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R E PO RT 50,000 pieces MORE THAN 1500 PRODUCTS
ff, . . WERE ADDED TO COUNTDOWN’S
S NAPS H OT orfruitare given PRICE DOWN PROGRAMME
away each week
Last year Countdown invested
$214 MILLION IN BUILDING 10

NEW STORES AND UPGRADING
our existing network.
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COUNTDOWN
Countdownand our customers Countdown is part of the Soft EMPLOYS AROUND
have contributed around Plastics Recycling initiative
which launched in July 2015. 18,000 TEAM MEMBERS
S6.5 MILLION NCE L AUNCHED IN NEW ZEALAND,
of cash, food and in kind donations COUNTDOWN CUSTOMERS 35%of ourteamis under 25 years
T . HAVE RECYCLED MORE THAN old, 15%are over 55,and 579
tothoseinneedinthepastyear.  54401Gs OF SOFT PLASTICS people have worked with us for
THROUGH OUR STORES. more than 25 years.

Ourawards

in2016: In collaboration with The Salvation Army we launched
New Zealand’s first online food donation initiative,
The Foodbank Project www.foodbank.org.nz. Fa%Edbank
: : : PROJECT
BACS GOOD EGG Sinceits launchin 2015 more than
AWARD 29,000 items have been donated.

WE HAVE REDUCED WASTE TO LANDFILL BY 34% SINCE 2006, WHILE
ALSO INCREASING OUR RECYCLING BY 34% DURING THIS SAME TIME.
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Welcome to
Countdown’s
second Corporate
Responsibility
Report.

ABOUT THIS REPORT:

This is Countdown’s second New Zealand
Corporate Responsibility Report. Statistics
areforthe yearended 26 June 2016 (FY16),
unless otherwise specified.

Countdown has had a strong sustainability
planin place since 2007. Each year, we submit
our community and sustainability data to
Woolworths Limited forinclusioninthe
Woolworths Corporate Responsibility Report,
which s internallyand independently audited.

Forthe full 2016 Woolworths Corporate
Responsibility Report please visit http;)/
woolworthsgroup.com.au/page/investors/
ourperformance/reports/Reports/CR_
Reports/

Thisisthe second year we have published a
New Zealand specific Corporate Responsibility
Report (this document). The purpose of this
reportis to set out our CSR achievements

and challenges for our New Zealand
stakeholders. The dataandstatements made
inthis report have been internally reviewed
but, with the exception of dataincluded in the
the Woolworths Corporate Responsibility
Report, have not been independently audited.
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At Countdownweare firmly
focused around our purpose to
make Kiwis’ lives alittle better
every day. That means delivering
low prices, a fantastic range

of quality productsand great
service to our customers. But
we are also adamant that
equally it means being a
caring and proactive part of
the communities we live
and work in.

Countdownis New Zealand’s largest
supermarket brand with183supermarkets
nationwide serving,onaverage, 2.8 million
customers everyweek. \Weare one of New
Zealand’s biggest employers:around 18,000 people
choose towork with usin our supermarkets,
distribution centres,meat and seafood plants,and
oursupport offices. Positive team culture means
abetter experience forour customersand 'm
pleasedto report that our team engagement
levelsare up.

Ourfocusondelivering low prices every day to
customers saw price deflation of 0.2 per cent over
thelast financialyear, ending 30 June 2016. There
are now more than3000 productsin Countdown’s
Price Down programme, where pricesare dropped
forthelong-term.

This financial year Countdown opened 1o
new stores. Wealso continued to evolve online
convenience, rollingout our Clickand Collect
online shoppingserviceto everystoreacrossthe
country. We celebrated 20 years of Countdown
online shoppingin July 2016;in 1996 it took
customers one hour of dial-up internet speeds to

Dave Chambers with Minister for
Climate Change Paula Bennett
accepting the Green Ribbon Award.

completeashop. Today it takes the average online
shopper eight minutes.

Weare active locally through our community
and charity partnerships.In September2015we
were proud to help launch New Zealand’s first
online food donation platform, The Foodbank
Project, with The Salvation Army.

Countdown’s Food Rescue programme has also
gone fromstrengthtostrength. Allof ourstores
around New Zealand have a charity partnership
totakesurplus food that can’t be sold but canstill
beeaten. We've brought onthree new foodbank
partnersthisyearand continue to grow this
programme, reduce our food waste,and help feed
thoseinneed.

Withstoresallaround the country, it’s
important that we do our part to reduce our
carbon footprint,and workat operatingmore
sustainably. Our teamare actively working to
improve how we do business to reduce theimpact
we have onthe environment.

For Countdown,our purpose is much more than
wordsonapage. We putalot of effortinto bringing
it tolife for our customers through our team, our
suppliersandour partners.

DAVE CHAMBERS,
NOVEMBER 2016

COUNTDOWN CORPORATE RESPONSIBILTY REPORT



OUR CUSTOMERS

Focused on making food cheaper

At Countdown we are
committed to low prices

and great specials, as well as

our extensive range of quality

products and great service.
The Price Down programme launchedin 2013
andsince then Countdown has droppedthe

everyday price of more than 3000 products,
more than 1500 of whichwere launchedinthe
last financial year. This helps our customers
budgetasthey have price certainty everytime
they shopwithus.

We track the price of abasket of 100 of the most
commonly purchaseditemsin our supermarkets,,

asshowninthe graph below.

COUNTDOWN BASKET PRICES FY15 vs FY16
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Countdown’s basket of the top 100 most commonly purchaseditems - FY15vs FY16*.

*Note that prices fluctuate throughout the year due to seasonality of items.

LOCKING
PRICES DOWN

This year, prices in the Countdown basket
were 1.2 per cent cheaper than the previous

year,and 2.5 per cent cheaper than two
yearsago. Across the whole store, we've

seen price deflation of 0.2 per cent, driven
by our focus on dropping prices through the
Price Down programme.

Homebrand
Nappies12-18
pack $5since
October 2015,

was $5.49

Homebrand
Bread $1since
July 2014,

@ homebrang
4-8k
lnfan? L8

Unisex Nappies

Macro Free
¥ RangeChicken
Breasts $21.99/kg

. |
CELEBRATING 20 YEARS OF ONLINE CONVENIENCE

InJuly 2016 Countdown celebrated 20 years and
millions of orders since introducing online grocery
shoppingtoNew Zealandin1996. What startedasa
trial with 100 Auckland customers now seesaround
20,000 online orders placed every week,and more
than 80,000 Kiwis are regular online shoppers with
Countdown. Countdown deliversto 99 per cent of
the country,with more than1oo trucks onthe road
doingmultiple deliveries every day. Feedback from
ouronlineshoppers tells ustheylove beingable to
shop fromtheir own home with the click of amouse
and have their orderarrive when it suits.

since June 2016,
was $26.99/kg

was $1.49

For example this year we lowered the
price of our own brand Macro Free Range
chicken, which helps make free range options
more affordable.

We’re really proud to have
introduced New Zealand to online
supermarket shoppingandto
remain the market leader since
then.20yearsago theinternet was
initsinfancy; now thousands of
Kiwi shoppers place their trust
in Countdown every week to
pick, packand deliver fresh, quality
products to their homes.

Our statistics are reflected by Statistics
NZ’s Food Price Index, which shows grocery
food prices down 2.3 per centin the year to
June 2016. We know that food prices are
driven by multiple factors but we believe we
can take some credit for making shopping at
the supermarket cheaper for Kiwi families.
Countdown Head of Online, Sally Copland.

&8
{5 ﬁjﬂ! ¥/

= N BRI
T .

R ey

= g k' B e p
COUNEROWN EORPORATERESPONSIBIGIMREPORT

Ul B S

—



Health and nutritionin New
Zealand isanimportantissue
and asasupermarket we have
aroleto play.In October 2015,
the Government released its
Obesity Action Plan. Countdown
has been engaging directly
with the Ministry of Health,
academics, researchers and
industry on how we can play
our part to combat health
challenges in New Zealand.

We see our role asasupermarket to:

e Reformulate our private label products
where we can, to improve nutritional
value by December 2018.

e Continue to roll-out the Health Star
Ratingonallapplicable private label
products by December 2018.

e Support initiatives which help families
make healthier choices, includingin
our stores.

e Ensureall food advertising complies
with relevant Advertising Standard
Authority codes.

HEALTH STAR RATINGS
LAND ON SHELF

=3 e new health food section
- at Countdown Ponsonby

AFFORDABLE FOOD
INSPIRATION

Countdown’s popular Feed Four For $15 recipes
areaffordable balanced meal optionsandarea
great way for us to encourage our customers to
cookathomeandtousefreshfood. Thereisa
wide variety of recipes
for customersto choose
from,whichare easyto
follow by even the least
experienced cooks. This
year our most popular
recipe was Baconand
Cheese Pasta.

NEW DEVELOPMENTS IN STORE -
MAKING HEALTHIER CHOICES EASY
Healthand wellbeing continues to beatrend for our
customers, particularly for those who have food
allergies or preferthese productsasalifestyle choice.

The growing healthfoods marketisan
excitingopportunity for Countdown to help make
healthfood options moreaccessibleand
affordable for customers. Asat the end of July
2016 we had dedicated and expanded health food
sectionsin111of our stores, for glutenfree, organic
and other healthfoods. We're continuingto expand
these spaces.

Countdownisalso ontrackto have at least one
confectionery-free check outin g5 per cent of our
supermarkets by the end of 2016.

COLLABORATION WITH
UNIVERSITY OF AUCKLAND

Countdownwas one of the first large brand owners
inNew Zealand to commit to the Health Star Rating
system,and we are now rolling out the ratings on more
than 2000 of our own brand products. At the end of
June 2016,394 products had been reviewed andare
onshelfwith their Health Star Rating clearly displayed
on-pack. We are actively working with the Health
Promotion Agency init’s efforts to further educate
the New Zealand public about the rating system.

Testy Swackivy
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»
~ Whether you're hitting the (1
tracks, the trails or the books:
this scrumeny snack mix
will keep you going- 4
5

RESEARCHERS

Weare collaborating with the University of Auckland
School of Population Health, which is conducting
research on the availability of healthy foodsin
supermarkets. Over the last year they have visited a
large number of our storesallaround the country
tocollect datafortheir research,and we areactively
workingto support their data collection. Wearealso
workingwith them to provide insights about their
methodology and analysis.

OUNTDOWN CORPORATE RESPONSIBILTY REPORT



50,000 PIECES
OF FRUIT GIVEN
AWAY EACH WEEK*

InOctober 2015, Countdown launchedits Free
Fruit for Kids initiative nationwide to help make
shoppingalittle easier for families with kids in
tow,and encourage childrento eat fresh fruit.

Free Fruitisavailable in clearly marked
Let your kids munch on a FREE piece basketsin the produce section of each store,
of fruit while you shop- with baskets replenished during the day.

PRIVATE LABEL PRODUCT
NUTRITIONAL REVIEW

Aswe transition from Homebrand to Essentials,
and Select to Countdown, all private label
grocery products willgo through a nutritional
review (saturatedfat, sugar, sodium). This
process will cover more than 1000 products
and will be concluded by December 2018. Our
targetisthatall of our private label grocery
products willbe on par, or better,than the
category average forlevels of saturatedfat,
sugarand sodium.

*Estimate
1.3 TONNES OF =iy e
SODIUM REMOVED ComFlts | RicePons
FROMOUROWNBRAND ‘& o § - il
CEREALS THIS YEAR wons | B

Honey Poppas

Honey coated puffed wheat

Countdownisanactive participantin the NZ
HeartSAFE reformulation programme, led by
the NZ Heart Foundation, which sets targets
forsodium reductionsin high-volume, lower-
costfoods. We have completed 9o per cent

V Noartificial colours, flavours o preservatives.

Homebrand Rice Pops

o SR ITES
of the reformulation work for our own brand 32/0 LESS SALT gg"’ gﬁ} Ak 120/ LESS SALT
b S, L Pt L AR T -
read, breakfast cereals, processed meats, WA DT ke S - WA z" - *’1*
pies,cooking sauces and crackers. \Were now ' 7 Gt '2’;' 3” —
working on cheese, chips, soups and oil spreads. T Homebrand Honey PoppaS VY

While we've been mostly focused on
reducingsodiumand saturated fat, we've
also reduced the sugar content of own brand
tomato sauce, spaghettiand baked beans.

21% LSS SUGR

o : , )
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OUR SUPPLIEﬁs oy

Growing relationships with

our local partners
»

- —_—

We have a proud history of
helping grow Kiwi businesses
and we work closely with

our suppliers to provide

customers with quality products 100% OF OUR 99% OF 95% OF FRESH BEEF

at competitive prices. FLREST ClCREN FRESH FISH WAS CAME FROM NEW
PORK, AND LAMB SOURCED FROM ZEALAND BEEF
CAME FROM NEW

COMMITTED TO e MERS NEW ZEALAND FARMERS

SUPPORTING FARMERS

Countdown works with hundreds of local farmers
throughout the country. We love fresh fruitand
vegetables grownright here. I’simportant to our
customersandto us.

MEET OUR FARMERS

InMarch 2016, Countdown’s executive team
invitedarange of our farming suppliers tojoin us
in Wellington to meet Members of Parliament.
Thiswasan opportunity to ask usand our farmers
abouthowwe work together,getabetter
understanding of how the New Zealand supply
chainworks,and raise any questions.

WORKING WITH

SMALLER SUPPLIERS

We are always lookingat how we cansupport
smallerlocal suppliers to get their newand
innovative productsin front of our customers
and help build their businesses.

InJune 2016, we opened our premium
Countdown Ponsonby store in Auckland. With
the addition of 2200 new products from more
than1oo new suppliers, we worked hard with
ahandful of new,smaller suppliers to ensure
that we had the right product offeringfor our
customersinthis localarea.

Forthesecondyearinarow
Countdown’s Angus beef was declared
the Supreme Brand Champion at the

MAKING IT EASIER Countdown buyers about products that match 2016 Steak of Originawards.

FOR NEW SUPPLIERS our buying criteria. Countdown’s North Island Meat Plant
In 2016, Countdown signed up as the first big By using RangeMe, Countdown now has better supplies approximately 400,000kgs (or
retailerin New Zealand to use RangeMe,anew access to products,and customers will see unique, 600,000 packets) of meat to Countdown’s
online platformthat makes it easier for suppliers newfoodand groceries on shelves sooner. North Island stores each week.

togettheir products discovered. RangeMe works

byallowing suppliers of any size to upload new R A N G Em

products on the platform, whichthen notifies

PAGE 8 COUNTDOWN CORPORATE RESPONSIBILTY REPORT




RESPONSIBLE AND
ETHICAL SOURCING

Countdown’s policies explained

At Countdown we place great
emphasisin responsible and
ethical sourcing policies, which
set out the standards we expect
of our suppliers. This year

we launched our Supplier
Excellence Programme which
is committed to sourcing
quality, ethical foods from
both here and offshore.

BANANAS

The vast majority of our bananas are sourced
from Ecuador,as wellasasmallamount of pre-
packagedbananas fromthe Philippines. Our
banana suppliers have been auditedand comply
with our strict quality standards.

ANIMAL WELFARE

Countdown’s own brand products are produced
toahigh standard of animal welfare. We do not
use animal testing on our own brand personal
care products.

GLOBAL SOURCING

Ourfirst preferenceis to buy from local New
Zealand suppliers, particularly for fresh products.
Where we need to source offshore, we adhere
tostandards set by our Supplier Excellence
Programme.

MICROBEADS

Countdown has phased out the use of plastic
microbeadsinall of our own brand skin care and
body wash products.

N

sFo TN

Paper and timber

Allof Countdown’s own brand tissue, toilet paper
andkitchen towel productsare sourced from
independently certified, sustainable sources.
Allof the paper used inthe production of the
weekly Countdown mailer comes from certified
sustainable sources, either through the Forest
Stewardship Council (FSC) or the Programme for
the Endorsement of Forest Certifications (PEFC).

GM FOOD

Ourown brand

productsdo not use

genetically modified
(GM) ingredients.

SUSTAINABLE FISH
AND SEAFOOD

Ouraimistoensure thatall ourseafood comes
from sustainable sources. Allour NZ fresh fish

is caught viaour supply partners throughthe
New Zealand Government Quota Management
System,which helps ensure sustainable utilisation
of fisheries resources. All Countdown’s private
labeltunabrands are sourced sustainably from
fisheries that do not use harmfulmethods suchas
fishaggregating devices (FADs).

New Zealand’s SPCA Blue Tick
programme is an accreditation
scheme focused on high animal
welfare. At Countdown we currently
have 45 chicken, pork, and egg
products bearing the SPCA Blue Tick,
including all of our own brand Macro
free range chicken and our

free farmed pork.

fffSh ‘M;thicken
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CASE STUDY:

A CHOICE
OF EGGS

Theanimal rights organisation, SAFE, has asked
Countdown to “name the date” by when we would
phase out cage eggs in New Zealand ina campaign
that launchedin January 2016.

There would be significantissues with the
availability of eggs from farmers, if we were to
gofreerange only. Around18 per cent of eggs
producedinNew Zealandare currently free range.
Countdownwould needto findanadditional 144
million free range and barn eggs per year to meet
SAFE’srequest. Thisis the shortfall Countdown
faces, let alone allthe otherretailers, cafes and
restaurantsin New Zealand.

We have informed SAFE that we are committed
toincreasing free range and barn egg sales over
time,as we can get availability andin line with
customer demand. However, we also conveyed
the challenges and realities for our customers of
achievingthis.

Likealmostallsupermarkets in New Zealand,
we give customersachoice of eggs. Customers
canchoose the eggs they buyinaccordance with
theirown preferencesand their budget. Keeping
eggsaccessible for families with limited budgets
isour responsibilityasa supermarket. Research
conducted by Colmar Brunton shows that 69 per
cent of New Zealanders agree that supermarkets
should provide customers witha choice of eggs
(freerange, barn, caged, colony caged).

That said, we are committed toincreasing the
availability of free range and barn eggs as supply
increases. Currently 42 per cent of our sales
arefree range or barneggs*. Countdownalso
launched its Egg Producer Programme for Free
Range and Barnin August 2016, which is focused
onsupportingouregg suppliers to continue to
investinfree rangeandbarn farming,

*52 weeks of datato 10 July 2016

PAGE 10

Countdown growing
FREE RANGE AND
BARN EGG SUPPLY

Duringtheyear considerable energy has been
channelledinto how we meet the increasing
customer demand for free rangeand barn
eggs, while balancing the need for security of
supply. In August 2016 Countdown launchedits
Egg Producer Programme for Free Range and
Barn,as our commitment to help increase the
free range egg supply available at Countdown

stores for our customers.

When the programme launchedjust 18 per our free range and barn egg farmers have

cent of eggs producedin New Zealand were certainty that theirinvestment into increasing
free range. Countdown has been steadily production willbe worthit,andfor Countdown
increasingits supply to meet customer itmeans we have a planned programme to

demand. What this programme means is that supply these eggs to our customers.

Countdown and FRENZ history goes back three
decades when Countdown gave FRENZ the opportunity
to introduce free range and organic eggs to
New Zealanders for the first time.

The new producer programme provides structure and

confidence for both parties and assures Countdown that

future growth in the market is planned and provided for.

Rob Darby, Director, FRENZ

COUNTDOWN CORPORATE RESPONSIBILTY REPORT



Responsible
Sale of Alcohol

At Countdown we take our commitment to
responsiblysellwine, beer,and cider seriouslyand
are committedto fully complying with the Sale
and Supply of Alcohol Act 2012.

We do not sellanyalcohol product below cost.

Countdown conducted consumer researchin
June 2016 tofurther understand how customers
view supermarketsas responsible retailers
ofalcohol. From this research we discovered
that restaurants were recognised as the most
responsible type of retailer, followed closely
bylarge supermarkets. Seventy five per cent of
customers supported the sale of beer, ciderand
wineinsupermarkets,and 8o per cent believed
the measures supermarkets hadin place to
controlthe sale of alcoholwereat the right level.

As anational retailer that conducts millions
of transactions per week, we experienced
some challenges in FY16.1n the financial year we
failed eight Controlled Purchase Operations
(CPO) carried out by the Police. There are
serious consequences for usasabusiness when
these mistakes are made in stores, including
suspensions of store licences which affects
customers. Thisalso hasanegativeimpact on
Countdown’s reputationin communities.

Following these challenges we tookanumber
of steps toimprove our performance.

Toensure weare pursuing best practiceasa
responsible retailer of alcohol we have:

e Conductedareview of ouralcoholsale policy
and the way we train our staff.

e Introduced independent training of all Duty
Managers,and fulland part time supervisors

by LCQ (Licence Controller Qualification)
instructorsthroughout 2016. Already 4200
team members have completedthis trainingand
receivedtheir Authorised Liquor Seller licence
(ALS). Customers can easily identify these team
members through their ID badges which show

L
CREREE oy
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Selling Alcohol:
Our Policy

We take our responsibilities very seriously,
which is why a Supervisor
authorises all alcohol purchases.

ID25: No ID, no sale

By law we cannot sell alcohol to anyone under 18. If you look under
25, we will ask you for ID. Please be prepared with one of these forms
of approved ID:

e HANZ 18+ Identification card
e Valid passport (NZ or International)
e NZ Photo Driver Licence

If we think you're under,
you'll have to hand it over.

Group Purchases

When a group of people enter the store and one or more of
the group attempt to buy alcohol - any member of the

group that appears under the age of 25 will be asked for

identification.

If you cannot supply ID, we will not supply anyone in
the group with alcohol.

' Intoxication
— We will refuse the sale of alcohol to
any customer we believe shows signs
of intoxication.
Thank you for your co-operation.

countdown (af)

theyare ALS qualified.

e Since theintroduction of our newindependent
training programme we have seen asignificant
improvementin store compliance with alcohol
policies,whichis positive. We have alsoincreased
the number of internal reviews that we undertake
tomonitor compliance.

e Weappointedan Alcohol Responsibility
Manager in October 2016 to ensure that
Countdown s pursuingbest practice when

it comes tosellingalcoholand engaging our
stakeholders. Thisindicates bothacommitment
by the businessto comply butalsoto dotheright
thing by the communities in which we operate.




Countdown is one of New
Zealand’s largest employers,
with around 18,000 Kiwis working
inour stores, distribution centres,
and support offices.

Manyyoung people get their first startat
Countdown,and we're proud of our role helping
Kiwisinto the workforce. Likewise, more than 500
of ourteam have beenwith us for more than 25
yearsand we have awide range of roles forany age.

MORE HOURS ON THE FLOOR

In July 2016 Countdown announced 600 new
rolesacross the country toimprove customer
experience. The 600 new roles will provide more
face-to-face service, includinghelp with food
choicesand productadvice.

The move was aimedat boosting personalised
service in-store by putting more people onthe
checkouts during peak shopping times, having
more people ontheshop floor toensure shelves
are stocked,and provide customers with product
advice. Thisinvestmentinnew rolesisfocused on
departments suchas checkouts, produce, night-fill,
deliand seafood,and general store support roles.
Additionally,afurther 200 team members will be
givenextended hours.

This year we have also focused on reviewing
casual contracts, whichresultedin 833 people
moving from casual contracts to permanent hours.

ENGAGING THE TEAM

Overthe last year we have hadan increased focus
ondevelopingand buildingour culture,which has
resulted inincreased engagementin our store
teams. We achieved this througharange

of workshops and coaching sessions with storeand

15% ARE OVER 55

579 PEOPLE IN
OUR TEAM HAVE
WORKED WITH US

FOR MORE
THAN 25 YEARS

operations managers. These sessions provided
our managers with strong development plansand
strategies aroundbuildinga positive cultureamong
their teams. Countdown’s large team is spread
from one end of the country to the other, making
traditional communication channelsachallenge.

WORKPLACE BY FACEBOOK

In July thisyear Countdown began trialling
Workplace by Facebookasaninternal network for
ourteamto collaborate,share innovations
andsuccesses,and communicate the ways they
are makingadifferenceinthe lives of our
customers. The uptake and success of the trial
wasimmediateandin September Countdown
made the decision toroll this out to the rest of our
business.

(Workplace

by facebook

NO ZERO HOUR CONTRACTS

At Countdown we do not have any zero hour

agreements. Our goalistobeagood employer
acrossourstoresandsites,and offerarange of
different employment options whether that’s
permanent or fixed term, full-time or part-time,
through torostered hours and casual work.

INVESTING IN

THE FUTURE

The Countdown graduate programme
welcomed 11 new graduates to our businessin
February 2016. With degrees in sales, marketing,
accounting, finance, law, businessand commerce,
these future leaders have embarked onatwo-
year programme with Countdown which will see
them experiencingin-store operations,
commercial buying,andlogistics in the first year.
Inyear two each graduate selects theirownarea
tospecialisein.

Countdown appealed to me as a place to build a career because of its large
connection with New Zealand communities. The Countdown graduate
programme allows me to learn from senior business leaders across a range
of specialities, giving me alevel of insight that few graduate programmes can.

University of Canterbury graduate Denver Morton

PAGE 12

COUNTDOWN CORPORATE RESPONSIBILTY REPORT



Acknowledging and rewarding
excellent work is our way of saying
thanks to those in our team who
go the extra mile and to highlight
their efforts to their peers.

After scanning, servingand working her way
tothetop,the coveted Checkout Operator
of the Year was presented to Eliza Ross, from
Countdown Hobsonville,in Auckland. Elizawas
one of three finalists whittled down frommore
than 400 applicants,and faced rigorous testing
andinterviews to take out the 2016 title.

The highly coveted Store Manager of the
Year title for 2016 was awarded to Andre Ciseau
from Countdown Lincoln Roadin Henderson,
Auckland. With183 Store Managers vying for
thetitle, Andre was one of four finalists. His
dedicationto the Countdown team and passion
for creatinga fantastic shopping experience at
Countdown’s busy Lincoln Road store saw him
named the overallwinner.

Auckland-based Warehouse Operator
Sione Latu competedagainst more than 500
otherteam members for Forklift Operator of the
Year. Regional competitions were held across
each of Countdown’s four distribution centres,
testing skills associated with safe and efficient
forklift driving,

AN 1 m

HEALTH AND SAFETY AT WORK

,
& ey I/~

ELIZAROSS

CHECKOUT OPERATOR
OF THE YEAR

ANDRE CISEAU

STORE MANAGER
OF THE YEAR

SIONE LATU

FORKLIFT OPERATOR
OF THE YEAR

It was very unexpected, but customers are my passion so I'm thrilled
to knowit’sall paying off. My customers are a big part of why 'm here.

Checkout Operator of the Year, Eliza Ross

Ihave the utmost appreciationforthe two teams who 've had
the pleasure of working with over the past year - Hobsonville Point and
Lincoln Road. Without them, | wouldn’t have won this award; they
make work a hugely rewarding place to be.

Store Manager of the Year, Andre Ciseau

The newHealth and Safety at Work Act
2015wasintroducedin April. Inthe lead
up, Countdown worked with our team
aroundthe countryto ensure we fully
communicated the new legislation to
everyone. We conducted nationwide
roadshows, proactive meetings with
WorkSafeNZ for our senior operations
managers,and provided store managers with
information to ensure our responsibilities
were clearly understood.

[

Celing

During FY16 we reduced the number of
recorded safety incidents by 86 against the
previous year,a 17 per cent reduction.

w u/4
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OURSTORES

Inthe last year Countdown has
invested $214 million building
10 new storesand upgrading
our existing network. We
welcomed approximately 780
new team members at our
new locations in Christchurch
Airport, Hobsonville, Mangere
East, Queenstown, Northwest,
Fairy Springs, Claudelands,
Redwoodtown, Cable Car Lane,
and Ponsonby.

STORE CLOSURES

- A DIFFICULT REALITY

In July 2016, Woolworths Limited provideda
Market Update to the ASX, followinga review of
the whole business. Inthisannouncement, six
Countdown stores were noted for closure before
the end of their lease terms.

This numberis comprised of:

e Countdown Rangiora Central which closed
on2October.

e One store that will close temporarily while a
replacementis built.

e Four other stores,whichare unlikely to close
until FY18 at the earliest. Discussions with
landlords are underwayat those sites.

Countdown Waihialso closedin May 2016, given
concernsaround the future safety of the building.

Store closuresare always difficult for everyone
involved. Asalways, we work with our people
affected by these closures totransferthemto
nearby stores wherever possible.

We make the tough decision to close stores
toenablethe redevelopment and build new
supermarketsinlocations more convenient
for customers. Ourinvestment will continuein
FY17withthree new storesand two replacement
stores opening, each creatingnew employment
opportunities. FY17willalso see us complete
around 1o store refurbishments.
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EMPLOVINGg More people

LOCALLY OWNED
AND OPERATED

N New Stores

The new Countdown
= < Claudelands store in Hamilton

FreshChoice and SuperValue are locally owned
and operated franchise stores, which are part
of the Progressive Enterprises group.

This year, we opened four new franchise
stores, bringing the total number of
FreshChoice stores to 24,and SuperValue
to4o.

Our owner-operators make animportant
contributionto theirlocal communities. Over
the last financial year around $240,000 was
donated tolocal sponsorship and charity
groupsacross New Zealand.

In July this year, FreshChoice stores launched
the Free Fruit for Kids programme inall of their
stores. This programme helps make shopping
easier for their customers with children while
also providingthem with a healthy snack.

COUNTDOWN CORPORATE RESPONSIBILTY REPORT



OUR COMMUNITY

Reducing food waste

Countdown has the largest
Food Rescue programmeinthe
country with all of our stores
partnering with a foodbank

to donate food that is still fit
for consumption but can’t be
sold. This helps reduce food
waste but it also provides a
basic necessity for people
in our community who need
help. We also partner with
local farmers by providing food
no longer suitable for human
consumption for theiranimals,
soas little food waste as possible
goes to landfill.

WELCOMING NEW FOOD
RESCUE PARTNERS

This year we welcomed KiwiHarvestin
Auckland, Good Neighbour in Taurangaand
Kaivolutionin Hamilton to the Countdown Food
Rescue programme.

THE FOODBANK
PROJECT:

A NEW ZEALAND FIRST

In 2015 Countdown, The Salvation Army,

and web-developer Lucid, launched New
Zealand’sfirst online food donation initiative,
The Foodbank Project www.foodbank.org.nz,

enablingdonorsto choose items that are most

needed by The Salvation Army’s foodbanks.

To date The Foodbank Project has provided

Foodbank

PROJECT

91 per cent of stores partner
with The Salvation Army for
non-perishable food

55 per cent partner with a fresh

food partner like Kaibosh, Fair Food,

and KiwiHarvest

83 per cent partner with farmers
to give food that is not suitable for

human consumption to their animals

COUNTDOWN?’S FIRST FOOD
RESCUE SUMMIT AND $100,000
CONTESTABLE FUND

In August 2016 Countdown hosted a Food Rescue
Partners Summit in Wellington to get together
andlearnfromeach other’s experiences,and
continue to educate government stakeholders
abouttheimportance of food rescue. Following
the summit Countdown wasable to confirmup
to $100,000asacontestable fundto support our
Food Rescue partnerslooking to growand build
their capacity. Ouraimis for each of ourstoresto
have aFood Rescue partner for both perishable

more than 29,000 items in 1180 food parcels for
New Zealanders in need, valued at $77,700.

Countdown delivers donateditems to the
nearest participating Salvation Army foodbank
through our online shopping network, for free.
Weareinvolvedin The Foodbank Project ona

not-for-profit basis. Thisamounted toadonation

equal to $10,405at the end of June 2016.

Inthe yearahead we will continue to develop
The Foodbank Project and extend the products
available and theareas delivered to.

S A
S Countdown Produce Manager Luke
Prins handing over somé rescued
food to lan Myhill from Fair Food

and non-perishablefood. Atthe moment, there
justisn’t the capacity inthe foodbank sector to
support this.

LOVE FOOD
HATE WASTE

Countdownis supporting Love Food Hate
Waste, ajoint collaboration between 59 councils
across New Zealand and waste industry body
WasteMINZ, to help reduce the amount of food
individualsand households send to landfill each
year. Countdown has createdan online hub with
top tricks, tipsand recipes to help Kiwis reduce
theirfood waste athome.

FOOD RESCUE WITH
KAIBOSH, WELLINGTON

78,462kg of food collected from
Countdown in FY16

69.5 per cent of this food was
fresh produce

Donations from Countdown made
up around half of all the food
distributed by Kaibosh that year.

kaibosh

FOOD RESCUE

New Zealand’s first online food bank
www.foodbank.org.nz



$4.7 MILLION

Contributions

FY16 $1.1 MILLION

$347,000
$318,000

A%lses

CUS OM RS

FOOD DONATED TO FOODBANKS AND FARMERS THROUGH COUNTDOWN?’S
FOOD RESCUE PROGRAMME?*

CUSTOMER AND COUNTDOWN DONATIONS TO KIDS HOSPITAL APPEAL
LOCAL CHARITY DONATIONS AND COMMUNITY SPONSORSHIPS
CUSTOMER DONATIONS TO NATIONAL APPEALS

Countdownisa part of most
communities around New
Zealand,and we encourage
each of our stores to get
involved in their local area.

This yearwe donated more than $347,000to
local charitiesand causes. Thisincludessmaller
donationslike our Northland stores, which came
togethertodonate time and suppliesto painta
local Playcentre.

CONNECTING OUR
CUSTOMERS

Countdown customers give generously through
our checkouts,to numerous causes suchasthe
national Alzheimers New Zealand Appeal, Oxfam
disaster relief for the Cyclone Winston appealand
The Salvation Army’s Red Shield Appeal.

SUPPORTING THE SALVATION
ARMY AT CHRISTMAS

Inthe 2015 Food Rescue Christmas Appeal
Countdown customers generously donated
approximately 750 trolleys full of food to help
families in need during the Christmas period.
Customers made food donations in marked
trolleys in-store throughout December.

All Countdown stores also donated $500 of
groceries to theirlocal Salvation Army centre,
contributing $91,500 of groceries to The
Salvation Army’s foodbanks nationally. In-store
cash donations from customers providedan
additional $25,000.

PROVIDING SUPPORT

TO ALZHEIMERS NZ

In 2016, Countdown customers donated $18,288
intothe Alzheimers New Zealand Appeal. An
additional $16,000 from the sale of specially

B Shane Chisholm frorm v-

Army, Nigel Narmian,Store Mangger\
from Co un:hwhtown,
with The Sa vatlo'wArmy ascot

S

*FY15 food rescue numbers.

marked lamingtons was generously donated

by Countdown’s lamington supplier,Southern
Kitchen. Countdown hosted our annual Suppliers
Charity Golf Day, where $141,000 was raised for
Alzheimers Auckland. Countdown has supported
the Alzheimers New Zealand Appeal for 13 years
and has helped raise $1.5million during this time.

OXFAM AND DISASTER RELIEF
Inresponse to natural disasters, Countdown
partners with Oxfam to assist themin their
fundraising efforts. In Februaryand March this
year Countdownand our customers raised more
than $38,000 for Oxfam’s Cyclone Winston
Appeal following the devastating cyclone that
affected Fijiand Tonga. The funds helped support
Oxfamin their workto deliver emergency
drinking waterand hygiene kits for families, repair
water suppliesand toilets, clean wellsand set up
emergency water filtration units.

We already knew New Zealand
was among the most generous
countries in the world and overthe
holiday season Kiwis again proved that
to be true! Thanks to that generosity -
and the ease with which people can give
through Countdown’s Food Rescue
Appeal - more than 3,500 families
that would otherwise have had a
meagre Christmas were able to
enjoy a special day.

The Salvation Army’s National Secretary for

Social Services, Major Pamela Waugh

COUNTDOWN CORPORATE RESPONSIBILTY REPORT



I
R T YOUR HED

To help kids like Izzy, purchase
a $2 wristband or donate today
at the checkout.

G countdown
Kids

WE'RE A GOOD EGG

Countdown was recognised as a Good
Business Egg, winning the Healthand
Wellbeing category at the 2016 Business
and Community Shares’annual awards. The
award was in recognition of Countdown’s

work and support for charity partners
like Alzheimers NZ and the Countdown
Kids Hospital Appeal,along with our Free
Fruit for Kids initiative and Food Rescue
programme. The awards aim to showcase
the best of community investment by
businesses throughout New Zealand.

Countdown Queenstoﬂ
team doing some work'ifi*

= the community ,

COUNTDOWN KIDS
HOSPITAL APPEAL RAISES
MORE THAN $1 MILLION

Held in August to October, the 2015 Countdown
Kids Hospital Appeal raised $1,138,000 thanks to
the generosity of our customers, our teamand
oursuppliers. Allfunds raised go towards the
purchase of much-needed medical
equipment for 11 children’s hospital wards
throughout New Zealand. Thisyearwe helped
Hawke’s Bay Hospital purchase a $60,000
ultrasound,and Waikato Hospital to buy 18 new
tiltaway beds. Sinceitfirstbeganin2o07the
CountdownKids Hospital Appeal has raised
$9.3million.

SPONSORING OURKIWI

OLYMPIC ATHLETES

Countdown sponsoredthe New Zealand 2016
Olympic team and we were lucky to have six-time
rowing World Champions, Hamish Bond and Eric
Murray,as our brand ambassadors. Inthe lead

Olympic gold medalists Erigs
Murray and Hamish Bond show
their culinary skills in the kitchef

up toRiowe heldarange of activities to show
oursupportfortheteamincludinga consumer
promotionin February. Inthe weeks beforethe
2016 Rio Olympic Games we encouraged our
customers toleave messages of supporton
postersinall of our stores, which were shared
with the New Zealand Olympic team in Brazil.

HELPING THE RSA

In 2016 Countdown again supportedthe RSA
with their ANZAC Day commemorations. More
than $110,000 was raised for the RSA through
customer donations at the checkout,along
with the sales from ANZAC biscuits, tinsand
commemorative pinsinstore.

Countdownalso worked with the RSAto
provide Christmas gift parcels to New Zealand
military personnel currently on overseas
deployments. We donated more than $15,000
worth of iconic Kiwi treats including Marmite,
Peanut Slabs, Anzac biscuits,and the ingredients
to make the Kiwisummertime classic, onion dip.




"OUR ENVIRONMENT

Our env1ronmental footprint,

In2006 Countdown set atarget
to keepits environmental
footprintat 2006 levels by 2015.
We achieved this goal and in
FY16 we remain well below
projected carbon emissions.

However,emissions did increase inthe last year.
There were three main reasons for this:

e Arapidincreaseinthe number of stores (we
opened 10 newstores over FY16).

e Anincrease in theamount of refrigerant leaked
duetomaintenanceissues.

e Emissions factors, used to measure the carbon
intensity of variousinputs, were re-set, which makes
direct comparison with previous years results
challenging Increasesin emissions factors for
electricityand refrigerants had particularimpacts.

Whenwe use emissions factors from FY15,
Countdown’s carbonemissions are just 2.5 per cent
above ourbaseline year of 2006, despite havinggrown
our physical presence by 43 per cent since then (from
152 supermarkets in 2006 to 184 by July 2016).

This equatestoa12.9 per centreductionin
carbon emissions persquare metre of shop
space from 2006 t02016.

)

Green Ribbon
Award Winner

1
1
1
1
1 Countdownwas proud to win the Resilience

: to Climate Change categoryat the 2016 Green

1 RibbonAwardsforourworkinincreasingenergy
1 . . o

, efficiencyandreducing carbon emissions.

I Theawardsare run by the Ministry for the

1 ) . -

,  Environment,and recognise contribution

I madeto protectandenhance New Zealand’s

1 .

, environment. We won the award forour

Green
Ribbon
Awards

Whatungaro te Tangata
Toitu te Whenua

2016 Winner
workin reducing carbon emissions in 2014/2015.
Countdownwasalsoafinalistinthe
Minimising Our Waste category for our

Food Rescue Programme.

COUNTDOWN'S CO2 EMISSIONS SINCE 2006
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WHERE DO COUNTDOWN'S CARBON EMISSIONS COME FROM?

Our Emissions Profile

Electricity
Purchased
26%

Natural Gas
1%

Refrigerant
51%
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REFRIGERANTS

Refrigerants made up 51 per cent of Countdown’s
carbonemissionsin FY16. Inthe last year the
quantity of refrigerants we used also increased by
13percent.

Global Warming Potential (GWP, set by
Governmentand international bodies) increased.
Forexample, refrigerant 404A’'s GWP increased
by 120 per cent. These factors were beyond our
control but have impacted our overall reporting.

Ourrefrigerant leakage also increased this year
asaresult of maintenanceissues. In FY17weare
increasing our focus on maintenance to minimise
leakage and are alsoaimingtoaccelerate plansto
retrofit stores currently using R404A to use other

types of refrigerants with lower GWP. We are
alsointroducing new refrigeration technologies -
transcritical systems - that use CO2,a100 per cent
natural refrigerant, whichhasa GWP of one.

Transcritcal refrigeration systems generate
more waste heat, which can be re-used

for supermarket heating, water heating,
underfloor heating,and even cooling.
Countdown Cable Car Lane was the first of our

stores to have transcritical refrigeration. Four
new stores planned for FY17 will also use fully
integrated transcritical systems: Countdown
Ashburton, Countdown Mosgiel, Countdown
Courtenay Centraland Countdown Glenfield.

COUNTDOWN CORPORATE RESPONSIBILTY REPORT



E::Z?&Grzitywe purchase made up 26 per COUNTDOWN'S STATIONARY

cent of Countdown’s carbon emissionsin ENERGY PERFORMANCE

FY16.Electricity factorsalsoincreased from

FY FYi6.
15t0FY16 Energy intensity (GJ/square m)

The electricity emission factor usedfor our
calculations s provided by the Ministry for the
Environment. For electricity use, the factor
increased from 0129 (FY15) to 0138 (FY16).
The factorfor transmission and distribution
lineslossesincreasedfrom 0.0113to0 0.0155.
Our electricity emissions increased by 10 per
cent,driven predominantly by these major
increasesin electricity factors.

Carbon intensity (tCO2-e/square m)

Carbon intensity (tCO2-e/square m) excluding emission factor changes 0.26

We now have 112 stores with LED lighting in the retail areas and a further 30 planned. This has had a
significant effect on power consumption, reducing energy consumption by about 40 per cent.
Iftheimpactof theincreasedemission | S9== === == oo s oo o oo oo oo oo oo oo S S eSS mS oS mo oS ooomoosmsoososoososes

factorsis removed. our emissions from Example Average Daily Average Daily ~ Average Daily Energy
- . STORE Kw before Kw After Kw After savings p/a

electricity use onlyincreased by 2 per cent. .

When comparedtotheincreaseinselling Dargaville 4379.8 3908 471.8 $24,108.98

spaceacross our business, energy intensity Owera 4549.94 4063.78 486.16 $24,842.78

decreased by 2.7 percentlastyear. Stoddard Rd 5549.15 4967.05 582.1 $29,745.31
At Countdown weare continuingto trial, Warkworth 4849.45 4511.63 337.82 $17,262.60

test,and implement newinnovationsin energy Meadowbank 5728.98 5089.36 639.62 $32,684.58

efficiency, whichis drivingdown electricity
useinourstores. Ourrecent success with

LED lighting has continued and we are now therefrigerationsystem. We expecttherewillbe  togetherwiththe recentlyintroduced Dual path
installing transcritical refrigeration systems enoughwaste heatto provideallthe store heating  HVAC system, will ensure yet another step-
whichtake fulladvantage of the waste heatfrom  requirements,aswellas hot water heating. This, changeinstore efficiency.

COUNTDOWN'S WASTE AND RECYCLING RECORD SINCE 2006

Waste contributed 9 per cent of our

25,000 + emissionsin FY16. Countdown’s waste to
20,993 landfill has decreased 34 per cent since 2006,
20,0001 1539 despitea43 per centincrease in selling space.
g ’ We havealsoincreased recycling by 34 per cent
£ 15,000 1 13,880 duringthistime.
=
G The reductions in waste since 2006
have been due to ourfocus onextracting
5,000 4 — Waste to landfill recyclable materials, the Countdown Food
— Recycling Rescue Programme, removing non-recyclable
materials from our supply chain,and other

2006/07 2007/08 2008/09 2009/10 2010/11 2011/12 2012/13 2013/14 2014/15 2015/16

efforts to divert waste away from landfill.

Food rescue partner
Fair Food prepare a box of food
at Countdown Ponsonby

|



RECYCLING AND WASTE

InFY16 Countdown’s waste to landfill increased,
andrecyclingrates decreased. Part of this was due
toopening 10 newstores,equatingtoas percent
increase inselling space.

Recycling decreased due toanumber of reasons,
including the focus of our stores, suppliers providing
more shelf ready packaging,and suppliers reducing
packagingthemselves.

Lookingahead,we have started using scaleson
waste collection trucks throughout the country to
provide more accurate weights of going to landfil.
Withthisincreased accuracy we've set ambitious
waste reduction targets for eachstorein FY17,that
encourage our teams to keep waste toa minimum by
usingall the recyclingand diversion schemes we have
available, in particular Countdown Food Rescue. Our
ambitionis thatall Countdown supermarkets will
continue to drive down waste tolandfill.

REDUCTION IN

WASTE OIL

Collection of waste oil from cooking hot
chickensisanew initiative which started
thisyearinallourstores. We estimate this
will divert 250 tonnes per year of semi-liquid
waste away from landfill for processing

into biodiesel product. The waste oilis
collected by ourrecycling partners Waste
Management, in conjunction with Direct Fats
and Oils (DFO). The oil is recovered, cleaned
and prepared by DFO before (primarily)
being shippedto Indonesiafor processing
into biodiesel.

FUEL AND LOGISTICS

This year our logistics team transported 139
million cartons to stores,anincrease of 4.5 per
centfrom133million cartons inFY15. However,
ouroutbound pallets transported only increased
by 2.8 per centdue toimproved truck capacity.
Our cartons transported per liftincreased by an
average of two cartonsin FY16.

The kilometres travelled and diesel consumed
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by ourlogistics division increased this year,
primarily because our meat plant deliveries
had not been capturedin previous years. This
contributed anadditional 1,156,291 kilometres.

If we adjust for this discrepancy, the logistics
team reduced kilometrestravelledand diesel
consumed in the last year. This was down to:

e Using larger trucks (HPMV: High Productivity
Motor Vehicle):theirincreased length and
ability to carry heavierloads means less trucks
ontheroadto carry the same volume.

e Anincrease in the volume of stock transported

open

by rail, rather than by road.

Ourlogistics teamare lookingat a range of
new initiatives to furtherincrease efficiency,and
reduceimpact on the environment. These include:

eIncreasingthe use of rail.

o Our logistics partner will ensureall new tractor
units added to the fleet will have emissions
standards of Euro 5 Specification or greater.

e Increasingthe use of larger double trailer trucks.

Lookingat new trailer optionsand pallet
configurationsin trucks, toincrease capacity of
everylift.

COUNTDOWN CORPORATE RESPONSIBILTY REPORT



PACKAGING
STEWARDSHIP

Overthe last year Countdown’s continued
company-wide focus on recycling saw our
rate of recycling at 2.1 times the quantity of

waste sent to landfill. At 27,364 tonnes of
cardboard and plastic wrap, our recycling
last year increased by 2.9 per cent,
meaning our recycling tonnage is now 43
per cent greater thanin 2006.

PLASTIC BAGS
Countdown Waiheke became New Zealand’s

first single-use plastic shopping bag free
supermarketinMay2016. Waihekeisa

unique environment where rubbish has to
betransported off theisland,and where the
community already had a goalto be plastic bag
free. Customersare encouraged to bring their
own reusable bags to pack their groceriesin,and
we also have reusable bags and new compostable
bags available for purchase in-store. From
research conducted following the removal of
plastic bags from this store, we foundthat only

6 per cent of customersare buying these new
compostable bags, with our remaining customers
bringing their own reusable bags when they
shopwithus.

Countdown s part of the Soft Plastics
Recyclinginitiative whichlaunchedin July 2015.
Thisencourages customers to drop off unwanted
single-use plastic bags and other soft plastics in
designated bins atany of ourstoresin Auckland,
Hamilton, Christchurchand Wellington*. As of
end of June 2016, Countdown customers have
recycled 2430 kgs of soft plastics through our
stores. The schemeisaimingtorolloutto 70 per
cent of New Zealand over the next two years.

We welcome efforts to help customers
thinkabout their plastic bag use. Any external
measures, such as legislation oralevy, would need
tobe made fairlyand apply toall retailers equally,
while also notadding additional complexity or

costtoourbusiness.
*Wellington launched in October 2016
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Ouryoungpeopleat schoolthrough to our elders have been
pushingforthis for some time, particularly given the unique
waste challenges that the Island has. It’s great to see that

Countdown is supportive of our goal to be plastic bag free.
Waiheke Local Board Chair, Paul Walden.

COMING SOON... NEW RECYCLABLE MEAT TRAYS

Asapartof our planto develop sustainable
packaging we will begin introducing new
recyclable plastic tray containers for

meat products from December 2016.
Customers will start seeing the new clear
recyclable trays on our chicken products
initially, with other meat products rolling
outearly 2017. The new trays are made
from 100 percent recycled RPET (recycled
polyethylene terephthalate),and will be

abletobe recycled throughallkerbside
recycling collections.
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We recognise that as a business
in most communities around
New Zealand, we have anumber
of stakeholders. This year we
have increased our focus

on working directly with

our stakeholders across
Government, non-profit,
academiaandin local
communities. Asanational
chain of supermarkets witha
number of employees, suppliers,
and interested parties we have
aresponsibility to engage our
stakeholdersand work together
onissuesand opportunities.

GOVERNMENT

During FY16 we hosted visits fromanumber of
Members of Parliament fromacross political
partiesinto ourbusiness,and regularly visited
MPs in Wellington.

We engage regularly with arange of
Governmentdepartments,includingthe
Ministry of Primary Industries, Ministry of
Business, Innovationand Employment, the
Ministry of Health, the Ministry of Social
Development,and the Treasury.

Countdown does not make political
donationstoany political parties.

Countdown participates inthe Commerce
Commission’s Trader Compliance Programme.

INDUSTRY ORGANISATIONS

Countdownisamember of Business NZ, Retail
NZ,the Committee for Auckland, the Packaging
Forum, the NZ Business & Parliament Trust,

the Nutrition Foundation,and Businessand
Community Shares (BACS).

We also have regular dialogue and engagement
with many otherindustry organisationson
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issues of mutual interest, like Federated Farmers,
Horticulture New Zealand and Consumer NZ.

NON-PROFIT ORGANISATIONS
We engage with non-profits onissues of
mutualinterest, such as SAFE,NZ Heart
Foundation, the Children’s Commissioner,
Diabetes New Zealand, Fairtrade, Forest
Stewardship Council, Alzheimers Auckland, The
Salvation Army, Oxfam,and Greenpeace.

ACADEMIA

We engaged witharange of academics
across many faculties at the University of
Auckland, the University of Waikato, the
University of Otago, Massey University, AUT
Universityand Victoria University.

LOCAL COMMUNITIES

Storesaround New Zealand engage with their
local communities onarange of issues, for
instance customer feedback, parking, store tours,
andfundraisingactivity.

NZ BUSINESS &
PARLIAMENT TRUST
Business Study
Attachment Programme

Countdownisamember of the NZ Business

& Parliament Trust, whichis dedicated to
fostering goodwilland understanding between
the business community of New Zealand and
Members of Parliament.

Weare part of the Business Study Attachment
Programme, which aims to provide MP’s with
anintroduction toabusiness organisation, give
theman overview of key business functions,
andto encourage MPs’understanding of the
contribution business makes to the economy.

In August and October 2016, we hosted

=ty
Kate Porter, Countdown
National Communications
& Publlc Affairs Manag

National MP Alastair Scott.

Dave Chambers, Countdown’s Managing
Director,isalso onthe Board of the NZ
Business & Parliament Trust.
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We hope you have enjoyed this report and
welcome your feedback. Please email
feedback@countdown.co.nz
with any comments or questions.
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