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FMCG BUSINESS IS PROUDLY ASSOCIATED WITH

I hope you had a chance to take a break, spend time with family and friends and 
recharge your batteries over the holidays.

2020 has been a challenging roller coaster ride for the entire world, so what will the 
new year have in store for us? 

This special edition of FMCG Business includes our annual Leaders Forum, which  
is designed to help you and your team navigate confidently through 2021 with advice 
and trend predictions from Ministers, the FGC, IRI, Nielsen, and many other  
industry experts.

Now is the time to focus on products that satisfy the needs of changing consumer 
behaviours. As a result of the ongoing COVID pandemic, consumers will still be very 
concerned about safety, wellness and hygiene. We expect to see more products with 
health benefits and innovative mental and emotional wellbeing solutions. Shoppers will 
also look for small indulgences and more purpose-driven initiatives that support people, 
the planet and sustainability.

The launch of UP&GO Dairy Free (as seen on our cover) comes at a time when New 
Zealanders are increasingly looking for plant-based alternatives for their favourite foods.

Time-saving solutions continue to be valued by shoppers and there is a desire for easy 
on-the-go, impulse and spontaneous occasions and the simplicities of pre-pandemic 
life. The events of 2020 highlighted the value of convenience stores, which are vital for 
smaller communities more than ever. 

Look out for the latest convenience and impulse news on pg 48-55 in this issue.  
We hope to bring you more updates from this growing sector in future editions of 
FMCG Business.

Please join our daily conversations on Facebook, Instagram, Twitter or Linkedin, or 
email us to share your news – we’d love to hear from you.

Enjoy this issue,

Tamara Rubanowski 
trubanowski@intermedianz.co.nz 
www.fmcgbusiness.co.nz

ON THE COVER
The launch of UP&GO Dairy Free comes at a 
time when New Zealanders are increasingly 
looking for plant-based alternatives. 
Find out more on pg 11.

WELCOME TO 2021! 
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For more information visit www.candiexpo.com.au

RESCHEDULED 
DATES
For Australia’s largest and most important trade event for 
Convenience retailers, open to all banners and brands.

Reconnect-Renew-Rebuild

AUGUST 2021
Melbourne Convention
& Exhibition Centre

11-12
To welcome in the New Year, New World 
Newtown are commencing work on a major 
store-wide refurbishment, keeping the store 
open and trading throughout the duration of 
the works. With a scheduled completion date 
of December 2021, customers will see the 
store transform over the next year.

Nestled in the heart of Newtown Village, 
the refurb is a considerable investment, 
providing a brand-new retail environment 
tailored to the needs of the Newtown 
community in Wellington.

Mark Troup-Paul owner operator at New 
World Newtown says, “We’re thrilled to be 
starting work on our store-wide refurb, as 
it gives us the opportunity to innovate and 
expand what’s on offer for customers in-store.

“While renovating, we’re asking customers 
to please bear with us as we make changes 
in-store, and in return, we’ll be offering 

customers exclusive fuel and grocery deals, 
as well as hosting a community sausage sizzle 
every Saturday during the refurb.”

The refurbishment will see improved 
convenience for the store with the latest 
technology installed, additional self-serve 
checkouts, meal solution hubs, fast track 
shopping routes, improved store layouts, 
seismic strengthening works making the 
building safer, a new health and wellbeing 
area, increased focus on fresh foods, and an 
on-site coffee stand.  

“With all the changes happening in-store, 
we’re wanting to reassure customers that we 
will remain open throughout the duration of 
the refurbishment and will continue to keep 
shelves well-stocked with grocery essentials 
in 2021,” says Troup-Paul.

Newtown’s refurb is set to be complete in 
December 2021, just in time for Christmas.

Countdown’s new Metro store 
has opened in Auckland’s growing 
Wynyard Quarter, in perfect time for 
the upcoming America’s Cup.

The 650 square metre Metro on 
the corner of Halsey and Pakenham 
streets is Countdown’s second 
smallest store, but it has been 
specially designed to pack a punch 
with more than 4500 products 
which have been tailored to the 
growing residential population 
nearby, as well as local workers  
and commuters.

Metro Albert Street has been up 
and running since December 2019, 
and Countdown has also recently announced a brand-new Metro for 
Jervois Road in Herne Bay, which will open later this year.

Matt Grainger, Countdown’s Acting General Manager Property, says 
Wynyard Quarter has a unique customer base who are looking for more 
variety as well as staples in the inner-city.

“Supermarkets became an even more integral part of people’s lives 

in 2020, and on this side of the 
inner city there’s been a notable lack 
of choice for people, whether that’s 
the growing number of people who 
live in the Wynyard Quarter or the 
thousands of people who work here 
every day.

“It’s already proving to be a busy 
summer on Auckland’s waterfront 
with Kiwis making the most of our 
own country, and the America’s  
Cup action is going to make this  
part of the city a fantastic place to 
be in the months ahead,”  
says Grainger.

Along with a select range of 
supermarket staples, fruit and veges, meat and bakery items, the new 
Metro also has a comprehensive range of ready-to-go meals, freshly 
made sandwiches, barista made coffee, salads, health-focused snack 
options and take-home dinners.

Metro Halsey Street will trade from 6am to 8pm Monday to Friday, 
and 8am to 6pm Saturday and Sunday.

NEW YEAR, NEW STORE REFURB FOR  
NEW WORLD NEWTOWN

SECOND METRO STORE IN  
WYNYARD QUARTER

[ news ]

FOR MORE INDUSTRY  
NEWS FOLLOW US ON

CHECK OUT
WWW.FMCGBUSINESS.CO.NZ

(L to R) Metro Store Manager Lua Sao and Countdown’s 
Acting General Manager Property Matt Grainger

(L to R) Owner operators Charlotte 
and Mark Troup-Paul with their son.
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T&G Global has announced that Doug Bygrave 
will become Chief Financial Officer, effective 
1 March 2021. He will succeed Bastian von 
Streit, who is returning home to Germany to 
take up the position of Chief Financial Officer 
Global Produce with BayWa AG.

Currently Company Secretary, with 
additional responsibility for risk and treasury, 
Bygrave has been with T&G for over 24 
years. In this time, he has held senior finance 
business roles across the entire business and 
also run shared services.  

T&G Chief Executive, Gareth Edgecombe, 
says Bygrave’s extensive commercial acumen 
and deep knowledge of T&G and the dynamics 
of the business will be a great addition to 
the Executive team. “Doug has a strong 
understanding of how T&G operates and is fully 
committed to our success. His integrity and 
ability to cut through data to get to the truth of 
performance is highly valued by myself and the 
Board, and his recent work leading our three-
year global strategic planning process and cost 
reduction programme has proven him to be a 
strong internal successor,” says Edgecombe.

In recognising the invaluable contribution 
made by Bastian, Edgecombe said: “Since joining 
T&G in October 2018 as we were embarking on 
our transformation, Bastian has helped improve 
the underlying performance of the business.

“Under his leadership, we have freed up 
capital to invest in growth areas, strategically 
acquired Freshmax New Zealand and 
transformed our finance function. Bastian’s 
contribution has helped create a strong 
financial platform for our future success, and 
we greatly look forward to working closely 
with him in his new role with BayWa AG.”

T&G 
APPOINTS 
NEW CFO 

Frucor Suntory has appointed James 
Houston as Chief Transformation Officer, 
taking the reins of the company’s newly 
established Transformation Office.

Houston has been with Frucor 
Suntory for more than three years, 
joining as Chief Supply Chain & Quality 
Officer with responsibility across all 
elements of the supply chain, before 
leading the ANZ sales teams as Chief 
Commercial Officer in 2020. He has 
more than 30 years’ FMCG experience – 
26 of them within the brewing industry.

Frucor Suntory’s Transformation 
Office will be responsible for leading and 
coordinating programmes to accelerate the company’s growth ambitions – and Houston is 
looking forward to leading the charge.

Based in Sydney, James will remain part of Frucor Suntory’s Executive Leadership Team.

New Zealander Jason Tarrant has been 
announced as the Master Judge for the NZ 
Champions of Cheese Awards 2021. Tarrant 
is the first New Zealander to be head 
judging for the NZ Champions of Cheese 
Awards following the eight-year reign of 
Australian Cheese Judge Russell Smith. 

The Awards are owned and organised by 
the New Zealand Specialist Cheesemakers 
Association (NZSCA) and NZSCA Chair 
Neil Willman thanked Jason Tarrant for 
stepping into the role. “It’s wonderful to 
have a local Master Judge of the calibre of 
Jason, his experience and knowledge of 
the NZ dairy industry is extensive.”

Tarrant is General Manager of Technical and Strategic Projects at Open Country Dairy, a 
role he assumed last year. It follows a dairy industry career which began as a management 
trainee at Mainland in 1993. Since then, he has worked for multiple iconic New Zealand 
dairy companies including Fonterra, Whitestone Cheese Company, NZ Organic Dairy 
Company, Open Country and Goodman Fielder. Tarrant’s experience covers all forms of 
cheesemaking from speciality and organic to commodity cheddar.

Tarrant said; “I’m proud to take the mantle of the Master Judge and assist the panel of 
experienced judges assess New Zealand’s finest cheeses. After having judged at the NZ 
Champions of Cheese Awards for a number of years I appreciate how robust the judging 
system is. It’s not about one person it’s about the cheese and the judges on the day.”

NEW CHIEF  
TRANSFORMATION  
OFFICER FOR FRUCOR

[ movers & shakers ]

NEW MASTER JUDGE 
FOR NZ CHAMPIONS OF 
CHEESE AWARDS

Doug Bygrave
James Houston has been appointed as Frucor 
Suntory’s first Chief Transformation Officer.

Jason Tarrant, Master Judge for the  
NZ Champions of Cheese Awards 2021
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[ tech ]

COUNTDOWN’S NEW TECH MAKES  
ONLINE SHOPPING FIVE TIMES FASTER

Countdown has unveiled the next generation of online shopping in New 
Zealand, with brand new technology that sorts and moves products 
directly to its team of 200 personal shoppers in Countdown’s Penrose 
eStore in Auckland.

Known as micro-fulfilment centres, the state-of-the-art automated 
storage units can hold up to 11,000 of the most in-demand grocery 
products, enabling Countdown’s personal shoppers to access these 
easily without having to walk up and down different aisles. Fresh food 
and perishables such as fruit, deli, bakery goods, vegetables and meat 
will continue to be hand-selected to order.

Countdown’s Acting Managing Director, Sally Copland, says the 
continued growth of online grocery shopping provides an opportunity to 
re-imagine what the future of good service looks like for customers.

“Our customers’ expectations continue to rise and we’re investing 
in new technology that is focused on providing an even more smooth 
and convenient online offer for Kiwis, and keeping pace with growth,” 
says Copland.

“Micro-fulfilment technology will help us pull together packaged 
goods in minutes, saving our personal shoppers precious time to select 
quality fresh produce, meat and other perishable items. Our expert 
personal shoppers are trained to shop as carefully as they would when 
shopping for their own families, and now they’ll be able to serve twice 
as many customers with that same attention to detail.

“The technology is designed to help us deliver unparalleled speed 
and accuracy, and also keep us close to our customers for faster 
and more flexible home deliveries. This speed is key to increasing 
the availability of same-day deliveries that more and more of our 
customers want,” says Copland.

The new technology marks the completion of New Zealand’s first eStore, 
which rushed to open in April 2020 to help meet the unprecedented 
demand caused by the first COVID-19 lockdown.

The 8800sqm store in Auckland’s Penrose looks much like a regular 
supermarket, complete with a deli, bakery and fresh fruit and vegetables, 
but instead of customers, the aisles are filled with a team of personal 
shoppers, including 105 who were brand new hires to the company.

Operating 24 hours a day and seven days a week the store has been 
able to fulfil more than 7,500 orders each week since it opened thanks 
to a carefully designed layout based on sales data. The introduction 
of the new micro-fulfilment centre will increase that capacity to up to 
15,000 orders each week.

The micro-fulfilment centre is provided by Boston-based Takeoff 
Technologies. The Penrose eStore is the first of two New Zealand sites to trial 
the automated capability with the Countdown Moorhouse in Christchurch 
also set to trial the technology when it opens in March this year.

“Plans for our eStore were in place well before last year’s lockdown, 
but when COVID-19 reached Aotearoa it became critical for us to speed 
up the timeline,” says Copland.

“Now that our order numbers have stabilised we’re thrilled to deliver 
the micro-fulfilment element to increase efficiency, reduce pressure on our 
personal shopping team and get deliveries to our customers even faster.”

Countdown’s Penrose eStore services online delivery orders from the 
following Auckland supermarkets: Mt Wellington, St Johns, Three Kings, 
Mt Eden, Botany, Manukau City Mall, Meadowlands, Manurewa and 
Highland Park.

Online Pick-Up orders in these areas are fulfilled and collected from 
local stores.
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[ health & wellness ]

TRENDS  
TO WATCH  
IN 2021
Veganuary ushered in an auspicious start to the New Year, believed 
to be the biggest ever yet. With about 250,000 people worldwide 
signing up in advance it kicked off with half the number of last year’s 
unprecedented 400,000.

Kiwis were as keen as ever to be taking the vegan challenge, finding 
many of their traditional favourites existing in vegan form. The 
opportunities for the plant-based market are massive.

“The future is vegan and 2021 is certainly going to see increased 
interest in all things plant based as we endeavour to improve our 
sustainability,” says Vegan Society spokesperson Claire Insley.

“Vegan foods and fabrics are set to increase production both in New 
Zealand and worldwide, as their greater sustainability and lower carbon 
footprint makes growing crops ever more important. Increasing the 
amount of plant-based food you eat is the simplest way to help mitigate 
climate change and one you have complete control over.

“With the Labour government announcing a climate emergency 
recently, we should expect some changes in the way New Zealand 
sustains itself. We need to build back better and address the climate 
curve, having mastered the COVID curve, if we want 2021 to be a better 
year than 2020,” says Insley.

Immune boosters
Ongoing anxiety as a result of the COVID-19 pandemic will encourage 
consumers to prioritise their safety and immune health. 

According to the Innova Consumer Survey 2020, six out of ten global 
consumers are increasingly looking for food and beverage products that 
support their immune health, with one in three saying that concerns 
about immune health increased in 
2020 over 2019. 

Immunity-boosting ingredients 
will play a significant role in 
the coming year, while research 
and interest in the role of the 
microbiome and personalised 
nutrition as ways to strengthen 
immunity will accelerate. 

Work life balance
Global market research company 
Euromonitor International revealed 
trends that will define consumer 
behaviour and influence business 
strategies this year. They predict that 
in 2021, consumers:
• Expect purpose-driven initiatives 

that support the triple bottom 
line—people, planet and profits 

(Build Back Better). Nearly 70% of professionals expect consumers to 
be more concerned about sustainability than before COVID-19.

• Find a new work-life balance, as remote collaboration redefines the 
traditional office environment (Workplaces in New Spaces). More 
than half of global consumers previously had a strict boundary 
between work or school and personal life.

• Gain newfound flexibility, scheduling activities in a non-conventional 
order to suit individual time demands (Playing with Time).

• Demand contactless services, 
exceptional sanitation standards 
and products that enhance 
hygiene and immunity (Safety 
Obsessed).

• Reassess priorities and identities 
in pursuit of a more fulfilled life 
and improved mental resilience 
(Shaken and Stirred). Depression 
and mental health had a moderate 
or severe impact on 73% of global 
consumers’ everyday lives last year.

“2021 will be a pivotal year,” 
says Alison Angus, head of lifestyles 
at Euromonitor International. 
“Tailoring strategies to these 
emerging consumer trends will 
empower businesses to endure 
the unexpected and overcome 
adversities.” 

Vegan options are popular.

We are finding a new work-life balance.
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[ cover story ]

NEW UP&GO DAIRY FREE 
IS FINALLY HERE!

After years of consumers requesting a non-dairy UP&GO, a new 
UP&GO Dairy Free range launches this month, introducing the much 
loved product to a segment of the market who are dairy avoiders or vegan.

“We have never had more requests from consumers for a product in 
our range as we have had for a dairy free option,” explains Kurtis Geering 
UP&GO Brand Manager. “It’s been exciting to finally bring this one to 
market, and also that we have been able to engage our consumers in the 
development of this range via a Brains Trust group.” 

“With more and more New Zealanders turning to dairy-free lifestyles 
either out of necessity or out of choice, our research also brought to life 
some hard-hitting realities of what it means to be someone who follows a 
dairy-free lifestyle today. With our new UP&GO Dairy-Free, they don’t 
need to compromise; it contains all the goodness of original UP&GO 
and the same great taste.” 

“THE LAUNCH 
OF UP&GO DAIRY 
FREE COMES AT  
A TIME WHEN 
NEW ZEALANDERS 
ARE INCREASINGLY 
LOOKING FOR 
PLANT-BASED 
ALTERNATIVES”

The launch of UP&GO Dairy Free comes at a time when New 
Zealanders are increasingly looking for plant-based alternatives for their 
favourite foods. Trish Guy APD, Senior Dietitian, Sanitarium Health 
Food Company Australia says: “Our team of dietitians have worked really 
hard to create a nutritious, on-the-go solution to help give our dairy free 
pals the fix they crave.”

“UP&GO Dairy Free has retained all the nutritional benefits in the 
original UP&GO and is packed with nutrients, including protein, fibre, 
10 vitamins and minerals including calcium and vitamin B12, which 
are important nutrients for people following a dairy free/plant-based 
diet. This makes it a great low GI option for busy mornings and active 
lifestyles. Plus, it’s also gluten free,” said Trish Guy.

UP&GO Dairy Free is available now in two flavours; Choc Ice and 
Vanilla Ice, in leading supermarkets. 
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[ fresh produce ]

BEST IN SEASON

www.unitedfresh.co.nz

Join us on

Our three main melon varieties - rock melon, honeydew 
and watermelon are all at their peak in February. Be sure 
to display cut as well as whole melons.

Blueberries, strawberries, blackberries, 
boysenberries and blackcurrants are fresh out of the 
fields and are always in demand throughout summer.

Central Otago summerfruit - apricots, peaches, 
plums, nectarines and cherries are still in good supply 
this month so make the most of these beauties while 
they are in season.

February is also the peak period for Californian 
citrus in New Zealand with mandarins, Navel oranges, 
lemons and pummelo all available. New Zealand 
Encore mandarins will be around until March too.

Passionfruit
Passionfruit are a rich, fragrant fruit 

known for their indulgent flavour and 
are available from February to July. 

They thrive on warmth and need a 
sheltered frost-free environment 
for successful production. Purple 
passionfruit grow in subtropical 
regions and are the only variety 
grown commercially in New 
Zealand. Yellow passionfruit do 

grow here but are better suited to 
tropical regions. 
What to look for: Passionfruit 

are ripe when they are plump, fully 
coloured and with a slight give. Wrinkled 

fruit are very ripe and will have a sweeter 
taste than smooth-skinned fruit.

Storage/handling: Passionfruit have a thick, 
waxy skin so don’t bruise easily but they will become 
marked if not handled carefully. Store at around 5ºC 
to prolong life, however they will store for a couple of 
weeks out of refrigeration. They are best displayed in 
shallow containers alongside other exotics.

Nutrition: Passionfruit are a good source of dietary 
fibre and a source of vitamins C and E, which act 
as antioxidants to help protect the body against free 
radical damage.

Courgettes
Courgettes are also called zucchini and are 

available year-round, however the main 
growing season is October to May. They 
are usually green-skinned but there are 
yellow-skinned varieties which are less 
available commercially.

What to look for: Courgettes are at 
their best when 16-20cm long. Their skin 

should be glossy and blemish-free. Avoid any 
that show signs of softening or withering.

Storage/handling: Display courgettes in 

refrigerated shelving 2-3 layers deep. Handle very 
carefully as their skins are easily damaged. Courgettes 
are ethylene sensitive, so store away from ethylene 
producing fruit and vegetables at 7–10ºC. Lower 
temperatures will cause chilling damage.

Nutrition: Courgettes are a source of folate and 
niacin which help fight fatigue. They also contain 
potassium which is essential for healthy fluid and 
mineral balance.

Sweetcorn
Sweetcorn is only around for a limited time from 
January to April. Several varieties are available including 
some with white kernels and others with a mix of 
yellow and white kernels, but the Honey & Pearl variety 
is still the most widely grown in New Zealand.

What to look for: Choose sweetcorn with fresh 
green husks and soft yellow to light brown tassels 
- the darker the tassels, the riper it will be. Kernels 
should be plump, pale and tightly arranged and will 
darken as the sweetcorn matures. 

Storage/handling: Sweetcorn is highly perishable 
so purchase quantities that can be sold quickly and 
keep under refrigeration where possible. Husks 
should not be removed as this provides protection 
from dehydration and dirt. Keep away from ethylene 
producing produce like 
apples, bananas and 
avocados.

Nutrition: 
Sweetcorn 
contains a 
good source of 
dietary fibre, 
which supports 
digestive health. 
It is also a source 
of riboflavin which 
helps keep red blood 
cells healthy.  

“SWEETCORN CONTAINS A 
GOOD SOURCE OF DIETARY 
FIBRE, WHICH SUPPORTS 
DIGESTIVE HEALTH.”
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[ fresh produce ]

Popular New Zealand manufacturer Pic’s Peanut Butter is behind a 
project that is assessing the feasibility of growing peanuts commercially 
in Northland.

The Ministry for Primary Industries (MPI) is contributing more than 
$59,000 through the Sustainable Food & Fibre Futures fund to Picot 
Productions’ $91,320 project, which could bring new employment 
opportunities to the Northland region. The project will trial growing 
peanuts in three locations – Ruawai on a kumara farm, Poutu Peninsular 
near Dargaville and on Māori land in the Kai Iwi Lakes district.

“We’ve selected three locations with different soil types and 
environments to see where the peanuts grow best,” says Declan Graham, 
Business Manager – Science at Plant & Food Research, which is 
managing the trials.

“A soil temperature of around 18 degrees is ideal, so the window for 
getting the peanuts in the ground and harvesting them is small.”

Spanish Hi Oleic peanuts, which have smaller kernels and reddish-
brown skins, have been identified as the most appropriate cultivar for 
Northland conditions. 

“This type of peanut is most widely used in confectionary and snacks, 
as well as peanut butter production,” says Graham. “Their high oil 
content makes them ideal for crushing.”

It has always felt a little weird to be making an iconic New Zealand 
product with imported ingredients,” says Pic Picot, the company’s owner 
and founder. “These trials have the potential not only to make a very real 
difference to our carbon footprint but to redirect the millions of dollars 

(L to R) Declan Graham, Business Manager – Science at Plant & Food 
Research with Pic Picot, owner and founder of Pic’s Peanut Butter, and Fido.

NEW NORTHLAND PROJECT 
FOR PIC’S PEANUT BUTTER

we spend on imported nuts to Northland, easily my second favourite 
region of New Zealand.”

In 2015, Pic’s “Big Toaster Tour”, en-route from Bluff to North Cape, 
visited Dargaville, where Pic, his dog Fido and Amy the peanut butter 
fairy received an unforgettable welcome.

“We were treated like long lost whanau,” says Picot. “We were feted 
at the Kumara Box, sold every last jar we had at the Friday market, and 
were presented with two 50-year-old cans of Toheroa Soup. I can think 
of nothing finer than to help the Northland community establish a  
new industry.”

MPI Investment Programmes Director Steve Penno says MPI is excited 
to be involved in a project that could lead to a new industry in New 
Zealand. “This fits perfectly with SFF Futures’ goal of making a positive 
and lasting difference. Being able to grow peanuts domestically would be 
a huge boon, both environmentally and in terms of creating new jobs for 
New Zealanders.”  

Peanuts act as a restorative crop within a crop rotation; helping to 
reduce nitrogen fertiliser inputs and losses. As almost all New Zealand’s 
kumara crop is grown in the Kaipara District, crop rotation with peanuts 
would be highly complementary to kumara production.

Pic’s Peanut Butter currently uses approximately 2,500 tonnes of 
peanuts each year. Based on Australian farmer returns a yield of four 
tonnes per hectare could have a gross income of around $5000 per 
hectare, although it is possible that there could also be a grower premium 
associated with New Zealand grown peanuts.  
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Morning Harvest & New Day egg brands  
are here to stay!
Despite a recent shareholder change, the Morning Harvest & New 
Day egg brands are here to stay and are as strong and available as ever. 
There has been no name change. Both brands are nationally available 
to all stores throughout New Zealand. Produced and supplied by our 
cooperative of 100% NZ-owned, regionally-based, family farms, both 
brands are packed with locally-produced, fresh, quality eggs and delivered 
with reliability and care by your local family farm.

General Manager Susan Bamfield explains: “As members of 
Independent Egg Producers Co-operative Ltd (IEP), NZ’s #2 egg 
producer, many of the farms have been in the same family for generations. 
As a result, an ongoing passion for time-honoured tradition coupled with 

modern farming technology, ensure eggs of not only excellent quality, but 
also representing ‘local’, ‘community’ and ‘provenance’ are packed into 
every carton and tray. With consumers actively trending towards these 
attributes, Morning Harvest and New Day brands are growing year on year 
(+7% & +35% by volume respectively, MAT 3/1/21), and at the same 
time, providing employment for hundreds of people collectively across 
multiple regions of provincial New Zealand.  

“In addition, Morning Harvest & New Day eggs are stamped in  
accord with the ‘Trace My Egg’ compliance stamping programme  
(www.tracemyegg.co.nz), allowing consumers to identify the exact source 
farm of each individual egg.”

To place your orders or for further info please contact 0800 787 327 
or email info@independenteggs.co.nz

Local egg suppliers share their 
news and trend forecasts.

GOOD
EGGS
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passionately about our chooks & delivering the very 
best free range eggs to our customers throughout 
New Zealand, backed by our free range guarantee.

A FREE RANGE
 PASSION of our

100% NZ
OWNED FARMS

Independently audited
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Code of Welfare.
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[ category insights ]

“IN THE LAST 
12 MONTHS 
NEW ZEALAND 
SUPERMARKETS 
SOLD OVER 
57 MILLION 
DOZEN EGGS 
AT A VALUE OF 
$285 MILLION”

Total market performance 
In New Zealand the annual per capita of egg 
consumption continued to rise from 227 eggs in 
2019 to 239 eggs in 2020₁. A key driver contributing 
to this increase is that shoppers are increasingly 
looking for convenient, easy-to-use, natural protein 
sources. Kiwis have also been reducing their meat 
consumption, with a 15% reduction over the last 
decade₁ hence momentum is growing with shoppers 
looking for alternative, low-cost protein sources. 
Eggs are well positioned to gain a greater share of this 
growing number of health & wellbeing, conscious 
‘meat free’ shoppers’ weekly meal repertoire. The 
importance of eggs as a staple food within households 
was also reinforced during lockdown as shoppers 
reached for and cooked with familiar foods that were 
versatile, trusted, affordable and nurturing₁. 

In the last 12 months New Zealand supermarkets 
sold over 57 million dozen eggs at a value of 
$285 million, representing +5.6 million dozen 
(+11%) volume growth and +$11 million (+4%) 
value growth*. The free-range egg segment is 
predominantly driving both value (+13.7%) and 
volume (+24.1%) growth, generating $114 million 
in the last 12 months* as supermarkets transition 
out of Intensive (cage/colony) eggs, in line with the 
new Codes of Welfare for Layer Hens regulations. 
All conventional cage egg production will cease 
completely in December 2022. Subsequently, we 
are seeing an increased number of new brands and 
products in both free range and barn segments 
resulting in a decline in average sell price (down 
-$0.62* per dozen compared with a year ago₂), as 
producers lower prices as a primary mechanism to 
cement their share of category. 
Sources:  
IRI MarketEdge Grocery, value & volume, MAT To 20/12/20  
₁Eggs Inc New Zealand. F21 Marketing Plan, July 2020. OECD report  
- NZ meat consumption 2007 and 2017. 
₂IRI MarketEdge MAT to 22/12/19 compared with MAT 20/12/20.

Zeagold Foods 
“Zeagold is New Zealand’s largest producer, marketer 
and distributor of shell eggs and egg products, 
providing Kiwis with one third of the country’s 
affordable, nutritious eggs,” says Marketing Manager 
Julie Williams. 

“We employ 450 staff, including 100 
merchandisers who are in 
over 450+ New Zealand 
supermarkets – in some stores 
up to seven days a week.

“We are committed to 
being a responsible producer 
of premium quality,  
natural eggs. It is an 
integral focus of everything 
we do for the long-term 
sustainability of our hens’ 
welfare, the environment 

and the communities 
we live in. 

“We export to Singapore, Hong Kong and the 
Pacific Islands. Our products carry the ‘Fernmark’ 
– the New Zealand Government’s tick of approval 
and authenticity. All of our eggs are 100% traceable, 
stamped with a unique ID that is traceable back to 
the farm of origin. www.tracemyegg.co.nz.

Williams adds: “Farmer Brown is New Zealand’s 
favourite affordable protein* ranked number one in 
both volume and value in supermarkets. It is New 
Zealand’s most trusted and well-known egg brand 
amongst household shoppers. The category’s largest 
egg brand contributed +$74 million in retail sales in 
the last 12 months*. 

“Farmer Brown is New Zealand’s No 1 egg brand* 
for lots of reasons and it’s a love affair that gets stronger 
every-day. Consumer research₂ found that when 
shoppers are in-store they use Farmer Brown brand as 
a signpost to assist them with navigating the egg aisle. 
Farmer Brown’s distinctive, relevant and memorable 
packaging enables them to short cut their purchase 
decision and is a key factor influencing purchase. 

“To ensure Farmer Brown continues to remain 
relevant to our core mainstream shoppers (household 
shoppers with kids) and build brand reputation in the 
minds and hearts of Kiwi families we launched a new, 
simple brand message – Farmer Brown New Zealand’s 
favourite affordable protein. To bring our brand story 
to life we rolled out a brand communications campaign 
across multiple consumer touch points consisting of a 
new look website: www.farmerbrown.co.nz. educating 
Kiwis on the affordable protein benefit of eggs, our 
wide range of products and appetising recipes. We 
also revised our social media strategy with a focus on 
educating, engaging and exciting consumers. This 
included the launch of #MyWayWednesday – a weekly 
post that asks viewers to post and share a photo of 
their egg dish made with Farmer Brown eggs. Each 
week a dish is chosen to feature as the hero dish in next 
week’s post. Within the first 10 weeks of launch, we 
captured a total post reach of 101,978 suggesting that 
Kiwis really do like Farmer Brown eggs and the brand 
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Kiwis love their Farmer Brown eggs and it’s 
a love affair that gets stronger every day.
Shoppers know Farmer Brown will always have 

the choices they love, in your supermarket, at 

an affordable price.

Farmer Brown is the most iconic* brand in the 

category, standing out on shelf, with established 

options in all major segments.

From cage eggs to free range, Farmer Brown 

is the shopper’s friend, helping them make 

an informed choice. 

When you need consistent, reliable, fresh  
supply and a brand name shoppers trust, 
Farmer Brown is your first choice – just  
like Farmer Brown is their first choice.

NZ’s favourite affordable protein. 

Farmer Brown has real consumer pull. 

*IRI MarketEdge MAT to 20/12/2020
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[ category insights ]

FMCG Business produces a monthly snapshot of category news and highlights, based on information from participating 
clients and Nielsen data available at time of print. To showcase your products in upcoming category reports, please contact 
trubanowski@intermedianz.co.nz.

Source: NIELSEN SCANTRACK Total Supermarkets - MAT to 27/12/2020

 Val $ Sales Val % Chg YA

TOTAL EGGS  282,971.83  3.64 

STANDARD  139,734.78 -3.31 

FREE RANGE  114,326.36  12.04 

BARN  21,971.49  11.94 

ORGANIC  6,863.57  0.76 

OTHER SPECIALITY  75.64  96.96 

continues to resonate with them. A range of point of 
sale (posters and offsite displays) have featured in stores 
to prompt purchase and increase shopper’s basket value 
per shopping transaction,” says Williams.

“Woodland free-range eggs continues to hold the 
number one ranking position within the free-range 
segment in both volume (20.1%) and value (21.0%) 
share generating $24 million and +6.7% value growth 
vs YA*,” says Williams.

“Our Woodland brand is more than just a name. 
By planting thousands of trees on the farms, not only 
do we provide shelter for our hens so they will forage 
and roam further around the farm, we have created 
a positive impact on our carbon footprint – and will 
continue to do so as the trees grow in size and as our 
extensive planting programme continues. 

“To retain this position, we continue to invest in 
the brand to generate excitement, interest in-store and 
build brand love with new and existing, loyal shoppers 
who are prepared to pay more for premium free range 
eggs. Our recent Christmas promotional campaign 

provided shoppers with a chance to win a KitchenAid 
mixer and $1,000 worth of Go Gardening vouchers. 
To create in-store theatre and inspire shoppers, we 
designed bespoke foiled packaging and festive-designed 
point of sale supported with digital, social and PR 
media activity pre and post the shopper journey. Look 
out for our fresh, new look Easter packaging hitting the 
stores soon,” says Williams.  
Sources:  
*IRI MarketEdge Grocery, value & volume, MAT To 20/12/20) 
₂UBER Insights: Qualitative Research February 2018
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New Zealand’s
Favourite
Flat Breads.

Honest food, made well.

Giannis Breads are created 
from our own authentic 
Mediterranean family recipes 
using only the highest quality 
ingredients, making them...

Email: simon@giannis.co.nz
www.giannis.co.nz
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Our local supermarkets offered very limited options in the 1980s and 
early 1990s and specialty breads weren’t easily available. You could choose 
from sliced or unsliced white sandwich bread - and if you were lucky 
there was a wholegrain variant and a fancy oval white bread loaf from the 
in-store bakery. 

Fast forward and today we’re totally spoiled for choice! From pita to 
ciabatta, bagels and wraps, our bread aisles now offer a multitude of 
delicious ways to get creative with bread.

A story with full flavour
A family-owned company of Mediterranean origins, Lahmajou’s rise 
from honest, humble beginnings to become one of New Zealand’s largest 
specialised flat bread manufacturers and a major supplier to the New 
Zealand food industry is a tale of Kiwi ingenuity and authenticity.

Giannis Michaelides set sail from Cyprus in 1966. He arrived in 
Christchurch with only the clothes he stood in, a wonderful smile and 
a healthy appetite for leavened bread his mother had taught him to make.

What’s new and driving sales in our bread aisles?

OUR DAILY BREAD
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[ category insights ]

But Giannis brought with him more than just 
his love of pita, he introduced to our pantries other 
wholesome, ethnic flatbreads from exotic lands  
and earlier times.

The Giannis brand was established in 1991 and 
continues to go from strength to strength nearly  
30 years on.

Giannis produce and supply an extensive range 
of Pita Bread, Wraps, Pizza Bases, Tortilla and Naan 
bread products that are available in the New Zealand 
market, including gluten free options. 

“We are always looking closely at the market 
and consumer trends and will continue to develop 
new products to meet the market supported by an 

“GIANNIS 
PRODUCE 
AND SUPPLY 
AN EXTENSIVE 
RANGE OF 
PITA BREAD, 
WRAPS, 
PIZZA BASES, 
TORTILLA AND 
NAAN BREAD 
PRODUCTS”

https://www.giannis.co.nz
mailto:simon%40giannis.co.nz?subject=


extensive marketing programme across Giannis social 
media platforms,” says Sales and Marketing Manager 
Simon Rangihaeata.

He adds: “This kind of honest-to-goodness 
philosophy, Kiwi No. 8 wire mentality, and refusal to 
compromise the quality and integrity of the products 
is fundamental to the way the Giannis family will 
continue to run the business in 2021.”
For more background on the Lahmajou story go to 
www.giannis.co.nz
https://www.facebook.com/GiannisPitaBread/
https://www.instagram.com/giannisbreads/
For sales enquiries contact Lahmajou Sales and 
Marketing Manager Simon Rangihaeata 021 854 091, 
email: simon@giannis.co.nz

Health and wellbeing is top of mind
Which new trends and products can we expect to  
see in 2021?

Melissa Steffensen, Head of Brand and 
Channels at Foodstuffs Own Brands 
told FMCG Business: “With health and 
wellbeing the theme for Kiwis back in 
2020, food trends have pivoted with  
more Kiwis reaching for gluten-free,  
paleo, and keto alternatives either out of 
necessity or for health reasons.

Off the back of these 
trends, Pams range of 

pre-packed breads has 
seen exponential growth, 
particularly in their 
superfoods and gluten-
free bread range. “We’re 
expecting to see these food 
trends continue into 2021, 
with Kiwis predicted to 
continue prioritising their 
health and wellbeing,” 
says Steffensen.

Despite health trends impacting what Kiwis are 
purchasing, traditional white bread remains popular 
making up 30% of all supermarket bread sales. Known 
to help feed large households on a budget, white bread 
continues to remain popular whether it’s used for kids’ 
sammies, eaten as toast, or as a summer BBQ staple. 

Steffensen says: “ Speaking of summer, BBQ 
dinners and the trend of post-COVID fakeaways has 
seen Kiwis recreate their favourite burgers from the 
comfort of their own homes. Pams has an excellent 
range of burger buns with their Pams Four Seeded 
Burger Buns and Pams Finest Glazed Brioche Style 
Burger Buns. Kiwis love a good burger, and this alone 
is driving category growth.

For Kiwis looking to entertain dinner guests in the 
cooler winter months, Pams Par-Baked Garlic Buffet 
Rolls are a crowd favourite. Best eaten straight out of 
the oven and great alongside a nice bowl of homemade 
soup, the chewy garlic rolls are not to be missed.” 

[ category insights ]

FMCG Business produces a monthly snapshot of category news and highlights, based on information from participating 
clients and Nielsen data available at time of print. To showcase your products in upcoming category reports, please contact 
trubanowski@intermedianz.co.nz.

Source: NIELSEN SCANTRACK Total Supermarkets - MAT to 27/12/2020

 Val $ Sales Val % Chg YA

TOTAL BREAD  $580,007.15 10.58

LIGHT GRAIN  $127,210.86 8.16

WHITE BREAD  $126,767.00 17.56

HEAVY HEALTH  $73,506.59 9.52

MEAL  $45,776.70 1.53

WRAP  $36,682.11 19.22

PLAIN BUNS & ROLLS  $36,241.59 13.47

MUFFINS  $19,429.15 17.02

CRUMPETS  $17,615.34 7.08

PITA  $14,819.44 15.59

OTHER SPECIALTY  $14,530.68 -5.24

BUTTERED BREAD  $13,905.93 2.21

BAGELS  $12,424.24 17.90

INDIAN BREAD  $7,920.72 13.07

SWEET BUNS & ROLLS  $7,708.52 13.96

FRUIT  $7,689.32 -4.88

PIKELETS  $4,833.60 -12.21

PAR-BAKED  $4,631.71 16.65

EASTER BUNS  $4,403.45 13.88

WAFFLES  $3,910.20 8.27

“PAMS 
RANGE OF 
PRE-PACKED 
BREADS 
HAS SEEN 
EXPONENTIAL 
GROWTH, 
PARTICULARLY 
IN THEIR 
SUPERFOODS 
AND GLUTEN-
FREE BREAD 
RANGE”
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[ good business ]

NEW WORLD BLENHEIM’S STORE-WIDE 
REFURB COMPLETE

Blenheim residents are in for a treat this summer with the completion of 
New World Blenheim’s store-wide refurbishment. 

The store has transformed over the past 14 months to expand what’s 
on offer in a new and modern retail environment.  

New World Blenheim owner operator Melanie Shore says, “We’re 
excited to share with New Zealanders what’s new in-store at New 
World Blenheim this summer. It was important to us to bring to life  
our new and improved retail offering in a more environmentally-friendly 
way, and we’re pleased to finally be able to share and enjoy it with  
the community.”   

One of the store’s new features includes an ecostore refillery station. 
Customers can now bring used ecostore bottles or pick up a dedicated 
refillable one to use over and over again, and refill them with wash 
and laundry detergents, providing a more 
sustainable alternative to purchasing a new 
bottle each time. 

The store has also implemented a ‘Food in 
the Nude’ produce offering; a virtually plastic-
free, fresh fruit and vege selection, where 
produce remains unwrapped from the farm to 
store shelves. The produce retains its lovely 
colour and texture through a special misting 
system, keeping it fresh without the need for 
plastic packaging.  

Other exciting new features include a 
hydration station where customers can fill up 
their water bottles, a revamped beer and wine 
aisle with a specialised wine tasting machine, 
a new café and salad bar offering, as well as 
new butchery, seafood, bakery and deli fresh 
departments, a new entrance, wider aisles  Owner operators Melanie and Ashley Shore

The store offers ‘Food in the Nude’ – a virtually plastic-free, fresh fruit and vege 
selection, where produce remains unwrapped from the farm to store shelves. 

and a freezer which has doubled in size.  
“After months of in-store disruptions, we’re 

thrilled to be able to share with customers the 
new and improved store,” says Shore. 

“During our renovation, the Blenheim 
community were incredibly patient, particularly 
when we were knee-deep in renovations 
during the March lockdown.” 

Having serviced the Blenheim community 
since 2013, this is the first major store 
renovation Melanie and Ashley Shore have 
undertaken. “We’re looking forward to seeing 
how we can further cater to the needs of 
our community and are excited to serve New 
Zealanders from around the country as they 
check out what’s new in-store when they visit 
Blenheim this summer,” says Shore. 
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[ good business ]

GREEN STAR RATING FOR NEW SUPERMARKET
Countdown has started construction on 
the country’s first Green Star supermarket 
in Richmond as part of its overall 
commitment to reduce carbon emissions 
by 63% by 2030 (versus its 2015 baseline).

Green Star is an internationally-
recognised rating system for the 
design, construction and operation of 
buildings, fitout and communities. The 
new supermarket in Richmond has been 
designed, and will be built and operated, 
in a way that reduces negative impact on 
the environment and the people using it.

Matt Grainger, Countdown’s Acting 
General Manager Property, says there  
has been a shift in thinking around how 
stores need to be built as a way to  
help meet Countdown’s 2030 carbon 
emission target. 

“Green Star is a useful tool that has 
helped us plan, design and build our 
Richmond store in a completely different 
way. It has encouraged us to try new technologies and building 
practices, and we aim to learn from this and apply these learnings to 

new builds for Countdown going forward,” 
says Grainger.

As part of aiming for a Green Star 
rating, the store will include transcritical 
refrigeration, LED lighting, solar energy, 
energy and water metering, connection to 
an energy management system, a focus 
on sustainable procurement and materials, 
and water conservation measures.

While many of the green features in the 
new store will be invisible to customers, the 
Green Star scorecard also measures things 
like the quality of the indoor environment 
and sustainable transport options, which 
Countdown has taken into account in the 
design with a focus on visual and audio 
comfort (glare, lighting, internal noise levels 
etc.), EV parking and a bus stop right outside.

The new Countdown Richmond will 
create around 120 jobs in the local area, 
and also feature an online Drive Thru for 
Pick up, a Countdown Pharmacy, a focus 

on accessibility, a cafe and other retail space. The brand new 3450sqm 
supermarket is expected to open in mid-2021. 

THERE HAS NEVER BEEN 
A BETTER TIME… FREE 
THE BIRD®

IN OTHER 
BLUEBIRD 
NEWS…

[ profile ]

The sun is out, BBQ’s are hot and the 
Bluebird Penguins are back! There has never 
been a better time to grow the snack foods 
category. After almost a 
decade away, Chippy 
and his friends have 
made a triumphant 
return in a massive  
brand new campaign,  
Free The Bird®. 

“This time around 
we are encouraging 
consumers to open their 
cupboards, unhitch  
their chilly bins and 
Free the Bird®”, explains 
Bluebird Foods NZ, 
General Manager,  
Daniel Engeman. 

“Because we all 

know that once Chippy and the Bluebird 
chips come out, the people gather and the 
fun starts”. This light-hearted fun campaign 

has already caught on with 
Kiwis all over the nation 
when it was released 
pre-Christmas across 

TV, cinema, digital and 
online video, out-of-home, 
social, radio and shopper 
marketing. For the rest of 
2021 the campaign will  
run on multiple platforms  
to encourage Kiwis to  
grab their favourite chip 
brand and Free the Bird®  
with Bluebird.
Bluebird.co.nz
Phone 0800 652 583  

Matt Grainger, Countdown’s Acting General Manager Property

Introducing NEW Bluebird Poppables®. Bluebird’s 
crispy, potato Poppables® will be love at first bite! 
Light in texture, with an airy crispy crunch, these 
bite-size morsels are deliciously seasoned inside 
and out - and under 100 calories per serve.

Try these deee-lish potato snacks made to 
pop-pop-perfection! Available mid-February in 
two flavours, Sweet Chilli & Sour Cream and 
Cheddar Cheese, in a 90g sharing bag and a 
convenient 35g individual serve.  
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When organisations talk to 
Fleetcoach about driver training, 
one of the topics often raised 
is driver fatigue. Driving when 
you’re tired, you’ve had enough 
and you need to rest, is not just 
unpleasant; it’s dangerous.

What makes driving while 
fatigued so hazardous? You 
might find that you’re slower 
to react, your mind wanders, 
and you make silly mistakes. 
It’s important that you’re on 
the lookout for both the early 
warning signs of when not to 
drive, and the more immediate signs that mean you really should get off 
the road as soon as you can.

Drivers can, and should, take steps to reduce their risk of fatigue, says 
Fleetcoach COO, Craig Cockerton. “Simple things like getting a good 
sleep the night before your trip, taking breaks every hour or two, and 
sharing the driving will all help.”

But there are different kinds of tiredness. The tiredness from a bad 
sleep is different to that from illness, and that’s different again to the 
flatness and lack of energy a person with depression might experience.

Yet they all have an effect on a driver’s safety. Fatigued drivers are 
more likely to lose concentration, to behave unpredictably, and to be 
less tolerant of other road users. That’s why Fleetcoach approaches 
driver training from a wellbeing perspective, including a specific course 
about fatigue.

Fatigue behind the wheel is dangerous. This is something most 
people know. Fatigue is complicated. This is something that most people 
probably haven’t thought about. 

Learn more at https://www.fleetcoach.com/fatigue. 

An example of how it could look to drive fatigued

[ profile ]

SAFER DRIVERS WITH FLEETCOACH

TAKE YOUR BRAND TO THE NEXT LEVEL  
IN 2021 WITH PR
Public Relations is one of 
the most powerful ways 
FMCG brands can grow 
awareness, build authentic 
consumer relationships, 
and increase sales.

In March 2019, Thorn 
PR began working with the 
award-winning Wellington 
Chocolate Factory (WCF) 
days before the Level 4 
Lockdown. In six short 
months we:
• placed more than 24 

stories in mainstream, 
lifestyle and food media,

• helped grow online sales 
by more than 600% (compared to 2019) and 

• took WCF’s share of voice to 18% – second in authority in the 
competitive NZ chocolate market.
Brands new to PR often ask, “What will be my return on investment?” 
PR in the digital age means companies can directly measure cut-

through and sales online. WCF’s Chocolate Dreams Competition is the 
perfect example. 

We created Chocolate 
Dreams to distract children 
during the COVID-19 
national lockdown. We 
received more than 2000 
entries, with children 
designing their ultimate 
chocolate flavour and 
wrapper. The winner – 
Orange Mustachio – was 
sold as a limited-edition 
bar just before Christmas. 
Aligned with WCF’s focus 
on innovation, it attracted 
widespread media coverage 
– including a story on 
Seven Sharp. As soon as it 

began airing, viewers began buying from WCF’s online store, and sold a 
record amount of chocolate in just one hour.

The data demonstrates a clear link between media engagement and 
sales. Through sustained PR & digital activity, traffic to WCF’s online 
shop grew by almost 250% in 2020 (compared to 2019).

If you’re looking to take your company to the next level in 2021, we’d 
love to help. You can email us at hello@thornpr.co.nz  

L – R Jacinda Thorn, Odette Coates, Heidi Van Wheeler and Rachel Prendergast
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How often should you refresh your branding or packaging designs?
Many companies have focused on navigating through a challenging 

year, so it’s understandable if the branding elements or packaging design 
was the least of their priorities in 2020. It is however important to 
consider if the market has changed and when it is a good time to revisit 
branding and packaging designs.

According to www.thebrandleader.com, even 
brands that are established household names tend to 
go through a major brand overhaul every 7-10 years 
and smaller refreshes more frequently.

Packaging designs need to be revisited at regular 
intervals to ensure the designs meet the changing 
market and have the appropriate call outs and 
messages to retain or gain the consumer’s attention 
on crowded market shelves.

In fact, you have only about three seconds to 
catch the consumer’s attention and ‘’explain’’ your 
product to them. This can be achieved with bold 
colours, catchy words, and packaging that is easy to 
understand, for example.

Changing or redesigning your packaging is particularly important:
• When retailers are telling you that you need to make changes.
• When your palette/design looks dated.
• When your competitors have changed their packaging.
• When the market around your product has changed.
• When the breadth of your products has expanded.

New Firestarter at Onfire Design
With expanding business in Australia and Asia, 
Auckland based Onfire Design has a new firestarter. 
Jade Woods, previously of Brother Design, has been 
appointed as Account Manager at Onfire.

Following on from several successful years 
working across a variety of FMCG projects, Jade 
has been brought on board to help manage Onfire’s 
increasing portfolio.

Onfire’s Managing Director Sam Allan said: “Jade 
is a true firestarter – she’s passionate about great 
design that ignites brands and makes sure projects 
are on time, on budget and on fire! With the 

Are you considering a fresh new look for your product?  
Here are a few expert tips and contacts to get you started.

THE TOTAL PACKAGE

One of Onfire's World Brand Design Society Award Winning Projects

Jade Woods, Account Manager, Onfire Design
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[ packaging & design ]

increase in business, we feel it’s critical to ensure our 
account service matches our creative output. Jade’s 
experience in FMCG will be extremely valuable to 
our clients both here and abroad.”

Onfire is an internationally recognised branding 
and packaging agency and has been listed in the top 
ten Best Design Agencies by World Brand Design 
Society three years running, this year coming in at 4th.
www.weareonfire.co.nz

The 100 Club –100 members; 100 
stores and 100% funded by industry
The Packaging Forum’s Soft Plastic Recycling 
Scheme is now in its 6th year and is a great example 
of industry taking ownership of its packaging from 
design through to disposal. 

Soft plastic recycling started in Auckland with seed 
funding from the Waste Minimisation Fund and 
the initial support of Cottonsoft, Goodman Fielder, 
Simplot, James Crisp, Kimberly-Clark, Countdown, 
Foodstuffs and The Warehouse. 

Today the scheme is 100% funded by industry, has 
just welcomed its 100th member with a 60% rise in 
membership last year. The scheme represents 75% of 
the post-consumer soft plastic packaging market. 

Consumers can drop off their soft plastic (https://
www.recycling.kiwi.nz/store-locator), which can be 
turned into fence posts, garden boxes, cable covers 
and garden edging by two New Zealand processors 
Future Post and Second Life Plastics.

Members’ levies fund collections from stores, quality 
checks, baling, transport to end markets, and pay an 
agreed rate per tonne to cover the processing costs. 

In December 2020, The Packaging Forum signed 
an agreement with the Australian Packaging Covenant 
(APCO) which integrates the New Zealand Soft 
Plastics Recycling Scheme within the Australasian 
Recycling Label (ARL).  

The Scheme was accredited in 2018 for seven 
years by the Government as a Voluntary Product 
Stewardship Scheme and reports annually to the 
Ministry for the Environment on its performance. 
With plastic packaging now a Priority Product, if 
your organisation is not already a member, now is a 
good time to join!

Did you know that 168 tonnes of post-consumer 
soft plastic was processed in 2020? That’s 28 million 
individual plastic bags or enough to fill two Olympic 
sized swimming pools!

To find out how to join the Soft Plastics Recycling 
Scheme, or how to make your new packaging design 
recyclable, visit recycling.kiwi.nz/ or contact  
donna@packagingforum.org.nz .

Getting more out of design
Jenny McMillan, Business Development Director at 
Brother Design told FMCG Business: “A lot of the 
design work we do in the FMCG category forms 
the final link in a chain of product development 
and testing that commenced well before our 
involvement. And that’s fine. Often we get to create 
the ‘face’ of the brand, ensure it gets noticed and lift 
its sales appeal.

“But we also work on projects where clients get 
us involved earlier in the process, sometimes at the 
outset, and that can make a valuable difference.

“EVEN IF YOUR 
NEXT PRODUCT 
OR BRAND 
DEVELOPMENT 
EXISTS 
ONLY ON A 
WHITEBOARD 
OR IN A TEST 
KITCHEN, 
INVOLVE YOUR 
DESIGN TEAM.” 
– JENNY 
MCMILLAN, 
BUSINESS 
DEVELOPMENT 
DIRECTOR 
AT BROTHER 
DESIGN

Consumers’ soft plastic can be turned into garden boxes and fence posts.
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[ packaging & design ]

“Making design an integral part of a product’s 
development frequently delivers more innovation and 
differentiation. And the more proprietary a product 
offering is, the more able it is to fight off competitive 
threats. The opposite of this is what we see all too often 
on shelf: category generics that are merely reclothed for 
a temporary boost before the competition closes in.

“Applying a ‘total design’ approach can allow a 
brand to create its own space in strictly-controlled retail 
environments. From pop-up experiences and category-

breaking range extensions to co-promotion opportunities, 
there are so many potential advantages that can be built 
into a brand’s design if applied early enough.

“So, even if your next product or brand 
development exists only on a whiteboard or in a test 
kitchen, involve your design team. Opportunities are 
too valuable to waste,” says McMillan.

For more information please contact Jenny 
McMillan, Business Development Director,  
ph 021 193 2141. 

http://www.brotherdesign.co.nz


[ innovation ]

GLAD has recently launched a new range of Glad to be Green® 
products, including a Compostable Brown Bake Paper, a 50% Plant 
Based Cling Wrap, 50% Plant Based Sandwich Bags, and 50% Plant 
Based Snack Bags. 

The GLAD Cling Wrap & Reseal products contain a minimum of 
50% plant-based plastic produced from a renewable source of sugar cane. 

The Glad to be Green® Compostable Brown Bake Paper is also 
sustainably sourced, unbleached and chlorine free, making it home 
compostable* after use – perfect for all those shoppers working to make 
small, sustainable changes in 
their home. 

The super versatile 
Compostable Brown Bake Paper 
is heat resistant up to 240°C, 
making it ideal for ovens, fry 
pans, microwaves, sandwich 
makers and even BBQ hotplates. 
It removes the need for extra fats 
or oils when cooking, making 
meals healthier and easier to 
prepare and speeds up cleaning time by a significant amount. 

All of the new products have the trusted strength and quality of regular 
GLAD products and will keep food fresh and protected, diverting food 
waste from landfill. The Glad to be Green® packaging is also made from a 
minimum 70% recycled paper and is 100% recyclable.

GLAD TO BE GREEN

“GLAD TO BE GREEN® 
PACKAGING IS ALSO MADE 
FROM A MINIMUM 70% 
RECYCLED PAPER AND IS 
100% RECYCLABLE.”

• Glad to be Green Compostable Brown Paper RRP $7.79
• Glad to be Green 50% Plant Based Snack Bags RRP $5.50
• Glad to be Green 50% Plant Based Sandwich Bags RRP $5.50
• Glad to be Green 50% Plant Based Cling Wrap RRP $7.00  

• FM
CG PRODUCT OF THE YEAR •

• 
FM

CG PRODUCT OF THE YEAR  •

PRODUCT OF
THE YEAR

Do you have a Hero product that stands out from the crowd?
If there’s a tasty tastebud teaser, NPD rockstar, or best seller 
in your portfolio that deserves to be crowned 
‘Product Of The Year’ - we’d love to hear from you!
We’ll showcase some of the finalists in upcoming issues and 
reveal the FMCG Business Product of the Year later in 2021.

FMCG BUSINESS  
PRODUCT OF THE YEAR

To find out more on how to enter please email:  trubanowski@intermedianz.co.nz

• FMCG PRODUCT OF THE YEAR •
• FM

CG PRODUCT OF THE YEAR  •

PRODUCT OF
THE YEAR

F I N A L I ST

28    FMCG BUSINESS - FEBRUARY 2021

mailto:trubanowski@intermedianz.co.nz


[ profile ]

Dakota is a boutique sales & 
merchandising agency with a 
select client base representing 
strong fast-growing New 
Zealand brands launching 
a large number of NPD 
successfully every year. 

“Dakota is a young agency, 
about to turn three and we  
are very proud of the clients  
and brands we represent,” 
explains General Manager 
Catherine Parlane. 

“Dakota was set up through 
our founder brand’s desires to 
do things differently and have a 
model to adapt to change when necessary. Currently 
the market is seeing an unprecedent level of change 
between the disruption of COVID-19 through to 
adjusting to Foodstuff North Island’s strategy roll 
out. We have easily learned, adapted, and grown our client’s businesses 
through our team’s out-of-the-box thinking and passion for the brands 
we represent. 

“I started with Dakota as 
General Manager late last year 
and have been investing my time 
into having the right level of 
resources and setting our vision 
to have the best relationships 
within the industry. Client-
centric is our business approach 
that focuses on creating a 
positive experience for clients 
by maximizing service, building 
strong relationships, and of 
course driving sales.

“We really give a damn about 
the products we represent, 
are relentless and make sure 

we take responsibility and achieve our KPIs. Our 
clients are very like-minded, and Dakota provides an 
environment in which they all work collaboratively. 
Our smaller client base is a choice as it allows us to 

have the right level of focus, resources, and to truly know our brands and 
categories, however we are now looking to take on one more client, so if 
interested please get in touch.” 

DAKOTA – A CLIENT-CENTRIC AGENCY



[ legal advice ]

The Supreme Court has issued a landmark decision, 
Madsen-Ries and Levin as Liquidators of Debut Homes 
Limited (in liquidation) v Cooper [2020] NZSC 100. 
The decision is a welcomed development in the legal 
community providing clarity for company directors 
and their advisors when faced with financial difficulties. 
The judgment emphasised that rather than continuing 
to trade through financial difficulties, companies are 
expected to turn to various other forms of mechanisms 
as provided for in the Companies Act 1993. 

Background 
The Defendant, Mr Cooper, was sole director of 
Debut Homes Ltd (Debut Homes). By late 2012 
Debut Homes faced financial difficulties, with 
a substantial debt owed to the IRD. Mr Cooper 
made the decision to not take on any new work 
and complete its remaining four properties. His 
accountant assessed the financial position of the 
company and forecast a $300,000 GST deficit once 
the properties were completed. 

Mr Cooper made the decision that the creditors 
would be in a better position if the properties were 
completed. Therefore, the company proceeded and once 
the properties sold, no amounts were left over to pay the 
GST liability arising from the sales. The company was 
placed into liquidation on application by the IRD. 

High Court and Court of  
Appeal decisions 
The liquidators of Debut Homes argued that Mr 
Cooper breached the following directors’ duties in 
relation to the Companies Act 1993:
• Duty to act in 

good faith and in 
best interests of 
company (s 131)

• Duty not to trade 
recklessly (s 135)

• Duty not to agree 
to a company 
incurring 
inappropriate 
obligations (s 136)

The High Court 
found Mr Cooper had 
in fact breached his 
duties as a director  
and ordered him to 
pay $280,000 to  
the liquidators. 

The Court of Appeal overturned the High Court’s 
decision, finding that the decision to complete the 
properties was a “perfectly sensible business decision”.

 Supreme Court decision 
The Supreme Court determined the company “was 
insolvent by the beginning of November 2012. It was 
unable to pay its debts and continued trading was 
projected to result in a shortfall of GST of at least 
$300,000. It should have stopped trading at that 
point unless a viable formal or informal mechanism 
[to address insolvency] was found.”

Ultimately, the Supreme Court agreed with the 
High Court decision that Mr Cooper breached his 
directors’ duties and was personally liable to pay the 
$280,000 shortfall to the liquidators. 

What this means for you as a director 
The landmark decision is relevant to all directors 
of companies in New Zealand. When facing any 
financial difficulties, it is up to the directors to 
determine whether a company is solvent enough to 
continue trading, by taking into account the views of 
all of its creditors. 

If you are the director of a company nearing 
financial difficulty, it is critical to consider utilising 
the mechanisms provided under the Companies Act 
1993, including whether a creditors compromise, 
voluntary administration or liquidation are 
appropriate. 

If you need advice on any of the above options, 
please contact a member of our litigation team to 
assist you further. 

NZ’S LEADING COURT RULES 
ON DIRECTORS’ DUTIES

David Hoskin 
Litigation Partner and Director at 
STEINDLE WILLIAMS  
LEGAL LIMITED 
www.swlegal.co.nz 
david.hoskin@swlegal.co.nz

“IF YOU ARE 
THE DIRECTOR 
OF A COMPANY 
NEARING 
FINANCIAL 
DIFFICULTY, 
IT IS CRITICAL 
TO CONSIDER 
UTILISING THE 
MECHANISMS 
PROVIDED 
UNDER THE 
COMPANIES  
ACT 1993”
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[ FMCG Leaders Forum ]

2020 was a challenging year — not only for our food and fibres sector, 
but for all New Zealanders.
Reflecting on the year, I feel humbled by the significant effort every Kiwi 
put in to respond to the COVID-19 pandemic. I feel encouraged and 
invigorated by our achievements to date.

When COVID-19 hit, the Ministry for Primary Industries (MPI) 
convened an exporter group that several FMCG members continue to 
sit on. At the time, they met weekly to help manage global supply chains 
challenges. The group was instrumental in keeping trade moving. 

The Situation and Outlook for Primary Industries (SOPI) report  
we released in December shows prospects for New Zealand’s food  
and fibres sector are bright, despite the significant challenges  
from COVID-19.

It forecasts food and fibre export revenue to hit more than $47.5 
billion for the year ending June 2021, and a record $49.2 billion the 
following year.

This strong performance is testament to the sector’s ability to adapt 
to keep their businesses operating, keep their staff and communities 
safe, and provide food and fibre products for Kiwis and consumers 
around the world. 

Now more than ever it’s important to be  
fit for a better world 
Last year we released our Fit for a Better World – Accelerating our 
Economic Recovery roadmap, to guide our economic recovery from 
COVID-19.

It aims to add $44 billion in export earnings over the next decade 
through diversified, higher-value product offerings, with strong 
environmental credentials, which will also create jobs.

MPI brought forward $84 million to kick-start the delivery of the 
Roadmap through its Sustainable Food & Fibre Futures (SFF Futures) 
fund, adding to the $70 million already available over the next two years.

We have a good pipeline of new projects, aimed at shifting the dial 
for our food and fibres sector. As existing and new projects come on-
stream, we’ll see higher value products hitting shelves around the world, 
with positive returns for New Zealand.

This will be supported by the ‘Made with Care’ campaign launched 
in a number of markets last year to grow awareness, preference and 
demand for New Zealand food and beverage products.

Brexit
It’s topical to talk about Brexit, having reached the end of the transition 
period on 31 December. As 2021 progresses we’ll see the true 
impacts from Brexit for exporters from third countries, including New 
Zealand. Over several years the Government worked with New Zealand 
businesses and other stakeholders to prepare for the post-Brexit period. 

Officials ensured key primary sector trade agreements and 
arrangements between the EU and New Zealand were replicated with 
the UK, so the regulatory terms of trade between New Zealand and UK 
could continue unchanged from 1 January 2021.

Regional Comprehensive Economic Partnership 
Furthering New Zealand’s trade and export opportunities is essential 
and something I’m absolutely committed to, as reflected in my move 
to take on an additional role as Minister for Trade and Export Growth 
following last year’s election.

In November the Prime Minister and I signed the Regional 
Comprehensive Economic Partnership (RCEP) Free Trade Agreement 
(FTA), the largest FTA in the world.

It will reduce non-tariff barriers, make trade simpler and reduce 
compliance costs for our exporters. This will further boost our food and 
fibre exports and New Zealand’s bottom line.

RCEP positions New Zealand at the centre of economic cooperation 
initiatives in a region which accounts for 30% of the world’s population, 
nearly a third of the world’s GDP and includes seven of New Zealand’s 
top 10 trading partners.

Following the events of last year, 2021 is sure to throw challenges in 
our way. The Government is committed to continuing its work to tackle 
these and seize opportunities to help drive New Zealand’s recovery.

New Zealand’s success in combatting COVID-19 – along with our 
solid elimination strategy – provides a good base from which to build 
back better than before.

Damien O’Connor
Minister of Agriculture and Minister for  
Trade and Export Growth

BUILD BACK BETTER 
THAN BEFORE
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This year the Government is helping 
New Zealanders address the  
long-term challenges of plastic, waste 
 and recycling.  

The 2019 ban on single-use plastic 
shopping bags was well supported and 
plastic continues to be a major focus  
for the public. 

Just before Christmas, almost 8,000 
submissions were received on the 
proposed phase-out of some polyvinyl 
chloride (PVC) and polystyrene 
packaging – which are difficult  
to recycle. 

The proposal could also see all oxo-
degradable plastic products banned 
and the phasing out of seven types of 
single-use plastic items such as straws (with some exceptions for 
those who need to use them), tableware and cutlery, and plastic 
fruit stickers. 

Policy decisions will be made mid-year, after analysis of  
the submissions. 

We also know the plastic packaging most likely to be recycled is 
made from plastic types 1 (PET), 2 (HDPE) and 5 (Polypropylene).

We encourage manufacturers to design with recyclability in  
mind and to investigate options to shift away from PVC and 
polystyrene packaging. 

The Government will support industry’s efforts with a  
$50 million plastic innovation fund, which was one of our  
election promises.

A national action plan for dealing with plastics will be completed 
by mid-2021. This is part of the Government’s response to the 
Rethinking Plastics in Aotearoa New Zealand report, produced by the 
Office of the Prime Minister’s Chief Science Advisor in 2019. 

In a nutshell, it will be a plan for reducing the impact of plastic on 
our environment. 

Addressing climate change is also a high priority.  
Reducing food waste and diverting it from landfill helps.  

The waste levy is set to increase in July 2021 to $20 a tonne. This 
encourages businesses to look for opportunities to donate  

or repurpose food waste for stock  
feed or compost as an alternative to 
dumping it.  

The newly established New Zealand 
Food Network, which received 
Government funding as part of the 
COVID-19 response effort, acts as a 

centralised distribution hub. It collects and safely stores bulk food 
donations at its Auckland-based warehouse. 

Food banks around the country are then able to request goods  
on an as-needed basis, at no cost. So companies are encouraged  
to consider food donation as the first choice for dealing with 
products that are mislabelled, past their sell-by-date or where orders 
are cancelled.

The Government has also begun work on a long-term strategy to 
reduce other waste to landfill and improve resource efficiency. This 
will enable more onshore processing of recyclables and ensure New 
Zealand has the necessary infrastructure to divert material streams 
such as organics, construction and demolition waste. 

Product stewardship is a key focus for the coming year. In 2020, 
the Government declared six extra priority product categories. 

These include plastic packaging, refrigerants and e-waste. The 
development of these product stewardship schemes will help shift 
the responsibility for waste and what happens to products at end-
of-life onto manufacturers, importers, retailers and users of these 
products. Scale helps reduce both waste and costs.

Businesses are helping by seeking out ways to reduce their waste, 
divert food from landfill and make packaging more recyclable. 

Or they might explore refillable options, as some enterprising Kiwi 
companies are already doing. 

“WE ENCOURAGE 
MANUFACTURERS 
TO DESIGN WITH 
RECYCLABILITY  
IN MIND.”

GOVERNMENT’S 
PROGRAMME FOR 
PLASTIC, WASTE, 

RECYCLING

David Parker
Minister for the Environment
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It’s safe to say 2020 didn’t play out 
the way most of us anticipated. A 
global pandemic, lockdowns, panic 
buying and border closures created 
some sizeable challenges for the 
FMCG sector. Yet, in a year where 
terms such as ‘social distancing’, 
quarantine and COVID-19 became 
part of our daily vocabulary, New 
Zealand proved its resilience 
by rising to complex, ongoing 
supply and distribution challenges 
throughout the year. 

Upside surprise
Economic indicators suggest things 
are not as bad as predicted back 
in March, and it’s not all doom and 
gloom ahead in 2021. Certainly, 
the housing market is helping fuel 
consumer confidence index levels, 
which jumped to 108.7 in ANZ-
Roy Morgan’s October report, up 
from 100.0 in September1. Also 
encouraging are the latest overall 
retail sales results2 which report 
spending in November around 25.7% higher than the same period last 
year. Total spending since March is now 3.4% higher than for the same 
nine months last year. We’ve certainly seen a very strong performance 
from the Grocery Channels, up 9.9% or $1.5 billion in revenue in the 
latest MAT period 18/10/20.3 

What’s changed
At IRI we have invested a lot of time understanding and interpreting 
the ways in which the pandemic has impacted society and influenced 
our shopping behaviours. One of the most profound effects we have 
seen has been the acceleration of digital adoption by consumers. 
The impact has been prominent in the Grocery Channel. During the 
January to July 2020 period there were more than 360,000 new 
online customers across grocery, liquor and specialist food channels 
accounting for $749 million. Spend was up 55% and transactions 42% 
compared to the same period in the previous year. As the demand for 
contactless shopping increases, we expect to see more developments 
in frictionless and online shopping. Proportionately, New Zealand 
is still running behind global levels with only 10.3% of overall retail 
spend online4 versus 23% globally5. From a supplier perspective we’re 
encouraging our clients to think more about the digital shelf and how 
they turn up there. Are product claims searchable online? An IRI study 
in the US showed that, of the top 25 product attributes consumers 

searched for online, only 14 
showed up within the top 25 
search filters on retailer websites. 

We’ve also seen a separation 
emerge between consumers. 
Many household shoppers have 
been impacted financially as a 
result of COVID-19. Hard-hit 
households are doing fewer but 
larger shopping trips, buying 
more private label, eating out 
less and making cut-backs to 
save money. Unsurprisingly, 
private label in supermarkets 
grew 13.8% in dollar value as 
many consumers remain budget 
conscious. Private label brands 
with a strong price and value 
proposition as well as products 
with good pack architecture have 
been in prime position to benefit. 
At the same time, those less 
affected financially are willing 
to pay more for added benefits, 
such as functional foods offering 
health boosts in immunity, 

mental wellness and cognitive wellbeing. 
Time-saving solutions continue to be valued by all household 

shoppers, as did buying local. Meanwhile, despite the quest for 
a healthy lifestyle, which has seen plant-based foods, vegetarian, 
dairy-free and gluten-free options all continue to grow, Kiwis love to 
treat themselves. Indulgence and innovation continue to win favour 
when they surprise and delight consumers, such as we’ve seen in 
confectionary, biscuits and ice-cream.

Looking ahead
In 2021 we expect continued growth in products which satisfy the 
needs of changing consumer behaviours. Categories and brands which 
service the home café, family entertainment, ‘fake-away’, sandwich 
and treat occasions will likely thrive as people spend more time at 
home working and playing. However, 2020 has taught us to expect the 
unexpected. Despite that caution, the way retailers and manufacturers 
have risen to last year’s challenges gives confidence that they’ll be able 
to serve the ever-evolving demands of consumers - whatever 2021 
throws at us.
Sources:  
1. ANZ-Roy Morgan consumer confidence Sept, Oct 2020 
2. Retail NZ Sales Index November 2020 
3. IRI Market Edge Grocery, New Zealand, MAT 18.10.2020 
4. NZ Post eCommerce Spotlight August 2020 
5. IRI Australia Global Shopping Trends 2020

Craig Irwin
Managing Director New Zealand & Hong Kong,  
IRI Worldwide

FMCG MEETS THE 
CHALLENGE OF COVID
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Challenge and change defined 2020 like few other years in food and 
grocery, and they’re set to define 2021 too, though (fingers crossed) 
not in quite the same way. I’m confident the supply chain legends of 
2020 will retain their place in industry history.

Rather, 2021 will set the groundwork for what will likely be a 
major shift in the sector. And while some of this has been coming for 
some time, the events of 2020 have helped push it along.

That includes some of the eating and buying habits picked 
up during the COVID-19 lockdowns, such as greater focus by 
consumers on health and wellness and good nutrition. If there was 
something good to come out of the lockdowns it was that more 
people moved towards healthier products. That trend was continuing 
through to the end of the year, and I see no reason it will stop.

The same goes for cooking and eating meals at home, and 
the trend to boxed and ready-meals, which are in line with our 
more-bunkerish mentality as we watch the pandemic run rampant 
overseas. Where possible, suppliers and retailers have met  
this change.

The trend toward keeping our pantries a little fuller than previously 
is likely to continue to mean fuller shopping trolleys, which will 
demand excellence from the supply chain, though if it can handle the 
lockdowns, it can handle anything. 

External factors, though, are another matter, with the surge in 
demand for goods from China, industrial action at Australian ports 
forcing cancelled sailings to our small market, and a shortage of 
containers worldwide combining for a perfect bottleneck storm. 

Despite a massive effort from government agencies and transport 
and sector associations, only so much can be done, and it seems 
likely this disruption will flow well into 2021 – some are suggesting 
the middle of the year.

It’s not just imports, because fewer ships coming in mean fewer 
to send back with our exports. So that’s a problem. It was great to 
see the International Airfreight Capacity scheme being extended to 
March to ensure critical freight and exports keep flowing. 

All these delays mean extra freight and logistics costs, which will 
eventually flow into the cost of goods. Add in the increased cost 
of doing business, such as the increase in the minimum wage and 
an extra week’s sick leave a year and expect prices to rise higher in 
2021 than they did in 2020.

Which leads to the Commerce Commission’s supermarket review, 
which has pricing and competition at its core.

Its terms of reference range from the structure and competition 
of the industry at wholesale and retail levels, retailer pricing and 
procurement practices, the price, quality and product range available 
to shoppers, private labels, and promotional activity.

But it also intends to 
consider competitive 
outcomes, including the 
margins and profitability  
of retailers.

It states: “The purpose 
… is to look at whether 
competition is working 
well for consumers, and if 
not, what can be done to 
improve it. It doesn’t look at 
prices in isolation. However, 
if retail competition is 
working, this will benefit 

consumers through the prices they pay for groceries, the quality of 
groceries being sold, the range of groceries available and the service 
that is offered.”

I’m sure that last sentence sums up what we all want to see. 
November, when the commission reports, should be an interesting 
month, as should early 2022 when the Government is expected  
to respond.

The Food & Grocery Council believes a natural progression of that 
report will be a move towards the formation of a mandatory Grocery 
Code of Conduct, similar to that established in Australia in 2015 
after their market study. In the meantime, I hope to be talking during 
the year to my parliamentary petition which called for our own 
Code. As always we will be putting the case of suppliers accurately, 
truthfully, and professionally.

It’ll be a busy year.

“2021 WILL 
SET THE 
GROUNDWORK 
FOR WHAT WILL 
LIKELY BE A 
MAJOR SHIFT IN 
THE SECTOR”

Katherine Rich
Chief Executive, New Zealand  
Food & Grocery Council

2021 –  
THE YEAR  

AHEAD
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2020 required us to reset in many ways. Overnight, we took up 
mask wearing on public transport. We adapted to working remotely 
and flexibly, we found more ways technology can be our friend. We 
realised we can change fast if we set our mind to it.  

COVID reminded us of the power of Mother Nature and to 
be aware of the impact we are having on our environment. This 
appreciation of our natural environment has been heightened 
as New Zealanders spend their holidays seeing more of our 
own country and actively support local as we look to sustain 
local providers. That appreciation has translated into a greater 
consciousness of who we buy from, what we buy, and how we  
feed our families. 

From our standpoint, it appears the challenges of 2020 have made 
New Zealanders even more conscious consumers. They recognise 
the power they have to influence outcomes by how they spend their 
money and they are exerting it. We predict this trend of conscious 
consumption will only continue to strengthen in 2021.

For Food Nation, this was an unusual year to launch our range 
of plant-powered Magic Minces and Happy Patties. We won 
global awards commending our approach of celebrating plants and 
vegetables in centre-plate offerings, but what has most inspired us 
has been the enthusiasm and support of Kiwi consumers, customers, 
and retailers. 

We see people of all ages recognising the connection between 
diet and environment and as a consequence, consciously changing 
their behaviour and in this context, their diet. 

The data backs this up: At the end of 2019, the Colmar Brunton 
‘Hungry for Plants’ Report stated that a third of New Zealanders 
were consciously limiting their meat consumption. In July 2020, 
the Mintel Global Consumer Data study showed that 61% of New 

Zealanders state that sustainability is important in their food and 
drink choices. The days of eating meat and three vege at every 
meal are quickly giving way to conversations about becoming a 
‘reducetarian’ or flexitarian. I think it’s likely that, in 2021, taking  
a steak-sized portabello mushroom or a plant-powered Happy 
Patty to the barbeque will become as accepted as taking a  
steak itself. 

As people consciously change how they shop and how they 
eat, we the suppliers and retailers need to support new consumer 
choices in-store. This relies on us to provide cost effective 
alternatives that support a more sustainable outcome for people 
and our planet. These options need to deliver on convenience, 
taste and nutrition. We need to find ways to support these 
choices in store. 

Central to the widespread change in diet is an increase in 
plant-powered centre-plate options. As these continue to grow in 
number, variety and price point, the opportunity exists to make it 
far easier for the wider audience of reducetarians to identify the 
category. At Food Nation we are working with our retail partners 
to crack “how do we make it easy to find plant-powered, delicious 
centre-plate options on-shelf?”. By creating a clearly defined section 
in supermarkets for these offerings, we can help deliver consumers 
the ability to make dietary change a habit. 

It is exciting to see how this appetite for change continues 
to shape how we live in 2021.The question is: which trends will 
become established habits as consumers make conscious choices? 
Our view is that as a nation we need to adapt to support these 
changes for good. Those who do will not only create a more 
sustainable society, they will also be rewarded at the till and in the 
conscience of their consumers. 

Miranda Burdon
Cofounder of Food Nation and Chair of Meadow 
Mushrooms and Emerging Protein NZ

“THE CHALLENGES 
OF 2020 HAVE 
MADE NEW 
ZEALANDERS EVEN 
MORE CONSCIOUS 
CONSUMERS”

A CONSCIOUS 
CHANGE
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None of us could have predicted 
the year we’ve had. In lockdown, 
Kiwis rediscovered their love of 
home-cooking and baking; we 
sharpened up our cooking skills 
and suddenly everybody learnt to 
make bread and hot cross buns.  
Fakeaways became a thing, online 
shopping helped everyone stay 
safe at home, and a home-baked 
afternoon tea helped us all get 
through the homeschooling and 
working remotely at home.

Interestingly a lot of these 
skills have stuck, with our 
customers continuing to bake 
and cook at home and online 
shopping continuing to increase in 
popularity.

Every year we like to forecast 
ahead and keep an eye on global 
trends which we think will resonate 
here, but no one could have 
predicted how 2020 ended up! 

Some things didn’t fire that 
much, like hemp products, cricket 
wraps and switchel. However, 
there were also products we could 
never have imagined would be so 
in demand, such as face masks, 
hand sanitiser and home hair 
dye kits! We also never expected 
yeast to sell out for weeks on end 
and that there would be a threat 
of running out of toilet paper, but that’s 2020 for you.

However, there have also been a lot of new COVID-related 
trends that have emerged this year, such as products which contain 
antibacterial ingredients. Sales for cleaning products and hygiene 
products with antibacterial properties such as hand wash and 
multipurpose cleaning sprays, continues to highlight customers’  
desire to keep safe. Wellness from the inside out is also a focus — gut 
health is still trending, and collagen powder continues to go from 
strength to strength.

An interesting new beauty trend is what’s known as ‘mask beauty’, 
designed to accentuate the eyes when wearing a face mask. Globally 

the sale of lipsticks declined with 
the advent of mask wearing and 
lips not being on show. We’re 
expecting to see new products 
continue to hit the shelves such 
as eyebrow kits, new mascaras 
and new eye shadow colours. 
For those who can’t get to the 
hairdresser, a new product that’s 
grown in popularity is dye that 
targets just the roots.

Major global sustainability 
trends continue to resonate here 
in New Zealand as Kiwis are 
driven by their concerns for the 
environment, health and wellness. 
Sales for plant-based food and 
vegan products as well as alcohol-
free drinks, collagen powders and 
immunity boosting products are 
continuing to exceed expectations.

Sustainability is also having a big 
impact in non-foods as well, with 
the introduction of completely 
plastic free haircare bars and 
a focus on plastic removal and 
sustainable options across all aisles.

In food, customers are actively 
seeking out products packaged in 
more sustainable alternatives (like 
Jellybean Tomatoes’ paper packs). 
Whilst we still expect organic 
products to be popular in the 
coming year, availability has been 
impacted in 2020.   

Kiwis love their pets like 
their children and this category 
continues to develop and expand. 
The new trend is to move towards 
grain-free pet food and the 

introduction of premium feeding solutions and supermarket sales are 
significantly increasing in this category.

New Zealanders’ love of coffee isn’t slowing down anytime soon, 
in fact the range of home coffee beans and pods is expanding with 
more of us investing in coffee machines at home to get our daily fix. 
Sparkling water is our go-to choice of drinks and water with other 
benefits such as vitamins or immunity boosters. 

The popularity of alcohol-free products continues to grow and  
is reflected in the increase of new products hitting the shelves.  
Low sugar and carb features are also influencing new alcohol  
product development. 

“KIWIS ARE DRIVEN BY 
THEIR CONCERNS FOR THE 
ENVIRONMENT, HEALTH AND 
WELLNESS.”

Steve Mills
Countdown’s General 
Manager Merchandise

NEW TRENDS 
EMERGE
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The year behind us was one like no other, but we got through it because 
the FMCG industry worked together to keep New Zealanders and our 
teams safe and grocery essentials on shelves. Our focus during the 
lockdown periods was ensuring the safety of our teams and customers, 
and assuring New Zealanders that they had access to grocery essentials. 
Achieving this was an awesome effort as an industry because we all 
played our part. 

What’s next in the year ahead for our co-op is continuing to deliver 
on our strategy to become one of the most-customer driven retailers 
in the world. We’ll do this by pouring our energy into acting on 
customer insight; becoming more efficient every day; innovating for our 
customers; having a powerfully aligned co-op; and being a positive force 
for New Zealand through our social promises. 

Our co-op is in the middle of a customer driven transformation where 
every decision we make is based on customer insights and data. These 
insights and data will drive our strategy, operations and team to deliver 
for New Zealanders. 

Harnessing this data has implemented New World’s Everyday Value 
line, re-ignited our promise of New Zealand’s lowest food prices for 
PAK’nSAVE shoppers, and identified how the ‘shop local’ trend adopted 
during lockdowns is growing the Four Square brand. Acting on insights, 
and sharing them with supplier partners, is positioning our supplier 
partners, the FMCG industry and our co-op for future success in looking 
after New Zealand. 

Our transformation will drive efficiencies and positively impact New 
Zealand’s FMCG industry. The impact of COVID-19 has given us an 
opportunity to challenge ourselves and reset for a post-COVID world 
where our industry is more efficient, our supplier partners can more 
easily work with us and see favourable returns, and our co-op can 
deliver great value for New Zealanders. 

This last year also reminded us that the essential service our industry 
provides is critical to New Zealanders – not because we sell food – but 
because we are in (and have the privilege of knowing and supporting) 
New Zealand’s communities. The ’in it together’ attitude and agility we 
all exhibited during lockdowns shouldn’t just be reserved for crises; it’s 
about innovating how we work, managing change more effectively and 
future-proofing teams for the future of work. 

The industry extends across communities and affects the lives of 
millions of New Zealanders. We have a responsibility to work better 
together with supplier partners and Government to be powerfully 
aligned on our purpose: ensuring New Zealanders get more out of life. 

Our brands have been cornerstones in New Zealand communities for 
more than 100 years, and we have responsibility to be a positive force 
for the future of New Zealand. 

By delivering on our social promise of providing healthy and 
affordable food, we can ensure students through our Eat My Lunch 

support and Food for Thought programme have nutritious meals, or 
are championed to learn about healthy eating. By upskilling our people 
and investing in apprenticeships, we can better prepare our workforce 
for the future of work and give them higher-valued jobs. By leading in 
sustainability, we can play our part in creating a safe, clean and green 
New Zealand for future generations to enjoy. By supporting our local 
communities, the places we’ve called home for almost a century, we can 
play an active role in helping communities prosper and support them 
through challenging times. 

I’m proud of the courage and leadership the industry had during an 
unpredictable year where we still delivered for New Zealanders. We’re 
all looking forward to the year ahead, which will bring a different level 
of uncertainty as we face a long road to recovery. But one thing’s for 
certain – when we’re in it together, we can get the job done.

“I’M PROUD OF THE COURAGE 
AND LEADERSHIP THE 
INDUSTRY HAD DURING AN 
UNPREDICTABLE YEAR.”

Chris Quin
CEO of Foodstuffs North Island

DELIVERING FOR  
NEW ZEALANDERS, SUPPLIER 

PARTNERS AND THE FOODSTUFFS 
NORTH ISLAND CO-OP
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Whatever mother nature, or human nature sends our way, our job 
at Foodstuffs South Island is to feed the South Island. I’m incredibly 
proud how we achieved this in 2020, the sheer grit and determination, 
tenacity, incredible drive and professionalism of our people and partners 
has been awesome in the truest sense of the word.  

A new year is a rejuvenating prospect and at the start of 2021 our 
teams will be focusing on resting and recharging. It’s been a very  
tough year and while much of 2020’s rhetoric has been ‘we’ll all be  
glad when this year is finally over,’ much is pointing towards 2021 
being just as challenging, albeit in different ways. We will be without 
the benefit of the adrenaline that carried many of us along in the early 
months of the pandemic.

In contrast to the external uncertainties we’ll no doubt face, we’ve 
applied more planning rigour than ever before to our year ahead. 
Foodstuffs South Island will be doubling down on our customer focus, 
taking into consideration the changes in shopping habits that formed 
and stuck in the last 12 months; eating at home more, scratch  
cooking and an increased desire for online services and delivery  
options included.

In line with these trends, 2021 will see the start of the roll out 
of online for Foodstuffs South Island PAK’nSAVE and New World 
stores, and we’ll also start to see the benefits of joining the Actionable 
Customer Insights Programme alongside our sister co-operative, 
Foodstuffs North Island. The programme is delivered in partnership 
with global leader in customer data and insights, dunnhumby. This will 
provide us with access to key customer insights, tools and practices 
that will position us well to ensure our customer engagement is 
grounded in a deep understanding of our customers – enabling  
us to innovate faster and deliver a customer experience that  
exceeds expectations.

We’ll be putting an increased focus on our Foodstuffs-wide corporate 
social responsibility strategy, which has proved an invaluable compass 
for navigating the last 12 months. The strategy has four social promises 
at its heart: supporting every New Zealander to access healthy and 
affordable food, creating meaningful work for our people, supporting our 
local communities to thrive, and being industry leaders in sustainability.  

While we won’t be slowing down on taking action on any of these 
promises, we’ve sharpened our focus on how we can be here for New 
Zealand in 2021 and beyond. Foodbanks, City Missions and food rescue 
organisations are telling us that concentrating our efforts on combatting 
and finding solutions for food insecurity is where we can make the most 

difference. We have several exciting initiatives in the pipeline and we’ll 
be highly focused on delivering on this promise in 2021.

We are serious about playing our part in supporting economic 
recovery and demonstrating the co-operative’s ongoing commitment 
to generate employment and investment in South Island communities. 
We’re forging ahead with several store refurbishments and building 
a brand-new New World in the Waimakiriri district of Canterbury, 
serving the communities of Pegasus, Woodend, Ravenswood and 
Waikuki Beach.

Supporting our supplier community to thrive, we’ve supersized 
FoodStarter, our competition to find New Zealand’s food and beverage 
product superstars. Running for its third year, we welcome new partners 
in Foodstuffs North Island and Auckland Unlimited (ex ATEED) and 
have introduced a new category, ‘Small Suppliers with New World.’ The 
prize package has been upsized to include a comprehensive scale-up 
support package and the priceless opportunity for the winners to range 
their products in every New World throughout New Zealand. For more 
information go to foodstarter.co.nz.

“WE’RE FORGING AHEAD 
WITH SEVERAL STORE 
REFURBISHMENTS AND 
BUILDING A BRAND-NEW  
NEW WORLD”

Steve Anderson
CEO of Foodstuffs South Island

HERE FOR NZ IN 2021 
AND BEYOND
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“UPSKILLS’ AWARD-WINNING 
TAILORED WORKPLACE TRAINING 
SOLUTIONS ENABLE WORKERS 
TO UNLOCK THEIR POTENTIAL.”

‘You’re on mute’ - the top quote for 2020 was certainly true for Upskills 
when we began delivering training solutions online during lockdown. 

The good news: learning can move online.  
The challenge: Zoom fatigue and boring delivery!  
Our predictions and tips to achieve learning success in 2021: 

•   Nimble training sessions delivered in an online videoconferencing 
environment (Zoom or Teams) are key. We can’t predict future COVID 
alert levels, but any contingency plan should include how to continue 
to deliver training.  

•   Face-to-face sessions can’t be delivered online in the same way. 
Consider how to keep everyone engaged and participating. What 
blend of slides, video, links and activities will keep learning varied, 
accessible and stickable?  

•   It can’t all be on Zoom. Flipped learning models resonate - send a 
video or link ahead of time with key questions to answer in the online 
session. Create a learning channel for your work teams to share 
links, videos, chat and photos. Keep learning in the workflow and 
make collaboration a priority. Channels like WhatsApp and Slack are 
accessible options. Make learning a curated journey not a talking head. 

•   Digital access is key. We learned that connecting online was a key to 
productivity and efficiency improvement, also important for wellbeing. 
Zoom became a hub for social connection, meetings, getting things 
done and even the family hui moved online. But what if your team 
didn’t all have digital access? Digital access means both to the 
hardware and any work systems or networks but also to the digital 
literacy and skills to engage online. A steep learning curve for some, 
but we saw learner resilience and adaptability win: motivation and 
circumstances combined to leverage a real hunger for digital upskilling.

•   Create a truly blended learning experience. If you have access to a 
Learning Management System (LMS) - discover what it can do and 
how to use it as a learning platform. You don’t need an extensive 
LMS to create an online learning platform - lean into existing tech 
tools to innovate: You Tube, a learning channel, Padlet, Slack, 
WhatsApp and Trello can all act as a learning library. Your in-house 

Sarah Balfour
Director at Upskills Ltd  
sarah@upskills.co.nz, ph +64 21 969 642,  
www.upskills.co.nz

ACHIEVE 
LEARNING 
SUCCESS 
IN 2021

training materials, along with external industry training (maybe in 
LEAN and GMP) can easily integrate.

•   Do your needs analysis. The same dull PowerPoint (delivered face-to-
face or online) is completely ineffective in terms of adult learning.  
Five top tips for effective learning 

1.   Build on what staff know, make it personal and super relevant, build 
agency and hand over learner control. Let your team set their own 
goals inside the learning context.  

2.   The facilitator must build relationship and connection 
(whakawhanaungatanga) amongst the group for learning success.  

3.   Make it active, get people moving, connecting, discussing and debating. 
4.   Create an environment where mistakes are welcome and questions 

are truly encouraged: a growth mindset for learning. 
5.   Making learning stick means revisiting it and keeping the 

conversation alive. Offer different levels of input - a training session, 
a task or goal from this, a conversation with a colleague and a self-
study module to consolidate new learning. 

Consider these tips to revitalise a key SOP or for core training,  
like staff induction.
•   Know your audience - design training around the current level and 

skills of your trainees. First find out what they already know (try 
Survey Monkey, Jotform, Slack polls, paper surveys or a one-to-one 
chat works). Then create purposeful sessions to hit the mark. Online, 
evaluate digital skills and confidence. Consider literacy and numeracy 
and English as a Second Language needs. 
Upskills’ award-winning tailored workplace training solutions enable 

workers to unlock their potential. Talk to us about government funding 
available to help your people grow.
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GROWING WORKFORCE POTENTIAL

Assist your team to achieve:
• Level 2 -  NZ Certificate in Food and Beverage 

Processing

• Level 2 -  NZ Certificate in General 
Manufacturing 

• Level 3 -  NZ Certificate in Business  
(Team Leadership) 

Upskills is partnering with Competenz to deliver 
its award-winning workplace training. Talk to 
us about tailoring funding to the learning and 
development needs of your people. 

Get funding
to grow your 
team in 2021 

Don’t delay, call us now to apply for the 
next funding panel in April.

Are literacy and numeracy gaps 

having an impact on your business?

upskills.co.nz   |   info@upskills.co.nz

Call

021 156 3242
today

Take action now.

Funding is  
available.
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More wild means more sustainable, for business, society and the 
environment alike.

As scientists and forecasters tell us, 2021 will have more extremes, 
thanks to global warming.  

David Attenborough requested we make earth more wild, even if that’s 
just planting more trees in our own back yard. We should measure our 
individual impacts on the earth, evaluating how much waste we create, 
water and energy we use, and use renewables more. It’s the age-old FMCG 
adage of what gets measured, gets done. Let’s make it our New Year’s 
resolution, to keep count, plus do a bit more to re-wild New Zealand. 

The numbers tell us extreme natural events like bushfires, floods, 
eruptions and pandemics have become more common. These have 
major impact on our business, society and environment, affecting our 
team of 5,000,000 and many more.

More sustainable business
Government and industry have a sustained focus on plastic packaging 
and we’d expect ongoing changes in this space as we work together 
on reducing the impact of plastic waste, without compromising safety, 
quality or jobs. 

One example is EarthSmart 360° toilet tissue in Recyclable Paper 
packaging. One new paper pack took only 12 months to supersede 
sales of two plastic wrapped packs. Building on Earth Smart’s success in 
paper, Paseo 360° Recyclable Paper Packaging has also launched. 

As an individual, swapping from plastic wrapped to paper wrapped 
toilet tissue is not going to change the world. Though as a group of 
individuals working together, we quickly get to some pretty big numbers. 
Cottonsoft Ltd reduced plastic packaging waste by 550,000 packs in 
2020 and that’s before you count recycling. 

The Packaging Forum’s Soft Plastics scheme has recycled an 
equivalent 200,000,000 packs in five years. That’s 200,000,000 
plastic bags and wrappers NOT in landfill. While COVID-19 postponed 
collections in March, by August the system had developed. Collections 
and recycling continued, plus collection points and recycling capacity 
continued to grow. That continuity is a tribute to retailers, FMCG 
suppliers and recyclers working together.

More sustainable society
It is NOT ok to ignore social obligations in pursuit of commercial 

development and COVID-19 has been a wake-up call to ‘be kind’ and 
ensure our team of 5,000,000 works on local solutions. Brands and 
businesses that fail to deliver social benefits will soon be superseded by 
brands better delivering on consumer and community needs. 

While the price of products like free-range eggs, organic vegetables or 
sustainably sourced tissue may be higher, the cost of waste is becoming 
increasingly apparent, and is ultimately born by society. As consumers, 
we need to vote with our wallets, plus take accountability and not leave 
our problems for government and industry to solve. We need to put 
litter in its place, plant more trees, help our businesses re-think solutions 
and forecast ‘improvement’ with measures in place to deliver.

More sustainable environment
Sustainable sourcing, recyclability and plastic free solutions are all 
hot topics. In a 2019 nationwide survey* the No. 2 concern for New 
Zealanders (behind protection of NZ children) was the buildup of plastic 
waste in the environment. 

As a Kiwi bloke who enjoys the freedom to fish and dive in the 
Hauraki gulf, or source free range venison from our ‘wilderness’, seeing 
plastic drift past is frustrating. Individually we can’t undo all the mess, 
but we can clean up our own back yard. 

When China shut-down NZ’s options to recycle soft plastic in 2018, 
the Soft Plastics Recycling Scheme in partnership with a plethora of 
FMCG industry members collectively developed a local solution. 

While the scheme has made huge progress in the last 12 months 
supporting development of local infrastructure that recycles plastic 
waste into FuturePosts and ‘second life plastics’, ongoing initiatives are 
key to sustainable solutions.

Ongoing change is required by government, industry and consumers 
alike to improve the social, economic and environmental status of the 
products we produce and use, so best we think ‘more wild’ and make it 
count in 2021.

Malcolm Everts
Marketing & Sustainability Manager - Cottonsoft Ltd
Chair - The Packaging Forum - Soft Plastics  
Recycling Scheme

2021 
FORECAST 

- MORE 
WILD 

PLEASE?
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Where we shopped yesterday is not where we’re shopping today and it’s 
unlikely that we’ll see this return in the future. Consumers are travelling 
less, working remotely and spending more time in and around the home, 
which is driving changes in their shopping channel mix. At Nielsen, we 
believe these changes lead to two key outcomes: a redrawing of the 
retail map and a rebalancing between bricks and clicks.

Redrawing the retail map
Golden stores - stores that account for the top 80% of sales - are 
fundamentally changing. In some countries, we are seeing a higher 
concentration of sales across fewer golden stores, while other markets are 
seeing more fragmentation as sales are spread across more golden stores. 

In the 52 weeks ending 29 November 2020, 57% of New Zealand 
stores accounted for 80% of total grocery sales, with no significant 
change year-on-year. This means that whilst the distribution of 
consumer spending has become a little more concentrated, we have not 
seen this global behaviour manifest itself locally. 

Globally, the sales rankings of stores are also changing. Across 15 
markets we’ve examined, the ranking for most stores changed with 
respect to their contribution to sales, and many stores experienced 
massive swings. In New Zealand, a few stores saw significant increases 
or decreases in their ranking, but most remained stable.

Rebalancing bricks and clicks
After months of focus on safety and availability amid the COVID-19 
pandemic, e-commerce became a lifeline for many and has also become 
the shopping channel of choice for numbers of new users. 

In the 26 weeks to October 2020, online grocery sales represented 
11% of total grocery sales - up from just over 5% a year ago, with 
44% of households shopping for groceries online and 17% of those 
who started during the COVID-19 lockdown who have continued. 
The average online basket, which is predominantly the main weekly 
household shop, is just under the $150 mark, compared to the all trips 
average of $68. 

While e-commerce has traditionally been used by financially insulated 
consumers, online shopping is fast becoming a tool for consumers 
looking to manage their spending. These consumers search more online, 
browse more frequently, and pay closer attention to pricing. 

Today, it’s more critical for both brands and retailers to understand 
how consumers use online channels - as a resource or an actual 
purchasing channel - especially as consumers raise their expectations 

of online channels in areas like ease of use, product availability and 
expediency. Retailers looking to increase their online market share must 
remove or minimise previous adoption hurdles to ensure that consumers 
stay online and see their purchases through.

Additionally, omnichannel shopping has become more dominant with 
the arrival and duration of the pandemic. As of May 2020, 66% of global 
consumers were omnichannel shoppers, with the rates higher in Asia-
Pacific (78%) and Africa-Middle East (75%). 

In New Zealand, omnichannel shopping is more normalised than ever 
before, with the increasing amount of grocery dollars now being spent 
by shoppers who purchase groceries in both online stores and bricks 
and mortar stores. But more importantly the mix of online and bricks & 
mortar shopping is changing for these omnishoppers with their online 
spend now representing 45% of their total spend, up 5% vs prior year. 

What now? 
For retailers, this means reconsidering existing store formats, locations, 
construction and expansion plans. This may mean abandoning old sites, 
rebuilding, relocating or acquiring new sites based on retail gaps. As well 
as this, retailers need to assess online fulfilment from local proximity 
stores and solve for adjusted needs.

Manufacturers will need to rethink their planning and trade 
agreements, adapt their route-to-market strategies, review distribution/
range/pricing to execute for new growth stores.

“ONLINE SHOPPING IS FAST 
BECOMING A TOOL FOR 
CONSUMERS LOOKING TO 
MANAGE THEIR SPENDING”

Lance Dobson
Executive Director, NielsenIQ

THE FUTURE NZ 
RETAIL CONSUMER
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I am sure that anyone asked for their opinion for this column last year did 
not predict how 2020 would unfold, with a global pandemic sweeping 
the world, and peoples’ lives thrown into varying degrees of peril 
depending on what country you live in and how it has been dealt with.  

While we have had some 
challenges, relative to other 
countries we have been incredibly 
fortunate. So what will 2021 bring? 

With vaccines beginning to be 
deployed there is a light at the end 
of the tunnel – but it could be a 
rocky year as global economies and 
logistics services get off their knees 
slowly and back into more normal 
operating territory. 

My prediction is that any kind 
of ‘normal’ will be some way off, 
as it will take a long time for global 
herd immunity to be achieved. In the short term I predict New Zealand 
will increase the size of our travel bubble to near neighbours such 
as Australia and the Pacific Islands and then evaluate it further on a 
country-by-country basis. We have all learned to work and communicate 
in new ways and this will continue to provide benefits, with exporters 
in particular doing less physical travel than has been the case in the 
past. New Zealand government officials are busy negotiating free trade 
agreements with the UK and the EU, which could open up more tariff 

“2021 COULD HAVE 
ITS CHALLENGES AS 
GOVERNMENT SUPPORT 
PACKAGES GET ROLLED BACK 
AND BUSINESSES HAVE TO 
STAND ON THEIR OWN FEET”

Catherine Beard
Executive Director of ExportNZ

TRENDS, TIPS, 
FORECASTS FOR 2021

free markets for our F&B exporters, but these negotiations are not 
without their challenges and there could be some trade-offs required. 

With a new President in the USA, we can expect that country to 
take a more conciliatory approach to re-engaging with multi-lateral 

trade bodies like the World Trade 
Organisation, which is important to 
New Zealand. First and foremost 
though, President Biden will want 
to get on top of COVID, so that will 
have to be his laser like focus. 

New Zealand needs the big 
international markets of the USA, 
UK, Australia, the EU and China 
to be doing well economically and 
politically – that helps us as they 
are all important export markets and 
stability and growth are helpful for 
business. 

In my view, 2021 could have its challenges as Government support 
packages get rolled back and businesses have to stand on their own 
feet. Exporters are optimists by nature though and they have the 
advantage of spreading their risk. 

Our latest ExportNZ DHL Export Barometer* shows most exporters 
are confident of having a good year ahead. I hope that they are right!

*https://www.exportnz.org.nz/__data/assets/pdf_
file/0006/206556/2020-ExportNZ-DHL-Export-Barometer-Report.pdf
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“COVID-19 IS STILL GOING TO 
BE WITH US FOR NEXT YEAR, 
DESPITE THE PROMISE SHOWN 
WITH VACCINES”

Looking back over the predictions for grocery I made this time last year 
it all seems to have fallen into place.

The world would be overwhelmed by a pandemic that would have us 
all in lockdown. We would all be wearing masks, social distancing and 
using a tracing app wherever we went. We’d have to queue outside the 
supermarket and use hand sanitizer everywhere. The shelves would 
empty out of staples like flour and toilet tissue, and we would be 
shopping at the comparable rate of a country of 10 million people.

All very predictable. Yeah, right.
This year has placed unimaginable strain on everything from families 

trying to improvise at home with sourdough, to companies trying to 
salvage their business viability, to people trying to save their jobs, to 
everyone learning to cope with virtual meetings via Zoom and Teams, to 
the tragic reality of people grieving for loved ones lost. 

The teddy bears in our windows couldn’t believe what they  
were witnessing.

And to think; we are so lucky here for now at least in remote, 
compliant New Zealand. Although, as the new government campaign 

SURVIVAL OF THE 
FITTEST

reminds us, we must remain vigilant and not risk the summer. 
Unfortunately, many parts of the world remain in the grip of a real 
horror story. 

So, what for 2021? I think there will be three significant grocery 
trends to consider.

Firstly, COVID-19 is still going to be with us for next year, despite the 
promise shown with vaccines. This will increasingly create supply chain 
problems that will affect companies that rely on overseas ingredients, 
stock and parts. This will result in some suppliers struggling to maintain 
continuity of supply.

Secondly, it will create more opportunities for local New Zealand 
companies to provide their wares in-store. We have a fabulous array of 
innovative food, personal and household product manufacturers here 
in New Zealand. For example, a recent trip to The Food Show again 
confirmed that there are a lot of delicious, high-quality products out 
there flying under the grocery radar. In recent times we have seen the 
rise of category-beating local companies like Pic’s, Lewis Road Creamery 
and Zuru all give their international competitors a real shake-up.

The third trend to consider for 2021 is the way in which we have all 
learned to do more remotely: both working and shopping from home. 
This is likely to accelerate the ongoing uptake of online shopping for 
groceries from both supermarket brands and competitors in the form of 
subscription services and ready-to-eat meals.

For individual companies trying to manage these strange times it 
is important to consider the truth of evolution and the survival of 
existential threats. It is not the strongest who survive; nor the smartest. 
It is the ones who are best at adapting to change.

Lew Bentley
Head of Strategy  
at Shopper Marketing Agency Energi
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OUT & ABOUT

The Havana team at the Chocolate & Coffee Show in Auckland: (L to R) Leanne Hackett,  
Hayley Van Gelder, Lee Brown

Dad’s Pies were named Small Supplier of the Year at Countdown’s annual supplier awards.

NZ skincare and haircare company essano won the Health/Beauty Sector at the TVNZ Marketing 

Awards for its national campaign “the essano effect”.
Miuccia Prada breaks a bottle of Ferrari Maximum Blanc de Blancs over the bow  of the first AC75 during the launch ceremony for the America’s Cup Luna Rossa Prada Pirelli Team.

Has your team moved to new premises, or been part of a fun 
event, great harvest, or promotional activity? Send us your 
favourite snapshots to be in to win a NIVEA SUN prize pack 
worth $80. Sunscreen is paramount when enjoying a long, 
hot summer. NIVEA SUN has you covered with their range 
of sunscreen lotions, sprays, roll-ons and after sun lotions.

Just email your high res image with a caption to 
trubanowski@intermedianz.co.nz

SNAP

WIN!
AND
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Visit the websites and contact the event organisers 
for further details and updates.

To have your event listed in FMCG Business email: 
trubanowski@intermedianz.co.nz.

1515

IT’S NZ ICE CREAM 
MONTH
The New Zealand Ice Cream Manufacturers Association 
(NZICMA) has dubbed February ‘New Zealand Ice Cream Month’ 
to encourage Kiwis to consciously choose locally made ice cream, 
gelato and sorbet. 

Large and boutique producers are responding to changing 
consumer demands. Owner of Hamilton’s Duck Island Ice Cream, 
Cameron Farmilo said: “We’re seeing a steady increase in demand for 
vegan and gluten free options. We’re stoked as we think vegan and 
gluten free ice cream can be just as delicious as dairy based.”

Tip Top Ice Cream Head of Marketing, Mel McKenzie 
commented: “We’re seeing demand for on-the-go snacking formats 
and ice-cream sandwiches. While indulgent and premium flavours 
are still popular, ice-cream lovers are also seeking alternative formats, 
such as minis, that allow them to have a decadent treat more often.”

NZICMA President Alex Gimenez said “buying local is more 
important than ever, so we’re encouraging everyone to do their bit 
for New Zealand and join us in the celebration of the quality and 
diversity of New Zealand’s amazing ice cream, gelato, sorbet and 
dairy-free frozen products. There’s no better time to try something 
new, with NZ Ice Cream Month running throughout February.”

Gimenez says: “Visit your favourite local scoop shop, enjoy their 
offering and vote for them in the Barker’s Favourite NZ Scoop Store.”

Throughout February there’s also a Taste of NZ Summer 
competition with ice cream lovers invited to share a photo of 
their best summer NZ ice cream, gelato or sorbet on Instagram 
or Facebook using the hashtag #nzicecreammonth or #nzicecream 
#nzgelato to win NZ Ice Cream Lovers Packs. 

Get social with NZ ice cream and gelato:
https://www.facebook.com/NZIceCreamLovers
https://www.instagram.com/nzicecreamlovers/  

FEBRUARY
3 NZ CHAMPIONS OF CHEESE 
AWARDS
Entries close
https://nzsca.org.nz/cheese-
awards/

18 OUTSTANDING NZ FOOD 
PRODUCER AWARDS
Entries close
https://outstandingfoodproducer.
co.nz/

APRIL
9-11 THE FOOD SHOW
Christchurch, NZ
www.foodshow.co.nz

13-15 FOODTECH PACKTECH
Auckland, NZ
www.foodtechpacktech.co.nz

19 OUTSTANDING  
NZ FOOD PRODUCER AWARDS 
COCKTAIL PARTY
Auckland, NZ
https://outstandingfoodproducer.
co.nz/

MAY
5 NZ CHAMPIONS OF CHEESE 
AWARDS DINNER
SkyCity, Hamilton
https://nzsca.org.nz/cheese-awards/

18-20 FRUIT LOGISTICA 
SPECIAL EDITION
Berlin, Germany
www.fruitlogistica.com

28-30 THE FOOD SHOW
Wellington, NZ
www.foodshow.co.nz

JUNE
13-15 FINE FOOD
Auckland, NZ
www.finefoodnz.co.nz

JULY
29-1 AUGUST  
THE FOOD SHOW
Auckland, NZ
www.foodshow.co.nz

AUGUST
11-12 C&I EXPO
Melbourne, Australia
www.candiexpo.com.au

WHAT’S ON  
IN 2021

Fruit Logistica has 
moved to May this year.
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CELEBRATING THE 
VALUE OF THE 

CONVENIENCE STORE 
Welcome to the first edition of Convenience & 
Impulse Retailing New Zealand (C&I NZ), created 
proudly in partnership with the New Zealand 
Association of Convenience Stores (NZACS).

Through this partnership we will showcase the 
outstanding achievements of the retailers and 
suppliers within New Zealand’s convenience retailing 
industry, along with profiling board members of 
NZACS, the industry association supporting them.

My name is Deb Jackson, Managing Editor of C&I 
NZ and alongside NZACS and FMCG Business we are 
excited to launch the first trade publication dedicated 
to the needs of New Zealand’s owners and operators 
of service stations, convenience stores, dairies, corner 
stores, newsagents, mini marts and take-aways. 

For the first instalment, NZACS Executive Director, 
Dave Hooker talks about the value of the local 
convenience store in the wider FMCG community, 
providing 2021 prospects from NZACS members. 

“Over the past year we have been inspired by 
the strength and resilience shown by our members 
– from retailers, to suppliers and our management 
committee. As the peak industry body for 
convenience retailers, we are proud to partner with 
C&I NZ and FMCG Business to shine a spotlight on 
our members and continue to represent the interests 
of all convenience retailers in New Zealand,” said  
Mr Hooker.

In this issue we catch up with the 2020 Peter 
Jowett award winner, Rowan Lowe from British 
American Tobacco (BAT) and Matthew Lane, General 
Manager of Night ‘n Day Foodstores. 

Mr Lane took the reigns of the family business 
not too long before the COVID-19 pandemic hit. 
He shares with C&I NZ the challenges of navigating 
a path through 2020 and provides an overview of 
Night ‘n Day’s outlook for the year ahead. 

In 2021, C&I NZ in partnership with NZACS 
is looking forward to bringing 
the industry back together to 
reconnect, renew and rebuild. We 
can confirm that the second bi-
annual C&I NZ Expo will be going 
ahead on 8-9 September 2021 for 
two days of education, networking, 
and business building. 

In the lead up, C&I NZ will be 
shining a spotlight on some of our 
fantastic Expo exhibitors beginning 
with Mark Scott, National Key 
Account Manager Petrol & 
Convenience, Bluebird Foods  
NZ/PepsiCo. 

We would like to thank Dave 
Hooker, Rowan Lowe, Matthew 
Lane and Mark Scott for their 
contributions to the first edition of 
C&I NZ. And we would like to wish 
all of our readers the best for a 
safe, healthy and prosperous 2021.

PETROL AND CONVENIENCE NEWS PROUDLY BROUGHT TO YOU BY 

Deb Jackson, Managing Editor, 
C&I NZ

Shine+ Drink on display at the inaugural C&I NZ Expo in 2019
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If 2020 has taught us anything, it is the value of 
the local convenience store in the wider FMCG 
retail community. Whether that be for the provision 
of essential fuels, or top up grocery and food on 
the go, the convenience sector showed value and 
resilience in 2020. 

So, what does 2021 look like?
I asked a number of members of the New Zealand 

Association of Convenience Stores (NZACS) 
management committee, both retailers and suppliers, 
to comment from their perspective.

Katherine Ledger – Business Manager for Oil 
accounts at Frucor Suntory believes that the need for 
value will continue to be important to all channels 
as the economy continues to be tight. Value is not 
only about the cheapest price, but around consumer 
perception of 'worth what I paid for it'.

Ledger says: “The rise in digital business will continue as retailers seek 
to further their investment in digital infrastructure. Foodservice will 
continue to be a challenge, due to limited international tourism.”

Daryl Webster – National Key Account Manager for Signature 
Marketing NZ observes: “As the dominant supplier to the organised 
convenience/fuel channels in tech, apparel, and sunglasses, our categories 
are having phenomenal growth at the moment, since the end of the first 
COVID-19 lockdown.

“We saw the biggest growth coming in both our main categories  
(Tech and Sunglasses) over this summer holiday period.

“We are forecasting continued growth in tech products and 
sunglasses in 2021, however our expectation is that the industry will 

be relatively flat over the coming months. I do 
not believe convenience, especially locally owned 
convenience, will dip unless external factors are 
experienced, such as a lockdown. Key tourist areas 
such as Queenstown and Rotorua hold the greatest 
uncertainty for us.”

Matthew Lane General Manager of Night ’n Day 
Foodstores says: “This is an unknown environment 
for everyone. We have previously had the benefit 
of monitoring international trends but currently 
everyone has their own unique circumstances. What 
is relevant today, may not be relevant tomorrow.

“Focusing on the basics of retailing continues 
to be important. I believe that clean, safe premises 
will be at the forefront of the consumer’s mind. 
Furthermore, I believe we see an increase in 
support for locally owned businesses as people look 

at supporting those within their respective communities.”
Peter Morton from Morton and Associates accountants, who work for 

a good percentage of New Zealand independent service stations, predicts: 
“Fuel sales will be about 95 per cent of past years with a lack of tourists. 
Some are up slightly, and some are down a lot in tourist areas.

“The shop sales will be higher, as they are now by about 10 per cent 
to 12.5 per cent ahead of past years, as the trend from the COVID-19 
lockdown to use service stations for tobacco and ‘good to go’  
products continues. The latest results are strong in these areas, which  
is encouraging.

“Retail fuel margins will likely be challenging in more regions in the 
future with the Timaru oil terminal operating.” 

Dave Hooker, NZACS Executive Director, says that the past 12 months 
have taught him that there is no substitute for convenience.

LOCATION, LOCATION, 
LOCATION

Caltex at Penrose, Auckland

Dave Hooker, Executive Director, NZACS
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The Night ‘n Day Foodstore chain is a family business that was 
established in 1990 by Denise and Andrew Lane. Today, there are 52 
outlets trading across New Zealand, under the leadership of second-
generation family member, Matthew Lane.

C&I caught up with Matthew who stepped into the General 
Manager’s role not too long before the COVID-19 pandemic swept 
across the globe. He shares the challenges he has faced in taking over the 
family business at such a difficult time and gives some insight into what 
we can expect to see from Night ‘n Day over the next 12 months. 

C&I: Matthew, how have your first couple of years as 
General Manager been?
MATTHEW: More has changed in the last year than probably in the last 
four years. Some changes have been pretty good, and some have been 
average but overall, the industry has been resilient.

I feel at an advantage in some ways as I have had experience at 
each level within the convenience industry. I worked filling up drinks 
when I was 14, I’ve been in the business development team prior 
to taking on the General Manager role and I’ve also led the finance 
team; so, I’ve had pretty good exposure at all levels. This helps me 
with making decisions in some respects as there can often be a real 
disconnect between the understanding at the head office level and the 
understanding at a retail level.

Going into COVID, I had barely had a chance to get my feet on the 
ground as General Manager, but I don’t think any amount of time could 
have prepared me for what was to come. It was so unpredictable and 
what was relevant within the hour was then no longer relevant two hours 
later, so it was impossible in some respects to make solid plans. But I 
think the worst thing that could be done was to not commit to decisions. 
You really needed to be concise in the decision and get clarity but then 
not be afraid to say, ‘I got that wrong’ and then take a step back again.

C&I: How was Night ‘n Day’s performance during the 
height of the pandemic?
MATTHEW: The first days of lockdown were incredibly quiet, we were 
down around 85-90 per cent across the group. We were expecting a 
reduction, but 85 per cent was very significant. 

From that point onwards we worked hard and invested quite heavily 
in our marketing, but for a while there our performance was very up 
and down. 

We recognised that a lot of people were using social media while they 
were scrolling through the internet and waiting for the next update, so 
that was a prominent investment for us and allowed us to be front and 
centre with people for quite a long time.

We also ran a campaign that was calling out to local suppliers who were 
struggling with not being able to move their products. A great example is 

Night ‘n Day’s flagship store on Regent Road in North Dunedin

Night ‘n Day General Manager, Matthew Lane, discusses stepping  
into the top job of his family’s business and shares his views  

on the future of the convenience sector.

THE BACKBONE OF 
CONVENIENCE
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that we found an egg supplier based just to the north 
of us who could not move her product and was at the 
point where she was literally going to dig a hole and 
bury them all on the farm. Eggs aren’t typically a big 
seller for us, but what we did was we bought all of her 
stock and we sold it basically at cost. The opportunity 
wasn’t a big cost for us because we don’t really sell 
eggs anyway, but it gave value to the consumer and it 
also allowed this supplier to realise at least some value 
rather than burying them all.

Over this time, we had several different avenues 
of marketing and eventually what we saw was the 
smaller convenience environment became much more 
attractive to shoppers than the hustle and bustle of 
the supermarkets. People also moved to shopping 
more locally and found a greater appreciation for 
supporting local businesses, so I think it really 
connected our stores back to their local community. 

Ultimately every small decision we made led to 
the one outcome, there was no single thing that I 
could point to and say, “we made it through COVID 
because of this”. It was those little micro decisions 
and those opportunities that gave us a platform to get 
through the toughest times.

C&I: How do you see the convenience 
landscape evolving into 2021?
MATTHEW: There is a real foundation in the 
convenience industry, and it has come leaps and 
bounds over the last 10 years. People have this 
perception of being more time poor than ever before. 
Take Uber Eats and Netflix for example, you can sit 
there, order food and know exactly when the driver 
will arrive with it. Or you can watch an entire series 
within a single night with no adverts. These examples 
have prepared people to not want to wait. Time has 
become more precious to people, and saving time 
really is the backbone of convenience. 

Technology has never been more important 
than it is now. Technology really matters for the 
convenience sector and we never would have said that 
45 years ago. Having technology at our fingertips, 
be it artificial intelligence or self-scanning – which 
we’ll be getting into – or whether it’s online training 
modules – there is just so much technology that is 
being driven, and without that technology, ultimately, 
you’re flying blind. 

C&I: What are the key strengths of the 
Night ‘n Day group?
MATTHEW: I’d probably say that it’s our ability to 
move quickly. We pride ourselves on completing a lot 
in a very short space of time. We receive opportunities 
and are happy to change tact if we need to. We can 
have an idea, decide on the day, and not have to go 
through layer after layer of approvals. 

Our other strength is the combination of our 
franchisees. We’ve got people on the ground who are 
personally invested in the business, they have skin 
in the game and their hearts are right in it. Then on 

the flipside we have 
a really strong team 
and support centre at 
head office level who 
help remove some of 
the burdens on our 
franchisees and allow 
them to focus on their 
core aspects of retailing. 
The combination of 
these two elements 
works really well – 
without the franchisor 
or the franchisee it just 
wouldn’t work.

C&I: What 
was the most 
inspiring or 
pivotal moment 
for you during 
2020?
MATTHEW: I’ll never 
forget 2020. I think 
it’s one of those things 
where we will look back 
and see that there was 
so much learning and so 
much development. Perspectives have changed and we 
have a whole new appreciation for what we’re doing. 
Hopefully, we’ll see that resonate for years to come. 

I also have to say that it was inspiring to see how 
the staff across our stores really banded together. 
During the toughest times, they didn’t have to come 
to work, but they continued to show up to support 
their employer, to support the franchisee and to 
support the customers as they came into our stores. 
From a cultural perspective it was incredible to 
see everyone really band together when they came 
under pressure.

It’s also been great to see that all of a sudden 
‘competition’ doesn’t mean what it used to. Overall, 
everyone is so much more appreciative of the café 
down the road or the person at the clothing store, 
there is just a whole new level of appreciation for the 
people and businesses that surround us. 

C&I: Finally, what do the next 12 
months hold for Night ‘n Day?
MATTHEW: We have actually seen the number of 
enquiries from potential franchisees grow fivefold 
since pre-COVID, with a lot of this opportunity 
being in high profile locations. We have got two new 
outlets scheduled to open in 2021 and we are in 
serious discussions regarding another two.

I am also really looking forward to seeing things get 
back to some normality in 2021. It will be nice to see 
people get back to that work-life balance. To be able 
to reconnect and recharge in the new year is going to 
be incredibly important. 

“TIME HAS 
BECOME MORE 
PRECIOUS TO 
PEOPLE, AND 
SAVING TIME 
REALLY IS THE 
BACKBONE OF 
CONVENIENCE.” 
– MATTHEW 
LANE, GENERAL 
MANAGER, 
NIGHT ‘N DAY

Matthew Lane, General Manager, Night ‘n Day
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C&I: What did it mean to you to win the  
Peter Jowett Scholarship?
ROWAN: It has made me very excited about the industry. To have 
the opportunity to think through and present a meaningful concept is 
something I am very grateful for. It’s broadened my thinking within the 
sector and given me confidence in carving out my future career. 

C&I: Can you tell us a bit about your submission?
ROWAN: My concept is ‘Ecocery’ – a branded, cooperative buying 
group that endorses selected convenience products. The endorsed 
products must all be New Zealand made, sustainably packaged and have 
fully traceable and ethical supply chains. These products would be housed 
in ‘Ecocery’ units in convenience sites, making them easy to identify. I 
wanted the feeling of a farmer’s market, but in a convenience store. 

C&I: Why is the Peter Jowett Scholarship so 
important to the sector?
ROWAN: It empowers those in the industry to think creatively and 
critically about their sector in an open and encouraging environment. The 
entire experience from top to bottom is designed to challenge and grow 
participants, and with such strong investment in their people the sector is 
greatly benefiting as a whole. 

C&I: How important is it for the convenience sector 
to have an association like NZACS supporting them?
ROWAN: It’s incredibly important. NZACS promotes industry 
cooperation, community and networking opportunities to make the 
sector a more dynamic and successful place. The support they give in 
facilitating initiatives such as the Peter Jowett Scholarship is invaluable 
for aspiring leaders within the industry.  

MEET THE 2020 PETER JOWETT 
SCHOLARSHIP WINNER:
ROWAN LOWE

Rowan Lowe, Trade Marketing Representative, British American Tobacco (BAT), 
praises the Peter Jowett Scholarship program for its ability to motivate  

and empower young industry leaders.

C&I: What was the most inspiring or pivotal moment 
you observed in 2020?
ROWAN: While COVID-19 has been devasting, it has also stimulated 
a lot of creativity and resilience in our people and communities. The 
ways in which we live and communicate have been challenged, and  
we have been pushed from traditional ways of working. The new  
digital landscape is so inspiring as it is representative of all of these 
collective moments.

C&I: What are you personally looking forward  
to most in 2021?
ROWAN: Continuing to take the insights from an incredibly challenging 
2020 to influence the way we work and interact for the better. 

C&I: How do you see the convenience landscape 
evolving into 2021?
ROWAN: Moving into products that have a strong homegrown and 
community feel. Particularly in New Zealand, the desire for consumers 
to support and shop local is continuing to increase. Providing the 
opportunity to do this in convenience sites, which are often in the hearts 
of communities, is a natural progression I see forming in 2021.  

C&I: What is your key message to the convenience 
category in 2021?
ROWAN: Keep communities at the heart and encourage cooperation, as 
this attitude is essential to cope with such uncertain times.

The sector, along with the rest of the world, is moving into 
unchartered territory. Finding a collective way to not only cope, but to 
identify opportunities to thrive in the rapidly changing environment is 
going to be a significant, but achievable challenge. 

“FINDING A COLLECTIVE WAY TO NOT ONLY 
COPE, BUT TO IDENTIFY OPPORTUNITIES 
TO THRIVE IN THE RAPIDLY CHANGING 
ENVIRONMENT IS GOING TO BE A SIGNIFICANT, 
BUT ACHIEVABLE CHALLENGE.” – ROWAN LOWE, 
BRITISH AMERICAN TOBACCO

Rowan Lowe, Peter Jowett  
Scholarship Winner
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[ convenience & impulse retailing ]

Mark Scott, National Key Account Manager – Petrol & Convenience,  
Bluebird Foods/PepsiCo, highlights some of the most successful  

new product launches from 2020.

INNOVATION IS THE KEY TO 
SUCCESS IN CONVENIENCE

C&I: What have been the greatest achievements 
from Bluebird Foods/PepsiCo in 2020?
MARK: Bluebird Foods/PepsiCo New Zealand is committed to playing 
a responsible and supportive role in the health and wellness of New 
Zealanders. We recently changed the cooking oil we use for some of our 
snack brands to Australian canola oil, significantly reducing the saturated 
fat content by as much as 85 per cent.

C&I: What have been your best performing products 
in the convenience sector?
MARK: Our Cheetos launch performed well, and we saw significant 
incremental sales to the convenience channel as a result (Data Source: IRI 
Retail Edge, Petrol & Convenience 2020).

C&I: What was the most inspiring or pivotal moment 
you saw in 2020?
MARK: Witnessing suppliers and retailers coming together to keep 
things moving during such unprecedented times was inspirational and 
was a great thing to witness – I was pleased to play a part in it.

C&I: What are you personally looking forward to 
most in 2021?
MARK: Being able to regain stronger connections with family and 
friends and to play more golf!

C&I: What is your key message to the  
convenience channel?
MARK: I think innovation is the key to success – it allows the retailer to 
drive excitement amongst the category. We recently launched a range of 
truly Kiwi flavours (Paua Fritters and Lemon, Lamington, Cheese and 
Onion Toasties) that were a huge hit among consumers.  

C&I: What are the greatest challenges facing the 
sector in 2021?
MARK: Obviously the sector has started to recover from the impact of 
COVID-19 however 2021 will continue to be a period of recovery. 

“WITNESSING 
SUPPLIERS 
AND RETAILERS 
COMING 
TOGETHER TO 
KEEP THINGS 
MOVING 
DURING SUCH 

UNPRECEDENTED TIMES WAS 
INSPIRATIONAL AND WAS A 
GREAT THING TO WITNESS – I 
WAS PLEASED TO PLAY A PART 
IN IT.” – MARK SCOTT, BLUEBIRD 
FOODS/PEPSICO

Mark Scott, National Key Account 
Manager – Petrol & Convenience, 
Bluebird Foods/PepsiCo
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Deliver live or recorded content directly to your audience

Webinars

Virtual 
Events

Live  
Demos

Live 
Streaming

Round- 
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Contests
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Launches

Virtual 
Summits

Live 
Q&A

✓✓ Increase lead generation
✓✓ Boost engagement and brand awareness
✓✓ Educate and demonstrate to your customers
✓✓ Deliver digital dialogue with speed to market

Expanding your digital opportunities has never been easier!

To discuss further contact Vicky Bennett  E: vbennett@intermedianz.co.nz  P: +64 21 626 115

Download the free kit today
tinyurl.com/EventsVirtual

#TIGvirtualevents

powered by

VE FPC_Apl2020_master.indd   2VE FPC_Apl2020_master.indd   2 27/4/20   9:19 am27/4/20   9:19 am

http://www.tinyurl.com/eventsvirtual

