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Dear Kate,

Thank you for your thoughtful response and for taking our concerns seriously at the 
highest levels of Woolworths Group. 

We appreciate the constructive tone of your letter and your acknowledgement of the 
frustration many customers are experiencing.

We are also encouraged to hear that new vegan-friendly products are planned for 
release later this year. That commitment is positive and signals that Woolworths 
continues to recognise the importance of this category.

We understand the commercial realities involved in supermarket retail and appreciate 
that shelf space decisions are complex. At the same time, we believe there is an 
important distinction between consumer demand and consumer accessibility. Products 
that are difficult to find, obscured, placed in isolated sections, inconsistently stocked and
continuously relocated, or grouped into shrinking “specialty” spaces, are naturally 
disadvantaged in sales performance compared with products integrated into 
mainstream purchasing pathways.

As you are aware, choice architecture and nudge theory consistently demonstrates that 
visibility strongly shapes purchasing behaviour. When plant-based products are 
positioned alongside their animal-based equivalents, they become easier for all 
customers to trial as part of ordinary shopping habits — including flexitarians, 
environmentally conscious shoppers, families reducing meat consumption, and people 
managing health concerns.

We see this as an opportunity for Woolworths rather than a criticism. Our organisations 
want to help support successful outcomes for both Woolworths and your customers. As 
we mentioned earlier major European retailers have demonstrated that integrating 
plant-based foods into standard categories can improve uptake and normalise lower-
impact food choices over time.

Doctors For Nutrition notes that the upcoming Australian Dietary Guidelines review is 
expected to further elevate the importance of sustainable dietary patterns and plant-
based foods in public health guidance. This is likely to accelerate mainstream consumer 
interest in plant-based eating across Australasia. We believe Woolworths has an 
opportunity to anticipate this shift and position itself as a leader in supporting healthier 
and more sustainable food choices for the future.

We wish to emphasise that our organisations represent not only individual consumers, 
but also a growing network of plant-based businesses and producers across Aotearoa 
and Australia. The Vegan Society of Aotearoa New Zealand supports vegan businesses 
through its membership and certification programmes, while Vegan Australia certifies a 
wide range of vegan products available to consumers nationally. Many of these 
businesses are working hard to innovate, invest, and meet growing demand for 



sustainable food options, yet they are increasingly concerned about reduced shelf 
presence and limited retail opportunities. Supporting the visibility and accessibility of 
vegan products also supports local innovation, supplier confidence, and the long-term 
growth of the plant-based sector.

We appreciate your reference to Woolworths’ wider Sustainability program and the work 
underway toward your 2030 strategy. This is precisely why we believe plant-based food 
accessibility matters. Increasing the prominence and availability of animal-free foods 
represents one of the clearest opportunities available to retailers seeking to address 
emissions linked to food systems while also supporting customer health outcomes and 
evolving consumer expectations.

In practical terms, we believe there are several collaborative opportunities worth 
exploring:

• Integrating plant-based products within conventional product categories where 
appropriate

• Improving consistency of stocking across stores
• Trialling promotional campaigns or educational initiatives that encourage 

customer discovery
• Supporting local and emerging plant-based suppliers to improve product 

resilience and availability
• Exploring ways to reduce the perception of vegan foods as niche or specialty 

items

We would welcome the opportunity to meet with your team to discuss these ideas 
constructively.

For right now we are able to share feedback gathered from our combined communities 
across Aotearoa and Australia. Please see the docs attached 

Our intention is not adversarial; we aim to support a food retail environment that better 
reflects Woolworths’ stated sustainability ambitions and the growing number of 
customers seeking plant-based products as convenient and health-promoting options.

Thank you again for engaging openly with us. We look forward to continuing the 
conversation.

Ngā mihi nui,

Greg McFarlane
Managing Director
Vegan Australia

Amanda Sorrenson
National Coordinator
Vegan Society of Aotearoa, New Zealand

Rebecca Stonor
Chief Executive Officer
Doctors for Nutrition


