
AUSTRALASIA
Bidfood Australia and Bidfood New Zealand 
make up the Bidfood Australasia division, 
acquired into the group over 20 years’ ago, 
in 1995 and 2000 respectively, a full end-to-
end national foodservice offering.
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FATALITIES

Zero
fatalities for the 
past 5 years

Phil Struckmann
Bidfood New Zealand

OUR CHIEF EXECUTIVES

Bidfood Australasia pride themselves on offering the industry’s 
most comprehensive product range, broadest market coverage, 
economies of scale and one-stop solutions. The division is an 
innovator and leads the industry in the development of 
ecommerce solutions. Sustained investment in training and 
technology ensure high levels of service, efficiency, quality 
and accreditation.

Bidfood Australia is the nation’s leading distributor with divisions 
across foodservice, meat and liquor. Committed to innovation, 
service delivery and the continual invigoration of product range. 
Their ability to remain the leader in these three areas, while 
working closely with their customers, is what sets Bidfood 
Australia apart. The team continues to run a successful and 
dynamic business, with a great deal of passion in serving the 
correct customer base, embracing the benefits of smart 
procurement and manufacturing best practice, whilst leading 
the pack in technological innovations.

Bidfood New Zealand is New Zealand’s leading national wholesale 
food distributor, made up of four divisions: Foodservice, Fresh, 
Processing and Logistics. Together, all divisions provide the 
foodservice and hospitality industry with a complete range 
of food and non-food products. Linking the distribution of 
22 500+ products to over 18 000 customers. Bidfood NZ can 
service commercial food businesses of all sizes, from a small 
cafe through to the largest national businesses in New Zealand.

COVID

While there are some positive shoots appearing, the Australasian 
operations have been very much in survival mode over the last 
quarter of the 2020 financial year.

Australia performed remarkably given the tough conditions, 
not only with the impact of the COVID pandemic, but also off 
the back of the prolonged drought and the national bush fire 
crisis. Focus throughout remained on motivating staff and keeping 
the management team positive throughout this tumultuous time of 
uncertainty. There were some wins noted, with labour costs well 
controlled, reducing inventory levels, collecting debtors and in 
doing so generating cash. Good feedback from customers was 
received, commenting that Bidfood Australia did a great job in 
remaining open and servicing those customers in need.

In NZ, the hospitality industry remains vulnerable, with the 
absence of foreign tourists and the end of government financial 
support looming large as potential roadblocks to a sustained 
recovery. Our post-lockdown strategy of engaging proactively 
with customers on managing debt, and aggressively pursuing 
sales, has, however, paid dividends, with the debtors’ book 
looking much better than expected, and the business seeing a 
significant jump in market share.

Bidfood Christchurch fleet,  
New Zealand.

Bidfood Truganina, Australia. Bidfood Victoria warehouse, Australia.

Jeffersons, Bidfood Australia’s 
Own Brand.

Social distancing,  
Bidfood New Zealand.

Bidfood Processing, Auckland,  
New Zealand.

Bidfood Victoria, Australia.

TOTAL EMPLOYEES

4 095
2019: 4 704

13%

Bidfood New Zealand has a staff 
complement of just more than 2 100 
people, 27% of whom are women. Staff 
numbers are down on the prior year 
following the impact of COVID and the 
financial strain placed on operations. In 
response to the COVID lockdown, the 
operations implemented a 20% reduction 
in hours worked which remained in place 
until June 1. The team responded 
exceptionally well to the stress and 
challenges of the lockdown. Once activity 
resumed, and the reduced activity levels 
noted, management decided to make the 
tough decision to restructure the labour 
resource. 

OUR PEOPLE ARE THE HEARTBEAT OF THE 
ORGANISATION AND REPRESENT THE MOST 
VALUABLE ASSET TO OUR COMPANY.

Through intentional proactive investment in people, 
technology, the community and environmental management, 
Bidfood Australasia aims to make a positive contribution to 
real long-term sustainability.

Bidfood Australia employs nearly 2 000 people nationwide across 
the entire branch network, with just less than one third of the team 
being female. Employee numbers are down following the sale of 
Australia Fresh and Logistics operations. To ensure our continued 
success as Australia’s premier foodservice distributor, our strategy 
is to empower our people through entrepreneurship, incentivisation 
and decentralised management. Team members are also provided 
with continual support and development opportunities where 
necessary.

I think the team has done an amazing job in this difficult 
time and I feel very confident that we will be a stronger 
business on the other side of this pandemic. There will 
be some really positive things that come out of this 
experience and we look forward to getting back to the 
good times ahead. Well done to the absolutely fantastic 
Australian team, from the warehouse pickers and the 
drivers to the admin and finance teams, everyone has 
really gone out of their way to show support and do 
whatever was necessary to get us through.

Rachel Ruggiero
CE, Bidfood Australia

To finish the year where we have, 
is a matter of considerable pride for 
our team. Our staff have risen to the 
challenge, none more so than our 
management team, who have guided 
the business through a time which 
no amount of disaster planning could 
ever have predicted or prepared us 
for. The dedication, commitment and 
good humour which they threw into 
the path of adversity is an absolute 
credit to each and every one of them. 
To be a part of that, is a humbling 
experience, but also one that fills me 
with confidence in our ability to meet 
whatever the future holds.

Phil Struckmann
CE, Bidfood New Zealand

Rachel Ruggiero
Bidfood Australia

2019: R1,8m
R2,1m

EMPLOYEE 
TRAINING SPEND

COURSES 
TRAINED

509

2019: 594

MALE 
EMPLOYEES

2019: 3 443
2 991 13%

FEMALE 
EMPLOYEES

1 104
2019: 1 261

12%
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REVENUE

R29,0bn
2019: R31,1bn

7%

TRADING PROFIT

R1,9bn
2019: R2,1bn

10%

Financial capital

AUSTRALASIA

Revenue was down 7%, to R29,0 billion (2019: 
R31,1 billion), a good result on the back of a difficult 
first three quarters and a very tough last quarter. Trading 
profits reported were 10% lower at R1,9 billion (2019: 
R2,1 billion). Australasia remains the largest profit 
contributor in the group.

The onset of the COVID pandemic was a game-changer 
over the last quarter, with sales recording a low of 35% 
of its 2019 demand in the week of April 19, however, 
recovering to 89% of the 2019 level by year end.

Australia performed remarkably given the tough 
conditions, not only with the impact of the COVID 
pandemic, but also off the back of the prolonged drought 
and the national bush fire crisis. Results were notably 
impacted by the overall slowdown in the foodservice 
market, and the inbound tourism market. Indications are 
the local tourism uptick is predicted to revitalise the 
foodservice industry.

New Zealand pushed through the low point of the 
COVID pandemic, with monthly sales being down 69% 
on prior month in April, recovering in June to only being 
marginally down on the prior year. This is an excellent 
result considering the complete shutdown of the border 
to international visitors and demonstrates the resilience 
of our industry when people can once again move 
around freely.

Sales and profit were slightly ahead of expectation at H1, 
however, the COVID pandemic terminated all international 
tourism, a key category of customer. Some relief has 
been experienced in the surge of domestic tourism. 

Intellectual capital The Bidfood difference

ECOMMERCE 
PLATFORM SALES

2019: 58%

64%

As the most advanced and extensive online ordering facility in 
the Australasian foodservice industry, myBidfood allows you to 
easily and quickly order everything Bidfood: 
• Order products across foodservice, meat and liquor in one place
• View industry-leading product specifications
• Access real-time stock levels, arrival times and pricing
• Save time with custom order templates and auto ordering

myBidfood allows you to easily and quickly order everything you 
need across foodservice, meat and liquor at your convenience. 
It also assists you to improve productivity and reduce costs with 
a range of innovative tools and features.

Bidfood branches responded to the need in the peak of the 
COVID crisis by offering individuals access and the ability to order 
online, for the home delivery service. They are still offering a limited 
home delivery service, and simply incorporate this onto one of the 
regular delivery runs.

17%
of 2020 divisional revenue

OWN BRAND

2019: 15%

Caterers Choice, 
Bidfood Australia.

PRODUCT SKUs (#)

86 141
2019: 97 747

12%

2020
38%

26%

30%

6%

Frozen

Chilled

Ambient

Non-food

PRODUCT PORTFOLIOSUPPLIERS (#)

3 048
2019: 3 711

18%

VEHICLES (#) 

1 200
2019: 1 308

8%

DEPOTS (m2)

317 066
2019: 297 383

7%

2020
capex

84%
Depots

11%
Vehicles

5%
IT

A significant benefit to the Bidfood Australia business in navigating the 
restricted movement during the peak of the pandemic has been the 
strategically placed multiple depot approach, ensuring we are able to 
source, service and distribute locally. Many mid-size branches, within 
easy reach of suppliers and customers, have been a distinct advantage 
over the single large distribution centre model.

The focus for this division, in line with group strategy, is on free trade 
growth. This means focus on growth at the correct margins. Free trade 
growth is a key driver for the metro multiple-depot approach. 

We want to make sure that our customers get prompt deliveries. If they 
order from us when they finish at night, they should get their delivery 
early the next morning, and if they order in the morning, they get it that 
afternoon. That’s what we do across multiple temperature zones and 
many different products.

At the cornerstone of any business, is the strength of the relationships 
it fosters. From customers and suppliers through to industry bodies, 
Bidfood Australasia has continually advanced relationships with 
stakeholders at every level of the foodservice industry.

All of the Bidfood New Zealand depots are multi-temperature facilities 
with HACCP-accredited food safety programmes. The trucks that 
make up the delivery fleet are portioned to ambient, chilled and frozen 

products ensuring integrity throughout the supply chain. We have a 
large distribution network and it is easy for us to get our branches to 
take on new lines.

Bidfood Australasia infrastructure investment over the year was 
just less than R1,0 billion, 84% of which was invested into new depots, 
11% into new vehicles, and 5% into bolstering the IT environment, 
especially through the COVID induced remote working environment. 

Dandenong, Launceston, Bendigo, and Cairns were new sites opened 
in Bidfood Australia. Festival Melbourne moved into the Truganina site, 
as the Brisbane corporate site construction commenced and opened 
in May 2020. Some downscaling of sites was noted through merging 
the Festival sites in Adelaide and Melbourne into the local foodservice 
operation.

Bidfood NZ capex investment was driven mainly by the investment in 
new depots in Hobsonville, Auckland and New Plymouth. Infrastructure 
investment was put on hold for all projects that had not commenced 
by March 2020, Auckland North and New Plymouth depots were 
completed, with Christchurch Foodservice nearing completion at 
year end.

HARDWARE*

R15,6m
2019: R14,2m

SOFTWARE

R35,4m
2019: R20,9m

R51,0m
2019: R35,1m 45%

INVESTMENT IN IT

* Hardware includes IT and office equipment.

Bidfood Australasia has strong, collaborative relationships with leading 
brands from around the world. Bidfood is focused on building mutually 
beneficial partnerships with our suppliers so that both businesses can 
grow alongside each other. We recognise the critical role each supplier 
plays in our business and those of our customers. 

Our purchasing teams work closely with all our trading partners to 
monitor activity, while keeping up with the latest trends and product 
innovation available both nationally and internationally, ensuring we 
are first to market.

Food safety is our number one priority. Poor food safety practices in 
the food supply chain can have a devastating effect on our customers’ 
businesses. Bidfood’s certified 
HACCP-based food safety 
programme ensures products 
have been sourced from 
food safe compliant suppliers 
and handled in a food safe 
environment, maintaining 
the cool chain right to your door. 
The programme is independently 
audited every year.

Strategic focus on the preferred customer categories in the past has 
delivered, as aged care, cafes, restaurants and pubs recovered quickly 
post-lockdown, where large scale catering for events and venues have not 
yet been able to reopen.

Service, understanding and innovation is key –  
We call it “The Bidfood Difference”.
We’ve developed customer focused business 
systems to help reduce supply chain cost. Just 
some of the many free tools include:
• Online ordering
• Product information including  

allergens, ingredient information 
and seasonal planners

CUSTOMERS (#)

40 820
2019: 45 599

10% 2020

67%

13%

11%
9%

Independent

Chain

Logistics

Retail and other

CUSTOMER MIX

CAPEX INVESTMENT

R990,9m
2019: R1 211m

18%

Manufactured capital

Why choose us? 
National reach, local service,  

convenient online ordering, free delivery.

The Cool Gardener,  
Bidfood New Zealand.

New darker livery on our  
Bidfood New Zealand vehicles.

• Live price and stock availability
• Recipe costing and menu 

planning
• Ordering templates

Notwithstanding this 
improvement, the hospitality 
industry remains highly vulnerable 
with the absence of foreign 
tourists and the end of 
government financial support. 
New service options were 
introduced such as home 
delivery, and new relationships 
established such as the 
Civil Defence department has 
added Bidfood New Zealand 
to the approved national 
contractors for food supply 
in times of crisis.

of 2020 divisional revenue

Trade Show,  
Bidfood New Zealand.
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AUSTRALASIA

The waste produced by the distribution 
centres is mainly packaging waste such as 
cardboard, filming plastic, wood and food 
waste. The continued focus on cost 
control, recycling and reuse remains 
a priority. Bidfood works with suppliers 
to minimise packaging and to choose 
packaging that is biodegradable and/or 
organically based.
Operations have partnered with community 
projects to combat the war on waste. 
Training programmes, awareness 
campaigns and internal policies adopted 
all help to reduce waste.

Food waste 
(tonnes)
2019: 47

47

Waste recycled 
(tonnes)
2019: 7 440

7 438

Waste to landfill 
(tonnes)
2019: 14 780

16 172

SCOPE 3 EMISSIONS (tCO
2
e)

9 644
2019: 8 828

9%

Natural capital

Fuel (kilolitres)
2019: 10 871

9 783

Gas (tonnes)
2019: 192

166

Aircon gas (tonnes)
2019: 1,3

3,3

Grid electricity 
(kWh)
2019: 83 933 181

73 937 753

Non-grid electricity 
(kWh)
2019: 719 898

1 891 877

SCOPE 1 EMISSIONS (tCO
2
e)

(excl refrigerants and aircon gases)

26 543
2019: 29 462

10%

SCOPE 2 EMISSIONS (tCO
2
e)

42 480
2019: 51 040

17%

SCOPE 1+ EMISSIONS (tCO
2
e)

(only refrigerants and aircon gases)

5 423
2019: 4 663

16%

In order to minimise the diesel usage 
recorded, Bidfood Australia has ordered 
its first electric truck and is building smaller 
sites that are closer to customers to 
reduce the length of delivery runs. The 
vehicles are constantly monitored for 
performance by GPS to educate drivers 
on speeding, heavy acceleration and 
idling time. Bidfood NZ is committed to 
investing in eco-friendly hybrid trucks 
when expanding the existing fleet.
Embracing technology to minimise 
emissions, such as:
• Track and trace for trucks
• SMART lighting in depots creating 

efficiency
• Sophisticated solar technology for 

reducing energy consumption
• Online communication

Increase in aircon gas usage recorded 
relates to the set up of the new Bidfood 
NZ Auckland site.

BIDFOOD
AUSTRALASIA’S 
CARBON EMISSIONS (tCO

2
e)

84 090
2019: 93 993

11%

MUNICIPAL WATER 
(kilolitres)

303 753
2019: 355 421

15%

Electricity is mainly used by refrigeration 
units in the production of cold storage 
space. To a lesser extent, electricity 
is used for lighting, material handling 
and some light manufacturing and 
admin activities.
Investment into new sites are built with 
more efficient ammonia-based 
refrigeration, LED lighting, and solar, so the 
electricity usage is expected to decrease 
annually as these upgrades are 
implemented.
Bidfood NZ have invested in solar 
installations at the Hobsonville depot 
in October 2019.
There are seven solar systems installed 
on sites in Australia. The generation 
capacity of the solar systems ranges from 
90kWh at smaller sites, up to 290kWh at 
larger sites. Solar systems are designed 
to provide for the energy needs of the site 
with excess electricity being fed back to 
the electrical grid. The electricity generated 
by solar is also eligible for the creation 
of Large Scale Energy credits with the 
Renewable Energy Regulator which are 
sold to utilities and reduce the payback 
period of the solar system.

AUSTRALIAN CULINARY FEDERATION
Bidfood is proudly a part of the foodservice industry in Australia 
and is committed to supporting its growth. Highlighting this is 
the partnership with the 
Australian Culinary 
Federation (ACF), 
the peak industry 
organisation representing 
professional chefs, cooks, 
apprentices and culinary 
students. Bidfood 
continues to sponsor 
Australia’s Nestlé Golden 
Chef’s Hat Award.

DANIEL MORCOMBE FOUNDATION
Bidfood Australia raised A$80 000 in the fundraising 
event known as “Day for Daniel”, Australia’s largest day 
of action to raise awareness of child safety, protection, 
and harm prevention. 
Day for Daniel honours 
the memory of 
Daniel Morcombe. 

Bidfood has supported 
the Daniel Morcombe 
Foundation since 2011.

Bidfood Australia has 
announced it will eliminate 
caged eggs from its supply 
chain by 2025 commencing 
with the removal of caged 
eggs from its Own Brand 
range by 2023. As the 
country’s leading foodservice 
distributor, Bidfood Australia 
supplies over 115 million 
eggs to the foodservice 
industry each year including 
restaurants, cafes, hospitals, 
hotels and schools. 

Bidfood Australasia fully accepts the responsibility that comes with being a leading business within your 
operating territory. With a focus on both the foodservice industry and the wider community, we aim to make 
a meaningful contribution.

Social and relationship capital

RECONCILIATION AUSTRALIA
We recognise that diversity and inclusivity makes good business sense. 
Bidfood Australia has partnered with Reconciliation Australia to develop 
a plan applying cultural learning, respectful business practice and the 
promotion of Aboriginal and Torres Strait Islander employment.

BIDFOOD NZ CULINARY SCHOOLS 
SPONSORSHIPS:
• Bidfood NZ is a sponsor for the National Secondary 

Schools Culinary Challenge
• Bidfood Rotorua proudly sponsors this awesome event for 

Junior Chefs of Aotearoa.
• Bidfood NZ sponsors the Outstanding Café Award and is 

principal food sponsor for the Lewisham Awards 2019.

Fuel and gas Power Waste

Water

Bidfood mostly records municipal water 
used to clean meat and cheese processing 
facilities and for personal hygiene facilities. 
Water usage recorded has decreased 
mainly due to continued maintenance of 
facilities, closure of old facilities being 
replaced by newer, more efficient sites. 
Bidfood NZ further identified that in the 
prior year reporting, wastewater had been 
included in the water used reported. This 
has not been quantified accurately and 
therefore has not been restated. 

GRAEME DINGLE FOUNDATION
For the past 12 years, having donated over NZ$850 000, 
Bidfood is proud to have partnered with the Graeme Dingle 
Foundation, an established charity and leader in positive 
child and youth development. Bidfood NZ sponsors the 
annual Project K Excellence award, a positive youth 
development programme 
that targets 13 to 15-year 
olds with untapped 
potential, with the goal 
of improving their social, 
mental and physical 
well-being. The 14-month 
programme builds 
self-confidence, promotes 
health and education 
skills and helps students 
to set and achieve goals 
with the support of 
trained adult mentors.

KICKSTART FOR KIDS

Bidfood Australia is also proud to partner with the KickStart 
for Kids programme. If children are hungry or encounter 
hardship, they are not able to fully engage at school, 
therefore, not achieving educational outcomes. KickStart 
for Kids endeavours to level the playing field.

BIDFOOD AUSTRALIA JOINS 
BIDFOOD NZ IN DUMPING 
CAGE-EGGS! 

This past year has been particularly tough for the Australian 
farmers due to heart-breaking drought conditions and the 
catastrophic bush fires. The farming community is an integral 
part of Bidfood’s day-to-day business. Through Rural Aid’s 
Buy a Bale campaign, Bidfood Australia donated a bale 
of hay on behalf of each of its team members. This is a 
donation of $45 680 or 2 284 bales of hay provided directly 
to Australian farmers.

“BUY A BALE”

Solar panels, Bidfood Australia.
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