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Scope and boundary
The Bidcorp annual integrated report for
the year ended June 30 2020 reports
consolidated information gathered from
the global spread of the group’s
divisions.
Bidcorp’s geographic reach spans over
35 countries on five continents. Due
to the expanse of local geographic
regulations, we detail material
sustainability information in this report.
In line with the guidelines from the
Integrated Reporting Committee of
South Africa, we have incorporated
the six capitals as a platform to inform
this review, while striving for concise,
relevant reporting.
There has been no material change in
the scope and boundary of this report
compared to the prior year.

Materiality
The Bidcorp board has considered
the legitimate interests of all our key
stakeholders in determining information
that is considered to be material for
inclusion in this report. We demonstrate
the connectivity between our strategy,
business model, stakeholder interests
and concerns as well as our risks and
opportunities analysis. The material
issues are monitored by management
on an ongoing basis and have been
reported herein.

Assurance
We have adopted the King IV principles
on corporate governance recognising
the board, management, internal, and
external assurance providers as key
assurance role players in ensuring
the business has an effective control
environment and a strong ethical
climate. While third-party assurance

has not been sought for all information
contained in this report, certain
information has been independently
assessed and verified:
• The consolidated annual financial
statements were audited by external
auditors, PricewaterhouseCoopers
Inc., and an unqualified opinion has
been issued.
• Broad-based black economic
empowerment (B-BBEE) performance
was independently assessed and
verified by EmpowerDex.
• Non-financial disclosures and
performance data is reviewed
quarterly by the board and validated
through internal audit processes.
The board is ultimately responsible for
combined assurance by setting the
direction concerning the arrangements
for assurance services and functions.

Financial performance
We have provided a full set of Bidcorp’s
audited 2020 annual financial
statements (AFS) in this report in
accordance with the recognition and
measurement criteria of International
Financial Reporting Standards.
Feedback
For further information, contact
investorrelations@bidcorp.co.za

This is our primary report to
our shareholders and other
stakeholders.
This report should be read together with
the information available on the Bidcorp
website www.bidcorpgroup.com

Forward looking
statements
This report may contain forward looking
statements regarding financial prospects
of the group and specific businesses.
By their nature, forward looking statements
involve risk and uncertainty, and although
we have taken reasonable care to ensure
the accuracy of the information presented,
no assurance can be given that such
expectations will prove correct.

Reporting suite
We are committed to transparent
reporting to our stakeholders. The
following reporting frameworks were
applied in preparing this report:
• The Companies Act, No 71 of 2008,
as amended (Companies Act)
• The JSE Listings Requirements
• The King IV Report on Corporate
Governance for South Africa 2016
(King IV)*
• The Global Reporting Initiative’s
Standards (GRI)

Bidcorp has delivered a resilient
performance for the year which has been
significantly impacted by the catastrophic
economic and social consequences of the
COVID-19 (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.
Our lockdown strategy included
embracing the home delivery opportunity
and supporting essential services with
food and care package deliveries. This
strategy allowed us to engage proactively
with customers on managing credit,
and aggressively pursuing sales
as markets reopened. While most
competitors cut service levels in an
attempt to reduce costs, we eliminated
inefficient activities (such as the third or
fourth delivery into an area on a particular
day), and actually increased service levels
in many areas.

Early into the crisis, we recognised that the
COVID impact and operational response
required was rolling out around the world
and the opportunity to share learnings and
support within the group was invaluable.
Weekly status updates and mitigations
implemented, equipped our management
teams through the most difficult times and
brought us together stronger than before.
We continue to be pleasantly surprised by
the quick rebound we see when countries
start lifting restrictions. This is despite the
fact that certain industries haven’t returned
to any meaningful degree, including
those related to travel, sporting events,
conferences and conventions and
workplace catering. The one very
noticeable trend we are seeing is that
people are spending more money locally,
staycations are in vogue and there is
generally a great desire for safe social
interaction, which has seen an increase
in café and restaurant activity.
Bidcorp’s resilient business model and
its entrepreneurial teams have enabled
us to navigate the COVID crisis and will
enable us to take advantage of any market
opportunities, whether organic or
acquisitive, as they arise.

Approval by the board
It is the Bidcorp board’s responsibility to ensure the integrity of the annual integrated report.
The audit and risk committee and the social and ethics committee acknowledge their
responsibility to ensure the integrity of this annual integrated report. The board has
accordingly applied its collective mind to the content of the report and in the opinion
of the board, believes it addresses all material issues and presents fairly the integrated
performance of the organisation and its social and environmental impacts.
The Bidcorp board has authorised the annual integrated report for release on
October 22 2020.
Stephen Koseff
Chairman

It is our people that differentiate us
and make us successful, as well as the
environment that we create within which
they operate.

COVID is a human crisis, and we
are saddened by the death of three
of our employees, Tshepo Tshepe
and Tembi Twala succumbing to
coronavirus, and Collins Khosa who
unfortunately died as a consequence
of the authorities enforcing COVID
restrictions.
Our sympathies go out to their
families, friends and colleagues.

• The International Integrated Reporting
<IR> Framework
• United Nations Sustainable
Development Goals (SDGs)

We remain optimistic about our future
prospects. There is no need for any
significant change or pivoting of focus;
it is very much business as usual for us
in very unusual times.

In Memory

2020 ANNUAL
INTEGRATED REPORT

NAVIGATING
THE COVID CRISIS

Tshepo Tshepe

Tembi Twala

Collins Khosa

* King IV – Copyright and Trademarks are owned by the Institute of Directors in South Africa NPC and all of its rights reserved.
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Our food adventure
Global footprint

Local offering

BIDFOOD UNITED KINGDOM
For more than 20 years as a leading foodservice wholesaler,
Bidfood has supplied fresh, frozen, ambient food, beers, wines,
spirits, catering essentials and catering equipment to customers
in a wide range of sectors. Working behind the scenes to supply
over 13 000 products to over 45 000 customers. With a depot
network of 24 sites spanning the country, a truly local presence is
experienced. The multi-temperature supply chain ensures the full
consolidation experience of frozen, ambient and chilled products
on the same delivery truck. Recently doors have been opened to
the public, offering home delivery and “click and collect” solutions
direct from the depots.
Bidfood UK

Bidfresh UK

Spain

Acquired Crown National in South Africa.

1995

Acquired an initial 40% interest in listed Australian foodservice
business Manettas, the start of our business in Australia.

Revenue

1998

Established Bidvest Plc (now Bidcorp Foodservice International
Limited) in the United Kingdom.

Trading
profit

1999

Booker Foodservice, renamed 3663 First for Foodservice,
acquired in the United Kingdom.

2000

Entry into the New Zealand foodservice market with the
acquisition of 100% of Crean Foodservice.

2001

John Lewis Foodservice acquired and incorporated into
Australia, creating the leading Australian foodservice distributor.

2006

Acquired 80% stake in Horeca Trade, a UAE-based foodservice
distributor.

2006

Acquired 100% of the Netherlands and Belgium foodservice
company, Deli XL.

2007

Acquired 100% of Angliss, a leading foodservice wholesaler and
distributor in Singapore and Hong Kong.

2009

Acquired 94% of Nowaco, a leading foodservice provider
operating in the Czech Republic and Slovakia, and 91%
of Farutex, a foodservice provider in Poland.

Revenue

2011

Acquired 100% of Seafood Holdings, later rebranded to
Bidfresh UK, a market leading fresh fish foodservice business
operating in the UK.

Trading
profit

2011

Acquired 100% of Nowaco Baltics (Lithuania, Estonia and
Latvia), a leading distributor in frozen and chilled products
across the Baltic region.

Employees

2012

Acquisition of 80% of Deli Meals in Chile, our first entry into
South America.

2013

Acquisition of 51% of Aktaes Holdings, a foodservice provider
in Turkey.

2014

Acquired a 6 0% stake in Distribuidora E Importadora Irmãos
Avelino, a foodservice provider in Brazil.

2015

Investments throughout mainland China, driving second-tier
city presence strategy.

2015

Bought 100% of PCL24/7 Transport Limited, a logistics
storage and distribution business.

2015

Acquisition of a 60% stake in Gruppo DAC S.p.A, a leading
foodservice provider in Italy.

2017

Successfully rebranded Bidfood Australia and Bidfood
New Zealand. Branding rollout continued across the group.

2017

Bidcorp moves into Spain through its acquisition of a 90% stake
in Guzmán Gastronomía and Cuttings (Guzmán).

2018

Foodservice acquisition in Germany and Austria, as well as
a bolt-on in Portugal.

2019

Acquired specialty food manufacturing business, Punjab Kitchen,
renamed Simply Food Solutions.

2019

Invested into an Argentinian business, Blancaluna 38% interest.

2020

Connecting online our decentralised group shared experience
and solutions to weather the COVID crisis together, exited
Bestfood Logistics and PCL in the UK.

Employees

6 807

Further details, see pages 48 – 53

Czech/Slovakia
Portugal

1992

R0,7bn

BIDFOOD EUROPE

Italy

Acquired 100% of South African Chipkins and Sea World
signalling the start of Bidcorp’s foodservice operation.

R31,5bn

With nine reporting management teams reaching over
12 countries, this division is characterised by leading foodservice
distributors in their respective countries, offering unparalleled
end-to-end value-add foodservices. Supplying premium brands
across a wide range of product lines, and a significant presence
of Own Brand manufacturing and distribution, Bidfood in Europe
is fast becoming recognised as a leading foodservice distributor in
the horeca sector. Our industry-leading innovations in operational
efficiencies, and ground-breaking product and menu development,
these businesses deliver smart solutions exceeding customer
expectations.
Netherlands

1989

Poland

Belgium

Germany

R40,2bn
R1,0bn
6 567

Baltics

Further details, see pages 54 – 59

BIDFOOD EMERGING MARKETS
With a geographic footprint over four continents, this division includes operations in Africa, South America, Asia and
the Middle East. African operations manufacture and distribute ingredients for the meat, poultry, dairy and bakery
industries; as well as being a market-leader in multi-temp foodservice offering ambient, chilled and frozen food
products to the horeca market. Asia and the Middle East have established themselves as a foodservice player in their
markets, whilst still distributing exclusive high-end speciality products into the western styled food market. South
America sources and distributes frozen, chilled and ambient local product into the independent street market across
Brazil, Chile and Argentina.
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Bidfood SA

Crown Food

Hong Kong

Macau

Chipkins Puratos

Singapore

Malaysia

Middle East
Vietnam
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Turkey

Brazil

Mainland China

Chile

Argentina

Revenue

R20,5bn
Trading
profit

R0,7bn
Employees

5 896

Further details, see pages 60 – 65

BIDFOOD AUSTRALASIA
Operating in Australia and New Zealand for over 20 years,
these businesses offer a full end-to-end national distribution
service. Bidfood is a one-stop wholesale solution distributing
products to the foodservice and catering industry, offering a
comprehensive product and services range as the customer
determines. The division leads the group in ecommerce
innovation, developing and driving the globally available
online “myBidfood” customer engagement solution, setting
us apart from our competitors.
Australia

New Zealand

Revenue

R29,0bn
Trading
profit

R1,9bn
Employees

4 095

Further details, see pages 42 – 47

Bid Corporation Limited Annual integrated report 2020

5

This is Bidcorp
This is Bidcorp
Leadership
Leadership
review review
DivisionalDivisional
reviews reviews
ESG review
ESG review
Financial Financial
statements
statements

Strengthening Bidcorp’s stakeholder relationships in 2020

Each stakeholder is essential to us
and we are committed to continue delivering value
to all groups of people that have an impact on our business.

Open and constructive engagement
with our stakeholders drives our ability
to create long-term sustainable value.

Employees

Employees

Customers

Communities

Bidcorp heroes – we salute each one
of you.

23 427

Customers

employees

Navigating our way to normality together.

2019: 25 858

Communities

WORKFORCE OF
WOMEN
PROVIDING EQUAL OPPORTUNITY TO
PROMOTE GENDER DIVERSITY
2019: 27%

9%

30% THROUGH BIDONE’S
“myBidfood”

16% DECREASE IN LOST TIME HOURS

Committed to effective waste minimising
operations for a better tomorrow.

Authorities
Proactive regulatory adoption and
compliance in 35 different jurisdictions.

Investors
Confidently and sustainably growing
long-term shareholder value.
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R36 million
Six Gun Grill,
Crown Food,
South Africa

2019: R42 million

14% DECREASE BUT

14% MORE TRAINING COURSES

MATERIAL ISSUES
•
•
•
•
•

Health and safety in workplace, especially in light of COVID
Lost-time injuries, ill-health and fatalities reporting
Retention of a well-trained and equipped workforce
Protecting jobs through COVID-imposed lockdown
Motivating and supporting staff through remote working
and stressful working conditions

ACTIONS
•
•
•
•

Developed online training modules to develop workforce
Stepped-up health and safety training
Career pathing and training programmes
Effective mobile communication tools identified
and introduced
• Numerous social media online and moral support initiatives
to keep spirits high

NUMEROUS LOCAL PROJECTS
SUPPORTING THOSE
WITHIN REACH

OF TOTAL REVENUE

TRAINING SPEND OF

Environment

TO CHARITIES AND
COMMUNITY PROJECTS

ecommerce
SALES MAKE UP
51%

5%

Top quality supply chain, from
local farm to individual’s fork.

2019: R14,5 million

8% DECLINE ON PRIOR YEAR

STAFF TURNOVER
RECORDED IN 2020
2019: 11%

Suppliers

donations

2019: 313 675

30%

Real engagement to support inclusive
economic growth.

R16,2 million

288 587
customers SERVED

Vanille-pudding,
Smart Choice,
Bidfood Belgium

CUSTOMERS BY SEGMENT
Independent
50%
National
34%
Logistics
6%
Retail/other
10%
OF TOTAL REVENUE

FOOD RECYCLED AND DONATION
PROJECTS REPORTED

3,4 tonnes
2019: 2,7 tonnes

Deline,
Bidfood Belgium

OF FOOD DONATED TO GLOBAL FOOD
BANKS, 26% MORE THAN LAST YEAR

MATERIAL ISSUES

MATERIAL ISSUES

• Support of our customer-centric ethos
• Compliance with social, environmental and human
rights standards
• Compliance with consumer protection legislation
in all Bidcorp jurisdictions
• Supporting customers in navigating COVID crisis

• Economic crisis in communities through COVID lockdown
• Healthy eating campaigns
• Alignment of businesses and their support programmes
with the needs of the communities they exist within

ACTIONS
• Roll out of ecommerce platform including customer
intelligence offerings
• Proactive engagement with customers informing
and supporting reopening after lockdown
• Staff training on new legislation
• Customer service improvements actioned
• Engagement in new electronic media initiatives, including
blogs, social and mobile media communications

ACTIONS
• Reinforcement and implementation of a two-tier
CSI strategy:
1. Corporate supports a number of overarching
worthy causes
2. Individual businesses support communitybased projects
• Significant support of food bank and food waste
initiatives globally
• COVID care package and food parcels support programmes
a priority
Bid Corporation Limited Annual integrated report 2020
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solutions

Ablandador de carne
Aceite de maravilla y oliva
Aceite de palma
Endulzante
Sal
Maizena
Azúcar
Aceto Balsámico
Té
Café
Infusiones
Guantes de vinilo y latex
Bolsa pre - picada
Cofia
Bolsas de basura
Toalla Nova
Servilletas
Alusa plast y foil
Lavalozas
THE GROUP OPERATES IN OVER
Desinfectante
Desengrasante
ENGAGING
MORE foil
THAN
PapelWITH
aluminio
- plástico
35 DIFFERENT GOVERNMENTS
Arroz
AND TAX AUTHORITIES
Harina
Pastas
Burritos
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heLado
aL
marrasQuino

Strengthening Bidcorp’s stakeholder
Ingredientes: relationships in 2020
(4 raciones)
• 600 gr crema para montar.
• 200 gr azúcar glass.
• 6 cdas. de marrasquino (licor).
• 1 tarro de guindas al Marrasquino.

continued

¿ Cómo hacerlo ?
Cogemos un bowl y montamos la
nata, la cual debe estar muy fría,
luego vertimos el licor encima, y
después con mucho cuidado el azúcar.
Metemos el bowl en el congelador por
6 horas, pasado este tiempo estará
listo para servir, dale el toque final
con guindas al Marrasquino.

Suppliers

Environment

3% MORE THAN LAST YEAR
2019: 23 726

352 732 productTakeaway Container

STOCK ITEMS (SKUs)

Snapshot March 2020

PRODUCT BY SEGMENT
Frozen
Chilled
Ambient
Non-food

35%
28%
30%
7%

ACTIONS
• Growing pool of top quality local producers
• Continued efforts to streamline logistics chain
• Ensured suppliers were paid timeously through
COVID crisis
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MATERIAL ISSUES

2019: 44 698
WE DISTRIBUTED A DIVIDEND
PER SHARE OF

PAID IN TAXES,
AVERAGE TAX RATE OF 26,1%

330,0 cents
13.

Fairtrade,
Bidfood New Zealand

48,4% DECLINE ON 2019 BEING
2,25 TIMES COVER
DIVIDEND POLICY OF 2,5 TIMES
HEADLINE EARNINGS COVER
REMAINS INTACT

ASSUMING NORMALISED MIX
OF CONTRIBUTIONS, AVERAGE
TAX RATE EXPECTED TO RETURN
TO BETWEEN 24% AND 25%
POST-COVID

IN NON-GRID ELECTRICITY
PRODUCED

13%

HOLDING 99,97% OF THE
335,4 MILLION SHARES IN ISSUE

2019: R1,4 billion

2019: 23,9%

✓ 20% increase

MUNICIPAL WATER
USED DECREASED BY

45 388 
public
shareholders

R1,4 billion

IN SCOPE 2 EMISSIONS USING MORE
SOLAR IN MANY DEPOTS

Smart Choice,
Bidfood Belgium

Investors

35 countries

12.

Own Brand

• Need for clear communication channels providing
accurate, timeous information to all parties
• Joint pursuit of efficiencies
• Support local sourcing, especially in ongoing
development of Own Brand range
• COVID-imposed lockdowns threatening supply chains

Authorities

✓ 8% decrease

PRODUCTS

MATERIAL ISSUES

9% decrease

Durazno en conserva
Frutillas en conserva
Marrasquino
Macedonia en conserva
Papayas en almíbar
Castañas en almíbar
Mermeladas
Azúcar flor
Salsa de chocolate
Salsa de manjar
Salsa de frambuesa
Salsa de caramelo
Salsa de naranja

IN FUEL EMISSIONS

SIMILAR TO LAST YEAR

18% OF TOTAL REVENUE

Helados
Mousse
Crema tubo Chantilly
Cobertura de Chocolate Callebaut
Mantequilla
2 sin sal
TOTAL
Crema para batir
Cacao en polvo
Coberturas de chocolate
366 130 tCO2e
Gelatina
Leche evaporada
A
Huevos
ON PRIOR YEAR
2019:
tCO2e
Esencia400de435
vainilla
Leche
condensada
1% DECREASE
IN THE TOTAL
NUMBER
OF VEHICLES WITH AN
Piña
en conserva
✓ 7% decrease

carbon
emissions

24 437 suppliers

Jeffersons,
Bidfood Australia

Postres

Chefmate,
Bidfood Middle East

MATERIAL ISSUES

MATERIAL ISSUES

• Need to meet requirements of national authorities
and regulators
• Taxation issues
• Employment equity plans (in South Africa)
• Crime and fraud prevention

• Need to communicate group strategy, group
performance and significant non-financial issues
• International shareholder base stable at
approximately 50%

ACTIONS

ACTIONS

ACTIONS

• Cost reduction, elimination of duplication and reduced water
usage included in business strategies
• Capex spend includes a commitment to improve
energy efficiencies
• Quarterly reporting metrics increased and closely monitored
• Staff awareness of sustainability issues heightened
and maintained

• Proactive consultations with regulation development
• Engagement with industry specific Sector Education and
Training Authority (SETA) (in South Africa) to train and
potentially hire qualified candidates
• Taxation paid locally around the world

• Inclusion of non-financial issues in annual
integrated report
• Assessment of non-financial data collection
for reporting
• Timeous relevant communications issued through
JSE SENS to keep investors informed
• Direct, transparent engagement with investors

• Need to cut energy, fuel, water and paper usage
• Recycling opportunities
• Identification of industry-specific environmental and
sustainability initiatives

Bid Corporation Limited Annual integrated report 2020
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A proven strategy – to quote our Chief Executive

Strategy in action

As reported in …

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

2016

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?

Annual Integrated Report – CE report

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

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 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.”

2017

The Bidcorp strategy

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.

Customers

Services

Suppliers

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.”

Our people

2018
Focus on high
margin freetrade/
independent
business

Our “direct-tochef” model
continues to
deliver improved
results

Category
development,
Own Brand
value-add and
growth of high
value specialist
products

Decentralised,
empowered,
entrepreneurially
led businesses
– locally relevant

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.
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.”

2019

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.

Bid Corporation Limited Annual integrated report 2020

Annual Integrated Report – CE report

Positioning 2021 and beyond

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.

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.

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.”

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.

DELIVERING REAL SHAREHOLDER VALUE THROUGH
IMPLEMENTATION OF OUR SOLID STRATEGY –
HEADLINE EARNINGS PER SHARE (cps)
1 500

1 000

2020

Annual Integrated Report – CE report

“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.”

500

0
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“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.”

“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.

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.

Annual Integrated Report – CE report

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

PF2016
¢ H1

2017

¢ H2

2018

2019

COVID cost impact

2020
Bid Corporation Limited Annual integrated report 2020
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Creating value for our stakeholders
The Bidcorp business model sets out the five key processes we implement around the world, in our decentralised,
autonomous manner, which creates the long-term sustainable value for our stakeholders – through the effective
and efficient use of our capital inputs, keeping customer service at the heart of our approach.

Capital inputs to our business model
Human capital
We are committed to creating value for our people through providing exciting
employment opportunities across all facets of the business.
Promoting from within and developing a team to ensure strong succession
plans are in place.
Continuous investment in training to build a high-performance culture, both
within their roles and with regards to health and safety in the workplace.
Actively driving transparent and meaningful engagement with employees and
with their representative forums and unions.
23 427 employees, down 9% on prior year (2019: 25 858).
* Relevant risk response: “Talent management”, “Competitor
landscape” and “Consumer environment”.

Financial capital
Our financial resources include equity and debt funding, and earnings
generated and retained by the group. We rely on our financial resources to
fund our organic and acquisitive growth strategy, invest in infrastructure
development and maintenance, systems and technologies, upskill and
develop our staff, and to responsibly invest to reduce our carbon footprint.
We strive to provide our investors with value through consistent financial
returns in the form of dividends and share price growth.
Proactive, transparent communications, quarterly trading updates and
engaging reporting ensures the shareholders are informed of the
performance of the company.

Intellectual capital
We strive to create value for our customers by listening to them –
understanding what their needs are and responding to make their
lives easier.
Through the introduction of our online ecommerce tools, customers are able
to engage in real time and place orders on a tablet, mobile phone or laptop,
with a delivery time as quick as within the operating day.
Bidfood is providing and growing a portfolio of leading Own Brand, to meet
our customers’ needs.
Many of our customers are finding skills and space expensive, we are able to
offer processed products such as sous vide meals at locally situated depots
to ease this burden.

Manufactured capital
Bidcorp invests in owned-assets, strategic to our operational growth strategy.
We use physical infrastructure within our operations that includes our depot
footprint, our distribution capacity and information technology platforms.
We rely on this manufactured capital to procure, transport, store and
distribute our products – enabling us to serve customers quickly, efficiently
and reliably.

Unutilised borrowing facilities of R13,1 billion which are committed.

Bidcorp owns 70% of our properties and 82% of our vehicles.

We strive to create value for our communities through continued investment
of time, money and support into local social development initiatives to
improve the lives of people and their families in the communities around
our businesses.
Empowering our community to support themselves, in doing so contributing
to our value chain, through learnership programmes and subsequent
employment opportunities. We invest in social and education initiatives,
focusing on programmes such as healthy eating.
We have developed relationships with our stakeholders, governed by our
values and the enduring principle that doing good is good business. We rely
on these relationships to earn the loyalty of our customers, create more jobs,
contribute to the communities we serve and to develop local suppliers and
small businesses.
* Relevant risk response: “Food safety”, “Consumer environment”,
“Supply chain security” and “Competitor landscape”.

Our suppliers are specialists in their product, as well as
ethical and sustainably minded, located as close to the
source of the food as possible. We source both quality
wholesale foods and a large range of catering equipment
and non-food essentials.
We are proud to say we take a sustainability-based
approach to product sourcing, minimising the impact of
our carbon footprint, whilst ensuring fair labour practices
are at the forefront of all stages of our supply chain.

Our in-house developed ecommerce solution is a marketleading customer communication, transaction and information
portal connecting us directly. Customers have online touch
access to products offered by Bidfood divisions; real-time stock
and pricing, product and sourcing information, planning and
costing facilities, as well as intuitive complementary product
suggestions.
By using technology to deliver operational efficiency,
implementing smart solutions faster through sharing of learning
and ideas across our businesses, Bidfood is ahead of the pack.
Continual upgrading, modernisation and simplification of our
global IT infrastructure, from farm to fork.

* Relevant risk response: “Supply chain security”, “Consumer
environment”, “Competitor landscape” and “Digital security”.

Continuing to invest in modern energy-efficient vehicles and depots is key
to responsibly catering for future growth.

Social and relationship capital

1 Responsible procurement

We strive to create value for our suppliers by engaging with them on market
trends and requirements, alerting them to changes in customer needs and
product developments as required.

Market capitalisation of R95 billion as at June 30 2020.

* Relevant risk response: “Funding growth”, “Supply chain security”,
“Digital security” and “Climate change”.

5 Market-leading innovation

2 Value-add processing
Through listening to our customers, Bidfood
has identified opportunities for value-add
light processing and bespoke manufacture
to make our customers’ lives easier.
Around the world we have our own
purpose-built facilities offering additional
value-add services, as directed by
customer needs and market trends
identified.

Business
model

4 Customer service
excellence
Our mission is to deliver service
excellence.
Everything we do has the customer at
heart, and is led by research and insights,
be it into food trends to keep a step ahead
of the curve, or the latest technological
advances allowing us to continuously
develop our service offering.

* Relevant risk response: “Supply chain security”,
“Consumer environment”, “Digital security” and “Climate change”.

Natural capital
Group committed to a target of 25% reduction in group reported emissions
by 2025 based on the 2018 reported carbon emissions on a like-for-like basis.

3 Warehousing and distribution efficiencies

To keep growing we need to stay relevant and keep providing solutions to the
real needs of our people and environment.

We invest in depots and vehicles equipped with state-of-the-art efficient
and sustainable capabilities. We utilise tools such as voice-pick technology in
warehouses and onboard-telematics in vehicles to ensure improved efficiencies
and accuracies in service. Coupled with anti-error systems, we commit to reduced
preparation error rates and overall improved working conditions for our workforce.

Through monthly reporting and quarterly reviews, each business is held
accountable to their emissions and reductions achieved in energy, fuel,
refrigerant gas and water used, ensuring staff awareness and involvement.
Recycling initiatives and identification of unique industry specific environmental
and sustainability initiatives are reported in each business and are shared
practices among group companies.

Our fleet is equipped to simultaneously distribute products at positive and
negative temperatures, with modular compartments equipping us to deliver
to specific customer and product requirements.

Bidcorp is committed to reducing our impact on the environment – this is a top
priority for the group.
Total carbon emissions reported this year is 366 130 tCO2e, a decrease of
9% on prior year.

Smart Choice,
Bidfood Belgium Own Brand

* Relevant risk response: “Climate change”, “Food safety” and
“Supply chain security”.
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Creating value for our stakeholders continued
Capital outputs ensuring we deliver the right products, at the right price, to the right customer.

capital trade-offs made each day
in the execution of our proven strategy.

Financial
capital

Social and
relationship capital

Intellectual
capital

Manufactured
capital

Natural
capital

R15 billion paid in salaries, wages and benefits
(2019: R15 billion).

Incurred COVID-related costs of abnormal receivables
provisioning, inventory obsolescence and restructuring
costs of R1,5 billion.

R16,2 million donated to charities and community
projects.

Bidcorp served 288 587 customers, 8% less than last
year (2019: 313 675).

Capex investment in the year of R2,9 billion includes
PPE and intangibles (2019: R3,1 billion)

9% decrease in total carbon emissions reported.

In South Africa:
• R1 million donated to YES programme.
• R1 million donated to Solidarity Fund.
Around the world, numerous local projects supporting
those within reach.

51% of all revenue generated from the various
ecommerce platforms embraced by group operations
in 2020.

• 77% into depots
• 13% into vehicles
• 10% into IT intangible capex spent
• Gross capex % of net revenue of is 2,4%
Impairment of PPE during the year of R116,6 million,
partially offset by total profit on disposal of PPE of
R42,5 million.

Number of courses trained: 30 139 (2019: 26 420).
R36 million spent on training, a 14% decrease
from 2019.
5% staff turnover recorded in 2020 (2019: 11%).
16% decrease in lost time hours reported in 2020.
Number of work-related fatalities: zero
(2019: 1 (regrettably)).

Workforce of 30% women, providing and promoting
gender diversity (2019: 27%).
Improved technical capability and capacity through
our skills development programmes.
Progress towards creating a more diverse and inclusive
workforce and culture.

45 388 (2019: 44 698) public shareholders, holding
99,97% of the 335,4 million shares in issue.
We distributed an interim dividend of 330,0 cents to
shareholders.
R1,4 billion (2019: R1,4 billion) paid in taxes to tax
authorities in more than 35 countries around the world.
An average tax rate of 26,1% (2019: 23,9%).

Senior citizen programmes, community projects,
sponsorships, donations and education programmes
are just some of the many initiatives owned by each of
our businesses in their individual and group efforts to
make a difference.

Improved top talent retention and engagement levels.
Improved leadership capability and succession
strength.
Improved overall employee performance often
recognised in workplace awards, for example Bidfood
Scotland (page 49) and Angliss Singapore (page 61).

HC

S&RC

FC

We remain committed to providing our employees with
fair remuneration and incentivisation. Top priority during
the COVID pandemic was job protection and the safety
of our stakeholders. Unfortunately, the economic
recession did result in unavoidable job losses.
HC

S&RC

Bidcorp is recognised as a valued responsible
contributing member of the local communities,
participating in feeding schemes, food bank recycling
and other such charitable projects around the world.

Maintained leverage levels of net debt to EBITDA
between 0,5x and 1,0x; a conservative stance that has
stood the group in good stead through the financial
pressures of the COVID lockdown.

In South Africa, 56 Youth Employment Service
candidates are learning skills and gaining exposure to
the workplace.

Weighted average interest rate on foreign borrowings
at 2,1% (2019: 2,6%), the benefits of which will be
evident in 2021.
Free cash flow of R3,0 billion (2019: R1,2 billion).
Bidcorp remains well capitalised and retains adequate
headroom for further organic and acquisitive growth.

We leverage financial capital to maintain
our competitive market position, supported by our
decentralised, entrepreneurial structure, innovating
and delivering bespoke locally relevant solutions.
MC

HC

IC

COVID lockdowns resulted in economic devastation
globally, with significant volatility in debt and equity
markets. Bidcorp elected to preserve cash until the full
impact of the crisis on group earnings could be
reasonably mitigated. Due to performance in H2 no
final dividend was declared. This prudent action has
preserved the group’s liquidity and financial capital but
some shareholders are disappointed.
FC
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Successfully operating and protecting our staff while
navigating the political upheavals and societal
demonstrations that take place across our
jurisdictions from time to time.
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S&RC

Cash donations impact financial capital in the short
term, but in supporting reputable charities and
government initiatives for job creation, the value
created in social and relationship and human capital
far outweighs the immediate cost.
FC

(Short term) S&RC

FC

(Long term)

We are committed to sourcing from local suppliers, in
particular to expand fresh offerings and grow Own
Brand, however stringent health and safety standards
across our supply chain often mean the smaller
supplier is unable to meet our rigorous health and
safety requirements consistently, and therefore some
product lines are not always available.
S&RC

FC and S&RC

(Long term)

Of total revenue:
• Independent customers make up 50% (2019:
52%); national accounts 34% (2019: 34%);
• Own Brand products make up 18% (2019: 17%).
• 24 437 suppliers; 3% increase on last year.
• Offering 352 732 product SKUs made up of
35% Frozen; 28% Chilled; 30% Ambient; and
7% Non-food.

Scope 1 emissions down 7%.
Scope 1+ aircon emissions down 14%.
Scope 2 emissions down 8%.
Scope 3 emissions up 6% due to
improved reporting.
Municipal water used down 13%.

Stock obsolescence due to COVID-related restrictions
on activity of R248 million.
Focused balance sheet management and restructure
of assets.

Global lockdowns resulted in the eating-out-of-home
market coming to a near standstill, our teams,
classified as essential services, were able to work and
provided care packages, home delivery and retail
support using our bespoke platforms to enable this.

New modern, energy-efficient depots opened in NZ,
Germany and Netherlands.

Group target set of 25% reduction in group carbon
emissions by 2025 (based on 2018 reported emissions).
Enhanced operational resilience, reduced related costs and
environmental footprint.

Digital strategies have enhanced employee and
customer satisfaction levels; ecommerce platforms
have been developed into a customer AI experience,
anticipating orders, offering recipe suggestions and
product substitutes, and tracking global and local
eating trends for customer insight.

Investments into PPE, positioning the group for
anticipated organic growth, to ease in the short term
as the businesses navigate the COVID recovery.
Automated picking and warehousing system functional
in the Netherlands, changing the way warehouse
management is done.

Strengthening of our locally sourced, value-add
products such as sous vide meals to develop the
premium local independent customer, protecting
our environment through minimising the supply
chain journey.

Success of the metro strategy in city centres with
smaller depots, close to the customer, able to deliver
small orders on a quick turnaround.

Investment in our digital capabilities to engage, inform
and equip our customers ahead of the curve has
required financial investment to deliver long-term
returns and customer retention.

Positioning ourselves close to the customer allows us
to deliver unrivalled service levels, sourcing local
products and offering the value-add processing options
that customers are willing to pay for, may mean
changing product suppliers and terminating
substandard sources.

FC

We continue to grow and focus on the independent
customer that appreciates the value-add, premium
service provided by our local team and Own Brand
products.
IC

FC

NC

Our product and service offerings assist our customers to
achieve their own sustainability related objectives, including
renewable energy solutions, energy efficient vehicles and
environmentally responsible depots and equipment.

• Dow Jones Sustainability Emerging Markets Index
• FTSE/JSE Responsible Investment Index
• FTSE4Good Index.

There is a possibility that our investment in
manufactured capital could negatively impact our
investment in human, social and relationship capital.

S&RC

8% decrease in scope 2 emissions using solar in many of
our depots.

Enhanced reputation through global recognition. The group
is included on:

We will not compromise the values inherent in our
intellectual capital. By upholding these values, we
enhance our natural, human, manufactured, social and
relationship capitals.

IC

7% decrease in fuel emissions using nearly the same
number of vehicles (1% less than last year).

MC

MC

FC

S&RC

Our global foodservice and light value add processing
utilises and impacts natural capital however, these
activities positively impact on human, manufactured,
intellectual, and financial capitals, through employment,
transport and infrastructure development, identifying
new ways of doing business, and financial investment
for long-term returns.
FC

NC HC MC
(Short term) FC (Long term)

We are committed to reducing our consumption of
natural and scarce resources in our operations and,
with thousands of suppliers and customers, we are
extremely mindful of our global reach and our real
impact.
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Capital trade-offs

Our investment in training and development impacts on
financial capital, but has significant benefit in terms of
human, social and relationship capital and enables us
to have the people capabilities required to deliver the
business strategy.

In spite of the significant impact of COVID on the
results, a strong balance sheet and focused working
capital management ensured the group weathered the
crisis and survived.

BidOne’s myBidfood accounts for 30% of the
ecommerce group sales.

•
•
•
•

Outcomes

Outcomes

Setting out just some examples of the

Human
capital

Food recycling and donation projects reported
3,4 tonnes of food donated to global food banks,
an increase of 26%.

Capital trade-offs

Our capital outcomes include a range of
internal and external consequences for each of our
vital stakeholder groups.

Capital outputs

Capital outputs

Making our customers’ lives easier with our value-add, light manufacturing and ecommerce engagement.
We are positioned locally, source locally and deliver regularly to our customers.
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Bidcorp’s value creation risk response
OUR TOP 10 MATERIAL RISKS
The Bidcorp board recognises that
the strength of the Bidcorp strategy,
the identification of material issues,
the effectiveness of the risk management,
its commitment to social and environmental
sustainability and its financial performance are
all inseparable elements of long-term value
creation. During the year, our board undertook
several discussions related to key issues and
topics that could impact our ability to create
value for our stakeholders.
These discussions are unpacked in more detail on
pages 17 to 21 of this report and reflect the issues
identified as material by the group in 2020, and as
impacted by the COVID crisis.

COVID has turned a human health crisis into an unprecedented
economic disaster as a result of the ever-evolving government
COVID-related measures, creating restrictions on economic
activity. The pandemic, and all related trading and social distancing
confines, has had and will continue to have a significant impact on
the global economy, and as such on each of our operations around
the world and the respective suppliers, customers and
communities that we serve.
The crisis has heightened a number of the group’s existing material
issues but has also brought new material issues to the fore, which
the group has responded to quickly and effectively, and will
continue to do so.

FOOD SAFETY

SC

SUPPLY CHAIN SECURITY AND STABILITY

DS

DIGITAL SECURITY

CL

COMPETITOR LANDSCAPE

CE

CONSUMER ENVIRONMENT

What it may mean to us:
•
•
•
•

Consumer illness
Product recall
Reputational brand damage
Heightened regulatory scrutiny

COVID
IMPACT

TALENT MANAGEMENT

FG

FUNDING GROWTH

RL

REGULATORY LANDSCAPE

CC

CLIMATE CHANGE

PV

MACRO POLITICAL VOLATILITY

We are protecting the health of our staff
and customers through the COVID crisis
by upholding rigorous hygiene standards
across our depots and throughout the
supply chain.
We support the preventative imperatives of
minimising personal transmission through
clear and appropriate social distancing
measures.
Food safety is maintained by robust health
and safety standards throughout our supply
chain to mitigate the significant risks
associated with unsafe food. Bidcorp has
embraced this difficult climate to engage
with our suppliers and customers to ensure
food safety best practices are adopted.

Bidfood has always held food safety as a top priority. Inherent to the food industry is the risk of outbreaks and contaminations
experienced from time-to-time.
Products packaged under our Bidfood Own Brands have either been contract manufactured and packaged according to our
specifications, or processed in-house and packed in line with our customers’ needs.
Product liability relating to defective products could materially adversely affect our results of operations and financial condition.
Damage to our reputation and loss of brand equity could reduce demand for our products and services. Adverse publicity
or legal action against us could damage our reputation, undermine our customers’ confidence in us and reduce demand.
Maintaining a good reputation and public confidence in the safety of the products we distribute is critical to our business.

Risk to value creation
Value creation opportunity
We are committed to transparent and prompt communications with stakeholders along the full supply chain, as well as proactive
customer engagement including engaging food safety specialists throughout the group, to ensure the highest standards are
implemented.
For in-house manufacturing, we engage experienced production teams, who have the knowledge and expertise to implement
best practice food processing standards.
Contract manufacturing quality assurance teams certify the manufacturing and processing plants where these products
are packaged, enforcing global quality control standards and assuring the quality of all supply sources to meet our rigorous
requirements.
Product recall processes are in place ensuring stricter protocols around customer contact and control of distributed stock,
using internal IT systems to facilitate tracking and impact of product reach.
We seek supplier contractual indemnification and have in place insurance coverage for products supplied.

CAPITALS

As an outcome of the group’s annual materiality review, the board
agreed that all material issues identified in 2019 remained relevant
for the 2020 financial year. The group’s most significant issues
relate to the health of all of our stakeholders, all over the world,
as we navigate the impact of COVID, both in terms of each
person’s health, as well as the long-term sustainability of our
customers, suppliers and our own operations.

STAKEHOLDERS

RISK TO VALUE CREATION

RISK TO VALUE CREATION

Stable

FS
CC
Magnitude of impact

The group traded in difficult economic conditions throughout the
2020 year, but mostly in the last quarter. In most jurisdictions
around the world Bidfood was classified as an “essential service”
under COVID regulations, being a food distributor, and in these
geographies our businesses were required to continue operating
and servicing the local communities, albeit in most instances on a
much-reduced basis.

FS

TM

FOOD SAFETY

FS

CL

DS
TM

PV
CE

FG
RL

SC

What it may mean to us:

• Lack of in-house manufacturing
expertise
• Product pricing increases
• Product recall
• Reputational brand damage

COVID
IMPACT

Likelihood of occurrence

For each of our material issues we have
demonstrated how the risks are being
mitigated and growth opportunities
identified for the group through its
strategic plan.

COVID has had a profound impact on the
global economy with many businesses and
consumers experiencing a material loss of
earnings, alongside the significant cost
of heightened health safety standards and
personal protection requirements. Many
businesses will also experience disruption
to their operations, due to increased staff
absences and will subsequently need to
follow robust sanitisation and employee
isolation protocols.
The COVID crisis has resulted in heightened
demand for certain essential products,
including personal protective and hygiene
products. Bidfood has worked closely with
our supplier base to ensure steady
production and distribution of products.
Bidcorp is mindful of the substantive
financial and operational impact of the crisis
across our value chain, but we mitigate this
to a certain extent by supplying alternatives
and procuring locally for the majority of
our products.

SC

SUPPLY CHAIN SECURITY AND STABILITY

We purchase from thousands of domestic and international suppliers. These suppliers include large corporates selling branded
products, to the small local manufacturers which may produce and supply Bidfood’s Own Brand range.
Our inability to obtain adequate supplies of food and allied products and/or to timeously provide our products and services to our
customers, could have an adverse effect on our business, results of operations and financial condition, as our customers may
turn to other distributors.
Profit may be negatively affected by product cost volatility. Foodservice distribution is characterised by high inventory turnover
at relatively low profit margins.
Product availability at the right quality, right quantity and right price is never guaranteed.

Risk to value creation
Value creation opportunity
We only engage with suppliers who meet our rigorous standards, respect our values and provide the transparency required
of their environment. No single source of supply individually accounts as a significant supplier to any one Bidfood operation.
We adopt a decentralised model where local purchasing decisions are based on the quality and price of the local product,
and according to that business’ customers ever-changing needs.
In order to meet growing demand for locally sourced products, we increasingly source specialty, fresh and seasonal products
from small to mid-sized producers, within reach of our operations.
Our suppliers are required to meet globally recognised and certified best food and safety standards. Bidcorp conducts rigorous
ad hoc supplier assessments to ensure compliance with food quality standards, as well as importantly, ensuring ethical work
place practices in place.
We take responsibility for transparency and efficiency in our supply chain. We ensure that our practices reflect the highest
standards of integrity, respect and safety from supplier and other partners.

CAPITALS

STAKEHOLDERS

RISK TO VALUE CREATION
Increased
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Bidcorp’s value creation risk response continued
What it may mean to us:

DS

What it may mean to us:
• Critical system downtime
• Cybersecurity attack, system
disruption, ransomware
• Data privacy breach

COVID
IMPACT
COVID has introduced additional
cybersecurity risks as a result of our
employees, contractors and other corporate
partners working remotely. Due to the
increased remote workforce, we must
increasingly rely on information technology
systems that are outside our direct control.
These systems are potentially vulnerable to
cyber-based attacks and security breaches.
In addition, cyber criminals are increasing
their attacks on individual employees,
utilising interest in pandemic-related
information to increase email scams
designed to trick staff into transferring
sensitive data or funds, or steal credentials
that compromise information systems.

•
•
•
•

DIGITAL SECURITY

Safe and secure online platforms, and group-wide secure environments are key to our success. We are heavily reliant on
technology, embracing the efficiencies, insights and improved service levels it provides to effectively exceed our customers’
needs. We use software and other technology systems to generate orders, create depot efficiencies, load and route trucks,
procure and monitor and manage our business on a day-to-day basis. We use our ecommerce platform, CRM tools, social
networking and other online interactions to connect with our stakeholders.
These systems and our use thereof are vulnerable to disruption from circumstances beyond our control. To date, these
cybersecurity threats have not had a material impact, however, the potential consequences of a future cybersecurity attack
remains.
Global data privacy legislation requires us to meet certain standards regarding the handling of personal data, non-compliance
of which could result in substantial fines, penalties or legal liability, and could tarnish our reputation.

Risk to value creation
Value creation opportunity
We continue to develop our ecommerce technology, CRM functionality and other technology all the while ensuring
the implementation of best of breed cybersecurity, business continuity and disaster recovery planning.
Our decentralised model ensures that we do not have global dependency on a single IT system but are locally independent.
Business information security controls implemented include, but are not limited to: malware protection, network security,
penetration testing, incident management, disaster recovery planning and back-up strategies, IT general control audits,
and periodic information security reviews.
Continuous vigilance in the face of potential exposure is at the heart of our cyber risk management programme. Ongoing
training and awareness campaigns are implemented across the group to equip our teams with the information and tools to
recognise and respond to a potential exposure.
Insurance cover is in place to offset potential losses from certain cyber risks.

CAPITALS

STAKEHOLDERS

Fit-for-purpose infrastructure
Responsive and agile delivery
Product range adjustment
Competitive advantage

COVID
IMPACT
Consumer confidence remains low with
many customers grappling with debt and
escalating transport, energy, and other
unforeseen costs. Consumer pressure will
ease as global economies reopen, and
some relief is provided from COVID
government stimulus measures – however
we expect customers to be under greater
financial pressure over the short to medium
term, with spend remaining prudent.
Mandatory and voluntary containment
measures in response to COVID have had
a significant impact on the eating-out-ofhome market. Many restaurants have
closed, some restricting the number of
patrons and many businesses, including
theatres, sports events, schools, and other
businesses to whom we provide products
and services, have been closed.
Bidfood internally has shared global
learnings, and has applied these
measures to engage, support and assist
our customers as they navigate their way
back to full operation. These measures
include extended payment terms, providing
training on reopening measures and supply
of the equipment required to protect staff
and consumers.

CE

CONSUMER ENVIRONMENT

Differentiation in the foodservice industry is achieved through ongoing close contact with customers, competitive pricing,
with the ability to provide a full basket of products and consistently delivering promptly and accurately.
Changes in consumer eating habits such as a potential decline in consuming food away-from-home, strong preferences for
organic and vegan product offerings, or shifts in non-customer restaurant preferences could reduce demand for the current
product range and impose changes on our supply chain.
We typically do not enter into long-term customer agreements, therefore our businesses have to be able to react quickly
to changes in product pricing, customers changing product requirements, often anticipating them before our customers
are aware themselves.

Risk to value creation
Value creation opportunity
Through the development and effective use of our ecommerce solution and “rep”-based model to take and anticipate customer
orders, the offer of regular and quick deliveries, and a broad range of high-quality competitively priced products, we are agile
enough to respond to our customers’ needs seamlessly.
Our market-leading ecommerce platform provides a comprehensive database, tracking trends in the overall foodservice
environment and in particular changes in consumer preferences. This bespoke data insight has enabled Bidfood to provide
customers with substitute product suggestions, product usage reports, menu-planning advice and food safety training,
to proactively deal with the changing consumer preference landscape.
As a result of the establishment of conveniently located warehousing solutions, specifically enabling a faster, better last-mile
quick response to customer orders, Bidfood aims to differentiate themselves on the last-mile service excellence.

RISK TO VALUE CREATION

CAPITALS

STAKEHOLDERS

Increased but managed

CL

Increasingly tech-focused delivery companies are focusing on the foodservice market, initially in the business-to-consumer (B2C)
space but with an eye on the foodservice wholesale delivery model, threatening disruption. Competition from these disruptive
market entrants have threatened to take market share.

What it may mean to us:

• Loss of supply chain buying power
• Margin erosion from competition
• Loss of market share

COVID
IMPACT
Bidcorp’s current focus is to predict
the likely “new normal” that will exist post
the COVID crisis. Not all players in the
foodservice industry entered this crisis in
as strong a market position as Bidcorp.
There is the possibility of market share
gains should competitors, without
the financial strength of Bidcorp, exit
the industry. No significant acquisition
opportunities in the foodservice space
have presented as yet and we believe
it premature to be exploring these in
the current environment.

Aggregation via third-party Group Purchasing Organisation (GPO) to reduce prices paid on foodservice orders, which may in turn
result in the GPOs placing pricing pressure on us.
The cost of switching for local customers to local commodities is very low as are the barriers to entry in this industry, therefore
product range, pricing, customer relationships and value-add services is key to differentiate.

Risk to value creation
Value creation opportunity
Fundamental to our success is the strength of the real personal human connection we strive to develop with our customers
which generates loyalty and appreciation for the personalised service excellence which sets us apart.
We are focused on what we are good at, namely ensuring a shared passion among our stakeholders about foodservice through
product, pricing and easy-to-use, intuitive technological solutions to develop a mutually beneficial relationship.
We offer innovative, real-time engagement with our customers through our bespoke industry-leading ecommerce solutions.
We are small enough to be agile and meet the most demanding requirements, but global enough to source even the most
hard-to-find products.
Each local Bidfood operation also has access to a global IP platform, enabling teams to present new culinary trends, unique
product ranges and introduce a variety of cuisines very cost efficiently.
We continuously monitor external market trends and collate consumer and customer insights to assist in the development
of category and brand strategies.

CAPITALS

STAKEHOLDERS

RISK TO VALUE CREATION
Alert to opportunity
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Alert to opportunity

What it may mean to us:

COMPETITOR LANDSCAPE

RISK TO VALUE CREATION

• Shortage of skilled labour
• Interruptions, planned and
unplanned, impacting service delivery
• Loss of customer and supplier
relationships due to loss of
a team member
• Loss of key members of management

TM

TALENT MANAGEMENT

Labour retention, recruitment of the right skillsets and wage pressures are key drivers of our operating costs. Ongoing scarcity
challenges of warehouse pickers and drivers across Europe, the UK and Australasia persist.
The global changing dynamics of labour ensures management focus in attraction, retention and motivation of the Bidcorp
workforce. Any significant labour disputes or work stoppages could have a material adverse effect.
While cost management and efficiencies play a critical role, suitable and relevant incentivisation remains a vital motivator.

COVID
IMPACT
Globally, Bidfood operations could
be disrupted if our employees are
diagnosed with COVID. If a significant
percentage of our workforce is unable
to work, whether because of illness,
quarantine, limitations on travel or other
government restrictions, our operations
may be negatively impacted, potentially
materially adversely affecting our business,
financial condition or results of operations.
Our priority remains ensuring a safe
workplace for our staff through maintaining
exceptional hygiene standards in line
with local environment and jurisdiction
recommendations and legislations.
Social distancing in the workplace remains
an effective methodology to contain the
risk of infections. Operations operating
flexible shifts/small teams in contained
batches and under strict sanitisation
protocols to prevent any potential risk
of cross-contamination.
Working remotely for those employees
who can do so has been encouraged.
Discretionary travel and commuting
have been discontinued.

Bidcorp’s model to operate sustainably depends largely on the experience and skills of its management team and their
succession plans. Senior management departures or unavailability (due to death, injury, illness or other reasons) could adversely
affect Bidcorp’s operational performance in that business.

Risk to value creation
Value creation opportunity
Warehouse and driver availability and retention are global issues but local challenges. It is vital to recognise the importance of
these roles and support them with tools to enable the best possible job. We invest in staff training programmes while providing
incentives and better work environments. With onboard tracking and monitoring systems we improve driver safety.
With a significant global footprint, international opportunities are provided to those eager for career progression.
Skillsets existing across the group could be used in other group businesses should the requirement arise. Experienced
management skills within the group are demonstrated through continued annual growth. Each management team is encouraged
to grow and mentor high-potential individuals within their team to ensure strong succession plans exist.

CAPITALS
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Bidcorp’s value creation risk response continued

FG
What it may mean to us:
• Business slowdown due to
financial instability
• Opportunity cost lost due to
capacity constraints
• Limited access to funding
• Higher borrowing costs

COVID
IMPACT
Bidcorp was well positioned going into
the COVID crisis, with a strong balance
sheet. However, the economic restrictions
on trade globally means that COVID has
had and will continue to have an earnings
impact on the group, placing the group’s
liquidity management on top priority for the
executive. The group has actively engaged
with the funding partners to ensure
sufficient facilities are available and
accessible should the working capital
and operational needs demand.
To date we have protected the group’s
liquidity through tightly managed operating
costs, aggressive working capital
management and the delay of all
non-critical capital spend.

FUNDING GROWTH

Growth requires that depots be large enough to be economically viable, yet small enough to ensure we remain agile and
customer focused. Through timely investment we are equipped and able to facilitate growth and capitalise on market
opportunities as they arise.
Growth requires successful integration of the acquisitions to fully realise the anticipated economic, operational and other
benefits and synergies in a timely manner. Integration of an acquired business may be more difficult when in new geographies.
A significant expansion of our business and operations may require the issuance of material additional amounts of debt or
equity, which could materially alter our debt-to-equity ratio, increase our interest expense and decrease earnings per share,
and make it difficult for us to obtain favourable financing.

What it may mean to us:

• Lack of product availability
• Product pricing increases
• Constraints in energy and
water supply
• Regulatory risks associated with
environmental legislation
eg carbon taxes
• Losses incurred due to disaster

An increased level of indebtedness and the cost thereof could have a negative impact on our liquidity. Alternative financing
measures available may not always be available or successful and may add to the liquidity burden.

Value creation opportunity
Bidcorp continues to selectively pursue opportunities to supplement organic growth with strategic acquisitions, both bolt-on and
new country investments. These acquisitions present opportunities for growth and increases the scale of Bidcorp’s operations.
In line with the decentralised Bidcorp model bolt-on acquisitions are conducted by local management who are close to and
understand their local markets. A global executive management team provides oversight of all transactions. We ensure full
and proper due diligence and sovereign risk assessment is completed before any acquisition is finalised.
We anticipate additional acquisitions and capital expansion in the future. As a result, our ability to finance acquisitions
and capital expenditures through the raising of borrowed funds could restrict our ability to expand. Our finance team
ensure that facilities are available ahead of the curve, in order to provide the liquidity required as opportunities or crises
present themselves.

STAKEHOLDERS

RISK TO VALUE CREATION

Extreme weather patterns and environmental degradation have the potential to significantly impact the entire value chain, from
production through to distribution and sales, as experienced with the impact of the Australian bush fires in December 2019.
Our operations are subject to local and global rules and regulations, providing guidance for the protection of the environment.
Such as:
• the discharge of pollutants into the air, soil, and water;
• the management and disposal of solid and hazardous materials and wastes;
• employee exposure to hazards in the workplace; and
• the investigation and remediation of contamination to the surrounds.
Our facilities and our customers’ businesses may be subject to extreme, and occasionally prolonged, adverse weather conditions
resulting in disruption to normal operations.

COVID
IMPACT

Risk to value creation

CAPITALS

CLIMATE CHANGE

CC

Restrictions on international trade by
governments as a result of COVID may
impact the availability of some food
products in our supply chain.
Climate change and changing weather
patterns could disrupt the availability of
raw materials and food products as well as
our supply chain. Bidcorp is therefore
committed to reducing our impact on the
environment and building the environmental
sustainability of our operations. To help
mitigate risks that threaten food systems in
the long term, we explore opportunities to
contribute to a circular economy, source
environmentally sustainable commodities
and strive to reduce our climate impact
across our business and value chain.

Risk to value creation
Value creation opportunity
Bidcorp has committed to a target of a reduction of 25% in group reported carbon emissions by 2025 based on 2018 reported
emissions on a like-for-like basis. Each of our businesses have engaged with local stakeholders and set respective local targets
to minimise their emissions to assist in achieving the group’s target.
Quarterly monitoring of the ESG KPIs are performed. Best practice is rolled out among our businesses as quick wins for each
to minimise their impact. Investments are considered with the best of breed sustainable innovations.
Robust disaster recovery plans are established in all businesses. In the event of business interruption, our in country
decentralised network of smaller depots allows us to support our customers where local operations have been impacted
by adverse weather conditions, or other natural disasters, until normal operations resume.
We have the appropriate global insurance policies in place to protect our assets and address business interruption risk.
We are serious about the impact and role we have to play in reducing our impact on climate change.

CAPITALS
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Increased but managed

RL
What it may mean to us:
• Reputational damage
• Loss of investor confidence
• Fines and penalties for
non-compliance

COVID
IMPACT

REGULATORY LANDSCAPE

PV

Compliance is non-negotiable. We face a broad range of ever-changing legislative and regulatory requirements that are
managed by each of our local teams, being positioned close to the specific and relevant authorities. However, the cost of
compliance remains significant, and is ever increasing.
Given the unpredictability of possible further regulatory changes, tax laws, compliance reporting requirements, and their
potential interdependency, it is very difficult to predict the cumulative effect of these regulations on the results of our
operations and the respective cash flow. Impacts are likely to be localised as opposed to groupwide.

Risk to value creation
Value creation opportunity

Trading restrictions under COVID
lockdown regulations around the world
were changing weekly, tightening and
loosening interchangeably. Each
government implemented a local strategy
in response to COVID with varying
levels of lockdown and related restrictions,
designed to slow the spread of the
disease. Governments around the world
have guided that the restrictive measures
adopted would be adjusted as appropriate,
in response to any acceleration or
concentration in the spread of the virus.
Bidcorp believes that the worst of the
COVID crisis is behind the group,
however, significant uncertainty persists as
to the speed and depth of the economic
recovery in the jurisdictions in which
the group operates.

We invest in assurance teams, compliance tools and engage outsourced professionals to guide and direct us in our efforts
to promote the highest levels of compliance to food quality and health and safety standards in the market. Quarterly reporting
of material non-compliances including management representations against the group standards is monitored by the divisional
audit and risk committees.
Entity level targeted training is rolled out and appropriate policies, systems, procedures and reporting is in place. Appointment
of skilled technical resources and consultation with subject matter experts where required ensures that Bidcorp is operating
within the legal and regulatory boundaries in each geography globally.
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Increased

What it may mean to us:

• Some exposure to political, economic
and social conditions
• Potential business slowdown due to
financial instability, trade restrictions,
imposition of tariffs and volatility
in exchange rates
• Limited adverse impact on financial
performance

COVID
IMPACT
Global economic uncertainty resulting from
the COVID pandemic combined with
political volatility have adversely affected,
and are expected to continue to adversely
affect some businesses and results
of operations.
Such events may further alter consumer
confidence, behaviour and spending
patterns, and could further adversely affect
the economies and financial markets of
many countries, resulting in an economic
downturn.
We remain alert to and aware of these
developments around the world.

MACRO POLITICAL VOLATILITY

Bidcorp is a geographically diverse business exposed to the global economic environment instabilities.
Political instability is unpredictable and can present suddenly, with significant impact. These unforeseeable upheavals can
potentially disrupt normal business operations materially.
Business sentiment to political upheavals such as Brexit or the Hong Kong protests generally appears to be more cautious
than the average consumer sentiment.
Through our globally diverse decentralised footprint, although exposed to high-risk macro environments, local teams continue
to manage their local environments and drive growth in each of their markets.
We continue to keep a close watch on political volatility, within the ambit of what we can control, we remain agile in
our response.

Risk to value creation
Value creation opportunity
We are committed to the jurisdictions in which we operate. Our local teams are best placed to focus on what we can control,
delivering the right food products, at the right price, at the right time, to the right customers.
The impact of Brexit to date on our UK foodservice market has been limited. Political strife in Hong Kong has had a material
impact on our local operations navigating their way out of the COVID lockdown. Political upheavals in other emerging market
jurisdictions are commonplace and our teams are well equipped to respond calmly and sagely, implementing practical solutions
to operate within the confines of their respective challenges.
Bidcorp Procurement Community (BPC) provides a backup plan should supply chain disruptions require alternate product supply.
This is the advantage of being a part of a global team.
Our core philosophy of naturally hedging assets and liabilities remains and is an important financial fundamental.

CAPITALS

STAKEHOLDERS

RISK TO VALUE CREATION
Increased but managed

Bid Corporation Limited Annual integrated report 2020

21

