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Welcome to Kingﬁsher’s Social Responsibility
Summary Report which covers the period 2004
and 2005.
This report provides a short overview of our
progress on social and environmental issues.
We are working to report in more detail on our
website www.kingﬁsher.com/SR. The move
away from a printed document to web-based
reporting not only enables us to reduce our
paper use, in line with environmental objectives,
but also provides stakeholders with up-to-date
information throughout the year. Our website
will be regularly updated to show the progress
made by each of our operating companies
against our policy commitments. We aim to
provide an open and honest account of progress,
including both successes and failures.
We welcome your comments and feedback.

29 Community investment
33 Independent Assurance

Paper & printing:
The paper in this report is Revive Matt 100% recycled
material. At least 75% is made from 100% de-inked
post-consumer waste and remaining 25% of total
ﬁbre content is recycled mill broke waste. Recycled
papers used are a combination of Totally Chlorine
Free (TCF) papers. It is printed with vegetable based
inks by Butler and Tanner Group, who are registered
to the Environmental Management System ISO 14001
(certiﬁcate no. E57295).
Design:
The Team is working with Kingﬁsher to craft
communications that support their corporate
responsibility activity.
Writing: CR Futures
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About Kingfisher

Introduction from the Group Chief Executive

Kingfisher’s vision for Social Responsibility

Kingfisher is committed to being a responsible company,
ensuring that our operations are environmentally and socially
sustainable for the long-term. Our vision continues to place social
responsibility at the heart of our business. It means not only taking
into account the needs of our customers and shareholders but also
those of our employees, the people making the products we sell
and our neighbours in the wider community.

‘we will ensure that the long-term development of our
business is sustainable and reflects the values and expectations
of our communities’
Kingfisher is the largest home
improvement retailer in Europe
and the third largest in the
world. It has over 600 stores in
Europe and Asia. These include:
— B
 &Q UK – 335 stores in the
UK and 4 in the Republic
of Ireland
— Screwfix Direct

The company also has
a 21% stake in Hornbach,
the leading German DIY
Warehouse retailer.
In addition Kingfisher has
several overseas sourcing
offices which are based in
Hong Kong, China, South
Africa, Poland and India.

— B&Q China – 38 stores
— B&Q South Korea – 1 store

In May 2005 the Board adopted a new Social Responsibility Policy.
This sets out our aims and commitments on 12 important social
and environmental issues facing the business. We also launched
a management system for implementing our policy called ‘Steps
to Responsible Growth’.

— B&Q Taiwan – 19 stores
— B
 rico Depot – 67 stores in
France and 6 in Spain
— C
 astorama France
– 102 stores

B&Q UK, Kingfisher’s largest operating company, started its
social responsibility programme in the early 1990s and has
therefore made the most progress particularly on chemicals
(page 10), timber (page 11), diversity (page 26) and relations with
local communities (page 31). Our other businesses are now well
established on the path to responsible growth and this report
provides examples of some of their initiatives.

— Castorama Italy – 23 stores
— C
 astorama Poland
– 28 stores
— Koçtas (Turkey) – 5 stores

Strategic alliance. Kingfisher
has a 21% stake in Hornbach,
Germany’s leading DIY
warehouse retailer.

Key figures

2003/04

2004/05

Retail sales (million)

£7,038.2

£7,649.6

Retail profit (million)

£638.2

£706.5

Employees (number)

65,000

75,000



Ensuring that our commercial success and growth is not achieved
at the expense of the communities and environments in which we
operate presents complex and difficult challenges. We don’t have
all the answers, but we are firmly committed to working with
others to seek solutions and to improve performance every year.
This is important to us because we do care about our stakeholders
and we want to maintain good relations with them. It also helps
protect our reputation, attract socially responsible investment and,
increasingly, to make the most of the new business opportunities
which may arise. All in all, we see responsible business practice as
good business sense.

To ensure these issues are embedded into the business, we
have put Social Responsibility on the agenda of our Executive
Committee meetings. These meetings are attended by the chief
executives of our operating companies, who each provide a
progress report on social responsibility twice a year. As well as
reviewing progress, the Executive Committee also steers the
overall direction of our Social Responsibility agenda and sets
future targets. I look forward to reporting our progress on our
website throughout the forthcoming year.

Gerry Murphy
Group Chief Executive



Introduction from the Director
of Social Responsibility

Kingﬁsher’s Social Responsibility Policy

When I moved to a group role within Kingﬁsher in October 2004, my
ﬁrst objective was to talk to our stakeholders and get their feedback
on our strategy. In summary, internal stakeholders wanted a simple,
pragmatic approach to social responsibility, with an overarching
Kingﬁsher policy linked to a clear business case for action. External
stakeholders called for evidence to monitor and track our progress.
In response to this feedback we modiﬁed our previous approach and
introduced a new social responsibility management system called
‘Steps to Responsible Growth’.

Environmental

The system identiﬁes six key areas of focus and within these
we have set policy commitments around 12 speciﬁc issues
(see table opposite).
Three levels of policy compliance have been identiﬁed for each issue:
— Minimum action – a meaningful start with a commitment
to improve.
— Policy target – meeting the basic requirements of the policy.
— Leadership position – recognised as being a leader in action
and debate.

Social

Leadership position
Policy target
Minimum action

We have set goals for all our operating companies to achieve
minimum action and policy target, and we monitor the level
of compliance against the ‘Steps’ framework.
We recognise that real progress will only be made if the senior
management team is committed to driving this forward. In 2005
the Kingﬁsher Board made the decision to move away from a
separate committee and add Social Responsibility directly to
the agenda of its Executive Committee meetings. We also have
a Social Responsibility Steering Group which brings together
representatives from each of our operating companies around the
world to discuss progress.
In our last report we made a commitment to report on our
performance indicators. Our focus on establishing the new ‘Steps’
management system has meant that we have been delayed with this.
However, we have now identiﬁed the key performance indicators for
our business (see page 7) and will be using our website to report the
data, as well as sharing our progress as we climb the steps.

Ray Baker
Director of Social Responsibility
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6 key focus areas

12 issues

1 Product
stewardship

1 Chemicals
2 Timber
3 Supplier
environmental
performance
4 Product
environmental and
social impact

2 Energy
management

5 Climate change
6 Transport

3 Sustainable
operation

7 Product disposal
8 Waste
9 Packaging

4 Supply
chain

10 Factory working
conditions

5 Equality and
diversity

11 Respect for
the diversity
of people

6 Community
investment

12 Store
neighbourhoods

Our Social Responsibility Policy does not cover issues that are already
managed elsewhere in the business such as Health and Safety.
Assessment of compliance
Below is a sample of our 165-item questionnaire assessing
key actions to demonstrate the Operating Companies’
compliance with each issue of the Social Reponsibility Policy.

4 Chemicals
LIST SUPPORTING
EVIDENCE:
eg titles of procedures,
action plans, data sets etc.

MINIMUM ACTION
REQUIREMENTS

FOR VERIFICATION
PURPOSES:
Where is the
information held?
Who is responsible?

1 Maintain a record of all
YES
legislation relating to
chemical use in products
IP
that affect the business.
NO
This should include a
summary of the requirements
and implications of the
legislation for your OpCo.
2 Provide an action plan
showing how your OpCo
will identify products
containing those chemicals
listed in Kingﬁsher’s
‘Chemical Action’ list.

YES
IP
NO
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Steps to Responsible Growth

Monitoring performance

Key performance indicators

The new management system ‘Steps to Responsible Growth’
includes a questionnaire to monitor performance on the 12 issues.
This is completed by the Kingﬁsher operating companies on a
quarterly basis. The questionnaire is broken down into 165 speciﬁc
actions – with a scoring system that reﬂects whether the action is
completed (2 points), in progress (1 point) or not yet started (0 points).

Key performance indicators (KPIs) have been identiﬁed covering
the six main impacts of our business. Data for these KPIs will be
reported next year.

The following chart shows an example of the results for B&Q UK.
Kingﬁsher is in the process of checking the information submitted
by the other operating companies and this will be reported on the
website during 2006.
B&Q UK – % score for the Steps questions (2005)
1 Supplier Environmental
Performance
10

12 Store Neighbourhoods

9

2 Product Impact

8
7

11 Respect for
Diversity of People

6
5
4

3 Timber

The KPIs include:
1

Product stewardship

— Timber – timber certiﬁed from proven well-managed forests
— Chemicals – operating companies with an action plan
to identify chemicals of concern
— Paint – VOC levels in paint
2

Energy management (climate change)

— Energy use
— Transport fuel use
— CO emissions from energy and transport

3

2

2
1

10 Factory Working
Conditions

4 Chemicals

0

9 Store Waste

5 Climate Change

3

Sustainable operation

— General waste recycled and disposed
— Hazardous waste recycled and disposed

8 Transport

6 Packaging
7 Product Disposal

Stakeholder engagement
Kingﬁsher and its operating companies are committed to
engaging with stakeholders including employees, customers,
suppliers, investors and other organisations. See the website for
further details www.kingﬁsher.com/SR
In 2005 Kingﬁsher joined Forum for the Future’s Business
Network as a partner and plans to work with them to incorporate
sustainable development into current business thinking.
The company is a member of Business in the Community (BITC)
and participates in the annual Corporate Responsibility Index.
Gerry Murphy, Kingﬁsher Group Chief Executive, participates
in the BITC Marketplace Impact Taskforce. Ian Cheshire, Chief
Executive of B&Q UK is involved in the Corporate Leaders Group
on Climate Change, part of the Prince of Wales Business and
Environment Programme. George Adams, Chief Executive,
Trade Depot, participates in the Procurement Task Force at Defra
(the UK government’s Department for Environment, Food and
Rural Affairs).
Ray Baker, Kingﬁsher Director of Social Responsibility, chairs
the CSR committees for EuroCommerce and the British Retail
Consortium. He has also been a member of the European
Commission Multi-Stakeholder Forum on CSR.
6
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Supply chain

— Factory assessments/audits to assess compliance
with Kingﬁsher’s Code of Conduct for Factory
Working Conditions
— Factory managers attending workshops
on working conditions
5

Equality and diversity

— Proﬁle of employees by age, gender, disability and ethnicity
6

Community investment

— Community giving
(cash donations, in-kind donations, employee time)
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Steps to Responsible Growth

Commitments for 2004 & 2005

Progress during 2004 & 2005

Policies – publish and display
policies on our website
(by June 2004).

Achieved –
see www.kingﬁsher.com/SR

Management awareness –
ensure that the Boards of each
operating company are aware of
Kingﬁsher’s Social Responsibility
Policy and Steps to Responsible
Growth through Board meetings
and/or individual brieﬁngs.

Achieved – social responsibility
issues are discussed at executive
Board meetings, attended by the
heads of each operating company.

Publish Directors’ manual on our
website by June 2004.

Not achieved – our new Steps to
Responsible Growth management
system has replaced the need for a
separate manual.

Reporting – publish a fourth
Social Responsibility Report
(by March 2005). Revise
the website to include extra
information, establishing it as
the main reporting format for
the Group (by December 2004).

Achieved (with a delay) – this
summary report plus a full
web report were published in
December 2005.

Indicators – collate and publish
indicators on our website
(by June 2004).

In progress – key performance
indicators (KPIs) have been
identiﬁed (see page 7) and
data for them will be reported
next year.

Targets – establish one year
and ﬁve year targets for each
operating company and publish
these on our website
(by June 2004).

Not achieved – due to the
introduction of the Steps
to Responsible Growth
management system. See
new targets below.

New targets and commitments
All Kingﬁsher operating companies* to achieve the minimum actions
set out in the Steps to Responsible Growth (by 31 January 2008**).
All Kingﬁsher operating companies* to achieve the policy target set
out in the Steps to Responsible Growth (by 31 January 2011**).
Kingﬁsher is planning to set a speciﬁc target on climate change
during 2006. The CarbonNeutral Company is advising Kingﬁsher
on the ways it can reduce and offset its carbon dioxide emissions
and work towards becoming carbon neutral.
*operating companies as at 31 January 2005
**please note that the target deadlines were initially published incorrectly - both on our
website and in the printed version of the 2005 Social Responsibility Summary Report.
Operating companies are required to achieve ‘minimum action’ by 31 January 2008
(not 2007) and ‘policy target’ by 31 January 2011 (not 2010). Progress towards the targets
is reported in the SR Reporting Tool on the website which is updated twice a year.
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Environmental
Product stewardship

Our aims
— to build active partnerships with our suppliers
in order to develop more sustainable supply
chains for all the products we sell
— to give our customers conﬁdence that the
environmental and social issues associated
with the products they buy from us are
properly managed
— to ensure that our wood and paper products
come either from proven, well-managed
forests or recycled material
— to ensure that the products we sell do not
adversely affect the health of our customers,
or employees, or that of their environment.
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Environmental
Product stewardship
Kingﬁsher
Managing chemicals
There is increasing concern
among customers and other
stakeholders about the
potential of some chemicals
to accumulate and persist in
the environment and affect
human health. Kingﬁsher’s
policy is to identify chemicals
of concern and to work with
suppliers to substitute these
chemicals with lower risk
alternatives.
Kingﬁsher has researched
a list of chemicals that are of
most concern to its customers
and other bodies such as
government agencies and
campaign organisations.
This builds on research
initially carried out by B&Q
UK. The list currently contains
around 40 chemicals and is
regularly reviewed.
A guidance pack has been
produced which outlines the
policy, the steps needed to
comply with the policy and
the list of chemicals of concern.
It also includes Product Guides
which identify the chemicals
that are likely to be present
in typical products and also
specify the maximum
permitted level of each
chemical. This is intended to
help Kingﬁsher’s operating
companies prepare product
speciﬁcations for suppliers.

So far, Product Guides have
been produced for children’s
play items, power tools,
lighting and electrical
appliances. Two operating
companies – Castorama Italy
and B&Q UK – have made
signiﬁcant progress in
implementing the Kingﬁsher
chemicals policy.
B&Q UK has a DIY Detox
initiative to manage chemicals.
The company has a list of
chemicals that it bans (DIY
Detox List 1, which is the same
as the Kingﬁsher list) and a list
of chemicals to be used with
caution (DIY Detox List 2).
For example, alternatives to
organic tin stabilisers used
in PVC ﬂooring have been
introduced and the use of
certain pesticides has been
restricted. B&Q has also been
working for a number of years
to reduce VOCs (mostly
solvents) in paints and
introduced a new labelling
system in 1995.
Castorama Italy also identiﬁes
products that contain
chemicals of concern such as
varnish and wood treatment
and takes similar actions to
B&Q UK. The company is
working to reduce VOC levels
in paint and is introducing
a new VOC labelling system.

Kingﬁsher
Timber sourcing
Kingﬁsher stores sell a
signiﬁcant amount of timber
and products made from or
containing wood. The company
is committed to sourcing
timber either from proven,
well-managed forests or
recycled material. In 2005,
Kingﬁsher introduced buying
standards on timber to help
buyers and suppliers
implement its timber policy.
These provide detailed
guidance on issues associated
with timber sourcing including
how to ensure the legality of
the timber, avoid controversial
sources and purchase timber
that is certiﬁed.
Timber Buying Standards
The three tiers towards
meeting Kingﬁsher’s criteria
for certiﬁcation schemes:
— Tier One: Sustainable
Forestry Schemes
Forest Stewardship
Council (FSC) or schemes
independently recognised
as equivalent to FSC.
— Tier Two: Schemes in
progress towards meeting
Tier One requirements
Schemes with a formal
progress towards FSC
certiﬁcation, including
members of the Tropical
Forest Trust (TFT).
— Tier Three: Other third
party certiﬁcation schemes
Forest certiﬁcation schemes
that meet some but not all
of the Kingﬁsher criteria.
Operating companies are
expected over time to progress
upwards through the tiers.
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A number of Kingﬁsher
operating companies have
started to stock certiﬁed timber
products. For example:
— B&Q UK – around 75% of
all timber product lines are
certiﬁed within the FSC
scheme, 11% are certiﬁed
within the Finish Forestry
Certiﬁcation Scheme (FFCS)
with the remainder from
TFT, recycled or known
legal sources.
— B&Q China – around 10%
of all laminate ﬂooring is FSC
certiﬁed. The company will
begin to stock FSC certiﬁed
timber products in 2006
including wood ﬂooring
and garden furniture. B&Q
companies in Asia (China,
Korea and Taiwan) aim
to source all timber from
proven, well-managed
forests by 2010.
— Castorama France –
all garden furniture
is labelled FSC or TFT.
— Castorama Italy – has
committed to sourcing all its
timber from proven, wellmanaged forests (working
towards FSC certiﬁcation)
by 2010 (see case study).
— Castorama Poland – started
to purchase FSC certiﬁed
timber from forests in Poland.
The company is the only DIY
retailer in the country that is
a member of the FSC Poland
Working Group.
— Koçtas – 90% of garden
furniture is either certiﬁed
to FSC or TFT. In addition,
in June 2005 the company
introduced a new FSC
certiﬁed indoor
furniture range.
11

Case study
Castorama Italy
Castorama Italy
Raising customer and
employee awareness of FSC
certiﬁed timber
Castorama Italy is working in
partnership with Greenpeace
to raise awareness about illegal
logging and the destruction
of tropical forests. They
jointly produced an advert for
Castorama’s in-store radio to
encourage customers to buy
wooden products certiﬁed
by the Forest Stewardship
Council. This was aired in all
Castorama stores in the spring
and summer – the time of year
when most wooden garden
furniture is purchased. In
addition posters were displayed
in store to promote FSC
certiﬁed products and explain
the social, environmental and
economic beneﬁts. The summer
catalogue also contained a
page on FSC.
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Environmental
Energy management
Training for employees has
also been carried out. For
example, Castorama’s Social
Responsibility Manager has
given presentations on FSC to
store supervisors in Mantova,
Catania and Rome and further
store visits are planned. A
leaﬂet on social responsibility
has been produced, which
includes a section on timber.
This has been sent to all store
managers and is also available
on the company’s website at
www.castorama.it
Castorama Italy is committed
to sourcing all its timber
from proven, well-managed
forests (working towards FSC
certiﬁcation) by 2010. It became
the ﬁrst retail member of the
FSC Italy Working Group in
July 2004 and a member of
FSC International in October
2005. By August 2005, over
134 products in the garden
range were FSC certiﬁed and
the company is planning to
stock over 40 more certiﬁed
products in 2006. In addition
the company also stocks a
number of products that are
sourced from forests certiﬁed
by the Tropical Forest Trust
and PEFC (Programme for
the Endorsement of Forest
Certiﬁcation schemes).

Our aim
— to reduce our contribution to climate change by
reducing the energy we use to run our premises
and transport ﬂeet, and by promoting and selling
products that are energy efﬁcient both in their
manufacture and use.
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Environmental
Energy management
Castorama Poland
Improving transport
efﬁciency

B&Q UK
Providing energy-efﬁcient
products

Castorama Poland has put in
place measures to optimise
logistics efﬁciency for the
transportation of tiles from
Italy. The company uses a
combination of road and rail
to import the goods over
1,300 km. It has worked with
a contractor to plan the most
efﬁcient routes and to ensure
lorries/rail carriages are fully
loaded. In addition, a new type
of trailer is used, which lifts
goods from a lorry directly
onto a railway carriage and
vice versa. This removes the
need to unpack and repack the
goods and also helps to reduce
damage and therefore waste.

B&Q UK is working to
offer customers more
energy-efﬁcient products such
as insulation materials, solar
powered external lighting and
energy-efﬁcient lightbulbs.
Seven out of eight of the
washing machines in the
2003/04 range had a top EU
rating for energy efﬁciency and
65 out of 101 fridges stocked
now use a natural hydrocarbon
gas known as R600A instead
of HCFCs and HFCs which
contribute to climate change.
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The company also continued
to partner with British Gas
and the Energy Saving Trust
to promote energy-efﬁcient
products in store. Initiatives
included clear product
labelling, information in
literature and in-store
demonstrations. B&Q has
also lobbied against proposed
EU regulations that apply
higher rates of VAT on
energy-efﬁcient products
for home improvers than
for professional tradesmen.

Castorama Italy
Helping customers to
reduce their impact on
climate change
In spring 2005, Castorama
Italy ran a special promotion
on energy-efﬁcient lightbulbs
to encourage customers
to use less energy. Over a
two-month period, customers
were offered a 3€ discount on
energy-efﬁcient lightbulbs in all
stores. The initiative was run in
cooperation with Legambiente,
the largest environment
organisation in Italy, and the
Italian government provided
a refund to Castorama equal
to the discount given to
customers. Castorama Italy
raised customer awareness
of the offer by running an
advert on the in-store radio.
Other retailers in Italy have
run similar campaigns with
Legambiente, but these
generally last for a much
shorter period of around a
week. The promotion is being
repeated in all Castorama
stores from 20 October to
31 December 2005.
Castorama Italy has included
a page on climate change in
its autumn 2005 catalogue.
This advertises the offer on
energy-efﬁcient lightbulbs
and includes tips for customers
on other ways they can save
energy such as building
insulation and reducing
use of hot water.
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Case study
B&Q UK
B&Q UK
Improving energy and
transport efﬁciency
B&Q UK is working to reduce
its direct impact on climate
change by improving energy
efﬁciency in its 325 stores and
by increasing the efﬁciency of
its road ﬂeet.
Energy efﬁciency of new
stores has improved by over
20% by optimising natural
light, using energy-efﬁcient
equipment and ﬁtting natural
ventilation systems. All new
stores aim for a rating of
‘excellent’ under the Building
Research Establishment’s
Environmental Assessment
Method (BREEAM). Solar
panels have also been installed
at the stores in Grimsby
and Sutton-in-Ashﬁeld and
there are plans to use a
range of renewable energy
technologies at the new store
in New Malden.
In existing stores the
company is raising employee
awareness of energy
conservation and is ﬁtting
energy-efﬁcient equipment
during refurbishments.
For example, energy-efﬁcient
high-frequency lighting was
installed during the conversion
of over 20 Supercentres to
mini-Warehouses during 2004.
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Environmental
Sustainable operation
The social and environmental
management programme,
QUEST for Stores (QUEST
stands for QUality, Ethics,
and SafeTy) also requires all
stores to take actions such as
switching off unnecessary
lights at the end of the day if
lighting is not automatically
controlled, and making sure
draught exclusion curtains
are well maintained. Progress
is independently assessed by
Groundwork Environmental
Business Services.
Despite these initiatives, CO
emissions per square metre of
retail space – an indicator of
energy efﬁciency – remained
stable at 113.6kg in 2004. This
ﬁgure would have improved
had it not been for the
introduction of longer store
opening times over the year.
2

Efﬁciency of the road transport
ﬂeet improved by 0.6 miles
per gallon in 2004. The
company also plans to halve
the mileage travelled on roads
for each cubic metre of product
by 2006 (from a 1999 baseline)
through logistics planning and
the use of rail and shipping
alternatives.
All new stores must adopt
formal Travel Plans to
encourage employees to travel
by alternative means such as
car-sharing, walking, cycling
and public transport. These
are now in place at 50 stores
and the Store Support Ofﬁce.
Our aims
— to increase the quantity of Kingﬁsher products
that are reused or recycled
— to reduce the amount of waste generated by
our stores and other activities
— to minimise the amount of packaging associated
with our products and, where packaging is
unavoidable, to reduce the impact of its use.
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Environmental
Sustainable operation
Koçtas
Recycling ofﬁce paper
and packaging
In 2004 Koçtas Turkey recycled
12 tonnes of packaging from its
ﬁve stores and two tonnes of
paper from its head ofﬁce. The
paper recycling is organised
by the Lokman Hekim Health
Foundation (LHSV) which
uses the revenue raised from
the recycling to provide
healthcare for underprivileged
communities. In addition the
company purchased recycled
paper for its catalogues.
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Castorama Poland
Recycling plastic packaging
Castorama stores in Poland
have sent over 400 tonnes of
plastic packaging waste to be
recycled in the 12 months up
until July 2005. The waste is
collected by the company
Simio, who recycle the plastic
into new goods such as
household bin liners. To
complete the cycle, Simio
has supplied Castorama
stores with over 80 tonnes
of recycled products to be
sold to customers.

Castorama France
Collecting batteries from
customers for recycling

B&Q UK
Encouraging customers to
reuse carrier bags

In 2004 Castorama stores
collected 28 tonnes of batteries
from customers for recycling
– an increase of 20% on the
previous year. The batteries
are sent to a company which
recycles the metal into
poles/bollards for roads and
pavements. The hazardous
materials in the batteries are
separated and disposed of
safely. The take-back system
is available in every store and
a new, more visible, container
is being rolled out in an effort
to increase the amount of
batteries returned.

To encourage customers to
use fewer plastic bags, B&Q
UK has launched a trial in
Scotland to charge customers
5p for every bag. This money
is donated to Keep Scotland
Beautiful to fund their clean
up litter campaigns. Employees
were trained and information
was provided in stores to
explain the environmental
reasons behind the charge.
The trial has seen an 82%
reduction in carrier bags
used and raised over £25,000
for Keep Scotland Beautiful.
Research shows that 76% of
customers think the scheme
is a good or very good idea.
A further trial will be launched
in the North East in December
2005 with a view to rolling
it out nationally if feedback
is positive.
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Case study
Kingﬁsher
Kingﬁsher
Recycling of
electrical products
Kingﬁsher is working to
comply with the new European
directive on Waste Electrical
and Electronic Equipment
(WEEE) which sets targets for
retailers and manufacturers on
reuse and recycling. It entered
into force in the Republic of
Ireland on 13 August 2005, and
will become law in the other
EU member states during 2006.
As a retailer Kingﬁsher is
responsible for collecting
electrical waste from customers.
As a manufacturer Kingﬁsher
is responsible for recycling the
items collected by retailers.
Kingﬁsher has set minimum
requirements for all its
operating companies, which
include labelling all own
brand products with the
WEEE symbol, the name of
the producer and the type of
plastic. In addition, guidance
on returning goods for
recycling must be included
in the product’s instruction
manual. The weight of
all non-recoverable and
recoverable components in
all own brand products is also
required in order to monitor
progress against the recycling/
reuse targets.
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Social
Supply chain
Kingﬁsher companies are also
encouraged to design products
to enable future recycling.
Identifying the proportion
of materials in products that
are recoverable provides a
useful starting point, and
more detailed ‘eco design’
guidelines are planned for
2006. Cataloguing the materials
in each product will also help
identify hazardous substances
and ensure they are removed
in line with the Restriction
of Hazardous Substances
directive (RoHS), which
becomes law in all member
states in July 2006.
B&Q in the Republic of
Ireland has already introduced
a take-back scheme for
electrical waste – the lessons
and experiences are being
shared across the business.
Most operating companies
are likely to set up their own
collection points in stores,
as in the Republic of Ireland,
due to limited local authority
alternatives. The exception is in
the UK, where B&Q is working
with other members of the
British Retail Consortium to
set up a scheme to fund a local
authority collection system.

Our aim
— to ensure that everyone involved in our supply
chains beneﬁts from trading with us.
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Social
Supply chain
Kingﬁsher
Setting standards on factory
working conditions

Kingﬁsher
Promoting awareness among
factory managers

Kingﬁsher has a vast supply
chain stretching across
the globe. Around 10% of
products are procured through
Kingﬁsher sourcing ofﬁces
based in Hong Kong, China,
South Africa, Poland and
India. The rest are sourced
directly by the Kingﬁsher
operating companies.

Kingﬁsher recognises that it’s
not always easy for suppliers
to achieve the standards set out
in its Code for Factory Working
Conditions – in some cases
it may require a signiﬁcant
investment of time and money.
In addition, overcoming
cultural differences can also
be problematic. Kingﬁsher’s
approach is therefore to work
closely with factory managers,
providing them with guidance
and support.

Kingﬁsher sets standards for
suppliers through its Code of
Conduct for Factory Working
Conditions which is in line
with International Labour
Organisation (ILO) conventions.
The Code identiﬁes nine
minimum requirements that
all factories must comply with.
These are termed as ‘critical
failure points’ – Kingﬁsher
will not source from factories
that breach these requirements.
It also sets out additional
standards on labour and
environmental issues that
suppliers are expected to
meet over time. Kingﬁsher
recognises that not all factories
will be able to achieve all the
standards immediately, but
expects suppliers to put in
place a process of continuous
improvement to meet its Code.
Each Kingﬁsher operating
company and sourcing ofﬁce is
required to develop an action
plan to achieve compliance
with the Code. This must
include a system for auditing
the performance of suppliers
against the Code and for
following up compliance.
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To help suppliers comply
with the Code, Kingﬁsher
has produced an information
pack for factory managers.
This includes a handbook for
factories that covers practical
tips and case studies. A number
of fact sheets have also been
produced on speciﬁc issues
including chemical usage,
chemical storage, ﬁre ﬁghting
and accommodation. This has
been translated into Chinese
and distributed at workshops
for factory managers in
China (see next paragraph).
The plan is to translate it
into additional languages for
distribution by other Kingﬁsher
operating companies.

Kingﬁsher has also piloted
training workshops for factory
managers in China. Four
one-day workshops were held
in August 2005 which were
attended by 70 managers
from companies supplying
Kingﬁsher Asia Ltd (the
Kingﬁsher sourcing ofﬁce)
and B&Q China. Presentations,
role-play and case studies
were used to communicate
the standards required by
Kingﬁsher and the business
beneﬁts they can bring.
Kingﬁsher
Promoting awareness among
buyers and employees
In August 2005 a training
workshop was also piloted
for 30 employees from
Kingﬁsher Asia Ltd and B&Q
China. Attendees included
employees working in quality
assurance, technical and audit
areas. The session addressed
the challenge of prompting
suppliers to improve working
conditions and also focused
on the barriers to change
encountered by factories.
The discussion focused on
practical steps that buyers
could take to encourage
factories to improve.
Participants emphasised the
need to work with suppliers
as equal partners and also
highlighted the importance
of providing guidance to
factory managers.

Kingﬁsher
Working with suppliers
to tackle HIV/AIDS in
South Africa
Kingﬁsher’s sourcing ofﬁce
in South Africa is working in
partnership with its suppliers
of timber products in the
Kwa Zulu-Natal region to
help implement HIV/AIDS
workplace programmes.
In 2004 a strategy was
developed which sets out four
practical steps that factories
need to take to manage
HIV/AIDS in the workplace
– raising awareness, changing
behaviour, expanding the
reach and spreading the word.
Actions such as introducing
a policy, providing training,
introducing voluntary testing
and care, are required in each
of the areas. The strategy is
presented as an ‘action ladder’
which factories are encouraged
to progressively climb.
Kingﬁsher has also helped
to sponsor a mobile clinic
for factory workers and their
families offering voluntary
and conﬁdential HIV/AIDS
testing, counselling and
treatment as well as primary
health care. It is run as a
three-way partnership
between Kingﬁsher, the local
government and the timber
suppliers. In its ﬁrst seven
months (Jan to July 2005), an
average of 170 appointments
have been made at the clinic
per week.
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Case study
Kingﬁsher Asia Ltd
Kingﬁsher Asia Ltd
Carrying out factory
assessments
Kingﬁsher Asia Ltd (KAL),
based in Hong Kong and
Shanghai, sources products
from approximately 700
factories in Asia. In 2004 KAL
adopted a new approach
to assessing suppliers and
their factories to ensure they
comply with the Kingﬁsher
Code of Conduct for Factory
Working Conditions.
The assessment covers both
quality and environmental/
ethical issues and is carried
out for every potential new
factory that Kingﬁsher works
with. Factories must meet the
nine critical failure points,
outlined in the Kingﬁsher
Code, as well as certain other
minimum standards. There are
three stages to the assessment
process – an initial factory visit,
a pre-assessment questionnaire
and a formal factory assessment
(carried out by a KAL or third
party auditor). The minimum
grade that must be achieved
varies according to the size
of proposed orders and the
sensitivity of the issues.
Factories that fail the assessment
are given a chance to make
improvements within an
agreed time frame. Follow-up
assessments are then carried
out. Reassessments are required
if a supplier changes the type of
product it manufactures or the
factory it uses.
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Social
Equality and diversity
From February to September
2005, 440 factory assessments
were carried out including
assessments of new factories,
reassessments of existing
factories and follow-up
assessments.
The company also works with
existing suppliers to encourage
continuous improvement. It has
a ﬁve-tier grading system that
speciﬁes the actions required
in order to move up to the next
grade. Factories are regraded
on a regular basis.
In addition, factory-speciﬁc
improvement plans are agreed
with strategically important
and high volume factories to
further improve their position
on the ladder. Kingﬁsher Asia
Ltd has agreed such plans with
two to three factories from each
product category and works
closely with the factories to
improve performance, carry
out training and set targets.

Our aim
— to treat both employees and customers
with dignity and respect, and to value the
differences people bring to our business.
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Social
Equality and diversity
B&Q Taiwan
Encouraging age diversity

B&Q UK
Promoting diversity

In 2004 B&Q Taiwan launched
a programme to tackle the
issue of age diversity within
its stores. With only 26% of
store employees aged over
30 before the project started,
the company recognised that
it needed to attract employees
from a wider age bracket
in order to fairly reﬂect the
demographic proﬁle of its
customers. The project aims
to harness the experience that
older employees can bring to
the company and encourages
them to join B&Q by offering
them training, for example in
computer and communication
skills. The scheme is showing
signs of success with 36% of
employees over the age of 30
in August 2005 – an increase
of 10%.

B&Q UK continues to promote
diversity among its workforce
of around 39,000 employees
– focusing on age, cultural
diversity, disability and
gender. The company manages
diversity at its sites through the
QUEST for Stores programme.
Each store has a ‘diversity
champion’ and training
on diversity is included in
induction and development
courses for employees.
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Age diversity is high on
B&Q UK’s agenda and the
company recognises the
beneﬁts of harnessing the skills
that employees of different
age groups can bring to the
business. In 1999 the company
removed all age restrictions
on recruitment, promotion and
training. The ﬂexible retirement
policy means employees can
continue to work as long as
they want to – 23% of the
workforce is now over 50
and the oldest employee is 92.

In conjunction with the
government’s WORKSTEP
scheme and Scope’s graduate
fast-track programme, B&Q
UK provides placements
for disabled people who are
looking to enter mainstream
employment. In 2004, 4% of
B&Q UK employees had some
form of disability.
The nature of B&Q’s business
has traditionally attracted more
male managers – just 13% of
senior managers are female.
In response the company
has developed a Women
in Management Initiative
to recruit and retain more
female managers.

B&Q also seeks to ensure
that its employees reﬂect the
diversity of the communities
it serves. A booklet on cultural
diversity has been produced
in partnership with the
Inter Faith Network and the
Multi-Faith Centre. In addition,
multilingual employees are
being encouraged to wear
badges to help customers
who do not speak English
as a ﬁrst language.

27

Case study
Kingﬁsher inclusive design
Kingﬁsher
Publication of inclusive
design guidelines
In June 2004 Kingﬁsher and
B&Q UK published guidelines
on inclusive design, ie how to
design products that as many
people as possible can use.
The guidelines aim to provide
Kingﬁsher companies, their
consultants and suppliers,
with a better understanding
of inclusive design principles
and the beneﬁts they can bring.
They form an important part of
Kingﬁsher’s overall approach
to diversity.
In particular, inclusive design
helps to ensure that older
and disabled people are not
excluded from using the
company’s products. These
are important markets – by
2020 almost 50% of Europe’s
adult population will be over
50 (according to The Future
Foundation) and at present
1 in 7 of Britain’s population
is classed as disabled.
The guidelines identify the
different problems that people
may face such as physical,
sensory and cognitive
impairments and how to factor
these into the design process.
Practical tips are included on
how to design products to
make them more accessible.
For example these cover
graphics, colour, typography,
instructions, functional
simplicity, ergonomics,
cognitive issues, grips, force,
weight, balance and handling
of the product.
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Social
Community investment

Including older and disabled
people in user research is
identiﬁed as central to the
inclusive design process and
different research methods are
summarised in the guidelines.
Advice is also included on
the best ways of marketing
products designed to be
inclusive. Research has shown
that on the whole, older and
disabled people do not wish
to be considered as such and
therefore do not respond
well to marketing targeted
speciﬁcally at them. Therefore
it is most effective to market
products as ‘easy to use’ rather
than mentioning ‘disabled’
or ‘older’ people.
B&Q UK has been working for
a number of years on inclusive
design. The Daily Living Made
Easier range of products
includes essential household
items that meet an ‘easy
to use’ standard such as
lightweight garden tools,
handrails and smoke alarms
with visual warnings.

Our aim
— to make every Kingﬁsher store a good
neighbour in the community it serves.
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Social
Community investment
Kingﬁsher
Making community
donations
Kingﬁsher and its subsidiaries
made contributions to charity/
community projects worth
an estimated £2.1 million in
2004/05. This included cash
donations of £1.2 million
as well as gifts-in-kind and
employee time. Around a
quarter of the cash donations
helped communities in the
UK. Three-quarters of the
cash donations were given to
either organisations based in
the UK or overseas that beneﬁt
communities outside the UK.
A donation of £100,000 (£90,000
from the Group and £10,000
from B&Q UK) was made to
the Red Cross to help victims
of the Asian Tsunami. In the
UK, staff donated a further
£53,830 through payroll
giving and £395,370 was raised
through collections in stores.
B&Q China matched voluntary
donations made by employees
of £7,361. Over a four-week
period it also donated half the
proﬁts on a selected range of
products – a total of £34,641.
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B&Q Korea
Organising a Kids Club
The B&Q store in Guro, South
Korea, launched a Kids Club
for children under the age
of 12 during the summer
holidays. As well as providing
English lessons, the club aims
to introduce the children
to DIY and gardening in a
fun and engaging way with
games and activities including
screen printing, singing and
puzzles. In addition the store
has donated products and
materials to local community
organisations to mark Korean
Thanksgiving day.
Castorama Poland
Fundraising for a
local hospital
Castorama Poland has worked
with a local hospital in Rumia,
in the North West of Poland,
to raise money for building
renovations. The company
bought over 5,000 Christmas
cards made by children in
the hospital for the purpose
of fundraising. Each card cost
30 pence – therefore raising
over £1,400 for the renovation
work (after costs). As well as
helping to build good relations
in the local community, the
initiative also beneﬁted the
business since the hospital
then purchased DIY products
for the renovations from the
local Castorama store. The
hospital still needs to raise
further funds to complete the
renovation, but assistance from
Castorama has helped to get
the project started.

Screwﬁx Direct
Raising money through the
Great Neighbours scheme

B&Q UK
Working to be a
better neighbour

Through its Great Neighbours
scheme, Screwﬁx Direct aims
to raise £50,000 per year for
renovation work at the Yeovil
District Hospital, close to
its head ofﬁce. A number of
events from rafﬂes to abseiling
have been organised to raise
money. Employees have also
given time to help operate
fundraising lines in its call
centre for initiatives including
Comic Relief, Children in
Need and Sports Relief. Other
national charity initiatives
supported include Breast
Cancer Care’s Pink Day and
Jeans for Genes Day.

B&Q UK has a target for
all stores to achieve its
‘Better Neighbour’ standard
(covering environmental and
social issues) and is on track to
meet this target by the end of
2005. The company continues
to provide product donations
to local communities through
its Better Neighbour Grant
scheme and the You Can Do
It award scheme. In 2004, these
donated almost £300,000 of
materials to around 800
separate community projects.
The company also has a
ﬁve-year strategy to develop
strategic partnerships on
community regeneration.
Pilot projects have been
carried out in three areas –
crime reduction, housing
and skills-based learning –
which beneﬁted over 500
people in 2004.

B&Q China
Supporting local children
B&Q China has worked in
partnership with Save the
Children to help local children.
Since 2003, the company has
provided free ofﬁce space
for the charity in Shanghai.
In addition, the B&Q store
in Kunming organised a day
of activities to help a group
of teenagers gain skills in
DIY and building. During
2005 three new stores were
opened in Harbin, Beijing and
Chongqing – in each case the
company diverted some of its
opening cost budget to support
ﬁve local girls from poor
neighbourhoods, by paying
for their education and living
expenses. The company also
sponsors the B&Q China-UK
School Link programme
that coordinates sports and
educational exchange trips
between schools in China
and the UK.
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Case study
Kingﬁsher supporting Motivation
Kingﬁsher
Supporting Motivation to
produce a ﬂatpack wheelchair
Kingﬁsher and B&Q have
helped Motivation, a
British-based charity, to launch
a mass-produced ﬂatpack
wheelchair. Motivation works
in partnership with local
charities to supply the
wheelchairs free of charge
to people who are living in
poverty as a result of their
disability.
In November 2004, the ﬁrst
300 wheelchairs came off
the production line in China
and were shipped out to Sri
Lanka to be prescribed and
assembled. An event was held
at Westminster to celebrate the
launch of the ‘Worldmade’
wheelchair programme and
the partnership between
Kingﬁsher/B&Q and
Motivation.
There are an estimated 20
million people in developing
and low income nations who
need a wheelchair but don’t
have one.
Motivation’s wheelchair is
speciﬁcally designed for use
in rural areas of developing
countries. The mass-produced
Worldmade ﬂatpack concept
makes the wheelchairs more
affordable and means they can
be tailored to the individual’s
requirements when assembled.
Motivation has also established
the ‘Fit for Life’ course that
ensures partner organisations
receive training in prescribing
and assembling the wheelchairs
correctly and provides the right
support and training to
wheelchair users. The
wheelchairs cost around $100.
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As well as providing funding
for product development
and production, Kingﬁsher
has also given advice to
Motivation on many aspects
of the project – from product
design to production, logistics
and marketing. Ray Baker,
Kingﬁsher Director of Social
Responsibility says: ‘This is
not just about giving away
money, but about making
a contribution through our
knowledge and expertise.’

Independent Assurance
URS Veriﬁcation Limited has been commissioned by Kingﬁsher
plc to provide independent assurance of its social responsibility
strategy and this report. For the objectives, assurance activities
and our opinion please see our Independent Assurance Statement
on the Kingﬁsher website at www.kingﬁsher.com/SR
URS Veriﬁcation Limited is one of the world’s leading providers
of corporate responsibility assurance. It is an independent
member of URS Corporation, a leading provider of integrated
sustainability, environmental and engineering expertise.

One of the ﬁrst people to
receive a new wheelchair
was Kithsiri Perera from Sri
Lanka. He was paralysed in
an accident three years ago
and without an appropriate
wheelchair was left
housebound and unable to
return to work at his ﬁsh stall.
His new wheelchair enables
him to negotiate the rough
terrain surrounding his house
and provides him with the
mobility he needs to start
rebuilding his life. Kithsiri has
featured in a video produced
by B&Q to highlight the
beneﬁts of the wheelchairs.
During 2005, 3,000 will be
produced increasing to 10,000
per year by 2007. They will
initially be supplied in Sri
Lanka, India, Nepal, Papua
New Guinea and South Africa.

Visit our website at:
www.kingﬁsher.com/SR

Socially responsible
investment (SRI)

For further information
contact:
Ray Baker
Director of Social Responsibility
Kingﬁsher plc
3 Sheldon Square
Paddington
London W2 6PX
Email:
ray.baker@kingﬁsher.com

Kingﬁsher is included in
two main socially responsible
investment indexes – the
FTSE4Good and Dow Jones
Sustainability Indexes.

This report is available in
alternative formats.

© Kingﬁsher plc 2005

