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EXECUTIVE SUMMARY

Tiger Brands, one of Africa’s leading fast moving consumer goods manufacturers, embarked

on a leadership transformation to accelerate strategy execution and culture renewal
following a period of heightened operational and reputational pressure. Together with GIBS
Corporate Education, the company co-created Re-Imagine Tiger, a customised development
programme for executive committee (Exco)-minus-one leaders. The intent: build a pipeline

of strategic, humane leaders who could collaborate across functions, simplify processes for
speed, and harness data - digital and Al - to unlock growth and efficiency.

CHALLENGE AND OPPORTUNITY

The 2017/18 Listeriosis crisis, traced back to tainted
processed meats from Tiger Brand’s Limpopo Enterprise
Foods plant, result in over 1 000 infections and 218
fatalities. The crisis served as a critfical inflection pointf,
necessitating a fundamental transformation of the
organisation’s operational framework and brand identity

to mitigate profound reputational damage.

At the time, the leadership cohort was characterised by
a narrow operational focus and a “siloed” pursuit of Key
Performance Indicators (KPIs). To rectify this, the Board
identified a strategic imperative to cultivate a new style
of impactful leadership. This initiative was designed to
drive strategy execution, revitalise corporate culture,
and establish leadership benchmarks that exemplify
the core values and behaviours required for long-term

organisational resilience in an evolving world.

THE SOLUTION: CREATING A LEADERSHIP PIPELINE FOR ORGANISATIONAL AND CULTURAL CHANGE

The intervention’s design integrated the GIBS pedagogy
and 6Ds (Discover, Define, Design, Develop, Deliver,
Demonstrate/Data) with the Phillips 5-Level evaluation
model and a 90/180/360-day review cadence. The
learnings went beyond the classroom, through
simulations, leadership immersions (local and African
markets), action learning projects (ALPs), and coaching
circles, which were all aligned to Tiger Brands’ strategy

and Leadership Compass.

Early outcomes of the programme showed strengthening
leadership capabilities and resulted in the adoption

of ALP outputs into the enterprise transformation
agenda, including organisational realignment and the
adoption of digital/Al initiatives. Cohort progress reports
indicated strong engagement, with behaviour change,
captured via personal development planning/action
learning projects, coaching reflections and portfolios

of evidence. Business impact was validated against
selected operational and commercial KPIs (e.g. On-Time,
In Full, first-time-right quality, safety, Total Recordable
Incident Rate (TRIR), cost-to-serve, and margin variance)

and monetised where appropriate for Level-5 ROI.
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THE IMPACT

> Exco pipeline created with around 30% of delegates
being promoted to Exco.

> Improved efficiencies seeing savings of R11 million

> Improved efficiencies across divisions

> A reported shift in culture and leadership style

> Tiger Brands saw a notable improvement in its
operational and financial results, which improved by
R3 billion in its 2025 results’.

INTRODUCTION

Tiger Brands is one of Africa’s largest listed
manufacturers of fast-moving consumer goods (FMCG).
The South Africa-based company’s products have
become a staple in South African homes, with its

products found in 88% of households.

The company operates 34 manufacturing plants in
South Africa, and exports its products to 22 countries,
predominantly in Africa. Its major focus is on milling and
baking, culinary foods, snacks and freats and beverages.
It was founded in 1921, under the name Tiger Oats Ltd.
The company prides itself on producing affordable,
nutritious food products, while investing in sustainable,

local agriculture value chains.

GIBS

A proudly Africa-based institution, GIBS is committed to
serving, inspiring and advancing world-class business
practices across the African contfinent and beyond. The
business school embraces a human-centric approach to
business; striving to make business healthier and more
sustainable through decisive leadership, long-term strategic
intent, and the development of inclusive, equitable, diverse

and climate-sensitive business environments.

Built on a reputation for entrepreneurial thinking and
excellence, GIBS confinues to evolve in step with the
needs of business, embracing technology and disruption,
while addressing the importance of humanising

CONCLUSION

Re-Imagine Tiger delivered measurable impact across
leadership capability, digital readiness and strategic
growth, with all strategic learning objectives achieved.
As the programme evolves a network of leaders has
being created to drive strategic alignment across the

broader organisation.

In 2017/8 the company was hit by the Listeriosis scandal
which saw tainted processed meat form its Limpopo
Enterprise Foods plant result in over 1000 infections
and 218 fatalities. This was a massive blow to the
company and its reputation, forcing the company fo

reimagine its brand.

To achieve this goal, Tiger Brands partnered with

the Gordon Institute of Business Science (GIBS) to
co-create a customised programme to enhance strategic
leadership and foster a customer-centric mindset which

put people first.

the world of work. It strives to equip students and
organisations with the tools needed to succeed in a

changing world.

The School has grown dramatically since its founding in
2000, to become a world-class African institution and
research centre. Long regarded as a business school with
impeccable international credentials, GIBS continues

its focus on quality experiential learning — both in its

academic offerings and Executive Education Programmes

The Tiger Brands: RE-Imagine Leadership Development
Programme aimed to accelerate value creation by enhancing
strategic leadership capabilities, fostering a customer-centric
mindset and embedding digital and Al fluency.

1. https://www.news24.com/business/companies/tiger-brands-leaps-r3bn-as-its-efficiency-drive-beats-expectations-20251110-0700#:~:text=SA’s%20biggest %20

food%20producer%20Tiger, ADVERTISEMENT
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