
Social, Ethics, 
Transformation 
and Sustainability 
Committee Report

The main impact of this committee’s deliberations on the group’s value 
creation elements is reflected below: 

Capitals Stakeholders Business Activities King IV™ Governance Outcomes

•  Good performance 
•  Effective control
•  Legitimacy
•  Ethical culture

Sustainable Development Goals

H

The committee is constituted as a statutory committee in respect of its duties in terms of 
section 72(4) and regulation 43(1) of the Companies Act (71 of 2008) and a committee of the 
board in respect of additional duties assigned to it. The committee mandate is available on the 
group’s website www.mrpricegroup.com. The committee members, their qualifications and 
experience, number of meetings held and attendance at meetings is detailed in the board report 
on pages 70, 71 and 79.

The committee is responsible for fulfilling the functions set out in the Companies Act and 
provides oversight of and reporting on organisational ethics, responsible corporate citizenship, 
and stakeholder relationships. It reviews and monitors sustainable business practices and 
business ethics, including transformation as well as social and environmental practices, to 
ensure that the business achieves its strategic imperatives responsibly and ethically. This also 
encompasses an overview of labour practices to ensure fairness and monitoring the group’s 
commitment to promoting and protecting human rights.

Role

Strategic Pillars

S N
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Living out the group’s long-standing beliefs of Passion, Value, 
Partnership in daily action is the foundation of ethical behaviour 
and leadership. These beliefs permeate all business activities 
from strategy formulation at the board level to day-to-day store 
activities. Further detail on the group’s beliefs can be found on 
page 9. More information on ethical leadership is set out in the 
board report on pages 68 - 75.

The board governs ethics with oversight delegated to this 
committee. The committee is responsible for directing 
the group’s approach to ethics by approving the code of 
conduct and related policies and provides ongoing oversight 
over organisational ethics. In turn, the implementation and 
management of ethics are delegated by the committee 
to management. The code of conduct, which formalises 
the group’s stance on various ethical issues, includes 
and upholds the group’s commitment to human rights, 
equal opportunity, fair treatment, forced and child labour, 
environment, and anti-bribery and corruption principles. 
The code of conduct is published on the group’s website 
www.mrpricegroup.com and is incorporated into associate 
employment contracts and contractual arrangements 
with suppliers and other service providers. The externally 
facilitated ethics hotline provides a confidential mechanism 
for associates and third parties to report non-compliance with 
the code of conduct. Following the outsourcing of internal 
audit to KPMG, this service was transferred to KPMG FairCall 
from 1 November 2020.

The group ethics officer monitors ethical compliance, 
supported by internal audit and, when necessary, external 
professional advisors. Annually, a declaration of code of 
conduct compliance is undertaken across the business, 
focusing on directors, executive and senior management and 
associates who engage with and could influence relationships 
with suppliers, service providers or professional advisors. 
The outcome is reported to the committee and the audit and 
compliance committee as part of its compliance oversight 
role. Any material concerns are investigated by the group 

ethics officer and escalated to internal audit if required.

Ethics-related matters are reported at the scheduled 
governance centre of excellence board meetings, attended 
by senior management of trading divisions and centres of 
excellence. This reporting includes statistics and trends 
regarding ethical issues captured through the ethics hotline, 
results of the annual code of conduct declarations and other 
material ethics issues. Matters reported via the group’s ethics 
hotline are investigated internally or externally as required, 
according to a detailed decision-making framework with 
appropriate remedial action taken. During the reporting 
period, no human rights violations were identified or reported. 
The committee is satisfied that matters reported during the 
period were appropriately considered, reviewed, investigated 
(where necessary) and action taken where complaints proved 
to be founded. 

Key areas of focus for the reporting period were:
• Oversee and approve the group’s approach to 

reducing its carbon footprint, waste to landfill and 
single-use plastic

• Monitor the increase in use of sustainable and 
recyclable raw materials in products and packaging 

• Oversee and monitor the impact of the group’s non-

Key areas of focus for the reporting period were:
• Monitoring the transfer of the ethics hotline to KPMG 

FairCall
• Updating the ethics decision-making framework
• Overseeing the roll-out of ethics training, supported by 

KPMG, to senior management
• Considering the outcome of a review of the group’s 

online content and social media processes to mitigate 
the risk of inappropriate content that could cause 
reputational damage

Future focus areas are:
•  Induct acquired businesses with the code of conduct
• Continued roll-out of ethics training to store associates
• Continued communication to retain business awareness 

relating to ethics officer and ethics function
• Review the group’s anti-bribery and corruption and 

fraud risk management to align with best practice in 
conjunction with KPMG

The group understands its role as a responsible citizen and, 
therefore, aims to build a sustainable business that carefully 
considers its impact on the environment and its role in 
strengthening local economies and adding value to people’s 
lives. Meaningful stakeholder engagement, together with 
impact assessments, guide the formulation of appropriate 
and relevant business responses. The group is guided by 
the Sustainable Development Goals (SDGs) and measures 
performance and impact against the goals, and activates 
business-wide interventions to shift trajectories towards 
these goals. The group’s dedicated sustainability centre of 
excellence focuses on ensuring the committee’s mandate 
is fulfilled in accordance with the main board’s strategic 
objectives. Meaningful strategic imperatives are integrated 
into working to ensure that these receive the required focus 
and that resources integrate into business operations.

Committee Statement
The committee is satisfied that it has fulfilled its responsibilities, 
in accordance with its mandate and the Companies Act, for 
the past financial year. The committee chair will be available at 
the AGM to answer any questions relating to the committee’s 
statutory obligations.

Ethics

profit company, the Mr Price Foundation, on community 
development through improving education for children 
and creating meaningful training and income-generating 
opportunities for young people

• Supervise the group’s partnership with its supplier 
network to develop responsible business and 
manufacturing practices and improve performance that 
unlocks further value

• Guide and support the commitment and passion of 
associates to build a sustainable business for the future 

• Oversee and approve investment in the transformation 
of the business and supply chain that reflects the 
group’s commitment to B-BBEE

• Review the output of the systems and processes to 
measure sustainability performance and impact of 
targeted interventions

Social

The group’s social focus includes all key elements that 
impact on the health and wellbeing of associates, customers, 
workers within the value chain and communities the group 
operates in. The group is guided by the United Nations 
Guidelines for Consumer Protection (UNGCP) principles 
1-6 and therefore respect human rights and aim to ensure 
compliance and ethical labour practices are applied 
both in the business and value chain. The aim is to make 

a meaningful difference to the lives of people who are 
connected to the business, value chain and communities and 
thereby make a positive impact on SDGs 1,3,4,5,8,10 and 12.
 
Information about social initiatives undertaken this year are 
provided under the Our Community and Partnership headings 
on this report on pages 136 and 147 respectively. 
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Broad-based Black Economic Empowerment (B-BBEE) is a government policy to advance economic transformation and 
enhance the economic participation of black people in the economy. The group is committed and working towards this 
transformation strategy. Primary focus areas were management control (including employment equity), enterprise and supplier 
development (including preferential procurement) and skills development. At the time of writing this report and going to print, 
the group’s B-BBEE verification by a third party verification agency was in progress but had not been completed. As such, the 
outcome of the process and the compliance level achieved for FY2021 is not yet known. As soon as the group’s B-BBEE status 
is finalised the compliance certificate will be published on the group’s website as required by the JSE LR. 

Broad-Based Black Economic Empowerment 

Ownership

Management control and skills development (including employment equity) 

Element Weighting Points FY2020 Actual FY2021 Actual

Ownership* 25 13.21 verification in progress

Management control (includes employment equity) 19 6.75 verification in progress

Skills development 20 11.98 verification in progress

Enterprise and supplier development (includes preferential procurement) 40 21.90 verification in progress

Socio-economic development 5 5 verification in progress

Total Points 109 58.84 verification in progress

Compliance level achieved Level 7 verification in progress

Final B-BBEE status Level 7 verification in progress

The comprehensive analysis of the group’s shareholding to the individual shareholder level contributes to the points that will 
be achieved under this element. Further points will be attained as associates share in the business’s success by participating 
in the Partners Share Scheme. Refer to the remuneration implementation report on page 114 for additional information. The 
group’s international shareholding of 44.4% does not attract B-BBEE ownership points.

The group recognises the value in diversity and the need for its workforce to be representative of South Africa’s national and 
regional demographics. It is committed to employing and developing people from designated groups to further its employment 
equity objectives. The philosophy is to encourage associates to achieve their full potential by applying for and securing growth 
opportunities within the group as these arise. There is a strong focus on diversity and inclusion in all organisational culture and 
leadership initiatives to help associates identify with unconscious bias and ensure a vibrant and representative workforce. Of 
the associates hired in the last year in stores, 99% of new hires and promotions were ACI (African, Coloured, Indian). At head 
office, 76% of new hires and 70% of promotions were ACI. This is a significant step forward.

The employment equity committee, comprising of top and senior management representation and critical and core positions 
across the group, meets regularly to discuss progress towards employment equity goals. The committee’s purpose is to 
identify and recommend steps to overcome affirmative action barriers and ensure adherence to relevant legislation.

The group also participated in an unemployed learnership programme in South Africa for 196 black disabled youth to facilitate 
skills development to enable these young people to secure employment.

Transformation

The group’s strategic partnership with the Mr Price Foundation supports South Africa’s youth. Further information on the Mr 
Price Foundation can be found on page 136.

Socio-economic development

Occupational Levels Male Female Foreign Nationals Total

A C I W A C I W Male Female

Top management 1 - 2 10 - - - 3 - - 16

Senior management 5 - 9 34 3 3 9 44 - 3 110

Professionally qualified 45 14 65 108 46 30 80 143 5 5 541

Skilled technical 717 151 163 79 2 271 660 329 316 5 7 4 698

Semi-skilled 2 544 339 99 18 7 128 1 232 271 51 12 19 11 713

Unskilled 4 - - - 31 2 1 - - - 38

Total permanent 3 316 504 338 249 9 479 1 927 690 557 12 34 17 116

Temporary employees 494 110 7 1 1189 318 17 9 - 1 2146

Grand total 3 810 614 345 250 10 668 2 245 707 566 22 35 19 262

ACI as % of total Male 95% Female 96% Total 95%

Total workforce profile - March 2021

Disabled workforce profile - March 2021

Occupational Levels Male Female Foreign Nationals Total

A C I W A C I W Male Female

Top management - - - - - - - - - - -

Senior management - - - - - - - - - - -

Professionally qualified - - - 1 - - - - - - 1

Skilled technical 1 - 1 1 4 2 1 2 - - 12

Semi-skilled 9 - - - 10 1 - - - - 20

Unskilled 39 - - - 45 - - - - - 84

Total permanent 49 - 1 2 59 3 1 2 - - 117

Temporary employees - - - - 1 - - - - 1

Grand total 49 - 1 2 59 4 1 2 - - 118

ACI as % of total Male 96% Female 97% Total 96%

Enterprise and supplier development (including preferential procurement)

Supplier development
The group applies due diligence processes to ensure that supplier development investments meet the relevant criteria, have 
a strong business case and are sustainable and meaningful to the partners. This year the group has partnered with ABSA 
to administer raw material loans to small, black-owned suppliers – freeing up working capital for capacity and capability 
development. 

Enterprise development
The group’s seven-year partnership with The Clothing Bank (TCB) has been a success story of economic empowerment. The 
group donates defective merchandise to this non-profit and public benefit organisation, with TCB’s primary aim being to help 
participants become self-sufficient by acquiring acumen, life skills and mentorship. Since its inception in 2014, the number of 
merchandise units donated to TCB has increased significantly to 2 706 722 million units. During the reporting period, 337 714 
units were donated and 953 entrepreneurs supported by TCB. In the past financial year, donations of 26 466 units were made 
to the non-profit organisation, Nation Changers, who similarly impact education and job creation in South Africa.

Preferential procurement
Sourcing teams continue to focus on increasing local supplier B-BBEE compliance, with good progress made in transforming 
local South African trade suppliers. Refer pages 139 - 141 for the group’s efforts in supporting the local supply base. Local 
procurement (South African) represents 36.3% of total input units and during FY2021, the group sourced 79.1 million units 
from South African suppliers. This investment is worth R9.3 billion at retail value.
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Sustainability

Building a sustainable business is a key pillar of the group 
strategy and aligns with the business’s values. The scope 
of sustainability incorporates business operations, the value 
chain and communities where the business operates.

The group is committed to the United Nations Global 
Compact (UNGC) principles and uses the SDGs to 
guide implementation. Innovation is critical to delivering 
greater value through fair social contribution and within 
the boundaries of the planet. A sustainability framework 
incorporating the SDGs measure the group’s impact on 
society and the environment and monitor the scope of 
implementation and commitments. The group environmental 
policy and responsible sourcing guidelines provide direction 
on commitments and implementation of sustainable 
practices. The sustainability centre of excellence facilitates 
and guides key interventions in collaboration with cross-
divisional and cross-functional working groups and task 
teams. These include a responsible sourcing working 
group, a packaging working group and a working group on 
customer awareness and communication. Their purpose is 
to identify opportunities to implement sustainable products, 
processes and practices. Trading divisions incorporated 
sustainability targets into their business and value chain 
strategies. The group provides education and training to 
associates, suppliers, partners and other key stakeholders 
to enable improvement of their sustainability performance. 

The group’s Together We Do Good theme helps communicate 
its position to customers and other key stakeholders by 
sharing the wins and inviting them to partner with the group 
as it aims to achieve sustainability goals. 

As a signatory of the Retail-CTFL Master Plan 2030 of South 
Africa, the group continues to work collaboratively with 
government and industry to develop meaningful interventions 
to unlock a competitive and sustainable local manufacturing 
industry. As part of the group’s commitment, the group 
identified opportunities to unlock further local production 
over the next ten years, thereby strengthening the South 
African economy and creating meaningful jobs. The group 
partners with Proudly SA to increase customer awareness 
and promote the benefits of buying locally made products. 
In addition, the group continues to work with international 

partners such as the Ethical Trade Initiative (ETI) to guide 
suppliers in their effort to develop responsible practices that 
respect and protect workers and the environment.

To achieve this commitment, efforts have been focused 
as follows: 

• Mapping 95% (estimated) of first and second-tier 
production sites

• Reshoring production closer to market to reduce carbon 
footprint, improve efficiencies and strengthen the South 
African manufacturing industry 

• Sourcing sustainable raw materials including cotton (BCI, 
CMiA), timber (FSC) and recycled polyester (RPET) 

• Single-use plastic shopper bags reduced by 34%
• Support local cotton farmers by committing to procure 407 

tons of cotton grown by South African farmers
• Develop 27 suppliers to improve product quality and 

production efficiencies 
• Provide financial loans to the value of R24 million to 

support small black-owned companies in the supply chain 

While significant progress has been made to deliver these 
commitments, the scope and depth of sustainability 
measurement and reporting will broaden. To deliver this, the 
group’s sustainability strategy has prioritised measurement 
indicators aligned to Environmental, Social and Governance 
(ESG) reporting, the SDGs, and relevant business performance 
measures and stakeholder requirements. 
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The group strives to achieve six key outcomes. The outcomes are rooted in the goal to build a sustainable business and value 
chain, as well as the vision of the Mr Price Foundation, which is to break the cycle of poverty and inequality. 

The group aligns its approach to SDG implementation to global best practice, pulling from various sources to ensure it is 
innovative and fit for business purpose.

Sustainability Outcomes

The six outcomes highlighted above include: 

Youth development
Value chain 
development

Reducing and stabilising
environmental impact

Quality education
Our People - Associate 
wellbeing and development

Preserving natural 
resources

Sustainable Development Goals (SDGs)
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The business cares about young people in the communities 
in which it operates. An annual investment, equivalent to 
approximately 1% of net profit after taxation from South 
African operations, is made into South African communities 
by donating to the Mr Price Foundation. The foundation, 
a registered non-profit organisation (with public benefit 
organisation status), was established in 2005 to focus on 
South Africa’s youth development. 

What makes the Mr Price Foundation different? 
As a youth development organisation, Mr Price Foundation is 
passionate about developing youth from underserved South 
African communities through education and skills development, 
equipping them to succeed in their lifelong learning journey. By 
stimulating sustainable and systematic change, the foundation 
aims to empower youth to break the cycle of poverty and 
inequality in their lives. The education programme contributes 
positively to the delivery of sustainable quality, holistic 
education in selected lower socio-economic status schools 
through the upskilling and mentoring of school management 
and educators, thereby enabling children to unlock their full 
potential. Through demand-driven development, the JumpStart 
programmes develop unemployed youth’s skills by bridging the 
gap between school/ tertiary education and the working world. 
 
Mr Price Foundation is aware that proactive engagement, 
systemic partnerships, and innovative solutions are necessary 
to achieve its vision. It invests significantly into building 
relationships with key stakeholders such as Mr Price, other 
businesses, government, and civil society, thereby aiming to 
find strategic solutions designed to positively impact South 
Africa’s socio-economic landscape. 

FY2021 Impact

64 649

101

1 462

66%

R12 050 million

R12 922 million

1 560

The group’s unique culture gives it a competitive advantage 
and positions it as an employer of choice in the retail industry. 
Culture plays a vital role in uniting people as a collective 
force; this has never been more relevant than during 
COVID-19 as people endured high-stress circumstances 
and remote working conditions. To understand the group’s 
DNA and what makes Mr Price Group unique, now and 
into the future, a group-wide initiative was undertaken. The 
CEO will launch this exciting initiative in early FY2022 with 
a roll-out plan to ensure adoption and momentum. The 
associate experience will build in key mechanisms to enable, 
sustain and protect culture and support leadership and 
the transformation strategy. Leaders will play a vital role in 
enabling this work and setting an example of how the group 
lives out its core values and DNA.

Engagement
The group monitors and responds to its working 
environments through regular open conversations, online 
performance engagement and onboarding and exit surveys. 
Feedback sessions and focus surveys listen to associates’ 
needs, co-create solutions and identify business improvement 
and leadership development opportunities. In the year ahead, 
the group will research ways to measure organisational health 
regularly through specific people metrics (engagement, 
performance and productivity, associate wellness, 
development, innovation and transformation), to allow for a 
proactive response to associates’ and business needs.

The group wellness programme played a central role in 
ensuring associates could access support to reduce stress 
levels. In FY2021, a professional employee assistance 
programme launched to all associates and their families to 

access this support. The internal communications platform, 
Mr Price Group Voice, plays a vital role in ensuring strategic 
group messaging reaches associates, especially as many 
work remotely due to the pandemic.

Talent acquisition
Developing and retaining homegrown talent is a strategy 
that has served the group well in the past and will continue 
to be a core focus. The applicant tracking system ensures 
all vacancies are visible to associates and they are aware of 
updated career opportunities. Sourcing the right skills and 
expertise externally is equally important. Stringent pre-
employment assessments ensure required skill levels are 
maintained. The current attrition rate across the group is just 
over 17%, which falls below the national level of 19%, but the 
group will always continue to improve retention rates.

Talent management
The group offers various career opportunities and associates 
are encouraged to pursue their ambitions within this dynamic 
and evolving work environment. The improved succession 
planning and high-potential development processes have 
proven effective in ensuring the right talent is available when 
a critical vacancy arises. More improved visibility of internal 
talent across the group allowed for 62% of all new vacancies 
to be filled by internal candidates, a huge boost for career 
progression and retention.

The group values close working relationships between 
managers and associates, with personal growth and career 
development annually discussed through a performance
framework. Line managers are responsible for ensuring 
these discussions result in meaningful development action 

Our Community

Our Business and Value Chain

Our People - Associate wellbeing and development

Reducing the impact of poverty and inequality in our communities

primary school learners benefited

JumpStart training sessions conducted 

unemployed youth benefited

employment rate of JumpStart candidates

invested in EduRise 
(schools programme)

invested in JumpStart (skills 
development programme)

educators participated in content 
knowledge workshops

Reflections from the 
Mr Price Foundation

The unprecedented events of 2020 challenged 
us to work together in new and better ways. By 
choosing to respond to adversities through the 
lens of opportunity, we have grown and emerged 
more robust and able to continue to break open 
opportunities for our beneficiaries. 
 
Reflection often accompanies change, and in 
2020 we reflected upon our journey. Our name 
change to Mr Price Foundation acknowledges 
our roots — being birthed out of the Mr Price 
business in 2005 to address South African’s 
socio-economic challenges — and reaffirms the 
guiding principles we follow:   

• Passion drives actions; we may have a 
small team, but we testify to ordinary people 
achieving extraordinary things 

• Value is measured by value added to beneficiaries 
• Partnering with like-minded organisations with 

the same purpose enables a more significant 
impact  

Although we are an NPO and PBO, we steer 
our organisation with a business mindset 
founded on strong governance and financial 
controls. Monitoring and evaluation are critical, 
and we regulary engage with stakeholders to 
measure actual impact. Building a sustainable 
organisation is vital for our impact. As a separate 
entity, we don’t make a profit; we create impact. 
Through generous resources from Mr Price and 
other donors, we wisely use funds to benefit 
beneficiaries. 
 
This newfound resilience and adaptability will 
propel us into the future. Thank you to all our 
partners, donors, followers and friends for your 
support in 2020, and we look forward to working 
together in 2021. 

Karen Wells
Head of Mr Price Foundation
 

Refer to Mr Price Foundation’s Integrated Report for a full breakdown 

of impact on www.mrpfoundation.org
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plans and career growth for associates. Traditionally, 
divisions set and measure performance targets but this 
framework’s phase two and three roll-out will introduce 
goal-setting elements to all associates as well as group-
wide recognition aligned to culture.

Associate development
Attracting, developing and retaining talent is critical to 
competitiveness and long-term sustainability. The group 
strives to deliver high quality and relevant training through 
the learning and development team. Their impact relies on 
specialist learning and development managers working with 
subject matter experts to develop and facilitate business-
focused and blended learning interventions. This year, the 
economic climate and the pandemic has impacted online 
training spend. A more intentional approach has been taken 
to transition classroom training to online learning.

Trainee buyer, planner and store manager development 
programmes are designed and implemented to develop a 
firm pipeline of critical skills. Learnerships remain a critical 
part of the development strategy to afford associates 
opportunities to gain formal qualifications. Three hundred 
and sixty-seven associates were registered for learnerships 
with the Wholesale and Retail Sector Education and Training 
Authority (W+R SETA) in the previous financial year. All these 
learners are from previously disadvantaged backgrounds. In 
FY2021, no new learnerships were registered as the learners 
mentioned above were still active on their programmes. 
Owing to the pandemic’s impacts, the learnership duration 
was delayed by six months and the W+R SETA extended the 
learnership end date to 31 July 2021.

Leadership development
The group partners with credible training professionals and 
business schools, locally and internationally, to design and 
facilitate leadership programmes. The senior leadership 
development programme (LEAD) equips leaders with 
transformational leadership skills. The leadership essentials 
programme develops leadership skills for associates. The 
pandemic postponed LEAD delegates’ intake, but ongoing 
development tools were available to the alumni and relevant 
leaders due to increased social and online learning.

Recognition and reward
Central to the group’s values is rewarding high performance 
and instilling a celebration and recognition culture. 
Well-defined targets are set annually, with performance 
discussions conducted as required during the year. A 
highlight is the Running Man award, presented to selected 
associates who have made extraordinary contributions 
over an extended period. These highly-valued individuals 
embody the group’s culture and core beliefs and demonstrate 
consistently high dedication and performance. Additionally, 
the group medallion and team cap awards are awarded to 
associates who have delivered exceptional performance or 
innovation during the year, thereby setting new standards and 
becoming role models.

Through its all-inclusive and comprehensive benefits offering,
the group offers social security through its retirement fund, 

unemployment insurance contribution, sick leave, and several 
risk benefits to ensure that associates are not left exposed 
to risk events. These are governed by the applicable group 
policies and are readily available to associates.
All associates participate in one of the group’s share schemes 
after fulfilling that scheme’s specific employment tenure 
requirements. These associates become part-owners and 
are referred to as partners, in line with the group’s core 
value of Partnership. A new long-term incentive plan was 
introduced within the group. This plan will be operated via 
a single set of rules that comply with leading remuneration 
practice and includes multiple instruments to address the 
group’s requirements for long-term flexibility. Refer to the 
remuneration implementation report on page 114. and on the 
group’s website www.mrpricegroup.com for further details.

Associate relations
Treating all associates fairly is at the heart of the group’s 
values. The group is committed to a workplace free from 
discrimination, compliant with relevant labour laws, with 
open communication between managers and associates. 
This enables workplace grievances to be avoided or speedily 
resolved. Over the last financial year, approximately 39 
associates were impacted by reorganisation and new ways 
of working. The group’s default response is always to 
explore alternate positions for affected associates subject to 
appropriate skills and experience. 

Wellness and safety
The group wellness offering has improved further, focusing 
on holistic physical, mental, emotional and financial 
wellbeing initiatives during the year. This has been beneficial 
as associates required personalised mental and emotional 
support during the pandemic. The business encourages safe 
working practices, and in the year under review, there were 
no major associate or customer incidents reported. 

Occupational health and safety in the workplace is a top 
priority. The group ensures strict monitoring of incidents 
and continuously audits processes. At each store within the 
group, a designated senior person ensures the observation 
of health and safety protocols to facilitate quick emergency 
responses. At head office, a health and safety committee of 
health and safety representatives meet quarterly to strategise 
and interrogate standards for improvements and efficiencies.

Investment in learning and development 2021 2020

Investment in learning and development  24 211 310 35 565 375 

Total annual number of hours allocated to learning*        87 489  145 288 

Average learning and development days per person* 0.61 0.90

Previously disadvantaged individuals as a % of total participants in learning & development 94% 95%

Females as a % of total participants in learning and development 71% 69%

Previously disadvantaged individuals as a % of total associates trained through e-learning 97% 99%

Previously disadvantaged associates as a % of associates on learnerships 100% 100%

Value Chain Development

The group aims to build a supportive supplier engagement 
model that collaborates with suppliers to develop a 
sustainable and competitive value chain. Key focus areas are 
supplier enablement, sustainable sourcing and measuring 
key performance metrics to improve practices. The group 
acknowledges that developing long-term partnerships 
is essential and has dedicated divisional sourcing and 
merchandise teams (including senior management) to manage 
supplier relations. To collaborate meaningfully and strengthen 
value chain performance, relevant information is shared with 
suppliers and collective training and development establishes 
sustainable practices, processes, and products. Suppliers are 
guided on governance and standards through the group’s code 
of conduct and the responsible sourcing framework guidelines 
(a buyer and supplier guide).

Supplier performance measurement and development
The supplier grading tool is a critical enabler of value 
chain development. Using the tool, divisional sourcing 

and merchandising teams can assess the performance of 
individual suppliers and the broader value chain against 
a variety of metrics. It also assists in identifying supplier 
development candidates and is used to design and 
deliver support initiatives aligned to the group’s supplier 
development framework. In FY2021, online communication 
platforms were leveraged to deliver broad-based supplier 
training and conduct monthly supplier performance 
management sessions.

Sustainable sourcing and manufacturing 
Workers in the value chain  
The group recognises its role as a lead catalyst within the 
value chain to influence the responsible and ethical treatment 
of workers. As a member of the Ethical Training Initiative 
(ETI), the group works on a continuous improvement model 
to embed practices that ensure workers’ fair treatment. To 
support this, the group set out to map all first and second-tier 
suppliers, reaching an estimated 95% visibility of all first and 

Doing good business 
now facilitates 
doing better future 
business.

*This outcome was impacted by COVID19
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second-tier manufacturing sites. This allows trading divisions 
to measure and monitor social, environmental and business 
practices more closely and to guide and facilitate improved 
practices where necessary. 
 
A responsible sourcing framework and implementation guide 
for trading divisions and their suppliers guides responsible 
practices and is aligned to national and international 
regulations, good practice and implementation codes. Trading 
divisions monitor and guide suppliers to align their business 

practices and processes to the guide and the group’s code 
of conduct. The code of conduct can be viewed at www.
mrpricegroup.com.

The group acknowledges the significant complexities 
involved in influencing responsible practices throughout the 
value chain, and therefore aims to monitor, guide and instil 
responsible trade practices at different stages. The diagram 
below illustrates the group’s sphere of influence to guide, 
monitor, and evaluate sustainability.

A responsible sourcing working group, established in 
2015, drives the implementation of responsible social and 
environmental practices across all trading divisions.

Supplier due diligence 
To enhance value chain visibility, the supplier portal was 
upgraded in 2020 to map tier one and two production sites. 
All purchase orders now require production sites to be 
declared before confirmation of the order is received. This 
resulted in the mapping of 1 778 production sites estimated 
at providing 95% visibility, allowing suppliers to provide 
information on health and safety, business, labour, and 
environmental practices and enable the group to categorise a 
risk profile to each production site.

Suppliers and manufacturing facilities are expected to 
remediate all identified issues from audits conducted within
recommended timeframes and maintain audit and corrective 
action records. A responsible exit process applies where
a lack of commitment and improvement is found. A strict 
supplier onboarding due diligence process ensures that
trading relationships are only developed with suppliers who 

share the group’s values and commitment to responsible 
labour practices. Accordingly, the group has not onboarded 
any suppliers or production sites based in Xinjiang 
Autonomous Region due to alleged human rights violations.

Grievance mechanisms 
The group has an established hotline for grievances to be 
reported anonymously and promotes the KPMG FairCall 
facility to factory workers to encourage them to report 
grievances safely. Worker interviews (individual and group) are 
also an integral part of the social audit process. No reports 
of human rights violations were received via KPMG FairCall 
during the year.

COVID-19 response and purchasing practices 
Dedicated group representatives manage supplier 
relationships within the trading divisions. A key outcome 
of the pandemic has been proactive and transparent 
communication with suppliers. Despite the inability to 
trade during April 2020, the group undertook to minimise 
the negative impact on value chain partners. Purchase 
order cancellations were kept to a minimum and were only 

Raw Materials

Manufacturing Suppliers

Stores

Customer

Disposal

Transport and Warehousing

actioned after collaborative consultation with suppliers at 
senior management level. In addition, the group provided 
financial assistance to suppliers for fabric ordered, and early 
payment was provided where necessary. No discounts were 
taken on previously agreed prices. As sales commenced 
with the lifting of lockdown restrictions, the group continued 
to manage supplier relationships responsibly. All purchase 
orders cancelled or rolled due to the South African lockdown 
have now been taken up.

Decent work and fair wages 
While social audits are conducted in all major sourcing 
countries, a specific focus has been placed on decent work in 
South African manufacturing facilities. The group initiated the 
establishment of a national stakeholder task team, facilitated 
by the Department of Trade, Industry and Competition, to 
improve working conditions in all factories. Participation 
from all key stakeholders is required to address the systemic 
factors that contribute to wage non-compliance in South 
African factories. In addition, the group participates in the 
recently established Living Wage South Africa network.  

Monitoring social and environmental compliance 
Dedicated resources at a group and divisional level monitor 
and guide compliant and sustainable practices in the value 
chain. During FY2021, the group incorporated COVID-19 
health and safety protocols into social audits to ensure worker 
safety. To support this, suppliers participated in a survey on 
COVID-19 health and safety awareness. Benchmark social 
audits conducted this year indicate that improvements are still 

required to improve health and safety practices, working hours 
(China) and wage compliance (South Africa) all of which are 
contained in group and divisional risk registers.

Mr Price Group accepts SMETA, BSCI, SA 8000 and WRAP 
third-party audit standards. Low-risk audits are valid for 
two years, while sites with high or medium risk scores are 
required to submit annual social audits. Enhanced forced 
labour monitoring will be incorporated into social audits 
conducted in China during FY2022 to identify migrant Uyghur 
workers in the group’s value chain.

Ethical buying practices
Regular training, supported through a licensing agreement with 
ETI, is conducted to equip buyers to understand the impacts of 
purchasing practices when engaging with suppliers. 
 
To further enhance knowledge of sustainable manufacturing
processes for merchants, the group’s academy created a 
programme to develop production knowledge and understand 
decision making within the critical path. The academy has also 
developed in-house solutions to support ETI training:
 
• Buying ethically: 636 delegates trained since inception 
• Introduction to supply chain: 257 delegates since inception 
• Supply chain game: 166 delegates since inception 
• Critical path: 95 delegates since inception  
• Introduction to sustainability:  394 delegates since inception
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Preserving natural resources Reducing and stabilising environmental impact

The group’s environmental policy guides its commitment to provide products and services produced in an environmentally 
friendly manner, that are healthy and safe to use, ensuring no harm to product users. This extends to protecting biodiversity, 
the welfare of animals and the natural resources used to manufacture products. 

The group’s aim is to source increased levels of sustainable raw materials, with targets incorporated into forward-looking 
strategies. Key focus includes the sourcing of sustainably grown cotton and timber and increasing recycled polyester. As 
the group proceeds to map further value chain tiers, additional monitoring and protection levels will be activated. To support 
this, the sustainability centre of excellence guides and supports divisional merchandise and sourcing teams. Management 
oversight monitors progress against targets and reports quarterly.

An enhancement made to the purchase order system allows tracking of products with sustainability attributes. Merchants 
are empowered with knowledge on preferred fibres choices to design and select products, consciously linking their impact 
on natural resources. Supplier manuals provide guidance to ensure that all products are fit for purpose and meet the group’s 
safety requirements.

The group is committed to reducing its environmental impact with a particular focus on water, energy, transportation, product 
manufacturing and disposal. Since 2015, the focus has been to increase energy and transportation efficiency (including 
renewable energy), reduce water usage at head office and, in 2018, the group started introducing circular economy principles 
with particular focus on products and packaging materials. Suppliers are required to comply with in-country environmental 
legislation and regulations. Regular testing of product for the presence of a banned or restricted substance is part of the 
group’s quality assurance and due diligence process. In addition, standardised care instructions on apparel and home textile 
products encourage customers to wash and dry at lower temperatures.

The disposal of textile waste is a systemic concern in apparel value chains. Defective products are donated to South African 
non-profit organisations where products are repurposed and used to support female entrepreneurs. To address the concern of
textile waste at manufacturing sites, the group plans to work collaboratively with its suppliers, industry and government to 
recycle textile waste generated at manufacturing sites.

In FY2021, the group incorporated recycled polyester (RPET) into 21% of polyester products. This 
includes 3 131 756 duvet and pillow inners filled with RPET locally produced from bottles recovered from 
landfill sites. RPET has a lower carbon footprint than virgin PET.

Sustainable Sourcing of Raw Materials Carbon Footprint 

47% sustainably sourced cotton

In FY2021, sustainable cotton made up 47% of the group’s cotton products, including cotton grown 
with Better Cotton Initiative (BCI) and Cotton Made in Africa standards. This means cotton growers use 
methods that reduce the environmental impact of cotton growing and apply socially responsible labour 
standards. The group also includes recycled cotton, where there are verified content claims. 

In South Africa, the group has been actively developing a sustainable cotton value chain in collaboration 
with the relevant stakeholders. An essential part has been to secure a BCI alliance for South Africa to 
ensure all local cotton farmers follow sustainable practices. BCI standards reduce water and pesticide 
usage and contribute to improved profitability for the farmers. This year, the group committed to 
procuring 407 tons of sustainably grown South African cotton, which will be manufactured into 3.2 million 
knit and woven products in the 2021 retail year. 

21% recycled polyester (RPET)

The group is committed to increasing the volume of sustainably sourced timber and paper products. 
Forest Stewardship Council (FSC) approved timber accounts for 9% of wood products within Mr Price 
Home. This means that environmentally responsible forestry practices are applied that maintain forest 
biodiversity, productivity and ecological processes. In addition, the group’s cardboard swing tickets are 
now produced on FSC approved board.

9% of Mr Price Home timber product is FSC approved

The group’s South African carbon footprint (tons of CO2e) is based on Scope 1 and Scope 2 emissions, 
including stores, head offices and distribution centre (DC). Whilst significant carbon footprint reductions 
were achieved since 2014, further reductions are targeted which will include scope 3 measures.

Mr Price Group Carbon Footprint Scope 1 & 2
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Energy Productivity

The group has invested in roof-top solar photovoltaic (PV) systems at both the head office and 
Hammarsdale DC. The investment outcomes have been met and have generated 4 173 626 kWh since 
inception. Phase 3 implementation, commissioned in March 2020, consists of additional 7x50kW solar 
inverters and 1 248 x 370 watt solar panels. This is expected to produce approximately 589 942 kWh 
of energy per annum. Ongoing monitoring of store-level energy drives behavioural change and reduces 
energy usage. An established benchmark ensures all new and revamped stores comply with specified 
energy efficient lighting. The real estate and operations teams work collaboratively to identify and activate 
further energy reduction opportunities.
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Renewable Energy

Transport

Waste

FY2021

Site FY2021 FY2020 FY2019

 

% of building’s 
energy derived 

from solar kWh

% of building’s 
energy derived 

from solar kWh

% of building’s 
energy derived 

from solar kWh

MRPG (Mr Price Home Roof) 30.67 107 291 25.47 111 461 30.83 116 141

MRPG (DC Rooftop) 19.87 175 962 20.16 176 007 18.81 180 018

Hammarsdale DC 29.51  1 262 749 18.53 748 907 6.86 262 830

Total 28.03 1 546 001 19.36 1 036 375 10.82 558 989

Since 2016, the group’s transport partner has used idling cut-off systems to improve fuel efficiency and 
reduce carbon emissions.

Packaging
In 2019 a packaging working group was established to drive the reduction of single-use packaging in 
the value chain and ensure collaboration on sustainable solutions to reduce environmental pollution and 
post-consumer waste to landfill. This year, trading divisions established targets to reduce plastic in all 
packaging by 50% and ensure that the remaining packaging is recyclable.

Initiatives to reduce plastic
Mr Price Home and Sheet Street have taken a phased approach to eliminate PVC (a problematic 
plastic) from all product packaging. In FY2021 Mr Price Home converted approximately 35 tons PVC 
to recyclable alternatives and removed approximately 19 tons of unnecessary plastic packaging. In 
addition, Mr Price and Mr Price Sport eliminated approximately 70 million single-use plastic polybags 
through revision of packing instructions issued to suppliers.  

The group is on a journey to eliminate single-use plastic shopper bags and is taking a phased approach 
to achieve this. Current single-use bags have post-consumer waste incorporated, and this will be 
incorporated into e-commerce courier bags during FY2022. Reusable bag options were introduced in 
stores in May 2019 and across all trading divisions by September 2019. Supporting this was customer 
communication, resulting in a total of 2 505 551 reusable bags sold in FY2021. To support the reduction 
of non-recyclable content in product packaging, merchants are trained to avoid and reduce problematic 
raw materials or unnecessary single-use packaging. The group participates in the SA Plastics Pact 
Working Group.

Waste Management
The group is committed to reducing its own waste through reusing and recycling as well as purchasing 
recycled, recyclable or refurbished products and packaging where alternatives are available. Waste 
generated at head office and DC is sorted for recycling by on-site waste sorters. The reduction of 
volumes in FY2020 and FY2021 resulted from removing single-use and unnecessary plastic utensils and 
packaging from the canteen and a reduced amount of people on-site due to COVID-19. In FY2021, the 
recycling rate at Hammarsdale DC was 91.4% for recyclable waste.

Surplus Product 
Donations of defective products to non-profit entities such as TCB and Nation Changers ensure 
that these products are not directed to landfill sites and, in the case of TCB, are used as a female 
empowerment programme that generates income for families. The table below indicates the volume of 
products that were reused.

There has been a constant improvement in fuel efficiencies between FY2018 and FY2021 in both litres 
per kilogram and litres per cube. Various initiatives across the supply chain contributed to this, including 
supplier packaging projects, improvements in vehicle utilisation, and optimisation of warehouse efficiencies. 

Plans for FY2022 include the following:
• Switching to a cleaner fuel across the transporter’s network 
• Modernisation of the courier fleet including the replacement of older vehicles (owned) with benefits 

including increased fuel efficiency, reduced CO2 emissions and improved safety

Recycling in kgs FY2019   FY2020    FY2021 

Head Office 102 937 82 569 64 892

Hammarsdale DC 187 277 1 519 835 1 235 844

Total 1 690 214 1 602 403 1 300 735

Year The Clothing Bank Nation Changers

Units Units

FY2019 538 811  

FY2020 643 430 97 562

FY2021 337 714 26 466

Total 1 519 955 124 028

Litres per Volumetric Kilogram

MRPG: Fuel Consumption

Litres per Cube
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Paper

Water

Climate Change

Paperless administration at store level and the promotion of e-dockets are fundamental paper-saving 
initiatives. The group saved 2 311 km of paper in FY2021, the equivalent of driving from the group’s 
Durban head office to the Plettenberg Bay Mr Price store and back. Since inception, over 12 330km of 
paper has been saved. This amounts to almost 24 tons of paper saved in stores in FY2021.

The group’s water consumption is currently measured at head office locations and its DC. The group 
recognises that the greatest water impacts are in the value chain, specifically cotton cultivation, as well 
as fabric production and dyeing. Measuring water and energy usage within the value chain has limitations 
but as approximately 95% of first and second-tier sites have been mapped, measuring water usage 
within the value chain will be explored as a future measure.

In working with production sites, particularly textile manufacturing firms, the group acknowledges that 
significant changes can be made to preserve water. An example of this is the Milady’s Wonder Fit denim 
collection that saves millions of litres of water a year using recycled water. Water usage at head office 
has continuously been reduced, from 35 064 kiloliters in 2017 to 19 618 kiloliters in 2021.

The group recognises the impact of climate change on business operations, the value chain and 
communities at large. In the short, medium and long term, an increasing impact is expected on the 
business and its communities due to changing climate patterns and extreme weather conditions, both 
on direct and indirect operations. To understand the business impact, the group will be conducting a 
high-level climate change risk assessment in line with the recommendations and guidelines of the Task 
Force on Climate-related Financial Disclosures. The assessment will guide the appropriate governance, 
strategy and measurement required to adequately respond to climate change.  

The group currently monitors both existing and emerging climate change regulations, such as the Carbon 
Tax Act and the Climate Change Bill. Technology, where practical, is used to reduce climate change and 
includes electricity meters to monitor usage in all stores and LED lighting in new stores, the DC and head 
office buildings.

Water consumption at head office

FY2021 FY2020 FY2019 FY2018 FY2017

Kilolitres Kilolitres Kilolitres Kilolitres Kilolitres (Estimates)

19 618 22 192 23 345 24 419 35 064

Partnerships

The group believes in the value of Partnership and actively participates in selected membership organisations. In 2014, 
the group joined as a foundation stage member of ETI and progressed to full membership in 2017. Other membership 
organisations include the National Clothing Retail Federation (NCRF), WWF South Africa, the South Africa Cotton Cluster 
(SACC), the KwaZulu-Natal Clothing and Textiles Cluster (KZN CTC) and Proudly SA.

As a member of the NCRF, the group has played an active role in developing the 2030 Retail-CTFL Master Plan and has 
committed to increasing competitively produced products in South Africa over the next ten years. The group head of 
sustainability participates as a member of the core retail team in all areas of the master plan implementation. The group 
CEO serves as a member of the executive oversight committee, chaired by the Minister of Trade, Industry and Competition. 
Key commitments are supported with action plans across all trading divisions and centres of excellence.

The group’s long-term partnership with TCB, an economic empowerment project, addresses excess merchandise and has 
the environmental benefit of prolonging product usage. The group is an active member of the National Retail Association, 
facilitating representation and participation in discussions of national interest.

Partnering with customers
Customers are the primary stakeholder group, as indicated in the business purpose. Therefore, much organisational effort 
focuses on value creation for customers. Customer health and safety and consumer protection are key focus areas for the 
trading divisions. The customer’s voice is critical to sustaining the business, and special attention is paid to all channels that 
provide this valuable input.

Formal and informal engagements with customers occur daily through various channels, including social media, traditional 
marketing, customer call centre, interactions with store associates, and customer surveys. Any complaints received are 
managed effectively and efficiently. The number of complaints referred by customers to the Consumer Goods and Services 
Ombud remains minimal. In the year under review, there were no reports of significant customer incidents.

A working group was established to execute the communication plan that delivers the group’s sustainability messaging 
to key stakeholders, including customers. The working group’s objective is to ensure alignment and consistency of the 
messaging under Together We Do Good across all channels and media to drive awareness and invite key stakeholders to 
partner with stakeholders.
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Case Study

Take It Easy on the Planet! 

Guided by international trends and local consumer research, 
Mr Price Home successfully actioned a sustainability-focused 
campaign in 2020 to raise customer awareness around the 
division’s sustainability initiatives, making strides in its journey 
towards a more sustainable future.

As South African customers’ expectations of sustainability 
in business continue to gain traction, it has also proved 
to drive customers’ behaviour in homeware stores. Before 
the campaign launch, inroads had already been made to 
improving the triple bottom line (people, planet and profit). 
Together with merchants and the group sustainability centre 
of excellence, the sourcing team initiated and embarked on 
product development and supplier-based initiatives, played 
a significant role in developing the South African cotton 
cluster, and implemented packaging audits and sustainable 
fibres workshops.

By the end of June 2020, the full-circle campaign, Take It 
Easy on the Planet!, covered every consumer touchpoint. 
The alignment and collaboration between merchandise, 
sourcing, operations and marketing were crucial for 
implementing the most extensive core product and price 
campaign the division had ever executed. The campaign 
focused on core messages determined by the progress in 
sustainability targets, including removing plastic packaging 
from duvet covers and curtains and towels made from 
sustainably sourced South African cotton.

Post-campaign research found the initiative to be 
overwhelmingly positive with customers saying that 
sustainability impacted their brand buying behaviour and that 
they were aware of Mr Price Home’s sustainability efforts. 
At year-end, the division’s sustainability KPI’s increased 
customer awareness and adoption. The campaign provided 
invaluable learnings, most notably to ensure facts and figures 
are supported with extreme accuracy. Transparency is as big 
a consumer trend as sustainability and as such, the group 
together with its supply partners, must continue to trace and 
track statistics accurately.

“By the end of June 2020, the full-circle 
campaign, Take It Easy on the Planet!, 
covered every consumer touchpoint.”

148 149Mr Price Group Limited    |    2021 Integrated Report


	Button 179: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 183: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 184: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 185: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 186: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 187: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 180: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 181: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 182: 
	Page 66: 
	Page 67: 
	Page 68: 
	Page 69: 
	Page 70: 
	Page 71: 
	Page 72: 
	Page 73: 
	Page 74: 
	Page 75: 
	Page 76: 

	Button 249: 
	Button 250: 
	Button 251: 
	Button 252: 
	Button 253: 
	Button 254: 
	Button 255: 
	Button 256: 
	Button 257: 
	Button 258: 
	Button 259: 


