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Real value in foodservice is found on the plate not on a warehouse loading bay.

Strategically, the choice is clear: do you move cartons on the back of a truck  
or do you add value to customers off the back of smart foodservice solutions?

Some years ago, the decision was made to scale back low-margin, big-contract  
logistics operations and build momentum as a foodservice business largely focused  
on the independent sector that can protect margins through value-add services.

Our strategy was initiated when the first foodservice business was acquired in 1989. 

It is still relevant today. We see no reason to change it.

Bidcorp’s current focus is to predict the likely “new normal” that will exist 
post the initial effects of the COVID crisis. Our initial assessment was 
that activity levels would return to levels of 75% to 85% of pre-COVID 
levels in the next 12 to 18 months but we now believe this number will 
be higher and hopefully sooner. Our businesses are preparing to ride out 
the next phase of the economic recovery with these activity levels in 
mind. We believe that there will not be any fundamental shift in 
consumer behaviour of eating-out-of-home and early anecdotal 
evidence suggests that human muscle memory in respect of 
socialisation remains an important component of the consumers’ 
existence.

We strongly believe in our business model and that our customers and 
demand will bounce back over time. There will be opportunities for us 
to explore in our operating geographies and beyond in the months to 
come, and we have an amazing team of people around the world who 
are up to the challenge and will ensure our market leading position and 
operational excellence continue as the world recovers from this dark 
chapter.

Positioning 2021 and beyond

A proven strategy – to quote our Chief Executive

Bidcorp’s strength lies in its strong 
and decentralised management 
teams who are best placed to navigate 
the crisis at the coalface in each of 
its operating jurisdictions. Bidcorp 
is financially strong and entered this 
period of uncertainty with relatively 
low levels of gearing and a robust 
business model.

2020 
“Bidcorp has delivered a resilient performance for the year which 
has been significantly impacted by the catastrophic economic 
and social consequences of the COVID pandemic which took 
hold across every operating geography from late January 2020 
onwards. Our employees remained our top priority in terms of 
protecting their health, well-being and where possible, maintaining 
their incomes.

Bidcorp’s strategy firmly remains on growth opportunities in the 
wholesaling of food and allied products to the eating-out-of-home 
market; organically through achieving the appropriate customer 
mix, by selling more products and gaining new customers; via 
in-territory bolt-on acquisitions to expand our geographic reach 
or to expand our product ranges; and via strategic acquisitions 
to enter new markets, as and when these arise.”

Annual Integrated Report – CE report

“Businesses in all geographies embarked on our rebranding as Bidfood. The process was not imposed from corporate 
office, or even orchestrated from the centre. Each business rolled out the new identity in its own way.

Though we have a firm view on our long-term positioning, we remain pragmatic traders. Local managers take local 
responsibility. Sometimes they may decide to sacrifice margin to maintain volumes. This is up to them. Local flexibility is 
built into our business model and will not change.

Another area of opportunity – in which exciting progress was made – is the creation of our Own Brands.

At the time of our listing, we set out certain key goals, mainly focused on in-country growth (organic and acquisitive) in 
existing territories, complemented by additional gains as we explored new national markets. In 2017, we again executed 
on that strategy.”

2017 Annual Integrated Report – CE report

“Unbundling from Bidvest was smoother than anticipated. This was primarily a function of the decentralised Bidcorp model …

Our growth has been driven by entrepreneurial managers in autonomous operations who take personal responsibility for 
identifying and pursuing growth. These operations and their leadership teams are deliberately lean. They avoid complexity 
and stay close to their people, customers and markets.”

2016 Annual Integrated Report – CE report

“We have continued our exceptional growth trajectory, but we are not complacent. Our considered imperative to invest 
ahead of the growth curve remains a recurring theme throughout the group, with new capacity driving new business 
volumes in regions where we see potential.

Another exciting achievement is the new generation metro strategy we have adopted. In many regions around the world, it 
is clear that customers are finding skills replacement a challenge, while expensive and less suitable, cost effective, property 
options are impacting their businesses. This provides us with an opportunity to provide more conveniently located 
warehousing solutions, specifically to enable a faster, better last-mile quick response execution of customer orders. 

Our strategy is firm and intact, but that does not mean we do not manage change and advance or adjust certain elements. 
Conditions change and we always remain alert to external circumstances, ready to adapt to a continued and collaborative 
customer-centric offering.”

2019 Annual Integrated Report – CE report

“Increased focus on foodservice, with special emphasis on freetrade, is rapidly turning into a worldwide success story 
for Bidcorp. 

Progress was evident worldwide, largely because we concentrated on executing our proven strategy of building 
responsive, efficient foodservice businesses that partner with an increasing number of independent customers in the 
freetrade channel. We honour contracts and will not let down our logistics customers.

2018 Annual Integrated Report – CE report

“We don’t expect the outside 
world to be predictable, but 
the Bidcorp world often is. 
We have a proven approach 
and we plan to stick to it.”

Bidcorp touches countless lives. It is our job to ensure this interaction is mutually 
beneficial. The commitment goes beyond regulatory compliance. Wholehearted 
involvement is often apparent, notably the effort to reduce, reuse and recycle on 
the environmental front.

Organic growth will be the principal driver. Growth through bolt-on acquisitions 
is an enduring theme at Bidcorp and we will continue to investigate new 
opportunities and perhaps some new territories.”
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