
The capitals of value creation 
Inputs into the Group’s business activities constitute the financial, manufactured, intellectual and human capitals available to and utilised by the Group as well as the social and relationship capital evident in the important relationships and partnerships with 

stakeholders. Through its supply chain, which outsources the manufacturing and transportation processes to suppliers, the Group indirectly utilises natural capital in the form of raw materials such as cotton, wool and leather, as well as water and carbon-
depleting energy sources. The Group’s operations, to a lesser extent, utilise water and carbon-depleting energy sources in its head offices, distribution centres and stores, and the business travelling undertaken by its employees. 

INTELLECTUAL CAPITAL 
focuses on knowledge in the 
organisation, systems, processes, 
trademarks, intellectual property 
and brands. 
•  More than 40 own-brands 

across Truworths and Office
•  Sophisticated merchandise, 

distribution and account 
management systems 
and processes

•  Policies, procedures,
and manuals

I
FINANCIAL CAPITAL 
relates to the funding received 
from the providers of capital and 
the financial resources available to 
the Group.
•  Equity of R6.2 billion 

(2020: R6.0 billion)
•  Funding facilities (total) of 

R2.8 billion (2020: R3.4 billion)
•  Net cash of R577 million 

(2020: R44 million)

F
MANUFACTURED CAPITAL 
is the physical infrastructure 
used in the distribution and 
selling of merchandise, including 
the distribution centres, leased 
retail stores and the information 
technology (IT) systems (including 
websites) throughout the business. 
•  891 (2020: 923) stores
•  four (2020: four) main 

distribution centres
•  six (2020: six) e-commerce sites

M
HUMAN CAPITAL 
relates mainly to employees’ skills, 
capabilities, development and 
experience.
•  11 562 (2020:12 515) employees
•  Values-driven corporate culture
•  Market-leading merchant 

trainee programme
•  Extensive skills training and 

management development

H
SOCIAL AND 
RELATIONSHIP CAPITAL 
deals broadly with stakeholder 
relationships and engagement, 
corporate reputation and values.
•  2.6 million (2020: 2.6 million) 

active account customers
•  13.9 million (2020: 11.1 million) 

loyalty programme customers
•  More than 500 merchandise 

suppliers across the Group
•  Corporate social investment 

(CSI) programme funded by 
three trusts 

S
NATURAL CAPITAL 
relates to environmental resources 
which impact on the Group’s 
prosperity.
•  Natural materials depleted in the 

manufacturing of merchandise 
and packaging materials

•  Consumption of fossil fuels in 
the supply chain 

•  Electricity and water consumed 
in operations
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ASPIRATIONAL FASHION
Business activity
•  Predict and interpret latest trends in 

fashion apparel, footwear and homeware
•  Design, develop and source own-

branded exclusive fashion merchandise 
from both local and international 
suppliers

•  Collaborate with third-party brands on 
trends and most wanted exclusive styles 
(Office) 

•  Consistently update established brands 
and create new and enticing brands and 
range extensions

Business activity outputs/outcomes
• Unique and aspirational own-brands that 

provide differentiation
• Adventurous blends of colour, fabric and 

fashion styling create enticement
• Broad curated ranges of latest ‘in-

demand’ fashion footwear with exclusive 
third-party product lines combined with 
own-brand styles (Office)

Refer to Aspirational Fashion (Truworths) 
and (Office) for more detail.

SUPPLY CHAIN
Business activity
•  Operate a centralised distribution model 

(Truworths in Cape Town, South Africa and 
Office in Kilmarnock, Scotland and Greenford, 
London)

•  Receive imported and locally manufactured 
merchandise from suppliers at distribution 
centres for onward distribution to stores and 
e-commerce customers

•  Distribute merchandise via third-party 
transport and distribution networks

•  Fulfil e-commerce orders from stores and 
distribution centres, leveraging existing 
transport networks 

•  Dynamic interaction with local and imported 
product from suppliers aligned with business 
requirements and profile

•  Persistent focus on dynamic planning systems 
and processes

RETAIL PRESENCE
Business activity
•  Offer a portfolio of exclusive and aspirational 

ladies’, men’s and kidswear fashion apparel and 
footwear including third-party exclusive styles, 
and homeware

•  Stock, display and sell merchandise in stores 
(operating from leased premises), to wholesale 
partners, from concession outlets (Office only) 
and online

•  Emporium store concept showcases multiple 
brands in one store (Truworths)

•  Optimise trading space to gain market share and 
promote sales

•  Complement store sales with e-commerce 
merchandise offering, service online customers
and provide convenient delivery and collection 
options

•  Leverage customer loyalty through targeted 
marketing

Business activity outputs/outcomes
•  Enticing store and online shopping environments
• Encourage brand cross-shopping

Refer to Retail Presence (Truworths)  and (Office) 
for more detail.

ACCOUNT MANAGEMENT
(incl. lay-bys and loyalty) (Truworths)

Business activity
•  Offer accounts and lay-bys in

South Africa and selected other African
countries to enable retail sales

•  Account granting and approval
functions centralised at Truworths 
head office

•  Collections and customer engagement
through stores and call centres

•  Increase basket size and frequency of
purchases through loyalty programmes 
for account and cash customers

Business activity outputs/outcomes
• Balanced cash and account sales mix
•  Account portfolio managed within 

acceptable risk levels
•  Customer loyalty through 

understanding and reacting to 
customer information

Refer to Account Management for  
more detail.

Our products
The Group’s value-creating business model is focused on producing fashion clothing, footwear, homeware and related merchandise of international styling and quality to cater to every lifestyle need of our customers. 
An inevitable consequence of the creation of our products is the creation of waste in the supply chain during the course of production, packaging and transportation processes, mostly undertaken and managed by our 

suppliers and service providers. 

Impact of business activities on capitals
Despite the challenging trading conditions which prevailed during the 2021 reporting period, which was adversely impacted by the COVID-19 pandemic and the various levels of lockdown restrictions, the outcomes achieved by the Group, Truworths and 

Office have created value for stakeholders, supported by the Group’s Business Philosophy which delivers a robust business model, its transparency and its entrenched governance processes. The Group maintained its dividend policy, increased profits and 
bought back shares despite the unusual headwinds it faced. However, the level of value creation has been tempered by the COVID-19 trading restrictions in South Africa and the UK. The Group’s financial capital has been impacted by lower revenue mainly as a result 
of reduced interest earned on the book due to lower interest rates off-set by lower expenses owing to the decrease in the Truworths doubtful debt provision as well as the fact that there were no further impairments of the Office intangible assets. The manufactured, 
human, social and relationship and intellectual capitals deployed by the Group have all increased but in several cases the quantum of the growth has been curtailed by the pandemic. Natural capital depletion has reduced in line with business activity, while such 

depletion is at levels which the Group believes are acceptable. The impact of our business activities on the capitals is outlined below.

EXTERNAL FACTORS IMPACTING VALUE CREATION
Several factors that are partially or wholly outside the control of the Group could have a significant impact on our ability to create and sustain value for our stakeholders. We deal with the external factors influencing our 

financial performance and our response to these factors throughout the integrated report.

Refer to 
challenges 
encountered 
in the 
Material 
Issues, 
Risks and 
Opportunities 
reports 
for input 
constraints.
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CHAIN
Business activity outputs/outcomes

•  Optimal inventory levels to satisfy customer demand
•  Efficient supply chain which meets targeted inventory 

turn levels

Refer to Supply Chain (Truworths) and (Office) for more detail.
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