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We're
Foodstuffs

v 2 separate, New Zealand-owned Co-ops -
Foodstuffs North Island and Foodstuffs South Island

v 3 national retail grocery brands -
PAK'nSAVE, New World and Four Square

v 2.3 million unique customers per week
v 5.5 million customer visits per week
v 500+ family-owned, locally operated stores

v 2 business-to-business brands -
Gilmours (NI) and Trents (Sl)

v 2,000+ suppliers

v 40,000+ team members

Foodstuffs
North Island

323 stores

47 PAK'nSAVEs
105 New Worlds
163 Four Squares
8 Gilmours

foodstuftsies:  Foodstuffs

South Island
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New World Pt Chevalier opened September 2025, adding more
choice for locals and creafing 120 new jobs in the community

Foodstuffs
South Island

177 stores

13 PAK'nSAVEs

43 New Worlds
o7 Four Squares
57 On the Spots

7 Trents (includes wholesale
meat)

PAK'nSAVE Rolleston in central Canterbury, opened in
October 2025
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H ow ou r Our store Owner- The Co-ops own Co-ops jointly own
Operators are the the buildings and national brands
F d .I. ff shareholders of their operations
OO s u s regional Co-op
Owner-Operators own their local Co-ops own, lease, build and maintain Co-ops jointly own Foodstuffs Own
o - o ps wo r store business, are the employers of their stores, supply chain and support Brands, the private label business
their store tfeams, and manage the centres, managing the profitability of unit behind Pams, and nationwide
profitability of their stores. their operations. retailer Liquorland.
The Sh a reholders of each Owner-Operators source most stock Co-ops purchase and distribute most of Co-ops jointly own national retail
through their regional Co-op. the products our customers buy. brands PAK'nSAVE, New World
CO'OP are 'I'he same peOple Owner-Operators fund Co-op Stores are serviced by each Co-op’s and Four Square.
h d 1. operations via levies. Supply Chain. Co-ops jointly own Foodstuffs NZ,
wno own an opera e one Owner-Operators reinvest profits in Co-ops distribute profits back to yvh;czoprow?e.lsbsharcejd servges ;
communities. Owner-Ooerators. including retail brand co-ordination,
Of our |Oca| S'|'OI‘eS. i " P customer insights, and marketing.
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Our store 3x Support Centres Sx Distribution Centres \ Own Brands
owners Returns 4x Transport Depots 300+ Trucks
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We’re working to
keep food affordable
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Fair and

reasonable returns

Our Co-ops are two of NZ’s most productive and efficiently-run
businesses, helping us to deliver good value to our customers.

For every $1 a customer spends with us, 3.6 cents is our net
profit after tax and 16.9 cents covers our costs to run the
business. The other 79.5 cents goes to our suppliers and on GST.

Because we're 100% NZ-owned Co-ops, profits go back into our
stores, or each Co-op’s local grocer members, helping them to
support their communities and the wider economy.

16.9¢ 13¢
Cost of doing GST
business s

4 Net profit
==\ after tax

Percentages based
on the average over

Breakdown six years for both FSNI
o and FSSI| Whole of
Of fhe prlce Business FY21-FY25

on shelf weighted by Sales
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Fair prices
throughout NZ

Under the Co-operative model, whether a store is in a metro
centre or a rural fown, they benefit from our collective buying
power, helping them secure better deals and keep prices down
across the board.

Alongside promotions on popular products, Foodstuffs has also
kept a strong focus on value across a core range of everyday
grocery items, helping customers stretch their grocery budgets
further.
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The cost of living continues to be a challenge
for NZ households. Below are three of the ways
we’re helping to keep food prices down.

p
Fighting food
price inflation

The inflationary pressures of the last four years have been hard
for consumers and business owners.

Our team of 40,000 is focused on delivering value, and we're
holding ourselves to account.

Since late-2023, the rate of retail price increases at our stores
has always been lower than the rate of our suppliers’ cost
increases, for goods in the categories Stats NZ monitors.

NZ food price inflation 2023—2026
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Foodstuffs NZ retail
price increases®
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Foodstuffs NZ supplier
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*For a basket comparable to Stats NZ basket




Our prices
compare

favourably
internationally

There’s a lot of discussion
around the cost of food in
New Zealand compared to
other countries.

Here are some facts about
those comparisons.

N

PAK’nSAVE is delivering low prices for NZ

PAK'nSAVE’s policy is New Zealand’s lowest food prices - helping millions of
budget-conscious New Zealanders.

For the past 13 months we've been comparing 20 everyday items found in

PAK'nSAVE store’s in the North Island against the average basket price of the major

UK and Australian retailers - including Aldi Australia.

After adjusting for sales tax, currency exchange rates, and pack sizes, PAK'nSAVE

North Island has consistently delivered the lowest average basket price.

9
PAK’nSAVE (NI) offers the lowest 26-week
(]
average basket price of $98.33
(after adjusting for sales tax, currency exchange rates and pack sizes)
26-week price comparison of 20 everyday grocery items' (NZ$)
Source: AC Nielsen Top 50 (11 May 2025 - 29 March 2026)
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"The 20 everyday grocery items are: Bananas (kg), Onions Loose (kg), Carrots Loose (kg), Beef Mince (kg), Hellers Shaved Champagne Ham (100g), Bluebird Original Cut Ready Salted (150g),
Special Blend Granulated Instant Coffee (?0g), Coca-Cola (2.25L), and equivalents of: Pams Free Range Boneless Skinless Chicken Breast (400g), Pams Pure Butter (500g), Pams Value
Standard Milk (2L), Pams Fresh Cream (500mL), Pams Cheese Edam Block (lkg), Pams T/Tissue L/R White 3ply (8pk), Pams White Sugar (1.5kg), Pams Value Chopped Tomatoes in Juice
(400g), Pams Flour Pure Plain (1.5kg), Pams Hash Brown Triangles (750g), Pams Mixed Vegetables (1kg), Pams Shoe String Fries (1kg)
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Why we think
this approach
gives the clearest
comparison

We think this is a practical,
up-to-date way of looking at
prices. This chart tracks 20
everyday items using consistent,
like-for-like products across New
Zealand, Australia and the UK,

so we’re comparing the same
things you’d actually put in your
trolley. It uses current pricing
and adjusts for currency and

tax, so it reflects what customers
really pay at the checkout. In our
view, this gives an accurate and
grounded comparison and makes
it easier to see how New Zealand
grocery prices stacks up.




Our Co-ops handle around 5.3 million customer transactions

9
We’'re constantly | tomer transactions
o o in-store and online each week. Our focus is on delivering a reliable,
lnvesllll ng fOr Ou Y high-quality shopping experience while continuing to invest in the

resilience and efficiency of New Zealand’s food supply chain, so

CUS'l'OmerS we can meet the needs of our communities now and in the future.
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Investing in new innovations More investment in infrastructure

These investments are critical to
strengthening New Zealand’s food
security and supply chain resilience,
delivering customers consistent access
to fresh food across urban and rural
areas NZ-wide.

'Hllllii'll' bl We invest in digital capabilities to offer world-

class e-commerce services that benefit customers,
CALL

- —ail | | )
| GLICK & | | suppliers and our teams.
| GoLiger | o% 9711075 PP

TELL YS.YOUR ORDER NUMBER & CARPARK SPOT AND WE'LL BE RIGHT OUT

These include shopping options around ‘click and
collect’, ‘direct to boot’, and deliveries.

Our Co-ops are working with global customer data
science company dunnhumby to better understand
shopper needs and improve decision-making
across the business, while helping suppliers grow.

Faster, reliable supply chains mean
fresher products and better access
to everyday essentials. In the event
of extreme weather events, robust
infrastructure becomes vital.

In the North Island, Foodstuffs is also rolling out

—p— WNESL_=r  quick commerce, giving customers the option to Foodstuffs North Island's investment
uﬁfﬂ‘;@ A == (11" place an online order and have it delivered in as Foodstuffs North Island’s new chilled and frozen distribution N anew chilled and frozen distribution
e W BLL TR ittle as 60 minutes for New World and 45 minutes centre is sef to open in 2028 centre is a good example. Set fo open
= for Four Square stores. in 2028, the new Paitai Way distribution
centre will more than double current
From state-of-the-art distribution centres and capacity, supporting long-term growth
cool store storage facilities, to upgraded and and allowing the co-op to better
new regional depots, the Foodstuffs Co-ops are manage increasing product volumes
continually investing in new infrastructure. and store demand for the next 25 years.
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We invest
in local
communities

New and refurbished
stores create jobs for

local people - directly and
through local suppliers and
trades. Our Co-ops also
support communities by
working with food banks,
food rescue organisations,
sports teams, schools, and
local groups.

New and
refurbished stores

Every year, Foodstuffs North Island
spends around $100 million on
building new stores and refurbishing
existing ones in communities across
the North Island.

Store investments delivered since May
2025 include the opening of New
World Pt Chevalier and refurbishments
to PAK'nSAVE Mill St, PAK'nSAVE
Kapiti, New World Whanganui and
New World Otaki.

A $6 million refurbishment has been
completed at New World Otaki

4 N
Food for Thought

Food for Thought is our free, national
school-based nutrition education
programme, in partnership with the
Heart Foundation. It helps Year 5 and
6 students make informed, healthy
food choices.

Our team of nutritionists has taught
more than 291,000 tamariki since 2007.
Now, our new online platform, ‘Food for
Thought Nutrition Quest’, is taking it to
every primary school in New Zealand.

Foodstuffs” Nutritionist Naomi Sutton holds
an in-store Food for Thought session

Social
supermarkets

One of the ways Foodstuffs North Island
Is helping to address food insecurity is
by working with local community groups
like iwi and city missions to establish
social supermarkets.

Unlike traditional foodbanks, social
supermarkets let people pick their own
groceries - offering more dignity, choice
and a familiar shopping experience.

Foodstuffs North Island currently has 14
social supermarket collaborations with
community organisations.

Kaikohe's Whata Kai, a collaboration between
Foodstuffs NI and Ngapuhi lwi Social Services
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We’'re investing in our people

We employ more people

than any other locally-owned o 1,900 -' |

business, and we train more Koo o e 2 ;]

butchers and bakers than 9 Py oyt

. 129700 2,350 iu!TraTlasia’s top honfoTSr fc%rAyiuC:W% bAakers.L
anyone in NZ. . :
. 29"00 ........... s 300

Our Foodies team gets world- °

class training and support to 800 e .. 1350

build lifelong careers. ’ .

J 3,350 -
.- @ 19600 ) ———-
\ .................. ® - - A e

At last count there were 3’300 500 o o
more than 40,000 8,100 ——
peOple Working in Our ’ NTON Rameka, Trom or :* ﬂ
stores, at our Suppor’r 900 ﬁ\t\/hal:r:garel? —’fformel;]app\:\e/nT:SeR '9 T
centres, and through ° e Gty
our supply chains, ©
from Stewart Island
up to the Far North. 2,800




Our suppliers

are vital
partners for
our Co-ops

It’s essential for us to have
strong partnerships with
suppliers so we can bring
New Zealanders more value,
a better range and world-
class innovation. We stock
more than 60,000 products
from over 2,000 suppliers -
from large global brands to
small NZ producers.

-

We’'re always balancing the need for healthy, competitive supplier
networks with our duty to deliver quality, choice and value for customers.

Tlews §

Foodstuffs EXPO is NZ’s largest B2B expo, where
hundreds of NZ brands showcase their innovations
biennially in Hamilton.

Around 9,000 new products hit our shelves each
year, reflecting changing customer tastes and
shopping habits. Because our stores are locally
owned, suppliers can start small - stocking a single
store - or scale up to reach the entire country.

While not every product can be ranged due to
space limits, more than half of what we sell comes
from New Zealand-owned suppliers.

Strong relationships with those suppliers help us
respond quickly and keep delivering value for
New Zealand households.

New World Emerge is a Foodstuffs
run competition that sees new
suppliers get priceless support
from industry leaders and mentors;
plus, a fast-tracked journey for their
product into New World stores,
across the motu.

Taking out the Start-up category
was Butter Luxe Co with their
Oaty Butter, New Zealand’s first of
its kind oat spread, packed with
prebiotic fibre and plant protein.

Foodstuffs North Island has intfroduced
faster payment terms to support small New
Zealand suppliers as cost pressures build.
Smaller suppliers are now paid 10 days
earlier, with payments moved to the 20th

of the month. The change is designed to
ease cashflow pressure and help businesses
pay their own suppliers sooner, giving them
greater stability and room to operate.




Working as
one to deliver
better value

A single national Foodstuffs Co-op is still the most valuable
thing we can do for customers, suppliers and New Zealand.
This is because it will immprove economies of scale and reduce
duplication of overheads for both Co-ops and suppliers,
cutting costs across the industry.

Two Co-ops One Co-o0p

Regional Co-ops competing with multinational retailers with much greater scale ﬁ Economies of scale enabling competition on price for customers

Divided supply chains with minimal interaction to share transport costs ﬁ Seamless national supply chain, gaining efficiencies and building resilience

Separate bargaining and buying from large multinational suppliers — United bargaining power for NZ grocers with multinational distributors

Two support offices with duplicated admin and leadership costs — Lower support centre overheads and streamlined national leadership

[
CQS'I' and Greater economies of scale and

lower support centre overheads

efHCiency would enable:
beneﬁ'l's « reduced pressure on prices at the

checkout

« enhanced online shopping
and rewards

« faster speed to market for
new products

-
Supplier
benefits

Being one national Co-op would
boost our support for small and local
suppliers, leading to:

 reduced administration costs for suppliers

« more streamlined engagement

» more investment in value and product
innovation

e increased availability of customer insights

N
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Customer
benefits

One Co-op would make us faster
at adapting to customer needs,
helping us deliver:

e better shopping experiences
and greater value for money for
New Zealanders

e higher quality IT infrastructure

e better ability to serve wholesale
customers

~
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Foodstuffs North Island teams have been busy working behind

, o
The g roc’e ry seczllor S eVOIVI ng the scenes since the Grocery Industry Competition Act was
— and were PU'I"I" ng 'I'he wcrk passed in July 2023, and its changes implemented in the

months that followed. Since then, we’ve achieved a huge

in for our customers amount.
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Unit pricing in stores Regulated wholesale supply Continued transparency
UNDERSTANDING UNIT PRIGING Unit pricing lets shoppers see how much Since May 2025, we had 113 signed- initiatives, including the
an ifem costs either by weight, volume or up wholesale customers with 61 actively Infometrics-Foodstuffs Grocery
|l!:I,i!l!)ﬁt.:li.nsllsaII!\IA:.;‘:.:.U!:)Hb:(e:\ller:(n;u:.:esaveybyshowingadetailedbreakdownoftheitemcost quar;ﬂ-”-y. H vasin a” phySICal NeW World and Ordering and Supplylng consumers Via Suppller COST lndex and CUSTomer_
HOW IS IT USED? PAK nSAVB stores ahead of August 2@24 (when independent stores and online retailers. facing value programmes.
For example, when shopping for baked beans, you can compare the per gram price on the price ticket to find the best the regU|aT|Oﬂ came Into eﬁeCT), and is on our
value across different products. .
shopper websites.
Baked Beans 410g Baked Beans 4209 PP
D
= Implementation of the Grocery Supply
. @ Code 2025 Further investment in digital
\_/ The second version of the Grocery Supply capability, supply chain resilience
O 46/100G O 66/ 100 Code came into effect on 1 May 2026. and pricing integrity systems
Find out more at www.paknsave.co.nz/unitpricing We've issued upda T?d Jrocery Sappller
Ploase notetht all podcts and rioss used ontis page ar Mustatve only an doriof ralet e urert urchase prios o it rios of aprocuc contracts and variations to suppliers to ensure
compliance.
Enhanced refund policy Established Freed up land for competitors Significant programmes of work
Customers deserve pricing they wholesale systems Any remaining land covenants Rolling out electronic shelf labels to implement and comply with
can count on so we've updated Our dedicated teams are registered against land we ESLs are digital price tags that can be grocery market regulation.,
our policy, if a customer is stepped up to open our do not own. We're working updated instantly, significantly reducing including Unit Pricing Regu!a’nons
overcharged for a product, we'll warehouses, upgrade IT with the landowners to arrange human error in pricing issues. In the aad the Consumer Complaints
refund the full amount paid for systems and make it easier for their removal. Any that North Island, ESLs are now in over 95% Disclosure Standard
the product and the customer for smaller retailers to remain on land we lease are of New World and PAK'nSAVE stores.
can keep the product. access our supply chains. unenforceable.




