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Executive summary
The Supermarkets & Grocery Stores category is by far the most important retail category
in Australia. Total sales recorded by Supermarkets & Grocery Stores as measured by the
Australian Bureau of Statistics have increased from $64.5 billion at 2007 to $111.5 billion
at 2019, recording average annual growth of 4.7% per annum – despite the impacts of
the global financial crisis (GFC). Over this period the category has also increased its
share of total Australian retail sales from 31.3% to 34.3%.
For Victoria, similar trends are evident. Supermarkets & Grocery Stores’ sales have
increased over the past decade at a similar rate to the national average – 4.5% versus
4.7%. The share of total retail sales directed to supermarkets and grocery stores by
Victorians has also increased over this period, from 31.6% at 2007 to 32.6% at 2019.
Given the importance of the Supermarkets & Grocery Stores sector to all Australian
consumers, the planned entry of Kaufland into Australia brings enormous potential for
the creation of significant consumer, as well as broader economic, benefits.
Kaufland is a global retail brand of the Schwarz Group, which is headquartered in
Germany but operates in 28 European countries, across some 12,000 stores, employing
more than 400,000 people. The store format which Schwarz Group will operate in
Australia, under the Kaufland banner, will be a large footprint, full line supermarket –
noticeably bigger than the majority of Woolworths and Coles supermarkets which
currently operate in the country.
Kaufland will offer its customers a wide range of products with a focus on quality and
freshness. Being large in size, Kaufland supermarkets are able to offer very extensive
ranges of fresh food and groceries, complemented by supporting ranges of non-food
goods (general merchandise), potentially including items such as crockery and cutlery,
cookware, small electrical appliances, napery and linen, some apparel, stationery,
toys, as well as seasonal products and weekly promotional items.
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Kaufland’s approach to customer service is reflected in the large store footprint, which
is designed in that way so that it is can provide the most extensive range of goods whilst
enabling an easy and comfortable shopping experience. At present, Australia is
generally served by a high standard of supermarkets, however, Kaufland’s offer will
bring significant new features and attributes for the benefit of Australian consumers, in
particular:
i.

Regional sourcing – Kaufland aims to source some products from the
surrounding region wherever possible, as it believes that a short supply chain
means maximum freshness and best product quality for customers. Thus,
Kaufland’s intention is that the stores in each state/region will source a range of
items - such as meat, fresh produce, dairy and delicatessen goods, for example
– directly from the respective region, subject to the availability of appropriate
suppliers.

ii.

A new approach to fresh food departments – a key strength of Kaufland in its
global operations is its approach to the fresh food departments, i.e. produce;
meat and seafood; bakery; and delicatessen. This approach is tailored to meet
the particular needs and wants of the customers in each country in which
Kaufland operates.

iii.

A new tier of labels – most Australian supermarkets currently provide a range of
labels including own brand labels, with Aldi’s offer being almost exclusively own
brand. Kaufland will add significantly to that range by introducing additional
international brands which are not currently available in Australia as well as very
popular and extensive ranges of private label products, which are designed to
offer high quality at modest prices. Kaufland also places particular emphasis,
with its private label products, on customers with special dietary requirements,
such as vegetarians, vegans, and lactose or gluten intolerant customers.

iv.

A supporting range of everyday non-food (general merchandise) items.

In addition to the substantial consumer and supplier benefits listed above which will
result from the entry of Kaufland into Victoria, there are significant broader economic
benefits that will be generated for the Victorian economy and for the Australian
economy more generally.
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First, each new Kaufland store will create a substantial number of additional jobs, both
directly and indirectly. The number of new jobs created directly by each Kaufland store
will be approximately 100, while the total number of jobs created both directly and
indirectly will be much greater. In addition to the direct in-store employment, jobs will
be created initially from construction of the project, including consequent multiplier
effects through supplier and related industries to the construction sector, and then,
once the store is operational, from a further round of multiplier effects through related
industries to the supermarket sector.
A large number of additional jobs will also be created, both directly and indirectly, as
a result of the new distribution centre (DC) that Kaufland will build in Melbourne, which
will directly employ an estimated 600 people, as well as the new headquarters which
will be established in Melbourne, employing some 400 people directly. While the
number of new jobs that will be created by Kaufland’s entry into Victoria, directly and
indirectly, cannot be estimated with precision at this point, that number will, over the
next two decades, run to the many thousands.
Second, Kaufland’s operation, once established with a reasonable network scale, will
result in significant downward pressure on grocery prices, in the same manner as has
been demonstrated by the entry of Aldi in 2001. That in turn will lead to very substantial
savings in the grocery bills of all Australians in states and regions where Kaufland is able
to build a presence, with such savings being either direct (for Kaufland shoppers) or
indirect (for shoppers at the competitor stores) as the established competitors respond
to Kaufland’s presence.
It is strongly arguable that the consumer and economic benefits that will result from the
entry of Kaufland into Victoria will not be delivered by a continuation of the status quo.
First, the additional choice and the numerous new offers in products and store
presentation that Kaufland will bring to Victoria would clearly not be available under a
continuation of the status quo. Neither would the increased competition, and
consequent increased downwards pressure on food and grocery prices, eventuate.
The alternative outlet for suppliers that Kaufland will represent would also not eventuate
under the status quo.
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Because of both the size of the available market and the year on year growth in that
market, the trading impacts that are likely to be experienced by existing supermarket
and grocery store operators will not be of such a magnitude as to imperil the continued
operation of any existing store. These impacts are highly likely to be experienced
primarily by the three major supermarket and grocery store chains in Australia –
Woolworths, Coles and Aldi. All of these groups are very large, highly successful and
very well placed to counter any competitive intensity that will result from the entry of
Kaufland into the Australian market.
From a total centre perspective, the likely impacts will be lower, in percentage terms,
than the estimated impacts on the supermarket operators, since the sales of the new
Kaufland store will be focussed on the Food & Groceries category. While Kaufland will
sell a range of non-food goods which is a very important component of the store’s total
offer and appeal to consumers, within the context of total non-food retail expenditure
by trade area residents, the store’s market share will be minimal.
Therefore, significant and substantial consumer and broader economic benefits will
result from the entry and future operation of Kaufland in Victoria. There is a likelihood
of some trading impacts on the existing network of supermarkets and grocery stores in
Pakenham and surrounding suburbs, however those impacts will not imperil the future
of any existing operators. Having regard to all relevant factors, it can be concluded that
a very substantial net community benefit will result from the development of the new
Kaufland store proposed at Pakenham.
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Introduction
This report presents an independent assessment of the anticipated economic impacts
of a proposed Kaufland Australia supermarket development at Pakenham, in outer
south-eastern Melbourne.
The report is set out in two sections plus one appendix, as follows:
•

Section 1 presents a review of the supermarket sector as it operates both in
Australia and in Victoria. This section provides important background
information against which the entry of Kaufland into the Australian market can
be considered.

•

Section 2 focuses on the proposed Kaufland store at Pakenham. This section
examines the relevant trade area or catchment for the proposed store, as well
as the network of existing supermarket facilities currently servicing that trade
area. Based on that analysis, the specific economic impacts of Kaufland’s
proposed new store at Pakenham are then considered, and relevant
conclusions drawn.

Appendix 1 provides details on Kaufland Australia, setting out the nature of the store
format and retail offer which Kaufland will bring to Australia, as well as the various
elements and attributes of the Kaufland offer from a customer perspective.
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Section 1:

1.1

The supermarket sector – Australia and
Victoria

Industry overview

Table 1.1 below provides an overview of the supermarket sector as it currently exists and
operates in Australia, detailing the following key parameters:
•

The number of supermarkets, for each of the key operators and in total.

•

The approximate floorspace, measured as square metres of gross leasable area or GLA,
occupied by Australian supermarkets, and the estimated average store sizes.

•

The estimated sales performance of Australian supermarkets in total; in sales per square
metre (of GLA); and as average sales per store.

•

The total amount spent by Australian consumers on take-home food & groceries (F&G),
as well as the total amount measured by the Australian Bureau of Statistics (ABS) as sales
recorded by Supermarkets & Grocery Stores, a store category utilised by the ABS for the
purpose of monitoring the performance of the Australian retail trade sector and
reported monthly in Retail Trade Australia Cat. 8501.0.

•

The approximate market shares of available expenditure, and of reported
Supermarkets & Grocery Stores sales, held by each of the existing supermarket groups.

•

The average provision of supermarket floorspace (GLA) relative to population.

Tables 1.2, 1.3 and 1.4 provide similar information for Victoria, the Greater Melbourne
metropolitan area and the balance of Victoria respectively.
For the purposes of this analysis supermarkets are defined as food & grocery stores which are
greater than 400 square metres (sq.m.) in size. Smaller food & grocery stores, such as
convenience stores and corner stores, also contribute to the total retail turnover of the
Supermarkets & Grocery Stores category as measured by the ABS. However, those very small
stores are not considered to be competitive in a direct sense to larger supermarkets, as they
operate in a quite different manner to a full range supermarket. Generally, such small stores
are not, for the majority of the population, considered to be or regularly used as a viable
alternative for the primary food & grocery shopping trips.
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Table 1.1
Australia - Supermarket Sector, FY 2019
Factor

WOW

Coles

Aldi

Other

Total

1,020

832

537

1,353

3,742

3,292,621

2,642,429

805,500

1,691,719

8,432,269

3,230

3,180

1,500

1,250

2,253

38,820

30,890

10,120

13,110

92,940

38.1

37.1

18.8

9.7

24.8

11,790

11,690

12,600

7,750

11,000

ABS Smkts & Grocery Stores sales ($m.)

34.8%

27.7%

9.1%

11.8%

83.3%

Total Est. Food & Groceries Expenditure

27.6%

22.0%

7.2%

9.3%

66.0%

Stores
No. of Stores *
Est. Gross Leasable Area (GLA, sq.m.)
Est. Avge. Store Size (GLA, sq.m.)
Sales (estimated)
Total sales ($m.)
Avge. Sales per Store ($m.)
Avge. Sales per Sq.m. ($)
Market Share of

Market Size
Est. Population (Dec 2018, millions)

25.2

ABS Smkts & Grocery Stores Sales ($m.)

111,521

Total Est. Food & Groceries Expenditure ($m.)

140,715

Smkts & Grocery Stores Sales Per Capita ($)

4,427

Food & Groceries Exp. Per Capita ($)

5,586

Population Metrics
Smkt Space per 1,000 (sq.m.)

131

105

32

67

335

*Stores greater than 400 sq.m . Gross Leasable Area (GLA)
Sources : Annual Reports for Woolworths Ltd., Coles Group and Metcash; MarketInfo; ABS Retail Trade Australia Cat. 8501.0
Dim asi & Co. fieldwork and estim ates.
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Table 1.2
Victoria - Supermarket Sector, FY 2019
Factor

WOW

Coles

Aldi

Indep.

Total

249

214

153

335

951

864,200

738,200

234,700

418,813

2,255,913

3,470

3,450

1,530

1,250

2,372

9,710

8,460

2,890

3,140

24,200

39.0

39.5

18.9

9.4

25.4

11,240

11,460

12,350

7,500

10,730

Total ABS Smkts & Grocery Stores Sales ($m.)

35.0%

30.5%

10.4%

11.3%

87.3%

Total Est. Food & Groceries Expenditure ($m.)

26.4%

23.0%

7.9%

8.5%

65.8%

Stores
No. of Stores *
Est. Gross Leasable Area (GLA, sq.m.)
Avge. Store Size (GLA, sq.m.)

Sales (estimated)
Total sales ($m.)
Avge. Sales per Store ($m.)
Avge. Sales per Sq.m. ($)

Market Share of

Market Size
Est. Population (Dec 2018, millions)

6.53

ABS Smkts & Grocery Stores Sales ($m.)

27,713

Total Est. Food & Groceries Expenditure ($m.)

36,804

Smkts & Grocery Stores Sales Per Capita ($)

4,243

Food & Groceries Exp. Per Capita ($)

5,635

Population Metrics
Smkt Space per 1,000 (sq.m.)

132

113

36

64

345

*Stores greater than 400 sq.m . Gross Leasable Area (GLA); Liquor stores not included
Sources : Annual Reports for Woolworths Ltd., Coles Group and Metcash; MarketInfo; ABS Retail Trade Australia Cat. 8501.0
Dim asi & Co. fieldwork and estim ates.
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Table 1.3
Greater Melbourne - Supermarket Sector, FY 2019
Factor

WOW

Coles

Aldi

Indep.

Total

176

160

104

200

640

616,000

560,000

161,200

249,813

1,587,013

3,500

3,500

1,550

1,250

2,480

7,020

6,500

2,020

1,910

17,450

39.9

40.6

19.4

9.6

27.3

11,400

11,600

12,500

7,650

11,000

25.3%

23.4%

7.3%

6.9%

62.8%

Stores
No. of Stores *
Est. Gross Leasable Area (GLA, sq.m.)
Avge. Store Size (GLA, sq.m.)

Sales (estimated)
Total sales ($m.)
Avge. Sales per Store ($m.)
Avge. Sales per Sq.m. ($)

Market Share of
Total Est. Food & Groceries Expenditure ($m.)

Market Size
Est. Population (Dec 2018, millions)

5.02

Total Est. Food & Groceries Expenditure ($m.)

27,800

Food & Groceries Expenditure Per Capita ($)

5,542

Population Metrics
Smkt Space per 1,000 (sq.m.)

123

111

32

50

316

*Stores greater than 400 sq.m . Gross Leasable Area (GLA); Liquor stores not included
Sources : Annual Reports for Woolworths Ltd., Coles Group and Metcash; MarketInfo; ABS Retail Trade Australia Cat. 8501.0
Dim asi & Co. fieldwork and estim ates.
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Table 1.4
Victoria excl. Greater Melbourne Area - Supermarket Sector, FY 2019
Factor

WOW

Coles

Aldi

Indep.

Total

73

54

49

135

311

248,200

178,200

73,500

169,000

668,900

3,400

3,300

1,500

1,250

2,149

2,690

1,960

870

1,230

6,750

36.8

36.4

17.8

9.1

21.7

10,830

11,020

11,880

7,270

10,090

29.9%

21.8%

9.7%

13.7%

75.0%

Stores
No. of Stores *
Est. Gross Leasable Area (GLA, sq.m.)
Avge. Store Size (GLA, sq.m.)
Sales (estimated)
Total sales ($m.)
Avge. Sales per Store ($m.)
Avge. Sales per Sq.m. ($)
Market Share of
Total Est. Food & Groceries Expenditure ($m.)
Market Size
Est. Population (Dec 2018, millions)

1.51

Total Est. Food & Groceries Expenditure ($m.)

9,004

Food & Groceries Exp. Per Capita ($)

5,974

Population Metrics
Smkt Space per 1,000 (sq.m.)

165

118

49

112

444

*Stores greater than 400 sq.m . Gross Leasable Area (GLA); Liquor stores not included
Sources : Annual Reports for Woolworths Ltd., Coles Group and Metcash; MarketInfo; ABS Retail Trade Australia Cat. 8501.0
Dim asi & Co. fieldwork and estim ates.

Having regard to the information set out in Tables 2.1 – 2.4 above, the evident features of the
supermarket sector as it operates in Australia and within Victoria and the Melbourne
metropolitan area, can be summarised as follows:
•

The ABS measured the total recorded turnover, nationally, of Supermarkets & Grocery
Stores at $111.5 billion for the 2018/19 financial year. For Victoria, the total was $27.7
billion.
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•

Given Australia’s population of 25.2 million at December 2018 (the midpoint of the
financial year) it can be calculated that Supermarkets & Grocery Stores sales per
person throughout Australia were $4,427 for 2018/19. For Victoria, the equivalent figure
was $4,243.

•

At a national level, total food & grocery expenditure by the Australian population in
2018/19 was an estimated $140.7 billion, at an average of $5,586 per person.
Supermarkets and grocery stores account for the lion’s share of take-home
food & grocery (F&G) expenditure by Australian residents, but not for the total amount.
Other specialist food stores (butchers, bakeries, poultry stores, seafood operators, fresh
produce stores, health food stores, etc) as well as other retail channels, including fresh
food markets and, to a lesser extent, non-food stores such as pharmacies and discount
department stores, also account for a component of total food & groceries spending.
Some expenditure is also directed to wholesale outlets, which are not included in the
ABS Retail Trade categories or direct farm sales etc.

•

For Victoria, the respective figures for 2019 were $36.8 billion in total F&G expenditure,
at $5,635 per capita, while for Greater Melbourne the figures were $27.8 billion in total
F&G expenditure, at $5,542 per capita

•

The two largest national chains, Coles and Woolworths, are clearly the dominant
players within the Australian supermarket sector, as is also the case within the
supermarket sector in Victoria and across Greater Melbourne.

•

The measure of store size utilised in this report is gross leasable area (GLA), not to be
confused with selling area, which in turn is often referred to by the chain supermarket
operators when reporting their sales performance levels per square metre. That
approach is considered to be an inaccurate measure of floorspace for the purposes of
planning/economic impact analysis, since the measure of store size which is adopted
in such reporting is essentially arbitrary – i.e. whatever proportion of the total area of the
store the operator in question chooses to allocate to ‘selling’ area. That measure also
does not accurately reflect the provision of supermarket floorspace, because it does
not include the total store.

•

Aldi, the third national chain, in FY19 operated 537 stores nationally and has been
rapidly increasing its store numbers as well as expanding existing stores over recent
years but does not report its sales performance. Drawing on anecdotal information
available throughout the industry, as well as broad market share estimates for each

Kaufland Australia
Proposed store – Pakenham, Melbourne
Economic Impact Assessment

11

Section 1: The supermarket sector – Australia and Victoria

operator that are available from time to time from sources such as Roy Morgan, total
national sales for Aldi are estimated at $10.1 billion, at an average of $18.8 million per
store. Aldi stores are approximately half the size of typical Woolworths/Coles stores, thus
the average level of sales per sq.m. of gross leasable area achieved by Aldi is estimated
to be broadly comparable to the levels recorded by both Woolworths and Coles.
•

The independent sector operates primarily, though not exclusively, under the banner of
IGA, particularly for larger independent stores which can be classified as supermarkets.
Some independent groups operate under their own name rather than IGA, e.g. Drakes,
Supabarn, Leo’s/Maxi, while there are also a number of FoodWorks branded stores.
Between them independently owned stores are estimated to total some 1,353
supermarkets, which in FY19 accounted for an estimated $13.1 billion in sales. The
independent supermarkets are estimated on average to trade at levels per square
metre well below the three national chains.

•

The estimated provision of supermarket floorspace relative to population is detailed in
the last row of each table. This information shows that on average there is at present a
provision of approximately 335 sq.m. per 1,000 people (or 3,350 sq.m. per 10,000) of
supermarket floorspace throughout Australia, as compared with a slightly higher
estimated provision of 345 sq.m. per 1,000 residents across Victoria.

•

The estimates also show that the average floorspace provision relative to population is
much higher across non-metropolitan Victoria (at 444 square metres per 1,000) than it
is across Greater Melbourne (316 sq.m. per 1,000).

•

Measures of market share held by each of the various supermarket operators will vary
depending on the definition of ‘market’ which one adopts, i.e. total food and groceries
expenditure by consumers versus total recorded sales of Supermarkets & Grocery
Stores. Measured as a proportion of total consumer expenditure directed to take-home
food & groceries, the estimated market shares held by Woolworths Limited and Coles
respectively, in Victoria, are around 23%-26% while across Greater Melbourne their
estimated market shares are estimated to be in the range 23%-25%.

•

In each case a much lower, though rapidly increasing, share is held by Aldi while the
collective market shares of independent supermarkets stand at an estimated 9%-10%
nationally and 8%-9% in Victoria.
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•

Measured as shares of the total volume of sales of the Supermarkets & Grocery Stores
category, as reported by the ABS, the respective market shares held by each operator
are higher in each instance, since the category does not account for all of Australian
consumers’ expenditure on take-home food and groceries, as detailed above.

Within the context of the total Australian retail industry, the Supermarkets & Grocery Stores
category is by far the most important sector. Chart 1.1 below shows the trends in retail sales by
category for Australia over the past decade. Over this period, total sales recorded by the
Supermarkets & Grocery Stores category have increased from $64.5 billion at 2007 to $111.5
billion at 2019, recording average annual growth of 4.7% – despite the impacts of the global
financial crisis (GFC) which were experienced between 2010 and 2013. The Supermarkets &
Grocery Stores category has also increased its share of total Australian retail sales from 31.3%
to 34.3% over this period.

For Victoria, similar trends are evident, as shown in Chart 1.2. In Victoria Supermarkets & Grocery
Stores sales have increased over the past 12 years at a similar rate to the national average –
4.5% versus 4.7%. The share of total retail sales directed to Supermarkets & Grocery Stores by
Victorians has also increased over this period, from 31.6% at 2007 to 32.6% at 2019.
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Overall, the supermarket sector throughout both Australia and Victoria is a strong and steadily
growing industry, fuelled in large part by continuing population growth. As the figures in Table
1.1 previously show, there is the equivalent of one full scale supermarket (of 3,350 sq.m. average
size) provided for every 10,000 people. The level of floorspace provision relative to population
has also generally been increasing each year over the past two decades. That means, for
example, that population growth alone within the Melbourne metropolitan area, which has
averaged in excess of 100,000 per annum for more than a decade, creates the need and
demand for more than 10 full scale supermarkets each year, just to maintain the average level
of provision. For Australia overall, with population growth of 350,000 – 400,000 annually, in the
order of 40 such stores are required each year just to maintain current levels of supply relative
to population.

1.2

Australian and Victorian supermarket operators

The published results of the various operators reflect the accommodating economic
environment for the supermarket sector described above. Woolworths Limited, the largest
operator in Australia, in its most recently published results reported sales growth for its
supermarkets division of 3.3% for the 2019 financial year. Coles Group Limited in its 2019 annual
results reported sales growth of 3.2% for its supermarkets division and also reported 47
consecutive quarters of comparable supermarket sales growth.
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Aldi is a private company and does not report sales growth. However, the company’s year on
year increase in store numbers is a reasonable guide, and over the past two years Aldi has
increased its national store numbers from 469 in 2017 to 537 at June 2019, an increase of 14.5%
over the two years. Sales growth is likely to have been greater than that figure, in part because
Aldi has also been busily expanding existing store footprints.
Metcash, a public company, is the primary wholesale supplier to the independent supermarket
sector, in its own words supplying some 1,600 independent supermarkets and more than 90,000
“convenience” customers nationwide (Metcash Annual Report 2018, p.7). Metcash is a large
company, with reported annual revenue of $12.7 billion in FY 2019 – though not all related to
supermarkets, as Metcash also operates a hardware business.
Since independent operators do not report their sales, the reported trading performance of
Metcash offers some insight into the trends for the independent sector on a national level. In
2018 Metcash reported a slight decline overall (-1.4%) in its sales to supermarkets, further
clarifying that sales growth achieved on the eastern seaboard had been offset by declines in
South Australia and Western Australia. For FY 2019 Metcash reported growth of 0.3% in its food
sales and 5.6% in packaged liquor sales. The company also reported that deflation in food
continued to ease in FY 2019, and that its sales growth trajectory had continued to improve in
the first seven weeks of its FY 2020. Nationally Metcash reported 49 new store openings and 54
store closures over the two-year period 2017 -2019.
Metcash’s results suggest an independent supermarket sector which over recent years has
been generally flat in terms of its sales performance, however Metcash does not reflect the
total picture for the sector. By its own admission Metcash has not, in recent years, effectively
met all of the needs of independent supermarket operators. In 2014, for example, Metcash
stated as follows:
Our first priority is to return Metcash Food & Grocery to revenue growth by transforming
its traditional model away from a supply-led wholesale business to a consumer-led, retailoriented operation. Metcash Food & Grocery has bought based on supply – not demand
– which has impacted consumer appeal and increasingly led to some retailers buying
more products outside the Metcash system. Given our success is tied to the success of
independent retailers, we need to invert our approach and focus on the needs of
retailers and their customers. (p.4, Metcash 2014 Annual Report)
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In its recently published annual report for FY 2019 Metcash indicated that one of its largest
independent operators, the Drakes Group in South Australia, would soon cease to use Metcash
as its wholesaler, stating :
As announced, Metcash has entered into a five-year supply agreement with Drakes
Supermarkets in Queensland. Metcash, however, expects to cease supplying Drakes
Supermarkets in South Australia once their new distribution centre becomes operational
(expected to be 30 September 2019). (Metcash 2019 Annual Report, page 7).
The Drakes group is a privately-owned national chain now operating more than 50
supermarkets based in South Australia, where the group operates the majority of its stores, but
also operating in Queensland. The group’s scale in South Australia means that it can now
undertake its own distribution and has chosen to do so as indicated in the Metcash report.
The Ritchies IGA chain, based in Victoria where it operates some 50 stores, is even larger than
Drakes and is Australia’s largest “independent” supermarket chain, with 77 stores nationally, as
well as reportedly being Metcash’s largest single customer. Ritchies is also part-owned
(reportedly 26%) by Metcash.
Ritchies is estimated to achieve annual sales in excess of $1 billion, having increased its store
numbers rapidly over recent years primarily through acquisition. In July 2016 Ritchies CEO, Mr
Fred Harrison, was quoted at length on news.com.au as follows :
Ritchies IGA supermarkets chief executive Fred Harrison says IGA stores are achieving
positive like-for-like sales growth – a sign the independent supermarkets’ market share is
growing, contrary to analysts’ belief that share is shrinking and customer numbers are
dropping. Mr. Harrison argues that analysts are not factoring in solid like-for-like sales
growth across the IGA network compared to Woolworths’ decline, which he says is a sign
IGA is picking up market share from Woolworths. And he said IGA looked like its market
share was shrinking because it was opening fewer new stores compared to rivals.
“If you look at the independents’ like-for-like sales, we are actually outperforming
Woolies” he said. He said as Woolworths continued to leak market share, the
independents were “absolutely picking up their customers”.
Mr. Harrison said that Ritchies, which has acquired 15 Fishers IGA stores in Victoria to bump
its store count to 82, had like for like sales of 2.75% during FY16.
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Mr. Harrison said Aldi catered for a different market to IGA and while its low prices and
expansion beyond the eastern states were placing pressure on all players in the sector,
the independents were evolving. “There is more confidence in the independent camp
than what it has been in the last five years” he said. “Our model is working: we have
found our niche and it’s all around points of difference.”
Mr. Harrison said the Metcash-driven strategy of matching Coles’ and Woolworths’ prices
on a core basket of goods was also behind the IGA network’s turnaround. However he
expects competition will intensify and food deflation - already at around two per cent –
could fall further and in this environment, more smaller independents would sell to the
bigger networks. “The bigger multi-stores can sustain a bit more competition because
they have a network to fall upon and what that does is make Metcash more secure” he
said.
In the Sydney Morning Herald, on November 18, 2016, the Ritchies CEO was again quoted at
length about Ritchies’ market positioning and continuing like-for-like store sales growth over the
previous two years, and in particular about the success of Ritchies’ refurbishment of its
Dromana store on the Mornington Peninsula, with the article stating :
Less than a week after the opening of its first new concept store in the seaside town of
Dromana, south of Melbourne, Mr Harrison said sales were up 50 per cent on the same
time last year as customers warmed to the up-market selection of cheese, bread, meat
and ready-to-eat meals.
These up-market fresh lines are big-margin business for Ritchies, which is 26 per cent
owned by listed wholesaler Metcash, but the magic of these gourmet goodies is that
they're almost always an add-on item, a treat popped in the trolley alongside the mince,
bananas and sliced bread. And it's a strategy Ritchies believes can work in any
catchment and any demographic across its network of 80 stores. "Dromana is a very
blue-collar town with a lot of retirees but providing you have your pricing right, people
like to treat themselves and buy a little bit of this or a little bit of that," Mr Harrison said.
Ritchies' comparable store sales grew 2.5 per cent in the full year and profit increased
1.8 per cent. "What's great about that result is that 2.5 per cent growth was on 2 per
cent like-for-like growth the year before," Mr Harrison said.
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"We're seeing good results in all three states. In NSW, we have a lot of DSAs [store
upgrades] planned in the next year and over the next few years we will have a big
focus on upgrading our network in NSW."
In that same article appearing in the SMH, the CEO of Metcash, Mr. Ian Morrice, was also
quoted, as follows :
Along with the majors, Metcash is grappling with the impact of food price deflation,
which has driven grocery spending to its lowest level in years "if not ever".
But less than two weeks out from the release of Metcash's half-year results, Mr Morrice is
positive about the outlook for the independent grocery sector despite battling tough
conditions in Western Australia and parts of Queensland.
He said people were shopping for fresh produce three or four times a week, which
suited the convenient locations of the independents a long as they got the offer right.
"All these multi-site owners are investing in their business, they're refurbishing stores and
opening new stores," Mr Morrice said.
"Despite all the competitive pressure we have seen, with $1 billion of price investment
from the market leader and Aldi moving into two states, like-for-like sales for the
independent sector is still positive. And it's withstood a lot of competitive intensity and
high deflation."
There are various other smaller privately-owned supermarket groups throughout Australia,
including Romeos (SA/NSW), Chapleys (SA), Supabarn (ACT/NSW) and Leos/Maxi (Victoria)
which generally use Metcash as their primary wholesaler.
Australian United Retailers (AUR) is another independent supermarket banner group, which
trades under the FoodWorks brand and has some 400 supermarkets and convenience stores
under its wing. On its website, AUR states as follows (August 2019) :
The past two years has seen the brand go from strength to strength, becoming
Australia’s largest truly independent supermarket group supporting $2 billion in annual
sales. Today, FoodWorks prides itself on its fresh, contemporary approach to retail whilst
still retaining a friendly, community-focused relationship with its customers. Unlike any
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other supermarket brand in Australia, every FoodWorks store is different and each has a
strong sense of independence, which gives them full flexibility to tailor their store to their
local community’s needs.
It is apparent therefore that the independent supermarket sector is quite diverse in nature,
operation and approach. While not growing at quite the same rates as the three national
chains, the sector overall remains a viable and important part of the total Australian
supermarket sector. It is likely that continued rationalisation will be seen, with the larger
groupings getting larger. At the other end of the spectrum, particularly in the case of
FoodWorks, there continues to be the opportunity for smaller players to fill specific local niches.
For all supermarket operators though, whether large or small, the challenge is always how to
remain relevant to consumers in a rapidly changing retail environment. Ultimately it is the
consumers who will make the choice as to where they each wish to shop, and if their needs
and expectations are not well met by any one particular retailer, either chain or independent,
then consumers will exercise that choice. In Australia over the past two decades there are
good examples of failures of both – Franklins in 2001, which was once regarded as the most
successful chain in the country, and Action, a large WA based chain operated by the then
state wholesaler to the independent sector, which collapsed a few years later.
Given the scale and importance of the Supermarkets & Grocery Stores sector to all Australian
consumers, the planned entry of Kaufland into Australia brings enormous potential for the
creation of significant consumer, as well as broader economic, benefits. The likely nature and
extent of those benefits, in relation to the proposed Kaufland store at Pakenham, are detailed
further in the remainder of this report.
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Economic Impact Assessment

This section addresses the economic impact considerations for the proposed
development of a new Kaufland supermarket at Pakenham, in outer south-eastern
Melbourne. In order to assess the net community benefit resulting from the proposed
development, this section of the report examines:
•

the site location and context;

•

the development proposed;

•

the trade area which it will serve;

•

the competitive network within which the new Kaufland store will operate;

•

the estimated sales potential for the store;

•

the estimated trading impact resulting from the store’s development;

•

other economic impacts, including economic benefits and any likely
disbenefits; and

•

longer term considerations.
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2.1

Site location and context

The subject site is situated on the northern side of Princes Highway adjoining an existing
homemaker centre. Map 2.1 shows the site location.
As detailed in Appendix 1, the Kaufland Australia store offer can best be described as
a large footprint supermarket with a substantial supporting general merchandise offer.
Additional supporting specialty space will constitute a small but important component
of the total Kaufland development package, while appropriate levels of highly
convenient carparking need to be able to be provided to service the store. As a
consequence, a relatively large site with excellent accessibility is required for any
Kaufland development.
In addition to being sufficiently large to accommodate a new Kaufland store, the
subject site also offers easy accessibility for residents of the surrounding suburbs by virtue
of its location on Princes Highway.
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2.2

Trade area analysis

The extent of the trade area or catchment that is/can be served by any shopping
centre, or retail facility, is shaped by the interplay of a number of critical factors. These
factors include:
i.

The relative attraction of the store or centre, in comparison with alternative
competitive retail facilities. The factors that determine the strength and
attraction of any particular centre/store are primarily its scale and composition
(in particular, in the case of a shopping centre, the major trader or traders that
anchor the centre); layout and ambience; and availability/ease of use of carparking.

ii.

The proximity and attractiveness of relevant competitive facilities. The locations,
compositions, quality and scale of competitive retail facilities all serve to define
the extent of the trade area which a shopping centre or retail facility is
effectively able to serve.

iii.

The available road network and public transport infrastructure, which determine
the ease (or difficulty) with which customers are able to access a shopping
centre, or retail facility.

iv.

The presence of any significant physical barriers which are difficult to negotiate,
and can act as delineating boundaries to the trade area served by an
individual shopping centre, or retail facility.

The Kaufland store at Pakenham will be 5,600 square metres in size (GLA) and will be
supported by 470 square metres of complementary specialty uses.
Having regard to the scale, features and attributes of the proposed Kaufland
development, and bearing in mind that at present there is no similar development
either in Melbourne or in Australia, the trade area which is expected to be served by
Kaufland at Pakenham has been defined for the purpose of this economic impact
assessment as shown on the attached Map 2.2.
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The key factors which lead to the trade area definition as outlined on the attached map are
the following:
•

The site location and its accessibility, as previously noted.

•

The scale and nature of the proposed Kaufland store and its offer, including the new
attributes which the store will bring to food & grocery shopping for residents of
Pakenham and surrounding suburbs.

•

The surrounding competitive network of supermarkets.

The defined main trade area is somewhat larger in extent than would be the case for most
typical Australian supermarkets, such as those operated by Woolworths or Coles. Within the
defined main trade area for this Kaufland store, for example, there are four Coles supermarkets,
three Woolworths supermarkets and one Aldi store, with a second Aldi store (on Henry Street in
the Pakenham Town Centre) recently being granted approval to proceed at VCAT.
The Kaufland business model, and the Kaufland value proposition, differ somewhat from those
of both Coles and Woolworths. Kaufland stores are larger footprint stores designed to serve
relatively extensive trade areas, and as a consequence fewer Kaufland stores are expected
to be delivered, relative to population, than either Coles or Woolworths stores. As detailed in
Appendix 1, the Kaufland stores will provide very extensive ranges of both fresh food and
packaged groceries supported by significant non-food, i.e. general merchandise, ranges of
items.
The trade area for the proposed Kaufland store has therefore been defined having regard to
all the above. As Kaufland does not yet operate any stores in Australia it is unavoidable that at
this point any view of the trade area which each Kaufland store is likely to serve remains an
informed expectation. The outcome will depend on the preferences of consumers, and the
extent to which residents of Pakenham and surrounding suburbs, in this particular case, will
choose the new Kaufland store once they have the opportunity to see what it has to offer.
Table 2.1 provides a socio-demographic snapshot of the resident population within the defined
main trade area (MTA), comparing the relevant features of that population with benchmarks
for the Melbourne metropolitan area and for Australia overall.
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Table 2.1
Pakenham - MTA socio-demographic profile, 2016
Factor

Pakenham
MTA

Melbourne
Metro. Area

Australia

Estimated Resident population (2016)

58,256

4,714,387

24,190,907

Estimated Resident population (2018)

66,676

4,963,349

24,992,860

Population

Avge. Annual Growth Rate, 2016-2018

6.98%

2.61%

1.64%

% of Population aged 0 - 4

10.09%

6.50%

6.37%

% of Population aged 65+

9.79%

13.52%

15.24%

32.8

37.39

38.44

18,722

1,574,716

8,285,829

2.85

2.67

2.60

Average age (years)
Households
No. of Households
Average household size
Income
Average annual income per capita

$31,776

$40,055

$39,620

Average annual income per household
Generational Cohorts (% of Popn.)

$89,986

$106,438

$103,664

5.85%

8.46%

9.36%

Baby Boomers

14.91%

19.45%

21.70%

Gen X

19.72%

20.74%

20.14%

Gen Y

25.67%

24.10%

21.34%

Gen Z

20.35%

18.29%

18.60%

Gen Alpha
Country of Birth (% of Population)

13.50%

8.95%

8.86%

Australia

71.44%

59.84%

66.73%

China

0.33%

3.46%

2.15%

India

2.83%

3.57%

1.92%

Asia - balance

3.53%

7.81%

5.33%

Europe

6.04%

7.97%

6.72%

15.83%

17.34%

17.16%

Own/buying home

68.42%

68.87%

67.79%

Renting

30.04%

30.49%

31.42%

Average monthly mortgage payment

$1,824

$2,119

$2,071

$324

$379

$358

% of Workforce White Collar

62.00%

73.27%

70.21%

% of Workforce Blue Collar

38.00%

26.73%

29.79%

6.51%

6.78%

6.86%

1.91

1.75

1.80

Pre-Boomers

Elsewhere
Housing (% of Households)

Average weekly rental payment
Employment

Unemployment rate at Census date
Vehicle Ownership
Average No. of motor vehicles per Household
Sources : Census of Population & Housing, 2016 (ABS); GapMaps
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The table highlights the following key attributes of the main trade area population:
• The estimated resident population within the main trade area was 58,256 at Census date in
2016 and had increased to 66,676 by June 2018.
• The age distribution of the population shows that it is considerably younger than the
average for the Melbourne metropolitan area, which is quite typical of rapidly growing new
residential areas which are generally very popular with young families.
• The average income level per capita is below the Melbourne metropolitan average, as is
the average household income level, again also quite typical of such areas.
• There is a below average proportion of overseas born residents within the area.
• The level of home ownership/purchase is in line with the Melbourne metropolitan average.
• The area has a higher than average representation of blue-collar workers within the
workforce as compared with the total Melbourne metropolitan area, while average
monthly mortgage payments are noticeably lower than both the Australian national
average and the Melbourne metropolitan average.

2.3

Competition analysis

The various competitive supermarkets situated both within the defined main trade area and in
the immediately surrounding areas are shown on Map 2.1 previously, and are summarised as
follows:
• There are four Coles supermarkets, located at Village Lakeside, Pakenham Town Centre,
Heritage Springs and Cardinia Lakes.
• There are three Woolworths supermarkets, two of which are located close to each other at
Arena Shopping Centre on Princes Highway and at Lakeside Square, with the third at
Pakenham Central Marketplace.
• There is one Aldi supermarket, at Village Lakeside, however a second, to be located on
Henry Street within the Pakenham Town Centre, has recently won approval at VCAT.
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There are no independent supermarkets within the defined catchment, though there is one
small Foodworks store (less than 400 sq.m.) at Pakenham South. In total, the provision of
supermarket floorspace within the trade area is an estimated 25,000 sq.m. In due course
additional facilities will be provided at planned activity centres in the growth areas to the west
(Officer) and east (Pakenham East) of Pakenham. However, the identified trade area has
capacity, and is planned, to accommodate a much greater population, as detailed in Table
2.3 below. This continuing rapid population growth, estimated to add some 56,000 residents
between 2019 and 2031, will create the demand to support those planned facilities, as well as
the proposed Kaufland store.

2.4

Estimated sales potential

The trading characteristics of Kaufland stores in Australia are not known at this stage, so
estimation of the likely sales performance for Kaufland stores needs to be considered in that
context. Nonetheless, drawing on all available information, a reasonable estimate of the likely
order of sales that will be achieved by the store can be made, for the purposes of economic
impact assessment.
In estimating the sales potential of the store for this purpose, the demonstrated sales
performances of existing supermarkets in Australia, particularly Woolworths, Coles and Aldi
stores, as well as the known experience of Aldi, a new entrant to Australian supermarket
retailing in 2001, have been taken into account. Important additional factors which need to
be considered in assessing the sales potential of new Kaufland stores are the size of the store
and the planned merchandise mix, to the extent that it is determined at this stage.
As detailed further in Appendix 1, the Kaufland store is planned to carry a significant range of
non-food items, including household goods, electrical items, apparel, as well as general
household items. This type of retailing generates much lower sales per square metre than food
and grocery retailing, as is evidenced from the demonstrated sales performances of the
discount department stores, for example, versus supermarkets in Australia. Typically, sales per
square metre levels for discount department stores (K mart, Target, Big W) are approximately
one-third or less of the levels generated by supermarkets.
Having regard to all of these factors and depending in each case on the extent and nature of
the trade area which the store will serve, as well as the extent of competition, the anticipated
sales performance for each new Kaufland store is expected to fall within the range $40 - $50
million in major metropolitan areas. Stores located in provincial cities are generally expected
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to trade at lower levels, with a range of $35 - $45 million considered more likely. Approximately
70% of store sales are expected to be in food & grocery items, with the remaining 30% being
sales of non-food items, in turn comprising about 20% of store sales in general merchandise
items and 10% in packaged liquor.
With a large store footprint, average sales volumes per store are expected to generally be
greater, in most instances, than the average levels achieved by existing Australian
supermarkets, while sales per square metre levels are expected to be lower.

2.5

Economic impacts

The purpose of an Economic Impact Assessment is to provide guidance as to whether or not
there is likely to be net community benefit or disbenefit resulting from any proposed
development. In particular, if there is a real possibility of existing facilities potentially being
impacted to such a degree that they might be lost to the community, and if the service or
services provided by those facilities are not at the very least replaced by the proposed new
facilities, then a community disbenefit could result.
Kaufland is a new retail format to be introduced to Australia. The introduction of a new
supermarket alternative for Melbourne residents will bring many economic benefits, as noted
throughout this report. Inevitably there will be some additional competitive tension within the
food & grocery market as a result of the introduction of such a new competitor – indeed, it is
the additional competitive tension that will generate many of the benefits for consumers,
because things will change and existing operators will no doubt respond, as has clearly been
the case following the entry of Aldi into Australia.
It is instructive in this regard to consider the track record within Australia of general supermarket
trading performance following Aldi’s entry into the Australian market, which occurred in 2001.
Chart 2.1 below shows the growth in estimated sales performance over the period 2001 to 2019,
for Woolworths, Coles, Aldi and all other supermarkets/packaged liquor stores in combination
over this period. For both Woolworths and Coles the estimates presented are sourced from
information provided in published annual reports. Aldi is not a public company, however
annual totals of Aldi’s Australian sales are released by the company from time to time, enabling
average sales volumes per store to be estimated.
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Over the 18 years since Aldi entered the Australian market, the group has rolled out some 537
stores, and now accounts for more than 8% of total Australian sales recorded by supermarkets,
grocery stores and packaged liquor stores. Total sales for Supermarkets & Grocery Stores, as
measured by the ABS, have increased over the period from $45.3 billion to $111.5 billion, at an
average annual rate of 5.1%.
Over that same period Woolworths Limited has increased its sales on average by an estimated
5.9% annually, while Coles has increased its sales at an estimated average of 5.1% annually.
The balance, comprising primarily independent supermarkets, smaller foodstores, convenience
stores and packaged liquor stores, have also seen growth in total sales between 2001 and 2009,
averaging an estimated 3.2% annually. Therefore, the Australian supermarket sector has been
able to comfortably accommodate the entry of Aldi over the past two decades while still
enabling the existing groups of operators, including the independent sector overall, to
generally continue growing at healthy rates.
The first step in estimating the likely market share for the proposed new Kaufland store, once
the sales potential of the store has been established, is to assess the total size of the market, i.e.
the total expenditure on take-home food & groceries by the defined trade area population.
As detailed in Section 1 previously in 2018/19 Australians on average spent $5,586 per capita
on take-home food & groceries, while Melbourne metropolitan area residents spent on
average $5,542 per capita.
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Residents of the main trade area population, as detailed in Table 2.1 above, have lower per
capita and household incomes than the Melbourne metropolitan average. However, higher
incomes generally tend to be spent on more discretionary retail items, including packaged
liquor and food catering (i.e. dining out and take-away food), while the level of expenditure
on take-home food & groceries - being a necessity of life – is much less elastic, either up or
down. Variations in food and grocery spending per capita are driven more by other factors,
including the age distribution and ethnic profile of the population, although variations in
income levels do also play some part. Per capita spending on food and groceries is below the
Melbourne metro average for the Pakenham trade area residents, but not to the same extent
as income. The comparison is shown in Table 2.2 below for 2019.

Table 2.2
Pakenham - MTA retail expenditure per capita, 2019 ($)
Category

Pakenham

Melbourne

MTA

Metro. Area

Food & Groceries

$4,984

$5,542

$5,586

Packaged Liquor

$651

$695

$703

Food Catering

$1,484

$1,986

$1,819

Apparel

$1,180

$1,501

$1,339

Household Goods

$2,241

$2,526

$2,369

Leisure Retail

$536

$645

$591

General Retail

$780

$855

$800

Retail Serv ices

$321

$426

$413

$12,177

$14,178

$13,621

Total Retail

Australia

Sources : MarketInfo; GapMaps; Dimasi & Co
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The estimates of retail expenditure capacity for the main trade area population presented
above are based on data sourced from MarketInfo, which is independently developed by
Market Data Systems (MDS) and utilises a detailed micro-simulation model of household
expenditure behaviour for all residents of Australia. The model takes into account information
from a wide variety of sources including the regular ABS Household Expenditure Surveys,
national accounts data, Census data and other information. The MarketInfo estimates of
spending behaviour prepared independently by MDS are used by a majority of retail/property
consultants and are generally considered to be the most accurate available in Australia.
Table 2.3 below sets out the projected growth in available retail expenditure, by category,
within the Pakenham main trade area over the period to 2031. The projections from 2019 are
presented in constant 2019 dollar terms, i.e. inflationary growth is not included. In addition to
trade area population growth, which is estimated to average 5.1% per annum over the
forecast period, real growth in retail expenditure per capita is included in the projections,
estimated to average 1% annually for total retail expenditure but 0.8% annually for the Food &
Groceries category.
The key retail category of relevance for the purposes of assessing the likely impact of the new
Kaufland store at Pakenham is Food & Groceries (F&G). For FY 2019 the main trade area
population is estimated to have spent $345.6 million on take-home food & groceries, projected
to grow to $440.3 million by 2022. For the purposes of this impact assessment, the first full year
of trading of the Kaufland store at Pakenham is assumed to be FY 2022.
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Table 2.3
Pakenham - MTA total retail expenditure, 2019 - 2031 ($m.; Constant 2019 $)
Category

Pop. (mid-year)
% Chg.

2019

69,344
7.6%

2020

74,893
8.0%

2021

2022

80,885

86,261

8.0%

6.6%

2023

90,910
5.4%

2024

2025

2026

2027

2028

2029

2030

2031

95,810 100,974 106,416 110,955 114,506 118,170 121,951 125,854
5.4%

5.4%

5.4%

4.3%

3.2%

3.2%

3.2%

3.2%

Food & Groceries

345.6

376.2

409.6

440.3

467.7

496.9

527.8

560.7

589.3

613.1

637.7

663.4

690.1

Packaged Liquor

45.1

49.5

54.2

58.7

62.8

67.1

71.8

76.8

81.3

85.2

89.2

93.5

97.9

102.9

112.8

123.7

133.9

143.2

153.2

163.9

175.3

185.5

194.3

203.5

213.2

223.3

81.8

88.8

96.4

103.3

109.4

115.9

122.8

130.0

136.2

141.3

146.6

152.0

157.7

155.4

169.5

184.9

199.2

212.0

225.7

240.2

255.7

269.3

280.7

292.5

304.9

317.8

Leisure Retail

37.2

40.4

43.8

47.0

49.7

52.7

55.8

59.1

61.9

64.2

66.6

69.1

71.7

General Retail

54.1

59.0

64.4

69.3

73.8

78.6

83.6

89.0

93.7

97.7

101.8

106.1

110.6

Retail Services

22.3

24.3

26.5

28.6

30.4

32.4

34.5

36.7

38.6

40.3

42.0

43.7

45.6

844.4

920.5

1,003.5

1,080.2

1,149.1

1,222.4

1,300.4

1,383.4

1,456.0

1,516.7

1,580.0

1,646.0

1,714.7

Food Catering
Apparel
Household Goods

Total Retail
% Change

9.0%

9.0%

7.6%

6.4%

6.4%

6.4%

6.4%

5.2%

4.2%

4.2%

4.2%

4.2%

Sources : MarketInfo; Dimasi & Co

For the purpose of assessing the likely order of trading impacts on existing supermarkets and
other retailers, Table 2.4 below sets out the estimated market shares of total available spending
on take-home food & groceries and each of the other retail categories which the proposed
new Kaufland store at Pakenham would be expected to achieve based on anticipated store
sales of $45 million, 70% of which will be fresh food and groceries sales as detailed previously.
Table 2.5 presents the same information assuming a store sales volume of $50 million, thus the
range of outcomes considered likely to eventuate is covered by the information in the two
tables.
In each case, an estimated 20% of total store sales is expected to be drawn from beyond the
main trade area.
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Table 2.4
Pakenham - MTA Market Shares at store sales of $45 mill., 2022
Category

MTA

Kaufland

% of

Kaufland

Exp. ($m.)

Sales ($m.)

Total

Mkt Share

Food & Groceries

440.3

25.2

56.0%

5.7%

Packaged Liquor

58.7

3.6

8.0%

6.1%

Food Catering

133.9

-

0.0%

0.0%

Apparel

103.3

2.2

4.8%

2.1%

Household Goods

199.2

2.2

4.8%

1.1%

Leisure Retail

47.0

1.4

3.2%

3.1%

General Retail

69.3

1.4

3.2%

2.1%

Retail Serv ices

28.6

-

0.0%

0.0%

1,080.2

36.0

80.0%

3.3%

n.a.

9.0

20.0%

n.a.

45.0

100%

Total MTA
Beyond MTA
Total
Sources : MarketInfo; Dimasi & Co

Table 2.5
Pakenham - MTA Market Shares at store sales of $50 mill., 2022
Category

MTA

Kaufland

% of

Kaufland

Exp. ($m.)

Sales ($m.)

Total

Mkt Share

Food & Groceries

440.3

28.0

56.0%

6.4%

Packaged Liquor

58.7

4.0

8.0%

6.8%

Food Catering

133.9

-

0.0%

0.0%

Apparel

103.3

2.4

4.8%

2.3%

Household Goods

199.2

2.4

4.8%

1.2%

Leisure Retail

47.0

1.6

3.2%

3.4%

General Retail

69.3

1.6

3.2%

2.3%

Retail Serv ices

28.6

-

0.0%

0.0%

1,080.2

40.0

80.0%

3.7%

n.a.

10.0

20.0%

n.a.

50.0

100%

Total MTA
Beyond MTA
Total
Sources : MarketInfo; Dimasi & Co
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The key steps in deriving the estimates presented in Tables 2.4 and 2.5 above are as follows:
•

80% of store sales are expected to be drawn from the defined main trade area, with
20% of store sales attracted from beyond the main trade area, reflecting the regional
accessibility of the site as well as the attraction of the large footprint Kaufland offer.

•

70% of total store sales are expected to be in food and groceries, with the remaining
30% in non-food categories, primarily in packaged liquor (an estimated 10%) and in the
various other non-food categories previously outlined, including household goods,
apparel, leisure retail and general retail.

As shown in the two above tables, the Kaufland Pakenham store is estimated to achieve a
market share of total retail expenditure across the previously defined main trade area which it
is expected to serve ranging from 3.3% - 3.7%. In food & groceries, the store’s estimated market
share range is 5.7% - 6.4%, while in packaged liquor its estimated market share would fall within
the range 6.1% - 6.8%. In each of the other retail categories the store’s market share will be
minimal. The small complement of supporting specialty space will add very slightly to possible
impacts across retail categories, potentially increasing them by about 0.1% - 0.5% depending
on the specialty uses incorporated.
A number of factors need to be taken into account in determining the likely trading impacts
and subsequent consequences arising from the arrival of a new entrant, including the possible
actions which existing competitors might take that can mitigate the extent of the impact. For
example, expansions and improvements might be undertaken at other stores or centres
throughout the region, and those actions can in turn change the extent of impact of the new
facilities.
Therefore, it is not realistic to expect that one can project with certainty the precise impact of
a new entrant on each existing individual operator which might compete with the new entrant.
In any case it is arguable that such an assessment is not required, since it should be the question
of net community benefit that sits at the forefront of economic impact considerations, rather
than questions of likely commercial outcomes for individual businesses.
Based on the analysis presented in this report, what can reasonably be stated is that, on
average, existing supermarket operators within the main trade area that is expected to be
served by the proposed new Kaufland store at Pakenham would expect to see a moderate
trading impact following the introduction of the Kaufland store. Such impact would be
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expected to fall within the range 7%-9%, on average, and would be a one-off impact – after
which all businesses will compete equally for future growth. Furthermore, any impacts on the
existing network of supermarkets would occur within the context of a retail sector which in
Victoria has reported average annual growth of 4.5% over the past twelve years, as detailed
previously in Section 1 of this report.
The extent to which individual operators will experience impacts that are more or less than this
average will then depend on the myriad factors which determine the year to year trading
performance of any business, many of which are within the control of that business.
In relation to the new Kaufland store at Pakenham, it is expected, therefore, that:
•

the stores situated closer to the new Kaufland store are generally likely to be impacted
to a greater degree than those which are situated further away; and also

•

the stores which most closely resemble the offer of the new entrant are more likely to
be impacted to a greater extent than other stores.

Having regard to the information presented in Section 2.3, in this instance it is considered likely
that a greater than “pro-rata” share of impact is likely to be experienced by the four
supermarkets at Village Lakeside, Arena Shopping Centre, and Lakeside Square. Lower than
average impacts are likely to be experienced by the other operators and by a number of stores
located outside the trade area, including the various supermarkets at Beaconsfield and
Berwick.
Based on this analysis there is no basis to conclude that any existing operator will be impacted
to an extent which would imperil its continuing operation, assuming reasonably competent
management. This will be the case both because the anticipated impacts will be distributed
across a large number of existing operators and will therefore be quite low in percentage terms
on any one operator, and because the available trade area expenditure on food and
groceries will continue to grow particularly strongly over coming years.
Table 2.6 below shows the expected real growth (i.e. excluding inflation) in available food and
grocery expenditure by the trade area population after the opening of the proposed Kaufland
store till 2031. In the nine years following the assumed opening of the proposed Kaufland store
at Pakenham in 2022, the available expenditure generated by the main trade area population
is estimated to increase by some $250 million in real terms, at an average of 5.1% annually,
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excluding inflation. This particularly strong growth will serve to very quickly mitigate the impacts
on existing supermarket operators that might result from the new Kaufland store and also offers
the opportunity for all operators to continue growing their businesses, as long as they meet
consumer needs.
In addition, as detailed previously in Table 2.3, between 2019 and 2022 the available trade
area Food & Groceries expenditure is estimated to increase in real terms by some $95 million,
or 8% annually, all of which will be available to existing operators.

Table 2.6
Pakenham - MTA real growth in Food & Groceries Exp., 2022 - 2031

Year

Population
No.

F&G Expenditure

% Chg.

$ Mill.

% Chg.

2022

86,261

6.6%

440.3

7.5%

2023

90,910

5.4%

467.7

6.2%

2024

95,810

5.4%

496.9

6.2%

2025

100,974

5.4%

527.8

6.2%

2026

106,416

5.4%

560.7

6.2%

2027

110,955

4.3%

589.3

5.1%

2028

114,506

3.2%

613.1

4.0%

2029

118,170

3.2%

637.7

4.0%

2030

121,951

3.2%

663.4

4.0%

2031

125,854

3.2%

690.1

4.0%

Growth
Total
Av erage Annual

39,593
3,599

249.8
4.3%

27.8

5.1%

From a total centre perspective, the likely impacts will be lower, in percentage terms, than the
estimated impacts on the supermarket operators, since the sales of the new Kaufland store will
be focussed primarily on the Food & Groceries category. In addition to its core food and
groceries offer, Kaufland will offer a range of general merchandise which is a very important
component of the store’s total offer and appeal to consumers. However, as a proportion of
total non-food retail expenditure by trade area residents, the store’s market share will be
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minimal, as shown previously in Tables 2.4 and 2.5 above. In terms of total available retail
expenditure within the defined trade area, the Kaufland store is projected to achieve a market
share of 3%-4%, i.e. 96%-97% of resident’s retail spending will be available to all other retailers,
and the level of such spending is increasing, in real terms, at around 5% annually or greater.
Table 2.7 below presents an indicative assessment of the likely order of impact on each of the
relevant centres. The table shows the indicative pre and post impact sales for each
centre/precinct, as well as the indicative percentage impact, assuming a store sales volume
for Kaufland of $47.5 million, i.e. the midpoint of the range of sales estimates shown in Tables
2.4 and 2.5. The estimates of possible impacts on each centre take into account the centre’s
size and mix as well as its location relative to the subject site and its indicative trading
performance relative to available trade area retail expenditure, for both the supermarket
component and the balance of the centre.
The trading impact of the proposed Kaufland store at Pakenham is expected to be distributed
largely across these facilities, as well as a number of supermarkets/centres located outside the
trade area, including at Beaconsfield, Berwick, Eden Rise and Fountain Gate.

Table 2.7
Pakenham - Estimated Competitive Impacts
GLA (sq.m)
Centre

S'mkt

Other

Pre-I mpact
Total

Est. Sales ($m.)

retail

2019

2022

Post-I mpact
Est. I mpact

Sales, 2022

%

$m.

$m.

Village Lakeside

3,500

3,000

6,500

57.3

72.1

6.3

8.7%

65.9

Arena SC

4,000

3,000

7,000

61.0

76.9

5.6

7.3%

71.3

Lakeside Square

4,000

1,200

5,200

28.8

36.3

2.4

6.6%

33.9

Pakenham Central Marketplace

4,000

12,800

16,800

90.0

113.6

5.8

5.1%

107.8

Pakenham - balance

3,000

32,000

35,000

161.0

203.4

8.2

4.0%

195.1

Heritage Springs

3,250

2,250

5,500

43.6

55.0

2.6

4.8%

52.3

Cardinia Lakes

3,250

1,750

5,000

39.5

49.8

2.5

5.1%

47.2

25,000

56,000

81,000

481.2

607.0

33.5

5.5%

573.5

Total Listed Centres
Balance

14.0

Total

47.5

Total ALL Centres/Stores
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Numerically such an assessment can only be broadly indicative, for a wide range of reasons
and factors. First, for many retail centres/precincts there is no publicly available or verifiable
data on trading levels. Second, the extent of impact on each will depend on the individual
choices of many thousands of individual consumers. Third, the composition, i.e. tenancy mix,
of most shopping centres/precincts changes year to year as some existing tenants leave and
new ones enter. And fourth, the actions that each existing centre/precinct will take in response
to an increase in competition can range from nothing to very significant.
Again, it is stressed, therefore, that it should be the assessment of net community benefit that
sits at the forefront of economic impact considerations, rather than questions of likely
commercial outcomes for individual businesses.
In total it is estimated that the centres listed in Table 2.7 will absorb in the order of 75% of the
food and groceries sales transfer and 60% of the non-food sales transfer resulting from the
introduction of the Kaufland development, or 70% of the total sales transfer. The estimated
impacts range from 8.7% to 4%, while the average impact across all the identified centres is
5.5% - but all within a rapidly growing catchment, in the periods both before and after the
Kaufland store will open.
The consequences of any trading impacts on existing retail facilities will in turn be dependent
on a number of factors, but it is not unreasonable to state that in the great majority of
circumstances an impact of less than 10% is a normal competitive impact, and is an expected
result of an improved provision of retail choice, convenience and competition, for the benefit
of consumers. Even impacts greater than 10% need not necessarily imply that a particular
trader’s or centre’s future is in peril.
As detailed previously in Table 2.3 in this report, just between now (2019) and the expected first
year of trading of the Kaufland store (2022) the available retail expenditure generated by the
trade area population is estimated to increase, in real terms, by approximately 27%. Further, in
the nine years after the Kaufland store is assumed to open (2022-2031) the available food and
groceries expenditure is estimated to increase by some $250 million in real terms.
The impacts expected to result from the proposed Kaufland store at Pakenham therefore will
not threaten the centres network, and nor would impacts of such magnitudes undermine the
viability, role or function of any existing centre within the Pakenham region.
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Section 1 of this report set out the importance of the Supermarket & Grocery Stores sector for
Australian consumers, while Appendix 1 provides details of the offer for consumers which
Kaufland will bring to Australia. Having regard to that information, it is considered that, as a
minimum, Kaufland’s entry to the Victorian food & groceries market will result in the following
benefits for consumers:
1.

Substantially improved shopping choice and convenience

The new, large footprint Kaufland store will bring a new dimension to food and grocery
shopping within Pakenham and surrounding suburbs. The range of products and brands
available for consumers will be greatly expanded, while the quality of the shopping experience
available for those who choose to use Kaufland Pakenham will be a significant enhancement
on what is currently available to them.
As it operates in other markets overseas Kaufland is renowned for being positioned as a
discounter, similar to Aldi, but carrying a range of goods which is far deeper and broader, as
would be expected given the large store footprint. Kaufland stores overseas also include all
fresh food departments which one would expect to see in a full-service supermarket, as well as
a much broader range of general merchandise items. Kaufland’s range of own brands is also
particularly extensive.
2. Significant downward pressure on grocery prices
The addition of another supermarket operator, which will need to fight to achieve a market
share of food & grocery sales and is clearly investing in Australia with a long term plan, can
reasonably be expected to place significant downward pressure on food and grocery prices,
again for the benefit of consumers. The Aldi experience in Australia has shown that the
introduction of Aldi into new markets provided those consumers with a much cheaper grocery
shopping alternative than was previously available to them. Coles and Woolworths then in turn
responded with reduced prices on their grocery ranges, plus an increased emphasis on home
brand offerings. Kaufland will add further to the range of alternatives, with an offer that will
clearly be much more extensive than that available in Aldi stores, given that Kaufland stores
will typically be around three times the size of Aldi stores.
The expectation that Kaufland will exert significant downward pressure on food and grocery
prices, and thereby save Australian households billions of dollars annually on their food and
grocery bills, is supported by the experience in Australia following Aldi’s entry into the market.
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Most recently, the impacts on food and grocery prices following Aldi’s entry into Western
Australia and South Australia (2016) were monitored and reported by Canstar Blue, an
Australian consumer review and comparison website. In October 2016 Canstar Blue reported
as follows :
Just a few months into its major expansion, it seems the ‘ALDI effect’ is already being
felt in South Australia and Western Australia. Canstar Blue’s latest survey of 3,000
supermarket shoppers has found that average weekly grocery spending has dropped
in both states. In South Australia, the average weekly grocery bill has been recorded at
$135, compared to $139 in 2015. In Western Australia the change has been even
greater, with average spending at the checkout down from $146 to just $134 in the
space of 12 months.
“The ALDI effect doesn’t just apply to the supermarket chain actually opening its first
stores in South Australia and Western Australia, it also applies to how the other stores
are reacting. You don’t need to shop at ALDI to benefit from lower prices,” said Head
of Canstar Blue Megan Doyle. “Coles, Woolworths, IGA and Foodland have had no
choice but to react in an effort to keep their customers, and keep them happy. That
means prices coming down and a renewed focus on providing better customer
service. It’s hard for the other supermarket chains to compete with ALDI on price, so
they need to look for other points of difference to keep their customers loyal – whether
that’s quality products or rewards programs. Simply being the most convenient store
isn’t enough anymore.”
Aldi has itself recently commissioned independent economic analysis, undertaken by PwC, of
its operations in Australia. The PwC analysis found that in the eighteen years since it
commenced operations in Australia, Aldi had made a total contribution of almost $23 billion to
the Australian economy, and in 2018 its annual contribution was running at $3.2 billion. Other
findings by PwC included the following :
1. Aldi’s operations in Australia supported 12,565 direct jobs and 11,730 indirect jobs in
2018.
2. Aldi shoppers saved $2.2 billion annually in food and grocery expenditure compared
to shopping at major competitors.
3. Shoppers at major competitors saved an estimated $450 million annually due to Aldi’s
price competition.
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These are very substantial economic benefits that are enjoyed by the (largely silent) majority
of consumers. While some might choose to dispute the exact magnitude of these benefits, and
it is true that measurement of such benefits is not straightforward, the independent findings of
groups such as Canstar Blue and PwC leave no doubt as to the very large scale of the broad
consumer benefits, particularly in the form of savings, resulting from the arrival of a powerful
new entrant.
Kaufland, as noted above, is renowned for its discount positioning. With a much larger store
footprint than Aldi, and a much wider and deeper range of both food and grocery items as
well as general merchandise items, it is highly likely that Kaufland will drive even greater
volumes of savings for Australian consumers in due course.
3. An additional avenue for retail sales for local suppliers
Kaufland has a stated regional sourcing policy, as detailed in Appendix 1 of this report. This
policy will be beneficial for local Victorian suppliers.
In addition to the very substantial consumer and supplier benefits which will result from the
introduction of the Kaufland store, there are significant broader economic benefits that will be
generated for the Melbourne economy and for both the Victorian and Australian economies
more broadly, initially as a direct result of the first Kaufland stores in Melbourne and Adelaide,
but then increasingly as a result of the expansion of Kaufland’s business throughout the rest of
Melbourne and the balance of Australia.
The new Kaufland Pakenham store will create a substantial number of additional jobs. Initially
this will occur in the building and construction sector as a result of the store’s construction and
the consequent multiplier effects in related supplier industries. Additional and ongoing
employment will be created as a result of the stores’ operation. Kaufland will employ
approximately 100 persons directly in each new store, and Kaufland’s employment policy is
focused on full-time and permanent part-time jobs, rather than casual jobs.
The multiplier induced additional employment that will result from the 100 new jobs in each
Kaufland store will then add a significant number of additional jobs in supplier and related
industries. The estimated capital cost for the construction of the Kaufland Pakenham store is in
the order of $24 million, which will generate a large number of direct construction jobs.
Additional jobs will then be created as a result of multiplier induced employment through
supplier industries to the construction industry. Therefore, the total level of job creation that will
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result from the various economic stimuli will be many times the number of jobs (100) that will be
created directly within the Kaufland store.

2.6

Net community benefit assessment

Having regard to the very significant and substantial consumer and economic benefits that will
result from the development of the new Kaufland store at Pakenham, and also having regard
for the likelihood of some trading impacts on the existing network of supermarkets and grocery
stores throughout Pakenham and surrounding suburbs, it can reasonably be concluded that
there will be a clear net community benefit that will result from the project’s development. The
consumer will be very substantial and will be augmented by the significant broader economic
benefits, in particular construction investment and employment creation, that will result from
the project.
The trading impacts that are likely to be experienced by existing supermarket and grocery store
operators will not be of such a magnitude as to imperil the continued operation of any existing
store, and are highly likely to be experienced primarily by the three national supermarket
operators in Australia – Woolworths, Coles and Aldi. All three of these groups are very large,
highly successful and very well placed to counter any competitive intensity that will result from
the entry of Kaufland into the Australian market.
Each of the main supermarket operators in Australia (Woolworths, Coles and Aldi) already
operates an extensive network of stores, and doubtless will continue to grow that network in
the future. It is strongly arguable that, everything else being equal, a new supermarket entrant
will add more, from a net community perspective, than additional stores from existing
operators. This should particularly be the case when the new entrant is as well credentialled,
on a global basis, as Kaufland.
As detailed in this report, development of the proposed Pakenham store will generate
substantial consumer benefits for residents of the surrounding suburbs as well as a large number
of new jobs, both directly and as a result of consequent multiplier induced effects. In assessing
the likely net community benefit that will result from the development of a new Kaufland
Pakenham store, some weighting should also be given to longer term considerations, including
the future savings of Melbourne households resulting from lower grocery prices as well as the
much greater economic stimulus that will result from the development of the Kaufland network,
with many more potential sites under detailed consideration by Kaufland.
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It can reasonably be concluded that Kaufland, in due course, is likely to open numerous stores
throughout metropolitan Melbourne and regional cities/towns in Victoria.
On this basis, the eventual level of new job creation from Kaufland’s entry into Victoria will be
in the many thousands. Further, in order to operate its new stores Kaufland will construct a new
distribution facility in Melbourne, which now has planning approval, which will itself generate
significant additional employment – an estimated 600 jobs directly - over and above the figures
attributable directly to construction and operation of the retail stores. Kaufland will also create
additional jobs – an estimated 400 positions – at its headquarters office in Melbourne, where
the company already employs well over 100 people.
These longer-term considerations add greater weight to the conclusion that there will be a very
significant net community benefit to Melbourne and to Victoria more broadly resulting from the
entry of Kaufland in Victoria, with development of the proposed Kaufland Pakenham store
being an important element of the total Kaufland future business in Victoria and therefore
helping to deliver those benefits.
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and offer
Kaufland is a global retail brand of the German based Schwarz Group. The Schwarz
Group is headquartered in Germany but operates in 28 European countries, across
11,730 stores, employing approximately 400,000 people. The Group’s second retail
brand is Lidl, a small format discount supermarket operation, with similarities to Aldi.
The store format which Schwarz Group will operate in Australia, under the Kaufland
banner, will be a large footprint, full range supermarket – noticeably bigger, in total
GLA, than the majority of Woolworths and Coles supermarkets which currently operate
in the country. In broad terms, the Kaufland stores to be built in Australia are expected
to range in size, but typically being 5,000 - 6,000 sq.m. GLA. With each store Kaufland
also plans to provide a small amount of floorspace to be occupied by ancillary uses,
typically including a supporting café and a few other everyday uses that are important
to customers when undertaking their supermarket shopping.
The Schwarz Group’s annual turnover for 2017 was AUD$153.3 billion, making it the
fourth largest retailer in the world (behind WalMart, Costco and Kroger) and by far the
largest in Europe – the second-placed retailer in Europe was the French hypermarket
group, Carrefour, with annual retail sales (in Europe) of approximately AUD$97.4 billion.
By way of comparison, Woolworths Limited, Australia’s largest supermarket retailer,
reported total sales from continuing operations of $55.5 billion for FY 2017, including its
New Zealand business and its Big W stores. Wesfarmers Ltd., the parent company of
Coles Supermarkets, reported total sales of $68.4 billion from its diverse range of
businesses, of which $63.3 billion was reported by its various retail operations.
Kaufland’s offer provides a wide range of products with a focus on quality and
freshness. Being large in size, Kaufland supermarkets are able to offer very extensive
ranges of fresh food and groceries, complemented by supporting ranges of non-food
goods (general merchandise), potentially including items such as crockery and cutlery,
cookware, small electrical appliances, napery and linen, some apparel, stationery,
toys, as well as seasonal products and weekly promotional items.
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Kaufland’s value proposition to its customers is:
Simplicity. Quality. Price. Variety.
Kaufland’s ranging is distinguished by an extensive coverage of both national and
international brands (including new brands which Kaufland will bring into Australia) as
well as highly successful own-brands, i.e. private label brands.
In recent independent surveys of customer views in the countries in which it operates
at present, Kaufland was ranked by consumers as the No. 1 brand on product variety
in five of the seven countries, and as the No. 1 brand on price in four of those seven
countries. In each of the other countries, where it was not ranked No. 1 on either
feature, it was ranked either No. 2 or, in Germany where there are 10 significant
operators, No. 3.
Kaufland’s approach to customer service is reflected in the large store footprint, which
is designed in that way so that it is able to not only provide the most extensive range of
goods, but also enable an easy and comfortable shopping experience.
The series of photos from existing Kaufland stores presented on the following pages
provides an impression of the Kaufland offer and of the look and feel of Kaufland stores
which will be delivered in Australia, though the Australian stores will be specifically
tailored for Australian consumers.
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KAUFLAND

WE PROUDLY SOURCE FROM THE REGION
- We are proud to source our fresh produce, meat
and seafood from the region wherever possible,
as we believe that a short supply chain means
maximum freshness and best product quality for
our customers
- Supporting the region we are located in is a
matter close to our heart – which we show
throughout our stores with our “From our
Region” logo

Footer 4/25/2018 ◼ 5

KAUFLAND

WE ARE ALL ABOUT VALUE
- We define ourselves as one-stop shopping destination which
not only means offering a variety of different products but also
a choice for different budgets.
- Our Private Label products offer high quality at economical
prices and our different Brands cater to special dietary
requirements such as vegetarian, vegan, lactose or gluten
intolerant customers.

- Our K-Bio Brand is certified organic while our cosmetic brand
Bevola offers independently tested and certified products for
the entire family.
- Our Non Food Brands are all sourced through our own supply
chain, enabling us to control quality and influence sustainability
from the raw material to the finished product in store.

Footer 4/25/2018 ◼ 22
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Appendix 1: Kaufland Australia – store format and offer

At present, Australia is generally served by a high standard of supermarkets. Kaufland’s
offer will nonetheless bring significant new features and attributes for the benefit of
Australian consumers, in particular:
i.

Regional sourcing – Kaufland aims to source some products from the
surrounding region wherever possible, as it believes that a short supply chain
means maximum freshness and best product quality for customers. Thus,
Kaufland’s intention is that the stores in each state/region will source a range of
items - such as meat, fresh produce, dairy and delicatessen goods, for example
– directly from the respective region, subject to the availability of appropriate
suppliers.

ii.

A new approach to fresh food departments – a key strength of Kaufland in its
global operations is its approach to the fresh food departments, i.e. produce;
meat and seafood; bakery; and delicatessen. This approach is tailored to meet
the particular needs and wants of the customers in each country in which
Kaufland operates.

iii.

A new tier of labels – most Australian supermarkets currently provide a range of
labels including own brand labels, with Aldi’s offer being almost exclusively own
brand. Kaufland will add significantly to that range by introducing additional
international brands which are not currently available in Australia as well as very
popular and extensive ranges of private label products, which are designed to
offer high quality at modest prices. Kaufland also places particular emphasis,
with its private label products, on customers with special dietary requirements,
such as vegetarians, vegans, and lactose or gluten intolerant customers.

iv.

A supporting range of everyday non-food (general merchandise) items.

Appendix 1: Kaufland Australia – store format and offer

Kaufland’s own-brand labels cover all segments of the market, including its
certified organic brand (K-Bio); premium private label (EXQUISIT); private brand
cosmetics range (bevola); and private label home electronics range (SWITCH ON).
Kaufland’s entry into Australia means these will all be additional options from which
Australian consumers will be able to select when doing their food and grocery
shopping.

v.

Special buys – Kaufland’s special buys department offers a new selection of
products every week offering customers the opportunity to buy an everchanging range of very low-priced items for a limited time.
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Appendix 1: Kaufland Australia – store format and offer

At the heart of the Schwarz Group’s culture is the conduct of its business in a manner
that is respectful and responsible. The Group operates under a transparent Corporate
Responsibility charter, and explicitly assumes economic, social and ecological
responsibility in its daily business.
The Group is committed to the Sustainable Development Goals that were adopted by
the United Nations General Assembly in September 2015, and the Corporate
Responsibility charter details the Schwarz Group’s focus on and commitment to:
•

Affordable and clean energy;

•

Sustainable cities and communities;

•

Responsible consumption and production;

•

Climate action;

•

Life below water (the preservation of marine eco-systems and conservation of
fish stocks for future generations); and

•

Partnerships for the goals, by assisting in strengthening resource mobilisation in
each country of operation. As an example, Kaufland Bulgaria and Romania
have set up programs, in collaboration with the IFC, to support local producers
of fruit and vegetables in obtaining global GAP (Good Agricultural Practices)
certification.

On each of these points Schwarz Group has specific policies and actions in place that
emphasise its commitment to achievement of the goals.
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