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New Zealand state of the nation 

Increasing fuel costs creating more pressure

Consumers already feeling the inflation in their grocery 
bills and now the added pressures from rising fuel prices

Costco's low fuel costs attracted many Kiwis to sign up for 
memberships before their doors opened; influencing 
PAK'nSAVE to be more competitive with their fuel costs

Downward trend in Tobacco sales continues
Largest category for convenience channels continues to 
decline driven by Cigarettes; consumers switching to vaping or 
quitting all together

Vaping continues to grow in convenience despite the change 
in vaping legislations in 2021

2

Decline in shop sales with less commuting

With more people working from home and commuting less, 
consumers are making less trips to store

Online becoming the way of convenience for many and 
changing the retailer landscape
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New Zealand 
market dynamic
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New Zealand macro trends

Source: Stats NZ GDP quarterly Dec 2021; Immigration & Tourism Feb 2022; CPI & Unemployment March 2022 
Consumer Confidence Q1’22 https://www.conference-board.org/data/bcicountry.cfm?cid=15 4

Latest lockdown 
impacted consumer 
confidence (Q4’21)
-7 pts vs Q3

105 pts 

Gross Domestic 
Product (GDP) up 
driven by services and 
goods-producing 
industry

+3.0% Qtr
+5.6% Annual

Consumer Price 
Index (CPI) increased 
driven increased 
food prices, housing 
and transport

+6.9%

3.2%

Unemployment rate 
flat vs Q4

Underutilisation up 
slightly at 9.3%  

Tourist starting to 
come back into New 
Zealand – expected 
to pick up post April
Annual count Feb 2022 vs YA vs 2YA

-7,600

Net Immigration 
down from 47K in 
previous year

Arrivals -26%
Departures +2%

3.9M

223K 205K

2020 2021 2022
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Global Australia New Zealand

Global Consumer Confidence Index

NZ confidence declines in Q4’21 after latest lockdown
Global confidence stays steady – just before the global surge of Omicron

GFC 2007 
to 2009 Global return to 

pre-GFC level

Source: The Conference Board Consumer Confidence Index in association with NielsenIQ.  * History of NielsenIQ CCI since 2005. 
Additional markets have been added to CCI over time, but it remains globally representative as all key markets have been cons istent since 2005.

New Zealand
-7 pt
from Q3’21 to Q4’21
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The majority New Zealand consumers will live with some caution 
over the next 12 months

Source: NielsenIQ Homescan Consumer Outlook Survey, March 2022 | New Zealand
Q. If COVID-19 is still impacting your market in terms of infections and cautionary guidance over the next 12 months, what would you do?

14% 62% 21%
Will carry on their normal lives 
without fear of COVID

Will follow health guidelines and 
live with some caution

will follow stricter vigilance, take 
precautions and avoid certain 
settings

Global 16% 47% 33%
Australia 21% 52% 20%
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Rising petrol prices impacts shop sales

■ Note: fuel costs as calculated “retail discounted prices” by MBIE

Source: Weekly fuel price monitoring | Ministry of Business, Innovation & Employment (mbie.govt.nz)
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Fuel price ($) Total Sales ($ M)

Source: NielsenIQ Scantrack | Market: Total Def Service Stations | MAT to 01/05/22

https://www.mbie.govt.nz/building-and-energy/energy-and-natural-resources/energy-statistics-and-modelling/energy-statistics/weekly-fuel-price-monitoring/?msclkid=c433ba69d04d11ecaaf5ca55fbbe1dc6
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Changing consumer dynamics influencing consumers shopping 
habits and could impact convenience stores long term

Source: NielsenIQ Homescan Consumer Outlook Survey, March 2022 | New Zealand
Q1:Describe your normal weekly grocery spend compared to 12 months ago
Q2:Which areas do you think your future spending in the next 12 months will change compared to last year (most, the same, less)

83%
NZ households say 
their normal weekly 
shop costs more than 
it did a year ago

Spending intentions for next 12 months
net change in spending

Groceries

Transport costs eg. fuel, commuting fares, vehicle repayments,…

Utilities eg. electricity, water, gas, phone/ internet

Rent/  Mortgage

Financial services eg. insurance, medical, retirement plan,…

In home entertainment eg. Netflix, streaming, gaming

Paying off debt eg. credit cards, loans

Education – self/ Children s

Childcare

Gym/sports/club memberships

Home Improvements/ Decor

Electronics/Technology eg. mobile phones/computers

Holidays – domestic

Holidays – international

Food deliveries/ Takeaways

Out of home entertainment

Out of home dining/ Eating
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34%

33%

30%

28%

27%

23%

18%

14%

14%

8%

8%

6%

5%

2%

Wait until my preferred products are on promotion to buy

Buy Supermarkets own brand/ private label/ store brands

Monitor the cost of my overall basket of goods

Buy whatever brand is on promotion

Select lowest priced product from preferred/ some categories

Select lowest priced product irrespective of brand

Stopped buying certain products

Buy a larger size of my brand eg economy pack

I have not changed how I shop

Stick to my regular brands, irrespective of price

Only change brands i f the price of my brand increases

Shop online to get better deals

Select lowest priced product even if I have to travel to a store further
away

Buy a smaller pack size of my brand

Promotions, low prices and buying store 
brands are the top ways Kiwis are managing 
grocery spend

Source: NielsenIQ Homescan Consumer Outlook Survey, March 2022 | New Zealand
Q. What are you doing, if anything, to manage your household grocery expenses?

Managing spend
What are you doing, if anything, to manage your household grocery expenses? 
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Today, @home lifestyles remain a 
reality for many and likely to 
continue in the future

Source: NielsenIQ Homescan Consumer Outlook Survey, March 2022 | New Zealand
Q. What is your current work/study location?
Q. Which arrangement do you think will be most likely for you over the next 12-24 months?

10

Working from home over time

18%

34%
37%

7%

17%
10%

11%

17%
27%

Pre COVID-19 Current Anticipated future

Hybrid Home/Office

FT @ Home
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Costco entering New Zealand with fuel 30-40 cents cheaper a litre
Buying a membership worth the price for cheaper fuel – three tanks and make your money back

Costco Fuel Prices as @7:48am 11th May 
2022

Gaspy Fuel Prices as @10am 11th May 2022
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2022 Macro Headlines
• Ampol buys Z
• Ampol Divests Gull to Allegro
• NZ Refining goes import only

Refining NZ confirms Marsden Point switch 
to import-only terminal from April 2022 | 
RNZ News

Gull sold to Allegro for $572m to pave 
the way for Z takeover | BusinessDesk

Z Energy shareholders vote in favour 
of Ampol, Australia fuel supplier offer 
- NZ Herald

https://nam02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.rnz.co.nz%2Fnews%2Fbusiness%2F456277%2Frefining-nz-confirms-marsden-point-switch-to-import-only-terminal-from-april-2022&data=04%7C01%7CLindsay.x.ReesGibbs%40nielseniq.com%7C70d32f03ba874b1ed48608da1064f9c6%7C6ac7a1f45fb14153bb4f12d2020a1f7d%7C0%7C0%7C637840323161633815%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=jl8%2B72mPVVIW1XNydZzBdzPs3wsSLruoMWCTi9ogHAQ%3D&reserved=0
https://nam02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fbusinessdesk.co.nz%2Farticle%2Fretail%2Fgull-sold-to-allegro-for-572m-to-pave-the-way-for-z-takeover&data=04%7C01%7CLindsay.x.ReesGibbs%40nielseniq.com%7C70d32f03ba874b1ed48608da1064f9c6%7C6ac7a1f45fb14153bb4f12d2020a1f7d%7C0%7C0%7C637840323161633815%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=2ZfrIRTZ34c0cgZsVSfOAsaf9ySbeDmm1rDWN2RE7E4%3D&reserved=0
https://nam02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.nzherald.co.nz%2Fbusiness%2Fz-energy-shareholders-vote-in-favour-of-ampol-australia-fuel-supplier-offer%2FPC2DNUAO7YESZJFZ2MOAXKBCNM%2F&data=04%7C01%7CLindsay.x.ReesGibbs%40nielseniq.com%7C70d32f03ba874b1ed48608da1064f9c6%7C6ac7a1f45fb14153bb4f12d2020a1f7d%7C0%7C0%7C637840323161633815%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=rD2dyAdxMwByNICeHMz3H1VPfe7urV84Mn1pKOia0Hg%3D&reserved=0


© 2021 Nielsen Consumer LLC. All Rights Reserved.
13

NZ Landscape 

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Defined Service Stations UNI
$779M 
Val Sales 
-4.4% 
Decline vs YA

96M 
Unit Sales 
-5.9% 
Decline vs YA

Defined Service Stations LNI
$279M 
Val Sales 
-5.2% 
Decline vs YA

36M 
Unit Sales 
-6.2% 
Decline vs YA

Defined Service Stations SI
$261M 
Val Sales 
-4.6% 
Decline vs YA

34M 
Unit Sales 
-3% 
Growth vs YA

Defined Service Stations NI
$1.1B
Val Sales 
-4.6% 
Decline vs YA

133M
Unit Sales 
-5.9% 
Decline vs YA

Total performance
Defined Service Stations
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+ 3 - 2 + 2 - 5 - 2

Store universe 

Defined service stations stores
Number of actual stores vs YA

Source: NielsenIQ Scantrack | MAT to 27/03/2022

111 93 134 95 193

Stores:

Stores +/- YA

226 51

- 4 0

Convenience stores
Number of actual stores vs YA
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2 7

Store universe – Tier 2 Sites

Defined service stations stores
Number of actual stores

Source: Web Search March 2022

117 76 114 78 127 97 77 17

Stores:

Opening Soon
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Total Defined
Service Stations

Total Defined 
Service Stations
(excl Tobacco)

Value growth of -4.6% vs YA

Unit growth -5.4% vs YA

Channel performance 

Source: NielsenIQ Scantrack | Market: Total Def Service Stations | MAT to 08/05/22

Value growth of -0.6% vs YA

Unit growth -4.8% vs YA

-$3.7 million
Of decline across defined service 
stations (excl tobacco) for the latest 
year

Of decline across defined service 
stations for the latest year

-$63.7 million
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L4L Defined 
Service Stations

L4L Defined 
Service Stations
(excl Tobacco)

Value growth of -4.7% vs YA

Unit growth -5.7% vs YA

Channel performance in L4L 

Source: NielsenIQ Scantrack | Market: L4L Def Service Stations | MAT to 08/05/22

Value growth of -0.9% vs YA

Unit growth -5.2% vs YA

-$6 million
Of decline across L4L defined service 
stations (excl tobacco) for the latest 
year

Of decline across L4L defined 
service stations for the latest 
year

-$64.7 million
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Value sales per 1,000L of fuel sold and margin performance

Source: Independent service stations mixed brands

Store sales per 
1,000L fuel sold 
up +15.5%
Mixed results across margin performance

Instore $ sales per 1,000L of Fuel Sold $422.1 $487.5 15.5%

GP Margin % 
2020

GP Margin % 
2021

GP Margin % 
Change

Accessories 42.0% 42.7% 0.65%

Bread 28.7% 28.9% 0.20%

Cards 6.0% 4.5% -1.49%

Confectionary 38.4% 37.4% -0.92%

Drinks 34.4% 34.1% -0.30%

Food-To-Go (After Wastage) 35.5% 34.0% -1.42%

Groceries 35.7% 35.8% 0.13%

Ice Creams / Frozen 34.0% 33.1% -0.89%

Magazines 18.5% 18.4% -0.15%

Milk 30.1% 30.9% 0.85%

Oil 43.9% 42.7% -1.23%

Tobacco 11.1% 11.3% 0.20%
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Total defined service stations
Weekly value sales

Three-year trend – service stations

Source: NielsenIQ Scantrack | Weekly periods ending 08/05/2022
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Total defined service stations
Weekly value sales – excluding Tobacco

Three-year trend – service stations

Source: NielsenIQ Scantrack | Weekly periods ending 08/05/2022

23 
Jan ‘22
NZ moves 
to RED 
traffic light 
setting

14 
Apr ‘22 
All NZ 
drop to 
ORANGE 
setting

17 
Aug ‘21
All NZ at 
alert level 
4 (Delta)

07 
Sep ‘21 
Auckland 
alert level 
4; Rest of 
NZ alert 
level 2

2 
Dec ‘21
End of AL 
system, 
‘traffic 
lights’ 
starts

events
29 
Dec ‘21
1st 
Omicron 
case in 
communi
ty

21 
Sep ‘21 
Auckland 
alert level 
3; Rest of 
NZ alert 
level 2

16 
Feb ‘22 
RED 
Phase 
Two

24 
Feb ‘22 
RED 
Phase 
Three

5

7

9

11

13

15

17

19

10
/0

1/
2

1

17
/0

1/
21

24
/0

1/
2

1

31
/0

1/
2

1

0
7

/0
2/

2
1

14
/0

2/
2

1

21
/0

2/
2

1

28
/0

2/
21

0
7

/0
3/

2
1

14
/0

3/
2

1

21
/0

3/
2

1

28
/0

3/
21

0
4

/0
4

/2
1

11
/0

4
/2

1

18
/0

4
/2

1

25
/0

4
/2

1

0
2/

0
5/

21

0
9

/0
5/

21

16
/0

5
/2

1

23
/0

5/
2

1

30
/0

5/
21

0
6

/0
6

/2
1

13
/0

6
/2

1

20
/0

6/
21

27
/0

6
/2

1

0
4

/0
7/

2
1

11
/0

7
/2

1

18
/0

7/
2

1

25
/0

7/
21

0
1/

0
8

/2
1

0
8

/0
8

/2
1

15
/0

8
/2

1

22
/0

8
/2

1

29
/0

8
/2

1

0
5/

0
9/

21

12
/0

9
/2

1

19
/0

9
/2

1

26
/0

9
/2

1

0
3/

10
/2

1

10
/1

0
/2

1

17
/1

0
/2

1

24
/1

0
/2

1

31
/1

0
/2

1

0
7

/1
1/

21

14
/1

1/
21

21
/1

1/
21

28
/1

1/
2

1

0
5/

12
/2

1

12
/1

2/
21

19
/1

2/
21

26
/1

2
/2

1

0
2/

0
1/

2
2

M
ill

io
n

s

2022 2021 2020 2019



© 2021 Nielsen Consumer LLC. All Rights Reserved.
21

Price inflation is not offsetting the volume losses
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19/12/21

4 weeks to
16/01/22

4 weeks to
13/02/22

4 weeks to
13/03/22

4 weeks to
10/04/22

4 weeks to
08/05/22

Unit value change Volume change Nominal growth

Market dynamics
% Change vs last year

Source: NielsenIQ Scantrack | Market: Tot. Defined service stations| MAT to 08/05/2022
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Medium and smaller players driving growth for service stations

-2.0 -2.2

9.9

0.3 1.2
6.1

3.9

-0.4

8.3

7.9
1.1

7.1

1.8

-2.6

18.2

8.1

2.3

13.2

Total SS NZ Top 5 6 to 10 11 to 25 26 to 50 51 to 100

Unit value change Volume change Nominal growth

Source: NielsenIQ Scantrack | Market: L4L Defined service stations| MAT to 27/03/2022

Manufacturer performance
% Change vs last year

% Dollar share of Total Service Stations

Total SSNZ Top 5 6 to 10 11 to 25 26 to 50 51 to 100

100% 57% 11% 13% 5% 2%



© 2021 Nielsen Consumer LLC. All Rights Reserved.
23

$10.6

$2.0

$1.6

$1.5

$1.2

$0.8

$0.7

$0.5

$0.3

$0.3

0.35

0.39

0.36

0.08

0.05

0.22

0.05

0.13

0.05

0.04

GIFT CARDS

SPORT DRINKS

CARBONATED BEVERAGES

TELCO AND COMP ACCES

ENERGY DRINKS

RTD COFFEE

PIES AND SAUSAGE ROLLS

LIQUID CEREALS

HEALTH SUPPLEMENTS

BLOCK CHOCOLATE

Dollars ($ M) +/- YA Units (M) +/- YA

Category Gainers

Top growing categories
Dollars (M) and Units vs YA

Source: NielsenIQ Scantrack | Market: L4L Def service stations | Period: MAT w/e 08/05/2022
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Category Drainers

Bottom declining categories
Dollars and Units vs YA

-$58,652

-$7,293

-$5,099

-$4,966

-$2,516

-$1,768

-$876

-2,208

-1,880

-3,052

-348

-1,195

-439

-361

TOBACCO

PREPARED BEVERAGES

CONVENIENCE FOODS

AUTOMOTIVE

STICK/ROLL PACKS

FLAVOURED MILK

WATER

Dollars (000) +/- YA Units (000) +/- YA

Source: NielsenIQ Scantrack | Market: L4L Def service stations | Period: MAT w/e 08/05/2022
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Health supplements and RTD Coffee emerging

Emerging category growth
Dollar % growth vs. year ago

78.9

60.8

59.0

56.5

41.2

38.2

$37

$4

$18

$196

FRESH FRUIT AND VEGETABLES

RTD COFFEE

HEALTH SUPPLEMENTS

BAKING NEEDS

PAPER TOWELS

MEAL SOLUTIONS

Val % Chg YA MAT Val Sales ('000)

Source: NielsenIQ Scantrack | Market: Defined service stations | Period: MAT w/e 08/05/2022

$2,220

$845
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Beverage & gift card growth not enough to offset some declines 
from Tobacco

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Total business performance
L4L Defined Service Stations – Val +/- YA ($ Million)

1,305

1,370

-8.1% -7.8% -14.2% -6.8% -4.4% -12.3% 0.1% 2.6% 11.5% -4.7%

MAT to 09/05/21 TOBACCO & ECIG FAST FOODS
AUTOMOTIVE 

AND 
HARDWARE

CONFECTIONERY
FRESH MILK AND 

CREAM
MAGAZINES AND 

NEWSPAPERS OTHERS BEVERAGES
TELCO, GIFTCARDS 

& COMP 
ACCESSORIES

MAT to 
08/05/22

Value Share 51.0% 10.6% 2.3% 3.8% 2.5% 0.4% 7.0% 13.5% 8.9%

Unit Share 14.5% 24.0% 0.8% 10.6% 4.5% 0.9% 12.4% 29.2% 3.2%
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VUSE EPOD CRISP MINT ELIQUID 
PODS 47MG 2S

VUSE EPOD GOLDEN TOBACCO 
ELIQUID PODS 57MG 4S ALT POD SPEARMINT 40MG 2S

VUSE EPOD CRISP MINT ELIQUID 
PODS 34MG 4S

VUSE EPOD GOLDEN 
TOBACCO ELIQUID PODS 

47MG 2S

Top 10 NPD Launches Service Stations 

Source: NielsenIQ Scantrack | MAT to 27/03/2022

Defined service stations top launches this year
Based on the first 13 weeks of sales

ALT POD SMOOTH TOBACCO 
40MG 2S

VUSE EPOD CRISP MINT ELIQUID 
PODS 57MG 4S

WILD BEAN DOUGHNUT ORIGINAL 
BITE KK 1S

STERLING RED 20S LIVE+ ORIGINAL 500ML

*10 weeks in market*10 weeks in market
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Spotlight on 
Tobacco & Vaping
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E-cigarettes continues to grow but not offset the declines of 
Cigarettes and RYOT

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Tobacco performance
L4L Defined Service Stations

$666M 
Value Sales

-8.1% 
Value 
Growth

23.8M
Unit Sales

-8.5% 
Unit Growth

$665,651,568

$724,303,405

-9.0% -13.9% -14.5% -14.4% -4.0% -20.1% 25.2% -8.1%

MAT to 
09/05/21

CIGARETTES RYOT
TOBACCO 

ACCESSORIES CIGARS LIGHTERS
PIPE 

TOBACCO
ELECTRONIC 
CIGARETTES

MAT to 
08/05/22

Val Share 66.8% 22.4% 0.9% 0.6% 0.8% 0.0% 8.5%

Unit Share 56.2% 8.5% 15.9% 0.6% 7.0% 0.0% 11.9%
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Despite YoY drop Cigarettes & RYOT continues to be the biggest 
chunk of Service Stations sales share

Source: NielsenIQ Scantrack | MAT to 27/03/2022

Price segment - Tobacco
L4L Defined Service Stations

66.8

22.4

8.5

0.9

0.8
0.6

0.0

Val % Share

CIGARETTES

RYOT

ELECTRONIC CIGARETTES

TOBACCO ACCESSORIES

LIGHTERS

CIGARS

PIPE TOBACCO
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Quit rate took a jump in 2021 and more are using e-cigarettes
Smoking rates in New Zealand continue to decline year over year

18.4 17.9 17.6
16.8 16.6 16.0

15.1 14.7
13.7

10.9

16.4 15.8 15.9
15.1 14.5 14.1

13.3 12.9
11.9

9.4

2.6
3.3 3.5

6.2
3.9

4.8 5.3

8.2

11.4
12.6

10.0 9.7 9.6

13.5
12.5

11.7

13.6

18.5

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Current Smokers Daily Smokers Daily e-cig users Once a month e-cig (min) Quit rate

Source: https://minhealthnz.shinyapps.io/nz-health-survey-2020-21-annual-data-explorer/_w_36314dee/#!/explore-topics

New Zealand Smoking Rates
% of population adults aged 15+

https://minhealthnz.shinyapps.io/nz-health-survey-2020-21-annual-data-explorer/_w_36314dee/
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25.2

-62.4

79.7 77.0
120.2

8.3

32.6

-62.2

88.5 77.8

126.7

56.5

ELECTRONIC CIGARETTES ECIG FLAVOUR ECIG TOBACCO ECIG MENTHOL ECIG MINT ECIG
KITS/DEVICES/ACCESSORIES

Val % Chg Unit % Chg

Service stations maintained growth despite removing flavours
Consumers shifted their purchases to what was available

Source: NielsenIQ Scantrack| MAT to 08/05/2021

Flavour performance
L4L defined service stations

Share of SKU

Total E - Cig Flavours Tobacco Mint Menthol Starter Kits

100% 40.3% 16.5% 10.3% 6.5% 25.6%
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Mint & Menthol gained the most from the delist of flavours

Source: NielsenIQ Scantrack | MAT to 08/05/2022

E-Cigarettes performance
L4L Defined Service Stations

-2.1
-14.8

9.0

-0.5

-33.1
-3.4

2.2 1.4

-12.8 -23.2 -26.1 -17.7 -19.5

50.7 46.2 45.8

95.2
120.1

102.6 110.3
93.1 88.3

76.2 66.6
55.7 51.9

95.5
81.4

71.4

139.1

171.8
158.6 152.0 145.3

127.2
105.0 106.0 103.2 99.7

108.9 114.1 109.3

-46.2

-99.8 -99.9 -99.9 -99.9 -99.9 -99.9 -99.9 -99.9 -99.9

77.3 75.7 71.9
47.3 40.8 34.9 29.1 23.6 14.1

2.6 -0.9 -7.2 -9.1

-150.0

-100.0

-50.0

0.0

50.0

100.0

150.0

200.0

4Wks to
06/06/21

4Wks to
04/07/21

4Wks to
01/08/21

4Wks to
29/08/21

4Wks to
26/09/21

4Wks to
24/10/21

4Wks to
21/11/21

4Wks to
19/12/21

4Wks to
16/01/22

4Wks to
13/02/22

4Wks to
13/03/22

4Wks to
10/04/22

4Wks to
08/05/22

E-CIG segments - Val % Change vs YA

ECIG TOBACCO ECIG MENTHOL ECIG MINT ECIG FLAVOUR ELECTRONIC CIRAGETTES
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Value cigarettes driving majority of losses; mid price growth not 
offsetting

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Tobacco performance
L4L Defined Service Stations

$ 444,941,824

$ 489,180,531

-21.8% -12.9% -5.0% 7.6% -9.0%

MAT to 
09/05/21

VALUE PREMIUM SUB VALUE MID PRICE MAT to 
08/05/22

Val Share 23.7% 17.4% 40.0% 18.9%

Unit Share 23.7% 14.9% 43.2% 18.2%

7.6

-5.0

-12.9

-21.8

10.3

-7.9

-15.8

-24.2

MID PRICE

SUB VALUE

PREMIUM

VALUE

Val % Chg YA Unit % Chg YA
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Cigarettes sales trend

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Cigarettes performance
L4L Defined Service Stations

-1.3

1.4
4.8

0.0

-0.8

5.0
7.3

9.1

14.7 15.2 14.1
11.0

17.0

-14.9 -13.9
-12.1

-14.8
-16.7

-12.4 -11.9 -11.3
-9.1

-11.1 -11.5
-14.5 -13.6

13.6

6.0
3.4

-2.2
-4.3

-1.4

0.0

-1.8 -2.2

-11.4

-16.8
-20.7 -21.7

-35.1
-33.1

-30.5
-32.6

-30.4

-25.7 -24.1 -23.5

-16.8

-10.5

-5.7
-3.2

1.7

-9.9 -10.5 -9.3
-12.9 -13.4

-9.2 -7.7 -7.7
-4.7

-6.8 -7.9
-9.9

-8.0

4Wks to

06/06/21

4Wks to

04/07/21

4Wks to

01/08/21

4Wks to

29/08/21

4Wks to

26/09/21

4Wks to

24/10/21

4Wks to

21/11/21

4Wks to

19/12/21

4Wks to

16/01/22

4Wks to

13/02/22

4Wks to

13/03/22

4Wks to

10/04/22

4Wks to

08/05/22

-40.0

-30.0

-20.0

-10.0

0.0

10.0

20.0

Cigarettes segments - Val % Change vs YA

 MID PRICE  PREMIUM  SUB VALUE  VALUE CIGARETTES TOTAL
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RYOT hit by legislation changes for flavours

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Tobacco performance
Defined Service Stations

$ 148,926,902

$ 172,879,719

-22.0% -21.7% -20.1% 1.5% -13.9%

MAT to 
09/05/21

FLAVOURED VALUE TRADITIONAL SUB VALUE MAT to 
08/05/22

Val Share 28.8% 18.8% 13.2% 39.2%

Unit Share 25.9% 17.5% 11.8% 44.9%

1.5

-20.1

-21.7

-22.0

-2.2

-23.9

-26.7

-26.4

SUB VALUE

TRADITIONAL

VALUE

FLAVOURED

Val % Chg YA Unit % Chg YA
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RYOT sales trend

Source: NielsenIQ Scantrack | MAT to 08/05/2022

RYOT performance
L4L Defined Service Stations

-28.6 -27.3 -25.9 -25.4
-23.5 -22.1 -21.5

-19.4
-17.7 -17.8 -17.7

-20.2

-16.3

8.9
6.1 6.0 7.3 7.2

4.9 3.5
1.3 1.3

-1.9

-6.0
-8.7

-6.9

-25.5 -24.2 -22.9 -22.3 -21.7 -21.1 -20.3
-17.4 -16.9 -17.3 -16.7 -17.7

-15.5

-32.8
-29.9

-26.2 -25.4
-21.9

-20.0 -19.5 -18.2
-16.3 -15.7 -16.6

-18.8

-14.2-18.3 -17.5
-15.7 -14.7

-13.1 -12.7 -12.7 -11.9 -10.7 -11.6 -13.0
-15.3

-12.2

4Wks to

06/06/21

4Wks to

04/07/21

4Wks to

01/08/21

4Wks to

29/08/21

4Wks to

26/09/21

4Wks to

24/10/21

4Wks to

21/11/21

4Wks to

19/12/21

4Wks to

16/01/22

4Wks to

13/02/22

4Wks to

13/03/22

4Wks to

10/04/22

4Wks to

08/05/22

-35.0

-30.0

-25.0

-20.0

-15.0

-10.0

-5.0

0.0

5.0

10.0

15.0

RYOT segments - Val % Change vs YA

 FLAVOURED  SUB VALUE  TRADITIONAL  VALUE RYOT TOTAL
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Beverages
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Beverages performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Beverage performance
L4L Defined Service Stations

$176M 
Value Sales

+2.6% 
Value Growth

48M
Unit Sales

+1.2% 
Unit Growth

$ 176,361,690

$ 171,875,67360.8

11.7

3.6

2.1

2.1

1.5

-3.7

-38.4

57.3

9.2

2.8

0.5

0.5

0.2

-5.5

-40.4

RTD COFFEE

SPORT DRINKS

CARBONATED BEVERAGES

FRUIT JUICE AND DRINKS

RTD TEA

ENERGY DRINKS

WATER

RTD OTHER BEVERAGES

Val % Chg YA Unit % Chg YA

-3.7% -38.4% 2.1% 2.1% 60.8% 1.5% 3.6% 11.7% 2.6%

MAT to 
09/05/21 WATER

RTD OTHER 
BEVERAGES RTD TEA

FRUIT 
JUICE 
AND 

DRINKS

RTD 
COFFEE

ENERGY 
DRINKS

CARBONATED 
BEVERAGES

SPORT 
DRINKS

MAT to 
08/05/22
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Energy drinks and carbonated beverages largest segments 

Source: NielsenIQ Scantrack | MAT to 08/05/2022

ENERGY 
DRINKS

CARBONATED 
BEVERAGES WATER SPORT DRINKS FRUIT JUICE 

AND DRINKS RTD COFFEE RTD TEA RTD OTHER 
BEVERAGES

Val Share 43.4% 25.4% 13.0% 11.0% 5.1% 1.3% 0.5% 0.4%

Unit Share 43.4% 26.9% 13.0% 9.6% 5.0% 1.2% 0.5% 0.3%

Segments - Beverages
L4L Defined service stations

Value Sales
Unit Sales

76,505,634

44,742,849

22,893,870
19,446,135

8,923,151
2,220,085 942,881 687,084

20,856,970

12,916,669
6,260,590 4,599,311 2,422,106 590,086 235,216 154,551
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LIVE+ ORIGINAL 500ML
MONSTER ENERGY DRINK 
ULTRA FIESTA 500ML (CN)

MOTHER EPIC SWELL 500ML 
(CN)

RED BULL ENERGY DRINK 
SUMMER EDITION WATERMELON 

250ML (CN)
BOSS COFFEE ICED DOUBLE 

ESPRESSO 237ML

Top NPD launches Beverages

Defined service stations top launches this year
Based on the first 13 weeks of sales

Source: NielsenIQ Scantrack | MAT to 27/03/2022

$373k $165k $159k $151k $125k
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Fast Foods
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Fast Foods overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Fast Foods performance
L4L Defined Service Stations

$138M 
Value Sales

-7.8% 
Value Growth

39.5M
Unit Sales

-11%
Unit Growth

MAT to 09/05/21 PREPARED 
BEVERAGES

CONVENIENCE 
FOODS

PIES AND 
SAUSAGE 

ROLLS

MAT to 
08/05/22

-8.7% -9.0% 7.0% -7.8

$149,960,440

$138,250,031

7.0

-8.7

-9.0

2.0

-9.2

-14.2

PIES AND SAUSAGE ROLLS

PREPARED BEVERAGES

CONVENIENCE FOODS

Val % Chg YA Unit % Chg YA



© 2021 Nielsen Consumer LLC. All Rights Reserved.

Unit Sales

Prepared beverages makes up half of fast foods value

Source: NielsenIQ Scantrack | MAT to 08/05/2022

PREPARED BEVERAGES CONVENIENCE FOODS PIES AND SAUSAGE ROLLS

Value Share 55.3% 37.2% 7.5%

Unit Share 46.9% 46.8% 6.4%

Value Sales

Segments – Fast Foods
L4L defined service stations

76,442,877

51,375,969

10,431,184
18,488,188 18,455,813

2,512,158
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Confectionery
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Confectionery overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Confectionery performance
L4L Defined Service Stations

$49.2M 
Value Sales

-6.8% 
Value Growth

17.5M
Unit Sales

-10.7%
Unit Growth

$52,790,425

$49,177,648

10.2

-2.9

-8.4

-15.3

-16.6

-1.0

-7.2

-10.2

-19.3

-18.4

CHRISTMAS CONFECTIONERY

CHOCOLATE CONFECTIONERY

SUGAR CONFECTIONERY

GUM

EASTER CONFECTIONERY

Val % Chg YA Unit % Chg YA

-15.3% -8.4% -2.9% -16.6% 10.2% -6.8%

MAT to 09/05/21 GUM
SUGAR 

CONFECTIONE
RY

CHOCOLATE 
CONFECTIONER

Y

EASTER 
CONFECTIONER

Y

CHRISTMAS 
CONFECTIONE

RY

MAT to 
08/05/22
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Single bars and Stick/Roll packs make up 70% of the 
confectionery business

Source: NielsenIQ Scantrack | MAT to 08/05/2022

BAR/ 
CHUNKY

STICK/ 
ROLL 

PACKS

FAMILY 
BAGS

BLOCK 
CHOCOLATE NOVELTY HANDY 

BAGS BOXED JUMBO 
BAGS

CARD/TUB 
PACKS

TREAT/FUN 
PACK PICK & MIX BULK 

BAGS MULTI PACK

Value 
Share 41.3% 29.4% 16.9% 3.6% 2.3% 2.1% 1.8% 1.4% 1.0% 0.0% 0.0% 0.0% 0.0%

Unit 
Share 44.8% 36.8% 9.3% 1.8% 2.6% 1.9% 0.7% 0.8% 1.1% 0.0% 0.1% 0.1% 0.0%

Segments – Confectionery
L4L Defined service stations

Unit Sales

Value Sales20,295,223

14,477,118

8,319,922

1,778,641 1,113,803
1,038,963 901,473 710,944 494,729 21,400 14,762 8,998 1,671

7,849,690
6,440,151

1,620,870
320,900 451,906 337,252 119,555 134,737 198,522 3,487 20,857 9,678 315
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CADBURY CARAMILK 45G
NESTLE KIT KAT CHUNKY AERO 

MINT 45G CADBURY FLAKE CARAMILK 30G
EXTRA TROPICAL REG ENV 1PK 14 

TABS 27G

WHITTAKERS SLAB 33% MILK 
CHOC HOKEY POKEY CRUNCH 

50G

Top NPD launches Confectionery

Defined service stations top launches this year
Based on the first 13 weeks of sales

Source: NielsenIQ Scantrack | MAT to 27/03/2022

$119k $81k $80k $74k $72k
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Ice Cream
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Ice cream overall performance

Ice cream performance
L4L Defined Service Stations

$27.4M 
Value Sales

+0.3% 
Value Growth

6.6M
Unit Sales

-2.6%
Unit Growth

MAT to 
09/05/21 NOVELTY/SINGLES FAMILY PACKS TAKE HOME MAT to 

08/05/22

-2.4% 87.5% 35.7% +0.3%

$27,291,363

$27,381,591

Source: NielsenIQ Scantrack | MAT to 08/05/2022

35.7

-2.4

-87.5

39.7

-3.6

-81.0

TAKE HOME

NOVELTY/SINGLES

FAMILY PACKS

Val % Chg YA Unit % Chg YA
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Unit Sales

Take home driving Ice Cream growth

NOVELTY/SINGLES TAKE HOME FAMILY PACKS

Value Share 90.2% 9.8% 0.0%

Unit Share 96.7% 3.3% 0.0%

Value Sales

Segments – Ice cream
L4L defined service stations

Source: NielsenIQ Scantrack | MAT to 08/05/2022

24,693,098

2,687,054
1,439

6,425,378

220,120 226
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TIP TOP FRU JU MANGO 73ML
TIP TOP TRUMPET ICE CREAM 

BANOFFEE 110ML
CADBURY DAIRY MILK VANILLA 

ICE CREAM 90ML
TIP TOP POPSICLE FRUITY TUBE 

66ML

KAPITI ICE CREAM 
CHOCOLATE BROWNIE NOVEL 

105ML

Top NPD launches Ice cream

Defined service stations top launches this year
Based on the first 13 weeks of sales

Source: NielsenIQ Scantrack | MAT to 27/03/2022

$228k $164k $129k $97k $97k
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Looking Forward

56
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Competitive fuel 
pricing

Capturing the available 
spend

Looking forward for Convenience stores

Consumers are feeling the inflationary prices – 83% 
of kiwis claim their normal shop costs more than it 
did a year ago

Rising fuel cost adding more pressure to the average 
Kiwi household, forcing them to be smarter with 
their spending

Costco entering the market with cheaper fuel cost 
and driving a more competitive market for the 
convenience channel – potential site roll out to drive 
membership numbers

Being competitive in today's market is necessary to 
drive store traffic

The total dollar value available to traditional 
convenience stores is likely to shrink in the current 
economic environment

Maximising your capture of this spend will be 
critical. Convenience locations will remain a critical 
part of consumer appeal, but the cost of 
convenience will be more closely monitored

With lesser spend across the network the potential 
for medium term rationalisation of stores across 
convenience is a real possibility

Look at options to capture alternative convenience 
store sales – improved lower value offers / extended 
range

The relative cost of convenience
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20.3

18.6

7.0

-3.1

-5.2

-11.0

-13.1

-32.2

18.3

16.0

-0.2

-7.0

8.7

-9.2

-9.1

-24.5

INT CALLING CARD

GIFT CARDS

OTHER

MOBILE

SIM

TOP-UP VOUCHERS

PAYPHONE

HANDSET

Val % Chg YA Unit % Chg YA

Telco, Gift Cards & Comp Accessories performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Telco, Gift Cards & Comp Accessories performance
L4L Defined Service Stations

$116M 
Value Sales

+11.5% 
Value Growth

5.2M
Unit Sales

+9.0% 
Unit Growth

$116,506,128

$104,479,231

-11.0% -13.1% -5.2% -3.1% -32.2% 7.0% 20.3% 18.6% 11.5%

MAT to 
09/05/21

TOP-UP 
VOUCHERS

PAYPHON
E SIM MOBILE HANDSET OTHER

INT 
CALLING 

CARD

GIFT 
CARDS

MAT to 
08/05/22
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Gift cards fueling the category growth  

Source: NielsenIQ Scantrack | MAT to 08/05/2022

GIFT CARDS TOP-UP 
VOUCHERS

INT CALLING 
CARD

OTHER SIM MOBILE PAYPHONE HANDSET

Val Share 57.9% 15.6% 14.6% 11.6% 0.2% 0.1% 0.1% 0.0%

Unit Share 49.1% 18.3% 21.2% 9.8% 1.3% 0.0% 0.3% 0.0%

Segments – Telco, Gift Cards & Comp Accessories
L4L Defined service stations

Value Sales

Unit Sales67,425,263

18,144,622 16,955,755
13,545,604

201,414 130,011 100,971 2,4882,556,915 949,933 1,102,950 507,863 68,833 2,353 14,106 96
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FUSE TWS AIRBUDZ V2 1S
FUSE USB C TO AUDIO ADAPTER 

1S
FUSE USB C IN EAR EARPHONES 

1S

WALK & TALK WIRELESS 
MAGNETIC CAR VENT CHARGING 

1S

WALK & TALK POWERBANK 
500MAH 1S

Top NPD launches Telco, Gift Cards & Comp Accessories

Defined service stations top launches this year
Based on the first 13 weeks of sales

Source: NielsenIQ Scantrack | MAT to 27/03/2022

$61k $12k $6.5k $2.1k* $1.7k*

*7 weeks in market*6 weeks in market
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Fresh Milk & Cream overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Fresh milk and cream performance
L4L Defined Service Stations

$32.5M 
Value Sales

-4.4% 
Value Growth

7.4M
Unit Sales

-6.2% 
Unit Growth

$34,030,672

$32,543,431

11.8

2.9

-1.4

-1.7

-4.3

-12.5

-13.6

12.9

-3.1

-5.7

-3.7

-15.0

-12.5

-13.0

CONVENIENCE CEREALS

FRESH CREAM

FRESH MILK

FRESH FLAVOURED MILK

OTHER NON DAIRY MILK…

UHT FLAVOURED MILK

SOYA MILK

Val % Chg YA Unit % Chg YA

-12.5% -1.4% -1.7% -13.6% -4.3% 2.9% 11.8% -4.4%

MAT to 
09/05/21

UHT 
FLAVOURED 

MILK

FRESH 
MILK

FRESH 
FLAVOURED 

MILK
SOYA MILK

OTHER NON 
DAIRY MILK 

SUBSTIT.

FRESH 
CREAM

CONVENIE
NCE 

CEREALS

MAT to 
08/05/22
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Flavored milk driving Fresh milk decline

FRESH MILK
UHT 

FLAVOURED 
MILK

CONVENIENCE 
CEREALS

FRESH 
FLAVOURED 

MILK
FRESH CREAM

OTHER NON 
DAIRY MILK 

SUBSTIT.
SOYA MILK

Value Share 41.7% 37.3% 13.5% 5.5% 1.9% 0.1% 0.1%

Unit Share 37.6% 39.9% 14.8% 5.7% 1.9% 0.1% 0.1%

Segment – Fresh milk & Cream
L4L Defined service stations

Unit Sales

Value Sales

Source: NielsenIQ Scantrack | MAT to 08/05/2022

13,568,734
12,123,657

4,383,277

1,802,818
606,900 36,773 21,273

2,780,474 2,950,274
1,094,731 419,967 140,670 6,589 4,400
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PRIMO WHITE CHOCOLATE 500ML 

UHT

PRIMO CARAMEL CRAVE 500ML 

UHT
NESTLE REDUCED CREAM 230ML

Top NPD launches Fresh Milk & Cream

Defined service stations top launches this year
Based on the first 13 weeks of sales

$83k $67k $10.1k

Source: NielsenIQ Scantrack | MAT to 27/03/2022
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Snack foods overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Snack foods performance
L4L Defined Service Stations

$23M 
Value Sales

-0.3% 
Value Growth

6M
Unit Sales

-5.0% 
Unit Growth

$23,078,517
$23,000,247

56.6

11.2

9.1

1.3

-0.1

-1.9

-4.7

-14.2

-15.3

24.4

10.6

-0.7

-7.4

-7.4

-1.8

-7.7

-8.4

-18.7

MULTIPACKS

CORN CHIPS

OTHER SNACKS

POTATO CHIPS

MEAT SNACKS

CEREAL/ HEALTH / SPORTS…

EXTRUSIONS

CEREAL SNACKS

NUTS

Val % Chg YA Unit % Chg YA

-15.3% -4.7% -1.9% -14.2% -0.1% 56.6% 9.1% 1.3% 11.2% -0.3%

MAT to 
09/05/21 NUTS

EXTRUSION
S

CEREAL/ 
HEALTH / 
SPORTS 

BARS

CEREAL 
SNACKS

MEAT 
SNACKS

MULTI 
PACKS

OTHER 
SNACKS

POTATO 
CHIPS

CORN 
CHIPS

MAT to 
08/05/22
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POTATO CHIPS
CEREAL/ 
HEALTH / 

SPORTS BARS
CORN CHIPS EXTRUSIONS MEAT SNACKS NUTS OTHER SNACKS CEREAL SNACKS MULTIPACKS

Value 
Share

35.4% 22.1% 11.1% 10.2% 7.7% 6.0% 5.3% 2.0% 0.0%

Unit 
Share

37.5% 18.4% 12.6% 12.1% 5.3% 6.1% 5.2% 2.9% 0.0%

8,148,821

5,087,978

2,554,339 2,354,397
1,776,360

1,382,172 1,224,639

469,995
1,546

2,262,309

1,109,386
760,917 729,033

318,740 366,557 314,375 174,335 291

Potato and corn chips growth offsets decline on other categories

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Segments– Snack foods
L4L Defined service stations

Unit Sales

Value Sales
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CHEETOS BALLS PARTY PACK 
CHEESE & BACON 190G

DORITOS CORN CHIPS FLAMIN 
HOT CHEESE SUPREME 150G

DORITOS CORN CHIPS BOLD 
FLAVOUR 150G

BLUEBIRD ORIGINAL CUT MEAT 
LOVERS PIZZA 140G

DORITOS CORN CHIPS BOLD 
FLAVOUR 80G

Top NPD launches Snack foods

Defined service stations top launches this year
Based on the first 13 weeks of sales

Source: NielsenIQ Scantrack | MAT to 27/03/2022

$60.4k $36.5k $29.8k $27.7k $20k
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Automotive & 
Hardware 
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Automotive & Hardware overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Automotive & Hardware performance
L4L Defined Service Stations

$30.1M 
Value Sales

-14.2% 
Value Growth

1.4M
Unit Sales

-20.5% 
Unit Growth

7.9

6.6

2.1

-0.3

-4.2

-5.1

-5.2

-6.0

-6.2

-61.1

1.8

-3.9

-5.7

-4.8

-7.4

-11.1

-6.8

-4.8

-7.8

-59.2

CAR ACCESSORIES

SPARE PARTS - ENGINE

CAR CLEANERS & POLISHES

HARDWARE

CAR MAINTENANCE PRODUCTS

CAR CONSUMABLES

CAR TOOLS

SPARE PARTS - OTHER

LPG BOTTLES

CARWASH

Val % Chg YA Unit % Chg YA

-61.1% -6.2% -6.0% -5.2% -5.1% -4.2% -0.3% 2.1% 6.6% 7.9% -14.2%

MAT to 
09/05/21

CAR 
WASH

LPG 
BOTTLES

SPARE 
PARTS -
OTHER

CAR 
TOOLS

CAR 
CONSUM

ABLES

CAR 
MAINTENA

NCE 
PRODUCT

S

HARDWA
RE

CAR 
CLEANER

S & 
POLISHES

SPARE 
PARTS -
ENGINE

CAR 
ACCESSO

RIES

MAT to 
08/05/22

$35,056,164

$30,084,321
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Convenience foods and prepared beverages driving category 
decline

Source: NielsenIQ Scantrack | MAT to 08/05/2022

CAR 
CONSUMABLE

S
LPG BOTTLES

CAR 
MAINTENANCE 

PRODUCTS
CARWASH HARDWARE CAR 

ACCESSORIES

CAR 
CLEANERS & 

POLISHES

SPARE PARTS -
ENGINE CAR TOOLS SPARE PARTS 

- OTHER

Value 
Share

36.1% 27.4% 9.0% 8.2% 7.9% 5.3% 4.2% 1.7% 0.1% 0.1%

Unit Share 34.7% 14.2% 9.5% 12.6% 14.7% 5.5% 7.3% 1.4% 0.1% 0.1%

Segments – Automotive & Hardware
L4L Defined service stations

Unit Sales

Value Sales10,870,163

8,257,104

2,698,395 2,468,920 2,365,854
1,593,696 1,278,066

517,972
17,732 16,420

483,063 197,202 132,050 175,531 204,645 76,715 102,116 19,893 1,086 1,259
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Fresh food overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Fresh food performance
L4L Defined Service Stations

$43.5K 
Value Sales

+109% 
Value Growth

7.4K
Unit Sales

+31.3% 
Unit Growth

104.6

54.5

0.0

-84.6

16.7

45.9

0.0

-84.6

FRESH FRUIT

PREPACKED SALADS

FRESH WHOLE CHICKENS

FRESH VEGETABLES

Val % Chg YA Unit % Chg YA

-84.6% 54.5% 0.0% 104.6% 108.7%

MAT to 
09/05/21

FRESH 
VEGETABLES

PREPACKED 
SALADS

FRESH WHOLE 
CHICKENS

FRESH FRUIT MAT to 
08/05/22

Val Share 0.0% 37.3% 14.3% 48.4%

Unit Share 0.0% 33.0% 4.7% 62.3%

$20,864

$43,535
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Non Food Grocery overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Non Food Grocery performance
L4L Defined Service Stations

$16.5M 
Value Sales

-0.4% 
Value Growth

2.1M
Unit Sales

+0.4% 
Unit Growth

59.0
45.5

41.2
27.0

24.8
12.6

10.1
9.4
9.3
9.2
9.0

7.6
7.5

6.7
6.0

4.7
4.6
4.6

3.8
2.9

58.2
50.0

26.9
29.6

14.3
9.5

20.9
3.3

8.9
4.0
4.5

14.8
14.7

-1.2
4.5

0.4
2.1

-2.3
1.0

-0.8

HEALTH SUPPLEMENTS
AUDIO DVDS CDS

PAPER TOWELS
HOUSEHOLD INSECTICIDES

TOILET TISSUE
COTTON WOOL PRODUCTS

LAUNDRY NEEDS
FOODWRAPS AND BAGS

AIRCARE
DOG FOOD

PATENT MEDICINES AND REMEDIES
FAMILY PLANNING

COSMETICS
BABY_TOILETRIES
PET ACCESSORIES

BABY NEEDS
COUGH AND COLD

STATIONERY
DISHWASH

HOUSEHOLD CLEANERS AND WIPES

Val % Chg YA Unit % Chg YA

-0.9

-1.4

-3.2

-5.0

-6.2

-6.4

-8.8

-9.2

-9.8

-12.1

-12.2

-12.4

-15.8

-19.7

-19.9

-35.0

-36.6

-78.2

-1.2

-13.9

-8.9

-5.3

-2.9

-8.4

-7.0

-9.5

-8.8

-11.2

-11.9

-19.8

-19.0

-16.7

-26.0

-22.2

-44.3

-72.8

SANITARY PROTECTION

LIGHT BULBS

BABY ACCESSORIES

HAIR CARE

CAT FOOD

DEODORANTS AND FRAGRANCES

NAPPIES

ORAL CARE

HOMEWARE

SHAVING AND DEPILATORY NEEDS

SUNGLASSES

FIRE REQUIREMENTS

PERSONAL WASH AND SKINCARE

HAIR ACCESSORIES

FACIAL TISSUE

MOPS AND BRUSHES

GARDENING

APPAREL

Val % Chg YA Unit % Chg YA
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Printed Material &
Frozen Food 
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Total Printed Material and Frozen Food overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Total Frozen Food performance
L4L Defined Service Stations

$11.8M 
Value Sales

-1.2% 
Value Growth

2.4M
Unit Sales

-2.9% 
Unit Growth

Printed Material performance
L4L Defined Service Stations

$5.8M 
Value Sales

-12.3% 
Value Growth

1.4M
Unit Sales

-14.3% 
Unit Growth

-10.5

-14.8

-34.1

-13.4

-17.9

-35.5

NEWSPAPERS

MAGAZINES

MAPS AND GUIDES

Val % Chg YA Unit % Chg YA

29.1

12.9

2.0

-0.1

-2.9

-26.2

-100.0

27.5

12.8

-0.4

-3.9

-4.0

-49.1

-100.0

FROZEN DESSERTS PARTY

FROZEN VEGETABLES

ICE

FROZEN FISH

CONVENIENCE FOODS

FROZEN POULTRY

PASTRY

Val % Chg YA Unit % Chg YA
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Total Grocery edible overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Total Grocery Edible performance
L4L Defined Service Stations

$7.2M 
Value Sales

+2.8% 
Value Growth

2.1M
Unit Sales

-2.9% 
Unit Growth

56.6
38.2
37.3

33.9
30.3
29.6

26.2
21.9

8.9
8.5
7.2
6.3
5.2
5.2
4.2
4.0
3.6
2.5
2.3
1.6
1.0

58.4
33.7

84.6
-2.9

40.5
26.7

15.6
17.9

4.4
2.3

7.3
5.9
4.8
3.1

-0.8
0.9
2.7

-1.6
-17.0

24.3
-2.0

BAKING NEEDS
MILK DRINKS

NA
SALAD DRESSINGS AND VINEGAR

SOUP
MILK MODIFIERS

CONDIMENTS
MILK PRODUCTS

COOKING AND SIMMER SAUCE
DRIED FRUIT BAKING NUTS

CANNED MEALS

Val % Chg YA Unit % Chg YA

-2.9

-3.1

-4.3

-4.7

-9.4

-10.0

-11.0

-11.2

-12.5

-16.9

-69.5

-94.7

-2.1

-9.5

3.2

-8.5

-11.2

-19.5

-10.5

-12.0

-17.8

-22.2

-63.6

-90.5

CANNED FRUIT

BABY FOOD

FLOUR

SUGAR

SPREADS

BREAKFAST CEREALS

HERBS AND SPICES

TEA

CAKES

BOTTLED AND CANNED SAUCES

MEXICAN FOODS

CHRISTMAS PRODUCTS

Val % Chg YA Unit % Chg YA
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Total Bread & 
Chilled foods
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Total Bread & Chilled foods overall performance

Source: NielsenIQ Scantrack | MAT to 08/05/2022

Total Bread performance
L4L Defined Service Stations

$3.8M 
Value Sales

+0.3% 
Value Growth

911K
Unit Sales

-6.7% 
Unit Growth

Chilled foods performance
L4L Defined Service Stations

$1.0M
Value Sales

+0.3% 
Value Growth

188K
Unit Sales

-0.8% 
Unit Growth

6.7

-34.4

-70.6

2.5

-34.8

-54.9

PREMIUM

VALUE

ALL OTHER

Val % Chg YA Unit % Chg YA

13.8

11.7

6.7

5.7

5.3

-9.0

-11.3

-11.6

-14.9

-41.4

13.6

8.1

2.9

4.0

4.8

-12.3

-13.6

-18.8

-24.1

-26.5

CHEESE

CULTURED CHEESE

BUTTER AND MARGARINE

DIPS AND PATE

PREPACKED SMALLGOODS

EGGS

YOGHURT DAIRY FOOD

CHILLED DESSERTS

CHILLED CONVENIENCE FOODS

VACUUM PACKED FISH AND…

Val % Chg YA Unit % Chg YA
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Rising petrol prices impacts shop sales

■ Note: fuel costs as calculated “retail discounted prices” by MBIE

Source: Weekly fuel price monitoring | Ministry of Business, Innovation & Employment (mbie.govt.nz)
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Source: NielsenIQ Scantrack | Market: Total Def Service Stations | MAT to 01/05/22

https://www.mbie.govt.nz/building-and-energy/energy-and-natural-resources/energy-statistics-and-modelling/energy-statistics/weekly-fuel-price-monitoring/?msclkid=c433ba69d04d11ecaaf5ca55fbbe1dc6
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Total defined service stations
Weekly value sales

COVID recovery path – service stations

Source: NielsenIQ Scantrack | Weekly periods ending 10/04/2022
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Jan ‘22
NZ moves 
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4 (Delta)
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Source: Nielsen RMS, Total Defined Service Stations, 52 Weeks 27 March 2022 vs YA
Inflation = Value / Units

Bread among the highest inflation in convenience

-3.3%

7.7%

5.3%

5.0%

4.1%

3.5%

3.3%

3.2%

2.7%

1.7%

1.6%

1.4%

1.3%

1.3%

0.4%

-1.1%

2.4%

-7.0%

-18.1%

4.4%

4.4%

-10.2%

-1.7%

3.8%

3.5%

-0.5%

9.1%

8.6%

13.1%

8.9%

-7.5%

8.9%

TOTAL BUSINESS

BREAD

AUTOMOTIVE AND HARDWARE

GROCERY

SNACKFOODS

MAGAZINES AND NEWSPAPERS

CONFECTIONERY

ICE CREAM

FAST FOODS

MILK AND CREAM

FROZEN FOOD

TELCO GIFTCARDS AND COMP ACCESSORIES

CHILLED FOODS

BEVERAGES

TOBACCO

NON FOOD GROCERY

Unit Value Change Volume

Category Price vs Volume Contribution – Total Def. Service Stations
% Change MAT to 27/03/22 vs YA

-1.0%

0.7%

-12.7%

9.4%

8.5%

-6.6%

1.6%

7.0%

6.3%

1.3%

10.7%

10.0%

14.4%

10.1%

-7.1%

7.9%
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Consumer 
outlook

88
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Source: NielsenIQ Homescan Consumer Outlook Survey, March 2022 | New Zealand 
Q. When do you think your country will be free from the impacts of COVID-19 (infections, restrictions, impacts)?

68%
of New Zealand 
consumers think 
COVID will stretch into 
2023 and beyond

16%
of consumers believe 
we will be free of COVID 
within the next 12 
month or less

Will COVID be 
around for a while?
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What is 
important to 
consumers in 
2022, and how 
will it influence 
decision 
making?
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New Zealand consumers have 
re-evaluated their priorities

12% 
have a totally different set of priorities than 2019 which 
will impact future buying behaviour significantly

47%
have re-evaluated a number of things which may 
influence future buying behaviour

Source: NielsenIQ 2022 Consumer Outlook Survey, Dec 2021 | Australia
Q. Which of the following statements best describes the impact that COVID-19 has had on your daily living and priorities?
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Recent experiences has brought holistic 
health into focus

Source: NielsenIQ Homescan Consumer Outlook Survey, March 2022 | New Zealand
Q. What areas, if any, will be more important to you over the next 12 months?

What is more important in next 12 months?
Net – More important minus less important

51.6
50.1

48.7
45.5

41.8
38.5

35.7
34.7

33.7
33.4

24.9
23.1

21.8
16.6
15.9

7.8
3.5
3
2.1

-19.7
-21.2

Mental Wellness
Physical Wellness

Stress Management/ Relaxation / Sleep
Saving for unforeseen circumstances

Planning for the future
Access to basics for all (Shelter, Food, Health Care)

Work Life Balance
Financial/Job Security

Relationships + emotional support
Ability to socialise with friends/family

Access to trustworthy media
Caring for society s vulnerable groups

Sustainability/ Environmental Practices
Local Community Support

Location of work/study
Access to technology (devices, apps, online)

Career/Education Advancement1
Travelling locally

Access to in home entertainment (netflix, gaming)
Travelling globally

Attending out of home events

■ Work & Finance ■ Health & Relationships ■ Society ■ Leisure & Entertainment
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Focus on attributes that matter most to consumers now
More likely to buy: Purchase preference change over the last 2 years

Source: NielsenIQ Homescan Consumer Outlook Survey, March 2022 | New Zealand
Q. How have your brand and product purchasing preferences changed over the last 2 years (since COVID -19)? (net more – less likely to buy)

Health & hygiene Origin and 
experience

Cost and quality Convenience and 
time saving

Social and 
sustainable

Hygiene/safety 
claims

+27 From my local 
neighbourhood

+27 Affordable/lower 
prices

+56 Makes working at 
home more 
enjoyable

+10 Environmental/ 
sustainable

+16

Fresh Produce +24 Local country 
origin

+21 Private Label/ 
Store brands

+17 Makes household 
chores easier/less 
time

+8 Ingredient/ supply 
chain 
transparency

+15

Healthier 
options

+23 Known and 
trusted

+17 Luxury/ 
indulgence

-40 Home delivery 
kits

-15 Socially 
responsible

+14

Nutritional 
benefits

+18 Foreign/overse
as products

-28 Premium at 
home treats

-11 Prepared/ 
instant snacks

-20 Support diversity 
and inclusion

+9
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Working from home creates new behaviours, opening the door for new 
opportunities

Source: NielsenIQ 2022 Consumer Outlook Survey, March 2022 | New Zealand
Q. Which of the following statements do you agree with?

Work from home full-time/hybrid – Index to average households

218

190

164

163

161

154

142

139

132

132

130

128

126

125

125

124

123

121

120

119

119

I spend less money by not commuting to work

Open to trying new products/service that make working from home a better experience…

I shop online because I'm home to receive deliveries

It 's hard to balance home and work demands

I consume very different products depending on where I work/study (e.g. home vs office)

I do not pick up groceries on my commute as much as before

I get more meals delivered/takeaways

I eat and drink more (quantity and occasions)

I would live in a different location if I could

I have shopped via social media channels (based on influencer link; shop within app;…

I shop at different store locations than I did pre COVID-19

I do more household chores

I get bored eating and drinking the same things

I snack more

I am less concerned about my appearance

I share meals/breaks with my household throughout the day

I shop online to limit my exposure to r isks in store

The way I cook/prepare meals is very different than pre-covid

I find it hard to eat/drink healthi ly

I have changed living location since the onset of COVID-19

I have a different set of products that I buy online vs in a physical store

Commuting less impacts store 
trip frequency and increases 
online shopping, presenting a 
long-term impact for 
convenience stores
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NZ Ministry of Health smoking statistics

Source: https://minhealthnz.shinyapps.io/nz-health-survey-2020-21-annual-data-explorer/_w_36314dee/#!/explore-topics


