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Corporate Responsibility

Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY

PRODUCT DESIGN

PACKAGING

TIMBER

CHEMICALS

Achievements 2010/11

16,500

Eco House

81%

Independently
verified eco
products

Refurbishment
project to trial the
latest green
technologies

Volume of timber
sourced from
proven well
managed or
recycled sources

Challenges 2010/11
n

We have developed a number of innovative eco products this year, but
recognise that further work is needed to make sustainable product
innovation intrinsic to our business model.

n

Our businesses offer customers a range of energysaving products
within their eco product ranges, but we also need to focus on
measuring and improving the energyefficiency of our wider product
ranges.

n

There was a 6% increase in weight of ownbrand and exclusive brand
packaging per £ million sales over the past year. Also, the process of
gathering Groupwide packaging data has been a challenge – data is
currently only available in the UK and France.

n

We are committed to removing chemicals of concern in products, but
need to do more work with our suppliers to find alternative substances.

Future priorities
n

To be at the forefront of sustainable product innovation.

n

To incorporate sustainability into the design of all our products and
packaging, not just eco products.

n

To create a wider range of eco products and continue to make them
affordable for the mass market.

CR snapshots
Eco House – B&Q UK
B&Q UK has launched an Eco House
refurbishment project to investigate and
showcase ecoliving. A house near Southampton
is being fitted with eco improvements to turn it
into a One Planet Home®. The endofterrace
threebedroom house will act as a testbed to
trial new green technologies
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Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY

PRODUCT DESIGN

PACKAGING

TIMBER

CHEMICALS

Activity

Product design: Achievements 2010/11

16,500
Independently
verified eco
products

Eco product Eco House
verification Refurbishment
New independent
verification process
for all eco products

project to trial the
latest green
technologies

Eco products
Around 25%1 of carbon emissions come from the home. As one of the world's leading
home improvement retailers, Kingfisher is in a unique position to help consumers make
their homes more sustainable at lower cost.
Our two largest businesses, B&Q UK and Castorama France, offer customers an
extensive range of eco products – stocking a combined total of around 10,000 eco
products. At B&Q UK, the eco range is called One Planet Home®. At Castorama France,
eco products are highlighted to customers through the 'C'est Éco' logo. Our other
businesses are also working to expand their eco ranges, for example, Brico Dépôt
France offers customers around 1,500 eco products and Brico Dépôt Spain has around
1,200. Our businesses stock a combined total of over 16,500 independently verified eco
products.
In 2010/11, Group sales of eco products totalled £1.1 billion – accounting for 10.5%1 of
total retail sales across the Group. See the section on Group performance – business
opportunity for more information on eco product sales.
We define a product as eco if it has either an eco function (i.e. it helps customers reduce
their environmental impact) or it has specific environmental credentials (e.g. made from
recycled materials). Kingfisher has eco product guidelines to help its businesses identify
and classify eco products. These identify six eco product categories:
n

save energy e.g. low-energy light bulbs, insulation, renewable energy technologies,
energy-efficient appliances

n

save water e.g. water butts, mulch, aerating taps and showers, water-efficient
washing machines / dishwashers

n

conserve nature e.g. bird feeders, bird and bat boxes, FSC-certified timber products,
plants or seeds recommended by local wildlife organisations

n

grow your own e.g. seeds (herb, fruit and vegetable), grow bags, propagators, peatfree compost, organic fertiliser / pest control

n

reuse and recycle e.g. compost and recycling bins, products made of recycled
materials, rechargeable batteries

n

healthy home e.g. minimal VOC paint, eco cleaning products.

Kingfisher has worked with sustainability experts BioRegional to establish detailed
criteria for each category. The guidelines are updated annually with BioRegional to
ensure our eco product criteria reflect the latest developments in standards, technology
and sustainability.
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At the start of 2010, we introduced a new independent verification process to ensure our
eco products meet Kingfisher's criteria. BioRegional conduct an independent review – on
a quarterly basis – of every single eco product nominated by our businesses. In May
2011, Kingfisher won the Ethical Corporation Award on ‘sustainability commercialised'
for its work with BioRegional on eco products.
In 2011, we plan to develop new guidelines on 'best in class' eco products that will
enable us to track progress specifically on the most sustainable products in our ranges.
We are also working to help customers create more sustainable homes by providing
them with eco information and advice. For example, B&Q UK has trained 1,250 staff to be
in-store Eco Advisers and is trialling an 'eco shop' concept. See further details in the
section on Group Performance – engaging our customers.

Sustainable product innovation
Innovation is the life-blood of a retailer as modern consumers become more demanding.
We recognise there are significant business opportunities if we can position ourselves
on the cutting edge of eco product innovation.
In January 2011, B&Q UK launched an Eco House refurbishment project to investigate
and showcase the very latest in eco-living. The company bought a house in Bishopstoke
near Southampton which is being refurbished with eco improvements to turn it into a One
Planet Home®. The end-of-terrace three-bedroom house will act as a test-bed to trial the
latest green technologies. The initiative is aimed at understanding first hand the
challenges faced by homeowners who are converting their properties into low carbon
footprint dwellings.
In 2010, our businesses have worked closely with suppliers to develop a number of new
innovative 'best in class' eco products. For example:
n

B&Q UK has introduced a new carpet underlay made of 100% recycled clothing. In
autumn 2010, it launched a new Home Eco paint across larger stores, which is made
from paint collected from local authority recycling points. As Matt Sexton, B&Q UK's
Director of Corporate Social Responsibility, says: "The average UK household has 17
cans of partially used paint sitting in sheds and around 25% of paint ends up in
landfill. But if you take it to a recycling centre it can be given a new lease of life. Every
can of Home Eco paint sold will prevent three cans going to landfill". The company is
also trialling a powder based paint which consumers mix with water at home. B&Q UK
has also worked with a supplier to develop garden decking which looks like wood but
is made from recycled expanded polystyrene – a material that is not widely recycled
and is also beneficial because it requires minimal maintenance. This new product
will be launched in early 2011.

n

Castorama France has developed a new loft insulation product which is made of 85%
recycled polyester and is certified to the Oeko-Tex Standard, which means there are
no toxic substances in the fibre. It has also launched a Castorama Colours paint
range containing 95% natural ingredients. The company encourages innovation
among suppliers through its annual eco product award, now in its third year. First
place in the 2011 award went to an insulation product made from natural fibres
(recycled paper and wood).

n

Brico Dépôt Spain has launched a low cost solar panel kit, priced at €79, designed to
charge small electrical devices. In September 2010, the company's water-saving
products were highlighted by Forética, Spain's leading CR organisation, as the 'CR
initiative of the month' on their website / weekly newsletter. The products were
identified as an example of best practice in a Forética study on water management.

See further details of innovative eco products in the section new in store: eco.

Eco services
Our businesses can also help customers create more sustainable homes by providing
eco services such as home energy assessments and eco installations. We are
exploring new business opportunities in the growing market for home energy retrofits.
For example, B&Q UK is working closely with the government on ways it can help to
deliver home energy retrofits through the Green Deal (to be launched by the government
in autumn 2012).
B&Q UK is offering customers a full in-home energy assessment at its new 'energysaving centres' and pilot 'eco shops' (see details in Group CR performance – engaging
our customers). These are conducted by in-store Eco Experts who are qualified energy
assessors and help customers identify the most beneficial and cost effective energysaving measures for their home. A range of installation services are also offered at these
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stores, such as solar thermal water heating, insulation and boiler refits. At the store in
Sutton, B&Q has worked with the local council and other stakeholders to deliver home
energy retrofits to around 70 households in Sutton as part of a Green Deal trial (see
Group CR performance – business opportunity).

Eco design
Kingfisher has developed new guidance on eco-design for buyers which include a
specific focus on kitchen appliances. The guidance provides a best practice model for
vendors on ways that sustainability improvements can be built into the design of
products – using kitchen appliances as an example. Kingfisher worked with B&Q UK to
produce a number of case studies which included an in-depth review of environmental
life-cycle impacts.
During 2010, B&Q UK became one of the four founding partners of the Ellen MacArthur
Foundation, which aims to inspire people to rethink, redesign and move society towards
a circular economy. B&Q will be working with the foundation to help the company and
wider industry move towards a closed loop business model. One of the longer-term
goals of the partnership is to develop a design framework for products and materials in
order to realise new business opportunities in an era of increasingly expensive energy
and limited resources. In December 2010, B&Q UK's Director of Corporate
Responsibility gave a presentation on B&Q's journey towards closed-loop principles at a
conference organised by the Ellen MacArthur Foundation (see video – B&Q UK Closed
Loop Principles).
At B&Q China, a study was undertaken on eco design, focusing on the use of recycled
materials in paint brushes. This was part of a research project in collaboration with the
British Council in China, involving students from universities in both China and the UK.
In addition, we are also working on specific initiatives on energy-efficient products (see
below), sustainable timber sourcing, responsible use of chemicals in products and
packaging reduction.

Carbon footprint of products
In 2010, we worked with BioRegional on a study to measure the carbon footprint
associated with the supply chain impacts of our products. The carbon footprint was
calculated from financial data – using the calculation model Bottomline3 which identifies
the carbon emissions of products and services at every step of the supply chain. This
information helps to increase understanding of our supply chain impacts and will be
used to help inform our strategy for reducing our overall carbon footprint.
In addition, B&Q UK has worked with BioRegional to review the carbon footprint of its
goods-not-for-resale (GNFR). It has also started to work with paint suppliers to assess
and reduce the carbon footprint of paint.

Energy-efficient products
We want to make it easy for customers to create energy-efficient homes by offering a
wide range of energy-saving products and services such as in-home energy
assessments and eco installations (see section above on eco services).
All of our businesses are working to phase out the sale of incandescent light bulbs, with
our EU businesses working to comply with EU target dates. Our own-brand range of
energy-saving light bulbs (developed by the Kingfisher Sourcing Organisation) is sold in
B&Q UK and Castorama France stores. B&Q China has its own brand of energy-saving
light bulbs and developed specific environmental buying standards for lighting in 2010.
B&Q UK has buying standards on energy-using products, water-using products and
lighting. It has achieved its target for all the domestic washing machines, dishwashers,
electric cookers, fridges and fridge freezers it sells to be classified as 'A' rated or above
according to the EU energy standards by the end of 2010. B&Q UK has also made a
commitment for all new air-conditioning units to be 'A' rated.
Kingfisher is working to comply with the Energy related Products (ErP) directive – a
European framework for setting eco-design requirements for goods that consume
energy. Our businesses sell a wide range of products that fall within the scope of the
framework, including lighting, boilers and some household appliances.
The European directive seeks to improve the energy efficiency of products by setting
minimum performance standards for different product categories, known as
Implementing Measures. We have established a working group, with representatives
from across the Group, which focuses on compliance with the ErP directive including the
technical requirements. We are also developing our internal systems, including our
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quality management tool, to assess products for compliance with the ErP standards.
We are engaging with regulators (e.g. the European Commission and Defra), our
suppliers and external technical experts and testing houses to ensure the requirements
of ErP are effectively implemented across our businesses. We have worked with the
Energy Saving Trust (EST) in the UK to develop buyer guides to assist commercial teams
with the practical requirements of the Implementing Measures.
Kingfisher has also worked with the EST to achieve the Energy Saving Recommended
(ESR) accreditation for all compact fluorescent light bulbs sold under the B&Q and
Screwfix brand name in the UK. ESR calls for a higher performance standard than ErP
and also checks that there are consistent quality management processes in place. At
B&Q UK, all CFLs (compact fluorescent bulbs) are 'A' rated and LEDs (light emitting
diodes) are purchased to the highest ESR specification.
We are also working to reduce our own energy consumption in our stores and property
(see Group performance – climate change and Group performance – carbon footprint).

Inclusive design
We seek to work with suppliers to develop products which are inclusive in their design, to
meet the needs of disabled or vulnerable customers.
For example, B&Q UK has a wide range of simple-to-use products, designed to make
daily living easier for anyone who has difficulty with their dexterity, vision or mobility.
Castorama Poland sells a range of bathroom products that are specifically designed to
be easily used by older and disabled people.
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Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY
Activity

PRODUCT DESIGN

PACKAGING

TIMBER

CHEMICALS

Data

Packaging: Achievements 2010/11

£1 million

Innovate

Annual saving from
B&Q UK's reusable
Carrierpac for
kitchen worktops

Customers receive
mail order items
from Screwfix in
the smallest most
suitable packaging

We aim to work with suppliers to minimise packaging and increase use of recycled,
recyclable and compostable materials.
We currently gather data on packaging for own-brand and exclusive brand products from
our UK and French businesses (which account for 82% of the Group retail sales). They
reported 13.3 tonnes of packaging per £ million sales in 2010/11 – an increase of 6%
since the previous year. See packaging – data for notes about the scope of the data.
In order to drive improvement, we plan to set a packaging target by the end of 2011, as
part of our new 2020 CR vision. B&Q UK, our largest operating company, is a signatory to
a Home Improvement Sector Agreement, which includes a commitment to achieving a
15% reduction in packaging by 2012 (from a 2007 baseline). Moving forward, we will also
focus on extending the scope of our data collection.
Our UK and French businesses have developed a number of new initiatives to reduce
the environmental impact of packaging. For example:
n

B&Q UK is focusing on reducing packaging in key areas, including bathroom
accessories, kitchen taps, hardware and fires. During 2010, the company reduced
cardboard packaging by around 50 tonnes for bathroom accessories and by around
140 tonnes for kitchen taps. This has led to a saving of over £500,000 per year
through reductions in material, freight and handling costs. In addition, the use of
reusable Carrierpacs for kitchen worktops (introduced in 2008) has led to annual
savings of more than £1 million on packaging costs and around 1,200 tonnes of
cardboard. In 2010, the company also introduced a new reusable transit pack for long
kitchen items (e.g. plinths and cornices) which is expected to save around 400 tonnes
of cardboard waste per annum.

n

Brico Dépôt France worked together with Castorama France to provide training on
packaging for buyers at the Kingfisher Sourcing Organisation offices in Shanghai and
Hong Kong in June 2010.

n

Castorama France has embarked on a joint initiative with B&Q UK to engage with
vendors to reduce packaging on own-brand products. The first project is focusing on
packaging reduction for light bulbs.

n

Screwfix has started a project to reduce the amount of transit packaging used for
imports and a target has been set to save around 300 tonnes of cardboard a year.
Screwfix also uses a sophisticated process for ensuring that mail order items are
delivered to customer homes in exactly the right sized package, thereby reducing
unnecessary packaging. For example, four different sized Jiffy bags can be used
(rather than cardboard boxes) when packing small mail order items.

Our other businesses have developed action plans on packaging, but still need to do
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further work to meet the Group requirements on packaging set out in our Steps CR
programme.
At a number of our operating companies (including Brico Dépôt France, Brico Dépôt
Spain and Castorama Poland), the minimisation of packaging is intrinsic to the business
model to sell products to trade customers in bulk. For example, nails and screws are
displayed in open containers allowing customers to select the exact quantity they require;
small hand tools are on sale with no individual packaging.
B&Q UK is working to make packaging easier for customers to recycle through increased
use of materials that are widely recycled. It is also rolling out a new retail industry onpack recycling label for packaging, which was launched by the British Retail Consortium
(BRC) with support from WRAP (Waste Resources Action Programme). This is designed
to encourage recycling by providing easy-to-understand and recognisable symbols for
customers – avoiding potential confusion that can arise from different types of recycling
labels. To date, over 16,000 own-brand products have been labelled. B&Q UK aims to
make all own-label packaging recyclable by 2013 and to use 75% recycled content in
own-label packaging by the same date.
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Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY
Activity

PRODUCT DESIGN

PACKAGING

TIMBER

CHEMICALS

Data

Key performance indicator
Primary packaging –
own-brand and exclusive
brand products (tonnes
per £ million sales)

2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

u/a

u/a

u/a

u/a

12.6

13.3

2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

u/a

u/a

u/a

u/a

27,666

30,531

Detailed data
Product packaging –
own-brand and exclusive
brand products (tonnes)

Notes:
n u/a – data unavailable. Data on packaging was collected for the first time in 2009/10.
n

The data covers product packaging, sometimes referred to as 'primary packaging', for
own-brand and exclusive brand products.

n

It covers our UK and French businesses which account for 82% of total Group sales.

n

Data for 2009/10 has been adjusted to reflect improvements to our data collection
systems.

n

The data for Castorama France is extrapolated from data covering imported products
(imported products accounted for 37% of the total in 2009/10 and 33% of the total in
2010/11). The packaging regulations in France impose a tax on import packaging.

n

The 2009/10 data for Brico Dépôt France was extrapolated from data covering
imported products only (which accounted for 50% of the total). The scope of the data
collection was extended to cover all own-brand and exclusive brand products in
2010/11.

n

The data for B&Q UK is collected for all packaging and then an estimate is made for
the own and exclusive brand products based on the sales value.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement

© Kingfisher plc 2011 |

Page 8 of 109

Corporate Responsibility

Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY
Activity

PRODUCT DESIGN
Targets

PACKAGING

TIMBER

CHEMICALS

Data

Timber: Achievements 2010/11

81%

1st

Recognition

Volume of timber
sold from proven
well-managed or
recycled sources

B&Q UK is the first
major retailer to
buy 100% of timber
products from
proven wellmanaged sources

Overall winner of
the 2010 Business
Commitment to the
Environment
Award for
spearheading
sustainable timber

Sustainable timber sourcing
Our businesses sell a high volume of timber and products made from or containing
wood. Therefore the choices we take regarding which wood products to stock can help
protect the world's forest resources while reducing our impact on climate change. B&Q
UK was one of the pioneers of responsible timber sourcing, helping to set up the Forest
Stewardship Council (FSC) in the early 1990s. Kingfisher is committed to building on this
heritage by driving forward sustainable timber product sourcing across the Group. Our
long-term policy aim is to ensure all our timber is sourced from proven well-managed
forests or recycled sources. We recognise the key role that forests play as a carbon sink
and our work on timber is therefore part of our overall strategy on climate change.
The reported volume of timber sold in our stores that comes from proven well-managed
forests or recycled sources reached 81% in 2010/11 – up from 77% the previous year
and ahead of our target of 75%. We are working to set a new timber target as part of our
new 2020 vision for our CR programme which will be rolled-out by the end of 2011.
Kingfisher was announced as the overall winner of the 2010 Business Commitment to
the Environment (BCE) Award in recognition of its long-term commitment to sustainable
timber sourcing. The BCE Awards scheme is one of the world's longest-running
international environmental competitions and winners are chosen by an independent
judging panel. At the awards ceremony in June 2010, the BCE president, Sir Anthony
Cleaver, praised Kingfisher for "showing outstanding leadership and a huge
commitment to protecting the world's dwindling forests".
Following a 20-year campaign, B&Q UK, our largest operating company, has now fully
completed the transformation of its timber supply chain – sourcing all of its timber
products from proven well-managed forests or recycled sources since February 2011.
B&Q UK is the first major retailer to buy all timber products from proven well-managed or
recycled sources and now offers the largest range of 'good wood' on the market – more
than 16,000 products made from or containing responsibly sourced timber. In order to
raise customer awareness of the importance of sustainable timber, B&Q UK has
developed a new campaign called 'Forest Friendly'. This was launched at the Vintage
Festival at Goodwood in August 2010 – with B&Q UK providing FSC-certified timber for a
skate ramp built by Greenpeace. Customers will see 'Forest Friendly' information in
stores and logos on marketing material. Our other UK business, Screwfix, has made
good progress – over 88% of the volume of timber products purchased was from proven
well-managed sources by February 2011. Screwfix is working with suppliers to remove or
substitute the remaining products in order to achieve 100% sustainable timber sourcing
during 2011. Brico Dépôt Spain has also made good progress, significantly increasing
the volume of timber from proven well-managed sources from 65% in 2009/10 to 91% in
2010/11.
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The total volume of reported timber volume sold is 6.47 million m3 roundwood equivalent
(RWE). This is comparable to an estimated forest area of 3 million hectares.
We have set a clear path towards full traceability and certification for the remaining timber
that is not yet from forests that are independently certified. For example, Brico Dépôt
France and Castorama France are working with the Forest Trust and WWF's Forest and
Trade Network. B&Q China has started a partnership with WWF China. Kingfisher is
working with The Rainforest Alliance to help operating companies define their action
plans.

Sustainable timber (% of reported timber volume sold from
proven well-managed forests or recycled sources)

See timber data for explanatory notes to this chart.
As the most stringent globally applicable certification scheme, the FSC is our preferred
choice. The volume of timber from FSC sources has progressively increased over the
last four years – up from 45% in 2007/08 to 55% in 2010/11. The chart shows a
breakdown of the timber by FSC and other certification / verification schemes. In
September 2010, three of Kingfisher's businesses won an FSC Global Partner Award in
recognition of work to promote responsible forest management through the FSC
certification scheme. Kingfisher dominated the retail sector category, with awards given
to Brico Dépôt Spain, Castorama France and Hornbach Germany (an associate
business in which Kingfisher has a 21% stake).
B&Q China was one of the first major home improvement retailers in China to sell Forest
Stewardship Council (FSC) products back in 2006. In early 2011, it launched another
FSC flooring range and a new range of paint accessories containing FSC timber. In
January 2011, a workshop on sustainable timber sourcing was organised for buyers and
suppliers with WWF's Global Forest & Trade Network (GFTN) in China. This was
attended by 32 participants, including representatives from 11 major timber suppliers.
At B&Q UK, the majority of key product categories are fully FSC certified or working
towards FSC certification through a Forest Trust project. For example, all timber used in
kitchen carcasses and doors, as well as garden furniture is now FSC certified. B&Q UK
has one of the largest chain-of-custody certifications for FSC and PEFC in the UK. This
enables the company to be confident of the sustainability credentials of the timber as it is
independently audited back to the forest of origin. B&Q UK was one of the first major
retailers to achieve chain-of-custody certification in 2008.
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Sustainable timber 2010/11 – breakdown by source
(million m3 RWE)

See timber data for explanatory notes to this chart.
Kingfisher's operating companies have action plans in place on sustainable timber
sourcing, with most focusing on product-, species- and category-specific initiatives. A key
focus is to discontinue product lines where suppliers are unable to provide sufficient
evidence of the forest source.
We include timber criteria in the Group Quality Management Tool (QMT) – an internal
online tool which is used to screen products to ensure they meet Kingfisher standards.
This is being progressively rolled out across the Group. The timber criteria help ensure
that only policy compliant timber is approved.
Kingfisher's timber adviser continues to provide support to our operating companies to
help them set targets, implement action plans, engage with partners and run
workshops / training sessions for buyers on sustainable timber sourcing. In early 2011,
the company initiated a training programme to prepare its European businesses for the
requirements of the forthcoming European timber regulations.

Working in partnership
Kingfisher has successfully campaigned with other major retailers for tighter EU
legislation to stamp out the import of illegally harvested timber. In early 2010, Kingfisher
was instrumental in establishing the Timber Retail Coalition (TRC), alongside other
major international retailers, to call for policy reform. The other original members of the
TRC include Marks & Spencer, Carrefour and IKEA (all members of the European Retail
Round Table). The TRC has welcomed the new legislation recently approved by the
European Parliament to ban the import and possession of illegal timber. Kingfisher is
continuing to work with its TRC partners to ensure the effective implementation of
legislation. Kingfisher's work with the Timber Retail Coalition (TRC) won the John
Antcliffe award for best public affairs campaign at the 2010 CorpComms Awards.
Kingfisher has been involved in a pilot programme on Fairtrade timber. It is one of the
stakeholder partners working with Fairtrade Labelling Organizations International (FLO)
and the Forest Stewardship Council (FSC) to explore how FLO's Fairtrade Timber
standard can extend the benefits of Fairtrade to small-scale producers in the forestry
sector through FLO/FSC joint-labelling of timber products. The partnership is aimed at
helping to improve market access for timber products from forest communities.
As part of its community programme, Kingfisher is also supporting a healthcare project
in South Africa which is focussed on forestry sector and agriculture workers. See
Kingfisher charity partnerships – HIV/AIDS partnership.
Kingfisher also participates in the annual Forest Footprint Disclosure (FFD) Project, an
initiative backed by 58 financial institutions to help investors identify the impact
companies have on forests and how they can reduce their impact. Kingfisher has been a
long-standing supporter of greater transparency on timber sourcing (see government
relations) and was one of the first companies to participate in this initiative.
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Data assurance

The data presented in the charts on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2010.
For more details see Ernst & Young Assurance Statement
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Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY
Activity

PRODUCT DESIGN
Targets

PACKAGING

TIMBER

CHEMICALS

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
75% of timber volume
sold to be from proven
well-managed forests or
recycled sources by
2010/11.

Status

Progress against target – 2010/11
We have exceeded our target – sourcing 81% of our reported timber
volume sold from proven well-managed forests or recycled sources in
2010/11. We are working to set a new timber target as part of our new
CR vision which will be published by the end of 2011.
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Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY
Activity

PRODUCT DESIGN
Targets

PACKAGING

TIMBER

CHEMICALS

Data

Key performance indicator
Unit

2006/07

2007/08

2008/09

2009/10

2010/11

69%

71%

72%

77%

81%

2006/07

2007/08

2008/09

2009/10

2010/11

roundwood
equivalent
(RWE)

5.15

5.86

5.43

6.05

6.47

Million m3
RWE

3.57

4.18

3.90

4.68

5.24

2007/08

2008/09

2009/10

2010/11

Reported timber volume

% of

sold from proven wellmanaged forests or

timber
volume

recycled sources

sold

Detailed data
Sustainable timber sourcing
Unit

Total timber volume
sold

Million

m3

Reported timber
volume sold from
proven wellmanaged forests or
recycled sources

Sustainable timber sourcing by category
Unit

2006/07

Reported timber from proven well-managed forests or recycled sources
FSC certified products
with a full chain of
custody

Formally working
towards FSC certification

Million
m3
RWE

2.36

2.61

2.56

3.01

3.56

% of
timber
volume
sold

46%

45%

47%

50%

55%

Million
m3
RWE

0.08

0.04

0.04

0.06

0.04

1%

1%

1%

1%

1%

RWE

1.12

1.53

1.29

1.60

1.63

% of
timber
volume
sold

22%

26%

24%

27%

25%

% of
timber
volume
sold
PEFC certified products
(includes endorsed
schemes) with a full
chain of custody

Million
m3
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Verifiable recycled
material

Million
m3
RWE

0.019

0.007

0.004

0.004

0.011

0.4%

0.1%

0.1%

0.1%

0.2%

% of
timber
volume
sold

Notes:
n We include the following in our definition of proven well-managed forests or
recycled sources:
n

Forest Stewardship Council (FSC) certified products with a full chain of
custody

n

Programme for the Endorsement of Forest Certification (PEFC) certified
products with a full chain of custody (includes endorsed schemes)

n

n

Formally working towards FSC certification, i.e. working with partners as
part of an independent verification scheme to demonstrate progress
towards FSC certification – The Forest Trust (TFT) projects, WWF Global
Forest & Trade Network (GFTN) members, Rainforest Alliance
(SmartStep) participants

n

Verifiable recycled material.

The data is reported in volume sold (m3 ) of roundwood equivalent (RWE),
using RWE conversion factors from the environmental organisation WWF.

n

Data was collected from operating companies and joint ventures which
account for 96% of the Group turnover in 20010/11, (97% in 2009/10, 97%
in 2008/09, 97% in 2007/08, 99% in 2006/07).

n

Data from B&Q UK, Castorama France and Brico Dépôt France covers all
products containing timber. The data from the other operating companies
covers products made entirely from timber or containing a high volume of
timber.

n

Products are counted as FSC and PEFC only if suppliers have proof of
chain-of-custody certification.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY
Activity

PRODUCT DESIGN
Targets

PACKAGING

TIMBER

CHEMICALS

Data

Chemicals: Achievements 2010/11

Chemicals
strategy

Chemicals
'scorecard'

Recycled
paint

Launched in 2010

To identify risk

Trial at B&Q UK

Chemicals strategy
An extensive range of chemicals, both natural and man-made, are used in many of the
products on our shelves. We recognise that there is increasing concern about the
potential of some chemicals to accumulate and persist in the environment, leading to
possible health implications for people, animals and plants. Our aim is to ensure that
the products we sell do not adversely affect human health or have a detrimental impact
on the environment.
In 2010, we introduced a new approach to managing chemicals which included an
updated Chemicals Policy, Chemicals Guidelines and the establishment of a Kingfisher
Chemicals Network, which provides a central point of expertise on chemicals. Our new
policy is more closely aligned to EU chemicals legislation, but also goes beyond
regulatory requirements to demonstrate our commitment to eliminating chemicals of
concern from our products.
Our approach was developed following extensive consultation with stakeholders,
including an independent evaluation of external opinions and a review of the regulatory
situation and competitor actions.
All our businesses are required to demonstrate compliance with our new Chemicals
Policy and therefore to put in place 'due diligence' programmes to identify and remove
chemical substances of concern. We monitor progress through our Steps programme.
By the end of January 2011, seven of our nine businesses had put in place vendor
engagement programmes on chemicals. The exceptions were Castorama Russia and
Koçtaş (Turkey) which will be developing vendor engagement programmes during 2011.

Strategy implementation
In 2010, we established a Kingfisher Chemicals Network (KCN) which oversees
implementation of our chemicals strategy. The KCN consists of chemicals experts from
around the Group and meets on a quarterly basis.
Kingfisher has a Chemicals Action List (CAL) which identifies chemicals of concern and
sets out the action required, e.g. phase out (within a specified timeframe) or ongoing
monitoring. The 'Substances of Very High Concern' (SVHC) which are identified under the
EU regulation on REACH (Registration, Evaluation and Authorisation of Chemicals) are
added automatically to the list. Other substances may be added following
recommendations by the KCN. By early 2011, the KCN had conducted a review of 16
additional substances and developed a draft action plan on each one which will be
finalised during 2011.
We have developed a new tool to help our businesses manage compliance with REACH
and the Kingfisher Chemicals Policy. We have incorporated a chemicals screening
module into the new Group Quality Management Tool (QMT) – an online tool which is
used to screen products to ensure they meet Kingfisher standards. The new chemicals
module was launched in October 2010.
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The chemicals screening module includes an initial risk assessment to identify potential
products that may contain chemicals of concern. A 'chemicals scorecard' has been
developed which automatically identifies the level of potential risk based on the type of
product and materials used. This risk-based assessment enables Kingfisher to focus
resources on the priority product categories that are likely to contain a substance or
substances of concern. Approximately 10–15% of products screened so far have been
identified as potential risks.
The next step is to agree action plans with vendors to substitute or eliminate any
chemicals of concern in products, going beyond the current REACH requirements.
Kingfisher has started to work with a number of vendors to agree action plans and aims
to use this learning to help develop a methodology for substitution which can be
incorporated into the chemicals screening module within the QMT. For example,
Kingfisher has worked with Hozelock, a supplier of water irrigation systems and with
Masterplug, a supplier of electrical equipment, to agree an action plan to remove SVHCs
from their products – a change that will also benefit the whole market.
These engagement projects have been an important learning curve – we have found that
our vendors need support to remove chemicals of concern and we are therefore working
with test laboratories to identify substitution services that vendors can adopt. We have
also learnt that in some cases, alternative substances are in short supply and tend to
cost more to procure, so the process of substitution will take some time in cases where
the market for alternative substances has to mature.
The chemicals screening module is being rolled out across the Group, focusing on our
highest areas of risk. This will enhance our current processes for screening chemicals
by providing a consistent Group-wide approach on chemicals management. By May
2011, screening with this new tool had been completed for the majority of products
procured via the Kingfisher Sourcing Organisation , which buys products directly from
factories through a sourcing network covering over 30 countries. The screening module
is also being progressively extended to other high-priority vendors. Both our UK and
French operating companies will be using the module for all high-priority vendors by the
end of 2011.
In order to raise awareness of REACH through its supply chain, the KSO has developed
a website for vendors which sets out the REACH requirements and includes a range of
support materials. The KSO has run seminars on REACH for suppliers, and invested in
an e-learning programme to help vendors complete the module. It has worked in
partnership with test laboratories to test products which have been identified as high risk
within the QMT.
Kingfisher engages with stakeholders such as regulators, other retailers, suppliers and
non-governmental organisations on its chemicals strategy. For example, during 2010 the
Kingfisher Quality Regulation Manager represented EU retailers at a European
Chemicals Agency (ECHA) conference on the challenges of REACH.

Paint
Our businesses sell large volumes of paint and we work with suppliers to reduce the
environmental impact, particularly the level of volatile organic compounds (VOCs).
We currently measure VOCs in own-brand paint ranges. In 2010/11, the average VOC
content was 85 g/litre. However, there is significant variation in the VOC content of
different categories of paint product, e.g. most wall and ceiling paints have minimal VOC
content, whereas thinners such as white spirit make a relatively high contribution to the
overall total (in the range of around 800 g/litre). The average VOC content (g/litre) has
progressively increased over the past two years, with a 2% increase in 2010/11. Data
shows that thinners such as white spirit now make a more significant contribution to
own-brand paint sales, leading to an increase in the average VOC content. We recognise
that in future we need to improve our Group data collection process so we can track the
VOC content of different categories of paint products to enable a more meaningful
comparison of the trend over time.
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Average VOCs in own-brand paint ranges

See chemicals data for explanatory notes to this chart.
B&Q UK tracks the VOC content of both own-brand and supplier-branded paint products
– providing a more accurate reflection of performance since this data covers all paint
products sold. It has achieved a reduction of 67% in the average VOC content of all paint
and coating products since detailed monitoring began in 1995 – from 191 g/litre in
1995/96 to 63 g/litre in 2010/11.
B&Q UK's work to reduce the environmental impact of paint started in 1995 when it
developed a VOC labelling system which is now in widespread use across the paint
industry. The approach has also been adopted by the European Union. Collaboration
with paint suppliers has resulted in the development of more water-based paint
technologies, particularly for glosses. B&Q UK is also working with paint manufacturers
and retailers on minimising the impacts of post-consumer paint waste and is trialling a
recycled paint product and a powder-based paint (see New in store: Home Eco paint). In
addition it has started work with suppliers to assess the carbon footprint of paint.
Nanotechnology, the science of tiny particles, is an emerging technology with the
potential to bring significant benefits. However, the technology may also introduce
potential risks for human health and the environment and has been the subject of
growing debate, with calls for greater regulation. Some of the products that we sell, such
as paints, incorporate nanotechnology. We seek to keep abreast of and respond to
developments in this area.

Formaldehyde
B&Q UK has collaborated with the REACH Centre at Lancaster University on a study of
chemicals in the interior environment, which has identified formaldehyde as a key issue.
A project is underway with York University's Green Chemistry Department to create a
formaldehyde-free MDF board and move to a bio-based product made from agricultural
wastes such as wheat stalks. This project is sponsored by the UK government (DEFRA)
through the Renewable Materials LINK Programme.

Data assurance

The data presented in the charts on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY
Activity

PRODUCT DESIGN
Targets

PACKAGING

TIMBER

CHEMICALS

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
All operating companies
to have an ongoing
programme to engage
with suppliers over the
use of chemicals of
concern (identified on
Kingfisher's Chemical
Action List) by 31
January 2011.*

Status

Progress against target – 2010/11
By the end of January 2011, seven of our nine businesses had put in
place vendor engagement programmes on chemicals. The exceptions
were Castorama Russia and Koçtaş (Turkey) which will be developing
vendor engagement programmes during 2011.
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Our products & services
Enabling sustainability in all our product and
service categories
Kingfisher is helping customers reduce the environmental footprint of their
homes by providing innovative and affordable eco products and services.

SUMMARY
Activity

PRODUCT DESIGN
Targets

PACKAGING

TIMBER

CHEMICALS

Data

Key performance indicator
Own-brand paint ranges
Average volatile organic
compounds (VOCs) in
own-brand paint ranges

Unit

2006/07

2007/08

2008/09

2009/10

2010/11

g/litre

97

82

77

83

85

Note:
n Data on VOCs was collected from operating companies and joint ventures which
account for 88% of the Group turnover in 2010/11 (89% in 2009/10).

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT

Achievements 2010/11

25%

64%

Reduction in CO2
relative to sales
since 2006/07 –
currently exceeding
our 2011/12 target

Reduction in store
waste disposed
relative to sales
since 2006/07 –
currently ahead of
our 2011/12 target

Sustainable
design
Within new flagship
buildings e.g.
Castorama France's
store in Quimper,
B&Q UK's new
head office

Challenges 2010/11
n

Our carbon reduction strategy to date has focused on energy and
transport efficiency improvements, but we recognise that we need to
build a more comprehensive carbon strategy.

n

Our store water use increased this year due to a number of significant
water leaks which were not detected swiftly. We need to continue to
improve our monitoring of store water use, so we can spot leaks faster.

n

Although we have achieved a decrease in air travel, we have made
limited progress in reducing business travel by road.

n

Further work is needed to reduce carrier bag use – the total number of
single-use carrier bags increased from 27.9 million in 2009/10 to 32.5
million in 2010/11.

Future priorities
n

To develop a long-term carbon management strategy.

n

To create a series of 'learning stores' which champion low-carbon and
sustainability innovation and then apply the learning to all store refit
and new development projects. Castorama Russia has already put in
place plans for its first low-carbon store.

CR snapshots
Low-carbon store – Quimper,
France
Castorama France's new store in Quimper,
South Brittany incorporates a range of
sustainability features. These include 330m2 of
solar panels to generate electricity, solar thermal
water heating, a green roof for the building yard
and a local nature conservation plan.
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Climate change: Achievements 2010/11

10%
Improvement in
store energy
efficiency since
2006/07 –
currently on track
to meet our 2011/12
target

£2.3 million Castorama
B&Q UK
Russia
investment in
energy efficiency
measures for
lighting in 2010/11

Plans in place for a
low-carbon store

Energy efficiency
Our target is to reduce our store energy use (kWh/m2 of total sales area) by 10% by
2011/12 (from the 2006/07 baseline). We achieved a 9.9% reduction since 2006/07, and
are therefore currently on track to meet the 2011/12 target. Although our performance has
progressively improved over the five-year period, we did not maintain the downward trend
in energy consumption over the past year partly due to the cold winter in Europe. An
increase in gas consumption for heating led to a 4% overall increase in our store energy
use per m2 of total sales area in 2010/11. However, we continued to maintain a reduction
in electricity consumption, due to investments in a range of energy efficiency initiatives.
See Group performance – carbon footprint for details of our CO2 emissions from energy
and other sources including transport, waste and water use.

Store energy efficiency

See climate change data for explanatory notes to this chart.
All our businesses have action plans to drive further progress. For example, at B&Q UK,
a new three-year plan has been developed (2011/12 to 2013/14) on energy efficiency and
a provisional allowance of £5 million has been budgeted for the first year.
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We are currently working with the Carbon Trust and Forum for the Future to develop new
carbon reduction targets as part of our new 2020 CR vision to be published by the end of
2011. The Carbon Trust has conducted a detailed study to help us forecast future energy
use and potential ways in which we can cut our carbon footprint, including the investment
required.
In 2010, we appointed a Group Property Services Director who is leading our property CR
strategy, focusing on reducing the carbon footprint of our property portfolio, minimising
climate change risks and ensuring legal compliance. A Property CR Network has been
established, which brings together experts from across our operating companies to help
align the new property strategy to our Future Homes CR programme and share best
practice. In 2011, the company will start to develop a series of 'learning stores' which
champion low carbon and sustainability innovation. It will then seek to adopt the most
successful aspects into the standard design specification for new store developments
and retrofit projects. The approach will be tailored to each country – taking into account
differences in climate, legislation and current store design specifications. Castorama
Russia has already put in place plans to open its first 'learning store' and has joined the
Russian Green Building Council to consult on sustainable building.
A key focus is to reduce electricity for store lighting. Over the past year, a range of new
measures have been implemented – helping cut our overall store electricity consumption
by 5% in 2010/11. For example, B&Q UK made an investment of £2.3 million in 2010/11
to improve the energy efficiency of lighting in 39 stores – anticipated to save around £0.9
million annually and will therefore achieve a payback on the original investment within 2.4
years. A further £2.9 million will be spent on lighting upgrades across a further 25 stores
during 2011/12. B&Q China completed a programme to install energy-efficient lighting
across stores by the end of 2010. Screwfix developed a low-energy lighting specification
for new stores and refit projects, and this had been implemented across 14 Trade
Counters (stores) by March 2011.
A number of our businesses also use sophisticated energy monitoring systems to
enable them to benchmark energy efficiency across their stores and identify potential
areas for improvement. In 2010, Castorama France rolled out a new electricity monitoring
system across stores which compiles data from hourly meters – automatic email alerts
are sent to individual stores if their energy use rises above standard levels. B&Q UK and
Screwfix also have automatic monitoring systems for electricity and send monthly league
tables to regional managers to encourage improvement. In 2011, both businesses plan
to extend their monitoring to include gas consumption as well. In early 2011, Brico Dépot
France started to trial an automatic electricity monitoring system in five stores.
In order to work out our carbon footprint, we convert energy use figures into CO2
emissions. Our CO2 equivalent from store energy per m2 of total sales area has fallen by
18% since 2006/07 (and 3% over the past year). Our CO2 is calculated from energy
figures – using standard CO2 emission factors for different energy sources (from the UK
government). Our CO2 figures have fallen more than our energy figures, mainly because
the conversion to CO2 gives a higher weighting to our electricity savings (electricity in
most countries has a higher CO2 emission factor than gas). In addition, the CO2
emission factors for electricity vary by country. This is because they are based on the
different fuels used to generate electricity in each country.

Low-carbon energy
Improving our energy efficiency is an important first step in reducing our overall carbon
footprint. However, we will need to switch to lower carbon energy sources in order to
achieve more ambitious carbon reductions in the future. Although there have been some
advances in renewable energy technologies over the past few years, they generally
require significant investment upfront and have a long payback period. Across the Group,
we have incorporated a range of on-site renewable energy technologies into a number of
new stores, but there has been limited roll-out of renewables across our existing estate.
We will continue to consider and trial renewable energy solutions as part of our work to
develop a series of 'learning stores' which champion low-carbon and sustainability
innovation.
B&Q UK aims for new stores to be 'zero carbon' from 2012 and for all existing stores to
be 'zero carbon' by 2023. It is focusing on delivering this first through energy efficiency
measures and then by investigating the opportunities for electricity from renewable
sources. The company's flagship store in New Malden, Surrey incorporates 108
underground boreholes for heating and cooling, a building-mounted wind turbine and
solar thermal water heating. B&Q UK is planning to use solar photovoltaic (PV) panels on
the roof of the new Swindon distribution centre (opening 2011). The new head office
building (opening 2011) will incorporate a range of environmental features, including
biomass heating, solar hot water and rainwater recovery.
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Castorama France has set an objective to cut carbon emissions from new stores by 50%
by 2012 (compared with average carbon emission levels of stores during 2009). A range
of environmental features have been incorporated into the stores in Cormeilles-enParisis, near Paris (opened 2008), and Quimper, south-west Brittany (opened in April
2011). For example, the store in Cormeilles-en-Parisis incorporates more than 2,000m2
of solar panels, a ground source heat pump and a rainwater collection system. The
store's overall energy performance is 31% better than the regulatory standard for
commercial buildings. The store in Quimper includes 330m2 of solar panels, a green
roof for the building yard and a local nature conservation plan.
Brico Dépôt Spain has installed solar thermal water heating at seven of its 17 stores, in
line with national legislation. At Brico Dépôt France, new stores also have solar thermal
water heating, including those in Strasbourg, Pamier, Cesson and Rodez.

Climate change risks
A few years ago, we worked with the Carbon Trust and Enviros on a study to formally
identify the key climate change risks and opportunities for our business, including
regulatory, physical and other risks / opportunities. In 2011, we plan a new project to
review weather and climate change risks to our stores – focusing on identifying the most
significant risks and what we can do to mitigate or adapt to such risks.
The continuing increase in energy prices is one of the key climate change risks for
Kingfisher and we seek to minimise costs through our work to improve energy efficiency.
The amount spent on energy during 2010/11 was approximately £72 million excluding
carbon related taxes (0.7% of the Group turnover).
Governments around the world are also increasing regulation to deliver progress against
carbon reduction targets. For example, in the UK, the Carbon Reduction Commitment
Energy Efficiency Scheme began in April 2010. In France, our businesses are also
working to comply with regulations which set specific requirements for improving the
energy efficiency of new buildings.
We have also identified physical risks to our business associated with changes in the
weather and rising sea levels. These impact on our operations in three main ways:
physical impacts on our stores (e.g. flooding), changing customer demand for certain
products (due to changes in the climate) and the impact on our supply chain (e.g.
sourcing of raw materials, production and transport). Our approach is to manage these
risks through specific measures such as flood mapping and strategic sourcing
strategies. For example, Castorama Poland carried out a risk mitigation project in 2010
to assess physical risks to stores from factors such as flooding and ice, and developed
a new procedure for stores to manage such risks. In early 2010, we signed up to a
climate change risk atlas which helps our businesses identify climate change risks in
specific regions and locations.
As well as seeking to minimise risks, we are working to maximise business
opportunities from the growing market for energy-saving products (see business
opportunities).
We participate in the annual Carbon Disclosure Project (CDP) questionnaire and our
response includes further details on how we are addressing key risks and opportunities.
See www.cdproject.net.

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Reduce store energy
consumption per m2 of
total sales area by 10%
by 2011/12 (against the
2006/07 baseline).

Status

Progress against target – 2010/11
We achieved a 9.9% reduction since 2006/07, and are therefore
currently on track to meet the 2011/12 target.
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Key performance indicator
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

225

226

219

210

197

204

Store energy efficiency
(kWh/m2 of total sales
area)

Detailed data
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

Store energy use
(GWh)

1,009

1,050

1,080

1,135

1,087

1,124

CO2 equivalent
from store energy
use (tonnes)

371,524

397,377

410,916

432,984

398,817

384,984

82.8

85.6

83.3

80.2

72.3

69.8

u/a

u/a

u/a

72

57

58

u/a

u/a

u/a

30,540

23,360

22,847

(GWh)

u/a

u/a

u/a

31

31

25

CO2 equivalent
from office energy
use (tonnes)

u/a

u/a

u/a

12,269

11,272

9,902

u/a

u/a

u/a

1,238

1,175

1,207

Stores

CO2 equivalent
from store energy
use (kg CO2
equivalent/m2 of
total sales area)
Dedicated
distribution
centres
Distribution centre
energy use (GWh)
CO2 equivalent
from distribution
centre energy use
(tonnes)
Offices
Office energy use

Total energy use
(stores, dedicated
distribution
centres, offices)
Total energy use
(GWh)
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CO2 equivalent
from total energy
use (tonnes)

u/a

u/a

u/a

475,793

433,449

417,733

Notes:
n In 2010/11, 61% of energy used was from indirect sources (electricity) and
39% was from direct sources (e.g. natural gas, gas oil, diesel, LPG).
n

Total sales area includes internal and external sales areas.

n

We have gathered data on store energy use for the past five years. In
2008/09, we extended the scope of our data collection to include energy
use in dedicated distribution centres and offices.

n

Data was reported from all our operating companies and joint ventures.
However, some estimates have been made for Castorama Russia and
Castorama Poland in 2008/09.

n

We report environment data for the Kingfisher financial year (31 January
2010 to 29 January 2011). However, some of our businesses did not
receive energy data for the last month of the financial year before the
deadline for our CR Report. Therefore, in such cases we have included
data for the 12 month calendar year (this includes B&Q UK store energy
data).

n

Energy use data for past years has been restated to reflect improvements
to data collection systems at Castorama Poland and B&Q China.

n

CO2 equivalent emissions for past years have been restated in line with
UK government (DEFRA) guidance to use updated CO2 emission factors.

n

u/a - unavailable

See our carbon footprint for more information on our CO2 equivalent
emissions and our calculation methodology.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Transport: Achievements 2010/11

8%

500+

Dual fuel

Reduction in litres
of fuel used per m3
of product delivered
to stores since
2007/08

Truckloads saved
per month through
rail and shipping
alternatives at
Castorama France

Fleet vehicle trial at
B&Q UK – a
projected 13.4%
reduction in CO2

Store deliveries
Our target is to achieve a 10% reduction in litres of fuel used per m3 of product delivered
to stores by our dedicated product delivery fleets by 2012/13 (against the 2007/08
baseline). We have achieved an 8% reduction since 2007/08 (and a 2% reduction over
the past year). The target applies to our businesses which have dedicated fleet vehicles
(B&Q UK, Castorama France and Screwfix). Our other businesses use third-party nondedicated contractors for store deliveries. Some deliveries are also made to stores
directly by suppliers.

Store deliveries by our own / dedicated fleet–loading efficiency

See transport data for explanatory notes to this chart.
Over the past two years, our businesses with dedicated fleets have progressively rolled
out new fleet vehicles with cleaner engines. All engines now meet the Euro 4 air
emission standard and 56% meet the higher Euro 5 standard which sets out stringent
limits on exhaust emissions.
Our UK businesses, B&Q UK and Screwfix, account for 93% of Group fuel use. They have
a range of ongoing measures in place to minimise fuel consumption, e.g. route planning
software, modifications to lorries to reduce wind resistance and driver training on fuelsaving techniques.
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At B&Q UK, a key focus has been to improve the efficiency of the store delivery fleet by
switching to double deck trailers to maximise the load carried per vehicle. During 2010, a
further 165 double deck trailers were introduced, bringing the total to 275 (38% of all
trailers). During 2011, B&Q is planning to open a new distribution centre in Swindon – a
strategically chosen location which will reduce the overall mileage travelled by fleet
vehicles. This is expected to reduce the retail fleet's annual CO2 emissions by 15%. In
2010, the company also started to trial a dual fuel fleet vehicle, to assess how transport
emissions could be further cut as the fleet is replaced. The results are promising, with a
projected 22% fuel saving and a 13.4% reduction in CO2 compared to current fleet
vehicles. However, further work is needed to review the cost and payback period.
Castorama France has asked fleet contractors to sign up to the French Energy and
Environment Agency (ADEME) charter on reducing CO2 from transport. This requires
them to set targets and action plans to achieve a 20% CO2 reduction over three years.
The company is also working to increase deliveries via rail and water. For example, the
logistics centre in Chartres, near Paris (which opened in 2006), is connected to the
railway network and its location close to the river port reduces reliance on road haulage.
The use of rail at Chartres has helped to save the equivalent of around 500 truckloads
per month.
A number of our operating companies, including Brico Dépôt France, Castorama Poland
and Koçtaş, work with suppliers to consolidate deliveries to stores through use of crossdocking facilities.
In order to understand our carbon footprint, we gather data for most of the transport
activities we directly influence. The section Group performance – carbon footprint data
includes data on dedicated fleet deliveries to stores and customer homes, third-party
non-dedicated fleet deliveries to stores, and imports by sea and air arranged by the
Kingfisher Sourcing Organisation.
A key challenge for the future will be to quantify the carbon footprint associated with the
transportation of products into our stores and distribution centres which does not fall
under our direct control. A number of our operating companies already have introduced
initiatives to reduce total mileage, e.g. through backhauling, increasing supplier
deliveries into regional distribution centres (rather than central distribution centres) and
some local sourcing.

Travel plans
Castorama France aims to encourage customers and employees to use greener
transport alternatives including car sharing, walking, cycling and public transport. It
reimburses employees 60% of the cost of rail, bus or metro passes. The company
worked with the environmental organisation WWF to launch a car-sharing website in
January 2010 (www.castorama.fr/covoiturage). It enables users to enter their journey
details and match up car drivers and passengers. The website is aimed at both
employees and customers and allows users to search by specific Castorama stores.
There are car pool parking spaces in new and revamped stores. To encourage cycling,
the company is providing bike shelters in new stores.
B&Q UK has a Travel Plans Policy which encourages employees to minimise the
environmental impact of their commute by using alternative means of travel such as car
sharing, walking, cycling and public transport. A Responsible Travel Guide is in place
across stores to help them promote sustainable travel. Most new stores are required to
adopt formal Travel Plans in order to meet planning consents and a number of stores do
this on a voluntary basis. In total, around 30 stores in the UK have an active Travel Plan,
as does B&Q's Head Office. On the store locator section of its website, a new link was
added in 2010 to a public transport route finder to encourage customers to leave their car
at home.
At Castorama Russia, all stores have a bus service for employees and some have
customer buses.

Business travel
We achieved a 13% reduction in our CO2 equivalent emissions from air travel in 2010/11.
There was a significant cut in business flights at the Kingfisher head office, where
meetings can now be conducted using the new video and teleconference system. B&Q
UK has a target to achieve a 50% cut in flights within Great Britain by 2012. Brico Dépôt
France's travel policy requires employees to take trains instead of planes for short
journeys (i.e. trips of less than 2 hours 30 minutes).
However, there was a 46% increase in our CO2 equivalent emissions from business
travel by road in 2010/11. This was partly due to an improvement in our data collection,
particularly at B&Q UK (which is now capturing more accurate data following the
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introduction of fuel cards for all company car drivers in early 2010) and Castorama
France (which has increased the scope of its data). B&Q UK has a CO2 emissions cap
for company cars and provides a financial incentive to promote car sharing (employees
are entitled to a passenger allowance for each additional employee sharing the same
business trip with them).

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Achieve a 10% reduction
in litres of fuel used per
m 3 of product delivered
to our stores by our
dedicated delivery fleets
by 2012/13 (against the
2007/08 baseline).

Status

Progress against target – 2010/11
We are on track to meet our target – achieving an 8% reduction since
2007/08 (and a 2% reduction over the past year).
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Key performance indicator
Store deliveries by our own / dedicated fleet vehicles
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

3.52

4.05

4.35

4.27

4.11

4.02

Loading efficiency (litres
of fuel used per m3 of
product delivered to
stores)

Detailed data
Store deliveries by our own / dedicated fleet vehicles
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

13,364

18,010

19,965

17,336

14,956

14,993

(thousand tonnes)

36

48

53

46

40

40

Distance travelled
(thousand km)

43,483

56,411

64,559

56,353

48,293

47,026

Volume delivered
(thousand m3 )

3,801

4,445

4,594

4,063

3,641

3,734

294

273

305

266

288

293

vehicles)

u/a

u/a

54

93

100

100

Vehicles meeting Euro 5
standard (% of vehicles)

u/a

u/a

u/a

u/a

u/a

56%

3.25

3.13

3.23

3.25

3.23

3.14

Diesel (thousand litres)
CO2 from diesel

Vehicles (number)
Vehicles meeting Euro 4
or higher standards (% of

Fuel efficiency (km
travelled per litre of fuel
used)

Notes:
n Transport data covers deliveries from distribution centres to stores made
by Kingfisher's dedicated fleets. In 2010/11, three operating companies
had dedicated fleets – Screwfix (100% of store deliveries), B&Q UK
(approximately 70%) and Castorama France (approximately 25%).
n

We have used the CO2 emission factors for transport published by the UK
government (DEFRA).

n

Castorama France has estimated data on diesel from distance travelled.

n

u/a – unavailable. Group data on number of vehicles meeting the Euro 5
standard was collected for the first time in 2010/11.

See carbon footprint for data on CO2 emissions from home deliveries
(dedicated fleet) and third-party non-dedicated fleet deliveries.
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Business travel
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

Flights (number)

u/a

u/a

u/a

42,901

40,634

37,904

CO2 equivalent from
business travel by air
(thousand tonnes)

u/a

u/a

u/a

7.4

6.0

5.2

u/a

u/a

u/a

u/a

6.3

9.2

u/a

u/a

u/a

u/a

12.3

14.4

Business travel by air

Business travel by road
CO2 equivalent from
business travel by road
(thousand tonnes)
Business travel total (air
and road)
CO2 equivalent from
business travel by air
and road (thousand
tonnes)

Notes:
n We have gathered Group data on business travel by air for the past three
years and business travel by road for the past two years.
n

Data on business travel by air was collected from operating companies
and joint ventures which account for 90% of Group turnover in 2010/11
(89% in 2009/10, 89% in 2008/09).

n

Data on business travel by road was collected from operating companies
and joint ventures which account for 86% of Group turnover in 2010/11
(85% in 2009/10).

n

We have used the CO2 equivalent emission factors for transport published
by the UK government (DEFRA).

n

The number of flights comprises 20,575 short-haul flights, 15,261
medium-haul flights and 2,068 long-haul flights.

n

In the UK (Kingfisher corporate head office, B&Q UK and Screwfix), we have
calculated the CO2 equivalent emissions from air travel from the
passenger-km travelled for short-haul, medium-haul and long-haul flights
for the past two years (2009/10 and 2010/11). The rest of the data is
calculated from the number of short-haul, medium-haul and long-haul
flights (based on average distances for the three categories).

n

u/a – data unavailable.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Sustainable materials & water: Achievements
2010/11

Property CR Water best
Network
practice
Set up to drive best
guide
practice

Issued to B&Q UK
stores

Sustainable
design
Within new flagship
buildings e.g.
Castorama France's
store in Quimper,
B&Q UK's new
head office

Incorporating sustainability into store design
We aim to use materials and water in a responsible and efficient way and where
possible seek sustainable alternatives.
Our new store developments provide a good opportunity to test out new sustainability
technologies. Our Property CR Network (set up in 2010) promotes the exchange of
sustainability best practice across the Group. In 2011, the company will start to develop a
series of 'learning stores' which champion low-carbon and sustainability innovation. It
will then seek to adopt the most successful aspects in the standard design specification
for new store developments and retrofit projects. The approach will be tailored to each
country – taking into account differences in climate, legislation and current store design
specifications. Castorama Russia has already put in place plans to open its first
'learning store' and has joined the Russian Green Building Council to consult on
sustainable building.
B&Q UK's design specification for new stores includes a range of sustainability criteria
such as rainwater harvesting, solar thermal water heating, automatic roof vents (to allow
natural ventilation) and natural refrigerants. For all new developments, B&Q UK aims to
achieve an 'excellent' rating under the Building Research Establishment's Environmental
Assessment Method (BREEAM). B&Q UK aims for new stores to be 'zero carbon' from
2012 and has incorporated a range of green technologies into its flagship store in New
Malden, Surrey (see New in store – low carbon store at New Malden). The new head
office building (opening 2011) will incorporate a range of environmental features,
including biomass heating, solar water heating and rainwater recovery.
Castorama France also includes a range of sustainability requirements in its design
specification for new stores and aims to cut carbon emissions from new stores by 50%
by 2012 (compared with average carbon emission levels across the estate during 2009).
The store in Quimper (opened in April 2011) includes 330m2 of solar panels, a green
roof for the building yard and a local nature conservation plan (see New in store – low
carbon store, Quimper).

Goods-not-for-resale
Our businesses purchase a range of goods-not-for-resale (GNFR) such as office
supplies, uniforms, cleaning products and materials used in construction. Kingfisher
has GNFR Sustainable Purchasing Guidelines to help our businesses integrate CR and
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ethical sourcing into their purchasing decisions.
Our UK and French businesses include sustainability criteria in their GNFR procurement
policies. At B&Q UK, GNFR vendors have to answer environmental and ethical questions
as part of the approval process and comply with the company's buying standards. As part
of a project to review its overall carbon footprint, B&Q UK has worked with sustainability
experts BioRegional to review the carbon footprint of its goods-not-for-resale (GNFR).

Water use
Our stores used a total of 1.51 million m3 of water in 2010/11. The water use of our
stores per m2 of total sales area increased by 3% in 2010/11. This was partly due to
significant water leaks in a small number of stores – leading to an overall decrease in
water efficiency this year. We only have accurate data to track water efficiency for the past
two years and do not have data to report the longer-term trend. A key challenge is to spot
any leaks faster – so we can quickly take action. At Castorama France, a new water
monitoring system is being rolled out across stores to help spot leaks faster and to
identify areas for improvement. By the end of 2010, the new monitoring was in place
across 34 stores. B&Q UK has produced a water best practice guide with sustainability
partners BioRegional (based on the findings of an extensive store survey) and this was
sent to stores in early 2011.
B&Q UK has committed to reducing water use by installing rainwater collection systems
in new stores. Five B&Q UK stores now have rainwater collection systems. A number of
other operating companies are also trialling the use of rainwater collection systems. At
Koçtaş in Turkey, the hot climate means that water conservation is a key sustainability
issue for the company. All new stores incorporate rainwater collection systems and
waterless urinals.

Store water efficiency

See water data for explanatory notes to this chart.

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
All operating companies
to develop water
efficiency targets and
demonstrate
improvement in
efficiency by 31 January
2011.*

Status

Progress against target – 2010/11
Six of our nine businesses have water targets (B&Q UK, Castorama
France, Brico Dépôt France, Brico DépôtSpain, Castorama Russia,
Screwfix) and the other three businesses have water efficiency action
plans to drive forward progress.
Our store water use per m2 of total sales area increased by 3% in
2010/11. This was partly due to significant water leaks in a small
number of stores – leading to an overall decrease in water efficiency
this year.
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Key performance indicator
Store water efficiency
(litres/m2 of total sales
area)

2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

u/a

u/a

u/a

u/a

265

273

2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

u/a

1.65

1.57

1.73

1.46

1.51

Detailed data
Store water use
(million m3 )

Notes:
n Store water data is collected from a combination of meter readings and
water bill data.
n

Data was collected from all our operating companies and joint ventures for
the past two years (2009/10 and 2010/11). In previous years, data was
collected from operating companies and joint ventures which accounted for
the following percentage of Group turnover: 69% in 2008/09, 72% in
2007/08 and 70% in 2006/07. Estimates were made for the unreported
element in previous years.

n

We have reported store water efficiency for the past two years. It is not
meaningful to calculate this for previous years because the data included
estimates.

n

u/a – data unavailable.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2010.
For more details see Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Waste: Achievements 2010/11

64%

63%

€3.3 million

Reduction in store
waste disposed
relative to sales
since 2006/07 –
currently ahead of
our 2011/12 target

Of store waste
recycled in 2010/11
– up from 45% the
previous year

Annual cost saving
from waste
reduction initiatives
in France

Store waste
Our five-year target is to reduce store waste disposed per £ million retail sales by 50% by
2011/12 against the 2006/07 baseline. We are currently exceeding this target – achieving
a 64% reduction since 2006/07. This improvement has been driven by our UK and
French businesses, which have successfully transformed their approach to waste
management, delivering significant waste reductions and cost savings. Brico Dépôt
France and Castorama France have achieved a combined annual cost saving of over
€3.3 million (£2.8 million) as a result of their waste reduction initiatives in 2010/11
(compared to costs in 2008/09). The cost of landfill is becoming increasingly expensive
e.g. the UK government is increasing landfill tax by £8 per tonne every year (up until at
least 2014) and therefore our work to cut waste is in line with our business goal to
increase value.
Over the past year we made significant progress – our total store waste disposed fell by
36% in 2010/11. Our businesses recycled 63% of store waste, up from 45% the previous
year.

Store waste disposed

See waste data for explanatory notes to this chart.
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Store waste 2010/11 – % recycled and disposed

See waste data for explanatory notes to this chart.
Examples of key waste reduction initiatives:
n

B&Q UK has a target to reclaim, recycle or compost 90% of waste by 2012, and aims
for no more than 2% of waste to be sent to landfill by 2023. Stores achieved an 80%
recycling rate in 2010/11 (up from 50% in 2009/10). The company is working to
increase recycling by removing traditional skips in stores and providing segregated
waste and recycling bins which makes it much easier to recycle. By the end of 2010,
B&Q UK had removed traditional skips across 60% of its stores (replacing them with
1,100 litre wheelie bins) and plans to complete this across all stores by the end of
2011. Regular store visits are conducted to review waste practices and identify areas
for improvement – around 170 stores received a waste review during 2010.

n

Screwfix has the long-term goal to send zero waste to landfill. In 2010/11, the
company achieved a 93% recycling rate across all sites (Trade Counters, distribution
centres and offices). Only 2% of waste was sent to landfill – the remaining 5% was
incinerated with energy recovery. The company has removed all skips for day-to-day
waste from its Trade Counters (stores) and cardboard, plastic and tin cans are
backhauled to its central distribution centre for recycling. State-of-the-art equipment to
compress cardboard and plastic is in place at its two distribution centres.

n

Brico Dépôt France aims to achieve a 75% recycling rate by 2012. Stores achieved a
61% recycling rate in 2010/11 (up from 34% in 2008/09). Specific targets on waste
have been incorporated into performance reviews (linked to bonus payments) for
store managers and logistics centre managers. In late 2010, the company's CR
Manager started a programme of store visits to review waste practices and identify
areas for improvement. On-site waste reviews were conducted at around ten stores in
2010. See more about the company's waste reduction initiatives in the Brico Dépôt
France video.

n

Castorama France has set a target to increase its recycling rate to 80% by 2012. The
company has significantly driven up recycling rates over the past three years – from
20% in 2007/08 to 48% in 2010/11. Every store has facilities in place to segregate
eight types of waste for recycling. Specific targets on waste segregation have been
incorporated into performance reviews for store logistics managers. See further
details in the Castorama France video.

A number of our other businesses have also started to take steps forward. For example,
Brico Dépôt Spain sent information to stores on waste and recycling during 2010 and
plans to conduct waste training in 2011. Castorama Russia has an ambitious target to
achieve an 80% recycling rate by 2015. New store recycling facilities have been put in
place, including cardboard balers to compact the cardboard for recycling. In addition,
waste guidelines and procedures for hazardous waste disposal have been developed
and issued to all stores during 2010.

Plastic bags
In response to environmental concerns surrounding the habitual use of plastic bags
within the retail sector, we set a Group target for all our operating companies to
implement measures to reduce the environmental impact of single-use carrier bags by
31 January 2011. We can now demonstrate a range of initiatives across all our
businesses to reduce the environmental impact of carrier bags, such as offering
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customers reusable alternatives, charging a fee for bags and the use of biodegradable
or recycled plastic.
However, the total number of single-use carrier bags distributed has increased this year
from 27.9 million in 2009/10 to 32.5 million in 2010/11. We therefore recognise that
further work is needed to achieve a reduction in consumption of single-use bags.
Key initiatives over the past year:
n

Reusable alternatives: Eight of our nine businesses now offer customers a reusable
alternative – either a fabric 'bag for life' or a reusable plastic bag. Brico Dépôt France
has taken a leadership position in the French market by only offering customers a
'bag for life' (in two sizes), with proceeds going to the housing charity La Fondation
Abbé Pierre. In 2010/11, our businesses distributed around 3.5 million reusable
bags, which account for 10% of all our carrier bags.

n

Carrier bag fee: Three operating companies do not give away any free plastic bags instore (Brico Dépôt France, Castorama Poland and B&Q China). In China, this is a
legal requirement and the number of single use bags has fallen significantly since a
fee was introduced in June 2008 – with an 87% reduction achieved between 2007 and
2010. At B&Q UK, single-use bags are only available on request.

n

Biodegradable / recycled plastic: A number of our businesses have biodegradable
plastic bags including Castorama France, Castorama Russia and Koçtaş. In early
2010, B&Q UK introduced a standard carrier bag made of 100% recycled plastic to
further reduce the environmental impact of bags still requested by customers.

Product disposal
Our European operating companies comply with the EU Directive on Waste Electrical
and Electronic Equipment (WEEE). Our UK businesses have joined compliance
schemes which fund the provision of local authority collection points for recycling
electrical and electronic equipment. All UK stores have introduced take-back facilities for
customers to return used batteries, in line with the legal requirements which came into
force in January 2010.
The other European businesses also have collection points in stores for customers to
return WEEE, in accordance with regulations. At Castorama Poland, a campaign was run
in the Zielona Gora store to encourage customers to return their old electrical products
for recycling. In March 2011, Castorama France launched a promotion to encourage
customers to bring back old drills for recycling, by providing a €10 discount on certain
new drills.

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target

Status

Progress against target – 2010/11
We are currently exceeding this 2011/12 target – achieving a 64%
reduction since 2006/07. This improvement has been driven by our UK
and French businesses, which have successfully transformed their
approach to waste management, delivering significant waste
reductions and cost savings.

Reduce store waste
disposed per £ million
retail sales by 50% by
2011/12 against the
2006/07 baseline.

For example, Brico Dépôt France and Castorama France have
achieved a combined annual cost saving of over €3.3 million (£2.8
million) as a result of their waste reduction initiatives in 2010/11
(compared to costs in 2008/09).

Current target

Status

Progress against target – 2010/11

Implement measures to

We can now demonstrate a range of initiatives across all our

reduce the
environmental impact of
single-use carrier bags
in all operating

businesses to reduce the environmental impact of carrier bags, such
as offering customers reusable alternatives, charging a fee for bags
and the use of biodegradable or recycled plastic.

companies by 31
January 2011

However, despite these initiatives our data shows that the total
number of single-use carrier bags distributed has increased from 27.9
million in 2009/10 to 32.5 million in 2010/11. We therefore recognise
that further work is needed to achieve a reduction in consumption of
single-use bags.
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Key performance indicators
Store waste disposed
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

sales)

18.5

18.8

16.3

12.2

10.5

6.8

Total store waste
disposed (thousand
tonnes)

143

156

148

124

112

72

2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

54

53

61

74

91

123

27%

25%

29%

38%

45%

63%

Store waste disposed
(tonnes / £ million retail

Detailed data
Store waste recycled
Store waste recycled
(thousand tonnes)
Store waste recycled (%
of total waste generated)

Store recycling - breakdown of materials recycled
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

Wood (thousand tonnes)

27

25

28

34

40

59

Cardboard / paper
(thousand tonnes)

20

21

24

24

28

32

tonnes)

2

2

3

3

3

5

Metal (thousand tonnes)

2

2

1

1

2

4

Other (thousand tonnes)

3

3

5

12

18

23

Plastic (thousand

Notes:
n Waste disposed includes non-hazardous and hazardous waste to landfill
and incineration. It excludes building rubble / waste.
n

Data was collected from all our operating companies and joint ventures for
the past two years (2009/10 and 2010/11). In previous years, data was
collected from operating companies and joint ventures which accounted for
the following percentage of Group turnover: 88% in 2008/09, 94% in
2007/08, 58% in 2006/07, 76% in 2005/06. Estimates were made for the
unreported element in previous years.

n

Our data on waste disposed is calculated from the number of waste
collections – based on the size of waste disposal bins and the average
weight. At B&Q UK, the average weight of the waste disposal bins was
amended in 2010/11 to reflect changes in the profile of waste disposed.
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Carrier bags
Single-use carrier bags
(million)

2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

u/a

u/a

u/a

u/a

27.9

32.5

u/a

u/a

u/a

u/a

2.9

3.5

Reusable bags / bag for
life (million)

Notes:
n We collected Group-wide data on carrier bags for the first time in 2009/10.
n

Some of our businesses record the number of bags ordered from
suppliers, which may be slightly different from the number used by
customers during the year.

n

Data for 2009/10 has been restated to reflect improvements to data
collection systems at three of our businesses.

n

u/a – data unavailable.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Carbon footprint: Achievements 2010/11

25%

3%

90% aim

Reduction in CO2
relative to sales
since 2006/07 –
currently exceeding
our 2011/12 target

Reduction in
absolute CO2
equivalent
emissions over the
past year

B&Q UK has the
ambition to reduce
its direct CO2
emissions by 90%
by 2023 (from
2006/07)

Direct carbon footprint
We measure CO2 equivalent emissions relative to sales, which gives an indicator of our
performance in the context of business growth. Our five-year target is to reduce CO2
equivalent emissions from energy and transport (scope 1 and 21 ) per £ million retail
sales by 20% by 2011/12 against the 2006/07 baseline. We have now achieved a 25%
reduction from the 2006/07 baseline, currently exceeding our 2011/12 target. This is
partly the result of improvements in energy efficiency and partly due to our strong sales
growth in the period. We are working with the Carbon Trust and Forum for the Future to
develop new carbon reduction targets as part of our new 2020 CR vision to be launched
before the end of 2011.

Carbon footprint: Kingfisher carbon dioxide (CO2 ) equivalent
emissions from energy and transport (scope 1 and 2) – relative
impact

See carbon footprint data for explanatory notes to this chart.
Our total carbon dioxide (CO2 ) equivalent emissions from energy and transport have
decreased by 3% in 2010/11. This has been mainly due to initiatives to reduce store
electricity consumption (see Group CR performance – climate change).
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Carbon footprint: Kingfisher carbon dioxide (CO2 ) equivalent
emissions from energy and transport (scope 1 and 2) – absolute
impact

See carbon footprint data for explanatory notes to this chart.
B&Q UK has the ambition to reduce its direct CO2 emissions by 90% by 2023, against a
2006/07 baseline. It has set an interim target to reduce direct CO2 emissions by 20% by
2012/13 (from 2006/07) and has calculated that it has already achieved an absolute
reduction of 20% against the 2006/07 baseline. The B&Q UK target covers direct CO2
emissions from store energy, transport (haulage and business travel), waste, water and
effluent.
Our dedicated store delivery fleets account for 8% of our total CO2 equivalent emissions
from energy and transport. There has been an 8% improvement in the efficiency of our
dedicated store delivery fleets (litres of fuel used per m3 of product delivered to stores)
since 2007/08, which is our transport target baseline (see Group performance –
transport). The total CO2 equivalent emissions from this source have fallen by 17% since
2006/07, which is also due to a reduction in the total volume of products transported via
dedicated delivery.
We also calculate our carbon footprint arising from other indirect activities, i.e. scope 3
emissions,1 including waste, water use and effluent, business travel, third-party nondedicated fleet deliveries and exports arranged by the Kingfisher Sourcing Organisation.
In 2010/11, we emitted a total of around 621,000 tonnes of CO2 equivalent (i.e. scope 1,
2, 31 ) – equivalent to the annual CO2 arising from energy use in around 109,000 UK
households.2
Over the past year, we achieved significant reductions in our scope 3 emissions from
waste (35% reduction) and business travel by air (13% reduction). However, there was
an increase in the other scope 3 impacts:
n

Our CO2 equivalent emissions from water use and effluent increased by 11% in
2010/11, partly due to a number of leaks within stores.

n

Our CO2 equivalent emissions from business travel by road increased by 46% in
2010/11, partly due to an improvement in our data collection systems. See transport
section for further details.

n

Our CO2 equivalent emissions from third party non-dedicated fleets increased by 20%
in 2010/11, due to a greater volume of products delivered via these routes.

n

Our CO2 equivalent emissions from Kingfisher Sourcing Organisation exports
increased by 72% in line with a 66% increase in the value of direct shipments over the
year.

Our key focus to date has been on reducing the carbon emissions from our own
operations. We recognise that we also need to look beyond our own operations to the
impacts associated with the sourcing of our products and customer use of our products
(see section below on carbon footprint in our supply chain).

Carbon footprint in our supply chain
The following table summarises the main sources of CO2 equivalent emissions arising
from our business
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Kingfisher's suppliers
n

Sourcing of raw materials

Kingfisher's own operations
n

Buildings – stores, distribution

Kingfisher's customers
n

centres and offices
n

Manufacture of products

n

Haulage – distribution of
products to Kingfisher

n

Haulage – distribution /

products
n

transportation of products
n

Use and disposal of Kingfisher's

Customer transportation from
stores to homes

Business travel and staff
commuting

So far we have concentrated on reducing the impact of our own operations. However, we
also recognise that we can play an important role in influencing suppliers and customers
to drive down the carbon emissions associated with the sourcing and end-use of our
products. Many of our eco products are designed to help customers save energy, e.g.
low-energy lighting, insulation, renewable energy technologies and energy-efficient
appliances (see product design).
In 2010, we worked with BioRegional on a study to measure the carbon footprint
associated with the supply chain impacts of our products. The carbon footprint was
calculated from financial data, using the calculation model Bottomline3 which identifies
the carbon emissions of products and services at every step of the supply chain. This
information helps to increase understanding of our supply chain impacts and will be
used to inform our strategy for reducing our overall carbon footprint.
In addition, B&Q UK has worked with BioRegional to review the carbon footprint of its
goods-not-for-resale (GNFR). It has also started to work with paint suppliers to assess
and reduce the carbon footprint of paint.

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Reduce CO2 emissions
from energy and
transport per £ million
retail sales by 20% by
2011/12 (against the
2006/07 baseline).

Status

Progress against target – 2010/11
We are currently exceeding this target – achieving a 25% reduction
since 2006/07. This is partly the result of improvements in energy
efficiency and partly due to our strong sales growth in the period.
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Our stores & operations
Ensuring our stores and operations are efficient
and sustainable
Kingfisher is committed to leading by example and is therefore working to
minimise the carbon footprint of its stores and operations through initiatives on
energy, transport, waste and water.

SUMMARY

CLIMATE CHANGE

TRANSPORT

SUSTAINABLE MATERIALS & WATER

WASTE

CARBON FOOTPRINT
Activity

Targets

Data

Key performance indicators
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

452.4

493.9

517.3

536.0

487.1

472.0

58.4

59.6

56.9

53.0

45.8

44.5

Carbon footprint: Total
Kingfisher carbon dioxide
(CO2 ) equivalent
emissions from energy
and transport – scope 1
and 2 (thousand tonnes)
Carbon footprint:
Kingfisher carbon dioxide
(CO2 ) equivalent
emissions from energy
and transport – scope 1
and 2 (tonnes per £
million retail sales)

Detailed data
Carbon footprint: Kingfisher carbon dioxide (CO2 ) equivalent
emissions from energy and transport (scope 1 and 2)
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

69.7

73.2

73.5

82.8

73.7

87.5

35.7

48.1

53.3

46.3

40.0

40.1

tonnes)

12.4 E

13.3 E

14.6

13.9

13.6

14.1

Total scope 1 activity
(thousand tonnes)

117.8

134.6

141.4

143.0

127.3

141.7

334.6

359.3

375.9

393.0

359.8

330.3

Scope 1 activity – direct
CO2 equivalent
emissions
Buildings: fuel
consumption, e.g. gas
and oil (thousand
tonnes)
Haulage: own / dedicated
fleet deliveries from
distribution centres to
stores (thousand tonnes)
Haulage: home
deliveries by own /
dedicated fleet (thousand

Scope 2 activity –
indirect CO2 equivalent
emissions from
electricity
Buildings: electricity
(thousand tonnes)
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Total scope 2 activity
(thousand tonnes)

334.6

359.3

375.9

393.0

359.8

330.3

Carbon footprint: Other indirect climate change emissions (scope 3)
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

55.0

59.9

57.0

47.5

43.0

27.9

1.29 E

1.38

1.31

1.46

1.23

1.37

(thousand tonnes)

5.7 E

6.1 E

6.7 E

7.4

6.0

5.2

Business travel: road
(thousand tonnes)

4.6 E

4.9 E

5.4 E

6.0 E

6.3

9.2

10.4 E

11.2 E

12.2

9.6

22.0

26.4

imports arranged by
overseas sourcing
offices (thousand
tonnes)

53.1 E

56.8 E

62.4

46.9

45.8

78.9

Total scope 3 activity
(thousand tonnes)

130.1

140.3

145.0

118.9

124.3

149.0

Scope 3 activity – other
indirect CO2 equivalent
emissions
Buildings: waste
(thousand tonnes)
Buildings: water use and
effluent (thousand
tonnes)
Business travel: air

Haulage: third-party nondedicated fleet deliveries
from distribution centres
to stores (thousand
tonnes)
Haulage: estimated

Carbon footprint total (scope 1, 2, 3)
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

582.5

634.2

662.3

654.9

611.4

621.0

75.2

76.5

72.8

64.8

57.5

58.5

Total CO2 equivalent –
scope 1, 2, 3 activity
(thousand tonnes)
Total CO2 equivalent –
scope 1, 2, 3 activity
(tonnes per £ million
retail sales)

Notes:
n E – estimated data. We have progressively extended the scope of our data and have
made estimates for the years where we did not collect data to enable a like-for-like
comparison over time (the estimates are based on the first year that data was
collected).
n

Our data on buildings' fuel consumption and electricity covers stores, dedicated
distribution centres and offices for the past three years (2008/09 to 2010/11). In
previous years, we collected data for stores only and we have made estimates for
offices and dedicated distribution centres (based on data for 2008/09).

n

The data is reported in line with the WRI / WBCSD Greenhouse Gas (GHG) Protocol,
which identifies three categories of greenhouse gas emissions: scope 1 (direct
emissions), scope 2 (energy indirect emissions i.e. electricity) and scope 3 (other
indirect emissions).

n

The majority of data is for greenhouse gas emissions – referred to as CO2 equivalent
– which includes carbon dioxide (CO2 ), methane (CH4 ) and nitrous oxide (N2 O),
except where indicated below. We have used the CO2 equivalent emission factors
published by the UK government (DEFRA), except for waste (see details below).

n

The CO2 emission factors for electricity vary by country due to differing energy mixes
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used for generation. We have used the 'five-year rolling average' emission factors for
each country. The international electricity data is for CO2 only (since DEFRA do not
publish a CO2 equivalent factor).
n

CO2 from gas is calculated using the gross calorific value.

n

The emissions from waste disposed are calculated using a CO2 emission factor of
384.52 kg CO2 per tonne of waste disposed – to be consistent with our methodology
last year. We have not calculated the CO2 saved from waste recycled.

n

The CO2 from water covers both CO2 from water use and CO2 from effluent. We have
estimated the volume of effluent from the volume of water used.

n

Where we use haulage via third-party non-dedicated fleets, data is collected for 88%
of operating companies by turnover.

n

For further details on the scope of data collection, see sections on climate change,
transport, waste and sustainable materials and water.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our customers
Making it easy for our customers to create their
homes in a sustainable way
We are encouraging our customers to create sustainable homes through eco
marketing campaigns and the provision of specialist advice and information.

SUMMARY

ENGAGING OUR CUSTOMERS

Achievements 2010/11

1,250

Logo

New

B&Q UK staff
trained to be instore Eco Advisers

‘C'est Éco’ – to
highlight the
extensive range of
eco products at
Castorama France

‘Energy-saving
centres’ at B&Q UK

Challenges 2010/11
n

Make it easy for customers to locate eco products in all our stores,
through clear labelling and information.

Future priorities
n

To help our customers create energy-efficient homes by offering a
comprehensive range of products, services and advice across all our
businesses.

n

To continue to challenge normal business paradigms to move towards
more sustainable patterns of production and consumption.

CR snapshots
Eco Advisers – B&Q UK
B&Q UK has trained 1,250 staff to be in-store Eco
Advisers, to provide advice to customers on how
to reduce their home's environmental impact.
The company won the 2010 Observer Ethical
Business Award for its role in demystifying
ecological issues to the mass consumer.
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Our customers
Making it easy for our customers to create their
homes in a sustainable way
We are encouraging our customers to create sustainable homes through eco
marketing campaigns and the provision of specialist advice and information.

SUMMARY
Activity

ENGAGING OUR CUSTOMERS
Targets

Engaging our customers: Achievements 2010/11

1,250

Logo

B&Q UK staff
trained to be instore Eco Advisers

‘C'est Éco’ – to
highlight the
extensive range of
eco products at
Castorama France

Demystifying
eco
B&Q UK won the
2010 Observer
Ethical Business
Award

Marketing eco products
In 2010/11, Group sales of eco products totalled £1.1 billion – accounting for 10.5%1 of
total retail sales across the Group. As well as extending our range of eco products and
services (see Group performance – product design), we are working to provide eco
information and advice to make it easier for customers to create energy-efficient, more
sustainable homes.
B&Q UK provides a range of information in stores to promote its range of over 5,500 One
Planet Home® accredited products, e.g. posters and a leaflet about the product range. It
has also trained 1,250 staff to be in-store Eco Advisers (see section below on eco
advice). The 'eco' section of the B&Q UK website (www.diy.com/eco) brings together all
the One Planet Home® products and provides a wealth of hints and tips about how to
create a One Planet Home®. An eco-action calculator is available on the website as well
as specific calculators to work out savings from energy-saving lighting and water-efficient
products. In 2010, over half a million people visited the 'eco' section of the website. The
company has also launched its first 'energy-saving centre' at the Liffey Valley store in
Dublin and is piloting 'eco shops' within two of its stores (see section below on 'energysaving centres' and 'eco shops'). B&Q UK won the 2010 Observer Ethical Business
Award for its role in demystifying ecological issues to the mass consumer.
In 2010, Castorama France introduced a new 'C'est Éco' logo to highlight its extensive
range of eco products to customers in stores and online. The company also includes a
range of eco information in stores, including a special merchandising display at the store
entrance and posters in aisles. In 2010, two pages on eco products were included in
every catalogue. In March/April 2011, Castorama France ran a one-month in-store
promotional campaign – Les Jours Éco Logiques (Eco Days) – offering a wide range of
discounts on energy-saving products, water-saving products and products with health /
air quality benefits. A 32-page catalogue of eco product promotions was produced for the
campaign. A specially produced video was also featured on the company website to
promote the campaign and provide customers with a range of eco tips.
At Brico Dépôt Spain, eco products are highlighted in stores, catalogues and online with
an Eco Brico logo and the company is planning to develop further initiatives to promote
eco products to customers. It is using learning from across the Kingfisher Group, e.g. the
commercial team visited B&Q UK's pilot 'eco shop' within the New Malden store (see
details below).
Brico Dépôt France launched a new eco logo in product catalogues and on its website in
early 2011. A guide on different eco-labels is also available in-store. The company's
website brings together all eco products in one place, so customers can easily find eco
solutions. It also includes an interactive eco house, to help customers identify ways to
reduce the environmental impact of their home.
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Our other businesses have also taken steps to promote eco products in stores. For
example, Koçtaş (our joint venture in Turkey) has its own energy-saving logo to promote
and draw customer attention to energy-saving products. Castorama Poland provides
information for customers on how to create more sustainable homes through point-ofsale literature on garden, bathroom and decoration products.
B&Q China and Screwfix plan to develop an eco logo to highlight eco products to
customers in 2011.

Eco advice
B&Q UK has trained 1,250 staff to be in-store Eco Advisers, to provide advice to
customers on how to reduce their home's environmental impact. In addition, a new Eco
DIY course was launched in 2010 as part of the 'You Can Do It Classes' run in selected
stores. The Eco class provides expert guidance on how to successfully fit a range of
energy-saving products such as loft, pipe and tank insulation and TRVs (thermostatic
radiator valves).
At Castorama France, the e-learning programme includes a number of sustainability
modules to help employees guide customers on reducing their home's environmental
impact. The modules cover eco decoration, eco gardening, energy saving in the home,
eco construction and eco showrooms.

'Energy-saving centres' and 'eco shops'
B&Q launched its first 'energy-saving centre' in the Liffey Valley store in Dublin in March
2011. This is a dedicated centre within the store to help customers save energy in the
home and reduce bills. It offers a range of energy-saving products and installation
services, including solar thermal water heating, insulation and boiler refits. A similar
model is also being trialled in the store in Bolton, offering customers boiler upgrades
and solar photovoltaic electricity.
The company is also trialling an 'eco shop' concept in two flagship stores – New Malden
and Sutton. This is an experimental pilot project to help develop understanding of
customer perceptions and potential market opportunities. A wide range of One Planet
Home® accredited products are arranged into six key eco categories, from insulation to
eco-decoration. The 'eco shops' also provide a number of eco installation services (see
Group performance – product design for more on eco services).
Both the 'energy-saving centres' and 'eco shops' offer customers a full in-home energy
assessment, to help them identify the most beneficial and cost effective energy-saving
measures for their home. These are conducted by in-store Eco Experts who are fully
qualified energy assessors and can provide homeowners with an Energy Performance
Certificate.
At the store in Sutton, B&Q has worked with the local council and other stakeholders to
deliver home energy retrofits to around 70 households in Sutton as part of a Green Deal
trial (see Group CR performance – business opportunity for more about the Green Deal).
B&Q has provided a full project management service at the store – working with
specialist companies to coordinate a home energy assessment and provide eco
installation services, e.g. to improve levels of insulation, increase draught proofing or
install solar hot water systems. The project has been an important learning curve,
helping to identify what customers want and the products and services required to meet
their needs.

Market research
Our target was to research customer attitudes on the environmental / social impacts of
retail in all the markets we operate in by 31 January 2011 (in line with the timescales in
our Steps CR programme). We have achieved this target, with market research into eco
attitudes conducted across all of our businesses. Kingfisher's website also includes a
CR feedback section which seeks views on the company's progress.
For example, Castorama Russia included specific questions on energy efficiency and
timber within its customer survey in October 2010. Over half the respondents (55%) said
that timber certification is important to them and the majority of respondents (69%) were
concerned about energy efficiency when purchasing products. In February 2010, a joint
research project was conducted by Castorama France, Brico Dépôt France and
Kingfisher into customer attitudes on eco products and sustainable consumption, with
interviews conducted with around 1,000 people. It identified a high level of awareness of
sustainability solutions among customers, although price is perceived as the main
barrier to change. Castorama France carried out another detailed survey in June 2010.
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Working in partnership to promote sustainability
Ian Cheshire, Kingfisher's Group Chief Executive, is leading the 'We Will If You Will'
initiative (together with Fiona Reynolds, Director General of the National Trust). This is a
UK programme to inspire people towards more sustainable lifestyles. It brings together
businesses, NGOs and government to deliver change in three areas – home, travel and
food.
B&Q UK is supporting the Prince of Wales's START initiative to inspire people across the
UK to lead more sustainable lives. During 2010, a series of events were staged around
the country to promote the positive steps people can take to make a difference,
cumulating in the Clarence House 'Garden Party to Make a Difference' in September
2010. B&Q UK created a series of interactive eco installations for the garden party,
designed to help bring to life the things people can do to reduce their environmental
impact. See the Project START section of the B&Q UK website for further details. To
coincide with the garden party, the company also kicked off a three-month campaign to
encourage its own employees to start taking action (see Group CR performance –
employee engagement). Ian Cheshire is also Chairman of the START Advisory Board.

Responsible marketing
We need to ensure that the claims our businesses make about the environmental or
social benefits of a product are accurate and honest. We have a CR Responsible
Marketing Policy Standard and Guidelines for our businesses. We are currently working
on a project to review our approach on responsible marketing and update our policy and
guidelines.
We have worked with sustainability experts BioRegional to introduce a new independent
verification process for all eco products sold across our international businesses. There
is currently no agreed industry-wide definition of an eco product and therefore our work
with BioRegional is helping to set the pace globally for external verification of eco claims.
We have worked with BioRegional to develop detailed eco product guidelines and
criteria, and introduced a quarterly review process at the start of 2010 to check that all eco
products nominated by our businesses are in line with them. In May 2011, Kingfisher
won the Ethical Corporation Award on ‘sustainability commercialised’ for its work with
BioRegional on eco products (see news item). See further details on eco products in the
section on Group performance – product design.

Customer satisfaction
Our businesses conduct regular customer satisfaction surveys and have procedures in
place to respond to customer enquiries, suggestions and complaints.

Store accessibility
Our Steps CR programme requires our businesses to include criteria on accessibility for
disabled customers and employees within their store design specification.
A range of specific products are also available to help meet the needs of disabled or
vulnerable customers (see Group performance – product design).

Safe use and disposal of products
Our businesses include safety labels on products such as solvents and paints to provide
guidance on and encourage safe use and disposal.
Our European businesses also provide guidance for customers on how to return waste
electronic and electrical equipment (WEEE) for recycling. For example, Screwfix provides
detailed information on such recycling procedures in its catalogue and on its website.
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Our customers
Making it easy for our customers to create their
homes in a sustainable way
We are encouraging our customers to create sustainable homes through eco
marketing campaigns and the provision of specialist advice and information.

SUMMARY
Activity

ENGAGING OUR CUSTOMERS
Targets

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Research customer
attitudes on
environmental / social
impacts of retail in all
markets we operate in
by 31 January 2011. *

Status

Progress against target – 2010/11
We have achieved this target, with market research into eco attitudes
conducted across all of our businesses. Kingfisher's website also
includes a CR feedback section which seeks views on the company's
progress.
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY

EMPLOYEE ENGAGEMENT

DIVERSITY

HEALTH & SAFETY

Achievements 2010/11

CR
objectives
Set annually for the
Group Executive
Directors

74%

1,250

Of Brico Dépôt
France's employees
had completed the
sustainability elearning training

B&Q UK staff
trained to be instore Eco Advisers

Challenges 2010/11
n

There was an increase in the total lost-time accident rate across three
of our nine businesses – leading to an overall increase in the accident
rate across the Group of 1% in 2010/11. We will be working to
improve performance in these businesses over the coming year.

n

We need to do more to attract more women at senior levels in the
Group.

Future priorities
n

Train all our customer facing store employees on eco products and
services to enable them to help customers to make more sustainable
choices.

n

Incorporate CR objectives into performance reviews for all senior
management across the Group.

CR snapshots
CR competition – B&Q China
B&Q China runs an annual competition to reward
the store that has demonstrated the greatest
progress on CR. In 2010, the store in Xia Men
was awarded the prize for enhancing its
reputation in the local community through a
range of CR initiatives.
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Employee engagement: Achievements 2010/11

6,000+

74%

20

Employees signed
up to a staff ecoincentives
programme

Of Brico Dépôt
France's employees
had completed the
sustainability elearning training

Eco video clips
featured on the
Casto TV channel
during 2010

Eco Advisers
We need to engage each and every employee to encourage them to become champions
of sustainability. Our colleagues, like our suppliers and customers, are on a journey with
us to achieve a more sustainable way of living.
A key focus is to provide eco training for sales teams enabling them to offer advice to
customers on eco products and services.
n

B&Q UK has trained 1,250 staff to be in-store Eco Advisers, to provide advice to
customers on how to reduce their home's environmental impact and cut bills.
Qualified Eco Experts are also in place at its 'energy-saving centres' (currently within
the stores at Liffey Valley in Dublin and Bolton) and the two pilot 'eco shops' (New
Malden and Sutton). These experts have a domestic energy assessment qualification,
which enables them to conduct in-home energy assessments and provide
homeowners with an Energy Performance Certificate.

n

Castorama France has a series of e-learning modules for store teams on
sustainability issues including eco decoration, eco gardening, energy saving in the
home and eco construction. Over 550 employees had completed a sustainability elearning module by the end of 2010.

n

At B&Q China, the product training for store employees includes an introduction on a
number of eco products, e.g. energy/water-saving goods and those that carry health
benefits.

Sustainability training and engagement
Our businesses have a range of sustainability training and engagement programmes.
n

B&Q UK ran a three-month employee engagement campaign in autumn 2010 to
encourage employees to reduce their environmental impact both at work and at home.
The campaign was designed to coincide with the company's participation in the
Prince of Wales's START initiative (see more on START in the section on Group
performance – engaging our customers). Over 6,000 employees signed up for the
campaign and received a free energy-saving pack, including an electricity monitor, a
standby saver and a shower water-saving device. A series of discount vouchers for
energy-saving products were distributed to employees in their payslips. During the
campaign, over 3,500 employees purchased enough loft insulation to fully insulate
their lofts. An Eco Hero award programme was also launched during the campaign
(see details below). Since February 2010, B&Q UK has included 'Eco tips' in the bimonthly magazine for employees, Talking Shop, and in regular bulletins.

n

Brico Dépôt France has a sustainability e-learning training module, which was
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completed by 74% of employees by the end of 2010. This includes a number of
interactive elements such as a quiz and a store tour to engage employees on
sustainability. A sustainability poster campaign will be launched during the country's
Sustainable Development Week at the start of April 2011, providing practical guidance
and tips for employees on sustainability.
n

Castorama France publishes an environmental newsletter for employees (five
editions were produced in 2010) and regular articles on sustainability are included in
the weekly HR manager bulletin. Eco messages are included in the monthly
broadcast for the Casto TV channel (shown in stores) to encourage employees to do
their bit for the environment. There were 20 of these eco messages in 2010, covering
a range of topics such as eco products, energy saving, recycling, the Earth Hour
campaign (see details below) and alternatives to car travel.

n

B&Q China and Castorama France participate in the annual Earth Hour event, a
global campaign organised by the environmental organisation WWF to encourage
people around the world to switch off their lights for one hour on one day in the year to
raise awareness of climate change. At B&Q China energy-saving tips were included in
the morning briefing for all store employees during the March 2010 Earth Hour.
Castorama France produced a leaflet for employees about the 2010 Earth Hour which
was distributed to employees with their payslips. In addition, an interview with WWF
was broadcast on the Casto TV channel.

We have achieved our target for all our businesses to include information on
environmental and social issues in employee induction programmes by 31 January
2011. At B&Q UK, all new employees must complete the One Planet Home® e-learning
module – over 11,700 employees had completed this training by 31 January 2011.

Sharing sustainability best practice across the Group
A Group-wide CR Network meets twice a year to bring together the CR representatives
across our international businesses (the CR representatives are from eight different
countries). The aim of the network is to create a forum where we can learn from each
other, share innovation and help the business steer a measured path towards
sustainable growth. See CR responsibilities for further details of the CR Network. There
are also a range of other issue-specific networks such as the Kingfisher Property CR
Network and the Kingfisher Chemicals Network.
The Kingfisher CR team provides guidance, training sessions and workshops on CR
issues for Group businesses. It also works closely with the internal communications
department to promote CR messages across the Group, e.g. via the intranet, newsletters
and other specific communication initiatives. An annual CR update for employees is
produced.

Incorporating CR objectives into performance reviews
for managers
At Group level, CR objectives are set annually for the Executive Directors and members of
the Retail Board. The CR objectives are tailored to their individual responsibilities.
A number of our businesses have also incorporated some CR objectives into
performance reviews for certain employees. For example, Castorama France, Brico
Dépôt France and Brico Dépôt Spain have included specific targets on CR issues, such
as waste, within performance reviews for store managers. The waste targets have
helped to drive a significant reduction in waste across these businesses (see Group CR
performance – waste).
At Castorama France, a new framework has also been developed for managers to selfevaluate their CR progress and brief their sector manager on key issues. Since October
2010, CR indicators for each store have been communicated monthly to store managers
(these include indicators on eco products sales, energy, waste and diversity).

Recognising sustainability achievements
A number of our businesses have sustainability award programmes to recognise
employee achievements.
n

Castorama France runs an annual eco champion award which recognises teams
achieving the best results in three categories: eco product sales, waste management
and energy saving. Six teams were presented awards at the Commercial Convention
in October 2010.

n

B&Q UK launched a new Eco Hero award programme during its sustainability
employee engagement campaign in autumn 2010. A competition website was

© Kingfisher plc 2011 |

Page 58 of 109

Corporate Responsibility
created for employees to nominate their eco heroes and to encourage sharing of eco
ideas across the business.
n

B&Q China runs an annual competition to reward the store that has demonstrated the
greatest progress on CR. The winning store receives a prize of RMB 5,000 (around
£500) to be spent on volunteering activities in the local community. In 2010, the store
in Xia Men was awarded the prize for enhancing its reputation in the local community
through a range of CR initiatives.

Other training and development
We place significant emphasis on the training and development of employees, with
around £19.6 million invested in formal employee training in 2010/11. A total of 914,000
training hours were provided – an average of 12 hours per employee.
At B&Q UK, more than 21,000 City & Guilds qualifications have been obtained by
employees since the initiative began in 2009. B&Q UK is now the largest user of City &
Guilds qualifications in the retail sector. Store teams wear badges on their aprons that
indicate to customers that they are being served by an expert with a City & Guilds
qualification. The company also has an apprenticeship scheme – a 12-month
programme of learning that employees complete while doing their job, giving them the
skills, knowledge and confidence to progress their career in their chosen field. Most
company apprenticeships are only open to under-25s, but there are no age limitations for
B&Q's programme – making it one of the most diverse in the industry. In 2010/11, 118
employees qualified as apprentices, including Mr Terry Robinson from the Oxford store
who is the company's oldest apprentice at 72 years of age. The company has recruited
162 apprentices for the 2011/12 programme.
In 2010, the majority of employees (approximately 89%) received a formal performance
appraisal and review.
Kingfisher runs a number of senior management programmes to attract and retain the
best international talent. The Kingfisher Talent Group (KTG) seeks to promote 'rising
stars' within the business. In 2010, we launched our first Kingfisher Leadership
Programme, which every member of the One Team leadership group (see below) will
have completed by the end of 2011.
The employee turnover rate was 22% in 2010/11. The lowest employee turnover rates
among operating companies were within Brico Dépôt France (11%) and Castorama
France (7%).

Communication and consultation
As an international retailer, it is our ambition for employees across the Group to work as
a single team within an environment where ideas flow freely and talent can be placed
where it makes the biggest difference. Internally we call this ambition 'One Team'. We
recognise that our senior leadership group is central to us achieving the 'One Team' goal
and have held two conferences in the past year with our top 200 leaders – enabling us to
collect their ideas for shaping our future direction. The conferences have forged stronger
cross-Group connections and networks, which will be essential in making our 'One
Team' aspirations a reality.
Kingfisher has a number of internal communication channels to promote messages
across the Group such as the Kingnet intranet site and internal newsletter.
We measure employee engagement through a Gallup survey (known as Q12) which
enables us to benchmark levels of engagement with other businesses. The 2010/11
survey conducted across our leadership team (which covers 1,200 senior employees
across the Group) found high levels of engagement – a score of 4.19 out of 5.
In April 2011, B&Q UK was awarded the Gallup Great Workplace award for the fifth year
running, in recognition of continued improvements in employee engagement. Within the
Gallup survey B&Q UK tracks employee attitudes towards its environmental commitment.
The score improved from 4.49 out of 5 in 2009 to 4.54 out of 5 in 2010.
Castorama France extended the Gallup survey to all 12,500 of its employees last year –
with the overall score increasing from 3.70 out of 5 in the first survey in May 2010 to 3.87
out of 5 in the second survey in November 2010. In January 2011, Castorama was
included in the 2011 list of Top Employers in France compiled by the CRF (Corporate
Research Foundation) Institute. The company was praised for excellence in five areas:
pay, working conditions, training, career development and company employment culture.
Brico Dépôt Spain participates in the annual Best Work Place (BWP) survey, conducted
by the Great Place to Work Institute. It was ranked eighth in the latest survey conducted in
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2010 (category: 500–1,000 employees).

Human rights
Kingfisher has a policy standard on employee human rights which sets out our
commitment to support and respect human rights, in line with the United Nations
Universal Declaration of Human Rights, the International Labour Organization (ILO)
conventions and the UN Global Compact principles.
We recognise the right and freedom of choice of our employees to belong to a
recognised trade union without pressure or influence from the business, and to bargain
collectively where this is allowed within national law. In line with national regulations, all
employees in France, Spain and India are covered by collective bargaining
arrangements. In total this amounts to around a quarter of all our employees. The
Kingfisher European Forum, set up in 2003, briefs and consults with employee
representatives on pan-European issues.

Pay and benefits
Kingfisher encourages employees to become shareholders in the business. We have a
UK ShareSave Scheme and an International ShareSave Plan which is available for all
eligible employees. There are around 6,400 employees in the ShareSave Schemes (at
31 January 2011). In addition to this, the Group launched a UK Share Incentive Plan in
April 2011 which is available to all eligible UK employees.
Across its international businesses, salary levels are competitive within local markets
and healthcare and performance-related bonus schemes are available to some
employees.
The Group operates defined benefit and defined contribution pension schemes for its
employees, some of which are required by local legislation. The Board's policy is to
encourage pension fund managers to engage with companies on environmental, social
and governance considerations where possible.
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Include information on
environmental and
social issues in
employee inductions by
31 January 2011.*

Status

Progress against target – 2010/11
We have achieved our target – all our businesses now include
information on environmental and social issues in employee induction
programmes.
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Detailed data
Training
Training hours (number)

2006/07

2007/08

2008/09

2009/10

2010/11

1,233,000

1,367,000

1,282,000

948,000

914,000

17

16

15

12

12

Training hours (number
per employee)

Notes:
n Training data covers formal training courses and excludes on-the-job training.
n

Data on training per employee is calculated using the total headcount average over
the year (not full-time equivalent employees).

n

Data on training for 2010/11 covers businesses which account for 95% of the Group
turnover (86% in 2009/10, 95% in 2008/09, 100% in 2007/08, 100% in 2006/07).

Employee turnover
Employees who left (number)
Rate of employee turnover (%)

2006/07

2007/08

2008/09

2009/10

2010/11

21,700

25,200

23,100

15,900

17,000

29%

30%

28%

20%

22%
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Diversity: Achievements 2010/11

27%

600

Action plan

Of B&Q UK
employees over the
age of 50

Store managers at
Castorama France
received a briefing
on disability

On disability at
Brico Dépôt France

How we manage employee diversity
We aim to treat employees with dignity and respect, and to value the skills and
experience that people from diverse backgrounds can bring to our business. Through
our Steps CR programme, we set out requirements for our businesses to promote equal
opportunities within recruitment, promotion and training programmes. We have Diversity
Guidelines to help our businesses meet the Group requirements and to manage
diversity within the context of different national legislation and cultures.
Our two largest businesses, B&Q UK and Castorama France, have well-established
diversity programmes. For example, B&Q UK has been at the forefront of employing older
workers for many years, campaigning for others in industry to follow its lead. Castorama
France has agreements with trade unions on gender equality, disability and age diversity,
and has developed specific action plans and targets on these issues. A number of video
clips on the company's commitment to diversity have been featured on the Casto TV
channel (shown in stores).

Gender
In 2010/11, women accounted for 40% of total employees, 29% of managers and 14% of
Board members. A number of operating companies are working to attract and recruit
women by providing flexible working arrangements. For example, B&Q UK's approach
goes beyond legal requirements because it allows flexible working requests from all
employees (not just those with caring responsibilities) and employees are able to
request flexible working from their first day at work. By the end of 2010, over 60% of
employees were on flexible working arrangements, not including those who work
remotely or alter their hours / working pattern on an occasional or informal basis.
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Women employees 2010/11 (% of employees)

See diversity data for explanatory notes to this chart.

Women in management positions 2010/11 (% of managers)

See diversity data for explanatory notes to this chart.
In 2010/11 the proportion of women in management remained stable and there was a
reduction in women at Board level. We recognise that we need to be more proactive if we
are to attract and retain women at senior levels. Castorama France has a target to
increase the proportion of women in management to 40% in 2012. The proportion of
women in management has progressively increased over the past four years – from 32%
in 2007 to 36% in 2010. New measures have been introduced to promote development
opportunities for women and facilitate flexible working to promote a good work–life
balance. For example, the company focuses on internal promotions and wage equity for
women at annual performance development reviews.
At B&Q UK, job sharing is facilitated via the Job Share Register which is available online.
At the 2010 Specsavers Everywomen in Retail Awards, Liz Bell, HR Director for B&Q was
awarded the Leader of the Year Award. The awards celebrate the most inspiring and
pioneering women working in the retail industry.

Age
B&Q UK has a long-established policy of promoting age diversity and has led the way in
the recruitment and retention of people over 50 years of age, through initiatives such as
flexible retirement. In 2010/11, 27% of B&Q UK employees were over 50 – significantly
higher than the Group average of 14%. In June 2010, B&Q UK achieved a Silver Standard
in the e-quality awards run by the Employers Forum on Age and Employers Forum on
Belief.
Castorama France has developed an action plan to promote the employment of staff over
the age of 50. In 2010, a web forum was started on age diversity to seek the views of
current employees over the age of 50. This will help to understand the needs of older
workers and identify potential issues.

© Kingfisher plc 2011 |

Page 64 of 109

Corporate Responsibility

Age of employees 2010/11 (% of employees)

See diversity data for explanatory notes to this chart.

Disability
In 2009/10, the proportion of employees with a declared disability was 2.5%. Castorama
France has the objective of hiring an additional 180 disabled people on permanent
contracts over the period 2009–11. To facilitate this, around 200 employees received
training on disability issues in 2009 and volunteers are now in place across all stores to
support the implementation of the programme. A briefing on disability was circulated to
600 store managers during 2010 and numerous partnerships were set up with local
disability organisations. Brico Dépôt France has an agreement with the French disability
organisation L'Agefiph to attract and retain more employees with disabilities.
Brico Dépôt Spain has signed an agreement with Red Cross Spain to work together to
increase the integration of disabled employees in its stores.

Ethnic minorities
We report data on ethnicity for the UK only. We are not able to provide a Group-wide figure
due to the fact that it is illegal in some countries (e.g. France) to ask employees to
declare their ethnicity. Also there is no common definition of an ethnic minority in certain
countries. The proportion of UK employees who declared they were from an ethnic
minority is 10%. This is in line with the 8% of UK adults who are from ethnic minorities
(UK Census 2001).
B&Q UK recognises that multilingual employees can also better serve customers who
do not speak English as a first language and encourages employees to wear badges to
indicate the additional languages they speak.
As well as promoting diversity within our own workforce, we also work with suppliers to
create products which are inclusive in their design, to meet the needs of disabled or
vulnerable customers (see Group performance – product design). We also seek to
ensure that our stores are accessible for both employees and customers with
disabilities (see Group performance – engaging our customers).

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Provide training at all
operating companies on
equality and diversity by
31 January 2011.*

Status

Progress against target – 2010/11
We have achieved our target – all our businesses now provide training
on equality and diversity (except in Brico Dépôt Spain which has an
extra year to achieve the target).
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Key performance indicator
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

76

75

73

73

71

71

24

25

27

27

29

29

2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

Total employees – men
(%)

60

60

60

59

59

60

Total employees –
women (%)

40

40

40

41

41

40

Men on the Board (% of
Board members)

u/a

u/a

u/a

83

84

86

Women on the Board (%
of Board members)

u/a

u/a

u/a

17

16

14

(%)

21

18

21

17

17

16

Employees 25–49 (%)

66

69

66

70

70

70

Employees 50 and over
(%)

13

13

13

13

13

14

2.1

2.0

1.9

2.2

2.2

2.5

7

8

8

10

10

10

Men in management
positions (% of
managers)
Women in management
positions (% of
managers)

Detailed data
Gender

Age
Employees 24 and under

Disability
Employees who have
declared a disability (%)
Ethnic minorities – UK
only
Employees who have
declared they are from an
ethnic minority (%)

Notes:
n Data is for full-time equivalents, as at the year end.
n

Data on Board members includes the Kingfisher Group Board, the Kingfisher Plc
Board and the Boards of our individual operating companies.

n

Data for ethnic minorities is for the UK only. The data for 2005/06 to 2008/09 covers
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all our UK operations (B&Q UK, Kingfisher corporate head office and Screwfix). The
data for 2009/10 and 2010/11 is not available for Screwfix, which needs to develop a
monitoring system for recording ethnic diversity.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement

© Kingfisher plc 2011 |

Page 68 of 109

Corporate Responsibility

Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Health & Safety: Achievements 2010/11

20%
Reduction in the total lost-time accident rate since
2006/07

Kingfisher's Group policy and standards on health and safety are based on International
Labour Organization (ILO) requirements. A Group-wide health and safety review is
conducted on an annual basis and includes a review of compliance with the Group
standards as well as local regulatory requirements. There were no health and safety
prosecutions during 2010/11.
Our target is to achieve a 5% annual reduction in the total lost-time accident rate (major
and over three-day lost-time accidents). Over the past year, there was an increase in the
total lost-time accident rate across three of our nine businesses – leading to an overall
increase in the accident rate across the Group of 1% in 2010/11. We will be working to
improve performance in these businesses over the coming year. Despite the challenges
this year, our accident rate is considerably lower than it was when we started monitoring
Group-wide accidents in 2006/07. We have achieved a 20% reduction in the total losttime accident rate since 2006/07.

Lost-time accidents – major and over three-day lost-time
accident rate

See health & safety data for explanatory notes to this chart.
There are some significant variations in accident rates across the Group. This is partly
due to differences in legislation, mandatory accident reporting requirements and health
and safety cultures across countries. The accident rates are highest in France and Spain
where companies are required to report and claim accidents through insurance / social
security systems.
In 2010/11, the total lost-time accident rate in the UK (B&Q UK, Screwfix and Kingfisher
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corporate head office) was 1,229 per 100,000 full-time equivalent employees –
significantly below the Group average of 3,425.
A number of our businesses are working on new health and safety initiatives. For
example, B&Q UK started on a project to reduce accidents from slipping by fitting fixed
matting at all entrance points across stores. A programme of repair work conducted by
the property maintenance team is also helping to create a safer store environment. In
2010, B&Q UK launched a new health and safety e-learning programme and all unit
managers attended a health and safety workshop.
Castorama France is working to update its health and safety e-learning programme and
is putting in place an improved monitoring system to review quarterly trends across
stores. It is also planning to introduce new equipment for reaching up to high shelves.
This section covers performance on employee health and safety. We also report on
major customer health and safety incidents in the section on governance and ethics.

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Achieve a 5% annual
reduction in the total
lost-time accident rate
(major and over threeday lost-time accidents).

Status

Progress against target – 2010/11
There was an increase in the total lost-time accident rate across three
of our nine businesses – leading to an overall increase in the accident
rate across the Group of 1% in 2010/11. We will be working to improve
performance in these businesses over the coming year.
Despite the challenges this year, our accident rate is considerably
lower than it was when we started monitoring Group-wide accidents in
2006/07. We have achieved a 20% reduction in the total lost-time
accident rate since 2006/07.
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Our people
Engaging employees to be champions of
sustainability across our business
We need to engage each and every employee on our sustainability journey in
order to provide expert advice to customers on eco products and help achieve
change within our own stores and operations.

SUMMARY
Activity

EMPLOYEE ENGAGEMENT
Targets

DIVERSITY

HEALTH & SAFETY

Data

Key performance indicator
2006/07

2007/08

2008/09

2009/10

2010/11

4,276

3,787

3,437

3,394*

3,425

2006/07

2007/08

2008/09

2009/10

2010/11

1

2

0

0

0

78

67

72

94

81

(number)

2,482

2,461

2,248

2,171*

2,178

Total accidents – major and over
three-day lost-time accidents
(number)

2,560

2,528

2,320

2,265*

2,259

130

100

107

141

123

4,146

3,687

3,330

3,253*

3,302

u/a

u/a

u/a

3,706

3,473

u/a

u/a

u/a

61,084

64,751

u/a

u/a

u/a

64,790

68,224

Total lost-time accident rate –
major and over three-day lost-time
accidents (number per 100,000
full-time equivalent employees)

Detailed data
Work-related employee accidents
Fatalities
Work-related fatalities (number)
Accident numbers
Major accidents (number)
Over three-day lost-time accidents

Accident rate
Major accident rate (number per
100,000 full-time equivalent
employees)
Over three-day lost-time accident
rate (number per 100,000 full-time
equivalent employees)
Total lost-time accident rate (see
KPI section above)
Work days lost
Work days lost from major
accidents
Work days lost from over three-day
lost-time accidents
Total work days lost from major
accidents and over three-day losttime accidents

Notes:
n * The data for 2009/10 has been restated due to improvements to data collection
systems.
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n

Operating companies have used their own country-specific regulatory definition of
what constitutes a major accident.

n

Over three-day lost-time accidents include all work-related accidents or injuries to
employees that lead to absence from work, or inability to do their usual job, for over
three days. They exclude major accidents or injuries. Data in France and Spain
includes accidents on the way to work – in line with local regulations.

n

Data was collected from all our operating companies and joint ventures for the past
two years (2009/10 and 2010/11). In previous years, data was collected from
operating companies and joint ventures which accounted for 99% of Group turnover.

n

The accident rate is calculated per 100,000 full-time equivalent employees.

n

u/a – unavailable. We started to gather Group-wide data on days lost from accidents
in 2009/10. Data for previous years is unavailable.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY

COMMUNITY INVESTMENT

GROUP CHARITY PARTNERSHIPS

Achievements 2010/11

£1,598,000 26,000

40,000+

Invested in
charity /
community projects

Rural workers
benefited from an
HIV/Aids mobile
clinic in South
Africa

Work hours spent
on community
volunteering
activities

Challenges 2010/11
n

To develop strategic community partnerships across all our businesses
that are aligned with our Future Homes strategy.

n

To extend our evaluation of community projects to ensure we
maximise the benefits of our investment.

Future priorities
n

Working with governments, local authorities and other stakeholders to
understand our role in helping to create more sustainable
communities.

CR snapshots
Modernising libraries – China
B&Q China launched a new project to help
schools in rural areas modernise their libraries.
By the end of 2010, three libraries in schools in
Sichuan and Guangdong had been redecorated
and equipped with new computers and books.
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY
Activity

COMMUNITY INVESTMENT
Targets

GROUP CHARITY PARTNERSHIPS

Data

Community investment: Achievements 2010/11

£1,598,000 26,000

£501,000

Invested in
charity /
community projects

Raised for charity
partners through
fundraising

Work hours spent
on community
volunteering
activities

Sustainable communities – inputs / investment
We want to help create lasting improvements and benefits in the communities we serve.
Our focus is on community partnerships and programmes that align with our Future
Homes CR strategy.
We made contributions to charity / community projects worth an estimated £1,598,000 in
2010/11 – equivalent to 0.2% of pre-tax profits. This included cash donations (£952,000),
gifts in kind (£443,000 – retail cost) as well as time given by our employees (£203,000).
We increased the overall level of our community investment by 70% during 2010/11,
mainly due to a significant increase at B&Q UK.
We are currently working to develop a new community strategy as part of our 2020 CR
vision to be published by the end of 2011. Helping to create sustainable communities is
one of the key priority areas where we can make a difference – focusing on community
projects and the broader role we can play in working with governments, local authorities
and other stakeholders to help create more sustainable communities.

Community investment 2010/11 (total £1,598,000)

See community data for explanatory notes to this chart

Volunteering
With over 65,000 full-time equivalent employees, we have the potential to reach out and
make a difference in thousands of communities around the world. In addition to financial
donations, we can promote the involvement of our employees in local community
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projects through volunteering and fundraising. In 2010/11, our employees spent over
26,000 work hours volunteering in the local community (up from 20,600 work hours the
previous year). Kingfisher's corporate head office enables and encourages employees to
take a day off work each year for community activities. At B&Q China, employees
participate in a range of volunteering activities, e.g. employees at the Longyang store
regularly volunteer at a centre for disabled children, and volunteers from the store in
Chengdu city helped to redecorate a children’s centre in partnership with a paint vendor.
At Koçtaş, head office staff mentor local students as part of an employee volunteering
programme. Our new community strategy will focus on ways to increase the involvement
of all our employees within their local communities.

Gifts in kind
Our gifts in kind include product donations (valued at retail price) and also donations of
other items such as old stock that has been written off. In 2010, B&Q UK donated new
products worth £55,500 through its One Planet Living® grant scheme (see further details
in the evaluation table below). The company’s grant programme was relaunched in early
2011 and now offers product donations to projects nominated through its new charity
partners UK Youth and Youth Work Ireland. B&Q China has provided some of its
installation and decoration services for free to help people in need and improve living
conditions in local communities. A number of our operating companies, including B&Q
China, B&Q UK and Brico Dépôt France, have worked with housing charities to donate
stock which had been written off.

Fundraising
Our businesses also help raise money for charity partners through store collections and
other fundraising initiatives. In 2010/11, a total of £501,000 was raised for charity. In the
UK, employees donated another £124,000 to charity through payroll giving. B&Q UK has
also run a number of successful cause-related marketing campaigns during 2010, in
partnership with its charity partner NSPCC/Children 1ST/ISPCC and the BBC Children in
Need appeal. At the 2010 RHS Chelsea Flower Show, B&Q UK and Birmingham City
Council created a Road to Recovery Garden in support of Help for Heroes. B&Q UK sold
a limited-edition petunia mix and sweet pea seeds in stores, as featured in the garden,
helping to raise more than £180,000 for the charity.

Charity partnerships
Kingfisher has a Group Charities Policy Standard to encourage charitable and
community giving which brings benefits to local communities. We also have Community
Investment Guidelines (PDF 0.9Mb) which are designed to help our businesses initiate
and implement local partnerships. Our Steps CR programme sets out specific criteria for
operating companies on community investment and store neighbours.
Kingfisher’s corporate head office has a Charity Policy Standard PDF (715Kb), in line with
the group charities policy and has a number of strategic charity partnerships. We
annually assess the benefits of these partnership projects and have reported our key
findings in the table below. Since 2002, Kingfisher has been supporting an HIV/Aids
education and development project in South Africa, which includes a mobile clinic for
rural workers who do not have easy access to healthcare services. Over 40,000 people
have visited the clinic since it was first set up in 2003.
Examples of new community programmes in 2010:
n

B&Q China launched a new project to help schools in rural areas modernise their
libraries. By the end of 2010, three libraries in schools in Sichuan and Guangdong
had been redecorated and equipped with new computers and books. Another
educational programme in Shanghai saw five stores participating in a campaign to
collect books for a primary school in the Hubei province (central China). Over 700
books were finally delivered to the school.

n

B&Q UK launched a new skills programme for schools Job Done! which aims to
teach DIY skills to school children. By 31 January 2011, there were 865 schools
participating in the programme across the UK and Republic of Ireland. B&Q UK was
also one of the four founding partners of the Ellen MacArthur Foundation, which aims
to inspire people to rethink, redesign and move society towards a circular economy
(see Group performance – product design). B&Q is also working with the foundation
to support their educational aims and plans to set up a new Junior Board in 2011
(comprising 16–18 year olds) to engage with young people on how to build a more
sustainable future. The members will be tasked with looking at solutions to specific
sustainability challenges faced by the business.

n

Castorama Russia introduced a Community Investment Policy and has developed a
partnership with a charity called ‘To Children With Love’, which provides support for
orphaned children.

© Kingfisher plc 2011 |

Page 76 of 109

Corporate Responsibility
n

Brico Dépôt Spain developed guidelines on community investment for stores to
promote local community involvement. In November 2010, the company participated in
a charity football tournament, raising funds for the Trinijove Foundation, a charity in
Barcelona that promotes social inclusion.

n

Screwfix continued with its partnership with the male cancer charity, Everyman. It has
donated over £86,000 to Everyman since the partnership began in 2009. In 2010/11,
sales of charity T-shirts and hats helped raise £18,500.

Sustainable communities – outputs / benefits
We aim to ensure that our community activities are focused on projects that are aligned
to our business and CR strategies and maximise community benefits. We therefore
seek to evaluate formally the impact of key community projects on an annual basis
through qualitative and quantitative evidence. The table provides some examples of the
evaluation results for charity partnerships at the Kingfisher corporate head office and
B&Q UK. The examples below account for 7% of the Group’s total community investment.

Community evaluation 2010/11 – examples of benefits of community projects
Community partner /

Inputs 2010/11

Benefits

Action for Blind People, part of

Cash donation of £10,000 to

Community benefits

the RNIB Group – a UK

support a free mobile service.

national charity providing
support for blind and partially

Additional in-kind support e.g.
to help the charity review its

sighted people.

evaluation processes.

Five-year partnership to
support a mobile service

A total of £51,250 donated
since the partnership began.

programme

Kingfisher corporate head office

n

Free mobile service which offers impartial advice and
emotional support for people who are blind or partially
sighted.

n

The service provided access to an increasing range of
everyday living aids to improve quality of life.

(2010/11 was the final year).
n

The mobile unit travels around 10,000 miles and receives
over 3,000 visitors a year. It welcomed its 100,000th visitor in
2010.

“Support from the Kingfisher team to help deliver the service has
really influenced our success.”
Harry Mead, Corporate Partnerships Team
Business benefits
n

Promotes greater understanding of disability issues across
the business – important to Group CR agenda.

n

PR benefits through Kingfisher and B&Q UK logos fitted to the
mobile units.

Community Payback London

Cash donation of £5,000

– a scheme organising

towards tools for community

community service for
offenders (jointly run by the

projects.

Metropolitan Police & the
National Probation Trust).

A total of £25,000 donated

Operates across all 32
London Boroughs.
Five-year partnership (2010/11
was the final year).

Community benefits
n

Positive impact on communities by improving facilities and
bringing a better quality of life to local residents.

since the partnership began.

n

Provides essential life skills for participants.

n

Scheme has continued to grow – 600 projects in operation
every week.

“The partnership with Kingfisher has provided additional projects
which have helped to improve many communities across
London.”
Mike Wells, Community Payback Project Manager
Business benefits
n

Supports community objectives in the locality where
Kingfisher’s corporate head office resides.
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n

The scheme purchases equipment from B&Q UK stores
through B&Q UK’s procurement card scheme.

Save the Children (StC) –

Cash donation of £20,000

Community benefits

support to the Greater China
Children’s Forum to empower

towards events and activities
run by the Greater China

n

vulnerable children to

Children’s Forum.

participate in the UN
Convention on the Rights of
the Child (UN CRC) reporting
process.

Establishment of networks and forums to enable children’s
voices to be heard. For example, 104 vulnerable children
participated in a report-drafting process for the UN

A total of £133,711 donated
since the partnership began.

Committee on the Rights of the Child (CRC).
n

Approximately 950 children have indirectly benefited from
involvement in the feedback collection and report-revision
processes.

A corporate charity partner
since 2006.
n

Children’s feedback was shared with government
departments responsible for relevant policy making and
implementation.

“Save the Children is grateful to Kingfisher for its generous and
consistent support which has helped us to give a voice to some
of China’s most vulnerable children.”
Harriet Gardner, Corporate Account Manager
Business benefits
n

Meets strategic international CR objectives, in particular to
address major social issues in the supply chain.

n

Meets CR objectives on diversity through support of children
from ethnic minority groups.

Singakwenza (South Africa) –
a partnership to tackle

Cash donation of £17,100
towards running costs of the

Community benefits

HIV/Aids in one of the worst

mobile clinic.

n

affected regions of South
Africa (KwaZulu Natal).
Project delivered through two
key services – a mobile clinic
for rural workers and an Early
Childhood Development
(ECD) programme.
A corporate charity partner

In-kind contribution of £5,174
towards project evaluation and
future development.

primary health care for rural workers who do not have easy
access to health services.
n

It was attended by 6,342 rural workers in 2010, bringing the
total to 40,000 since 2003.

n

New Early Childhood Development (ECD) Programme
provides mobile clinic services and information to children
under five – enabling them to make informed choices about

A total of £146,275 in cash and
in-kind support since the
partnership began in 2002.

The mobile clinic provides access to voluntary and
confidential HIV testing, counselling and treatment as well as

since 2002.

their health in the future.
“As usual Kingfisher provide so much energy and skills to
support and motivate us, in addition to their valuable cash
donation.”
Debbie McCarthy, Project Director
Business benefits
n

Addresses a health issue of major concern across the world,
which affects all stakeholders.

n

Enabling current and potential suppliers in South Africa to
meet social criteria for standards they must meet to trade and
contribute to the international supply chain, e.g. Occupational
Health & Safety and Forest Stewardship Council (FSC). See
Group performance – timber

n

PR benefits from association with the Mobile Clinic, including
logo / branding.

B&Q UK & Ireland

B&Q UK One Planet Living®

Product donation £51,772

Community benefits
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grant.

(retail price)
n

490 One Planet Living® grants awarded to community
projects.

n

86% of projects report excellent or good satisfaction with
advice from store contact.

Business benefits
n

67% of community projects made additional purchases at
B&Q UK, with an average transaction value of £96.

n

One community programme spent an additional £1,600 instore as a result of receiving their grant.

n

82% of employees strongly agreed or agreed that taking part
in grant projects increased their sense of pride in their work.

Corporate charity partnership
with NSPCC/Children
1st/ISPCC.

Fundraising
£175,687

Community benefits
n

Fundraising in-store (which has also been rolled out to other
corporate charity partners) has allowed a closer working
relationship with local fundraising teams and increased
public awareness of the charities.

n

The value of being able to collect outside a retail store is now
well recognised by the charities.

Business benefits
n

Expanding cause-related marketing activity across all 330
stores in UK and Ireland, raising £71,030 through sale of
paddling pools and a range of Christmas products.

n

NSPCC used Facebook to promote Christmas range to their
120,000 followers.

n

Employees motivated to fundraise for the charity through a
variety of activities including B&Q Bike it! (a series of
sponsored bike events held during National Bike Week),
payroll giving and X Factor style events.

Scope of the evaluation
Kingfisher corporate head office charity partnerships – Formal feedback from charity
partners and Kingfisher Corporate Responsibility team.
B&Q UK One Planet Living® grant scheme – Feedback from 60 community
organisations and 51 employees.

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY
Activity

COMMUNITY INVESTMENT
Targets

GROUP CHARITY PARTNERSHIPS

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
All operating companies
to demonstrate that they
seek to engage
employees in local
community projects, e.g.
through volunteering
programmes, by 31
January 2011.*

Status

Progress against target – 2010/11
Kingfisher’s corporate head office and eight of our nine businesses
have programmes to engage employees in local community projects.
Our new CR and community strategy (to be published by the end of
2011) will focus on ways to enhance the involvement of all our
employees in the local community.
In 2010/11, our employees spent over 26,000 work hours volunteering
in the local community (up from 20,600 work hours the previous year).
The value of employee time increased from £148,000 in 2009/10 to
£203,000 in 2010/11.
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY
Activity

COMMUNITY INVESTMENT
Targets

GROUP CHARITY PARTNERSHIPS

Data

Key performance indicator
Community investment
Total community
investment
(£ thousand)

2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

1,286

1,116

1,218

1,378

941

1,598

Detailed data
Community investment breakdown
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

Cash donations
(£ thousand)

376

324

295

597

417

952

Gifts in kind
(£ thousand)

822

628

691

596

376

443

88

164

232

185

148

203

Employee time
(£ thousand)

Notes
n Cash donations for 2010/11 include charitable giving of £698,500 and commercial
initiatives in the community of £253,900.
n

Gifts in kind for 2010/11 include retail product donations of £168,600 (valued at retail
cost) and other gifts (including unsaleable goods donated to local communities) of
£274,300. The data for unsaleable goods is an estimate made by individual stores.

n

Employee time for 2010/11 includes management time of £50,400 and volunteering
in company time of £152,100.

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY
Overview

COMMUNITY INVESTMENT
Save the Children

GROUP CHARITY PARTNERSHIPS

HIV/AIDS Partnership

Action for Blind People

Community payback

Group charity partnerships
Kingfisher has a Group Charities Policy to encourage charitable and community giving which
brings benefits to local communities.
Kingfisher’s corporate head office has a Charities Policy Standard PDF (715Kb), in line with the
Group Charities Policy. It has developed a number of charity partnerships, which have been in
place for a number of years. The charities we select are aligned to Kingfisher’s Corporate
Responsibility principles and values. The partnerships include both local projects (to our
corporate head office location in the UK) as well as international projects in the Group’s supply
chain.
Our ongoing charity partnerships are evaluated every year (see community investment for key
findings). At present, Kingfisher's charity partnership budget is fully allocated. However, we will
add a notification on this page when we next review our charity partners.
In addition to our main charity partnerships, Kingfisher's corporate head office undertakes smallscale fundraising activities for other charities. Our employees are also able to take advantage of
paid volunteering days, payroll giving and matched funding. Further details can be found in our
corporate head office Charity Policy PDF (1.1Mb).
Kingfisher's operating companies have their own charity policies and nominated charities. For
more information on B&Q UK's charity policies and nominated charities please visit the B&Q UK
website.
See the community investment section of Kingfisher’s CR Report for more details about the charity
programmes across Kingfisher’s operating companies.
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY
Overview

COMMUNITY INVESTMENT
Save the Children

GROUP CHARITY PARTNERSHIPS

HIV/AIDS Partnership

Action for Blind People

Community payback

Save the Children

Save the Children works in over 120 countries. They save children's lives, they fight for their rights
and they help them fulfil their potential. For more information, please go to
www.savethechildren.org.uk.

Protecting children to ensure a brighter future in China
Kingfisher has a charity partnership with Save the Children (which started in 2007) supporting
work to promote child rights in China.
Kingfisher has helped to fund the Greater China Children's Forum run by Save the Children since
2007. The objective of the programme is to establish a range of child-friendly activities through
which vulnerable children can participate in the United Nations Committee on the Rights of the
Child (UN CRC) reporting and evaluation process. While the situation for children in China has
improved dramatically in recent years, children here still face many problems. Children are made
vulnerable through factors such as rural-to-urban migration, poor rural healthcare and education,
and an under developed juvenile justice system. Lack of a voice and decision-making for children
in society is perpetuating this situation. Save the Children works to uphold children's rights as
outlined in the UN Convention on the Rights of the Child, and helps others to respect them too.
The aim of the programme is to help children understand the law and their rights.
With funding from Kingfisher, vulnerable children in mainland China have been able to participate
in the UN CRC reporting process. Since 2008, Save the Children has implemented a programme
of training, workshops, and meetings to help give children and NGOs a voice in the UN process. In
2010, 34 children from six provinces took part in the 6th National Children's Committee Meeting. In
addition, 70 children attended feedback workshops in Yunnan, Xinjiang and Sichuan and
hundreds more were indirectly involved in producing Save the Children's draft CRC report.
Other key achievements of the Save the Children project in 2010:
n

104 vulnerable children now have an increased awareness and knowledge of children's rights
and the implementation of the UN CRC through participation in Save the Children's reportdrafting process.

n

Approximately 950 children have indirectly benefited from involvement in the feedback collection
and report-revision processes.

n

Children's feedback was shared with government departments responsible for relevant policy
making and implementation.

n

Save the Children has finalised the CRC report in both Chinese and English and is now
assessing the best pathway towards submission.

“Save the Children is grateful to Kingfisher for its generous and consistent support which has
helped us to give a voice to some of China's most vulnerable children.”
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Harriet Gardner, Corporate Account Manager
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY
Overview

COMMUNITY INVESTMENT
Save the Children

GROUP CHARITY PARTNERSHIPS

HIV/AIDS Partnership

Action for Blind People

Community payback

HIV/AIDS partnership

Singakwenza, HIV/Aids Education and Development
Since 2002, Kingfisher has been supporting an HIV/Aids education and development project in
South Africa run by the charity, Singakwenza. The project is in the Ungungundlovu district of
KwaZulu Natal, which has an extremely high prevalence of HIV – 45.7% or more of the population
is HIV positive (DoH 2008).
Singakwenza is the Zulu term for 'we can do it'. The charity's vision is for everyone to have access
to both good-quality primary healthcare and education, in order to combat HIV/Aids and the
associated wider social disadvantages. It also aims to give children the start they need in order to
make better educated choices about their health and future.
Kingfisher's funding and in-kind support has helped the charity to provide a mobile health clinic
and education programme in order to reach rural workers and their children in the district.

Mobile clinic
Kingfisher sponsors a mobile clinic for agriculture and forestry sector workers who do not have
easy access to healthcare services. This offers voluntary and confidential HIV testing, counselling
and treatment to workers at participating sites. It also provides primary health care and testing for
diabetes and high blood pressure. Without the mobile clinic, workers in rural areas would
normally have to travel long distances to reach healthcare, take unpaid leave and wait in long
queues with no guarantee of being seen. These factors mean that some sufferers of HIV in rural
areas do not even attempt to seek help. The mobile clinic therefore brings healthcare directly to
the people who need it most. In 2010, Kingfisher's funding also helped to provide the project with
a new vehicle. Over 40,000 people have visited the clinic since it was first set up in 2003.
The HIV epidemic also has a negative impact on employers and wider society. The economic
stability of the region is impacted through high rates of absenteeism, reduced productivity and low
morale as a result of HIV and other primary health problems. Singakwenza therefore also works in
close partnership with local businesses to help promote a healthy workforce.

Children's education programme
The project is also focusing on improving children's education in order to address cultural/social
barriers to change. In 2010, a new Early Childhood Development (ECD) programme was
launched, following a pilot project with crèche workers and 70 children under the age of five.

The future
In 2010 Singakwenza became a registered charity. It now has a formal board and a strategy to
improve its long-term prospects and development. Kingfisher gave in-kind support to the project
during its charity registration process and has helped the charity to develop an improved
evaluation process to measure the benefits of the project. In 2010, the evaluation was based on
feedback from both employers and agricultural workers via a focus group. In addition, new
systems were identified to collect and analyse data.
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“As usual Kingfisher provide so much energy and skills to support and motivate us, in addition to
their valuable cash donation.”
Debbie McCarthy, Programme Director
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY
Overview

COMMUNITY INVESTMENT
Save the Children

GROUP CHARITY PARTNERSHIPS

HIV/AIDS Partnership

Action for Blind People

Community payback

Action for Blind People (part of the RNIB)

Action for Blind People is a dynamic national charity which helps blind and partially
sighted people in all aspects of their lives. The charity directly supports blind and partially
sighted people, their friends and families across England, challenging inequality and
transforming lives through a range of practical services. Action for Blind People believes
that blind and partially sighted people should have the same quality of life as anyone
else. See www.actionforblindpeople.org.uk

Mobile service
Kingfisher has worked with Action for Blind People over a five-year period (2006/072010/11) to support a Mobile Sight Loss Information vehicle unit that travels to the heart
of local communities around the UK, providing free and impartial advice and information.
The vehicle travels around 10,000 miles and receives over 3,000 visitors a year.
The role of the mobile service is to ensure that visually impaired visitors can access
information, support and advice so that they leave feeling empowered to make informed
choices. The charity received a total of £51,250 to support the mobile service since the
partnership began in 2007.
Mobile service – key achievements in 2010:
n

The mobile service continued to be provided free of charge, offering emotional support
to blind and partially sighted people and referral to other services such as local blind
societies, local agencies and networks.

n

The service provided access to an increasing range of everyday living aids to improve
quality of life.

n

In 2010 the service welcomed its 100,000th visitor.

n

A Key Performance Outcome (KPO) monitoring system is in place which covers both
service delivery and corporate administration, with all activities recorded against
targets. The charity has worked to review its evaluation of the mobile service with inkind support from Kingfisher.

“Support from the Kingfisher team to help deliver the service has really influenced our
success.”
Harry Mead, Corporate Partnerships Team
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Our community
Being a good neighbour in all the communities
we serve
We want to help create lasting improvements and benefits in the communities
we serve.

SUMMARY
Overview

COMMUNITY INVESTMENT
Save the Children

GROUP CHARITY PARTNERSHIPS

HIV/AIDS Partnership

Action for Blind People

Community payback

Community Payback

London Community Payback is operated jointly by the Metropolitan Police's Safer Neighbourhoods
Team and London Probation Service. Community Payback is a scheme whereby sentenced
offenders carry out work to benefit the local community and operates across all 32 local
authorities. Those referred to the scheme repay their local community through unpaid / voluntary
work, supervised by London Probation staff and police officers. The scheme also provides
offenders with essential life skills – helping to prevent them from becoming involved in any further
offences.
Kingfisher has worked with Community Payback over a five-year period (2006/07–2010/11). Money
donated by Kingfisher has gone towards new tools to enable the London Community Payback
scheme to increase the numbers of hours worked on projects in London.

Community Payback – key achievements in 2010:
n

Scheme has continued to grow – 1.3 million hours worked in London over the past year.

n

600 projects in operation every week – many of which have a high visibility and have been
instigated after consultation with local communities.

n

Positive impact on communities by improving facilities and bringing a better quality of life to
local residents.

The following are examples of the scheme's work over the past year:
Harrow's Community Payback team received a Capital Clean-Up Certificate of Achievement in
recognition of their work at Kilburn Library Gardens in Brent. The garden had been neglected for a
number of years and had become overgrown with brambles, bushes and other vegetation.
Staff and offenders at Forest Gate Community Payback's workshop helped create displays for the
Barking and Dagenham float for the 2011 Mayor's New Year's Parade. Those involved received a
medal and certificate in recognition of their contribution.
A Community Payback project in partnership with Lambeth Council's Freshview Scheme won the
Communities Award at the national Keep Britain Tidy awards ceremony.
“The partnership with Kingfisher has provided additional projects which have helped to improve
many communities across London.”
Mike Wells, Community Payback Project Manager
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Our suppliers & partners
Working with our suppliers, governments and
other stakeholders to make sustainability easy
and to find solutions to common sustainability
problems
We work with a range of partners to promote sustainability across our supply
chain.

SUMMARY

SUPPLIERS

GOVERNMENT AFFAIRS

Achievements 2010/11

1,000+
Supplier / factory
ethical assessments
and audits

CorpComms Green Deal
Awards
trial
Kingfisher’s work
with the Timber
Retail Coalition
(TRC) awarded

Working with the
government to
deliver home energy
retrofits in Sutton

Challenges 2010/11
n

We have a robust ethical sourcing programme for products sourced
via the Kingfisher Sourcing Organisation (KSO). However, we need to
develop a more comprehensive ethical supply-chain programme for
products sourced from other suppliers.

Future priorities
n

To develop a more comprehensive Group-wide ethical sourcing
programme.

n

Engage further with government and other partners on ways to
deliver home energy retrofits which contribute to European carbon
reduction targets.

CR snapshots
Ethical sourcing workshops
in China and India
The Kingfisher Sourcing Organisation runs
regular ethical sourcing workshops for factories
in China and India. These were attended by 380
factory managers in 2010/11. In India, a number
of projects have been run in factories with
Business Trading Ethically including health &
safety training and tree planting.
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Our suppliers & partners
Working with our suppliers, governments and
other stakeholders to make sustainability easy
and to find solutions to common sustainability
problems
We work with a range of partners to promote sustainability across our supply
chain.

SUMMARY
Activity

SUPPLIERS
Targets

GOVERNMENT AFFAIRS

Data

Suppliers: Achievements 2010/11

1,000+

500

Supplier / factory
ethical assessments
and audits

Individuals in our
supply chain
attended ethical /
environmental
training sessions

Ethical
supplychain
Group-wide review

Our approach to ethical sourcing
Customers want quality, innovative products at affordable prices, but not at the expense
of the welfare of workers or the environment. We are committed to working with suppliers
to improve labour and environmental conditions in our supply chain.
We have identified three key focus areas on ethical sourcing: managing risk, building
capacity and preparing for the future. We recognise that supplier ethical assessments
are an important tool for managing risk in our supply chain, but we need to go beyond
this to achieve real change. We are working to build capacity in our supply chain by
developing knowledge and skills among our vendors and factories. We also seek to
prepare for the future by taking a more holistic approach to environmental and social
supply-chain issues.
In 2010, we conducted a Group-wide review of our ethical supply-chain programme. We
are assessing the impact of our current approach to ethical sourcing and will act on the
recommendations to build on our programme.
Kingfisher's Code of Conduct for Factory Working Conditions PDF (705Kb) sets out
standards on labour and environmental conditions in factories. The Code identifies nine
minimum requirements (referred to as critical failure points) that factories must comply
with. It also sets out additional standards that suppliers are expected to meet over time.
Kingfisher has a number of guidance documents for its businesses on ethical sourcing
including an 'at a glance' guide and detailed Supply Chain Guidelines which provide a
range of tools such as a supplier prioritisation methodology and templates for
conducting supplier assessments and factory audits.
A key priority has been to develop a robust ethical sourcing strategy for the Kingfisher
Sourcing Organisation (KSO) which buys products directly from factories via an extensive
global sourcing network. The KSO offices (including Brazil, Hong Kong, India, Poland,
Shanghai and Vietnam) source from over 30 countries. In 2010/11, the KSO procured
13% of products sold across the Group, including own-brand and exclusive-brand
products. The KSO has had a long-standing commitment to driving improvement in
ethical standards across its supply base, introducing a revised ethical assessment
programme in 2004 (see details below).
Our operating companies also source products through suppliers not covered by the
KSO (including domestic agents and manufacturers) – some of which also have their
own complex supply chains. Our approach is therefore to engage with these suppliers to
check they have their own robust processes for managing ethical and environmental
risks associated with the products they source (see details below).
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Managing risk – supplier ethical assessments
Over 1,000 supplier / factory ethical assessments and audits were conducted during
2010/11 across our operating companies and the Kingfisher Sourcing Organisation
(KSO).
In order to meet our ethical trading policy, we need to ensure that our own commercial
teams understand the risks and issues associated with product sourcing. We met our
Group target to provide training for commercial teams on ethical sourcing by the end of
January 2011 across the KSO and seven of our nine businesses (Brico Dépôt Spain and
Castorama Russia have an extra year to achieve the target). Over 300 employees (e.g.
buyers / quality managers) received training on supply-chain ethical or environmental
issues in 2010/11 (around 500 employees in 2009/10).
With a complex supply chain, comprising of thousands of suppliers, we take a riskbased approach to assessing suppliers. We take into account a number of factors
including the country risk, the product risk and sourcing relationships. Examples of
product categories that are high-risk include:
n

iron, brass and aluminium casting

n

quarried products

n

horticulture products

n

leather tanning

n

hand-made rugs and textile products or trinkets that require any hand painting,
stitching, embroidery or embellishment.

In early 2010, we signed up to a human rights risk mapping tool which enables us to
identify risks by geographic location.
We are building a supplier ethical assessment module into the Kingfisher quality
management tool. This is an online tool which is used to screen products to ensure they
meet Kingfisher standards and is being progressively rolled out across the Group. The
development of a new Group-wide tool for managing information on supplier ethical
assessments will help to promote a consistent approach across our operating
companies. It will also avoid duplication of audits where the same product is sold across
more than one business.
n

Supplier ethical assessment: Kingfisher Sourcing Organisation (KSO) All new
factories that supply the KSO are audited against the Kingfisher Code of Conduct for
Factory Working Conditions and all critical failure points must be resolved before any
orders can be placed. All factories are reassessed on a regular basis (at least once
every three years). Factories must agree action plans if improvements are required
and the plans must be implemented within specified timeframes. A five-tier grading
system is used to encourage factories to progressively adopt higher standards over
time.
In 2010/11, 478 factories that supplied products to the KSO were audited – these
included first-time audits for all new factories used by the KSO and repeat audits for
31% of existing factories (in line with the two- to three-year re-audit cycle). The other
existing factories will be reassessed within the next two years. 80% of the 478
factories that were audited were required to make improvements. A corrective action
and improvement plan is required which must be implemented within an agreed
timeframe. Following implementation of action plans in 2010/11, there was a
significant improvement in grades. The proportion of factories achieving grades 1–4
increased from 27% to 99%. A new factory cannot be activated (i.e. an order cannot be
placed) until the corrective action and improvement plan is implemented and signed
off. In 2010/11, 61 factories were not accepted as suppliers following audits (36 of
these did not meet the required ethical or environmental standards).
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Factory action plans following audit by the Kingfisher Sourcing
Organisation 2010/11 (% of factories assessed)

See suppliers data for explanatory notes to this chart.
n

Supplier ethical assessment: Kingfisher operating companies In 2010/11, our
operating companies conducted a total of 592 ethical assessments of suppliers not
covered by the Kingfisher Sourcing Organisation. These included 346 on-site
assessments and 246 desktop assessments (note – the number of desktop
assessments excludes any suppliers / factories that received an initial desktop
assessment prior to an on-site assessment). Seven of our nine businesses
conducted ethical assessments in 2010/11. The exceptions were Brico Dépôt Spain
and Castorama Russia which have developed action plans on ethical sourcing.
Most of our assessments are of first-tier suppliers / factories (i.e. those who we
directly source from). However, in some cases, we will also assess second-tier
suppliers / factories where there is a high risk of non-compliance with our standards.
Our work to incorporate a new supplier ethical assessment module into the
Kingfisher quality management tool will provide an opportunity for us to review and
improve our data collection processes and analyse data within the context of our
overall supply base.
At B&Q UK, a priority over the past year has been to audit suppliers of One Planet
Home® products. B&Q has worked with its One Planet Home® partner, BioRegional,
to specify the grades that suppliers must meet within their ethical assessment for
their products to be endorsed as One Planet Home®.
B&Q UK is a member of Sedex (Supplier Ethical Data Exchange), a web-based
database which enables companies to store and share data on ethical audits. Over
260 suppliers are now linked to B&Q UK on Sedex.

Building capacity – training and partnership projects
We recognise that auditing compliance with our standards is only the first step towards
improving conditions in our supply chain. We therefore also seek to engage more closely
with suppliers through training and partnership projects.
Over the past few years, the KSO has focused on developing closer relationships with
factories through a series of ethical sourcing workshops in China and India. In 2010/11,
380 factory managers attended ethical workshops run by the KSO. Kingfisher also has a
number of guidance documents for factories on ethical sourcing, including a Handbook,
a series of CR fact sheets and guides to workplace laws in China and India (these are
available to download in the CR policies and guidance section). Across the Group, over
500 individuals across our supply chain attended training sessions on ethical and
environmental issues during 2010/11 (761 in 2009/10). The number has decreased this
year partly due to the training sessions which were run for suppliers the previous year on
the EU chemical regulation, REACH. In 2010, B&Q UK launched a series of online
seminars for suppliers to engage them on the company's CR strategy. These addressed
three themes – B&Q's overall CR plans, One Planet Home® products and the Forest
Friendly initiative. During 2010/11, 51 supplier companies participated in one of the
online CR seminars.
The KSO also participates in partnership projects to deliver improvements in factories.
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For example, the sourcing office in India has worked with Business Trading Ethically to
organise programmes such as training on health and safety and tree planting projects at
a number of factories. It also hosted a trade delegation of UK business leaders
focussing on how to manage ethical supply-chain issues.
We recognise that there are some ethical and environmental issues associated with the
sourcing of certain high-risk products which we cannot solve on our own. We therefore
need to work in partnership with others in an effort to improve standards in these
industries as a whole. For example, B&Q UK has continued to participate in the Quarry
Working Group project run by Business Trading Ethically to develop labour and
environmental standards for quarries.
Kingfisher is a member of the Local Resources Network (LRN), a group of companies
and non-governmental organisations (NGOs) committed to working with locally based
organisations to improve working conditions in factories and workplaces. It aims to
capture and share expertise and to enable the transfer of good global practices among
participants.

Preparing for the future
We seek to keep up to date with new developments on ethical sourcing issues and to
regularly review our programme in the light of an evolving agenda. For example, we
developed a policy standard for palm oil in 2010 and conducted a research project into
wages and overtime in our supply chain.
We have also started work to improve our understanding of the carbon footprint in our
supply chain (see Group performance – product design).

Supplier relations
Kingfisher aims to work in partnership with suppliers to deliver long-term mutual growth.
Kingfisher's Code of Conduct PDF (1.62Mb) provides guidance for employees on
supplier relationships and sets out the Group's commitment to treat suppliers with
respect at all times.
Kingfisher has a corporate objective to reduce working capital, and payment terms make
a key contribution to this. Our businesses aim to work with vendors to agree payment
terms that achieve the corporate objectives of both parties. On average Kingfisher's direct
suppliers are paid within 45 days. In general, across the Group, contractual supplier
payment terms range from between 30 to 90 days.
B&Q UK has committed to the Prompt Payment Code devised by the government
Department for Business, Innovation and Skills (BIS) and the Institute of Credit
Management (ICM). It is aimed at supporting small businesses and is intended to
prevent unfair alteration of terms and late payments, particularly in the current economic
climate. The company seeks to work collaboratively with suppliers that come under
financial difficulties to resolve any issues and to ensure continuity of supply.
B&Q UK has a number of initiatives to improve communication and collaboration with
vendors. These include:
n

The Key Partner Forum – the chief executives of a group of B&Q's top vendors are
invited to regular meetings at B&Q, attended by B&Q Board representatives. The
company shares its strategy on the direction of the business and responds openly in
a question and answer session.

n

The Quarterly Business Review programme – business review meetings are held
quarterly with the most significant vendors, across all product categories. The
meetings are attended by senior commercial management and vendors have the
opportunity to raise issues and agree plans to resolve them.

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our suppliers & partners
Working with our suppliers, governments and
other stakeholders to make sustainability easy
and to find solutions to common sustainability
problems
We work with a range of partners to promote sustainability across our supply
chain.

SUMMARY
Activity

SUPPLIERS
Targets

GOVERNMENT AFFAIRS

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Embed the Group-wide
supplier / factory
assessment process by
training all Kingfisher
commercial teams on
factory working issues
by 31 January 2011.*

Status

Progress against target – 2010/11
Training on supply-chain ethical / environmental issues has been
conducted for buyers / quality teams across the Group (except in Brico
Dépôt Spain and Castorama Russia which have an extra year to
achieve the target).
In 2010/11, over 300 employees received training on supply-chain
ethical or environmental issues (around 500 employees in 2009/10).
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Our suppliers & partners
Working with our suppliers, governments and
other stakeholders to make sustainability easy
and to find solutions to common sustainability
problems
We work with a range of partners to promote sustainability across our supply
chain.

SUMMARY
Activity

SUPPLIERS
Targets

GOVERNMENT AFFAIRS

Data

Key performance indicator
Total factory audits – Kingfisher Sourcing Organisation
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

604

644

433

411

541

478

Number of factories that
had on-site audits to
monitor compliance with
Kingfisher’s Code of
Conduct for Factory
Working Conditions. See
note 1

Detailed data
Training workshops – Kingfisher Group
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

230

210

170

770

760

511

100

190

270

370

500

301

Number of individuals
within the supply chain
(e.g. factory managers)
attending workshops on
factory working
conditions or supplychain environmental
issues
Number of Kingfisher
employees attending
workshops on factory
working conditions or
supply-chain
environmental issues

Factory – Kingfisher Sourcing Organisation
2005/06

2006/07

2007/08

2008/09

2009/10

2010/11

u/a

897

854

908

949

1,083

Factory
numbers
Total number
of factories
that supply
products to
the Kingfisher
Sourcing
Organisation
Factory
action plans
required
Factories that
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were audited
during the
financial year
that were
required to
make
improvements
through a
Corrective
Action and
Improvement
Plan.

367
(61% of

477
(74% of

389
(90% of

307
(75% of

424
(78% of

383
(80% of

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

345
(57% of

464
(72% of

385
(89% of

303
(74% of

410
(76% of

374
(78% of

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

22
(4% of

13
(2% of

4
(1% of

4
(1% of

14
(3% of

9
(2% of

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

factories
assessed)

281

369

336

287

374

343

Factory
action plans
agreed
Factories that
were audited
during the
financial year
that put in
place an
agreed action
plan to be
completed
within a
specified
time-frame (%
of factories
assessed).
Factories that
were audited
during the
financial year
that were
scheduled to
put in place
an action plan
early in the
following
financial year
(in line with
agreed
timescales
set by the
KSO).
Factory
action plans
implemented
Factories that
implemented
action plans
during the
financial year
(number of
factories). See
note 2

Notes:
n Note 1: The number of on-site audits is for factories that supply products to the
Kingfisher Sourcing Organisation. All new factories were audited and repeat audits
were carried out for 31% of existing factories (in line with the two- to three-year reaudit cycle). In 2010/11, an additional 61 factories received on-site audits but were
not accepted as suppliers (36 of these did not meet the required ethical or
environmental standards).
n

Note 2: This includes factories that implemented action plans within an agreed
timeframe and those that did not. Factories that fail to implement their action plan
within the agreed timeframe are given an extension of three months (based on the
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assessment date), and then a full reassessment is carried out if the actions are not
completed within a specified period. A new factory cannot be activated (i.e. an order
cannot be placed) until the corrective action and improvement plan is implemented
and signed off.
n

u/a - unavailable

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see Ernst & Young Assurance Statement
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Our suppliers & partners
Working with our suppliers, governments and
other stakeholders to make sustainability easy
and to find solutions to common sustainability
problems
We work with a range of partners to promote sustainability across our supply
chain.

SUMMARY

SUPPLIERS

GOVERNMENT AFFAIRS

Activity

Government affairs: Achievements 2010/11

Green Deal
trial

CorpComms VAT
Awards
petition

Working with the
government to
deliver home energy
retrofits in Sutton

Kingfisher's work
with the Timber
Retail Coalition
(TRC) awarded

Calling for a
reduction of VAT on
energy-saving
products in B&Q
UK stores

Introduction
Our government affairs team works with national governments and the European Union
on policy and regulation that impacts on our business. We have a Government and
Public Relations Policy Standard which sets out our overall approach on public affairs,
including our commitment to operating consistently and transparently.
We engage with governments directly and through a range of UK and European trade
associations. We are members of the British Retail Consortium (BRC), the European
DIY-Retail Association (EDRA) and the European Retail Round Table (ERRT).
A key focus of our government affairs programme is to promote the adoption of
legislation and government incentives which help support our Future Homes CR
strategy. Over the past year, we have been working closely with the UK government to
maximise the potential business opportunities from the forthcoming Green Deal
legislation to improve the energy efficiency of millions of homes. We have also continued
our long-standing campaign calling for a VAT reduction on energy-saving products, and
have successfully campaigned with other major retailers for tighter EU timber regulation.

Green Deal
In the UK, the government has set out ambitious targets to cut carbon emissions –
aiming for a 30% reduction by 2020 (from 1990 levels) and an 80% reduction by 2050. To
help achieve this long-term goal, it has announced proposals for a Green Deal to
improve the energy efficiency of homes through energy retrofits. Ministers believe that
around 14 million of the country’s 27 million homes could be fitted with energy-saving
measures in the next decade – potentially creating a huge new market for home energy
retrofits. Kingfisher is working closely with the government on ways it can help to deliver
energy retrofits through the Green Deal. For example, Kingfisher and B&Q UK have been
working with the government and other stakeholders on a trial project to deliver energy
retrofits in Sutton. See Group performance – engaging our customers for details of the
Sutton trial.
We have also started to review potential opportunities for working with governments in
other countries to deliver home energy retrofits.

VAT on energy-saving products
Kingfisher is working with the European DIY-Retail Association (EDRA) to call on the EU
to reduce VAT on energy-saving goods to 5% in order to make eco products more
affordable for consumers. Kingfisher is one of a number of retailers that is participating
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in EDRA’s Green Price campaign (http://www.greenprice.eu) which aims for a million
signatures on a petition to the European Commission.
B&Q UK is encouraging customers to sign up to the petition by posting their support in a
giant green piggy bank located in selected stores. The petition will first be presented to
the UK government and then taken Europe-wide via the Green Price campaign. In a
customer survey, 95% per cent of customers agreed that reducing VAT would encourage
them to buy energy-efficient products.

Timber Retail Coalition
We are committed to driving forward sustainable timber sourcing across the Group but
recognise that we need a mix of voluntary and legislative measures to make this goal
achievable and ensure a level playing field.
Kingfisher has successfully campaigned with other major retailers for tighter EU
legislation to stamp out the import of illegally harvested timber. In early 2010, Kingfisher
was instrumental in establishing the Timber Retail Coalition (TRC), alongside other
major international retailers, to call for policy reform. The other original members of the
TRC include Marks & Spencer, Carrefour and IKEA (all members of the European Retail
Round Table). The TRC has welcomed the new legislation recently approved by the
European Parliament to ban the import and possession of illegal timber. Kingfisher is
continuing to work with its TRC partners to ensure the effective implementation of
legislation. Kingfisher’s work with the Timber Retail Coalition (TRC) won the John
Antcliffe award for best public affairs campaign at the 2010 CorpComms Awards.

Other CR public affairs activity
We are also involved in a number of groups and forums which enjoy dialogue with
government on specific sustainability issues.
For example, through our participation in the UK and EU Corporate Leaders Group on
Climate Change, we continue to call for more robust government policy measures on
climate change and a framework to deliver real change. Through our membership of
BRC, we are also calling for simplification of the Carbon Reduction Commitment.
We also participate in the European Retail Forum, a focal point for driving forward the
EU’s agenda on sustainable consumption and production. The Forum aims to reduce
the environmental impact of the retail sector and its supply chain, promote more
sustainable products and better inform consumers about green purchasing
opportunities.
Through our participation in the European Retail Round Table (ERRT) we are working
with the European Commission to highlight some of the difficulties large European
retailers face in doing business throughout the EU as well as to promote the positive
contribution we bring such as job creation, new store development and sustainable
product innovation. ERRT members proposed a number of actions to be included in the
Commission’s Single Market Act adopted in October 2010 and which responds to the
Commission’s Retail Market Monitoring Report ‘Towards more efficient and fairer retail
services in the internal market for 2020’. As a result, the European Commission has put
forward a proposal for a European Retail Action Plan.
Kingfisher’s Chief Executive, Ian Cheshire, participates in a number of government
initiatives including the Green Deal Advisory Panel and is a Non-Executive Director of the
government Department for Work and Pensions (DWP). See Stakeholder engagement
for further details of our participation in other CR networks.
Kingfisher’s Legal and CR Director, Nick Folland, is a member of the 10% Working
Group set up to help the government achieve its internal target of a 10% reduction in
carbon emissions. The group is chaired by the Minister of State for Climate Change,
Gregory Barker, and comprises representatives from government departments, experts
in the field and exemplars from the private sector. He also participates in the Green Deal
Advisory Panel.
B&Q UK has been working for many years to take an active role in the local community
through charity partnerships, employee volunteering programmes and fundraising, which
is in line with the principles behind the government’s Big Society programme. See Group
performance – Our Community for further details.
Our operating companies around the world participate in a number of trade associations
and networks. For example, Castorama France and Brico Dépôt France are members of
the DIY industry association, the Fédération des Magasins de Bricolage (FMB), which
works with the government on a range of issues. Brico Dépôt France represents the FMB
on a working group on the government's new proposed labelling system on air
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quality/health impacts associated with building materials and decoration products.
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Our economic growth
Using our sustainability strategy to create value
for the benefit of our business and shareholders
We are working to increase sales of eco products and seek new business
opportunities, e.g. home energy audits and eco installation services.

SUMMARY

BUSINESS OPPORTUNITY

OTHER ECONOMIC ISSUES

Achievements 2010/11

£1.1 billion

€3 million

Eco product sales –
accounting for
10.5% of total retail
sales across the
Group

Annual cost saving
from waste
reduction initiatives
in France

Investor
recognition
Kingfisher included
in the Carbon
Performance
Leadership Index

Challenges 2010/11
n

Accounting for sustainability by ensuring that financial investment
decisions on energy and waste saving measures take into account
wider benefits to the business, our reputation and the environment.

n

Calculating the value of our sustainability strategy to the business.

Future priorities
n

Maximise new business opportunities in the growing market for home
energy retrofits.

n

Engage further with mainstream investors to encourage them to
consider the business benefits of sustainability when making
investment decisions.

n

To reduce our total environmental impact while still growing our
business.

CR snapshots
‘Green Deal’ trial – B&Q UK
We are working with the government on ways we
can maximise business opportunities from the
government's forthcoming 'Green Deal' which
aims to improve the energy efficiency of homes.
For example, B&Q UK has delivered home
energy retrofits to around 70 households as part
of a 'Green Deal' trial.
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Our economic growth
Using our sustainability strategy to create value
for the benefit of our business and shareholders
We are working to increase sales of eco products and seek new business
opportunities, e.g. home energy audits and eco installation services.

SUMMARY
Activity

BUSINESS OPPORTUNITY
Targets

OTHER ECONOMIC ISSUES

Data

Business opportunity: Achievements 2010/11

£1.1 billion

70

Action plan

Eco product sales –
accounting for
10.5% of total retail
sales across the
Group

Home energy
retrofits in the UK
as part of a 'Green
Deal' trial

20 point action plan
in place at
Castorama France
to increase eco
product sales

Sales of eco products and services
In 2010/11, Group sales of eco products totalled £1.1 billion – accounting for 10.5%1 of
total retail sales across the Group. We increased the amount of eco product sales by 9%
in 2010/11, exceeding our target of a 4% increase. This has been due to work to extend
our range of eco products (see Group performance – product design) and effective
marketing campaigns to drive up sales (see Group performance – engaging our
customers).
The introduction of an independent eco product verification process with sustainability
experts BioRegional has also improved the accuracy of our data this year. We have
worked with BioRegional to develop detailed eco product guidelines and a quarterly
review process to check our eco products meet our criteria. There is currently no agreed
industry-wide definition of an eco product and therefore our work with BioRegional is
helping to set the pace globally for external verification of eco claims. In May 2011,
Kingfisher won the Ethical Corporation Award on 'sustainability commercialised' for its
work with BioRegional on eco products (see news item). See more about our eco
product verification process in the section on Group performance – product design.
We are currently working with Forum for the Future, a leading sustainability non-profit
organisation, to develop new eco product targets as part of our 2020 CR vision to be
published by the end of 2011.

Eco product sales – value

See business opportunity data for explanatory notes to this chart.
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Eco product sales – contribution to total sales

See business opportunity data for explanatory notes to this chart.
With many governments around the world committing to long-term carbon reduction
targets, new legislation is helping to create a growing market for products and services
that deliver home energy efficiency improvements. For example, in the UK the
government has set ambitious targets to cut carbon emissions – aiming for a 30%
reduction by 2020 and an 80% reduction by 2050 (both from 1990 levels). To help
achieve this long-term goal, it has announced proposals for a ‘Green Deal’ to improve
the energy efficiency of homes through energy retrofits. Ministers believe that around 14
million of the country’s 27 million homes could be fitted with energy-saving measures in
the next decade – potentially creating a huge new market for home energy retrofits. The
government plans to launch the ‘Green Deal’ by autumn 2012. In France, the government
has introduced grants for home energy-saving measures. Our legal and CR department
has been engaging with policy-makers to back measures which will help to drive change
in the market (see Group performance – government affairs).
We are working closely with the UK government on ways we can maximise business
opportunities from the forthcoming ‘Green Deal’. For example, B&Q UK has been
working with the government and other stakeholders on a trial project to deliver home
energy retrofits to around 70 households in Sutton, UK. The project has been an
important learning curve, helping to identify what customers want and the products and
services required to meet their needs. B&Q UK now has an extensive range of over
5,500 One Planet Home® products and has trained 1,250 staff to be in-store Eco
Advisers. The company is trialling an ‘eco shop’ concept in its Sutton and New Malden
stores and has also launched ‘energy-saving centres’, the first of which opened in the
Liffey Valley store in Dublin, Ireland. These offer customers home energy assessments
and a range of eco installation services such as boiler refits, solar thermal water heating
and insulation. This move into eco services offers potential new areas of growth for our
business.
Castorama France has a 20-point action plan to increase sales of eco products. It has
introduced a new ‘C’est Éco’ logo to highlight its extensive range of eco products to
customers. In March/April 2011, a one-month in-store promotional campaign was run –
Les Jours Éco Logiques (Eco Days).
Kingfisher has been calling on government for a number of years to reduce VAT on
energy-saving products in order to make them more affordable. Kingfisher is one of a
number of retailers that is participating in the European DIY-Retail Association (EDRA)
Green Price campaign (http://www.greenprice.eu). This aims for a million signatures on
a petition to the European Commission calling for a reduction of VAT on energy-saving
goods to 5%.
B&Q UK is encouraging customers to sign up to the petition by posting their support in a
giant green piggy bank located in selected stores. The petition will first be presented to
the UK government and then taken Europe-wide via the Green Price campaign. In a
customer survey, 95% per cent of customers agreed that reducing VAT would encourage
them to buy energy-efficient products.
With government and business customers increasingly adopting sustainable
procurement policies, there are growing opportunities to use our CR credentials to win
new trade contracts. For example, B&Q UK's commitment to sustainable timber sourcing
– including achievement of full chain-of-custody certification for FSC and PEFC products
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– has been an important strand of the company's commercial strategy for winning and
retaining trade contracts.

Data assurance

The data presented in the chart on this page and the explanatory notes relating to this
data have been reviewed by Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement

© Kingfisher plc 2011 |

Page 104 of 109

Corporate Responsibility

Our economic growth
Using our sustainability strategy to create value
for the benefit of our business and shareholders
We are working to increase sales of eco products and seek new business
opportunities, e.g. home energy audits and eco installation services.

SUMMARY
Activity

BUSINESS OPPORTUNITY
Targets

OTHER ECONOMIC ISSUES

Data

Target achieved or on track to meet target (assessment based on past performance)
Some progress, but further work required to achieve the target
Target not achieved or no/little progress to date

Current target
Grow sales of eco
products by 4% in
2010/11.

Status

Progress against target – 2010/11
We exceeded our target – increasing eco product sales by 9%.
This increase has been due to work to extend our range of eco
products (see Group performance – product design) and effective
marketing campaigns to drive up sales (see Group performance –
engaging our customers). The introduction of an independent eco
product verification process has also improved the accuracy of our
data this year.
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Our economic growth
Using our sustainability strategy to create value
for the benefit of our business and shareholders
We are working to increase sales of eco products and seek new business
opportunities, e.g. home energy audits and eco installation services.

SUMMARY
Activity

BUSINESS OPPORTUNITY
Targets

OTHER ECONOMIC ISSUES

Data

Key performance indicator
Eco product sales (% of total retail sales)

2008/09

2009/10

2010/11

6.6%

9.5%

10.5%

2008/09

2009/10

2010/11

0.67

1.01*

1.10

Detailed data
Eco product sales (£ billion)

Notes:
n * Data for 2009/10 has been restated to exclude VAT at one operating company.
n

We started to gather Group-wide data on eco product sales in 2008/09.

n

Data was collected from all our operating companies and joint ventures for the past
two years (2010/11 and 2009/10). Data for 2008/09 was collected from operating
companies and joint ventures which accounted for 97% of the Group turnover.

n

The figures for % of total sales have been rounded up in the Kingfisher Annual Report
and Accounts to 7% in 2008/09, 10% in 2009/10 and 11% in 2010/11.

n

The data is collected in accordance with Kingfisher's Group definition of an eco
product. We define a product as eco if it has either an eco function (i.e. it helps
customers reduce their environmental impact) or it has specific environmental
credentials (e.g. made from recycled materials).

Data assurance

The data on this page and the accompanying explanatory notes have been reviewed by
Ernst & Young LLP. May 2011.
For more details see the Ernst & Young Assurance Statement
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Our economic growth
Using our sustainability strategy to create value
for the benefit of our business and shareholders
We are working to increase sales of eco products and seek new business
opportunities, e.g. home energy audits and eco installation services.

SUMMARY
Activity

BUSINESS OPPORTUNITY

OTHER ECONOMIC ISSUES

Data

Other economic issues: Achievements 2010/11

€3 million
Annual cost saving
from waste
reduction initiatives
in France

£2.3 million Investor
B&Q UK
recognition
investment in
energy efficiency
measures for
lighting

Kingfisher included
in the Carbon
Performance
Leadership Index

Other economic issues: Hghlights
Attracting ethical investment
Investors are increasingly interested in our ethical and environmental performance and
the positive contribution this can make to our business. We seek to communicate with
both mainstream and socially responsible investment (SRI) funds through SRI investor
roadshows, one-to-one meetings and by responding to a range of disclosure requests.
During 2010, we held SRI roadshows in Amsterdam, London and Paris. These were
attended by 17 investment firms.
For several years Kingfisher has been included in the FTSE4Good and Dow Jones
Sustainability Indices. In 2010 we also gained inclusion into the Carbon Performance
Leadership Index (CPLI) compiled by the Carbon Disclosure Project (CDP). This
recognises companies within the FTSE 350 which have demonstrated leadership in
tackling climate change. Kingfisher also participates in the annual Forest Footprint
Disclosure (FFD) Project, an initiative backed by 58 financial institutions to help investors
identify the impact companies have on forests and how they can reduce their impact.
Kingfisher has been a long-standing supporter of greater transparency on timber
sourcing and was one of the first companies to participate in this initiative. See our
investor ratings for details of how we are performing in ethical investment ratings.

Reducing costs
Our focus on minimising energy use and waste also helps us to save money. This is
becoming increasingly important as energy prices continue to rise and landfill tax
escalates e.g. the UK government is increasing landfill tax by £8 per tonne every year (up
until at least 2014). B&Q UK achieved a significant reduction in waste to landfill in the
past year – increasing its store recycling rate from 50% in 2009/10 to 80% in 2010/11.
Our French businesses – Brico Dépôt France and Castorama France – have achieved a
combined annual cost saving of over €3.3 million (£2.8 million) as a result of their waste
reduction initiatives in 2010/11 (compared to costs in 2008/09).
We also recognise that we need to make upfront investments in energy-efficiency and
other sustainable technologies to achieve our carbon reduction targets and reduce
costs. When making investment decisions, we need to factor in the long-term financial
payback of our investment in sustainability and also the reputational benefits. Our
businesses are investing in a range of energy efficiency improvements. For example,
B&Q UK made an investment of £2.3 million in 2010/11 to improve the energy efficiency
of lighting in 39 stores. This is anticipated to save around £0.9 million annually and will
therefore achieve a payback on the original investment within 2.4 years. A further £2.9
million will be spent on lighting upgrades across a further 25 stores during 2011/12.

Tax governance
Kingfisher is aware of its responsibilities to its many stakeholders and understands the
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importance of being transparent and accountable through all its communications,
including those regarding tax. Kingfisher adopts a responsible approach to managing its
tax obligations, which aims to maximise shareholder value while proactively controlling
the costs of doing so within the confines of the law. Kingfisher has local personnel
responsible for tax in place in all of its operating jurisdictions who work closely with the
Group tax function which is centrally managed and overseen by the Group Tax Director.
We have a policy of maintaining an open, honest and professional relationship in dealing
with the tax authorities. The Kingfisher Group Tax Policy is endorsed by the Kingfisher
Board and tax matters are regularly reviewed at Board level. The policy prescribes
stringent minimum standards to be applied in relation to tax matters by all personnel
across the group, which are governed by the local Finance Directors and the Group Tax
Director.

Cash value added
Cash value added (£2,039 million in 2010/11) is the value of sales less the net cost of
goods, services and assets. The table in the data section shows the distribution of the
cash value added and helps to give a snapshot of how the company has created wealth
for stakeholders. Employees gained the largest share (62%), followed by government
(18%) and then shareholders (6%).
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Our economic growth
Using our sustainability strategy to create value
for the benefit of our business and shareholders
We are working to increase sales of eco products and seek new business
opportunities, e.g. home energy audits and eco installation services.

SUMMARY
Activity

BUSINESS OPPORTUNITY

OTHER ECONOMIC ISSUES

Data

Consolidated cash value added
2008/09

2009/10

2010/11

1,902

2,410

2,039

Employees (wages, salaries and retirement costs)

60.7%

51.8%

61.8%

Government (taxes and social security costs)

15.3%

9.6%

18.2%

Shareholders (dividends)

6.6%

5.2%

6.3%

Lenders (interest)

4.9%

2.6%

0.9%

Community investment (cash donations)

0.0%

0.0%

0.1%

Total cash value distributed to stakeholders

87.6%

69.2%

87.3%

Cash retained within the business (%)

12.4%

30.8%

12.7%

Cash value added (£ million)
Cash value distributed to stakeholders (%)

Notes:
n The above figures are reported on a continuing operations basis only.
n

The data for community investment (cash donations) was £597,000 in 2008/09,
£417,000 in 2009/10 and £952,000 in 2010/11. The figures appear as 0.0% in
2008/09 and 2009/10 due to presentation of data to one decimal point). In addition,
Kingfisher's community contributions also included gifts in kind and employee time.
See Group performance – community investment data for further details.

© Kingfisher plc 2011 |

Page 109 of 109

