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Foreword
This is the first corporate & social responsibility (“CSR”) report that we have
produced at Latitude.
Social responsibility is at the core of what we do, but to date we have not
set ourselves any determinable measures against which we can assess our
actions.
Our intention is to set out what we are doing, and why we are doing it. We
then try and measure – in quantifiable terms wherever possible – the impact
of our actions.
In compiling this report, we have drawn information from a wide range of
sources including international agencies, country specific data and our on-theground data gathering, including questionnaires and interviews. We believe
these sources to be reliable, but hope to refine these as our work progresses.
We very much expect this report to be the first of many, and we hope to be
able to expand both in terms of the content and also in terms of the breadth
of the areas covered.

The Latitude Hotels Group
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Introduction
Latitude Hotels is a boutique African
lifestyle hospitality brand. It is a unique
local offering. Not only does it seek
to provide first class services to a
comprehensive range of customers,
it strives, through its work-stay-play
approach, to facilitate integration
between local communities and
international clients, both in terms of
culture and as a business hub.

Many African cities lack a hotel offering that fully
embraces the local culture, while offering first
class accommodation for a diverse mix of local
and international business, development and
embassy clientele. Approaches to hospitality
have historically focused on a copy paste attitude
through international brands. These high-end
hotels could be situated in any of a thousand
different cities across the globe. They neither
fully embrace or integrate themselves with the
wealth of local culture on offer and they have
limited local supply chains from hotel furnishing
to employment or even menu diversity. As such
they and the local community miss out, not only
on the potential economic transmission, but
the opportunity for significant local community
impact. International customers, and business
‘dealings’ to an extent, just pass through a narrow
lens.
The appeal in creating Latitude was to address
an underserved area: to provide not only modern
infrastructure in fast urbanising, unique, eclectic
locations in Africa, but to bring our international
guest an authentic experience, immersing them
in the local culture and creating a dynamic
ecosystem, which fosters and facilitates new
approaches to business and aid.
We believe our progressive clientele seek and
embrace this philosophy and indeed Latitude
believe there is an obligation to deliver on
what is firmly embedded in our origins. A social
impact report is not only a way to formally
document what we have achieved to date, but to
pursue improvement and drive new initiatives.
This transparency and accountability engages
investors, clients and staff alike, which we hope
will further drive progress through a collaborative
approach.
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Many of Latitude’s goals align with the 2030 UN Sustainable Development Goals. Latitude
was conceived as a unique, responsible, sustainable offering in urban Africa hospitality,
which very importantly would engender positive change in the local community and unlock
exciting potential on many different levels. This underpins the Latitude Hotels Group
to this day.

This, our first Social Impact report, attempts to take
a bespoke approach and comprehensive analysis
of our operations. It is an initial documentation
which considers the socioeconomic impact of
our investment, while also taking a granular
look at our approach to inclusive employment,
skills development, integrated supply chains and
support of local entrepreneurship and talent.
Going forward we plan to develop our reporting
of social impact to incorporate new initiatives,
while also expanding and strengthening our
tracking and monitoring of specific outcomes,
both quantitatively and qualitatively. We will
publish an annual in-depth report, but specific
social impact updates will now also be an integral
part of our quarterly review.
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Conceived as a unique,
responsible, sustainable
offering in urban Africa
hospitality

Socioeconomics
As an African business we
operate in a number of developing
countries. Despite some being
asset rich, many face persistent
challenges around poverty,
inequality and unemployment,
poor infrastructure and aid
dependence. They are susceptible
to external shocks and hence
become trapped in cycles of
vulnerability.

Despite strong recent economic growth
rates, job creation and productivity have not
kept pace, with vulnerable employment and
inequality stubbornly high. Economies lack
resilience and diversification. There has been a
heavy dependence, albeit more diversified, on
international trade (Africa’s trade with China,
India & other emerging markets has tripled 20002016 OECD), but this has been accompanied
by significant and growing current accounts
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deficits in many countries and hence questions
arise around whether there is sufficient foreign
reserves or international credit to finance it.
As such, unlocking private finance and financial
inflows play an important role in supporting
productive
investment
and
sustainable
development and much more is needed if they
are to have a chance of meeting sustainable
development goals.

Total financial inflows (remittances, FDI, portfolio
inflows and net ODA) into Africa reached
8.8% of GDP between 2009 and 2016 (OECD).
Remittances have increased significantly and
are a key contributor (2.8% of GDP 2009-2016)
but to date these have tended to fund domestic
consumption. FDI is what can offer a broader
source of long-term external finance. It can be
a catalyst for a more inclusive and sustainable
development, with a positive multiplier effect
beyond the initial uplift to GDP.
However, it is also important to look at the
composition of FDI as to the broader economy
and development impact. Between 2000-2016,
FDI accounted for 2.5% of GDP in Africa, but
extractive industries accounted for 36% of FDI
between 2003-2014 (OECD). Extractive industries
have unproven linkages with local economies
and potentially limited multiplier effect. This,
combined with FDI generally requiring a high
skill requirement, has meant that not all FDI
has spurred private investment and jobs to a
significant degree.
Focusing on human capital development and
encouraging FDI into the broader businesses
and the service sector, should provide an
opportunity to enhance job creation and supply
chain integration, and compensate in some cases
for the lack of domestic investment. Then the
full benefits of the FDI multiplier effect can be
realised, such that the final increase to national
income is significantly greater than the initial
injection of FDI.
Not only as a hotel company are we very
well placed in this transmission into the local
economy, but the Latitude ethos and operating
principles, we believe, enhance this contribution
and the benefits significantly. The best FDI is that
which is strongly linked with local economies and
domestic suppliers who can align themselves with
FDI firms. Latitude aims to facilitate interaction
and engagement across the value chain, while
providing quality infrastructure (which is often
cited as a key deterrent for FDI), to further
enhance FDI flow.
The economic plans in the countries in which we
operate rightly cite investment, diversification,
employment & development of human capital
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and tourism among other things, as the key to
building a more resilient economy. Latitude, as
a key provider of critical infrastructure and in
the bespoke way we operate, directly addresses
many of these development challenges and
goals, while contributing a meaningful multiplier
effect through economic transmission into the
underlying economies.
While we elaborate on employment and skills in
the next section, it’s worth noting how Latitude
can support the development of tourism and the
diversification of business and investment.

We are a crucial part of
quality infrastructure
that facilitates business
& development
in all areas
Tourism is a key focus for the countries we
operate in, offering an increasing source of
employment and income and alleviating reliance
on agriculture and commodities. It can also bring
a significant contribution to much needed export
revenues through foreign tourist spending. In
2018 it was the highest foreign exchange earner
in Uganda representing 18.5% of total exports
and in Zambia it was the fastest growing national
economic sector with, according to WTTC (World
Travel and Tourism Council), international
visitors spend representing 7% of the total
Zambian exports - the leisure sectors account
for a total of 38%, while business was at 62%.
In terms of business diversification, Zambia is
also well placed with one of the most open trade
environments in Africa, sharing borders with 8
countries and with a broad market reach when
considering their membership in SADC-FTA &
COMESA.
As a contemporary regional hotel group in key
cities we are ideally placed to provide important
infrastructure to facilitate tourism and business
alike.

Economic Snapshot
Malawi

Zambia

Uganda

-16.2% (2017)

-1.3% (2018)

-9.3% (2018)

FDI (net inflows) as % of
GDP
(World Bank 2018)

1.4%

1.5%

4.9%

Foreign Reserves as % of
GDP
(Trading Economics)

11.9%

5.3%

12.2%

2.8%

7.2%

18.5%

4.43%

2.20%

1.24%

Current Account Balance as
% of GDP
(World Bank)

Visitors spend as % exports
(World Bank 2018)
Latitude’s investment as a
percentage of 2018 FDI

Infrastructure FDI, particularly hotels, is a
significant long-term commitment given the sunk
cost of building an asset for long term operations.
We have invested $9.0m, $4.5m and $16.6m
in Zambia, Malawi & Uganda respectively. As
initial investments these are not inconsiderable
contributions to FDI and as an inflow into capital
accounts boost foreign reserves and help fund
current account deficits.

Latitude has
invested $30.1m
in Africa
$9m Zambia
$4.5m Malawi
$16.6m Uganda

In addition to the sunk cost of investment,
there are also a variety of taxes which we pay
that contribute on a continual basis to the
Government public accounts. This in theory
drives public investment and development.

Latitude’s contribution to FDI

2.20%
4.43%
Latitude 13°
Malawi
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Latitude 15°
Zambia

1.24%
Latitude 0°
Uganda

Tax Contribution
Malawi

Zambia

Uganda

Latitude PAYE

0.28%

0.020%

0.017%

Latitude VAT

0.43%

0.023%

0.075%

National Tax revenue as
% of GDP
(World Bank)

17.0%

15.2%

13.7%

Year

2018

2017

2017

National VAT & PAYE as % of
total tax take

55.2%

55.0%

48.8%

These taxes vary across each country and we
hope to give more granular detail in the future
but for this report we have focused on PAYE and
VAT which contribute approximately 50% of the
gross taxes for each country.
While we are a small company our tax
contribution is not insignificant, as referenced
from data taken from the respective tax revenue
authorities, particularly in Malawi.
Note, to give more meaning, our Uganda PAYE
is an annualised number. Also given recent
construction our VAT number is inflated and not
representative of an ongoing amount.
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While our investment contributes to FDI and our
taxes contribute to ongoing public investment, we
also aim to modernise the business infrastructure
in the regions we operate and hence attract a
diverse mix of professional clientele. We aim
to not only facilitate business and tourism
and therefore economic development, but
to also provide a social and business hub to
bring together and integrate a broad range of
communities and individuals. Latitude promotes
knowledge sharing, networking, cooperation
and an integrated innovative approach to
understanding some of the opportunities and
challenges of operating in the region.

Latitude’s vibrant guests
We have a broad mix of customer nationalities and profiles. In Malawi the
profile appears skewed towards NGOs although a high proportion of the
‘untagged’ travellers are corporate. In Zambia the profile is more balanced.

Nationalities
Malawi
Africa

23%

North America

26%

Europe

24%

UK

17%

Other

Latitude 13°

7%

Zambia
Africa

21%

North America

28%

Europe

24%

UK

13%

Other

11%
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Latitude 15°

Customer profile

NGO

Corporate

Latitude 13°
Malawi

Latitude 15°
Zambia

NGO

33%

24%

Embassy

14%

21%

Corporate

19%

24%

5%

15%

Tourism

Embassy

Tourism

>70%

Repeat business

The Works and The Other Side members club
offer a venue, a flexible workspace and often a
community to local and international clients alike.
In the case of Lusaka, it’s a vibrant workspace
with an eclectic mix of users. At Latitude 15° we
currently have 15 organisations, predominantly
corporates and charities, occupying The Works.
We have also hosted over 60 conferences at
Latitude 15° from 30 organisations in the last year
for NGOs to consulting firms to impact investors.
At Latitude 13° we have had 20 conferences in
recent months with a similar eclectic mix.
While we promote The Works and The Other
Side spaces as modern infrastructure to facilitate
business and development within the region,
we are increasingly planning to host our own
networking events, where our sole focus is on
creating and fostering a supportive ecosystem
through the integration of individuals and
communities. For example, we hosted an event
for Women’s Day at both Latitude 13° & 15.
Prominent and successful women from business,
charity and other walks of life were invited to talk
and share their experiences and learnings.
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We hope to do more of these events. We want to
encourage and foster an environment that offers
a more progressive and inclusive approach to
business, development and aid transmission in
the region.

Creating a dynamic
ecosystem, which fosters
and facilitates new
approaches to business
and aid.
Our venues, our guests, of which a high amount
are repeat business, and our links within the
local community makes us ideally placed to
facilitate this. It has potential to not only help
businesses and communities form closer and
more integrated holistic relationships on the
ground, but to give direction and accountability
to corporate responsibility and create material
direct social impact.

Employment & skills

Latitude supports direct local employment with a
focus on skills development and the recognised
significant broader impact to health and
wellbeing from this. There is an additional indirect
employment impact through the Latitude supply
chains, which with in-house initiatives, focus on
and embrace and empower local community &
cultural skills.
We operate in some of the poorest countries
in the world where education tends to be
insufficient, literacy levels low and jobs scarce.
Those living below the poverty line remains high
and above the Sub Saharan Africa average (41%
2015) and while official headline unemployment
numbers do not seem extreme, a vast percentage
are in vulnerable employment. (74% Sub Saharan
Africa). It’s an ongoing concern given the young
demographics and high population growth rates.

The key to Latitude is
our people. Investing and
developing human capital is
fundamental to how we operate
in the region and how we view
and progress the brand.

Decent work and economic growth is Goal 8 of
the Sustainable Development Goals. Entry level
jobs and skills development are fundamental in
empowering individuals and offering a career
opportunity to break the cycle of poverty and
address skills gaps. Private sector engagement
and involvement is central to this and at Latitude
we see this not only as an obligation, but an
opportunity to skill individuals to the level
required and develop and immerse the workforce
in the ethos of the firm. While we have conducted
our first staff questionnaire and we need to
improve response rates, it’s encouraging to see
that in Latitude 15° and in Latitude 13°, 98% and
87% respectively of responding employees said
they had learnt new skills. Also 92% and 71%
respectively said that their quality of life had
improved since joining Latitude.
We take a progressive approach to recruitment
and diversity and value ambition, attitude and
conscience above all else. First round interviews
are solely done on personality. Attitude and
passion are what makes great hospitality teams
and its important they buy into the ethos of
the Latitude brand. We proactively manage
gender equality and acknowledge not only the
underutilisation of women in the workforce
but the significant multiplier effect investing in
women brings to communities. When women
work, they invest 90 percent of their income back
into their families, compared with 30-40 percent
for men (US Aid, UN Foundation). With women’s
participation in the workforce and the financial
inclusion and independence that brings, there is
also an immeasurable wellbeing factor.
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Training is a key part of staff development. Training
programs are offered in hospitality values,
guest service, problem solving and supervisory
skills, upselling, complaints management and
team building. This gives our locally recruited,
often inexperienced staff the opportunity to
become fully trained in an extensive hospitality
skillset and most importantly gives them the
confidence to make decisions. As the group has
developed and our staff numbers increased we
have continued with our in-house training, but
we are complimenting this with a more formal
training program (Lobster Ink) to ensure we not
only operate at the highest standards in staff
development and service, but that our staff have
an industry approved skillset. We aim to equip
them well for a long-term career in hospitality.
We ensure we pay at the higher end of the industry
standards. At each hotel, we communicate
regularly through monthly interactive townhall
meetings and celebrate success and effort
through informal employer of the month
acknowledgements and more formally through
budgeted discretionary bonuses. We encourage
internal promotion and we commit further to
our staff’s welfare and development through
transportation and medical support. We have
also initiated a team bursary scheme. We are
in the process of implementing this through all
our staff in Latitude 13° & 15, whereby members
of the team can apply for bursaries for further
education in hospitality related fields. We hope
this will enhance their skills and careers through
a formal qualification.
Unlike many big hotels where employees can feel
faceless, our staff take pride in their job, helped
by the fact that each property embraces and
celebrates their local culture and influence of
which they are an integral part. We acknowledge
their personal circumstances and challenges by
seeking to engage them and their communities
when supporting a number of local causes. This
further binds our teams together bearing in
mind that so many come from disadvantaged
communities themselves.
Overall, we directly employ 389 people, which is a
relatively high number given the number of rooms.
According to the World Tourist Organisation the
optimum number of staff per 10 rooms in 3-star
hotels is 8, in four-star hotels 12 and in 5 star 20.
Within Latitude we are inordinately supporting
employment with ratios well above this (Zambia
35.7, Malawi 32.8, Uganda 34.5) and when
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taking into account the considerable number
of dependents our employees have, there is
significant breath to our impact.
Through our employee surveys we try to analyse
both the household sizes and number of
dependants our employees have. It’s relatively
fluid and also dependent on age and their
interpretation, which can vary according to a
number of factors e.g. whether they are the main
earner. There is no doubt that extensive family
support is a given. We hope to come up with
more granular and accurate numbers on this. Our

We encourage internal
promotion and we
commit further to our
staff’s welfare and
development
internal surveys would suggest that household
sizes are significant, particularly in Malawi
and would appear larger than the UN stated
figures of 4.5-5 for the countries we operate
in. (Malawi 4.5, Uganda 4.7, Zambia, 5.1). With
regards to dependents, our surveys in Latitude
13°/15 suggest they average 4-5. They tend to
be relatively low for our youngest employees,
but they can rise sharply when employed and as
family structures change, which is all too often.
It’s not uncommon for our employees to have
over 8 dependents. We are looking to upgrade
our bio data for all our employees.
This should also more accur capture the
dependants and household numbers for
Latitude 0°. Despite relatively high dependent
numbers suggested for Uganda and a high
birth rate per women (5.1 2017 world bank) we
have conservatively estimated an average of 2.5
dependents per employee given the age profile
of our employees.

389
Employees

92%

81%

Say have learnt
new skills

Say quality of life
has improved

Employment
quick facts
Direct impact
Average no. of dependents

4

Latitude 15°
Staff

5

Latitude 13°
Staff

Latitude 0°
Entry level Jobs

Turnover
Latitude 15°

<2%
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2.5

1,397

Latitude 0°
Staff

People

60%

Turnover
Latitude 13°

4.2%

Latitude 0°
Staff

20%

Funding
higher education

No. of Latitude
Staff

18

Promoted

Breadth of Impact
Latitude 15°
Zambia

Latitude 13°
Malawi

Latitude 0°
Kampala

Number of employees

125

95

169

% nationals

98%

99%

97%

% of women

51%

37%

42%

4

5

2.5

500

475

422

Latitude 15°
Zambia

Latitude 13°
Malawi

Latitude 0°
Kampala

28

30

25

25%

20%

60%

$18,780

$14,925

-

Average number of
dependents (estimate)
Direct impact (estimate)

Depth of Impact
Avg age of employee
% entry level jobs
Medical support budget
Hours of Training

1 hr / day

24 hrs /week

$10,000

$8,000

$5,500
(to date spend)

Latitude 15°
Zambia

Latitude 13°
Malawi

Latitude 0°
Kampala

160%

283%

477%

11

7

-

Staff duration

4.5 years

3.2 years

-

Staff Turnover

<2%

4.2%

-

35.7 (35 rooms)

32.76 (29 rooms)

34.49 (49 rooms)

10%

<5%

20%

Socio Economic Factors
(World Bank)

Zambia

Malawi

Uganda

Poverty line $1.90 a day

58% (2015)

70% (2016)

42% (2016)

Vulnerable employment
2018

78%

60%

75%

Training budget

Sustainability
Pay as % of average wage
Staff promoted

Employees per 10 room
% of staff whose
employment funds
further education

GINI Coefficient

57.1 (2015)

46.1 (2010)

42.8 (2016)

Population growth 2018

2.9%

2.6%

3.7%

Population ages 0-14 (%
total popn) 2018

45%

44%

47%
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Latitude 15°
In Lusaka we employ 125 people with an average
age of 28. As per our ethos, we take pride in
our local presence with all our staff Zambians
bar 2. Our gender split is broadly equal at 64
females (33 of who are mothers) and 61 males
but this is unusual in the industry and we focus
on gender empowerment with a keen awareness
to the benefits to the local community on female
employment. Entry level jobs make up 25% of our
workforce in Zambia and approx. 10% of our staff
are studying, with their Latitude employment
allowing them to fund their studies.
Currently of our 125 employees, 51 are on
permanent contracts and 74 on 2-year renewable
contracts. Our wages are 60% above the
minimum wage (K1,000) and we estimate 2025% above industry levels. However, this is prior
to; housing allowance, transport and service
charges. Zambian law dictates that 10% is added
to every customer bill on accommodation and
meals, which after tax is paid monthly to staff.
The service charge can be challenging to manage
in hotels with a smaller number of rooms and a
larger employee per room ratio, but we constantly
monitor our pay, as well as considering the
‘living basket’ and believe that we remain at the
high end. We also provide for discretionary and
productivity bonuses. We actively encourage our
employees to be part of a union and the majority
of our staff are.
All the hotels have a significant and continual
focus on training. Although we have budgeted
$10,000 a year, much is bespoke time invested
to ensure not only high standards but a valuable
team culture. One hour a day is devoted to
training. Training is department dependent, but
we engage the staff through competitions (inhouse and we enter into national competitions),
awards for 5-star reviews, and recognition
lunches with senior staff. We are looking to
complement our in-house training with a more
formal industry recognised process.
All staff have access to medical assistance, which
has been in place since 2015. We pay directly to a
clinic. We have however received many requests
for this benefit to be transferred to a child or for
family to be included in this, so we are currently
considering the cost of a formal scheme and have
been in discussion with a broker.
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Meet Joyce
Joyce joined Latitude at the opening of Latitude
15° as a waitress. She met the team when she
was waitressing at another restaurant, where
she had no contract and hence no security.
She is a single mother to 2 children with no
support. She also supports 2 of her sister’s
children when their father died. Latitude saw
potential in Joyce and she has progressed to
now be in a senior position as Assistant Head
of F&B. She is a valuable member of the team.

Our bursary scheme is relatively new. $850 has
been spent to date but we expect this to rise.
We currently have 2 individuals in the scheme;
one from housekeeping and the other in
reception. They are typically 2-year courses, with
a commitment to remain with Latitude for an
addition 2 years.
We aim for an inclusive and supportive ‘family’
culture for our employees and their family. We
are encouraged by the survey results. We engage
and invest in them right from the start and have
high hopes of career progression. In Lusaka, 11
people have been promoted internally: one from
waitress to Restaurant Manager, another from
F&B manager to Hotel Manager, as examples. We
are proud of our low turnover at <2%.

Latitude 13°
In Lilongwe we employ 95 people of which all bar
1 are Malawian nationals. We have a higher skew
to males on the gender ratio with 60 men and
35 women, of which 15 are mothers. The average
age of our employees is 30 years old and the
average duration of our staff is 3.2 years. Staff
turnover year to date is 4.2% although this is a
little higher than previous years. 20% are entry
level jobs.
The training budget is $8,000 in Latitude 13° but
the same training process applies. Formal Lobster
Ink training has been approved and will begin
shortly. 2 members of staff have been selected
to begin the bursary hospitality course, which will
begin in January 2020. We have budgeted $750
per person per year. In the last year 7 people
have been internally promoted.

Meet Macdonald
Macdonald joined Latitude as a porter in 2012
having heard of the role through a friend. He always

We pay over 2xs the minimum wage and there is
potential for a 13th month pay cheque depending
on the hotel’s performance. Similar to Lusaka we
encourage our staff to consider unions, but in the
case of Lilongwe many of the staff are sceptical of
the benefits given the monthly fees they charge.
In addition to basic pay, we offer transport and
we have a contract with the local clinic for medical
assistance, which extends to 2 children. The clinic
works to a monthly limit. Treatment costs that
exceed this are then separately considered.
While a high proportion of our staff are learning
new skills and believe their quality of life has
improved, we need to address some of our
survey results around financial security and
well-being. Although 76.5%, 76.5% and 78.9%
say things are better or they see no change in
financial security, friendships and happinness
respectively, these lag behind Latitude 15°.
For much of this year Latitude 13° have been
without a General Manager and many of the
operational team’s focus has been on Latitude
0°. Malawi, post elections has also experienced
uncertainty and a number of protests, which
when talking to staff is no doubt a contributor to
how they feel.

had a passion for food, which Latitude nurtured
and he has worked his way up to be sous chef at
Latitude 13°! He is 27. He is originally from a village
80km north of Lilongwe. His parents have died, but
he has many siblings who are subsistence farmers.
Only one sister travelled to Lilongwe but her
husband died. He supports her and her 2 children
and his broader family where he can. He lives with
his wife and their 8-month-old son and his wife’s
sister. Few of his friends have jobs. They try to find
work day to day to survive.

Meet Luke
Luke joined Latitude in 2017 as a gardener having
been let go from his previous role as a security
guard, when he went to his parent’s funeral. It was
an extremely hard time for him. He is married with
a 2.5-year-old child and supports his broader family
who are subsistence farmers. His family are not
educated but through a sponsor, he managed to
attend school. He is the only one of his siblings to be
educated. Since joining he has progressed into the
housekeeping team and he has been selected for a
Latitude bursary to attend hospitality college.
“I am very happy and thankful to Latitude. It’s very
hard to get a job. Most of my friends don’t have
jobs they only think about surviving today. Some
days they eat some days they don’t. I have a great
opportunity”
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Latitude 0°
In our newest hotel in Uganda we have been
particularly ambitious on our team. Not only
are they young, with an average age of 25,
approximately 60% are in entry level jobs and
if you exclude the kitchen staff, this percentage
rises to over 80%. Uganda has one of the highest
population growth rates in the world and one
of the youngest demographics with 68% of the
population under 24 years old (UN Population
Fund). It’s a huge challenge.
We interviewed 2,500 people for junior positions
at Latitude 0° and many more showed up in the
following days. As per the Latitude ethos we aim
to be as inclusive as possible and we proactively
manage gender and diversity. Ultimately, we
focus on attitude, ambition and a willingness and
suitability to be a part of Latitudes values and
culture.

Meet Sammy
Sammy is originally from the East of Uganda but
moved to Entebbe, where he stayed with an uncle

Significant amounts of in-house training is
currently being conducted and external training,
through Lobster Ink, will begin shortly. All our
employees have completed over 100 hours of
training in their first 3-4 weeks. Training will
continue to be intensive for some time. At
this stage our aim is to ensure the culture and
teamwork of our employees, but we plan to
extend similar benefits to what we have in
Latitude 13° and Latitude 15° in due course.
Currently gross salary has a component of the
basic pay, transport and housing allowance. The
service team also get a 3% service charge on food
and accommodation. Medical cover will start
once the probation period is complete.
Our starting wages are over 4xs the minimum
wage. That said when you consider the wages
the Ugandan Hotel Owners Association track, we
would average approx. 1.5xs the hotel industry
average.We are excited about the ambition and
commitment of our team. We are dedicated in
providing an opportunity for them to increase
their skills and advance their careers. It is also
notable that 20% of our service staff are studying
and their Latitude employment is providing them
with an opportunity to advance their education.
Many noted that finding jobs is very hard and
their peers were not always so fortunate, which
resulted in them pulling out of further education.

to find work. He has a younger brother and sister
who he paid for through school. He is now married
with 2 children. After working in construction for a
short time, which paid his way to train in hospitality,
he worked up through various jobs to be Assistant
Housekeeper. He joined Latitude 0° as Head of
Housekeeping. He wants to save money to finish
work on his house, which is only half finished. He’s
very happy to be a member of the Latitude team.

Meet Moses
Moses is 27 and registered deaf but through
determination and his father’s support, has educated
himself. He communicates through typing on a
phone. He comes from a large family but only he and
his father have jobs, so they support the family. He’s
joined the Housekeeping Team in Latitude 0°.

Meet Collins
Collins lives with his mother and sister very close to
the hotel. He heard about jobs at the hotel through
word of mouth. He is 22 and has just finished a
diploma in business studies at college and hopes
to use his income from Latitude to pay to study for
a degree which will take 3 years. Few of his friends
have managed to get jobs after college and so can’t
continue at this stage in further education.
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Employee questionnaire results

Latitude 15°
Response: 40.8% of staff

• 74.0% of employees have higher earnings since joining
• 98.0% of employees have learnt new skills
• 92.2% of employees say quality of life is better
Since joining Latitude,
employees have better:

84.3%

74.0%

68.0%

Financial security

Friendships

Happiness

Latitude 13°
Response: 55.8% of staff

• 59.6% of employees have higher earnings since joining
• 86.8% of employees have learnt new skills
• 70.6% of employees say quality of life is better

Since joining Latitude,
employees have better:

49.0%

47.1%

40.4%

Financial security

Friendships

Happiness

It’s been a big help to me
since it’s my first job

Latitude has broadened
my workmanship and
improved my professional
approach.

During the period whereby the
salaries were increased I managed
to purchase land.
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Supply chain
Within a hotel group, the supply chain
can be large and relatively complex.
As part of the brand and culture, we
aim for a supply chain that focuses
on domestic suppliers and one that is
integrated with local communities.

We proactively promote in-house initiatives and
we work with our stakeholders in pushing the
market in this direction. At times we commercially
incentivise supply chain responsibility, which
encourages best practice.
We see this as a differentiating feature of the
group compared with many other brands who
import the significant majority of their materials.
This copy paste approach to a brand where
customers can expect essentially a replica
of hotels in multiple destinations might be
commercially viable, but it ignores the huge talent
and local flair available and consequently does
little to engage or empower the communities
in which they operate. Many companies will
essentially consume a significant amount of their
tourist revenues on importing products (this
can be everything from toilet paper to imported
food). According to UNCTAD, this import related
‘leakage’ for most developing countries today
on average is between 40% and 50% of gross
tourism earnings for small economies and 10%
to 20% for advanced economies.

We endeavour to source
as much as possible
throughout our supply
chain locally
Given the constraints in the countries we operate
in, there are a number of imports, particularly
in beverage & gym / spa equipment, which to
an extent are unavoidable. However, we believe
there is a lot we can do to prioritise domestic
suppliers and local communities. Furthermore,
by having it front of mind in terms of negotiations
and constructive conversations, we hope in some
way to feedback into the supply chain which
itself we believe is a form of positive impact in
transparency, awareness and indirect training.
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We endeavour to source as much as possible
throughout our supply chain locally and we are
always looking for new approaches and initiatives
to increase our local presence. We are working
towards greater transparency within our supply
chain to improve quantitative measurement of
our direct and indirect impact. For this initial
report, we have analysed our cost base in detail
and assessed ‘import leakage.’ In some areas
we can be precise on the exact sourcing of
products, but in other areas there is an element
of deduction and estimation. We need to request
further detail from our suppliers on exact origins
on some of the products and until that time, we
have erred on the conservative side. We hope to
work in partnership across the supply chain to
challenge and alleviate constraints and instruct
change where possible. In the case of our initial
investment in Uganda we estimate that over
65% of our investment has been spent locally.
Obviously, land and the build are the principal
components, but the interior fit out, professional
fees and set up costs are also important.
In the case of Zambia and Malawi they are
operating at close to 70% of local spend on all
costs including the management fee (67.7% and
69.1% respectively). Major ‘leakage’ components
other than the management fee are beverages,
laundry supplies, which come with some stringent
controls, and in the case of Latitude 15° sales
and marketing, which is all booked here. It is
hard to get direct comparatives, but the numbers
compare relatively favourably with the UNTAD
numbers. It will be challenging to materially
move the numbers, but we can definitely improve
transparency and contest some areas, which
could add a few percentage points. That said the
material spend ‘in country’ highlights the ongoing
multiplier impact of our initial FDI.
There are a number of aspects to the supply chain
from construction to interiors, the sourcing of
food and beverages to maintenance and service
contracts.
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Our focus on domestic
sourcing has led to
promising results
to date

Import Leakage
Latitude 0° set-up

34.0%
Operational costs

Latitude15°

Latitude 13°

32.3%

30.9%

Construction
Latitude 0°, in Kampala, is our first and largest
build and so it seemed apt to focus here. Our initial
footprint in a country is on the construction of the
hotel and while there are many environmental
regulations and social certifications to abide
with, we aim from the outset to impress on our
constructors Latitude’s focus on social impact
and the environment.
Generally, a build contract is put out for tender
then the winning contractor will source according
to the BOQ (bill of quantities). Contractors are
assessed on their capability and local presence
as well as their sourcing of material. At the time
of tender, we discuss social impact and direct
contractors and consultants to the IFC EDGE
tool as a guide. Where possible we stipulate and
/ or advise on suppliers we want to use. Once
the contract is signed it is then handed over to
them to deliver. Specifically, the Kampala build
budget was increased to ensure that key ESG
considerations, in accordance with IFC EDGE,
were incorporated. Exact interventions were
carried out and they now set the standard for
future developments.
For Latitude 0°, the main contractor was Roko,
which has been established in Uganda for 50
years. Roko have completed numerous sites
around the country including the US Aid annex
to the US Embassy. They provide employment
for approx. 1,000 people directly with a keen
emphasis on training. For our contract 200-250
people were involved in the project, of which
roughly 150 were subcontracted. All with the
exception of 1 were Ugandan nationals. This is
prior to considering additional people working
offsite as part of the sourcing and manufacturing
of products. Approximately 70% of the materials
are sourced locally. For us the attraction of Roko
was also their very good carpentry workshop,
with ethical sourcing and a replantation program.
Zambia and Malawi were both originally refits
and conversions of existing houses with latterly
adjacent land purchased for expansion. At
the time a local Malawian construction firm
(Debro Construction) fulfilled the contract.
Approximately 100 nationals were employed
on site. They also employed a number of local
Malawian sub-contractors. Debro then set up
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in Zambia employing local staff, so they were
initially involved in the build, but we moved to a
local Zambian construction firm, Zamstruct. The
construction and re-development of our sites
brings an amenity and employment and hence
benefit to the local area. It can encourage further
investment and result in material uplift to land
values in the locations of the properties where we
operate. In the case of Makindye, where Latitude
0° is located, estate agents have commented on
the impact on land values, although it’s difficult
to get specific numbers and also to apportion
this solely to Latitude.

The challenges
The following 2 suppliers represent some of the
challenges we encountered:
A tailoring company
This supplier has amazing vision, generating
jobs in rural areas, training under-privileged
people with skills and also donating products
to schools. We were incredibly excited to work
with this supplier. However, unfortunately
we had many problems due to poor
communication, lack of management and
supervision and quality issues. This resulted in
a huge loss of material due to incorrect cutting
and planning, additional costs for repairing the
mistakes plus countless hours wasted rectifying
the problems. The other issue here, is had
we imported the curtain fabric already made
into curtains - we would have benefited from
import duty free (curtains are on “the list” for
hotels). However, we felt it more important
to support the local ethical supplier - on this
occasion it resulted in our detriment!
A local carpenter
With our efforts to purchase locally made
items and to support local entrepeneurship, we
selected a carpenter with good skills and quality
and contracted him to make all the beds for the
hotel. However, the wood used had not been
dried properly and began to seep and warp
and the quality of the beds did not match the
sample and was unacceptable. The result was
we had to change supplier in order to meet
delivery.

Maintenance &
Professional Services
Maintenance for Uganda is covered within the
construction contract for the first few years. For
the operating hotels, much is conducted in-house,
so it represents a relatively small percentage
(<5%). That said, in addition to professional
fees, it provides an opportunity to engage local
individuals and organisations. We appoint local
lawyers, accountants and architects. In the case
of the Uganda build, professional fees make up
approx. 8% and while it isn’t 100% local it’s a
material spend.

Housekeeping
On cleaning products it’s important to comply
with international standards and ensure the
product is free from various chemicals. In Malawi,
we purchase Dynachem products from South
Africa through a local distributor in Blantyre. In
Zambia we purchase from Nemchem, who have
operations accross Africa. In Uganda cleaning
products are imported from 2 large companies
Ecolab and Diversey who supply many hotels.
They have a significant share of the market and
there could be a degree of risk in the case of
health and safety if we were to change.
This is an area, which is not insignificant to costs,
where we would like to work closer with our
suppliers in understanding the sourcing of the
range of products they supply. Currently we are
assuming 95% is imported. We believe this could
be challenged and, in some places, we may have
to consider the scope of our contract. There is
potential for delta here.
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Interiors
The Latitude Hotels has a particular ‘look and
feel’ which embraces the local flair of Africa and
specifically the countries in which we operate.
It is an important aspect of the brand and one
which is embedded in who we are.
Katundu is a company on Likoma Island, Malawi
that produce handmade textiles, lighting and a
number of products and interior pieces. It was
set up by Suzie Lightfoot, the wife of one of our
founders. Latitude, since inception, has been a
long-standing collaborator and key purchaser. It
has contributed to some of our signature interiors,
which have become synonymous with the brand.
As such it warrants a separate social impact
report, which is included in the Appendix. We are
proud of the success of Katundu. While Latitude
continues to be a major customer and partner,
Katundu is now a standalone viable business
in itself, producing a variety of spectacular
pieces. Through its supply to Latitude it creates
material social impact. As we grow and expand
into additional countries, we hope, as a Latitude
purchaser, to continue to instil these initiatives
in other countries throughout our supply chain.
Our objective is to source, promote and support
local artisans in the areas we operate.
Suzie Lightfoot was contracted to do the interiors
for Latitude 13° & Latitude 15°. She continues to
be the key driver of Katundu, but she has also
branched out and developed Drift Designs. Drift
Designs was appointed to develop the interiors
of Latitude 0°, in accordance with the Latitude
style and ethos, which embraces the local
culture while prioritising local craftsmanship and
ethical sourcing.
Uganda has been a recent new venture. The start
of a new venture requires extensive research
and networking to not only begin the process of
sourcing but also in assessing the ‘theme’ of a
country and availability of local raw materials and
hence the concept of the interiors of the hotel.
Uganda is a country of lush tropical vegetation
and although land locked, it’s home to many great
lakes, with about a quarter of the country made
up of lakes and rivers. This is a strong feature of
the interiors of the hotel, through tropical wall
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papers, living walls, hand woven papyrus string
incorporated in wooden furniture design, disused
fishing boats and local fishing trap basket lights.
The hotel, which overlooks Lake Victoria, features
vibrant furniture and eclectic art to also reflect
the energy, dance and colourful life of the city.
There are some inspiring Ugandan artists and
artisans in Uganda, who embed ethical and
environmental conscious in their design and
processes. The calibre of Ugandan art is also
exciting. The visual arts and design scene in
Kampala is growing rapidly and through the
interiors of Latitude 0°, a gallery space has been
created exhibiting contemporary African art and
design that represent and benefit local Ugandan
artists and artisans and fills the hotel with the
vibrancy of Uganda and Africa.

Our lead Ugandan supplier
V Interiors was set up by Eve Zalwango who
is an inspiring Ugandan lady. Eve employs
land mine victims, underprivileged artisans
and entry level students who she trains in
carpentry. They produce furniture from
locally sourced hardwood and commit to
sustainability through their tree planting
programs. Eve has supplied Latitude with most
of the wooden furniture - sunbeds, wooden
sofas and chairs, wooden tables, upholstered
desk chairs, beds, mirrors, cinema chairs,
reception desk, basket lights. She has also
been instrumental in helping us source other
local ethical suppliers and artists.

potential for future orders from ourselves and/
or others.

Sourcing for Latitude 0°:
Latitude 0°

$ COST

QUANTITY

13%

27%

77%

85%

KATUNDU

5%

1%

ZAMBIA

6%

4%

SOUTH AFRICA

44%

49%

INDIA

22%

13%

MOROCCO

8%

1%

UK/NL

1%

3%

Uganda
AFRICA

Overall 27% of the sourcing is local to Uganda,
which represents 13% of the dollar value. Africa
represents 85% and 77% respectively. The
remaining amount is predominantly from ethical
Indian suppliers. Despite at times the higher
cost involved, 100% of suppliers are ethical
and environmentally conscious. Our focus and
priorities will always be to source locally where
possible and only consider other countries when
options are exhausted. That said, we would like
the local component to rise further. Often the
challenges are around design and quality.
In the case of Uganda, it was a challenge to find
the breadth of product and, in some cases, items
where materials are not imported. We worked
in a constant balancing act between what was
achievable on a design and quality level, versus
the local materials and skills available at a feasible
price. Uganda has proven particularly tricky as
generally items are comparatively expensive.
We work on product development with grass
root suppliers to create the design and level of
quality required. It’s a costlier, time consuming
and at times challenging process, but one that
even if doesn’t come to fruition invests time and
constructive feedback back into the design supply
chain. This hopefully develops local skills, inspires
design vision and encourages small business and
craftsmanship, which gives direction and the
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In Uganda, we selected a team of local Ugandan
artisans to be trained by three top artisans from
Katundu. The Katundu artisans travelled from
Malawi to guide and partner with local Ugandan
artisans, locally sourcing materials and working
on the fit out.
As Latitude has developed, we have gained more
experience in not only how to fully embrace and
source the local culture within the hotel décor
but some of the challenges that entails. Latitude
0° in particular has proved inspiring to ethical
and environmentally aware suppliers. As each
Latitude project evolves the aim is to push the
ethical sourcing into every possible product
within the hotel, from signature pieces to bed
linen and crockery, and for this to be led by local
suppliers and artisans.
We hope to not only engage and inspire local
businesses, artist and artisans, but also share
‘design and build’ constructive guidance and
feedback where appropriate. While delivering on
the hotels interiors is paramount, we aim to help
train and guide local artisans, where required, so
they can maximise the opportunities available
to them.

Patrick Mulondo
Patrick creates incredible sculptures from
scrap metal and disused engine parts. He
works with street children, employing them
to collect his scrap metal. Latitude purchased
sculptures of an impressive African cog lady, a
life size bodaboda (motorbike) - the lifeline of
Kampala City and a Latitude logo clog clock.

Food & Drink
Latitude 15°
The local sourcing of food has the ability to
deliver sustained impact to our communities
and provides an opportunity to engage local
entrepreneurs and build partnerships, with
the objective of integrating them into our
supply chain.
In the hospitality industry the capacity to
consistently deliver high quality produce is key.
We engage a number of local food wholesalers,
but we can also be a significant additional
contributor to local economic sustainability and
entrepeneurship by putting our support and
buying power directly behind carefully selected
local producers. This can be time consuming and
requires a degree of willingness and planning,
but it can also be meaningful, not only on
the direct impact, but in the appreciation of
the local produce available. This can throw in
seasonal flair, diversity and local influences into
menu planning. As a hotel group which values
and hopes to facilitate integration and cross
culture learning, this is important to us. It is also
important to our customers who are looking for
a more authentic experience and an increased
awareness and scrutiny over origin.
At the core of local purchasing is also an overall
commitment to environmental sustainability with
limited transportation requirements and much
reduced packaging.
Each country we operate in has a different set
up with regards to hotel procurement, but the
principles and our objectives remain.
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In Zambia, we have contracts with a number
of Zambian companies: Dew Fresh, Debeefeld,
Zambeef and Majorau, but we also embrace local
entrepreneurship and have developed a number
of partnerships.
We have a local self-employed lady, Anna, who
understands our quality requirements and
collects our vegetables from the local farmers
market on a daily basis. Our lettuces, herbs and
tomatoes come for a lady called Muishinga. She is
25 and studying law and was seeking an income
to pay for her studies. We visited her parents
farm, where she grows the produce and she
has since been supplying us. One of our whole
chicken suppliers is the local police officer who
also produces quality chicken and a local lady
supplies 40 eggs to the hotel every Monday!
Almost all our food procurement is local. There
is a small amount of imported supplies in dry
foods and occasionally when various things are
out of season, but we try to avoid that as much
as possible.

Latitude 13°

Latitude 0°

In Malawi, we have a number of suppliers for
meat. Kapani, a local wholesaler is one. They
source beef & pork throughout the country
but produce their own chickens. They are also
looking to launch a new brand this year which
trains and supports the smallholder farmer. They
recently received funding from Africa Agricultural
Development Company, a UK backed impact
fund. Nyami is another, who are also backed by a
development fund Norfund. Nyami have specific
assistance and capacity building programs for
local smallholder farmers.

Uganda is relatively well established in food
supply with close to 10 distributors of Ugandan
produce, of which we have selected 5 as our
preferred. While this provides ease of service for
ourselves, and a predominantly local supply, it
gives us limited opportunity to incorporate some
smaller scale producers. That said as we become
more established and broaden our networks,
opportunities are likely to arise.

Our eggs come from Charles Stewart company,
a well-established Malawian company employing
500 people in integrated poultry operations.
We also try to embed individuals and local
producers into the supply chain. 3 local people
collect vegetables daily from the market and we
engage 2 individuals to act as intermediaries to
supply fish from Lake Malawi.

Meat, fish and vegetables are from local
suppliers and as part of our license to operate
and accreditation we visit the suppliers, which
ensures standards and provides transparency
and accountability to sourcing. We have
embraced the local Ugandan heritage through
our local dishes of Luwombo and Matooke and
of course the coffee, where our staff have been
trained in its history and the best way to make
Kigezi Mountains coffee.

Beverages
On the beverage side, it is to an extent unavoidable to have considerable imports to provide guests with
the range and quality they desire. Much of our wine is imported from South Africa but we do have a local
Zambian artisan gin producer.
Soft drinks are distributed through local wholesalers but the majority are branded imports.
That said, there are Coca Cola bottling plants in the countries we operate.
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We work hard to reduce our consumption, we
consider alternative renewable energy sources
and come up with waste management solutions.
However, given the lack of vertical integration
and integrated solutions, particularly across
recycling and waste management in Africa, it’s
not straight forward.
There is more we hope to do, but it can be
expensive, require significant imports and is time
consuming in implementation. To an extent we
are subject to the limitations of each country.

Environment
Understanding our energy
consumption and environmental
footprint is embedded throughout
the business.

Our primarily focus is on a strategy of:
»» energy & waste reduction
»» challenging existing shortcomings
»» seeking out informal solutions
The vast majority of our energy comes from
the national grid. At times it is unreliable and
it’s unavoidable to require generators. We do
have solar boilers on the roofs. The hot water
for the rooms is fed from these. The supply can
be somewhat unreliable and inconsistent, but
for three quarters of the year they can offer
reasonable supply. We have been investigating
specific glass, which reflects more heat, so we can
reduce AC usage and given our hilltop location in
Kampala, we are also looking at the possibility of
a wind turbine.
With regard to waste management, collection is
relatively low in Africa (55% in Africa, 44% in SubSaharan Africa) with Kampala and Lusaka 65%
and 45% respectively. UNEP (2018 Africa Waste
management outlook). Furthermore, despite a
vision by the African Union for African states to
recycle at least 50% of urban waste by 2023 and
grow urban wastes recycling industries, Lusaka
and Lilongwe have insufficient capacity to recycle.
Currently Ethiopia has the only waste to energy
facility, opened last year, which is expected to
produce 50MW of electricity from the processing
of 350k tonnes of solid waste annually. But it’s
not been without issues.
Africa is estimated to only recycles 4% of the
waste it generates (Council for Scientific and
Industrial research CSIR) with open dumping and
open landfill sites the most common outcome.
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Considering 70-80% of waste generated in African
cities is recyclable and also the high proportion
of organic waste, viable secondary resources
need to be better managed.
We actively manage to try and reduce waste. Our
menus are al a carte menus, avoiding unnecessary
waste. We purify water at all our sites serving
them in large glass bottles to minimise the
amount of water bottles. While in Malawi soft
drinks come in returnable glass bottles, Zambia
sadly supply soft drinks in plastic bottles.
We don’t offer plastic straws. We moved to glass
but that didn’t prove particularly successful
and we are now in the process of engaging a
Ugandan company, Ouroots Africa, who make
100% biodegradable & compostable plant-based
drinking straws. The luseke grass, a wild grass
found in Africa is naturally hollow shape and
grows in 8-12 weeks. It is a forgotten crop in
Uganda but Ourroots are reintroducing a cash
crop collaborating with rural women farmers.
We adhere to all local country regulations and
go beyond where possible. Policy frameworks
for waste management are often incoherent,
with legislation governing waste management
fragmented. For instance, in Uganda, relevant
legislation is spread over many different acts
and ordinances. We seek to challenge existing
arrangements and even with the lack of vertical
integration and insufficient capacity throughout
waste management, we try to be proactive in
implementing new solutions. That in itself we
see as feedback through the supply chain to
encourage change in the system. We separate at
source. Latitude 15° was ‘Recommended’ by the
Lusaka council for instigating the separation of
solids and liquids. We sort at Latitude 13° and
have recently changed contractors to Capital City
Cleaners in an effort to improve recycling. They
are one of very few companies recycling waste
in Lilongwe. There have also been cold houses
built to slow down the degrading process. This
not only reduces the unwanted odours, but helps
manage the collection process.
Social innovations and the informal sector
offer the best solution to alternative waste
management and we are constantly seeking viable
options. We are also mindful of the opportunity
for improved livelihoods and income generation
29 | NOVEMBER 2019

for often disadvantaged groups in this space. It
is an area we hope to develop further. One of
the challenges on plastic bottle is the delivery of
soft drinks in Zambia. While there is no plastic
bottle recycling on offer, we are researching and
engaging the local Bauleni community to try and
come up with some viable informal solution. We
continue to push for glass packaging.

We adhere to all local
country regulations and go
beyond where possible.
Outside energy, waste collection and recycling,
as mentioned earlier, our interior décor
features extensive pieces that have been made
from recycled materials. It is the main source
of materials for Katundu, but it is also part
of the signature look for Latitude across the
hotels and it showcases what can be done with
recycled materials both artistically and in terms
of replacement materials. E.g. pebbles clad
in the feature pond in Kampala are also used
for drainage in the swimming pools to avoid
plastic grating.
As part of any environmental assessment we must
also assess our travel budgets. As an integrated
regional hotel group there is a degree of travel
involved to operate and maintain the culture
within the group. In 2018 our London office took
30 flights. We would view this as a particularly
high year, given the opening of Latitude 0°. Every
trip is assessed for its necessity and desired
outcome and jurisdictions are incorporated
where possible. We have recently signed up for
a Blue Biz account. This is an airline corporate
travel scheme whereby accrued miles can be
used to offset your carbon footprint.
It is an ongoing strategy and desire that the
management of the hotels are done at the local
level and the skeletal staff in London are focused
on group strategy and investors. Furthermore,
a strong operating structure in the region, with
strong relationships and communication lines in
itself should result in a reduced need for travel.

Community

While we have sponsored a number of charitable
events and have made cash and non-cash
donations to a number of local NGOs, we would
like to take a more progressive approach to
building sustainable social capital, whereby each
project is assessed on desired outcomes from
our involvement and to an extent a’ theory of
change’ methodology.
While we are engaged in and are exploring further
a number of projects, our objective is to establish
direct links into communities and create broader
networks. Not only can we then fully understand
their needs, but through them we can engage
the informal sector and support and incorporate
local entrepreneurship within our own business.
By empowering local resourcefulness, capability
and capacity it has the potential to develop their
businesses and vocation skills, while helping
us challenge our supply chain and address
bottlenecks in our own company. Furthermore,
given the diversity of individuals within the
Latitude ecosystem and our philosophy of
knowledge sharing, integration and cooperation
we are well placed to facilitate this.

Building social capital is a key principle
within Latitude and there is a desire and
responsibility to extend this to our local
communities, in particular those linked to
our employees.

It is likely that our community involvement will be
a balance of grants, for the most pressing needs,
as well as a constructive and supportive working
partnership, which may require incentivisation
and upskilling. While there is a degree of time
and evaluation required to take this approach,
we believe the longer-term benefits to the local
community could not only be greater but more
sustainable.
This holistic approach to the needs of our
communities and their available opportunities
demonstrates not only our firm commitment
but boosts our staff’s morale and encourages
awareness and involvement across the group,
including our broad mix of guests.
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Future strategy
In this first Latitude CSR Impact Report we have
tried to present a comprehensive analysis of the
impact of the Latitude Group to our employees
and the countries and communities in which
we operate. While it is the principles by which
Latitude was founded and we have previously
alluded to some of our processes, we have never
fully documented our impact in a qualitative or
quantitative way.
This report essentially lays out the existing
situation in Latitude. Hopefully it confirms that
social responsibility is core to who we are and
fully embedded in our operations and practices.
That said there is much to do, and it is an ongoing
process to improve our transparency and
accountability.
With our largest hotel to date opened in Kampala,
we are at a critical and exciting juncture for the
firm. We have learnt a great deal from not only
operating in countries where The Ease Of Doing
Business Index is very high, (World Bank - Uganda
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127, Zambia 87, Malawi 111) but from effecting
impact and social responsibility across the whole
organisation.
Following the publication of this report we will be
formalising our procedures and responsibilities
around impact collection and measurement,
which hopefully will lead to greater transparency
in our reporting and help us consider and
implement new initiatives to improve the breadth
and depth of our impact going forward. We will
document this fully for the group on an annual
basis, but specific initiatives and quantitative and
qualitative updates will be included within our
quarterly reports.
Our approach to social impact and corporate
responsibility is a collaborative one and engaging
staff, investors, our customers and our broader
communities is central to embracing change and
maximising positive impact in the countries we
operate in.

Appendix
Katundu Social Impact Report
The History
Katundu is an artisan business set up in 2006,
which empowers socially and economically
marginalised women on Likoma Island, Malawi. It
is a major partner of Latitude Hotels and supplies
the majority of their statement interiors.
There was a passion and desire to equip the
Latitude Hotels with a product that showcased
local flair and supported original technique. The
founding of Katundu, by Suzie Lightfoot, wife of
one of the Latitude founders, aimed at alleviating
poverty and creating employment on Likoma
Island, through becoming a significant supply
chain partner to The Latitude Hotels.
Our initial employees were women from the
surrounding community who were primarily
selected to provide support for their specific
family background. As a result, there was a fairly
limited skill set amongst the initial artisans.
This was a relatively high-risk strategy, but the
opportunity for economic inclusion and social
impact was significant.
It is now over 13 years since Katundu began
operating and this strategy has paid off. Not
only have our artisans been trained in all aspects
of production up to the point where they are
producing huge unique statement pieces, which
are seen throughout the Latitude Hotels, but
the sustainable impact to the artisans and their
families has been substantial. The average
employment duration of the artisans is over 8
years. Over 40 permanent staff and over 100
pieceworkers have been directly impacted over
the years, with the overall breadth of impact over
400 when you consider the considerable number
of dependants our artisans have.
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Key points
Breadth of Direct Impact

146

Current number of artisans

32

Current number of additional
piece workers

50

Direct educational support

64

Average number of
dependants per artisan

7.7

Cumulative number of artisans

40

Cumulative number of piece
workers

100

Breadth of Impact: Direct &
Indirect

408

Depth of Impact:
% employees from single
orphan program (single mother
or supporting orphan)

Initially 75%.
This has since
fallen to 50% as
artisans re-marry
and workforce
expands.

% sole breadwinners

15%

Average number of
dependants per artisan

7.7

Average number of children
per artisan

3.4

Artisan who is a single parent

30%

Artisan looking after an orphan

22%

Sustainability metrics:
Average duration of the staff

8 years

Wages as % of Malawi fair
trade wage

217%

% of artisans who say ‘lifestyle’
improved since Katundu
employment

100%

Our People
Originally our employees were selected from
an orphan carers program, which was run by a
local NGO. Their opportunity for sustainable
employment was low. This economic exclusion
meant supporting not only the orphans, but their
broader families was challenging. As the business
has developed, this existing cohort continues
to make up the majority (75%) of the team,
although with remarriages the number of single
parents has fallen. There has been sustainable
economic independence, social inclusion & hence
significant positive impact for our employees,
their dependents and the community.

Significant positive
impact for our
employees, their
dependants and the
community
Likoma Island is a remote community, 8 hours
by boat from mainland Malawi. While relatively
densely populated, there is minimal economic
development. Electricity is limited and there are
no paved roads. The main employment is fishing,
low skill farming in challenging soil and small
shops, with few opportunities for regular income,
particularly for women. Employment at Katundu,
essentially offers not only an entry level job for a
population group with limited prospects, but also
a community of support and collaboration.
We currently directly employee 32 artisans and
50 additional piece workers. Each artisan on
average has 7.7 dependents and 3.4 children.
30% are a single parent and 22% look after an
orphan.

“Before working at Katundu I was just staying
at home with my family of eight. Not only have
I learned how to make different products at
Katundu, I have also learned how to manage
a shop, keep stock, make sales and meet
people from different countries. I am a single
mother and am now able to look after my child
as well as my own mum and sisters when they
need financial support.” - Chrissie Selamani
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While Katundu has grown as a business with much
commercial success, raising living standards and
improving the quality of life for the community,
continues to be at the forefront of what we do.
Given the workshop is located in a community
with very few job opportunities, we have many
people applying for jobs. The workshop provides
a vibrant, inclusive and social space for our
artisans who work there and as we have grown,
we foster and encourage entrepreneurship
through our local sourcing and additional piece
workers throughout the island.
There are 2 key parts to the selection process:
firstly, references and assessment from our
permanent staff, which sustains the ethos and
culture of the organisation and secondly, we
consider their home situation i.e. primary earner,
number of children and dependants. The depth
of our impact is a critical part of our business.
We also offer a number of additional employment
benefits:
We are currently financing secondary school fees
for up to 2 children for each staff member at an
annual cost of $1,250. We provide 1 bag of maize
per family per month when sales allow. We offer
medical support to our employees. The local care
on the island is very limited, so we would cover
transport costs, medication where required and
if necessary private hospital treatment. We also
support a loan scheme to our employees, where
$1,000 was donated by Katundu. This further
enhances their economic independence. The
program is independently managed by our loan
committee.

Given the profile of our new employees and our
desire for maximum impact, many have little
skills, so training is a key part of our business.
However, rather than a formal structured
program we prefer and find it more effective to
encourage our existing staff to share their skill
set with more recent colleagues and help develop
their skills in the direction in which they show
passion and talent. Furthermore, we allow time
for experimentation when our workshop is less
busy, which creates different approaches and
develops new skills. We believe this approach
empowers the community and reinforces the
sustainability of our impact.

“Working with Katundu has taught me many
things such as how to bead textiles, use empty
bottles to make interiors and how to be a
manager. I’m happy to manage the production
amongst my co-workers and friends and to
be able to share jobs with those in need. Now
that I have my own income, I feel that I am
more independent to do what I want in my life
and have managed to send my four children
to school.”
Pillie Mwase - Production Manager

In addition to training in artisan techniques we
also encourage our staff to progress within the
business. Our long-term artisans, who have
been with Katundu since the beginning, are now
in positions such as department heads, team
leader or general management. Currently all
our management positions are occupied by long
term employees. As and when positions become
available, we look to the skills and potential of
our existing employees and which individuals we
could upscale and train to take on a more senior
role.
We do active training with the general managers,
who are trained in all aspects of company
management. This is currently focussed on
computer training, accounting, logistics and
planning.
Various teams have also been given the
opportunity to travel. As an example, the
carpentry team travelled to Lilongwe, Lusaka
and Kampala working closely together in creating
new products, working with new materials and
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developing new ideas for the Latitude Hotels.
This has not only expanded their knowledge
but has given them an opportunity to see more
design work in action than what is available on
the island.
This significant creation of human capital from
an entry level is central to the business. Before
benefits, the most basic permanent worker
earns 217% of the Malawian Fair-Trade wage
and bonuses are paid according to year-end
sales. While the cost of raw materials changes
per piece, local salaries consistently make up
approximately 30% of our total revenues.
100% of our staff has had increased and
sustainable income since joining Katundu. The
general feedback on how they have spent this
increased income is: buying land, building houses,
buying iron sheet roofing, school fees, improved
diet & nutrition, health care, saving and friendship.
By empowering women, there is a significant
multiplier effect to socioeconomic development.
As cited by a diverse range of organisations
including USAID and The UN Foundation: When
you invest in a women, they re-invest 90% back
into their families and communities. This rate is
considered exceptionally high, especially as the
publicised average for men is between 30 to 40%.
We are the third largest employer in an island
population of approx. 15,000. Malawi is one of
the poorest countries in the world with GNI of just
$320 per year (World Bank 2006). There remain
persistent challenges with human development
and poverty alleviation. Food insecurity is
widespread particularly in rural areas. Likoma
Island is one of the poorest and hardest to reach
communities.

The Product

Mats and baskets

While we are passionate about our people, we are
also thoughtful and inventive about the materials
we use. Our ecological footprint is important to
us.

Mats and baskets are 100% grown and made
on Likoma Island and are indicative of the local
design. We start collecting maize leaves after
the maize season ends in March. When sewn
together, maize leaves make as strong string
which we sew in mats and basket design.

Our products reflect the origins of our ethos
and the sourcing of a variety of sustainable and
recycled materials is key to our unique signature
brand.
We use local, natural materials: grey seeds, maize,
baobab string, coconut husks, shells and also
recycled materials: tumbled glass, scrap, recycle
copper, boat wood and bicycle and engine parts.

Art & furniture
Wood products are made from recycled
abandoned boat wood and old canoes which
are turned into frames and even chairs and bar
stools. Recently we have added a collection which
uses blue gum stick which is a species of wood
which grows quickly and regenerates easily when
only the branches are cut off.

In order to produce the pieces, some materials
are imported, for example textiles and some
beads. The exact mix of materials is very much
dependent on the product, but we work hard
in our design to incorporate as much local and
recycled materials as possible. The focus on
natural and recycled material is instilled in the
artisan’s design, vision and skills innovation.
To give a few examples:

Lighting
The local community collects glass bottles from
the surrounding lodges and villages. Glass is
then tumbled on site. This newly smooth glass is
further hand wrapped in copper and steel wire
and attached to in-house welded frames, creating
distinctive chandelier pendants, wall lights and
lamp shades.

“Since working at Katundu I learned to
be a manager, use the computer and to
make beautiful products from recycled
materials. My job has enabled me to support
my family of 10 people and I found new
friendships in my fellow female artisans.” Lisa Njakale - Workshop Manager

Clay beads are made from the clay that the
Likoma islanders use to build their houses. The
clay beads are rolled in the local villages and they
are combined with recycled glass beads from
Ghana to create chandeliers.

35 | NOVEMBER 2019

We think carefully regarding our footprint on
non-recycled materials and we have an ongoing
tree planting project to replant and replace any
wood used in our products. Malawi has one of
the highest deforestation rates in Southern
Africa (CURE 2010 (Coordination Union for
Rehabilitation of the Environment)). Last year we
planted 1500 trees around the island and this
year we are aiming to plant 500 fruit trees.

Future strategy
Our future strategy is to provide as
much employment, skills development and
business opportunities in the surrounding
community as our sales & orders allow. With our
focus on self-reliance and maximum impact, our
aim has been to not further expand our workshop
as such, but to push and broaden employment
into the surrounding villages according to the
piecework model.
This means that products can be made by
individuals and our hope is this will foster
entrepreneurship and economic independence
as small businesses, whose products can then be
sold to Katundu. We currently do this with our
baobab and maize ropes, clay beads and tumbled
glass strands but we plan to develop this further.
That said, our workshop continues to provide
a social environment for many of the women
who work here, and so it ends up that many
piecework ladies prefer to work there. We try to
manage this in a sustainable way and currently
are still welcoming pieceworkers to work in the
workshop as long as there is space available. As
we continue to grow, we are mindful of this
important community aspect and social inclusion
angle of our work. While this is difficult to
quantitatively measure, it has a material impact
on well-being and to an extent creativity. Going
forward, it will be a balancing act, which we will
be sensitive to and continue to closely monitor
to ensure optimum impact. We will adapt and
update our impact assessment and measurement
accordingly.
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Catherine Malanda - Team Leader
Catherine has been with Katundu from the
very beginning. A year before joining our
project, her husband passed away and left
her with 6 children. As a single mum without
any other source of income or savings, she
was invited to join the initial Katundu team
of women in 2006. Without any experience
in beading or textiles she started by learning
how to bead simple bed textiles. Today she
is team-leader of our beading department
and one of our most talented textile artisans,
delivering the highest quality of handwork.
Working amongst fellow women and single
mothers has given Catherine the support to
improve her families living conditions, create
friendships and share laughter.
Over the years with Katundu Catherine used
her income to put her 6 children through
school, provide meals to her family and
finish and improve her house. Her oldest
son is now in the Malawi Defence Force and
her daughter has managed to start a small
business here on the island. Three of her
children are still in school and are supported
by the Katundu education program.
Catherine also benefitted from our health
program, and she was supported to visit a
private clinic when she was having problems
with her eyesight. She hopes that the Katundu
workshop will keep growing in order to
support her family and more women around
the Likoma community.

www.thelatitudehotels.com

