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Great service starts  
by employing great 
people, who take the 
time to learn about our 
customers’ business, 
and are inspired by  
the great service they 
can offer to our 
customers.

Bidfood Emerging Markets is a leading foodservice 
distributor to the horeca sector across the four  
continents and nearly 20 different countries this 
division spans. Bidfood has the world-class service 
offering and a diverse product range that meets the 
needs of this vast and very diverse customer base. 

Through keeping a decentralised structure and allowing 
each local management team the autonomy of 
identifying the latest local consumer trends, finding the 
right quality product from the closest to source supplier, 
at the right price, has positioned Bidfood in each 
geography as a market leader.
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Employee training spend

Bidfood Christchurch fleet, New Zealand.

Investing in human capital has always been integral part of Angliss’ 
culture. Employees are granted autonomy to grow and strengthen 
their expertise and experiences, even taking up government funded 
schemes to develop the right skillsets for optimal productivity to meet 
and exceed industry standards. Despite the COVID pandemic limiting 
personal contact, Angliss adapted and accomplished desired training 
results through innovative application of technology such as hosting 
training via virtual calls. Practical workshops were conducted in small 
groups, enhancing food and beverage knowledge whilst adhering to 
strict and safe social distancing regulations.

Angliss Asia, product knowledge training.

Angliss invested in a continuous management and sales training 
programme rolled out throughout the past year, focusing on 
specific regional growth areas such as:

•	 Beijing focused on Delicacy Management; Leadership and 
Enabling execution; and Sales capability; 

•	 Shanghai training themes were on Management capability; 
Problem Analysis; and Logical Presentation; 

•	 Guangzhou focused on increasing creative sales and 
management skills; and AEO certification regulations; 

•	 Shenzhen trained their managers on sales, marketing and 
management topics. 

Product specific training is ongoing, where various brand principals 
present monthly update programmes to ensure the Angliss team is 
fully equipped to market the products available.

Human capitalHCHC

Our purpose is to consistently engage with and 
empower our team members – we recognise many 
‘Bidfoodies’ across our Middle East, who have been 
an integral part of the team and promoted them to 
new roles.

Turkey grew their team over the past year with twenty new positions 
created across the branches, sustaining all current roles without 
the need for furlough. Training programmes were rolled out at the 
branches focusing on workplace safety. Towards the end of the 
year the management team implemented a companywide COVID 
prevention campaign, including offering vaccination incentives to 
the team.

In South America, the operations have been actively encouraging 
COVID vaccine programmes, recognising that the best way to 
getting back to “normal” is by being vaccinated. In Brazil the 
business ran a campaign that had staff vaccinated on site, with 
huge success.
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 Emerging Markets

Internal incentive 
programmes to encourage 
employees to get vaccinated 
included offering “vaccination 
leave”, a great boost to our 
teams wellbeing.
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Bidcorp Food Africa

Brent Varcoe
Bidfood South Africa

John Morris
Crown Food

Nigel Phillips
Chipkins Puratos (JV)

Nedim Makzume
Bidfood Turkey

Hisham al Jamil
Bidfood Middle East (BME)

Our chief executives

Regrettably

1 fatality

Bidcorp Food Africa businesses were impacted by the second and 
third waves of COVID infections, both in January and June 2021, 
resulting in stricter lockdown restrictions in the months thereafter. 
Sadly, five COVID fatalities were recorded in the period. The civil 
insurrection and looting that occurred in July 2021 did disrupt our 
KwaZulu-Natal operations’ ability to trade, as well as impacting 
many of our customers. The losses will be claimed through the 
group insurance programme.

Tragically, the Bidfood SA Durban branch had a workplace fatality 
in March 2021. Immediate action was taken to reinforce the 
workplace practices to ensure the safety of all our employees. 

BME welcomed Samer Abou 
Daher back, a returned 
employee, now appointed as 
Regional Director of People 
& Culture. This is the 
beginning of a journey that 
will focus on productivity, 
learning & development, and 
workplace experience. 
Already in place is the 
reinitiated annual 
performance reviews, 
evaluated team structure and 
efficiencies, and prioritised 
people recognition and 
success celebrations.  

Supporting Bidfood’s values of gender equality and in line with 
Saudi’s Vision 2030, Bidfood Saudi recruited the first two women 
into the team. Bidfood Oman organised and conducted multiple 
training sessions to engage, educate and empower the internal 
team; focusing on deepening product knowledge and equipping 
the team with the tools to effectively fulfil their roles. Bidfood 
Bahrain achieved the “Bahrainisation Standard” meaning at 
least 50% of their team is local. 
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Emerging Markets

R21,1bn
2020: R19,9bn

Revenue

R0,9bn
2020: R0,6bn

Trading profit

Saudi increased fleet efficiencies and reduced fuel and carbon 
emissions by changing the fleet mix. Jordan improved efficiencies 
by adding delivery trucks between three warehouses. 

Blancaluna Argentina – Good opportunities anticipated with a new 
depot in Ushuaia. In Brazil an investment into a small bolt-on 
acquisition in Sao Paolo positions the business for growth once the 
markets reopen. Improved system solutions and the “myBidfood” 
rollout improved customers’ real-time engagement to place orders. 
Innovative sales and marketing campaigns targeting chefs have 
delivered good market share gains.

BME successfully launched “myBidfood’”, a first for foodservice in 
the Middle East. “myBidfood” accounts for almost 30% of the total 
revenue, with more than 450 customer groups onboarded and over 
1 300 different users. More than 8 000 orders have been processed 
to date.

2021

54% Independent

35% Chain

0% Logistics

11% Retail and 
other

Customer mix

The Chinese hotel channel was stronger than anticipated, due to 
increased domestic travel. Angliss growth in sales to supermarkets 
continued demand from household consumption increased. Supply 
chain disruptions continued with delayed shipments and rising prices 
in the imported dairy and beef product ranges. Hong Kong eased the 
COVID-related restrictions last quarter which significantly benefited 
the foodservice and wholesale business. Development of ready-to-
cook and ready-to-eat range products have progressed well.

Ecommerce  
platform sales

15% of 2021  
divisional revenue

2020: 14%

17%
Own Brand 

2020: 17%

Financial capitalFCFC

315 854
2020: 303 363

Depots (m2)

824
2020: 774

Vehicles (#) 

R230,5m
2020: R211,8m

Capex investment

While investment into capex and business expansion has been 
dampened by the COVID pandemic, and efforts to manage 
working capital and costs efficiently, there was maintenance 
investment made. 

The Angliss team performed an analysis of the fleet, assessing 
performance and end of useful life assumptions. Significant efforts 
to refurbish and maintain the fleet, only replacing when absolutely 
necessary. Advancements in the development of a TMS (transport 
management system) has progressed and full implementation 
is anticipated.

In South Africa, Bidfood Properties has commenced construction on 
the Eastern Cape development (completion March 2022) and the 
new Pretoria-based Bidfood and CFG facility (completion in 18 to 
24 months). The development to replace the existing Heriotdale 
facility is expected to begin during 2023.

BME achieved “Gold A” in their annual municipality audit. Bahrain 
successfully reduced distribution costs by 25% with the same fleet 
and same storage rates. Focus is on the sustainability of these 
efficiencies.

HARDWARE*

R31,5m
2020: R34,1m

SOFTWARE

R8,7m
2020: R0m

R40,2m
2020: R34,1m

Investment in IT

IT

Vehicles
29%

14%

2021 CAPEX

Depots
57%

* �Hardware includes IT and office 
equipment.

Manufactured capitalMCMC

Intellectual capitalICIC

Bidfood Middle East (BME) delivered a good result for the year, 
particularly in the last quarter of the financial year. Saudi delivered a 
good result. Margin management improved the UAE results. All BME 
entities reported positive trading profits. Recently acquired Wet Fish 
struggled due to the lack of tourism, particularly in fine dining. 
Management is positive as new brands and products are launched.

Turkey experienced harsh lockdown restrictions for the better part of 
the year and, as a result, performance was dampened. Focus on 
institutional customers during lockdown kept the business operating 
throughout. Local staycations provided some relief to weak tourism. 
Management is on the lookout for bolt-on acquisition opportunities.

The Emerging Markets businesses were impacted by economic 
uncertainty, as each government struggled to find a balance, as they 
navigated through the COVID pandemic, between saving lives without 
destroying livelihoods. Notwithstanding this, our businesses delivered 
a positive result with revenue up 6,1% to R21,1 billion (2020: 
R19,9 billion), and trading profit up 56,7% to R923,6 million 
(2020: R589,4 million). Emerging Markets experienced a progressive 
recovery in the sales activity levels as comparative years’ sales volumes 
were surpassed by year end. This upward trajectory could be tempered 
by future COVID waves and resultant government restrictions.

Bidcorp Food Africa (BFA) achieved excellent results despite the 
exceptionally difficult trading environment. Revenue was tracking at 
close to 2019 levels through the second half.

Bidfood South Africa reported pleasing market share gains in the 
independent/street-trade channels, a market severely disrupted by 
the lockdown restrictions, but one that has also shown a positive 
bounce back as markets are reopened. Initiatives were launched to 
support customers and suppliers in building consumer confidence 
in the eating-out-of-home market.

Crown Food Group (CFG) achieved excellent results in 2021, leveraging 
investment in Own Brand manufactured facilities, growing Own Brand 
offering and harnessing the internal skills developed.

Greater China delivered a strong result, despite ongoing COVID 
challenges and regional lockdowns. The food and beverage market 
throughout China showed a good recovery, and strong growth in the 
second-tier cities was experienced. Full recovery of the market is still 
some way off as cross-border travel is still very limited. The Miumi 
business has been scaled back following the fraud and is now 
focused only on the Hong Kong market.

Singapore’s foodservice market struggled as the economy remained 
closed, however, optimism is renewed on the back of the vaccine 
rollout. Despite low international tourism, local tourist activity levels have 
been good, especially in restaurants and cafes. Malaysia and Vietnam 
have both experienced market contraction as lockdowns restrict 
tourism. Operations in this region have focused efforts on the retail 
sector, which continues to deliver good results while borders remain 
shuttered.

Brazil has had a difficult year due to the harsh COVID restrictions. Market 
activities had shown signs of recovery in H1 2021, but H2 2021 was 
severely impacted by the harsh restrictions from February to April. 

Chilean government efforts buoyed the market in the first half, before 
strict lockdown measures in the second half impacted market activity 
levels. High vaccination levels boosted foodservice activity and overall 
consumer confidence. Positive results were recorded from the new 
protein sales project in Santiago, supplying the retail market. 

Argentina (46% equity accounted) has been negatively impacted by the 
ongoing COVID lockdowns, restricting consumer activity in the market. 
Significant efforts have been made in cost containment. As the 
hyper-inflationary environment takes its toll, management is actively 
redesigning the operational activities. 

6% 57% 4%

9%

6%

18%

2021

35% Frozen

28% Chilled

33% Ambient

4% Non-food

Product portfolio

79 048
2020: 75 374

Product SKUs (#)

5%
Customers (#)

88 748
2020: 84 900

5%

Bidfood UAE has succeeded in partnering exclusively 
with Impossible Foods to distribute leading, sustainable, 
plant-based meat solutions.

Angliss Singapore – Pleased to be partnering with the 
esteemed Michelin Guide as the Official Gourmet 
Partner 2021/2022.

COVID accelerated the 
growing awareness of the 
plant-based products in the 
local food industry as 
concerns about food 
security increased. 
Singapore secured the 
distributorship for “The 
Vegetarian Butcher”, a 
Dutch plant-based brand.

“The Vegetarian Butcher”, a Dutch 
plant-based brand.

CFG manufactured Own Brand product was a particularly strong 
contributor in the additives and spices condiments category, with 
the strength of the “Six Gun Grill” brand taking hold of the market 
across all channels. 

Bidfood SA
Crow

n Food
Chipkins Puratos

M
iddle East

Turkey
M

ainland China
Hong Kong

In addition to this capitals-related 
overview, please link to individual  
country websites for more detail,  

using the buttons below.

R230,5m

Suppliers (#)

9 188 
2020: 8 673*

6%

Foreign suppliers 
make up

52% of purchases

2020: 54%

CFG’s Six Gun Grill brand has been a 2021 success story. We were 
able to secure benefits for both our butchery customers and 
ourselves. A sponsor to leading local sports teams. CFG sold 40% 
more Six Gun Grill this year, selling close to 8 000 tonnes for the year.

Development and roll out of the Angliss owned “Gourmet Discovery” 
app was completed, enabling customers to search Angliss brands and 
products, identify and contact industry chefs, and even research 
recipes.  

During COVID 
lockdowns hotels and 
catering were forced to 

* �Comparative 
restated South 
Africa.

cut operating costs, 
including reducing 
headcount in the kitchen. 
Hong Kong embraced 
the challenge and created 
the ready-to-cook 
“SmartMeal Solution” – 
products are prepared, 
pre-cooked, and then frozen for customers to simply heat and serve.

“myBidfood” was released in Turkey, with quick uptake and success!
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Building a brighter 
future

Emerging Markets

Power

SCOPE 1SCOPE 1 EMISSIONS (tCO2e)
(excl refrigerants and aircon gases)

21 871
2020: 21 919

SCOPE 1SCOPE 1+ EMISSIONS (tCO2e)
(only refrigerants and aircon gases)

11 497
2020: 22 789

50%

Angliss has taken the lead in the group with 
investment into electric trucks, largely due to 
the localised warehouses delivering to city 
centre restaurants, which suit the smaller 
bodied, nimble delivery vehicles. Beijing 
invested in four new electric delivery vehicles, 
Shenzhen has half of its full fleet already 
converted to electric trucks, and Chengdu has 
purchased their first electric vehicle. 
Government programmes restricting fossil fuel 
vehicles into city centres has motivated 
investment, but this is also indicative of 
Angliss’ own social responsibility to protect 
the environment. 

Angliss recorded 52% less refrigeration gases 
used, partly due to an increased maintenance 
programme on all facilities, reducing the risk of 
gas leaks. Maintenance checks require 
replenishment to maintain optimal cooling 
levels, annual usage can be skewed by the 
timing of refuels.

The South African operations continue to 
prioritise climate change initiatives. Key 
projects in Bidfood SA included research into 
a battery-operated fridge unit for the delivery 
trucks. Supplementing this programme, a 
nation-wide review on fleet usage, distances 
travelled and routes taken. The outcome of 
which was a 1% decrease in diesel used 
versus increase of 8% in turnover. Due to the 
reduced activity levels, and the strictly 
enforced work-from-home COVID restrictions, 
petrol usage for the managers and sales team 
was down nearly 30% in the year. 

Bidfood South Africa continued to reap the 
benefits of the installed rain water harvesting 
systems, for non-consumable water needs on 
site. Renewed focus in capex maintenance 
programmes to improve energy efficiencies, 
such as LED lighting installations and 
investment into solar plants.

Bidfood SA has appointed a sub-contracted 
waste management service provide to facilitate 
segregation of waste. Waste stream 
management has proved successful to date. 

New legislation is anticipated regarding 
sustainable packaging solutions. Research 
and investment into strengthening our supply 
chain to meet these new requirements, ahead 
of the rules being enforced. Changes have 
already been implemented to move to 
recyclable, biodegradable, and compostable 
packaging.

CFG has installed solar panels which generate 
significant savings and benefits. Plans have 
been accelerated to roll out additional solar 
panels. CFG has successfully implemented the 
rain-water harvesting systems to wash pallets 
and vehicles, recycling at every opportunity 
from water wastage to packaging. Identifying 
food waste opportunities to redistribute food 
before end-of-use date has been very 
successful. 

BME Saudi, as part of a programme to reduce 
waste, initiated a hygiene training programme 
to inform and influence the usage of 
environmentally friendly consumables and 
responsible water usage. In the UAE, the 
business partnered with a leading sustainable 
plant-based meat solution to the region, which 
uses 96% less land and 87% less water than 
standard meat products from animal 
agriculture. The team is now focused on 
developing and expanding the ‘plant-based’ 
portfolio. Newly acquired Wetfish operation is 
consciously shifting to an exclusive sustainably 
based supply chain offering.

Turkey have invested in energy efficient 
vehicles, with all sales vehicles now improved 
hybrid models. Transforming the rest of the 
fleet to hybrid models is a work-in-progress, 
but good progress has been made. 

Food waste efficiencies have been achieved 
through a partnership with Fazla Gıda, an 
environmentally focused NGO, delivering a 
saving of over 25 tonnes of carbon emissions. 

In South America, the businesses made 
steady progress, identifying opportunities to 
reduce usage and responsibly invest in 
energy efficient solutions. A specific climate 
change initiative launched by Brazil, was an 
exclusive supply arrangement with local 
mineral water supplier “Água na Caixa”, a 
company which aims to replace all plastic 
with a renewable packing material solution 
for bottled water. Water preservation in this 
region is critical, and the businesses have 
taken significant measures to save, reuse, 
and recycle water. Rainwater harvesting and 
storage has been implemented at most 
branches and strict internal protocols 
informing all with regards to the responsible 
usage of water is in place to protect this 
limited resource.

SCOPE 2SCOPE 2 EMISSIONS (tCO2e)

42 632
2020: 45 339

6%

Waste

SCOPE 3 SCOPE 3 EMISSIONS (tCO2e)

832
2020: 1 001

17%

China Charity Aid
Significant time and 
commitment has been 
donated over the difficult 
past year, some of which 
include the “China Charity 
Aid – Foundation for 
Children” event has Angliss 
Beijing’s support annually 
at this significant charity 
market event where 50% 
of the revenues made are 
contributed to the children in need. Shenzhen local operations 
initiated a care package distribution to all anti-virus health workers. In 
Hong Kong, the local operations donated weekly cooked meals to 
the Foodlink charity, as well as other local charities involved in feeding 
schemes throughout the pandemic.

As the current pandemic has affected the livelihoods of many, Angliss 
Singapore embarked on a “Giving Back Project” with a non-profit 
organisation, Shan You. A collaboration with locally renowned chefs 
to do a quarterly food distribution that aims to raise prevention of 
youth suicide awareness.

SA engagement through the civil unrest
Community engagement and support is a key characteristic of the South 
African operations, never was this truer than just after the civil 
insurrections, which included looting of our KZN sites. Bidfood SA came 
together to not only clean and restore the sites, but also to pack food 
parcels to be distributed to our KZN team. 

We are proud to have been able to leverage our expertise, relationships, 
and infrastructure to mobilise tens of thousands of food packages within 
days in order to meet the desperate need created by the civil unrest, for 
distribution to emergency food aid projects helping victims of the riots. 

MUNICIPAL WATERMUNICIPAL WATER 
(kilolitres)

322 927 16%
2020: 278 214

Water

DIVISIONS TOTALDIVISIONS TOTAL
CARBON EMISSIONS (CARBON EMISSIONS (tCOtCO22ee) ) 

76 832
2020: 91 048

16%Natural capitalNCNC

Social and relationship capitalSCSC

Bidfood SA has committed to the 
Reduced Food Waste and Surplus 
initiative, as a signatory to the 
Consumer Goods Council of  
South Africa Voluntary Agreement

Fuel and gas

In an effort to 
support and protect 
our staff, but also our 
communities, Bidfood 
SA made and 
distributed over 
10 000 Bidfood 
branded cloth masks.  

Bidfood UAE partnered with a local catering agency  
this Ramadan to provide for communities in need.  
The “Bidfoodies” in our team volunteered to cook, pack 
and distribute 1 000 Iftar meal kits to communities in need.

Bidfood UAE continued their partnership 
with local UAE food bank to support  
UAE individuals with donations of basic 
food items.

0%

“One Meal Many Thanks” 
In South Africa, the COVID impact was harsh due to 
the poverty and unemployment, and limited 
government support. The horeca food industry players 
combined efforts and ran the “One Meal Many 
Thanks” initiative! Encouraging people to gain the 
courage to get #UnitedOverFood, and go out to eat, 
to help the restaurant industry. A truly inspiring 
achievement.

M
acau

Singapore
M

alaysia
Vietnam

Brazil
Chile

Argentina

In addition to this capitals-related 
overview, please link to individual  
country websites for more detail,  

using the buttons below.

CP’s Bakery School for young 
graduates is creating exciting new 
career opportunities.

Turkey took active part in relief efforts following 7.0 strong Izmir 
earthquake that left thousands homeless and killed 117 people. 
The team was present on the scene supplying much needed 
material to Search and Rescue operators. 

Committed to community and local charities.

Turkey started working with local 
food banks providing them with 
materials and logistical support, 
reaching over 1 725 families in 
need.


