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Setting the scene……..

• Over 738 stores nationwide
• Employs 98,000 team members
• 40,000 individual lines for sale
• 13m customers a week
• Sales more than $430m a week
• World’s fastest growing retailer
• Second most recognised brand in 

Australia
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Coles Circle of Success…
Our goal:

“To give people of Australia a shop they trust, delivering 
quality, service and value”



“Putting the customers at the heart
of everything we do”



New statement list in Mar ‘11
All measures are by association

Base: Shoppers who shopped at the respective supermarkets in last 4 weeks
Source: Data from Nielsen Market Tracker, March 2011

*Denotes Coles significantly different to Ww

Reasons for choosing private label brands



Customer hierarchy

Kind to 
others

Back to Nature

Good for me, my family 

Legal & safe

http://reference.findtarget.com/search/Angus cattle/


See appendix for individual products
Source:  Coles Market Track, November 2010
Base:  MGBs allocated to meat sections (n=455)
Q:  Using the scale below, how important is to you personally that you buy 
<beef / pork / chicken - based on assigned product> that ...

Mean 7.0 6.8 6.7 6.7 6.2 6.0 5.0

What do Coles’ customers say?





Some like it – some don’t …..



Cage Free Eggs

• By 2013

• Barn, RSPCA Barn and Free Range

• Coles’ unique Standard

• Independently audited.



Higher Welfare Poultry

• Free range turkey – Christmas 2009

• Bendigo Valley chicken

• Lilydale Free Range

• What’s next?



The Global Stage



It’s all about trust

• Credible multi stakeholder standards
• Science and consumer
• Independent audit
• Competent auditors
• Transparent results



Thank you

Q & A
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