
 
 
 
 
 
 

Super Cheap Auto Group  
National Packaging Covenant 

Action Plan 
2008 – 2010 

 
 
 
 
 
 
 
 
 
 
 
 

Released November 2008 v.1 



 

 2 

 

Preface 
 
This Action Plan has been prepared by Super Cheap Auto Group for coverage 
of all the brands that fall under this banner and has been fully endorsed by the 
Managing Director and the Group Leadership Team. The main three company 
brands being Super Cheap Auto, BCF, and Goldcross. Super Cheap Auto has 
been involved in many recycling programs over the years and has joined the 
covenant to revitalise our focus to continue down this path to improve the 
sustainability of the company and community that supports us. 
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Introduction  
 
This Action Plan has been prepared to assist the Super Cheap Auto Group in 
meeting its obligations as a National Packaging Covenant signatory. The 
business is focused on implementing the outlined actions, via the principles of 
product stewardship with an aim to continually improve its environmental 
impact with respect to packaging and waste management. 
 
As this is the first Action Plan of the Super Cheap Auto Group, there is a 
strong focus on the development and implementation of the required systems 
to help contribute effectively to the National Packaging Covenant’s goals. 
 
This Action Plan covers the period from October 2008 to October 2010. Super 
Cheap Auto Group will report annually each October on all progress being 
made. The first Annual Report will be submitted prior to October 31st, 2009. 

Executive Summary  
 
The Super Cheap Auto Group recognises the importance of the National 
Packaging Covent and its focus on encouraging responsible management of 
packaging and its associated waste. 
 
The Super Cheap Auto Group became a signatory in July 2008, and has since 
formed a committee to assist with the development of this action plan. The 
actions contained in this plan are based upon the principles of product 
stewardship to assist in meeting our obligations. The departments or team 
members nominated will be responsible for driving the various actions and 
together ensuring management systems and processes are implemented to 
ensure ongoing future improvements are made. 
 
The Super Cheap Auto Group is committed to establishing a ‘framework for 
the effective life cycle management of consumer packaging’ through an 
educational approach internally with our suppliers and our customers. 
As a part of this plan and Super Cheap Auto Group’s focus on future 
sustainability we aim to: 
 

1. Reduce the amount of actual packaging used in our products (primarily 
house brand), where opportunities present themselves. 

2. Use packaging that is sourced from recycled product, where appropriate. 
3. Use packaging that is made from recyclable materials, where 

appropriate. 
4. Re-use packaging where possible. 
5. Recycle in the workplace ‘like we do at home’. 
6. Inform our customers of the recycling abilities of the packaging they 

have obtained. 
7. Analyse, monitor, review and report on our progress, and update the 

plan annually. 
8. Recycle product were possible (eg. lead acid batteries). 
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National Packaging Covenant Commitment 
 
 
 

Super Cheap Auto Group Limited supports the principles of Product Stewardship and 
those of the National Packaging Covenant and is committed to achieving the goals 
outlined in the following action plan. 
 
The company recognises the need to incorporate the Environmental Code of Practise 
for Packaging when introducing new products into its market. This will result in a 
need to work closely with our trade partners and customers to support the Covenant’s 
principles. 
 
This packaging covenant plan and the actions contained within have the full 
endorsement and support of the Group Leadership Team of Super Cheap Auto Group 
Limited. 

 
Peter Birtles 
Managing Director 
 
 
16 January 2008 
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Covenant Background  
 
 
“The original covenant was created in 1999, and a revised version has been in 
place since 2005. Its core purpose is to assist industry to reduce the amount 
of packaging waste going to landfill using the principle of ‘product stewardship’; 
that is, taking responsibility over the life cycle of the packaging from design to 
disposal. In addition, it will help reduce energy and other resources: water, 
energy, trees and so on. With climate change, drought and land degradation 
impacting on business and society, this is an important step for all 
businesses.” (NPC Information Kit). 
 
 
“The Covenant’s goals are: 

1. Packaging optimised to integrate considerations about resource 
efficiency, maximum resource re-utilisation, product protection, safety 
and hygiene. 

2. Efficient resource recovery systems for consumer packaging and paper. 
3. Consumers able to make informed decisions about consumption, use 

and disposal of packaging of products. 
4. Supply chain members and other signatories able to demonstrate how 

their actions contribute to goals 1–3 above. 
5. All signatories demonstrate continuous improvement in their 

management of packaging through their individual action plans and 
annual reports.” (NPC Information Kit). 

 
 
“Overarching Covenant targets for 2010 

1. A national recycling rate of 65% for post-consumer packaging 
(currently 48%), with contributions from: 

·  Paper and cardboard 70–80% (currently 64%) 
·  Glass 50–60% (currently 35%) 
·  Steel 60–65% (currently 44%) 
·  Aluminium 70–75% (currently 64%) 
·  Plastics 30–35% (currently 20%) 

2. No further increase in the amount of packaging waste disposed to 
landfill over the current (2003) baseline. 

3. A recycling rate of 25% for materials that are either not currently 
recycled or are recycled at very low rates (currently 10%).” (NPC 
Information Kit). 
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Corporate Profile  
 

Super Cheap Auto Group is Australasia’s leading retailer of automotive and 
boating, camping and fishing products. 

 

Our History: 

In 1972, Reg and Hazel Rowe founded an automotive accessories mail order 
business.  By 1974, the business had a turnover of $1 million and opened its 
first retail location in Brisbane. 

In 1993, the business was operating seven stores and Bob Thorn joined the 
company as Director of Retail Operations.  Within 12 months the number of 
stores operating increased to 14 and Bob Thorn was appointed General 
Manager.  In 1997, Bob Thorn was appointed Managing Director and he 
remained in this role until his resignation in January 2006.  Bob Thorn was an 
extremely passionate leader and he drove the growth of the business to over 
200 stores.   

In July 2004, the company listed on the Australian Stock Exchange, the initial 
public offering was well received in the market and in fact was oversubscribed 
resulting in a scale back of the general public offering. 

The growth Super Cheap Auto Group has experienced since its inception is 
the result of a long standing commitment to the recruitment and management 
of its team culture, excellent store layout and locations and extensive product 
range across its Supercheap Auto, BCF (Boating Camping Fishing) and more 
recently acquired Goldcross bicycle business. 

Over the past 15 years, Super Cheap Auto Group has experienced more than 
25% compound annual revenue growth. 

 

 

 

Our Goal: 

To achieve annualised sales of $800 million by June 2008, and $1 billion by 
June 2010.   
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Our Values: 

Passion 
We aim to create an environment in which we share a passion for our 
business and our contribution and successes are recognised. 

Openness 
We are committed to open and effective communication and respect others’ 
opinions.   

Integrity 
We only say things that we know are true and we only commit to things that 
we can do. 

Care 
We value each member of our team and have a commitment to making our 
business safe for everyone. 

Discipline 
We commit to the plan and follow the agreed processes and standards. 
 
 
 

Our Team Members:   

The Super Cheap Auto Group Team’s dedication and the Super Cheap Auto 
Group culture have been the drivers of the company’s growth. The Super 
Cheap Auto Group Team is headed by Managing Director, Peter Birtles, and 
his experienced Group Leadership Team who are supported by in excess of 
4,000 team members across Australia and New Zealand. 

The team collectively strives towards developing and growing the business to 
achieve market leadership in the retailing of auto parts and accessories and 
outdoor leisure products across Australia and New Zealand.  

A strong sense of pride and team work can be found at all levels of the Super 
Cheap Auto Group team and senior management endeavours to introduce 
human resource management initiatives that motivate team members to 
achieve their personal best, increasing job satisfaction and company 
performance. 
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Store Network  
 
The Super Cheap Auto Group has 314 stores and 5 distribution centres for 
SCA, BCF & GoldCross across Australia and New Zealand. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Support Office Location  
  
751 Gympie Road, 
Lawnton, QLD, 4501 
Ph: 07 3205 8511 
 

Key Contact Details  
 
Cate Field 
(Logistics Packaging Manager) 
 
Email: catef@supercheapauto.com  

 
Tony Slater 
(Space Planning Manager) 
 
Email: tonys@supercheapauto.com 

 

32 
Stores 

58 
Stores 

72 
Stores 

91 
Stores 

4 
Stores 

12 
Stores 

40 
Stores 

5 
Stores 

1 DC 

1 DC 
1 DC 

2 DC’s 
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House Brands  
 
House brands are a core focus of the Super Cheap Auto Group and we are 
committed to the ongoing stewardship of this diverse range to ensure their 
environmental sustainability. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Action Plan Table  
 

KPI 
Product Stewardship 

Category Action points 
Department 

(Responsibility) Performance Measure 
Critical Success 

Factors Target (Deliverable) 
Target Date 
(Timeframe) 

1.) Develop a system of data collection for 
packaging weight and type (house brands). 

Information 
Services, 
Cate Field 

2.) Develop a system of data collection for 
measuring product weight (house brands). 

Information 
Services, 
Cate Field 

1.) Total weight of consumer 
packaging (domestic and 
imported) sold per annum into 
the Australian market and the 
total weight of products 
packaged. 

Design, production 

3.) Develop and maintain the reporting 
procedures and standards. 

Finance, 
Cate Field  

- Data collection system 
in place after 1st year 
- Random audits to 
validate data integrity 
beginning 2nd year 

- Available 
internal resources 
- System 
capabilities 
- Trade Partner 
support 
- Data accuracy 

- The ability to report on tonnes of 
packaging by material type; 
tonnes of packaged product sold; 
ratio of product to packaging (by 
weight). 
- Internal targets to be set once 
baseline data is established. 
- Improvement in trends overtime. 

Oct ’09 - 
systems & 
procedures 
developed. 
Oct ’10 – 
systems & 
procedures in 
place. Data 
integrity 
audits.   

4.) Develop internal procedures to assess 
opportunities for packaging improvement in 
the Range Review Process 

Merchandising, 
Overseas 
Sourcing 

- Status of procedure 
development 

- Available 
internal resources 
- System 
capabilities 
- Action 1 

Procedure implemented into the 
Range Review Process. Mar ’09   

5.) Internal procedures for Overseas 
Sourcing Team reviewed and updated to 
include packaging focus. 

Merchandising, 
Overseas 
Sourcing 

- Status of procedure 
development 

- Available 
resources for 
procedure 
development 

Policy/procedures completed. Mar ’09 

6.) Develop internal procedures for Merch 
team to follow when ranging new lines. 

Merchandising, 
Overseas 
Sourcing 

- Status of procedure 
development 

- Available 
resources for 
procedure 
development 

Policy/procedures completed. Mar ’09 

7.) Review distribution methods and assess 
opportunities. 

Logistics, 
Trade Partners - Ongoing status - Available 

resources 
Improved distribution methods 
across the supply chain. 

Feb Launch and 
then ongoing 

8.) Investigate the reduction or removal of 
plastic bag usage in stores. 

Karen Doyle, 
Retail 

- Status of actions - Business 
viability 

Reduce/remove plastic bag usage 
in stores. 

SA Jan ’09 
Total business 
Oct ‘09 

9.) Investigate the opportunity of using 
Biodegradable or Compostable plastic bags. 

Karen Doyle, 
Retail 

- Status of actions 
- Actions based 
on results of 
Action 8 

Introduce a more environmentally 
friendly plastic bag. 

SA Jan ’09 
Total business 
Oct ’09 

3.) Improvements in design, 
manufacture, marketing and 
distribution to minimise the 
environmental impacts of 
packaging. 

Design, production 
and distribution 

10.) Develop information kit for trade 
partners (house & non-house brands) 
outlining our focus on packaging 
improvement. 

Janine James - Status of information 
kit development 

- Available 
resources for 
development 

Information Kit complete. March ’09 
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10.) Develop information kit for trade 
partners (house & non-house brands) 
outlining our focus on packaging 
improvement. 

Janine James  - Status of information 
kit development  

- Available 
resources for 
development  

Information Kit complete. Mar ’09 
4.) Changes to protection, 
safety, hygiene, shelf-life or 
supply chain considerations 
affecting amount and type of 
packaging used. 

Design, production, 
distribution, disposal, 
research, labelling, 
wholesaling or 
retailing 

11.) Report positive and negative industry 
changes that affect the amount and type of 
packaging used. 

NPC Team - Changes and impacts 
captured and recorded 

- Available 
resources 
-Trade Partner 
support 

Awareness of industry changes 
and their impact on packaging 
amounts and types. 

Feb ’09 

6.) Total weight, by type, of 
“non-recyclable” consumer 
packaging sold per annum into 
the Australian market. 

Design, production 1.) Develop a system of data collection for 
packaging weight and type (house brands). 

Information 
Services, 
Cate Field 

- Data collection system 
in place after 1st year 

- Available 
internal resources 
- System 
capabilities 
- Trade Partner 
support 

The ability to report on tonnes of 
packaging by material type; 
tonnes of packaged product sold; 
ratio of product to packaging (by 
weight). 

Oct ’09 - 
systems & 
procedures 
developed. 

12.) Investigate opportunities to incorporate 
recycling facilities at all sites and 
implement where possible (DC’s, stores 
and support office). 

Retail, Cate 
Field, Property, 
Logistics, 
external 
recycling service 
providers 

- Status of recycling 
strategy 

- Available 
resources 
- Trade Partner 
support 

Strategy completion and 
implementation. 

Jun ’09 
(complete) 
Jan ’10 
Implementation 

16.) Percentage of signatories 
providing recycling collection 
facilities for post-consumer 
packaging generated on-site. 

Recycling and 
reprocessing 

13.) Investigate the options and feasibility 
of using recycled products in-house and 
develop an “all departments” policy. 

Peter Birtles, 
Karen Doyle 

- Ongoing research - Available 
resources 

Implementation of feasible ‘in-
house” recycling programs. 

Jun ’09 
(complete) 
Jan ’10 
Implementation 

21.) Estimated tonnage of 
consumer packaging sent a) for 
recycling and b) to landfill 
from on-site collection 
facilities. 

Recycling and 
reprocessing 

14.) Develop systems with waste and 
recycling disposal providers to record 
output and report on a regular basis. 

Property 
 

- Extent of systems 
development and 
reporting capability 

- Available 
resources 
- Trade Partner 
support 

Accurate data collection of waste 
& recycled material output from 
all sites. 

Jun ’09 

15.) Adoption of the Environmental Code 
of Practise for Packaging (ECoPP). Group 

- Adherence to the Code 
in the policies created 
via this Action Plan 

- Available 
resources 

Adoption of the ECoPP 
throughout the group. Oct ’09 22.) Number of signatories 

who have formally adopted the 
ECoPP and developed systems 
for its implementation. 

Covers all Product 
Stewardship 
Categories 16.) Develop an Environmental 

Management System (Environmental 
Policy). 

Peter Birtles, 
Karen Doyle 

- Status of policy 
development 

- Available 
resources 

Adoption of the Environmental 
Management System (policy) 
throughout the group. 

Jun ’09  

26.) Implementation of buy-
recycled purchasing policy or 
practices. 

Recycling and 
reprocessing 

13.) Investigate the options and feasibility 
of using recycled products in-house and 
develop an “all departments” policy. 

Peter Birtles, 
Karen Doyle 

- Status of policy 
development 

- Available 
resources 
- Action 16 

Implementation of an 
environmental policy for all 
departments. 

Jun ’09 
(complete) 
Jan ’10 
Implementation 
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27.) Establishment of baseline 
performance data. 

For all actions and 
NPC KPIs across 
Product Stewardship 
Categories 

17.) Baseline data to be reported in line 
with actions 1, 2 & 3. (Future targets to be 
developed once baseline performance data 
is established.) 

Finance, 
Information 
Services, 
NPC Team 

- Availability and 
accuracy of Baseline 
data 

- Available 
resources 
- Actions 1, 2 & 3 

- Baseline Data for reporting and 
goal setting. 
- Targets to be set. 

Jun ’10  

28.) Annual reporting against 
action plan. 

For all actions and 
NPC KPIs across 
Product Stewardship 
Categories 

18.) Data collection and additional 
information/results to be collated from 
responsible departments and annual report 
submitted within NPC timeframes. 

NPC  Team - All available data 
collated 

- Available 
resources 
- Departmental 
support - Actions 
1 - 14 

Completed annual report within 
NPC timeframes. 

Annually from 
Oct ’09 

18.) Data collection and additional 
information/results to be collated from 
responsible departments and annual report 
submitted within NPC timeframes. 

NPC Team - All available data 
collated 

- Available 
resources 
- Departmental 
support - Actions 
1 - 14 

Completed annual report within 
NPC timeframes. 

Annually from 
Oct ’09 

29.) Demonstrated 
improvement and 
achievements against 
individual targets and 
milestones. 

For all actions and 
NPC KPIs across 
Product Stewardship 
Categories 19.) Report on other environmental 

improvements, (eg: savings on water, 
power, stationary, etc…). 

NPC Team - All available data 
collated 

- Available 
resources 

Completed annual report within 
NPC timeframes. 

Annually from 
Oct ’09 
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Summary of Actions 

 
 
 
 
 

KPI Number Our Action Number Total Number of Action s 
1.) Total weight of consumer packaging (domestic and imported) sold per annum into the Australian market 
and the total weight of products packaged. 1, 2, 3 3 

3.) Improvements in design, manufacture, marketing and distribution to minimise the 
environmental impacts of packaging. 4, 5, 6, 7, 8, 9, 10 7 

4.) Changes to protection, safety, hygiene, shelf-life or supply chain considerations affecting 
amount and type of packaging used. 10, 11 2 

6.) Total weight, by type, of ‘non-recyclable’ consumer packaging sold per annum into the 
Australian market. 1 1 

16.) Percentage of signatories providing recycling collection facilities for post-consumer 
packaging generated on-site. 12, 13 2 

21.) Estimated tonnage of consumer packaging sent a) for recycling and b) to landfill from on-
site collection facilities. 14 1 

22.) Number of signatories who have formally adopted the ECoPP and developed systems for its 
implementation. 15, 16 2 

26.) Implementation of buy recycled purchasing policy or practices. 13 1 

27.) Establishment of baseline performance data. 17 1 

28.) Annual reporting against action plan. 18 1 

29.) Demonstrated improvement and achievements against individual targets and milestones. 18, 19 2 


