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Survey Summary 

• Over 98% of respondents have an understanding of the FGCC. 
• Suppliers remain reticent to raise an issue with CCM or ACCC.  
• Significant opportunity to improve awareness of the CCM and their role. 
• Significant improvement at Woolworths in compliance and buyer 

knowledge, retail practices remain steady. Minor improvement at Coles in 
compliance and buyer knowledge, however retail practices have weakened. 

• Limited number of FGCC issues at Aldi, some issues recorded at 
Woolworths, greater number reported at Coles.  

• Problematic behaviours:
• Range review and shelf allocation principles are not clearly articulated.
• De-listing remains a contentious topic. 
• Request for payments as a condition of stocking or listing a product. 

• Strong support for whole of industry to become signatories.
• Non-FGCC issues include price adjustment process and request for 

margin/profit support.  



Who took part? 

2015 = 
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2016 = 
53

2017 = 
37 

2018 = 
68 
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94% of the 
organisations that 

completed the 
survey are AFGC 

members 

Many companies operate in multiple categories. 



Participant Attributes  

7.35%

11.76%

20.59%

33.82%

26.47%
10-49
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Number of Employees

1.47%

19.12%

41.18%

13.24%

25.00%
$0-10M
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$101-500M

$501-1000M

> $1B

Head Office Location

Turnover ($Aud)

81%

19%

In Australia

Outside of Australia

19% CEO’s
50% Sales Executives 

and  
25% National Account 

Managers
completed the survey   



Respondents supply

The majority of respondents supply Aldi, Coles and Woolworths

2.94%

73.53%

94.12%
97.06%

AboutLife Aldi Coles Woolworths



Awareness of FGCC 

Over 98.5% of respondents are aware of the FGCC.
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Grocery Supply Agreement
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FGCC Training 

Of the respondents 90% have undertaken training, the majority with 
AFGC’s training partner, NextGen. 

44%

46%

7%
3%

Yes - training widely undertaken in
my business

Yes - some key people have been
trained

No

Not sure



Participants awareness of the Code 

Compliance Manager (CCM)

There remains significant room for improvement to ensure suppliers are aware of who 
the CCM is and how to contact them.   
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CCM cont. 

Suppliers remain hesitant to raise 
issues with the CCM. 
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Retail Buyers 
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Raised an issue with the Retail Buying Team 

Addressed satisfactorily and in a timely manner

First year this questions was asked. 
Suppliers more prepared to raise an issue 
with the retail buying team. 
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Retailers Compliance to FGCC
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Buyers Knowledge of FGCC
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Retailer Practices Comply with FGCC 
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Success Factors – Coles  

On a scale of 1 to 5 (with 1 = no improvement and 5 = significant improvement) 
how would you rate the following critical success factors in your dealings with 
Coles over the past 12 months? 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

The culture has changed to a more collaborative
approach

Comfortable to raise issues with the retailer when
treated unfairly

Greater influence over terms of supply

Clear advice and guidance published

The whole supply chain is working more effectively

1 2 3 4 5



Success Factors - Woolworths 

On a scale of 1 to 5 (with 1 = no improvement and 5 = significant improvement) 
how would you rate the following critical success factors in your dealings with 
Woolworths over the past 12 months? 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

The culture has changed to a more collaborative approach

Comfortable to raise issues with the retailer when treated
unfairly

Greater influence over terms of supply

Clear advice and guidance published

The whole supply chain is working more effectively

1 2 3 4 5



Success Factors – ALDI  

On a scale of 1 to 5 (with 1 = no improvement and 5 = significant improvement) 
how would you rate the following critical success factors in your dealings with ALDI 
over the past 12 months? 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

The culture has changed to a more collaborative
approach

Comfortable to raise issues with the retailer when
treated unfairly

Greater influence over terms of supply

Clear advice and guidance published

The whole supply chain is working more effectively

1 2 3 4 5



Compliance Issues – Coles  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Late payments

Deductions off invoice or remittance without your consent

Payment as compensation for 'shrink'

Inability to re-negotiate 'waste' agreements

Request for payment as a condition of stocking or listing a product

Request for payment for better positioning or increase in shelf space

Retailer cancelling promotion or reducing the order by more than 10%

De-listing - without reasonable notice

De-listing - without genuine commercial reason

De-listing - as a result of a complaint or dispute you had with the retailer

Material changes to supply chain procedures without advising and discussing with you

Infringe intellectual property and confidential information in relation to private label

Forensic claims from third party audits going back more than 2 years

Use of B prefix or similar to advise you of non-genuine product de-listings potential

Lack of clarity on ranging and shelf space allocation principles for your products

Yes No



Compliance Issues – Woolworths 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Late payments

Deductions off invoice or remittance without your consent

Payment as compensation for 'shrink'

Inability to re-negotiate 'waste' agreements

Request for payment as a condition of stocking or listing a product

Request for payment for better positioning or increase in shelf space

Retailer cancelling promotion or reducing the order by more than 10%

De-listing - without reasonable notice

De-listing - without genuine commercial reason

De-listing - as a result of a complaint or dispute you had with the retailer

Material changes to supply chain procedures without advising and discussing with you

Infringe intellectual property and confidential information in relation to private label

Forensic claims from third party audits going back more than 2 years

Use of B prefix or similar to advise you of non-genuine product de-listings potential

Lack of clarity on ranging and shelf space allocation principles for your products

Yes No



Compliance Issues – Aldi 
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Late payments

Deductions off invoice or remittance without your consent

Payment as compensation for 'shrink'

Inability to re-negotiate 'waste' agreements

Request for payment as a condition of stocking or listing a product

Request for payment for better positioning or increase in shelf space

Retailer cancelling promotion or reducing the order by more than 10%

De-listing - without reasonable notice

De-listing - without genuine commercial reason

De-listing - as a result of a complaint or dispute you had with the retailer

Material changes to supply chain procedures without advising and discussing with you

Infringe intellectual property and confidential information in relation to private label

Forensic claims from third party audits going back more than 2 years

Use of B prefix or similar to advise you of non-genuine product de-listings potential

Lack of clarity on ranging and shelf space allocation principles for your products

Yes No



Most Impactful Issues 

Retailer behaviours that significantly impact business.

“Product deletions used as a 
negotiation tactic where large 

portions of a portfolio are l isted as 
potential deletes despite strong 

performance, margin 
improvement is then often 

required to guarantee continued 
ranging.” 

“Range Reviews - No clarity on 
shelf space principles and 

genuine commercial reasons 
are not really valid or have 

been constructed to deliver the 
outcome desired.” 

Delisting
(notice,
reason)

Range Review
Process

Margin
support

Time wasting
retail asks

Claims Waste
payments



Suggested Additional Inclusions for 

FGCC 

Behaviours that should be covered by the FGCC 

“Cost price increase submissions 
and the difficulties associated 
having to go through a lengthy 

process for justification with no 
guarantee.  Having been told that 

a price rise would be accepted 
only if there's a deferred 

payment.  Or a mitigation 
strategy to off set the increase -
actions that defeat the purpose 
of addressing rising costs that 

adversely impact our business. 

Requests for
margin/profit

Range review
protocols

Improved
retailer

coverage

Cost price
process

Level playing
field for P/L

Improved
oversight



ACCC

Main impediments of raising an issue with ACCC

71.88%

54.69%

45.31%

37.50%

28.13%
25.00%

10.94%

Fear of trading
retribution

Not confident that
confidentiality will

be maintained

Prefer to address
the concern

ourselves

Don't think ACCC
can do anything to
address my issue

Don't think the
concern is

important enough
to involve the

ACCC

We see the issue
as a normal way of

doing business

We do not think
the ACCC will take
the issue seriously

The role of the 
ACCC

80% understand
5% do not 

15% unsure  



ACCC cont. 

What would encourage you to raise an issue with ACCC? 

“ACCC process in dealing with these 
matters has shown that there is a lack 
of confidentiality and it does open the 

way for retribution. Also the ACCC lack 
commercial understanding and 

experience with many issues so take 
an over legalistic approach to all  

matters. These things would need a lot 
of work before we had any confidence 

in raising issues with the ACCC.” 

“Not much really... my impression is 
that if you raise an issue with the 

ACCC, the major retailers would see 
this as an act of war and all  other 

trading with them will  be impacted.  
ACCC is last resort when nothing left 
to lose.  There needs to be another 

way.”

“If retaliative action from the 
retailer could be mitigated, and if 

the 'breach' would be of large 
enough proportion. Often there 

are behaviours contradicting the 
code, but the value of each 
breach may not be high, but 

there are many of them through 
a year.“

Confidentiality
/ Anonymity

Business
disruption

Nothing Guarantee no
retribution

Reasonable
time frame

Action taken



Who else should sign? 

There is a very strong view that the Code should 
have ‘whole of industry’ application. 

95.31% 98.53%
91.94%

84.48%

65.00%

4.69% 1.47% 8.06%
15.52%

35.00%

Costco Metcash Independents Pure play on-line Other

Yes No



AFGC thanks those 

organisations that 

responded to the 

survey. 


