRACK 
& TRACE

FUNCTIONALITY

RESTAURANTS • HOTELS, GAME LODGES & ACCOMODATION • TOUR OPERATORS • TOURISM ACTIVITIES & ATTRACTIONS • EVENTS VENUES  

Recognising our COVID heroes

Bidfood South Africa
Bloemfontein’s Christiaan Hattingh and Carine Slabbert contacted the 
SANDF Lohatla training base and set the ball rolling to pack ration packs 
for those servicemen that were to be deployed to enforce lockdown 
protocols. A 7-day menu covering all nutritional facets required by the 
army was created. The team erected a production line in the undercover 
parking area, in the middle of the Free State winter often being on the 
line until the early hours, in bitterly cold conditions, generating more than 
R20 million sales.

The Bidfood SA marketing team really stood out over the lockdown 
period, tasked with impossible deadlines and delivered COVID specific 
online content and even an app. The team developed and went live on 
a new Bidfood@home website for the home customer ordering, payment 
and delivery services offered. Redesign and creating fit-for-purpose 
communications, product baskets and functionality aimed at 
the individual. This was a mammoth task, turned around in a matter of 
a few days. Tracey Diver, the designer, Ndivhuwo Mamukhwana, online 
developer, Nichola English and the Bidfood SA marketing team really 
took service delivery to the next level. This was an enormous feat and 
the team responded with the utmost professionalism and dedication.

In the midst of all this the team was then briefed to create an app to 
support the restaurant industry as the market reopened. The “Travel Safe 
Eat Safe” campaign was born and went live one month later. This app 
has since grown to include access to the wider tourism market and has 
been widely embraced and acknowledged as a game-changer in the 
horeca market.

Bidfood Czech Republic
Our Czech Republic and Slovakian 
operations were able to operate throughout 
the lockdown in their countries, grateful 
that their team was not directly impacted 
by COVID. Working within the localised 
restrictions and guidelines the operations 
were able to step up. Delivering top-class 
quality and skill, the Quality Assurance team 
applied their combined know-how and 
experience, sourced the necessary personal 
protective equipment for not only the 
Bidfood team, but also to equip and supply 
customers as well. Responding early in 
the pandemic, our team lead the way 
with supporting the local hospitals, social 
care centres and other frontline healthcare 
workers. Our Gastrostudio chefs, unable 
to perform their usual cooking demo’s, 
applied themselves and began preparing 
meals for our staff working through the 
lockdown period. 

We are very proud of the dedication and courage of our people around the world  
during these challenging times as we contemplate the new normal.  

Tough conditions don’t last forever but tough teams do.

Bidfood Poland
Our Polish team launched an “Anti-COVID” campaign, 
bringing hope to the market. Sales teams set to work 
preparing databases of potential customers that 
we had not served before, such as residential care 
facilities, military units, retail shops, prisons, hospitals 
etc to drive new opportunities during lockdown. 
We amended our strategy to focus on take away 
restaurants such as pizza, burgers and sushi. 
Preparing an ebook about restarting your business 
after the pandemic; as well as other support materials 
like posters, table stands, graphics with anti-COVID 
instructions were widely distributed. New anti-COVID 
products were added to the offering like cleaning 
and disinfection detergents, face masks and gloves, 
but also risk free products like disposable boxes 
and cutlery. 

Bidfood Turkey
During the height of the pandemic our team stepped up to 
supply much needed food items to hospitals. We donated 
over 1,5 tonnes of food to six hospitals and catered to 
3 400 individuals. Our team opened the warehouse and 
made deliveries throughout the night, to ensure smooth 
functioning of health institutions. Several hotels opened their 
doors to health workers and we partnered with the Grand 
Hyatt Istanbul and Marmara Taksim Hotel to supply food 
products for the 400+ health professionals in residence. 
Our team, at personal risk, showed up when it meant they 
could help those risking their lives in the frontline.

Bidfood UK
Bidfood joined forces with competitor Brakes to deliver over 
five million vital food packs to the clinically vulnerable shielding 
though the pandemic, in the biggest food redistribution 
scheme since World War II. From April to July, Bidfood made 
more than three million deliveries of vital food supplies to over 
337 000 households. The team worked at incredible pace 
to mobilise the business, delivering the first food packs within 
a week of being asked to do so. A complete transformation 
was needed, from B2B to a residential delivery model. 
To accomplish this a number of challenges were faced from 
sourcing the right products to setting up new packing 
operations, a fleet of the right vehicles, teams processes and 
systems, and all whilst navigating a changing landscape of 
hygiene protocols and safe working guidelines. Our teams 
worked tirelessly and delivered a solution that could serve 
large numbers of those in need. 

It quickly became clear that many of the vulnerable they were 
serving had no access to friends and family and missed contact 
with people. This weekly delivery was the only human contact 
they had, our drivers were happy to stop and have a socially 
distanced chat.

Angliss Asia
Early in the outbreak, a customer decided overnight 
to unify all 11 of their stores in a large-scale product 
promotion. Within hours we received an urgent once off 
order and urgent distribution request. Mr Wang, general 
manager of Angliss Changsha, immediately alerted the 
warehouse and started to load the goods. The team 
sourced product and staff to solve the customer’s 
immediate need. Our fast distribution and thoughtful 
service were highly praised. Angliss Changsha warehouse 
and delivery teams committed to work an additional 
two hours per day, and from five to six days per week, 
throughout the COVID lockdown to ensure that the 
customers’ urgent orders could be processed on time. 
Our sense of human connection has never been more 
marked: soon the virus and its consequences will pass 
but our sense of togetherness will remain.

Bidfood Belgium
Belgium’s hospitals and retirement homes have indeed paid a heavy toll in having a high number of residents and patients, 
and this presented an increased risk to their workers. The need was more about hygiene products, as well as moral support. 
Bidfood sent them a piece of “sweetness” during this difficult time, driving an important communication campaign 
#togetherwecare.

The horeca market was financially hard-hit due to the lockdown. The team developed “Tips & Tricks” material for reopening 
after lockdown, and even shared this with the rest of the Bidcorp group. The aim was to inform on how to provide a safe, 
welcoming environment for customers when returning to eating-out-of-home. 

Bidfood New Zealand
We were only able to provide our delivery services during COVID because of our frontline staff and their hard work. Just a 
few of our Bidfood heroes working tirelessly in our branches to get deliveries packed and out to aged care facilities, essential 
businesses and our new BidfoodHome customers: 

Jess Matson created and managed the aged care gift packs during lockdown. Jess was the direct contact point for queries 
from the 20 000 residents who were placing manual orders with us. Long hours and much patience was required, but 
Jess made sure that everyone was looked after.

Sarah Barrett and Amanda Pike developed the shopping lists for the aged care resident shop and the multiple food boxes for 
Civil Defence, sourcing the right suppliers for the right products, and coordinating the stock into our depots in extremely tight 
timeframes. Sarah and Amanda worked 7 days a week throughout the lockdown, to make sure that no opportunity was 
missed.

Brian Richardson, Gareth McCulloch, Nicholas Hughes and Damien Rakich, branch managers, each responsible for a portion 
of the Civil Defence contract, turning their operations upside down to deliver significant quantities of stock to consumers in 
need. Mountains of products were collected and moved. Production lines were set up to pack the thousands of care packs 
that were then distributed to private homes and in one case even an island in the middle of the Waikato River! 

These are just a few examples of the exemplary work, and selfless hours invested  
by each one of the 23 427 dedicated Bidfood employees around the world. 
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