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The Truworths International Ltd Group (the Group) comprises 
two trading segments (Truworths in South Africa and Office 
in the United Kingdom). The data reflected in this report 
is a summation of South African operations conducted 
through Truworths and YDE entities. The Group is committed 
to reporting not only its financial results but also its 
environmental, social and governance (ESG) performance. 
This report covers the social and environmental issues 
relating mainly to the Truworths operations in South Africa 
and the rest of Africa, that impact on our shareholders, 
customers, employees and broader stakeholder base. 
Governance is covered in the Corporate Governance and 
Application of King IV Principles 2020 Report available on the 
website www.truworthsinternational.com.

We recognise that there are additional benefits derived 
from sustainability reporting. By producing sustainability 
reports, transparency and accountability are enhanced 
and this contributes to sustainable development outcomes. 
Sustainability reporting enables companies to determine 
their material sustainability impacts and provides important 
information to stakeholders.

The Group is committed to ensuring that the decisions 
we make consider all our stakeholders including our 
shareholders, our employees, customers, suppliers 
and communities. This report is addressed to all our 
stakeholders. The activities outlined in this report reflect 
the Group’s initiatives in relation to its responsibility to its 
employees, society and the environment in which it operates, 
while remaining accountable to shareholders in terms of 
financial performance.

Our Social and Environmental Report tells only part of our 
story. For a comprehensive overview this report should be 
read together with the Truworths International Integrated 
Report 2020 for the 52 weeks ended 28 June 2020 and the 
Social and Ethics Committee Report 2020. We will publish 
our Carbon Disclosure Project results and report on the 
Group’s website in late 2020. CONTENTS
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Truworths International Ltd is an 
investment holding and management 
company based in Cape Town, South Africa. 
Its main operating companies, Truworths Ltd 
(Truworths, operating primarily in South Africa) 
and Office Holdings Ltd (Office, operating primarily 
in the United Kingdom), are leading retailers of 
fashion clothing, footwear, homeware and related 
merchandise. 

The Truworths business was founded in 1917 and the company 
has been listed on the JSE and on the Namibian Stock Exchange 
since 1998. The Truworths International Group is one of the 
leading retailers in Africa with 794 stores across the continent 
and 129 Office stores and concessions in the UK, Germany and the 
Republic of Ireland, together with a fast-growing online presence. 

The Truworths brand is synonymous with superior quality and 
aspirational fashion and is complemented by a portfolio of some 
of South Africa’s most desired apparel brands which have been 
developed over the past four decades. The 1980s saw the rapid 
expansion of the brand portfolio with the launch of Daniel Hechter 
under a long-term licence agreement (1984), Inwear (1986), 
Truworths Man (1988) and Truworths Jewellery (1989). In the 1990s 
further home-grown brands were launched, namely LTD (1992), 
Identity and Truworths Elements (1999). Ginger Mary followed in 
2004 and Hey Betty in 2011. 

Organic brand expansion has been supported by the acquisitions 
of Young Designers Emporium (2003), Uzzi (2006), Earthaddict, 
Earthchild and Naartjie (2015), while the acquisition of Loads of 
Living in 2017 introduced the Group into the homeware market.

Truworths International expanded into the northern hemisphere 
retail market in 2015 with the acquisition of the Office fashion 
footwear chain in the United Kingdom. The acquisition spread the 
Group’s customer base across developed and emerging markets, and 
diversified the Group’s product offering, sales, earnings and country 
risk profile.

Office London was introduced in South Africa in 2017 and the brand 
portfolio was further enhanced in 2019 with the launch of Context, 
an upmarket offering of fashion, beauty and homeware, and ID Kids, 
an extension of the Identity brand into kidswear.

Account 51%
Cash 49% R16.9bn

United Kingdom and 
Europe 14%

South Africa 82%

Rest of Africa 4%

Footwear 35%

Clothing and 
accessories 65%

R4.6bn Footwear 100%

R4.6bn Cash 100%

United Kingdom 92% 
Rest of Europe 8%R4.6bn

United Kingdom 88%
Rest of Europe 12%

Online/omni-
channel 44%

Store sales 56%

South Africa 97%
Rest of Africa 3% R12.3bn

Account 70%
Cash 30% R12.3bn

South Africa 95%
Rest of Africa 5%

794 
stores

Online/omni-
channel 1%

Store sales 99%
R12.3bn

Footwear 10%
Homeware 1%

Clothing and 
accessories 89%

South  
Africa 
(758)

Namibia 
(15)

Botswana 
(8)

Zambia 
(2)

Eswatini  
 (5)

Mauritius 
(2)

Kenya (2)

Lesotho (2)

Germany  
(8)

UK (114)Republic of 
Ireland (7)

Market positioning
Market-leading fashion retailer offering internationally inspired, superior quality, 
aspirational fashion clothing, footwear and related merchandise for ladies, men, 
teenagers and kids, and homeware in the mainstream middle to upper-income 
market.

Market positioning
Leading fashion footwear retailer in the UK for fashionable 16 to 25 year 
olds in the mid-level price range.

Brands 
Exclusively owned or licence-operated brands include Truworths, 
Truworths Man, Inwear, Identity, Daniel Hechter, LTD, Ginger Mary, Uzzi, 
Hey Betty, Earthaddict, Earthchild, Naartjie, Office London, Loads of Living and 
Context, and specialist chain YDE. There are many other smaller owned and 
licence-operated brands within the Truworths stores. In each case the brand 
presents a differentiated lifestyle of that category of fashion to the customer.

Brands 
Private label (owned) brands such as Office, Poste and Oki Kutsu, 
and major global third-party footwear brands, including Nike, Adidas, 
Converse, Dr Martens, Birkenstock, Timberland, Vans and UGG, sold 
through Office and Offspring outlets. Office owns and operates other 
in-house brands each of which presents a differentiated lifestyle of that 
category of fashion to the customer.

Store footprint
Retail footprint of 758 stores across all brands in South Africa and 36 stores 
in other African countries. The store network is complemented by an 
e-commerce platform which features most brands. 

Store footprint
Office has 129 stores in the UK, Germany and the Republic of Ireland, 
including 16 concession outlets in high-profile department store retailers. 

Accounts
Account facilities are offered to customers across all brands in South Africa, 
Namibia, Eswatini and Botswana. Truworths has 2.6 million active account 
customers.

Online retail
Fast-growing e-commerce business accounts for 44% of Office sales 
across a range of digital platforms. 

Retail  
sales

Cash: 
account sales 

Product 
mix

Store  
locations

Sales  
channel

United Kingdom 
and Europe 27%

South Africa 71%

Rest of Africa 2%

R16.9bn

923 
stores

129  
stores

R4.6bn

R12.3bn R16.9bn

Online/omni-
channel 13%

Store sales 87%

R16.9bn

ABOUT 
TRUWORTHS
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SUPPORTING OUR  
PEOPLE

STRENGTHENING OUR 
COMMUNITIES

ENSURING AN ETHICAL, 
EFFICIENT SUPPLY CHAIN AND 

QUALITY MERCHANDISE

MANAGING OUR OWN 
ENVIRONMENTAL 

FOOTPRINT

PERFORMANCE SUMMARY

*This number includes employees who participated in training during the period, but have since left Truworths. ** Lower than expected due to the COVID-19 lockdown.

Code of Ethics and Good Business 
Practice has been updated and approved 

by the Truworths board

Investments held to support socio-
economic development/charitable 

activities exceeded  

R205 million  
(2019: R206 million)

Total number of employees down to  

10 209  
through natural attrition (2019: 10 642)

Total measured carbon emissions 
92 469** metric tonnes  

in comparison to 104 552 in 2019 

Due to improved recycling of cardboard cartons, we 

scrapped less cartons in 2020  
(160 tonnes versus 396 tonnes in 2019)

Stores reused over five million plastic clothing 
hangers in 2020 (2019: seven million)

An external greenhouse gas verification 
assessment was concluded in 

August 2020

Reduced water consumption across 
our operations from 210 363 kilolitres in 2019 to  

200 815 kilolitres  
in 2020

Energy meters installed in  

508 stores  
(2019: 490) to monitor energy usage

Maintained Level 8 BBBEE status

10 329 of our South African 
employees participated in our training 

programmes (2019: 10 974)*

Increased merchandise 
donations to various 

charitable organisations, including 
The Clothing Bank and Nutidex, from 

206 760 units in 2019 to 

258 728 units  
in 2020

Truworths’ online sales continue 
to grow; we seek to minimise our 

environmental footprint by optimising 
sourcing algorithms and regional 

fulfilment nodes

A public policy in relation to 
manufacturing and safety 

guidelines and animal welfare is 
being developed

40
R121 m

Supported 40 corporate 
social investment projects in 
the period (2019: 43)

In South Africa black 
employees comprise  
93% of total employees  
(2019: 93%)

Female employees comprise 
73% of total employees 
(2019: 72%)

invested in skills development (2019: R149 million)
13 Plastic recycling programme 

implemented across 13 stores; 
11.4 tonnes of plastic 
collected for recycling since 
August 2019
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The South African government declared the pandemic a national disaster on 15 March and 
on 26 March the country entered a nationwide hard lockdown (level 5) for 21 days, which 
was then extended by an additional 14 days. The lockdown was gradually eased to level 2 in 
August 2020.

It is in this context that I set out to report on our progress, acknowledging that we were 
not able to deliver on all our plans due to the difficult operating environment. While the 
pandemic brought immense challenges for our business, I was heartened by how our team 
pulled together in this crisis, showing an extraordinary level of compassion and support 
towards colleagues and the communities in which we operate. It is at a time like this that 
we recognise the spirit that makes us proudly South African.

We acknowledge that there is mounting stakeholder and societal pressure to operate 
responsibly across the value chains and we remain steadfast in our commitment to 
sustainability. We recognise that sustainability is a business imperative, because without 
access to water, electricity and raw materials, it is not possible to produce the products 
we sell. Furthermore, regulations around waste water management, greenhouse gas (GHG) 
emissions, chemical usage and use of landfills are increasing. We believe that we need 
to set targets on environmental and social sustainability and we will continue to pursue a 
sustainable agenda.

We acknowledge that we are on a journey and that there is progress to be made. We will 
continue to refine our sustainability programmes, establishing clear plans, setting targets 
and quantitative performance measures. We are confident that we are making good 
progress and, importantly, that our employees are increasingly committed to supporting our 
efforts across our operations. 

Our progress is evident in Truworths once again being included in the FTSE4Good Index 
Series, FTSE/Russell’s flagship sustainable and responsible investment indices, which 
include companies with strong ESG practices. Truworths received an ESG rating of 4.2 in 
2020 (out of 5). We scored particularly well in the governance (5) and social (4.1) pillars and 
we achieved a 3.5 ranking in the environmental pillar. While we rank commendably against 
the top 5 global sector peers and fare very well on the governance pillar, we recognise that 
there is room for improvement on our supply chain score (part of the environmental pillar).

I am pleased to present our 
fourth Social and Environmental 
Report. It is important to acknowledge 
that 2020 has been a year like no other; 
the COVID-19 pandemic brought many 
countries, including South Africa, to a 
standstill as governments around the world 
worked hard to stop the spread of the 
coronavirus. 

MESSAGE 
FROM THE 
CHIEF  
EXECUTIVE  
OFFICER

MICHAEL MARK
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MESSAGE FROM THE CHIEF EXECUTIVE OFFICER continued

A CHALLENGING OPERATING ENVIRONMENT
Each year we set out our sustainability targets and report on our achievements. However, due to the coronavirus pandemic some of our plans for 
the year were delayed as resources were shifted to COVID-19-related matters. 

Truworths responded to President Ramaphosa’s call for all South Africans to ‘lend a hand’. Together with other members of the National Clothing 
Retail Federation (NCRF), we were proud to assist the Department of Trade, Industry and Competition (DTIC) and sponsored t-shirts and caps for 
healthcare workers testing South Africans for COVID-19. 

At Truworths we continue to strive towards integrating sustainability into the Truworths business model in the following ways:

MAKING A POSITIVE CONTRIBUTION TO THE 
DEVELOPMENT OF OUR SOCIETY
South Africa continues to face low economic growth 
and high unemployment. The weak exchange rate and 
tough economic outlook further support our decision to 
manufacture more of our products locally. This approach 
was even more evidenced during the pandemic, which 
severely strained our international supply chain as ports 
and airports were closed when the country went into 
lockdown. We already procure about 45% of our apparel 
from southern African suppliers and will continue to look 
for opportunities to grow and enhance this capability; 
in addition to growing local jobs it also has the added benefit 
of decreasing our carbon footprint and increasing speed 
to market. 

The health and well-being of all our employees is paramount. 
Following easing of lockdown restrictions, when the 
retail industry was opened up, we implemented stringent 
procedures across our operations to ensure the safety of 
our employees and customers. Please see the case study on 
page 15 for more information on how we prepared Truworths 
to operate during the pandemic.

We continued with our investments in socio-economic 
development and charitable initiatives in South Africa 
and in 2020 R10.9 million was distributed from our three 
corporate social investment (CSI) trusts (2019: R9.1 million). 
Investments held by the CSI trusts at the end of the reporting 
period totalled R205 million (2019: R206 million). Our projects 
are predominantly focused on improving healthcare and 
education in South Africa. 

REDUCING OUR ENVIRONMENTAL FOOTPRINT
Concerns about plastics, climate change and sustainable fashion continue to feature in headlines around the world. Our customers have high 
expectations of the quality of our products and our manufacturing standards, and maintaining their trust is critical. 

We recognise the impact the fashion industry has on the environment. While most of this occurs at the raw material production and input stage 
of manufacturing, which is out of our direct control, we are committed to placing more emphasis into input tracing in order to understand and 
improve environmental management practices along our supply chain. We have embarked on a programme to better understand our supply chain; 
unfortunately COVID-19 hampered our efforts this year, but we remain committed to pursuing this programme in the future.

We continue to manage our environmental risks, tracking carbon dioxide emissions and are pleased to report that there is zero carbon tax impact 
on the Group in the short term. An external GHG verification assessment was concluded in August 2020 and our full carbon disclosure project 
(CDP) Report will be available on our website later this year. We will continue to set targets to decrease emissions, and in time we will add to 
our list of measurable statistics and establish better controls to measure adherence to targets. See table 2 on page 27 for further information on 
performance to targets.

We have made strong progress on waste reduction, which includes reducing the packaging in our supply chain and reducing packaging materials 
and reusing hangers wherever possible. This saves us money, decreases our carbon footprint and improves efficiencies. Please read our case 
study for more information on our recycling efforts. 

Truworths is committed to reducing waste disposal in landfills as far as possible. In this regard the tight management of our inventory stocks, 
and the high quality standards applicable to our merchandise ensure that no surplus or poor-quality stock need to be disposed of in landfill 
sites. Furthermore, our business produces apparel items that are durable and lasting, rather than catering for the ‘throw away fashion’ 
market. Furthermore, we continue to build partnerships with organisations such as The Clothing Bank and Nutidex to recycle or reuse excess 
merchandise, customer returns and damaged goods, or convert fabrics into garments for resale. By donating to these organisations we 
are simultaneously offering assistance to the most vulnerable in society by providing them with warm garments to wear and, in the case of 
The Clothing Bank, potential sources of revenue for the micro entrepreneurs they support. Find out more about our efforts to reduce landfill in our 
case study on page 21.

Energy security in South Africa remains a challenge. The country faced significant power outages in 2019/2020, which impacted the ability of 
many of our stores to trade, particularly those within shopping centres with no backup power generators. We are continuing with our efforts to 
reduce our electricity demands and ensure we monitor our energy consumption across our stores and distribution centres, and look to actively 
reduce this where possible.

APPRECIATION 
I would like to thank our Sustainability Committee, 
under the chairmanship of Tony Miek, for the 
work they are doing to progress Truworths on our 
sustainability journey. I also extend my appreciation 
to all our employees who continue to be champions 
of our sustainability efforts and for their continuing 
efforts in helping to keep our workplace safe. 

We will continue to deepen our engagement with our 
suppliers to ensure that our supply chain meets our 
high environmental standards. We are committed 
to being a good corporate citizen as we strive to 
create an acceptable balance between our financial 
performance and our social, economic, governance 
and environmental responsibilities, and we will 
continue with our sustainability efforts as we look to 
reduce our impact on the environment further. 

Michael Mark
Chief Executive Officer

A Truworths team 
participated in building 
the Mandela Day Food 

Tin Mosaic at Clearwater 
in support of Leap Maths 

and Science Schools.
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HOW WE ARE 
SUPPORTING 
THE UN SDGs 
The 2030 Agenda for Sustainable 
Development, adopted by all 
United Nations member states 
in 2015, provides a shared blueprint for 
peace and prosperity for people and the 
planet, now and into the future. At its heart 
are the 17 Sustainable Development Goals 
(SDGs), which are an urgent call for action by 
all countries – developed and developing – 
in a global partnership. They recognise that 
ending poverty and other deprivations must 
go hand in hand with strategies that improve 
health and education, reduce inequality 
and spur economic growth – all while 
tackling climate change and working to 
preserve our oceans and forests. 

The SDGs provide a lens for companies to look at their impact 
on the world, both positive and negative. These guide our 
discussions in terms of where our operations have a negative 
effect on achieving these goals and how we can, through 
our sustainability initiatives, actively contribute towards 
achieving these goals. Through our business operations 
and our corporate social investment (CSI) initiatives we are 
supporting the achievement of at least seven of the SDGs. 

TRUWORTHS’ CONTRIBUTION

No poverty Good health and 
well-being Quality education Gender equality Decent work and 

economic growth

Responsible 
consumption and 

production
Climate action

Through merchandise 
donations to 
organisations like 
The Clothing Bank 
and Nutidex we are 
enabling unemployed 
people, predominantly 
women, to become self-
employed and, in doing 
so, eradicate poverty in 
their lives. Truworths 
has been a partner to 
these organisations 
and has provided over 
438 000 garments for 
resale (see case study 
on page 16 and table 3 on 
page 28).

Health is one of the focus 
areas of our CSI strategy. 

The well-being of our 
employees is a top 
priority for Truworths. 
We offer healthcare 
benefits to all our full-
time employees and core 
flexi-time employees 
with more than two years 
of service, through the 
Wooltru Healthcare 
Fund and Health4Me 
schemes including 
HIV treatment and 
counselling programmes 
(see page 14).

We support the Reach 
for a Dream Foundation 
in their programme to 
create a special place 
in paediatric wards 
for children with life-
threatening diseases 
(see page 16).

We, together with other 
NCRF members, provided 
caps and t-shirts for 
health workers, who 
were part of the national 
testing programme 
for COVID-19, to 
ensure that they were 
easily identifiable in 
communities.

Our donation to UNICEF 
during the pandemic 
went towards erecting 
water stations in schools 
without running water 
(see page 17).

In 2020 we invested 
R121 million in the 
training and development 
of our employees. 
R42.9 million of this was 
spent on recognised and 
accredited programmes, 
enhancing the formal 
qualifications of 1 308 
employees, including 
persons with disabilities.

Education is a key 
focus area of our 
CSI programme. This 
year we supported a 
number of education 
initiatives with a 
particular focus 
on infrastructure 
development 
(see page 16).

Empowering young 
women is key to our 
CSI and enterprise 
development 
strategy. We look 
to support projects 
and programmes that 
empower women. 
Further, over 73% of our 
employees are women 
(see page 17).

South Africa is a 
country with high 
unemployment, which 
is being exacerbated by 
a prolonged period of 
low economic growth. 
We are committed to 
responsible and cautious 
staffing strategies to 
ensure that we remain 
a stable employer in 
all economic cycles 
(see page 5).

We promote responsible 
consumption and are 
against the dumping 
of unsold garments. 
We partner with 
organisations that 
recycle or reuse 
damaged goods or 
convert fabrics into 
garments for resale. 
Materials associated 
with merchandise, 
notably hangers, plastic 
and cardboard boxes, 
are recycled or reused, 
where possible. We also 
continue to find ways 
to limit the packaging 
in our supply chain 
(see pages 19 and 20).

A number of initiatives 
have been implemented 
to decrease the carbon 
emissions associated 
with the transportation 
of our products 
(see page 22).

At a store level we are 
actively monitoring 
energy usage across 
our stores through 
meters, which enable 
us to better manage our 
energy consumption in 
real time (see page 22).
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Tony Miek has been Chairman of 
the Sustainability Committee at 
Truworths since we started our sustainability 
programme. The Committee is responsible for 
driving Truworths’ sustainability initiatives and for 
reviewing our progress. 

The Committee strives to develop practical guidelines around 
conserving resources, protecting the environment, improving social 
conditions, respecting human and labour rights, and empowering 
communities. It comprises individuals appointed by the Truworths 
board of directors and is mandated to establish and monitor 
Truworths’ sustainability strategy. The Committee is guided by the 
Sustainability Committee Charter, which was approved by the board 
in August 2019. In June 2020 the Truworths Environmental Policy and 
Management System was updated and approved by the board, it is 
available on the Truworths website  
www.truworthsinternational.com.

OUR APPROACH TO SUSTAINABILITY
What does sustainability mean for Truworths?
At Truworths we seek to achieve the right balance between meeting the 
needs of the business, the environment and of society. We have aligned 
our sustainability strategy with the United Nations (UN) Global Sustainable 
Development Agenda. Our sustainability efforts to date have focused on 
tracking energy use, monitoring water usage, and on waste reduction and 
recycling. We engage with industry experts, our manufacturing partners 
and logistics suppliers to drive out unnecessary costs and reduce resource 
consumption. We also ensure that we make a positive contribution to the 
development of our employees and on improving the communities we live 
and work in. 

How do you track your progress?
The Committee uses tools (including a Sustainability Dashboard and 
Scorecard) to prioritise risks and opportunities, and to measure and monitor 
sustainability initiatives. The Committee oversees our participation in 
the Carbon Disclosure Project (CDP), which has assisted the business in 
creating awareness and understanding of our environmental footprint 
(see table 1 for a detailed breakdown of our scope 1, 2 and 3 emissions).

We monitor the progress we are making by setting targets to decrease 
electricity and fuel consumption, and by measuring compliance. The Group 
has not set long-term quantitative targets to reduce operational GHG 
emissions because of current limitations on reliably measuring these 
emissions but plans to do so in the future. An external verification of the 
Truworths emissions was completed in August 2020. We are pleased to 
report that no material non-compliance with environmental legislation and 
regulation occurred in the reporting period.

What plans do you have to extend your impact? 
Our aim is to be more proactive around how we minimise our impact across 
the value chain. A starting point has been the update of our Supplier Code of 
Ethics and Good Business Practice (see page 20). Other areas in which we 
plan to increase our focus are the use of sustainable materials and improving 
our environmental footprint. We also want to increase transparency and 
strengthen supplier relationships and purchasing practices. 

OUR ENVIRONMENTAL 
SUSTAINABILITY JOURNEY 

TO DATE

Set goals:

Roadmaps:

Standards and policies:

Methods and follow-up:

Our vision is translated into 
concrete goals at Group, market and 
functional level.

These are strategic plans, targets 
and actions for reaching our goals. 

These ensure that our sustainability 
standards are executed in a 
consistent manner across business 
partners.

These are the processes, routines 
and methods we use to measure 
performance. 

Q&A WITH CHAIRMAN OF THE SUSTAINABILITY COMMITTEE: TONY MIEK
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We regularly review our operating environment to identify material issues. That is, those issues that have the 
most impact on our business and stakeholders, and which we need to take into account to ensure our sustainability and to create value 
over the short, medium and long term.

ADDRESSING ISSUES THAT ARE 
MATERIAL TO OUR SUSTAINABILITY

In the sections that follow we give more detail on 
how Truworths is working towards ensuring its 
sustainability. We do this by:

•  Supporting our people by committing to fair 
remuneration, transformation and employment 
equity, by offering training, developing talent and 
ensuring skills development, by ensuring freedom 
of association and fair labour policies, and by 
committing to health and safety in the workplace 
and employee well-being (see page 10).

•  Strengthening our communities through 
CSI programmes and initiatives, enterprise 
and supplier development programmes and by 
ensuring responsible lending (see page 16).

•  Ensuring an ethical and efficient supply 
chain and quality merchandise by 
monitoring the environmental impact of our 
supply chain and by putting in place codes to 
ensure fair labour practices and ethical sourcing 
and manufacturing (see page 19).

•  Managing our own environmental 
footprint through being more energy efficient, 
reducing waste and landfill, conserving water, 
and cutting carbon emissions across our 
operations (see page 22).

IDENTIFYING AND ADDRESSING MATERIAL ISSUES AT TRUWORTHS
This is the process we follow to identify our material issues in relation to sustainability and to put in place action plans to minimise their impact.

Identify the issues
Issues affecting Truworths’ sustainability 
growth were identified by considering the 
UN SDGs, indicators used by rating agencies 
for ESG purposes, researching domestic 
and international activities, assessing 
other retailers’ activities and listening to 
stakeholders’ feedback. 

Prioritise issues and establish focus areas
Issues are prioritised by considering their materiality for 
Truworths, as well as stakeholders’ expectations and overall impact. 
This process includes input from outside experts and internal 
divisions. Following deliberation by the Sustainability Committee, 
material issues are identified and prioritised. 

Three issues have been identified as material to Truworths when it 
comes to sustainability:

A Climate change

B Unsustainable consumption

C Inequality

 

Initiate and evaluate plans and projects 
to address material issues
Action plans, initiatives and projects are 
defined and assigned to members of the 
Sustainability Committee. These are then 
evaluated. 
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OUR 
FOCUS 
AREAS

10 Supporting our people 

16 Strengthening our communities

19 Ensuring an ethical, efficient supply chain and 
quality merchandise 

22 Managing our own environmental footprint 

9

T R U WO RT H S  I N T E R N AT I O N A L  S O C I A L  A N D  E N V I R O N M E N TA L  R E P O RT  2 0 2 0



SUPPORTING OUR PEOPLE 
TRANSFORMATION
Truworths is committed to transformation and 
meeting the objectives of the South African Broad-
Based Black Economic Empowerment (BBBEE) Act 
and Codes, as amended in 2015 and 2019 by the 
Department of Trade, Industry and Competition. 
We maintained our BBBEE Scorecard rating of 
Level 8 in 2020 (2019: Level 8). Truworths remains 
committed to improving its current BBBEE level in the 
year ahead by recouping the ground lost as a result of 
the amendments to the BBBEE Code and the impact 
of COVID-19.

The Transformation Committee, chaired by the 
Divisional Director: Internal Audit, Governance and 
Risk, meets quarterly to review progress relative to 
the BBBEE scorecard and general transformation 
activity. The Transformation Committee, with input 
from external consultants, makes recommendations 
to the Truworths board on opportunities to improve 
the BBBEE score and to highlight associated risks. 

Our success in engaging suppliers about their BBBEE 
status, and highlighting that BBBEE compliance is 
a requirement for a continued business relationship 
with Truworths, positively impacted our score. 
Positive improvement was shown in preferential 
procurement due to having black-owned suppliers 
and an increase in the submission of certificates. 
We also achieved a bonus point for job creation 
through our enterprise development initiative.

However, our BBBEE points declined in the Skills 
Development category, partly due to being impacted 
by the May 2019 amends to the Codes, which came 
into effect at the end of 2019.

This saw the decrease of points allocated for 
learnerships, an area in which Truworths has 
always been particularly strong and the introduction 
of a bursary target for higher education. Please 
see the table on page 28 for the results of our 
2020 verification process.

REMUNERATION AND RETENTION
Truworths’ remuneration strategies take into account Truworths’ financial and strategic performance, as well as the performance 
of teams and individuals. All management and specialised full-time employees are remunerated on total guaranteed packages 
(TGPs), which enable these employees to tailor their cash and benefits to suit their needs. In addition, tailored incentive 
structures are aimed at driving reward for performance in all areas across the business. Rewarding and retaining high-performing 
employees has never been more challenging, as there is a strong demand for talent in the market. There is equally a strong drive 
to contain costs and to protect jobs to ensure the long-term sustainable performance of the business and our ability to continue 
employing and rewarding people. Our challenge is to find the balance where all stakeholders are considered and benefit. 

We have continued to improve our benefits package for longer-serving flexi-time employees; we extended their benefits package 
this year to include a health insurance benefit. The benefit was introduced prior to the COVID-19 pandemic and could not have 
come at a more necessary and appropriate time for these employees who are generally employed in more junior level roles where 
healthcare benefits are often unaffordable. Since introducing additional benefits for our longer-serving flexi-time employees 
in 2015, employee turnover in this category has decreased from 54.1% to 36.9%. The average length of service of flexi-time 
employees has increased from 2.0 to 2.5 years. We regularly communicate the message that we need to prudently manage our 
business through good times and bad times, and that sustainable businesses make decisions based on longer-term strategies 
rather than short-term fixes. Our employees have appreciated the outcome of this philosophy, which is entrenched in our values 
and reward and recognition structures, and that, while there have been extensive retrenchments by other private sector 
employers, these have been minimal in Truworths. 

Due to normal business operations and trading pattern changes, 26 stores were closed in the reporting period with no resulting 
retrenchments as we were able to absorb all store employees into neighbouring stores. The one exception to this has been in 
Mauritius where we restructured our quality control function and regrettably retrenched two employees.

Through our human capital 
commitments we endeavour to create 
an environment that values diversity 
and ensures equal opportunity while 
respecting human rights. We provide 
skills development and training opportunities to 
facilitate career development for our employees 
and our initiatives include a strong coaching-
focused methodology. 

During COVID-19 a key focus has been on the financial and emotional 
well-being and stability of our employees. This, we believe, will in 
turn support the sustainability of our business through strengthening 
our engagement with our employees, which will positively impact 
employee retention and as a result succession plans will remain 
stable for the longer term. In support of this all directors, divisional 
directors and some members of senior management offered to 
donate up to 33% of their monthly remuneration for a period of up 
to three months to an internal fund to assist those employees in 
financial need during the pandemic.

Our key focus areas are:

•  ensuring our values are enshrined in our people;

•  maintaining the investment in training and development despite 
challenging trading conditions; 

•  investing in employees’ financial and emotional well-being to 
ensure sustained engagement levels; and

•  managing employee retention in a tough economic environment. 

The Truworths workforce comprises a core component of 
5 133 (2019: 5 193) full-time employees and a component of flexi-
time employees, whose working hours are dependent on demand. 
The number of flexi-time positions has been reduced from 5 218 in 
2019 to 4 889 in 2020 through natural attrition. Despite a difficult 
external environment, where there are high levels of retrenchments 
particularly in the retail sector, Truworths was able to minimise 
retrenchments as far as possible (there were two in 2020 compared 
to six in 2019). This was achieved by following a conservative, 
responsible and cautious approach to ensure that Truworths remains 
a stable employer for the many loyal and high-performing employees 
in the business, and to ensure long-term sustainability. See table 3 
for a detailed breakdown of our employee data.

African 7 465

Coloured 1 529

White 633

Indian 267

9 894  
SOUTH AFRICAN  

EMPLOYEES

R121m

10 329

INVESTED IN SKILLS DEVELOPMENT

SOUTH AFRICAN EMPLOYEES 
TRAINED

FEMALE

MALE

73%
27%
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EMPLOYMENT EQUITY
We implemented our new employment equity plan (the plan) in 
the reporting period, which will run until June 2024. The plan was 
developed after an extensive quantitative and qualitative analysis of 
the prevailing workplace profile and working environment, as well 
as through consultations with our Employment Equity Forums, 
our Social and Ethics Committee and Transformation Committee, 
prior to it being adopted by the board. 

The plan is not predicated on a growth in head count, so opportunities 
to transform our workplace profile to be more representative of the 
South African demographics will emanate from resignations and 
retirements. However, in the light of the economic impact of COVID-19 
the pace of transformation is likely to be impacted as we critically 
evaluate the necessity to replace roles, particularly at more senior 
levels. There were no external referrals of unfair discrimination in the 
reporting period.

We are pleased that black and female representation at top 
management level has increased; however, this negatively affected 
black and female representation at senior management levels, due to 
the promotion of these employees. Our focus remains on building 
a strong pipeline of black and female managers and we are seeing 
positive changes in this regard in the junior management category. 

In the reporting period the Department of Employment and Labour 
commenced consultations with various industry bodies with the aim 
of setting employment equity targets for the retail sector. 

2020 
%

2019 
%

 Goal 2024
%

Black representivity

Top management 6.2 0 25.0
Senior management 15 18.1 30.7
Middle management 37.7 41.0 44.7
Junior management 89.6 88.5 89.1

Female representivity

Top management 18.8 16.7 31.0
Senior management 52.5 46.6 55.1
Middle management 69.1 72.8 70.7
Junior management 77.3 76.8 77.1

Please refer to the table on page 28 for a detailed breakdown of our 
South African workplace profile.

TRAINING, TALENT AND SKILLS DEVELOPMENT
Our values aim to encourage employees to learn and share and there is a strong culture of guiding, 
coaching and mentoring throughout the business. In 2020, 10 626 of our employees participated 
in 193 training programmes; of these 10 329 were trained in South Africa. We are exceptionally 
pleased with this result as the impact of COVID-19 has severely impacted how and where we 
are able to train. We have had to find quick and innovative solutions to overcome these issues 
to ensure our training and skills development focus continues to ensure our succession pipeline 
is maintained. 

Our investment in training and development was R121 million (R149 million in 2019); the reduction in 
spend was due to COVID-19 impacting our ability to provide training and our employees to attend 
training. We continue to invest in training and development as it benefits the business by ensuring 
skilled employees are trained and ready in key areas and for roles across all levels. It has also 
enabled us to create opportunities for unemployed learners and youth, through the implementation 
of learnerships and internships, in entry-level positions.

We remain committed to maintaining an ongoing focus on addressing critical skills shortage areas 
within the retail environment, including retail managers, buyers, planners, garment technologists 
and IT specialists.

Most of our training programmes are developed and run internally, enabling a tailored, focused 
approach. This enables us to protect intellectual capital in the highly competitive retail market. 
Where required, specifically in highly technical areas, external training providers are utilised.

Our graduate programme is the main source of recruitment for our succession pipeline in the 
merchant area, and a large percentage of our senior managers are graduates of this programme. 
During the period 122 graduates participated in our merchant trainee programme, which aims 
to address the difficulty to fill critical skills areas in the business. The programme is targeted 
at developing professional competence in skills shortage areas such as merchandise buying, 
planning, designing, international sourcing, garment technology and risk. It combines theoretical 
and on-the-job learning; and a trainer and mentor support each trainee throughout the programme. 
Further enhancements were made to the graduate programme in the year to ensure it continued to 
add value and stay abreast of business and development trends. 

SUPPORTING OUR PEOPLE continued

Truworths also offers an internship programme, with 113 graduate interns obtaining valuable 
work experience in the reporting period. Another key programme is our bursary programme, 
which provides bursaries for select students who are studying in areas that have skills shortages 
such as fashion design and retail management and those studying towards a degree in finance 
and merchandise planning. The programme is designed to find and develop future talent for the 
graduate programme and supports our employment equity and transformation initiatives. Further, 
402 learners in entry-level positions completed a 12-month stores and credit programme and 
achieved a National Certificate in Wholesale and Retail Operations (367 in 2019).

Truworths continues to offer various focused leadership development programmes for managers to 
ensure succession in merchandise, operations and support departments. In 2020, 1 959 employees 
attended these leadership development programmes (2019: 1 742). The external executive coaching 
programme has been expanded and the application of the 360° leadership assessment survey 
remains a key tool used to develop new leaders as well as provide input for continued leadership 
development. 

We continue to collaborate with the Wholesale and Retail SETA (W&RSETA) on a number of 
initiatives including the International Leadership Development Programme (a 12-month intensive 
management programme aimed at senior managers); the Retail Management Development 
Programme (an operations-focused 12-month management programme aimed at junior and middle 
managers); the Learnership Programme (resulting in a certificate in retail operations) as well as 
internships and bursaries.

Our operations training modules are aimed at providing training related to business strategy and 
covering the key competencies required at the different job levels. The training modules also offer 
training to develop candidates for succession and included the implementation of accredited 
learning programmes, both in stores and in credit operations, to provide a pipeline for entry-level 
positions and store manager positions. The ongoing expansion of our e-learning initiatives in the 
store environment has moved beyond assessments and now includes short training interventions 
as well. 
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SUPPORTING OUR PEOPLE continued

EMBEDDING OUR VALUES

Office aims to be the world authority on fashionable footwear by offering 
a broad curated range of the latest ‘in-demand’ styles in an environment 
that our teams all contribute to making an out-of-this-world experience 

for our customers.

Youthful fashionable South Africans want to look attractive and feel 
successful and confident. Truworths entices them into exciting and 

visually appealing retail emporiums, which are staffed by passionate and 
knowledgeable team members and which offer wide ranges of curated 

and tasteful fashion of superb quality and intrinsic value. The ranges 
of unique aspirational fashionable brands are an innovative and 

adventurous blend of colour, fabric and fashion styling.

... FOR OUR EMPLOYEES ‘I am totally committed because my team members and I are encouraged to contribute innovatively, and celebrate and reward excellence in contribution.’ 

... FOR OUR SHAREHOLDERS ‘We are long-term investors in Truworths International because we trust in management’s capacity to execute innovative strategies which deliver significant value over time.’

... FOR OUR OFFICE CUSTOMERS
‘I love shopping at Office because I trust that they will help me look 
fashionable and be well informed on international fashion footwear 

trends. Office creates a world-class experience and is staffed by fashion 
footwear experts.’ 

... FOR OUR TRUWORTHS CUSTOMERS
‘Truworths helps me look attractive and feel successful and confident. Shopping at 

Truworths is exciting because it offers wide ranges of curated and tasteful fashion of 
superb quality and intrinsic value in retail emporiums that are visually appealing and 

are staffed by passionate and knowledgeable staff.’ 

Ce
leb

rate and reward excellence in contribution

New ideas are stimulated
Work in teams

En
co

ura
ged to learn and shareInnovation 
and passion

Rewards refl ect contribution
Invest in future potential

Open to learn and share

Co

ura
ge to contribute

Innovation 
and energy

OUR  
VISION

OUR  
VALUES

OUR  
PURPOSE
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Truworths’ purpose, vision and values permeate our corporate 
culture and underpin the human capital management strategy 
and our goal to be the South African retail employer of choice. 
These elements have been central in guiding the business through 
the current challenging trading environment and assisted us in 
navigating the impact of the COVID-19 pandemic. 

We endeavour to foster a culture of innovation and high 
performance by encouraging employees to share their ideas and 
by recognising and rewarding excellence. The business continually 
invests in attracting, developing and retaining talented employees 
who live our values and are ambassadors of our brand. 

We incorporate our values into everyday working life at Truworths 
through employee engagement, recognition programmes, 
performance reviews and employee development. We remained 
focused on embedding our values throughout the business during the 
period, to ensure that there is continuity and common understanding 
of how each person can contribute to growing the success of the 
business by living our values. 

Policies and programmes
Truworths has multiple policies and programmes in 
place to ensure all employees are aware of acceptable 
conduct that aligns with our culture and are aware 
of their rights. These elements combine to create an 
environment that stimulates and assists employees 
to contribute to the Group both in the short and long 
term, and assists in fostering open communication. 

The following policies are in place to guide employees’ 
conduct: The Business Ethics and Integrity Code 
(formerly the Ethics Code) outlines how our values are 
incorporated into expected conduct and highlights 
conduct that would undermine our values. This code 
is supported by several policies such as the anti-
fraud and corruption policy, which covers bribery, 
corruption, embezzlement, fraud, extortion and the 
abuse of power, and it prohibits the acceptance of any 
gifts from suppliers. Policies that support this code are 
available on the Truworths intranet that is accessible 
to all employees and the code is published on 
Truworths’ website at www.truworthsinternational.
com/investors/sustainability. 

Our Employment Equity Policy is supported by a 
non-discrimination policy and harassment policy. 
Although the Employment Equity Policy is specific 
to South Africa, the supporting policies cover 
all employees.

Rewarding excellence
We seek to recognise and reward excellence through 
various initiatives, for example: management teams 
nominate employees and teams for ‘CEO citations’ 
based on excellent performance, outstanding 
achievements or demonstration of high commitment 
to our values. An annual event is held at all major 
centres where the CEO acknowledges individuals 
and teams. 

Further, winners of Truworths’ annual ACE 
(Achievers of Continued Excellence) employee 
recognition programme would usually attend a 
three-day event in Cape Town, where they are 
given additional exposure to various aspects of 
the business as part of their ongoing development. 
However, due to COVID-19 the event was postponed; 
the 80 winners of this award will be invited to attend 
this event at a later stage. 

Instilling accountability 
Ensuring accountability is central to our business 
philosophy; as such we have various channels to 
foster accountability. For example, the anonymous 
Tip-Off hotline administered by Deloitte, which is 
available to all employees, provides a confidential 
reporting channel to escalate any instances of 
dishonesty, unethical behaviour, harassment or 
bullying. Rewards are offered to employees who 
report incidents that are found to have merit. 

Expectations around employee behaviour are clearly 
articulated in Truworths’ disciplinary code, which 
is communicated to employees during induction 
and is available on the intranet. While the majority 
of employees are great ambassadors of our values, 
our centralised employee relations department 
supports line managers in dealing with employees 
when they do not adhere to our values or the 
disciplinary code. Truworths has a zero-tolerance 
approach in cases where employees are found 
guilty of fraud or dishonesty, and ensures that fair 
processes are followed in arriving at dismissal and 
other disciplinary decisions. In 2020, 70 cases were 
referred to the CCMA and 93% of closed cases were 
awarded in favour of Truworths (2019: 66 cases and 
91% awarded in favour of Truworths). During the 
reporting period one Labour Court case was finalised 
in favour of Truworths (2019: one), resulting in us 
having a total of seven open cases outstanding at the 
Labour Court at the end of the reporting period.

While the aim of our grievance process is to address 
grievances informally where possible, a formal 
grievance process is available to employees. This 
process also supports employees in reporting sexual 
harassment and unfair discrimination. During the 
reporting period eight grievances were reported 
and no cases of unfair discrimination were referred 
externally, compared to 2019 when seven grievances 
were made, with no cases being referred externally. 

SUPPORTING OUR PEOPLE continued

Fostering open communication
Truworths is committed to disclosing all types of information and facilitating communication with various stakeholders through 
the publication of its Integrated Report, CDP disclosure, Social and Environmental Report, as well as company websites and 
internal communications. 

Truworths has multiple channels to enable open communication within the business. One such channel is an online channel 
that enables employees across the business to engage directly with the CEO, whether to send ideas or to raise issues 
anonymously. In 2020, 91 CEO ideas and issues were submitted (2019: 122). A total of 15 video broadcasts were distributed by the 
business in 2020 (2019: 13); these predominantly communicate pertinent trading information, new initiatives or training which 
supports our improved e-learning initiatives. Other channels include the Communiqué magazine, the store e-mail system and task 
manager. At head office the CEO and senior managers provide regular communications on business direction and performance. 
We host at least one operational road show each year. Approximately 1 000 employees usually attend the road show, which is 
aimed at enhancing communication, motivation, team cohesion and recognition amongst the store based employees. The CEO 
gives business updates twice a year and other business updates are circulated by e-mail.

Employee surveys are also conducted to elicit feedback from employees on pertinent issues. Engagement forums, including the 
Employment Equity Forum, meet quarterly to review the progress in relation to the Employment Equity Plan and to raise relevant 
issues. The credit operations and distribution centres’ employee forums meet monthly to discuss employee-related issues so 
these can be communicated to the relevant business units. 

Truworths also meets with the relevant recognised trade union, the South African Commercial, Catering and Allied Workers Union 
(SACCAWU), as required. A wage agreement was concluded with the involvement of the Commission for Conciliation, Mediation 
and Arbitration (CCMA) in late-July 2020 committing to an across-the-board remuneration increase of 4.9% for the year ahead. 
(See page 14 for further information.) 

Communicating during the COVID-19 pandemic
Due to the COVID-19 pandemic and resulting 
lockdown, new communication methodologies, tools 
and programmes were introduced to ensure clear and 
consistent messages were regularly communicated 
to staff. This was to improve their understanding of 
the disease, means of protection against COVID-19, 
measures in place to protect employees as well as 
general information and supportive messages to 
ensure a constant and open communication platform 
with all employees. 

1
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FREEDOM OF ASSOCIATION AND 
LABOUR STANDARDS
Freedom of association
All employees are made aware of their rights of freedom of 
association. Managers are trained on the right to freedom 
of association during the course of our employee relations 
training programme. We have a clear policy against unfair 
discrimination or victimisation of employees exercising any 
right to freedom of association. Trade union membership 
forms are available on the intranet, enabling employees to 
join or resign from the recognised union. The right to freedom 
of association is extended to the Group’s operations globally 
but there is no material union membership in other African 
operations and therefore Truworths only has a relationship 
agreement with SACCAWU in South Africa.

SACCAWU represents 9.4% (2019: 8.7%) of all South African 
employees. The slight increase in membership of SACCAWU 
can be attributed to the overall decrease in headcount 
versus increase in membership. 

We experienced one incident of unprotected industrial 
action in our credit environment in the reporting period. 
Furthermore, we have not had any material compliance 
orders issued by the Department of Employment and Labour.

Labour standards
Truworths is committed to valuing the rights of children as 
outlined in section 28 of the Constitution of South Africa, 
specifically designed for South African citizens under the age 
of 18. Truworths is furthermore committed to the legislative 
and moral principles relating to the prohibition of work by 
children under the age of 15 and forced labour. In this regard 
Truworths complies with laws within South Africa and other 
countries in which it operates.

The principles in respect of the employment of children aged 
15 to 18 are equally adhered to by Truworths and no child of 
such age may be required to do work that is inappropriate for 
their age or work that places at risk the child’s well-being, 
education, physical or mental health, or spiritual, moral or 
social development.

The Company Secretary, supported by his access to 
government gazette alerts and a network of professional 
bodies, is responsible for ensuring that the business 
and relevant senior management teams are informed of 
developments in legislation. In the labour arena, in addition 
to the support of the Company Secretary, Truworths ensures 
they remain abreast of developments in legislation through 
avenues such as the Retailers Association and the NCRF and 
the Namibian Employers Association. 

HEALTH, SAFETY AND EMPLOYEE WELL-BEING
Although the retail environment generally poses low health and 
safety risks, Truworths aims to ensure the safety of all employees 
and customers. The health and safety policy covers all employees 
and is the joint responsibility of head office and retail operations, 
with responsibility for health and safety assigned by the CEO to the 
Human Resources Executive.

The frequency of building evacuations and safety inspections, 
and the appointment of health and safety representatives, fire 
wardens and first aiders, are actively monitored through the health 
and safety compliance dashboard. External consultants support 
management in ensuring that all minor incidents and accidents 
are reported in accordance with health and safety regulations. 
Furthermore, the Truworths Risk Manager ensures that health 
and safety representatives are appointed at all locations and 
trained in health and safety matters. There were no serious or fatal 
workplace injuries in the reporting period. Please refer to page 28 
for more information on our health and safety outcomes in the 
reporting period.

Safety and security
We recognise that high levels of criminal activity pose a health and 
safety risk to employees in our stores and have measures in place to 
deter criminal attacks. This includes 24/7 armed response security 
available to all stores and 74.5% of our stores have outsourced 
security guards (71% in 2019); panic buttons linked to the armed 
response provider and mall security. We ensure that frequent cash-
in-transit collections are scheduled; the frequency is dependent on 
the volume of cash transactions and the risk profile of the stores. 
Access to high specification safes is controlled and dual key 
controls are in place. We issue frequent electronic reminders to 
operators to drop cash in safes and ensure regular communication 
with employees regarding limited access to cash.

Employee well-being
The well-being of employees is a priority for Truworths as well-
being is closely related to measures of productivity, retention, 
absenteeism and innovation. With the introduction of healthcare 
for flex-time employees, we are pleased that 60% of all Truworths 
employees have access to a healthcare plan (2019: 49%). Full-
time employees in specialised roles are members of the Wooltru 
Healthcare Fund as part of their TGPs. The fund offers employees 
a choice of three options and employees may register their 
dependants as beneficiaries. All members of the fund have access 
to a comprehensive HIV treatment programme, an oncology 
programme and additional chronic benefits, and are also eligible to 
join the Momentum Multiply programme, which offers reduced rates 
on gym memberships as well as other healthy lifestyle benefits. 
Employees are also able to increase their healthcare benefits with 
gap insurance cover, which is offered through Truworths. An annual 
benchmarking exercise is conducted by the Wooltru Healthcare 

Fund to ensure that the product offered to employees remains 
competitively priced and offers benefits that align favourably to 
those offered by open healthcare schemes.

Employees in core full-time roles as well as flexi-time employees 
with two years of service are registered with Health4Me. Health4Me 
is an insured healthcare benefit provided by Momentum Health. 
This primary healthcare benefit offers the employee unlimited day-
to-day access to a network of doctors and specialists, basic optical 
and dentistry offerings through various networks, and the provision 
of chronic benefits for prescribed minimum benefits. In addition 
members have 24-hour access to telephonic medical advice for the 
entire family through the ‘Hello Doctor’ service. Members also have 
access to a comprehensive HIV programme. This benefit is funded by 
Truworths and employees participating in the scheme are able to add 
their dependants as beneficiaries of the scheme at their own cost. 

Retirement and income replacement benefits
All specialised full-time employees have retirement funding as 
a compulsory condition of service and are either members of 
the Alexander Forbes Retirement Fund (AFRF) or the SACCAWU 
National Provident Fund (SNPF). Members of the AFRF are able 
to adjust their contributions and pensionable earnings annually 
to accommodate where they are in their life stage and retirement 
planning. 

Employees in both core and flexi-time roles qualify for membership 
of the AFRF after two completed years of service. The contributions 
for these employee types are fully paid by Truworths, with 
the employee having the option to make additional voluntary 
contributions. Further, Alexander Forbes offers financial planning 
support and employees nearing retirement age have access to the 
services of an independent financial adviser. 

Specialised and core full-time employees, who are members of 
either of the retirement funds, are also covered by an income 
replacement benefit. Core full-time employees with more than 
two years’ service also qualify for an income replacement benefit 
under the AFRF. This benefit becomes available in the event of 
temporary or permanent disability. There has been a decrease in 
disability claims, with 39 employees (2019: 48 employees) receiving 
this benefit in 2020. 

A rebroking exercise of the disability benefits under both the AFRF 
and SNPF was undertaken during the financial year and, due to 
the higher claim experienced over the prior year under the AFRF, 
the premiums were increased from 0.37% to 0.60% of annual 
pensionable remuneration, whilst the premiums under SNPF 
remained unchanged at 1.06%. 

Death benefit premiums under the AFRF remained unchanged at 0.76% 
(for a death benefit of four times annual pensionable remuneration) 
in respect of specialised full-time employees and 0.38% (for a death 
benefit of two times annual pensionable remuneration) in respect of 

SUPPORTING OUR PEOPLE continued

employees in the core full-time category. The death benefit premium 
for SNPF members reflected a decline from 2.6% to 2.3%, due to 
improved claims experienced from the Fund.

HIV treatment programmes
Based on the age and gender profile of employees at Truworths, the 
HIV prevalence rate is relatively low. The estimated HIV prevalence 
rate, calculated as the percentage of employees who are registered 
on our HIV programmes to the total number of employees on our 
healthcare programmes, is 3.9% (2019: 4.5%). In the reporting period, 
as part of our initiatives to maintain awareness of HIV and the 
treatment programmes on offer, we refreshed our training material. 
Wooltru Healthcare Fund and Health4Me offer comprehensive HIV 
treatment and counselling programmes to employees who disclose 
their status to the respective healthcare providers. 

Working hours and leave
Truworths adheres to legislative requirements pertaining to working 
hours, various leave types and overtime stipulations in both our 
South African and African operations. Full-time employees in 
store operations work an average of 41 hours per week, working 
every alternate weekend. Flexi-time employees work a maximum 
of 40 normal hours per week and their hours can be varied to 
accommodate other flexi-time employees who are not able to work 
when required due to study or family commitments. Head office 
employees work 37.5 hours per week, excluding an hour-long lunch 
break. We have a flexible hours policy with core hours being from 
09:00 to 15:30. Special working arrangements are also considered 
on an individual basis, taking into account the employees’ unique 
circumstances and the role they perform. Further, as a temporary 
measure to reduce staffing levels in our head office building during 
the peak of COVID-19, we have introduced variable shifting of ‘work 
from home’ or ‘work from office’ to ensure reduced head office 
building utilisation levels. 

In addition to statutory leave, management level employees and 
employees with more than five years of service are granted an 
additional week of annual leave per annum. Senior executives and 
directors are granted three to five days respectively above this. 
In line with statutory family responsibility leave employees are 
entitled to three days leave per annum, but the range of reasons 
that apply to family responsibility leave extends beyond statutory 
requirements to accommodate other needs such as illness of parents 
or other family emergencies. Our maternity leave policy enables 
employees to take six months maternity leave depending on their 
length of service; employees may qualify for a maternity allowance 
while on maternity leave. 

Our maternity and parental leave policy was aligned to changes 
in legislation, so in addition to six months paid maternity leave, 
employees who surrogate, adopt or become parents also qualify for 
additional leave aligned to the changes in legislation.
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SUPPORTING OUR PEOPLE continued

South Africa confirmed its first case of COVID-19 on 6 March 2020. Six days later the World Health Organisation declared COVID-19 a 
global pandemic. The South African Government declared the pandemic a national disaster on 15 March. With effect from midnight on 
26 March the country entered a 21-day nationwide hard lockdown, which was subsequently extended to a total of 35 days. 

Truworths recognised the need to prepare our workforce for the pandemic; our priority prior to the lockdown was on staff 
education. We introduced social distancing protocols early on, limited meetings and embargoed air travel in order to reduce the 
risk of the coronavirus on our business; we had no reports of positive cases affecting the business at this time.

During the hard lockdown we limited remote working to employees essential to business operations, including our COVID-19 
response team and some of our credit operations employees, who worked to assist customers with debt restructuring. 
Risk assessments were also completed for each of the operating environments, which enabled us to open almost all our stores on 
1 May, the day that Level 4 came into effect despite only having one day’s notice of the move from Level 5 to 4 when clothing retail 
stores could resume trading. 

Our head office resumed operations on 4 May with all employees returning to work either remotely or on a staggered work shift 
approach; this was a big shift for Truworths, as prior to the pandemic we did not have a work-from-home policy.

Communicating with our employees during lockdown was a priority focus for our CEO, Michael Mark. We used WhatsApp as 
a channel to provide educational support, as well as business updates, to all employees across our business. We also set up 
a dedicated e-mail address for employees to ask questions relating to COVID-19; this allowed us to respond effectively to the 
questions being frequently asked. 

At times difficult messages had to be communicated, we needed to provide guidance on what steps would need to be undertaken 
to mitigate the financial burden the pandemic and lockdown were having on operations. We introduced special measures such 
as staff account payment holidays and pension fund contribution freezes, and allowing employees to take leave in advance of it 
having accrued (negative leave) and utilise family responsibility leave. We also applied for the government’s Temporary Employer/
Employee Relief Scheme (TERS) and Unemployment Insurance Fund (UIF) benefits to reduce the financial burden of employees 
needing to take annual or unpaid leave over the period.

When employees returned to work at head office and in our stores, significant measures were put in place to safeguard 
their health. The emphasis was placed on all employees taking responsibility for both their own health and those that they 
interact with. 

We developed an App to guide all employees to symptom check and declare contact with people who have tested positive with 
COVID-19, prior to coming to the workplace. The App also provides guidance on managing coronavirus symptoms and it is used to 
screen visitors and contractors.

At head office persons entering the building have to have their temperature taken, wear a mask and sanitise their hands. 
Social distancing protocols are in place and we encourage employees to work from home if possible; alternatively, we stagger 
shifts. Temperature checking takes place at regular intervals during the day and in-person meetings are limited.

At a store level, all our employees have undergone training and have been provided with masks and sanitisers. Any garment 
returns, or items fitted in store, are steamed and isolated for 72 hours, before they are returned to the floor. 

In the instance that someone may fall ill or be exposed to someone with the coronavirus, there is a consistent approach to self-
isolating across the business and managing the return to work process. An additional leave type has also been introduced so that 
all employees have an additional week’s leave in the event of contracting the virus or needing to self-isolate. 

Managers across the business have been trained on risk assessments and compliance issues, and to date no stores or business 
units have been closed due to COVID-19-related regulatory non-compliance. 

OUR RESPONSE TO COVID-19 CASE  
STUDY

Inside the Dr Thandi Ndlovu Centre, Afrika Tikkun Arekopaneng Centre, Orange Farm.
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Truworths is committed to 
contributing to the society in which 
it operates. Through our Corporate Social 
Investment (CSI) programmes and initiatives we 
work with the communities in which we have a 
high concentration of stores and where we can 
make a positive impact. 

Through our programmes we seek to help beneficiaries achieve 
stable and sustainable growth, and encourage our employees 
to participate in outreach activities. Investments held for socio-
economic development/charitable activities exceeded R205 million 
at the reporting period-end (2019: R206 million).

STRENGTHENING OUR 
COMMUNITIES

CSI PROGRAMMES AND INITIATIVES
The activity of Truworths Involved, the banner under which 
we operate our CSI initiatives, is funded by investment income 
from three trusts that were established in the late 1990s. 
Investments held by the trusts at the end of the reporting period 
totalled R205 million (2019: R206 million), whilst R10.9 million 
(2019: R9.1 million) in total income distributions or commitments 
to distribute were made from the trusts.

The trustees of our CSI trusts are made up of both Truworths 
senior executives as well as independent trustees. The funding 
and activities agreed by the trustees are managed by Truworths 
employees to ensure there is synergy with the business and the 
business philosophy and purpose.

Our programmes focus on projects that support the upliftment of 
youth, women and children in the areas of education, health and 
social development, with a specific focus on empowering young 
women. Our preference is to focus on projects that have a major 
infrastructure component and to partner with organisations that 
make use of these facilities to run their programmes. We also 
take into consideration the location of the projects so that our 
distributions are spread geographically and are of benefit to 
communities where we have a strong customer and employee 
footprint, and as such the majority of our investments are within 
metro locations. Forty projects were supported in this period; 
further information about these initiatives is detailed below. 

Health
We believe that good health is our most valuable 
asset. Over the last 10 years we have invested just 
under R15 million in renovating State hospitals 
(see case study on page 18). The well-being of 
employees is a priority for Truworths; this has never 

been more important as we navigate the COVID-19 pandemic. We have 
implemented various protocols to ensure the continued health of our 
workforce (see COVID-19 case study on page 15) and continue to invest 
in our employees’ health and well-being through various initiatives. 
(See page 14.)

Truworths recognises the stress that families with sick children 
face. We have partnered with the Reach for a Dream Foundation for 
a number of years. This non-profit organisation fulfils the dreams 
of children fighting life-threatening illnesses. In December 2019 
we invested R450 000 in the first Dream Room at the Queen Nandi 
Regional Hospital in KwaZulu-Natal; the room and its playground are 
a special place within the hospital for children to play. Based on this 
successful collaboration, we have since committed to developing a 
similar room at the Kimberley Hospital; work on this will commence 
once the COVID-19 restrictions are lifted (see case study).

FOCUS AREAS

EDUCATION

Building knowledge and a strong foundation

EMPOWERING WOMEN

Empowering women to reach their full potential

HEALTH

Good health is our most valuable asset

SOCIAL DEVELOPMENT

Contributing to the upliftment of society

Education
Our education investments are focused 
primarily on improving infrastructure at 
educational institutions. We also provide 
bursaries and internships for learners and 
invest in programmes that support teachers.

We made various investments to improve educational 
infrastructure in the period, including investing R1.2 million in 
the construction of two new learning rooms for Afrika Tikkun 
in Orange Farm. Afrika Tikkun is focused on reducing youth 
unemployment by developing and uplifting young people 
from disadvantaged backgrounds. The new facility has been 
dedicated to Dr Thandi Ndlovu, a former non-executive director 
of the Group, who tragically passed away in August 2019. 
We have also committed to invest R1.7 million to improve the 
Afrika Tikkun early childhood development facilities at their 
Wings of Life Community Centre in Diepsloot.

We invested R730 000 to help establish the Lourier Primary 
school numeracy, literacy and counselling centre in partnership 
with the LifeMatters Foundation. St John’s Primary School 
received a donation of R285 000 to upgrade their literacy centre. 
We also invested R395 000 to establish a Shine Chapter at 
the Isaac Booi Primary School in Port Elizabeth. Recognising 
the importance of early childhood development, we donated 
R974 000 to Cotlands to help them establish a mobile toy clinic, 
which now provides services to 11 early learning centres in 
Mamelodi, benefiting over 400 young children. 

We donated R200 000 to Earthchild’s Teachers Wellness 
convention, enabling two hundred teachers, predominantly 
female, to attend the event. The event, which we have 
sponsored for the past three years, focuses on empowering 
teachers with the knowledge and skills they can use to improve 
their health and well-being, and better manage their stress.

In addition to our Truworths Bursary Programme, we provided 
two students with funding to attend private fashion design 
colleges. This initiative is funded through our CSI trusts and 
is aimed at identifying talent for our merchant programme. 
(See page 11 for more information on our bursary programme.)

The LifeMatters Foundation Centre at Lourier Primary School.

The opening of the Truworths Lenasia South Hospital Eye Centre.
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ENTERPRISE AND SUPPLIER DEVELOPMENT
The Truworths Enterprise Development Trust (the trust) was set up in 
2008 to assist and develop small and medium black-owned businesses 
in line with the objectives of the BBBEE codes. The trust is funded 
through donations totalling R6 million from the Group, and utilises 
the income earned on the investments financed by such donations to 
make grants to qualifying beneficiaries. 

In the previous reporting period grants were made by the trust to 
several of our local manufacturers to improve safety standards for 
children’s clothing. With the grants the manufacturers purchased 
metal detectors to eliminate the risk of undetected broken needles 
in garments. In the current reporting period the trust supported 
three local manufacturers that are important in our local supply chain, 
to purchase generators to eliminate downtime when power failures 
are experienced, and to acquire machinery used in production. 
The trust also purchased additional manufacturing equipment for a 
key supplier so they are able to extend their range of merchandise for 
the Group. Not only has this led to improving ‘quick response’ supply, 
but the initiatives have also created additional jobs in a sector where 
there is much job shedding and downtime. 

The trust concluded the funding of a fashion industry-focused 
entrepreneurs’ incubation programme with the Start-Up Hatchery that 
commenced in 2018. The programme has highlighted how challenging 
it is for start-up entrepreneurs to gain access to market and find 
competent cut, make and trim apparel manufacturers who can support 
them to reach the scalability required for larger retailers. Although 
none of the 20 entrepreneurs developed to the extent that they could 
contribute to the Group’s supply chain, they nonetheless benefited 
from the programme – learning business, financial and marketing skills 
with the benefit of one-on-one coaching from experts in the field. 
They were also given start-up funding for their ventures.

The Group provided enterprise development loan funding to a small, 
but strategically important, local clothing manufacturing business for 
working capital purposes, thereby preserving manufacturing capacity 
and preserving jobs.

The Group established a Supplier Development Fund (the fund) in 
2018 with an investment of R35 million. External consultants were 
appointed to assist with setting up a sustainable supplier development 
programme to ensure maximum business benefit from the funds 
available. The focus of the fund is on offering assistance and loans 
to black-empowered businesses in the Group’s supply chain. There 
are currently four suppliers who are benefiting from loans from the 
fund. The objective of the fund is to assist manufacturers to build their 
capacity, thereby developing the local supply base and ultimately 
to improve their efficiencies and profitability. The Group has had 
to change its emphasis due to the impact of COVID-19 to assisting 
these suppliers in staying afloat in these difficult times. COVID-19 
also impacted on the programme in identifying other deserving 
beneficiaries and the Group intends to catch up this ground in the 
forthcoming year. Planning to this effect is well under way. 

RESPONSIBLE LENDING 
Accounts have been offered to customers of Truworths since 
1955. With close on 65 years of account management experience 
Truworths has a good track record of responsible account granting 
and has shown, over decades, a commitment to combating over-
indebtedness. We unreservedly subscribe to the principles espoused 
in the National Credit Act and recognise that these principles 
contribute meaningfully to a sustainable credit industry in South 
Africa and to the long-term sustainability of our country.

We have stringent procedures in place to ensure responsible 
lending; as such all existing account customers must be scored 
monthly at one or more of the leading credit bureaus in South Africa. 
In addition to this all customers must be scored on a monthly basis 
using internal scorecards that determine the risk of the customer. 
These external and internal scores must be used to make any 
decision regarding the extension of credit and all customers 
requiring a new account facility or an increased account facility 
must be assessed by considering their track record.

Truworths maintains its strict risk criteria when considering new 
account applications. All new customers are informed of how they 
should manage their account facility, monthly communication is 
sent to all existing customers who have a balance ensuring they 
are aware of the amount they owe, when payment is due and the 
amount of interest charged if applicable. Should a customer fall 
into arrears, we make direct contact with the customer and an 
explanation is given as to the consequences of non-payment. A full 
explanation of the content of our account statement that is provided 
to account customers monthly is available on the Truworths website 
at https://www.truworths.co.za/staticpage/saleandgrantingcredit.

Social development
Our social development efforts focus 
on contributing to the upliftment of 
society as a whole. This year we donated 
R600 000 towards the upgrade of the 
Ikamva Labantu senior citizens centres; 

by upgrading their facilities, Ikamva Labantu are better placed 
to apply for grant funding from the Department of Social 
Development. We also invested R1.5 million towards the 
development of the Isibindi Safe Park in Soweto, which is a 
safe space for young girls and provides them with access to 
social workers, and vocational and life skills training. 

Our donation of R190 000 to the Etafeni Centre in Nyanga is 
being utilised to create a dedicated space for their children’s 
therapeutic programme. We also provided funding of R135 000 
to the Sisanda FunDaytion organisation; Sisanda provides 
recreational opportunities for disadvantaged children across 
various community centres and children’s homes.

Supporting other important initiatives
In addition to the programmes detailed above, a percentage of 
our funding is channelled to initiatives that we have supported 
for a number of years and for those programmes that are 
meaningful for our employees. For example, we also donated 
R10 000 towards a Mandela Day event, where our employees 
helped construct a mosaic using 20 000 cans of food. This food 
was then donated to local feeding schemes. 

We support various other programmes including the Amy Biehl 
Foundation, which received a R40 000 donation to help them 
improve their facilities. We provided baby equipment to the 
value of R17 000 to the ACVV Pikkieland Crèche. We donated 
R60 000 to the Meaningful Access Programme (MAP), whom 
we have supported for over 17 years. MAP enables children 
living with disabilities to attend cultural and art workshops. 
We also support our employees with differently abled children, 
by providing them with funding for academic or medical 
assistance. Further, we donated R80 000 towards the printing 
costs of the Cape Town Holocaust Centre’s training manuals – 
these form part of the Grade 11 Life Skills curriculum.

In support of UNICEF’s COVID-19 response, we donated 
R180 000 to UNICEF to help them erect water stations at 
schools, and to provide learners with sanitation packs and 
COVID-19-related training material for their families. 

Our Mandela Munchies, an employee-driven initiative, 
provides the Khayelitsha Special School with sandwiches 
on the first Friday of every month. More than 180 of our 
employees took part in the annual Blisters for Bread Walk to 
raise funds for the Peninsula Feeding Scheme. Our employees 
also generously contributed towards animal shelters and 
participated in monthly Blood Donor Drives. 

In addition to financial contributions and employee 
volunteering, Truworths donated 258 728 units of merchandise 
to various charities valued at over R34 million. Not only does 
this benefit these organisations and the individuals that rely 
on them, it also has an environmental benefit as merchandise 
is recycled rather than sent to landfill (see table 4 for more 
information on our merchandise donations).

Further, employees are encouraged to participate in CSI 
activities and are able to nominate beneficiary organisations. 
Operational divisions are allocated budgets to select 
a beneficiary to sponsor for the year. The following 
organisations benefited from employee nominations in the 
period: Project Life, Women Against Rape, Mdzananda Animal 
Clinic, Pink Drive, Love Story, St Laurence Children’s Haven, 
Martha Hofmeyer, Morester Child and Youth Care Centre, 
and Leamogetswe Safety Home.

STRENGTHENING OUR COMMUNITIES continued

Empowering women
We aim to have a positive impact on 
the lives of women through all our CSI 
initiatives. Our partnership with The 
Clothing Bank and Nutidex, whose mission 
is to empower unemployed people, mainly 

mothers, to become financially and socially independent, is a 
key programme that is delivering on this commitment (please 
refer to page 21 for more information on The Clothing Bank). 

Truworths stands against gender-based violence in all its 
forms. In 2019, we pledged R150 000 towards the fight against 
gender-based violence. Five organisations, namely POWA, 
Rape Crisis, The House Group, The Social Makeover and 
Pink Ladies, received funding through this pledge. 

Beneficiaries of The Clothing Bank. The opening of the LifeMatters Foundation Centre at Lourier Primary School.

Ikamva Labantu senior citizens centres.

17

T R U WO RT H S  I N T E R N AT I O N A L  S O C I A L  A N D  E N V I R O N M E N TA L  R E P O RT  2 0 2 0



Health is one of Truworths’ four CSI focus areas. Over the last decade our focus has shifted from giving smaller contributions to a 
number of projects to making substantial donations to projects where we believe we can have a significant impact. 

Our focus is also on tangible ‘bricks and mortar’ investments, primarily in hospitals. The reason for this is that it enables 
Truworths to have our desired impact through a once-off investment.  Our projects have been able to significantly improve the 
patient experience and conditions for the medical staff in these hospitals. The work we have done has included the building of 
paediatric wards, the renovation of trauma areas as well as improvements to waiting, reception, nurse and outpatient areas. 

Since 2010 Truworths has invested close to R15 million in upgrading hospitals, with the ambition being to invest in at least one 
hospital per year. Our CSI efforts are focused on communities where we have a strong customer base and store footprint; 
therefore our healthcare investments have been largely focused on metropolitan locations, with the intention to invest in all 
provinces over time. 

In 2019 we partnered with Reach for a Dream, a non-profit organisation (NPO) that works with children with life-threatening 
diseases, on their new Dream Room programme. Our collaboration with this well-known NPO on this programme has been an 
excellent fit to our focus on tangible investments. It seeks to provide sanctuaries for children and their parents, who often have 
to spend extended periods in hospital. We completed one Dream Room at Queen Nandi hospital (R450 000) in 2019 and had 
hoped to complete another in Kimberley this year (R550 000). This will be completed as soon as COVID-19 restrictions allow for it 
to happen.

INVESTING IN HOSPITAL INFRASTRUCTURE CASE  
STUDY

STRENGTHENING OUR COMMUNITIES continued

All images: Dream Room Queen Nandi Regional Hospital, Empangeni.
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When we look at our sustainability 
efforts, we need to bear in mind 
that each garment we sell has a 
life that starts before it reaches our 
distribution centres and continues 
on after it leaves the store and is 
worn by our customers. Each stage of the 
product’s life presents opportunities and risks for 
our business and environment. 

Fully understanding and managing the upstream risks in our business 
is a relatively new area of engagement for Truworths. We aim to 
establish ownership and action plans in a bid to proactively remedy 
issues pertaining to the environment, labour practices, health and 
safety, and business ethics in our supply chain.

Our aim is to build a team of business partners that are integrated 
and synchronised with our business and values. We fully recognise 
that considerable work is still required here. We will commence 
environmental and social audits of some of our suppliers’ facilities. 
The intent is to learn and to create a culture of transparency. 
We understand transparency to be our willingness to be 
accountable to all stakeholders. In so doing we will identify social 
and environmental issues and risks in the supply chain and hold 
stakeholders accountable and act as a starting point for suggesting 
and initiating changes. 

Our ambition over time is to seek greater insight into the sourcing of 
raw materials and fibres and in the future to provide consumers with 
the ability to make more informed decisions at point of purchase.

ENSURING AN ETHICAL, EFFICIENT SUPPLY CHAIN 
AND QUALITY MERCHANDISE 

The environmental impact of the fashion industry is significant, 
with the apparel industry responsible for a substantial 
percentage of global emissions, landfill and water pollution. 

Truworths measures its supply chain impact on the climate 
and seeks in time to expand this to include water usage, 
chemical management practices and use of sustainable fibres 
and yarns. 

The type and severity of impact that an item of clothing has on 
the environment depends significantly on the materials from 
which it is made. Cotton, polyester, neoprene and recycled 
fibres are made and processed in very different ways and 
require different solutions to mitigate their effects on the 
environment. Synthetic fibres, used extensively by Truworths, 
are made from plastics and create high GHG emissions 
during production. Both natural and man-made fabrics 
have an impact on the environment and can be measured 
differently. Irrespective of the garment material, chemical 
use, water usage and the treatment of waste water are vital 
considerations when managing input facilities such as dyeing 
and finishing facilities. 

Our suppliers and business partners are required to make a 
commitment to good environmental practices and to comply 
with all environmental laws of the countries in which they are 
registered or operate, and all applicable international laws. 

This commitment includes the following principles:

•  All necessary environmental permits and licences must be 
obtained

•  Chemicals must be handled and used responsibly and 
lawfully

•  Water must be used efficiently 

•  All outgoing waste water must meet and exceed waste 
water quality standards of the domestic legislation and all 
applicable international laws

•  All waste, and in particular hazardous waste, must be 
treated in a responsible manner and in accordance with 
domestic legislation and all applicable international laws

Truworths does not currently require suppliers or business 
partners to either report on or target reductions in their 
environmental impacts. Truworths does, however, recognise 
that managing the impact on the environment by its suppliers 
constitutes a further phase of development of the Truworths 
environmental policy in relation to its supply chain.

Access to raw materials
Truworths is committed to reducing the environmental impact 
of our products and services. Our products are made of a wide 
variety of fibres including natural cellulosic fibres, like cotton 
and linen, synthetic fibres like polyester and spandex, and 
pulp-based man-made cellulosic fibres, like rayon. We place a 
particular focus on cotton, given its importance to many of our 
products and water-intensive production processes. 

Chemical usage
Truworths has put in place a restricted substance list (RSL) 
where we are aware of particular risk areas. This defines the 
permitted levels of chemical content and chemical exposure 
to final products being produced. 

Water
Water is a critical natural resource for our business. It is used 
to cultivate raw materials like cotton; it is consumed in the 
mills and laundries that manufacture our products; and is used 
by customers to wash their clothes. It’s also critical to the 
health and well-being of the people who make our product, 
the majority of those being women. Considerable work is 
required here on using water more efficiently in product 
design and manufacturing, eliminating water contamination 
and promoting education about water. The Truworths water 
strategy is currently focused on limiting the use of this scarce 
resource at our head office and distribution centres.

MONITORING THE ENVIRONMENTAL IMPACT OF OUR SUPPLY CHAIN
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OUR COMMITMENT TO AN ETHICAL 
SUPPLY CHAIN
The Truworths model encourages enduring, strong 
relationships with domestic and offshore factories. 
In assessing whether to commence and/or continue business 
dealings, we take a long-term view by evaluating cultural fit, 
and technological and manufacturing expertise. We expect 
our partners to apply global best practices in quality control, 
strict adherence to prevailing labour management, worker 
safety, and environmental impact reduction. 

The Code of Ethics and Good Business Practice
Truworths’ Supplier Code of Ethics and Good Business 
Practice (the Code) has been updated and approved by the 
Truworths board and by the Truworths International Social 
and Ethics Committee. 

The Code requires suppliers to commit to social, ethical 
and environmental standards, including labour conditions, 
health and safety, and environmental management. The Code 
specifies the minimum ethical, social and business practices 
and standards that Truworths requires of its suppliers and 
business partners. The prescribed practices are based on 
extracts from internationally agreed standards such as the 
Universal Declaration of Human Rights, the United Nations 
Convention on the Rights of the Child, and International 
Labour Organisation conventions. Truworths also believes 
that the Code is sufficiently aligned with the requirements 
of the UK Modern Slavery Act. The Code is communicated 
in the international supplier terms of trade agreement that 
is concluded with all international suppliers with whom 
Truworths engages directly. A similar Code is communicated 
in the domestic supplier terms of trade agreement concluded 
with all local suppliers. Merchandise is also procured 
via local agents representing international suppliers and 
Truworths’ terms and conditions, including the Code, are 
applicable to such purchases. 

Truworths believes that audits will create a better 
understanding of the worker conditions and the 
environmental impact of individual suppliers. Truworths will 
use available third-party audits in order to assess adherence 
to the Code, and plans to undertake its own internal audits in 
the medium to long term. 

Operating in a digital world
As our operating environment becomes increasingly digital, we are 
cognisant of the impact this new norm will have on the environment 
and are working to ensure that we are mindful to limit negative 
impact as far as possible. Whether clothing is bought via ‘bricks 
and mortar’ stores or purchased online, the merchandise needs 
to move from the manufacturer to the retailer to the customer. 
In Truworths’ case customers regularly select to ‘click & collect’ 
their order from a Truworths store. This means that Truworths 
transports the merchandise to the store and the customer travels 
to the store to collect it – just as would be the case if the customer 
came to the store and bought the merchandise without using a 
digital channel. In order to minimise the environmental impact 
of digital commerce in this case, a business must ensure that its 
e-commerce product sourcing for customer orders to a store is as 
efficient as possible. This is a key focus for Truworths. For orders 
where customers request delivery directly to their home or work 
address, courier routing tends to be efficient and with the customer 
saving a trip to the store, the environmental impact can be less than 
normal shopping in store (many single trips by individual customers 
to stores versus one connected trip by a courier from their depot to 
multiple customers).

E-commerce
Truworths’ online sales volumes doubled in the year ended 
June 2020, over the previous year. We shipped over 300 000 units 
to customers who ordered from the Truworths website in the past 
year. This has an impact on outbound logistics as well as the future 
of retail outlets, employment and the supply chain. Online retail 
places more pressure on freight, and carbon emissions. Truworths 
is working on minimising the footprint created by e-commerce 
primarily by optimising the sourcing algorithms to ensure that 
existing transportation routes are used, and existing courier trips 
are used. In addition, regional fulfilment nodes will shortly be used, 
ensuring that goods ordered by customers travel as little additional 
distance as possible. 

Data and technology
Digital information helps us align delivery of products with demand, 
thereby using raw materials, energy, human and business resources 
more efficiently. Ready access by all to data offers real opportunities 
(and threats) in integrating sustainability into the business. Digital 
technology brings together individuals, companies and countries; 
it facilitates traceability across the supply chain, from material 

ENSURING AN ETHICAL, EFFICIENT SUPPLY CHAIN AND QUALITY MERCHANDISE continued

sourcing to manufacturing processes to final consumption. 
Truworths understands that data is a key tool to drive interventions 
for positive change. An example of this is the systematic reduction in 
the use of paper-based communication to customers. This reduces 
the use of paper and reduces the environmental impact of postage. 
The ability to use data to track the business benefit of these 
practices enables us to drive down our impact on the environment 
while maintaining key business performance metrics.

Data privacy and protection
The growing importance of information and information analytics 
to the future success of the Group is appreciated. We accordingly 
subscribe to the global trend of protection of the Group’s and all 
its stakeholders’ information. Information privacy and security 
of customer, employee and supplier information is endorsed by 
the Group’s Business Ethics and Integrity Code. Initiatives are in 
place, and are consistently assessed, to protect such information 
at all stages of its life cycle. We are committed to taking whatever 
steps are necessary both from a legislative requirement and ethical 
perspective to ensure that Truworths is recognised as a Group which 
protects the information of all its stakeholders. The Group has a 
governance process in place to ensure the continuous improvement 
of information security. This process is overseen by a committee 
of the Truworths board that is responsible for the continuous 
review of risks associated with the protection of information and 
the implementation of risk mitigation plans. A formal, prioritised 
improvement plan is used to direct resources and the progress of 
the improvements is reported to the Risk and the Audit Committees. 
The recent enactment of the Protection of Personal Information Act 
in South Africa, for coming into operation in July 2021, has served to 
refocus management’s initiatives on information security protocols, 
policies and processes, particularly where the personal information 
of customers is processed by third parties.

Ensuring safe, quality merchandise 
Truworths aims to retail high-quality, fashionable, sustainable 
merchandise using the just-in-time approach supported by 
an efficient logistics network. We are committed to ensuring 
the merchandise in our stores complies with our stringent 
manufacturing guidelines.

Truworths provides guidelines to assist manufacturers, buyers 
and garment technologists as to the safety requirements expected 
in the manufacturing of garments, ensuring that our internal 
procurement procedures and processes result in garments that 

are fully compliant with their intended purpose. When new 
suppliers and buyers are brought on board workshops are 
conducted on safety requirements by the quality control 
department, and additional training and coaching is available 
for existing and new suppliers. Truworths also engages with 
internationally accredited auditors to test the operational 
efficiencies of our laboratories. 

Ensuring safe merchandise is especially relevant when 
manufacturing children’s apparel and accessories. 
Such merchandise can often be used in ways other than 
its intended use, especially with small children, and 
extreme caution must be taken to prevent strangulation 
or entanglement of the child. Truworths’ suppliers are 
responsible for ensuring that children’s safety is not 
compromised in any way from design stage through to quality 
inspection procedures during the manufacturing process. 
Truworths’ manufacturing safety guidelines are posted 
to a portal and suppliers are required to download these, 
thereby assuring knowledge and assuming ownership for the 
safety requirements. Truworths intends to consolidate its 
requirements into a public policy soon. 

Animal welfare policy
We believe that it is unacceptable to harm animals in the 
manufacture of our clothing, footwear, homeware and 
accessories and we prohibit animal fur in our products. 
As a business we do not trade in or buy exotic skins. 
The cosmetics we supply are sourced from reputable 
international brands with high standards when it comes to 
animal welfare. Truworths intends to have a stand-alone 
public policy on animal welfare in place soon. 
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Globally it is estimated that 80% of discarded garments end up in landfills, which can take hundreds of years to decompose. 
Recognising the pressing need to prevent discarded garments from reaching landfills, Truworths has various successful 
initiatives in place to ensure that garments and fabric not suitable for sale are repurposed where possible. 

While we acknowledge that the life cycle of many garments eventually concludes at landfill, Truworths has actively initiated 
processes to lengthen the lifespan of our merchandise, reducing landfill as far as possible, and simultaneously offering 
assistance to the most vulnerable in society by providing them with warm garments and a potential source of revenue.

Truworths merchandise, which is damaged in our stores or is defective and returned by customers, is either donated to various 
charities or sold to informal (and formal) traders at low prices. Similarly, damaged or returned faux jewellery and accessories 
are also donated to charity or sold to traders. The traders then repair the damaged items and sell the merchandise in the informal 
sector. This process provides employment opportunities for largely unskilled traders and a revenue stream within disadvantaged 
communities. Remaining metres of fabrics are also donated to charity where the fabric is converted into garments and homeware 
soft furnishings and sold. This generates a revenue stream for mainly female seamstresses from disadvantaged communities. 

A significant recipient of our donations is The Clothing Bank. This organisation provides previously disadvantaged and 
unemployed people, especially women, with the opportunity to start small informal retail trading businesses by buying and 
reselling merchandise, enabling them to earn an income. Since inception more than 3 660 women have been part of the 
programme, which currently provides support to 791 female micro entrepreneurs across five branches in the Eastern Cape, 
Western Cape and Gauteng. Over its 10-year history The Clothing Bank has revived 10 million items of clothing waste, helping to 
extend the life cycle of these items and stop them from being sent to landfill. 

Truworths has been a partner to The Clothing Bank for three years, providing them with over 87 349 garments for resale in 2020 
(2019: 49 970). In 2020 we donated over 60 823 metres of fabric (2019: 83 677 metres) to their seamstresses. The decrease in the 
amount from the previous year was due to having less fabrics available for donation. This year we also donated 8 884 smaller 
items to The Clothing Bank, comprising costume jewellery, accessories, shoes and Loads of Living products. We also donated 
65 244 garments to Nutidex (under our enterprise development initiative with The Clothing Bank), 927 items to Fisantekraal Centre 
for Development and 96 324 items to other charitable organisations. See table 3 on page 28.

While our main focus is on preventing merchandise from reaching landfills, Truworths also donates obsolete PC equipment and 
office equipment to charities.

REDUCING LANDFILL CASE  
STUDY

Beneficiaries of The Clothing Bank.

ENSURING AN ETHICAL, EFFICIENT SUPPLY CHAIN AND QUALITY MERCHANDISE continued
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Truworths is committed to managing 
its environmental footprint in terms 
of how it moves products from 
supplier facilities to distribution 
centres and on to stores or directly 
to customers. We also work to reduce 
our environmental impact across our building 
infrastructure, which includes our head office, 
head office extension, our distribution centres 
and the stores we lease. We focus on improving 
energy efficiency, decreasing water consumption, 
managing and recycling waste and on reducing 
paper usage.

MANAGING OUR OWN  
ENVIRONMENTAL FOOTPRINT 

ENERGY MANAGEMENT INITIATIVES
Truworths recognises that, over time, energy costs will continue 
to increase but that there are a number of opportunities available 
for meaningful cost reduction and avoidance through better energy 
management. 

Metering
Truworths actively monitors energy usage across its stores to 
achieve its reduction goals. By the end of June 2020 energy meters 
had been installed in 496 stores in South Africa. In total, 63% of 
South African stores are metered and all new and refurbished stores 
are metered. Management also has the ability to identify any store 
with unusual energy patterns (for example, where lights have been 
left on overnight) and to rectify this situation. 

Renewable energy
Truworths recognises the importance of renewable energy sources 
like wind, solar and geothermal. As most stores are located in malls 
there are limited opportunities for securing alternative sources of 
power. Similar constraints are encountered with leased premises.

At owned locations such as the head office and distribution centres, 
innovative solutions are being pursued with regard to solar and 
natural light. We have also implemented a project to install heat 
pump technology and solar water geysers at head office. At the 
75 on Plein head office extension we have implemented a number of 
initiatives to save energy including light emitting diode (LED) lighting, 
motion sensors and double-glazing.

Lighting retrofit
LED lights are installed in all new and renovated stores across all 
brands. A total of 128 stores now have LED lighting. LED lighting 
improves both the quality and level of lighting, while reducing the 
wattage per square metre by an estimated 4W/m² as well as the 
maintenance costs to the business. In the period LED lighting was 
installed in 40 additional stores as part of the store development 
programme. The savings achieved as a result of replacing these lights 
is estimated at 1 544 146 kWh. LED lighting has reduced our energy 
consumption by at least 20% compared with metal halide lighting, 
reducing carbon emissions by 1 590 tonnes (since we commenced our 
LED retrofit project), and reduced our store operating costs by nearly 
R3 million in the 2020 financial period.

LOGISTICS AND TRANSPORTATION
Logistics and transportation represent a sizeable 
portion of the overall Truworths carbon footprint. 
We are committed to optimising our transport and 
logistics processes (in terms of environmental 
compatibility and resource efficiency) over the 
entire supply chain. Our focus is on reducing the 
emissions and costs from transporting our products, 
both inbound to and outbound from our distribution 
centres.

In relation to inbound freight (i.e. from factory to 
distribution centre) consideration commences 
at the product development stage. We work on 
product and packaging optimisation in terms of 
weight and volume, provided this is possible, without 
compromising the performance standards required 
for transporting our products effectively. We use the 
optimal mix of shipping options based on speed, cost 
and sustainability.

In order to decrease weight and/or carbon footprint 
we are committed to efficient container usage, 
ensuring high fill rates and, where possible, the use 
of larger containers. We seek to rationalise the 
number of ports used by ensuring the most direct 
route through the use of a single freight forwarder 
and also consider hybrid transportation models 
where feasible. We also seek to combine transport 
through partnering with other manufacturers who 
share the same logistics provider. Outbound logistics 
(i.e. from distribution centre to store) is optimised by 
sharing transportation with other domestic retailers. 

We have a methodology in place to calculate the 
carbon emissions for every kilogram of freight 
transported. This takes into account the distance 
from origin to destination and the mode of 
transportation.

ENERGY CONSUMPTION
Overall our energy consumption, which includes our energy usage 
at head office buildings, stores and distribution centres, decreased 
during the period. It is difficult to make proper comparisons on 
the previous period due to the fact that there was little or no 
consumption during the five-week COVID-19 lockdown period. 
See table 2 for five-year comparable figures of energy consumption 
at Truworths. 

Consumption
 in hourly 

Wh/m2

Targets set 
for hourly

 Wh/m2

Consumption
 change on

 previous
 year 

Head Office 

FY ’16 13.76 13.00

FY ’17 13.27 13.00 (4%)

FY ’18 12.72 12.60 (4%)

FY ’19 12.29 12.30 (3%)

FY ’20 11.29 12.30

FY ’21 11.00

Stores 

FY ’16 21.48 21.44

FY ’17 21.39 21.44 –

FY ’18 20.55 21.30 (4%)

FY ’19 22.62 20.50 9%

FY ’20 18.32 20.50

FY ’21 20.00

Distribution centres 

FY ’16 3.44 3.35

FY ’17 3.37 3.35 (2%)

FY ’18 3.48 3.35 3%

FY ’19 3.22 3.35 (7%)

FY ’20 3.14 3.35

FY ’21 3.35

WATER 
Truworths recognises its responsibility to encourage responsible water consumption, especially in a water-scarce country like South Africa, 
which has been plagued by severe droughts in recent years. Truworths has a number of initiatives in place to create awareness and reduce 
consumption. This includes monthly managing, tracking and reporting of water consumption at all facilities and stores, restricting water flow 
from taps, decommissioning hot water taps, providing hand sanitisers to replace soap and water, and installing waterless urinals. Truworths uses 
underground borehole water to flush toilets and has shut down its head office car wash facility to conserve water. We also continue to circulate 
communications encouraging employees to save water. In the reporting period we reduced our overall water consumption at the head office to 
200 815 kilolitres from 210 363 kilolitres in 2019. See table 2 on page 27 for our water consumption data.
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REDUCING AND REUSING PACKAGING, 
PLASTICS, PAPER AND LANDFILL 
Truworths is committed to using less packaging and reducing 
waste. We have various initiatives in place to reduce, 
reuse and recycle. Please see the case study on page 21 
for more information on how we are working to reduce our 
environmental impact. 

Packaging 
Rationalising the use of packaging has a significant impact 
on both the environment and on Truworths’ operating costs. 
We seek to minimise the packaging used to transport and 
display garments, but not at the expense of securing and 
protecting products throughout the supply chain. Various 
initiatives have been implemented to reduce packaging 
including reducing the specifications of cartons, including 
using a mixture of virgin and recycled cartons (without 
compromising functionality or durability); reducing or 
eliminating packaging; transporting shoes without boxes; 
and cardboard cartons used to transport merchandise 
from origin to distribution centres are increasingly being 
reused to transport other merchandise from distribution 
centres to stores (and, in many instances, used again for 
this transportation leg as these cartons are also recycled by 
the stores and returned to the distribution centre for reuse). 
We significantly reduced the amount of new cardboard 
cartons purchased from 829 329 kilograms in 2019 to 
531 436 kilograms in 2020. See table 2 for further information 
on packaging reduction rates.

In line with this, a key initiative by Truworths has been the 
implementation of reverse logistics. This entails the moving 
of products and materials from their typical final destination 
for the purpose of reuse or recycling. Per the Truworths 
model this currently entails reusing cardboard cartons 
and the cardboard inserts in those cartons emanating 
offshore and locally. Central to this concept is minimising 
unnecessary packaging, outsourcing reverse logistics to 
a third-party service provider so that they can manage it 
effectively, evaluating reverse logistics needs relative to the 
entire supply chain cycle, and tracking and managing waste 
volumes savings and Rand savings.

Recycling hangers, cardboard boxes and IT equipment
Plastic hangers and cardboard boxes, in particular, are reused or 
recycled where possible. We recycle hangers within our stores, 
supply recycled hangers to our suppliers and provide granulated 
plastic from broken hangers to hanger manufacturers. Our stores 
reused over five million hangers in 2020 (seven million in 2019); 
a sizeable volume of merchandise is now sent to our stores flat 
packed. This results in fewer hangers being received by the stores 
and as a result the stores reuse more of the hangers they already 
have in stock. In 2020 57.4 tonnes of plastic hangers were scrapped 
and recycled (2019: 89.3 tonnes). 

Since 2018 Truworths has been using more double walled cardboard 
boxes in the transportation of merchandise, as these are highly 
durable. Initially 18% of outbound cartons used were recycled; 
this has now increased to 45%. The security inserts used in these 
boxes are fully recyclable and currently 83% of inserts are recycled 
nationwide. Damaged cardboard boxes are collected from select 
distribution centres in the Eastern Cape, Western Cape and Gauteng 
by third parties; the cartons are then cleaned and resold. Due to 
an improvement in our recycling of cardboard cartons, in 2020 
156 tonnes of cardboard cartons were scrapped and recycled by our 
distribution centres in comparison to 391 tonnes in 2019. See table 2 
for detailed information around our non-hazardous (recycled and 
reused) waste. 

Computers and other IT equipment, which have been fully 
depreciated, are either donated to charity or sold for scrap to an 
e-waste service provider who provides a certificate of destruction.

Plastics
The rise to prominence of plastic waste and pollution in the public 
consciousness demonstrates how businesses need to stay ahead 
of, or respond swiftly to, fast-changing sustainability trends. 
We endeavour, through service providers, to recycle the plastic 
wrapping that is used to protect our merchandise in order to 
prevent this plastic from entering landfill. In 2019 we implemented 
a plastic recycling programme to collect from our stores in 
13 shopping centres; since then over 11.4 tonnes of plastic have 
been collected for recycling. We have reduced the amount of plastic 
bags purchased by our stores from 493 285 kilograms in 2019 to 
454 707 kilograms in 2020; the shopping bags that are used by our 
stores are made from high-quality plastics, which enable their reuse. 

MANAGING OUR OWN ENVIRONMENTAL FOOTPRINT continued

Communication is also regularly sent to employees about reducing 
the use of plastic.

Paper 
We continue to seek ways to reduce paper consumption across 
our operations and actively encourage our employees to reduce 
and recycle. We have made some progress in reducing our paper 
consumption; in 2020 we purchased 35 500 reams of paper, 
whereas in 2019 over 38 000 reams were bought. We have migrated 
key marketing campaigns to digital as part of this process and 
Truworths’ financial reports are designed as digital reports 
with no printed copies circulated. Continual monitoring of paper 
consumption at Truworths’ head office, distribution centres and 
stores creates heightened awareness to decrease consumption. 

Landfill 
We have partnerships with various organisations, such as 
The Clothing Bank and Nutidex, to recycle or reuse excess or 
damaged merchandise and fabrics, ensuring that these items do not 
enter landfill. See table 4 on page 28 and the case study on page 21 
to read more about the volume of merchandise that have been 
donated to these organisations. 

Waste
At our head office we continue to implement our recycling 
awareness programme by using waste recycling bins in our office 
spaces and in the canteen. All our waste goes to one central 
depot where it gets sorted and recycled at a single point. In 2020 
Truworths produced a total of 111 700 kilograms of waste, of 
which 54% was recycled. This is an improvement from 2019 where 
Truworths produced 139 068 kilograms of waste, of which 51% was 
recycled. 
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MANAGING OUR OWN ENVIRONMENTAL FOOTPRINT continued

Two years ago Truworths took another step forward in its recycling journey; a big part of this was a decision to use more double-
walled cardboard boxes in the transportation of merchandise. In 2018, 18% of outbound cartons used were recycled; this has now 
increased to 45%. Recycling of cardboard currently takes place in the Eastern Cape, Western Cape and Gauteng. Further, the 
inserts used in these boxes to prevent security breaches are fully recyclable and currently 83% of inserts are recycled 
nationwide. 

Cardboard is considered a ‘wonder material’ in that it is strong, durable and made from a renewable and recyclable material. 
Double-walled cardboard boxes have two layers of corrugated cardboard; the double layer makes them the strongest general-
use boxes, which are ideal for transporting heavy items and providing the level of protection required to transport merchandise 
safely. The durability of these boxes means that they can be reused.

Double-walled cardboard boxes are also particularly suitable for recycling in that they are made from materials than can easily be 
dismantled and recycled. To ensure that recycling is as efficient as possible, Truworths has committed to switching over to using 
this style of cardboard box permanently as of 1 July 2020. This requirement has been communicated to all suppliers so that they 
can meet the new specifications and penalties apply if they are not met. 

Plastic wrapping continues to be the most effective solution to protect individual merchandise as it is transported from 
distribution centres to stores. While Truworths does not recycle the plastic wrapping directly, a service provider collects the 
plastic wrapping and recycles it, ensuring it does not end up in landfill. Currently the programme is in place at six stores in 
the Western Cape and seven in KwaZulu-Natal, and will be extended to other provinces when suitable service providers are 
identified. Since the programme was implemented in August 2019 over 11.4 tonnes of processable plastic has been collected. 

We acknowledge that much of the cardboard and plastic waste from stores is being recycled by the informal sector. 
We recognise that this sector has a variety of social risks, such as poor working conditions, severe health and safety risks, 
and social exclusions. As such, we remain committed to finding safer approaches to recycling store waste and supporting the 
informal sector in other ways. 

Other initiatives to reduce and reuse packaging that are now in place include the purchase of a granulator; this is used to recycle 
scrap hangers. Once processed the granulated plastic is passed on to companies who convert it into recycled hangers. We also 
now use cardboard hangers, instead of plastic hangers, when displaying flip-flops, and more shoes are now displayed ‘pair out’ 
on the shop floor in an effort to move away from storing shoes in shoeboxes. 

RECYCLING CARDBOARD AND PLASTIC CASE  
STUDY

24

T R U WO RT H S  I N T E R N AT I O N A L  S O C I A L  A N D  E N V I R O N M E N TA L  R E P O RT  2 0 2 0



OUR  
DATA

26 Table 1: Scope 1, 2 and 3 emissions 

27 Table 2: Minimising our environmental footprint 

28 Table 3: Donations of merchandise and fabric

28 Table 4:  Truworths’ employee information

28 Table 5: Truworths’ transformation and 
employment equity information

25

T R U WO RT H S  I N T E R N AT I O N A L  S O C I A L  A N D  E N V I R O N M E N TA L  R E P O RT  2 0 2 0



OUR DATA 
TABLE 1: SCOPE 1, 2 AND 3 EMISSIONS
GHG emission data covers the financial years ending July 2016 to June 2020. Emission data for financial years ending July 2019 to June 2020 have 
been externally verified and assured. For further details please refer to Truworths’ Carbon Disclosure Project Report at www.cdp.net.

Metric 
Metric tonnes CO2e 2020 2019 2018 2017 2016

Total Scope 1 1 465.51 1 833.51 1 682.89 649.78 663.88
Mobile fuel combustion 338.06 360.90 394.27 410.70 415.03
Company cars – petrol 66.62 63.72 91.31 97.74 82.21
Company cars – diesel 271.44 297.18 302.96 312.96 332.82

Kyoto gases (excluding R22 gases) (air conditioning) 1 121.53 1 462.25 1 285.95 236.27 240.27
Head office – fugitive gases (excluding R22) 0.00 789.89 838.75 0.00 0.00
Stores – fugitive gases (excluding R22) 1 121.53 672.36 447.20 236.27 240.27
Distribution centres – fugitive gases (excluding R22) ** ** ** ** **
75 on Plein – fugitive gases (excluding R22) 0.00 0.00 * * *

Stationary fuel combustion (generator) 5.92 10.36 2.67 2.81 8.58
Head office – generator fuels 0.54 7.32 1.87 2.68 8.04
Stores – generator fuels *** *** *** *** ***
Distribution centres – generator fuels 5.38 2.56 0.00 0.00 0.54
75 on Plein – generator fuels 0.00 0.48 0.80 0.13 *
Paarden Island warehouse – generator fuels 0.00 0.00 0.00 0.00 0.00

Total Scope 2 (electricity) 77 131.97 84 664.30 78 902.00 80 857.43 79 229.45
Head office –electricity 3 636.12 3 615.83 3 860.00 4 109.00 4 388.70
Stores – electricity 72 517.00 80 070.00 73 955.00 75 659.00 73 748.00
Distribution centres – electricity 955.94 953.06 1 052.30 1 040.46 1 092.75
75 on Plein (Truworths-occupied space only) – electricity 22.91 25.41 34.70 48.97 *

Metric 
Metric tonnes CO2e 2020 2019 2018 2017 2016

Total Scope 3 13 871.44 18 053.79 15 413.70 14 724.54 12 790.57
Upstream transportation and distribution 6 731.33 9 158.31 8 737.59 7 669.05 5 904.48
Supplier 1 – sea freight 5 560.35 6 174.39 6 274.58 5 014.93 4 566.89
Supplier 1 – air freight 1 020.98 2 429.99 2 099.70 2 094.21 1 337.59
Supplier 2 – sea freight 90.00 308.12 132.99 141.25 *
Supplier 2 – air freight 60.00 245.81 230.32 418.66 *

Upstream transportation and distribution (Category 4) 2 854.36 3 380.31 3 196.96 3 110.59 3 220.92
Transporter 1 0.00 83.40 105.13 108.49 109.57
Transporter 2 2 854.36 3 296.91 3 091.83 3 002.10 3 111.35

Business travel 1 094.74 1 576.96 1 585.36 1 427.82 1 797.89
Rennies air travel 1 092.04 1 574.34 1 581.02 1 424.60 1 792.68
Rennies car rental 2.70 2.62 4.34 3.22 5.21

Purchased goods and services: water 183.30 193.14 15.13 18.66 17.11
Head Office – water 8.68 9.26 9.30 12.19 13.86
Stores – water 170.63 180.22 * * *
Distribution centres – water 3.95 3.59 2.69 3.40 3.25
75 on Plein (Truworths-occupied space only) – water 0.05 0.07 3.14 3.07 *

Purchased goods and services: paper 703.18 1 009.56 963.89 1 236.87 1 837.39
Total A3 paper consumption 3.06 3.44 4.59 4.59 2.29
Total A4 paper consumption 270.24 289.13 273.05 287.18 320.44
Consumed by marketing 429.88 716.99 686.25 945.10 1 514.66

Purchased goods and services: plastic bags 1 013.00 1 381.90 0.00 0.00 0.00
Supplier 1 – plastic bags: LDPE 623.00 933.90 * * *
Supplier 2 – plastic bags: LDPE 95. 90 103.60 * * *
Supplier 1 – plastic bags: HDPE 37.40 68.30 * * *
Supplier 2 – plastic bags: HDPE 256.70 276.10 * * *

Purchased goods and services: cardboard cartons 446.41 696.63 0.00 0.00 0.00
Distribution centre 1 – cardboard boxes 315.26 508.95 * * *
Distribution centre 2 – cardboard boxes 131.15 187.68 * * *

Downstream leased assets (75 on Plein) 614.70 682.41 903.72 1 248.59 0.00
75 on Plein – electricity (tenanted area only) 613.30 680.56 900.70 1 245.63 *
75 on Plein – water (tenanted area only) 1.40 1.85 3.02 2.96 *
75 on Plein – fugitive gases/Kyoto (tenanted area only) * * * * *

Waste generated in operations 5.017 10.875 11.054 12.962 12.783
Head office cardboard (scrapped and recycled) 0.071 0.114 0.109 0.084 0.079
Head office paper (scrapped and recycled) 0.366 0.511 0.375 0.368 0.424
Head office plastic (scrapped and recycled) * * * * *
Distribution centres cardboard (scrapped and recycled) 3.340 8.350 8.510 10.200 9.720
Distribution centres hangers (scrapped and recycled) 1.240 1.900 2.060 2.310 2.560
Stores cardboard (scrapped and recycled) * * * * *
Stores plastics (scrapped and recycled) * * * * *

Other emissions 1 345.92 1 180.03 1 137.31 1 223.25 2 009.73
Non-Kyoto gases (= R22) 1 345.92 1 180.03 1 137.31 1 223.25 2 009.73
Head office non-Kyoto other gases (=r22 gases) 39.82 203.26 0.00 3.98 169.14
Stores non-Kyoto other gases (=r22 gases) 1 306.10 976.77 1 137.31 1 219.27 1 836.97
Distribution centres non-Kyoto other gases (=r22 gases) 0.00 0.00 0.00 0.00 3.62
75 on Plein non-Kyoto other gases (=r22 gases) 0.00 0.00 * * *

Total measured emissions 92 468.52 104 551.60 95 998.59 96 231.75 92 683.90

* not available
** no air conditioning
*** excluded
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OUR DATA continued

TABLE 2: MINIMISING OUR ENVIRONMENTAL FOOTPRINT

Metric
Unit of 

Measure 2020 2019 2018 2017 2016

Total scope 1 (additional measurements) 
Mobile fuel combustion Litres 129 798 138 209 153 078 159 390 160 439
Company cars – petrol Litres 28 779 27 642 39 689 42 449 35 747
Company cars – diesel Litres 101 019 110 567 113 389 116 941 124 692

Kyoto gases (excluding r22 gases) (air conditioning) Kg 568.8 720.5 629.8 122.1 121.6
Head office – fugitive gases (excluding r22) Kg 0.0 378.3 401.7 0.0 0.0
Stores – fugitive gases (excluding r22) Kg 568.8 342.2 228.10 122.10 121.60
Distribution centres – fugitive gases (excluding r22) Kg ** ** ** ** **
75 on Plein – fugitive gases (excluding r22) Kg 0.00 0.00 * * * 

Stationary fuel combustion (generator) Litres 2 400 3 850 1 000 1 050 3 200
Head office – generator fuels Litres 400 2 720 700 1 000 3 000
Stores – generator fuels Litres *** *** *** *** ***
Distribution centres – generator fuels Litres 2 000 950 0 0 200
75 on Plein – generator fuels Litres 0 180 300 50 * 
Paarden Island warehouse – generator fuels Litres 0 0 0 0 0

Total scope 2 (electricity) kWh 74 166 330 89 120 527 80 632 059 80 863 865 76 921 569
Head office –electricity kWh 3 496 279 3 806 140 3 939 189 4 109 108 4 260 870
Store – electricity kWh 69 726 763 84 284 414 75 583 686 75 665 329 71 599 778
Distribution centres – electricity kWh 919 178 1 003 220 1 073 777 1 040 463 1 060 921
75 on Plein (Truworths-occupied space only) – electricity kWh 24 110 26 753 35 407 48 965 * 

Number of meters (as at July of FY) 
Head office Number 1 1 1 1 1
Stores Number 508 490 427 369 331
Distribution centres Number 3 3 3 3 3
75 on Plein Number 1 1 * * * 

Metric
Unit of 

Measure 2020 2019 2018 2017 2016

Total scope 3 

Downstream transportation and distribution  Litres – thousands 1 061 974 1 261 381 1 193 251 1 164 797 1 206 112
Transporter 1  Litres – thousands (est.) 0 31 024 39 241 40 624 41 030
Transporter 2  Litres – thousands (est.) 1 061 974 1 230 357 1 154 010 1 124 173 1 165 082

Purchased goods and services: water Kl 200 815 210 363 14 814 19 328 20 890
Head office – water consumption (municipal) Kl 9 380 10 006 10 054 13 179 14 984
Head office – water consumption (underground source) Kl 2 639 1 565 1 729 2 355 2 398
Stores – water consumption Kl 184 474 194 837 * * * 
Distribution centres – water consumption Kl 4 265 3 881 2 909 3 675 3 508
75 on Plein (Truworths-occupied space only) – water 
consumption 56 75 122 119 * 

Purchased goods and services: paper Reams 35 545 38 040 36 012 37 860 42 060
Total A3 paper consumption Reams 200 225 300 300 150
Total A4 paper consumption Reams 35 345 37 815 35 712 37 560 41 910

Consumed by marketing Tonnes 232 387 371 510 817

Purchased goods and services: plastic bags Kg 488.50 558.39 * * * 
Supplier 1 – plastic bags: LDPE Kg 359.00 410.19 * * * 
Supplier 2 – plastic bags: LDPE Kg 36.88 39.84 * * * 
Supplier 1 – plastic bags: HDPE Kg 11.78 21.47 * * * 
Supplier 2 – plastic bags: HDPE Kg 80.84 86.89 * * * 

Purchased goods and services: cardboard cartons Kg 531 436 829 329 0 0 0
Distribution centre 1 – cardboard boxes Kg 375 320 605 892 * * * 
Distribution centre 2 – cardboard boxes Kg 156 116 223 437 * * * 

Downstream leased assets (75 on Plein)
75 on Plein – electricity (tenanted area only) kWh 645 604 716 389 948 107 1 311 186 * 
75 on Plein – water (tenanted area only) Kl 1 514 2 008 3 269 3 195 * 
75 on Plein – fugitive gases/Kyoto (tenanted area only) Kg * * * * * 

Waste generated in operations Tonnes 480.19 610.46 516.90 605.91 598.00
Head office cardboard (scrapped and recycled) Tonnes 3.33 5.35 5.08 3.93 3.70
Head office paper (scrapped and recycled) Tonnes 17.19 23.86 17.52 17.18 19.80
Head office plastic (scrapped and recycled) Tonnes * * * * * 
Distribution centres cardboard (scrapped and recycled) Tonnes 165.63 390.50 397.80 476.80 454.70
Distribution centres cardboard boxes reused (from 
inbound legs) Tonnes 224.57 98.98 * * * 
Distribution centres cardboard inners reused (from 
inbound legs) Tonnes 4.27 2.47 * * * 
Distribution centres plastic hangers scrapped and then 
recycled Tonnes 57.40 89.30 96.5 108.0 119.8
Distribution centres plastic (scrapped and recycled) Tonnes * * * * * 
Stores – cardboard (scrapped and recycled) Tonnes * * * * * 
Stores – plastic (scrapped and recycled) Tonnes 7.80 * * * * 
Distribution centres plastic hangers reused  Number (Millions) 5 321 6 954 8 127 10 041 9 403

Other emissions 
Non-Kyoto gases (= r22) Kg 743.60 651.95 628.35 675.83 1 108.35
Head office non-Kyoto other gases (=r22 gases) Kg 22.00 112.30 2.20 93.45
Stores non-Kyoto other gases (=r22 gases) Kg 721.60 539.65 628.35 673.63 1 014.90
Distribution centres non-Kyoto other gases (=r22 gases) Kg ** ** ** ** **
75 on Plein non-Kyoto other gases (=r22 gases) Kg 0.00 0.00 * * * 

* not available
** no air conditioning
*** excluded
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TABLE 4: TRUWORTHS’ EMPLOYEE INFORMATION 
Our employees 2020 2019

Total employees (SA and rest of Africa) 10 209 10 642

Full-time employees 4 889 5 193

Contract employees* 187 231

Flexi-time employees 4 889 5 218

Number of retrenchments 2 6

* Contract employees include interns, fixed-term and post-retirement contractors.

Talent and skills development 2020 2019

Skills development expenditure (excluding levies) (Rm) 121  149

Skills development spend per employee trained (R’000) 12.9 13.2

Total employees trained (including resigned employees) 10 626 11 247

Employees trained in SA (including resigned employees) 10 329 10 970

Black employees as a % of employees trained in SA (%) 98.4 98

Number of candidates on Graduate Programme 122 141

Number of learners on Accredited Programmes 1 308 1 531

TABLE 5: TRUWORTHS’ TRANSFORMATION AND EMPLOYMENT EQUITY INFORMATION
The table below outlines the results of our 2019 and 2020 verification process.

Truworths’ BBBEE scorecard 2020 2019 

Ownership 9.60 9.04

Management control (including employment equity) 6.09 6.66

Skills development 14.49 18.57

Enterprise and supplier development (includes procurement ) 21.97 19.08

Socio-economic development 5.00 5.00

Total points 57.15 58.35

Level 8 8

Employee health and safety
2020

Actual
2019* 

Actual

HIV prevalence rate (%) (Estimated) 3.9 4.5

Number of employees with access to HIV treatment programmes 4 431 4 500

Full-time employee absenteeism (%) 1.7 1.6

Workplace accidents and incidents 50 43

Workplace fatalities* 0 0

Work days lost due to accidents 144 94

Deaths in service** 14 11

Employees who are covered by a healthcare plan (%) 43 43

Employees with access to health benefits (%) 60 49

Employees with access to retirement funding (%) 69 64

* Workplace fatalities refer to deaths as a result of a workplace accident.
**  Deaths in service refer to all deaths of employees outside of working hours or of natural causes during working hours.

South African workplace profile 
as at 28 June 2020

Male (M) Female (F) Foreign Nationals

A C I W A C I W M F Totals

Top management 0 0 0 11 0 0 1 2 2 0 16

Senior management 4 3 0 31 0 4 1 35 0 2 80

Middle management/Professionally qualified 26 39 13 78 33 70 19 238 8 6 530

Junior management/Skilled technical 216 65 24 28 715 262 42 116 3 7 1 478

Semi-skilled 1 779 271 46 22 4 692 815 121 72 4 12 7 834

Non-permanent employees 0 0 0 0 0 0 0 0 0 0

Total 2020 2 025 378 83 170 5 440 1 151 184 463 17 27 9 938

Total 2019 2 143 410 99 171 5 515 1 240 215 488 17 30 10 328

A = African, C = Coloured, I = Indian and W= White, these being the demographic categories provided for in South Africa’s Employment Equity Act.

OUR DATA continued

TABLE 3: DONATIONS OF MERCHANDISE AND FABRICS
Donations of merchandise and fabrics  2020 2019 2018

Total merchandise units  258 728 206 760 69 784
Merchandise donated to Nutidex (Units) 65 244 60 459 576
Merchandise donated to The Clothing Bank (Units) 87 349 49 970 69 208
Shoes and accessories donated to The Clothing Bank (Units) 8 884 0 0
Merchandise donated to Fisantekraal Centre for Development (Units) 927 0 0
Merchandise donated to assorted other charities (Units) 96 324 96 331 0

Fabric     
Fabric donated to The Clothing Bank (metres) 60 823 83 677 0
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