
New Zealand 
Food 1 TRADING PERFORMANCE

New Zealand Food’s sales for 
the year were NZ$6.7 billion, 
an increase of 4.3% on the prior 
year (6.0% increase in AUD) 
or 2.4% on a normalised basis. 

Comparable sales increased 
3.4% for the year, driven by 
positive core offer momentum 
with Countdown’s customer 
satisfaction and brand advocacy 
measures continuing to steadily 
improve. Highlights include 
increased Fruit & Vegetables 
VOC (H2: +6 pts) driven by 
a focus on direct‑to‑grower fresh 
quality, and improved community 
perceptions aided by the removal 
of single‑use plastic bags in the 
first half. 

Digital momentum remained 
strong throughout the year, 
with F19 sales growth of 40% 
(normalised) driven by Pick up, 
Same day delivery, and capacity 
expansion. Customer advocacy 
for Online also remains strong 
with VOC NPS of 66 in Q4. 

Sales growth improved in the 
second half (H1: 1.9%, normalised 
H2: 3.0%) driven by positive 
comparable transaction growth 
and aided by a recovery in market 

growth post Christmas. Sales 
per square metre increased 
by 6.4% (normalised 4.5%) 
due to strong sales growth and 
a 2.0% reduction in trading space 
following store closures. During 
the year, three stores were closed 
and two stores were opened with 
180 Countdown supermarkets 
at the end of the year.

Stockloss improvements were 
maintained in the second half, 
contributing to an 18 bps increase 
in gross margin while remaining 
price competitive. Average prices 
declined 0.8% for the year, 
but with a lower rate of deflation 
for the second half. 

CODB as a percentage of sales 
increased 25 bps (normalised) 
driven primarily by strategic 
investment into digital, 
IT and data capabilities. 

EBIT increased 3.9% for the year 
(1.0% normalised), with H2 EBIT 
growth of 4.4% (normalised) 
aided by sales momentum and 
improved cost management.

On a normalised basis, 
ROFE increased by 5 bps.

New Zealand Food had 
a strong second half 
with improved customer 
metrics, supporting strong 
sales and EBIT growth.

Sales (NZ$M)

$6,712
 2.4% 2 from F18

EBIT (NZ$M)

$296
 1.0% 2 from F18

1 Growth for New Zealand Food quoted in New Zealand Dollars.
2 Normalised for the 53rd week.

New stores medium term 
annual target

3–4

NZ$ MILLION
F19

53 WEEKS
F18 3

52 WEEKS CHANGE
CHANGE 

NORMALISED

Sales 6,712 6,433 4.3% 2.4%
EBITDA 425 411 3.0% 1.0%
Depreciation and amortisation (129) (127) 1.0% 1.0%
EBIT 296 284 3.9% 1.0%
Gross margin (%) 24.4 24.2 18 bps 18 bps
Cost of doing business (%) 20.0 19.8 20 bps 25 bps
EBIT to sales (%) 4.4 4.4 (2) bps (6) bps
Sales per square metre ($) 16,626 15,621 6.4% 4.5%
Funds employed 3,210 2,998 7.1%
ROFE (%) 9.6 9.5 15 bps 5 bps
3 During the period, the management of the New Zealand Wine Cellars business transferred 

from Endeavour Drinks to New Zealand Food. The prior period has been re‑presented 
to conform with the current period presentation.
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Bringing our brand to life in store
Takapuna, Countdown’s latest Renewal format, brings to life Countdown’s focus on 
fresh fruit and vegetables, featuring new equipment, hand-stacked displays, produce 
misting and extra informational signage for customers. Deli innovations include 
freshly prepared flame-roasted chickens, new display case presentation and improved 
standards to assist with reducing stockloss. Takapuna also features The Cellar, 
a wine and beer concept, improved team rooms, and a common green thread 
throughout the store to bring to life the Countdown brand. The customer response has 
been strong to date, with Store VOC NPS improving by over 10 points since opening.

CountdownX, established 
in June 2018, brings together 

eCom, loyalty, digital and 
data capabilities to further 

accelerate Countdown’s 
digital differentiation. With 
a new dedicated office, and 
an agile delivery model now 
embedded; CountdownX is 
continuing to improve the 

digital customer experience.

F19 Online sales growth

40% 2

F19 Online VOC NPS

66

F19 Online penetration

6.8%

Onecard members

2M

1 year anniversary

Grower Fresh 
Countdown works directly with growers across 
New Zealand to bring fresh fruit and vegetables 
to our customers. This year we celebrated these 
relationships with our ‘Grower Fresh’ campaign, 

highlighting seasonal fruit and veg.

Healthier 
choices 
for Kiwis
Countdown is continuing 
to drive change in-store 
and online to provide 
customers with more 
ways to make healthier 
and informed choices. 
Currently, 99% of eligible 
Own Brand products 
have a Health Star Rating 
with almost half having 
3.5 or above rating. Over 
the last two years, 82 
tonnes of sugar and 25 
tonnes of salt has been 
removed from Own Brand 
products. A number of 
new product lines that 
have a clear health focus 
were introduced in the 
year, including kombucha, 
kefir, kimchi and switchel, 
as well as products for 
customers wanting to 
adopt different types 
of diets with demand for 
vegan and vegetarian 
chilled foods increasing 
by 30%. Macro brand 
now includes 90 plant 
based products as part 
of the wider health food 
range, helping customers 
to make healthier choices 
at more affordable prices.

Bidding goodbye to 
the single‑use bag
In October 2018, Countdown became 
the first New Zealand supermarket 
brand to phase-out single-use plastic 
carrier bags across all stores; two 
months ahead of schedule and nine 
months ahead of government legislation. 
After announcing in late 2017 their 
intention to go reusable, Countdown 
led the charge for major New Zealand 
retailers and played a significant 
role in helping to change customer 
behaviours ahead of the national ban. 

Pick up locations
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