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Foreword

A word from ShopCare Charitable Trust CEO

When we set out to understand the reality of customer aggression
in Aotearoa New Zealand, one thing was clear: we did not have
a national picture.

Across industries, there has been growing concern about the behaviour frontline
workers face every day. Yet until now, insight has been fragmented and captured
within individual sectors, but never brought together to reflect the full experience
of customer-facing staff across the country. This study changes that.

We are proud to have commissioned, and delivered in partnership with KPMG, the first
national study of customer aggression in the workplace. What frontline workers have told
us is both confronting and important. Customer aggression is not isolated, it is widespread
and it affects workers across all industries. However, almost one third of respondents had
not reported an incident because they didn't think it was worth it. We know there is work to
be done in supporting workers when they have experienced harm. This might be standing
beside them, listening and most importantly helping them to report the incident.

Customer aggression impacts not only safety, but wellbeing, confidence, and the ability for
people to do their jobs effectively. For businesses, it affects productivity, retention, and the
overall health of workplaces.

This report is an important step forward. For the first time, we have a shared evidence
base to better understand the scale and nature of the issue. That matters because
meaningful change starts with understanding.

I would like to acknowledge the continued support of the Accident Compensation
Corporation (ACC) and our wider network of partners. Their commitment has been
instrumental in enabling this work and in supporting safer, healthier workplaces across
Aotearoa New Zealand.

ShopCare is a charitable trust dedicated to improving health, safety and wellbeing
outcomes for the retail sector and its supply chain.

Through our work, we provide free guidance, training, and resources to support safer
environments for all kaimahi / workers. The insights from this study will directly inform that
work, helping us better support organisations and their people.

This report marks the beginning, not the end of this work. It provides a foundation for
action, collaboration, and a stronger national conversation about respect, safety, and the
treatment of frontline workers.

Every worker deserves to feel safe at work and to return home safely to their whanau.
This research helps us move closer to that goal.

Ng& mihi nui,

Selena Armstrong

CEQO, ShopCare Charitable Trust
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Executive Summary

Customer aggression has become a routine part of frontline work
in New Zealand.

The ShopCare National Customer Aggression Survey, commissioned by ShopCare and
delivered by KPMG, provides the first national view of customer aggression experienced by
frontline workers.

More than 2,500 customer-facing workers shared their experiences, creating a
unique baseline for understanding the scale and impact of this issue across Aotearoa
New Zealand.

The findings reveal a clear and concerning picture. Customer aggression is no longer
isolated to a small number of workplaces or industries. Across the sectors surveyed, 91%
of frontline workers experienced some form of customer aggression in the past 12 months,
demonstrating that abusive and aggressive behaviour has become a near-universal
feature of customer-facing roles. Verbal abuse was by far the most common form of
aggression, while phone-based abuse and verbal threats were also widely experienced.

While the frequency and nature of incidents vary between industries, the impacts are
remarkably consistent. Workers most commonly reported stress, anxiety, burnout, loss of
confidence and impacts on their personal lives. For many, the effects extend beyond the
immediate interaction and continue long after the incident has ended. This positions
customer aggression not only as a workplace safety issue, but as a broader workforce
wellbeing challenge.

The research also highlights that a significant proportion of incidents remain invisible

to employers. Many workers choose not to report customer aggression because they

do not believe reporting will make a difference, suggesting that the true scale of the issue
may be greater than formal reporting systems indicate. At the same time, while many
organisations have prevention measures in place, gaps remain in training, preparedness
and workforce confidence.

This study has been designed with care. To support openness and trust, no personally
identifiable information or organisation-level data was collected. Respondents were not
asked to identify their employer, with analysis instead undertaken at an industry level. This
approach ensured people could share their experiences honestly and safely.

This report is the collective voice of frontline workers, which shares a clear message:
customer aggression has become an accepted part of work for too many New Zealanders.
It does not have to be. The opportunity now is for organisations, industry leaders and
policymakers to use these insights to strengthen prevention, improve support, and create
workplaces where respect and safety are the norm, not the exception.

This research provides the baseline; the next chapter is action.
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Customer aggression is now a nhear-universal workplace reality

More than 9 in 10 frontline workers experienced abuse last year, with incidents frequent, repeated, and often unreported.

of frontline workers ranked training related to

Repeat offenders Near-universal exposure @) : .
are common to aggression 64 /o de-escalation and customer aggression as

the #1 action employers could take to reduce

46% 91 o/o customer violence and aggression.

experienced abuse
from the same of customer-facing staff Phon.e-bqsed.aggressmn
\ “- remains a major channel

/ experienced

customer more experienced abuse or violence
ﬂ 46 /o abuse over the

the public in the past 12 months

than once from customers or members of
phone

27%
(o Verbal abuse dominates -l W
of respondents who experienced
experienced abuse, O/ verbal abuse — Capability -
did not report this o by far the most gap persists: 6 40/ fee! sufficiently 3 60/ do not or
to their employer common form for those who have O trained, but O are unsure

received training
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Inherent limitations

This study provides a robust evidence base on the experiences of surveyed
frontline workers. However, the findings should be interpreted with the following
limitations in mind.

1. Voluntary participation

Participation in the survey was voluntary and promoted through the ShopCare national mailing list
and participating organisations. As with any voluntary survey, the findings reflect the experiences of
those who chose to respond and may not capture the views of all frontline workers across New
Zealand.

Workers with direct experience of customer aggression, or those employed in organisations where
the survey was actively promoted, may have been more likely to participate. Equally, some frontline
workers may not have participated due to factors such as time constraints, access, awareness of
the survey, or personal choice. The findings should therefore be interpreted as reflecting the
experiences of survey respondents and providing a credible national baseline of customer
aggression among frontline workers.

2. Self-reported information

The findings are based on information provided by respondents through the survey. As a result, the
findings reflect respondents’ experiences, perceptions and recollections of customer aggression
and its impacts. The survey did not independently validate individual incidents, employer responses,
or organisational practices described by respondents. The findings should therefore be interpreted
as reported experiences and perspectives of survey participants. While individual experiences
cannot be independently confirmed through the research process, the responses provide valuable
insight into how customer aggression is experienced and perceived by frontline workers across New
Zealand.

3. Survey question interpretation

While the survey was designed to capture a broad range of experiences, respondents may have
interpreted some questions or response options differently. This is common in survey-based
research, particularly where topics involve personal experience, judgement or perception. The
findings should therefore be interpreted as reflecting respondents’ experiences and perceptions of
customer aggression. They are most useful for identifying patterns, trends and themes across the
respondent group, rather than as exact measures of behaviour or experience.

4. Industry subgroup analysis

The survey captured responses across a broad range of customer-facing industries. All responses are
included in the national findings, ensuring the public report reflects the experiences of the full respondent

group.

Retail is presented as a standalone industry section because its larger respondent base supports more
meaningful industry-level interpretation. Other industries had lower respondent volumes and are not
reported as separate sections in the public report, although their responses remain fully represented in
the national findings. Relevant findings may also be included in separate sector-specific reports where
appropriate.

This approach avoids over-interpreting smaller industry subbgroups while retaining their contribution to
the overall national picture.

5. Gender subgroup analysis

Gender-based comparisons have been limited to respondents who identified as Male or Female due to
low response volumes across other gender response options (further discussed on page 24). As a result,
this report does not provide a complete picture of how customer aggression is experienced across all
gender groups.

Where comparisons between Male and Female respondents are presented, they should be interpreted
as reflecting patterns observed within the survey respondents. Differences in experiences may also be
influenced by factors such as industry, role type, customer interaction channels, workplace context, and
the characteristics of the respondent group. These findings are therefore most useful for understanding
broad trends and areas for further investigation, rather than drawing conclusions about gender alone.
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NATIONAL INSIGHTS

Please put out public announcements that staff
are ... we face micro-aggressions every
day as the faces of our companies, but we have

over the decisions or policies we are
told to enforce... you end up feeling
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Customer aggression is a national challenge

Across the survey, nine in ten
frontline workers reported Industries:
experiencing abuse from
customers or members of the
public in the past 12 months. Retail
results closely mirror the national
picture, reinforcing that customer
aggression is not isolated to a
single industry, workplace, or role.

@

The findings suggest customer

o

aggression has become an . o :

increasingly common part of frontline National 90% Retail

work, highlighting the need for 2,538 respondents 1,740 respondents
organisations, industry leaders, and

policymakers to work together to

improve worker safety and wellbeing.

:(’ | /\- uJi
ally
W -_!a a8 K.

% of frontline staff having experienced abuse from customers or members of the public in the past 12 months.
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NATIONAL INSIGHTS

National insights — Customer aggression exposure — Frequency

Customer aggression is a recurring feature of frontline work, with more than half of respondents
experiencing incidents several times in the past 12 months.

Prevalence of customer

aggression Frequency of customer aggression experienced by 91 o/

Customer aggression is a widespread frontline staff over the last 12 months (o

feature of frontline work, with 91% of of respondents experienced
requndents reporting that they Almost every day -50/° customer aggression in the
experienced some form of customer

aggression in the past 12 months. For past 12 months

many, these experiences were not At least once a week - 9%

isolated or one-off events. More than

half of respondents experienced At least once a month _ 4%

customer aggression several times or

Average number of
more often during the year, with one customer aggression
in seven respondents facing incidents Several times in the last 12 months _ 28% 69 incidents experienced
at least weekly. by frontline workers
Incidents each year

Once or twice in the last 12 months
Across the national sample, frontline

workers reported experiencing an

average of 69 incidents of customer Never - 9
aggression each year, equivalent to

more than one incident every week. 1 4 o/
Rather than being isolated incidents, o
abuse often occurs in multiple ways,

with an average of 2-3 types of
abuse reported per respondent. This

o°

of respondents experienced
It has now become an everyday occurrence... customer aggression at least
means many workers are exposed to team members have to cope as best we can once a week

more than one type of behaviour in
their day-to-day roles.

10
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National insights — Customer aggression exposure — Type

Customer aggression is varied, with respondents commonly reporting multiple forms of customer
aggression faced in the last 12 months.

Types of abuse Types of customer aggression experienced by frontline
Customer aggression takes a range staff over the last 12 months

of forms, with many respondents

experiencing a mix of verbal,

threatening, discriminatory, physical .
Gnd sexual behaviour in thei doy-to- wouseover the phons. [ *
day roles.

o,
Behaviours such as abuse over the Verbally threatened _ “4o%
phone and abuse online are also
widely experienced, highlighting that Ethnicity related abuse _ 24%

aggression is not limited to in-person

interactions. Behaviour that is sexual in nature - 15%

While some forms of aggression may

be more frequent, the survey also Abuse online
highlights the presence of more
serious physical customer aggression,
including being spat on, physical
violence and threats involving
weapons. While these occur less
frequently, they represent a serious
and present risk for frontline workers. Spat on

—
N
o®

Physical violence

0
¢

Threatened with a weapon

ul
o®

||
N
I
O
DY

Disability related abuse

Verbal abuse

is the most common type of abuse
experienced nationally, with 86%
experiencing some form of verbal
abuse in the last 12 months

2-3

different types of abuse, on
average, were experienced by
each respondent in the last 12
months

1in10

respondents faced physical
violence and/or were threatened
with a weapon in the last 12
months

1l
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National insights — Customer aggression exposure — Gender lens

Customer aggression impacts both male and female frontline workers, but the frequency and type of
abuse experienced differs significantly.

Proportion of type of abuse faced by females versus males What we learned

Higher overall
exposure to customer
aggression among
female frontline
workers

Male frontline
workers were twice
as likely to experience

physical violence

Female frontline
workers were four
times more likely to
experience sexually
inappropriate

Abuse online

Abuse over the phone

Disability related abuse

Ethnicity related abuse
Behaviour that is sexual in nature
Physical violence

Spat on

Threatened with a weapon

Verbal abuse

Customer aggression affects both
male and female frontline workers, but
experiences differ significantly.

Female frontline workers reported a
17% higher overall exposure to
customer aggression, with higher rates
of verbal abuse, online abuse, phone-
based abuse and sexually
inappropriate behaviour.

Male frontline workers were more likely
to experience severe physical forms of
aggression, including physical violence,
weapon-related threats and being
spat on.

Effective prevention and support
strategies should recognise the
different risk profiles experienced
across the frontline workforce. These
findings suggest that a one-size-
fits—all approach may not be

Verbally threatened sufficient.

behaviour

National Female  ® National Male

12
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NATIONAL INSIGHTS

National insights — Impacts of customer aggression

The impacts of customer aggression extend beyond the immediate incident, affecting worker wellbeing
and long-term workforce participation.

Impact on workers The wellbeing impacts of customer aggression ‘ ‘

The impacts of customer aggression
are largely psychological and
wellbeing-related, with stress (67%)
and anxiety (59%) the most
commonly reported effects.

| have suffered mental
health issues over the

last 1to 2 years due to
working in this role, | feel
severe anxiety about work
some days and cannot turn
it off when going home most
of the time.

The findings also show that the
impacts extend into workers' day-to-
day functioning, including reduced
concentration, fatigue, loss of
confidence, burnout and sleep
disruption.

8%

[e¢]
o9

6%

3%
we

For some respondents, the effects
extend beyond the workplace and
into their personal lives, affecting

[&N]
8¢

31%
25%
I 18%

33%
23%
19%
I 3% I 13%
V4

> 0 c E=1 c %) ) o) [0) 0] > a) » ) %)
. . = C > — = <= %] %] -+
relationships, sleep and overall 2 3 -% © % § 3 2 % % g 2 P9 L 5
2 . B = = o
wellbeing. While reported less < % 5 5 2 8 5 o § 2 & 3 g2 & 3
. = — -
frequently, serious mental health > 9 @ §' ol % S 6 o 9 o =
impacts, including PTSD and suicidal 5 5 2 8 & g g g:‘ g 3
. . . + = ‘O
thoughts highlight the potential 3 % 3 2 2 £ ¢ 2
severity of repeated exposure to ] @ g’ © 3 g B »
Q T o += O
customer aggression. 2 £ & =
2 « 9
[t 0] ©
C q‘i’ 8
5 5 o
o3 3
e}
—

13



>

NATIONAL INSIGHTS

National insights — Perception of safety in the workplace

The impacts of customer aggression can extend beyond the immediate incident, influencing how safe workers feel
before, during and after their shift.

Impact on workers .
o How safe do frontline workers feel?
Respondents felt safest when arriving

at work, with 55% reporting they
always feel safe when entering their Do you feel safe when you're

workplace. entering your workplace to

. . start work?
Perceptions of safety decline

considerably when workers are
dealing directly with customers or the

public. Only around one-quarter of Do you feel safe at work
respondents reported always feeling when dealing with
safe in customer-facing situations, customers or the public?

making this the point at which workers
feel most at risk.

Safety perceptions improve again Do you feel safe when you
once workers leave the workplace. leave your workplace and
However, around 3—4% of finish work?
respondents reported rarely or never

feeling safe before, during and after

work, highlighting that customer

aggression can have a persistent

impact on how workers experience

their working environment.

m Always m Often m Sometimes Rarely m Never m Unsure

These findings suggest customer

aggression is not only an incident-

based workplace issue, but also one

that influences how safe people feel There is a strong sense of risk and fear in my role at times.
throughout their workday.

14
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National insights — Reporting

While most respondents reported incidents of customer aggression, a meaningful proportion
did not, often because they did not see reporting as worthwhile.

Incident reporting Incident reporting

Reported incidents do not tell the full
story of customer aggression. More
than one-quarter of respondents
who experienced customer
aggression had not reported an
incident, most commonly because
they did not believe it was worth
reporting. This suggests some workers
may not see reporting as leading to

meaningful action, or may view
customer aggression as an expected
part of their role.

Most workers who reported incidents
were satisfied with the response
received from their employer.
However, where respondents were
dissatisfied, comments often
reflected concerns that incidents
were not taken seriously, that
responses were slow, or that no
meaningful action followed.

of respondents
experienced customer
aggression at work in the
last 12 months

had not reported
an incident to
their employer

reported
an incident to
their employer

of non-reporters
did not report
felt there was a becguse they
satisfactory response felt it was not
from their employer worth it

This suggests workers are more likely
to value reporting when their
incidents are acknowledged, acted
on and treated seriously.

We only report when it is a
repeated incident, if |
reported every abusive caller
| would be considered unfit
for my job.

There is also mental abuse
by people who don't swear
or physically threaten but
talk to you with their voice
full of acid. Every word they
say is like a threat but

without actually
threatening. ’ ’

15
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National insights — Prevention

Prevention measures and training are common, however not all workers feel fully prepared

to manage customer aggression.

| think there should be more
in person trainings offered
nationwide for staff to
attend. Online training is
very easy to skim for those
that don't take it seriously
and practical training allows
people to fully immerse
themselves and ask
questions of a trained
professional.

Are workers prepared to deal with customer

aggression?

mYes ""No mUnsure

Have you received any training on
how to deal with customer
aggression in the last 12 months?

64%

Do you feel sufficiently trained to
deal with customer aggression?

Prevention

Most respondents acknowledged that
employers had taken measures to
prevent customer aggression,
particularly incident reporting, de-
escalation training, processes for
dealing with abusive people, and
trespass processes.

Training is common, but it does not
always translate into confidence. Of
workers who had received training,
around one-third either did not feel
sufficiently prepared or were unsure
whether they were prepared to
manage customer aggression. This
suggests a gap between prevention
activity and practical readiness.

Respondents frequently highlighted
the value of practical, in-person
training over online modules. Many felt
opportunities to practise responses,
ask questions, and learn from
experienced trainers helped build
confidence when dealing with difficult
customer interactions.

16
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National insights — What workers say will make the biggest difference

When asked what would have the greatest impact, frontline workers consistently prioritised training,
reporting, prevention and security measures.

o Top actions frontline workers believe will reduce
o customer aggression

. Rank  Action
of frontline workers ranked

de-escalation and
customer aggression
training as the most
effective action employers
could take to reduce

Training on customer aggression and de-escalation

Incident reporting

customer violence and
aggression. Clear terms of entry

Processes for dealing with abusive customers

Increased security

of

What workers are calling for

Frontline workers were clear about
the actions they believe would have
the greatest impact on reducing
customer aggression.

Training on customer aggression
and de-escalation was the highest
ranked intervention, with 64% of
respondents identifying it as the
most effective action employers
could take.

Workers identified a range of
actions to reduce customer
aggression. When asked to select
their top five priorities, respondents
highlighted training, incident
reporting, clear customer behaviour
expectations, processes for
managing abusive customers, and
increased security measures.

Together, these findings suggest
workers see the greatest value in
a balanced approach that
combines prevention, capability-
building, effective reporting
processes, and organisational
support.

17
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RETAIL

Customer aggression exposure

Customer aggression is experienced by the vast majority of retail workers, occurring across multiple channels and extending beyond isolated incidents.

How customer aggression is experienced in retail
Retail workers compared with the national picture
participated (Average incidents per frontline worker over the last 12 Customer aggression is widespread

1 140 in the survey, months) across the retail workforce, with 9 in 10

I making Retail the workers reporting at least one incident
in the past 12 months.

What we learned

largest industry

represented Verbal abuse is the most common form

of customer aggression experienced
by retail workers, occurring more
frequently than most other forms of
abuse. Phone-based abuse, ethnicity-
related abuse and verbal threats were
also reported at levels above the
national average.

of respondents
experienced ® National  mRetail

90 o/o customer
aggression in the
past 12 months

While some forms of aggression occur
less frequently, the findings show that
retail workers are exposed to customer

workers experienced

an average of three
3 different forms of 5 ]
customer aggression
E——

—_

“ 0 0 0 aggression across multiple channels
. 4 i
in the past 12 months - gnd behgvpurs rather than through
o Qo Q Q o} 9 5 O Q ke isolated incidents alone.
= o 3 > 2 c < 35 2
c e Ko ie! & o) S S kel 3 f
g ol o} o} & 5 3 2 = o} = Overall, retail workers reported
' ke) 2 = T
of customer aggression 2 b @ 2 2 o _; > g o) g j experiencing an average of 69
69 experienced on 2 § 2 3 g 5 2 8 % ¢ 9 2 incidents of customer aggression each
average per worker in o) > > 5 E 2 2 @ IS, year, demonstrating the regularity with
Inci @ £ = o= o £ c L2 . .
ncidents the last 12 months 2 ol 9 3 = o which many frontline workers
g 3 £ £ encounter challenging customer
a o

behaviour.
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Impact of customer aggression

Retail workers generally feel safe when interacting with customers, yet customer aggression creates lasting wellbeing impacts
with uneven experiences across the industry.

Impact on retail workers How customer aggression affects retail workers

The impacts of customer aggression go o 68%
beyond the incident itself, with stress, 64% . | Vol 67% 05%
sleep disruption, reduced confidence and 52% mremale ae

impacts on private life emerging as some 27% 20

of the most common consequences 00,9, 26% 28% 28% ° 8%

among retail workers. ° 18% 21% 20% 139 16% 17%20% . 21% 19%

. ) o 8% 7% % & S %10% _. co 8% o o
While overall experiences are similar, = / . I . 0% 6% . - . - 3% S% p— 2% 3% 4%
some differences emerge across gender. — — f—

i z 2 5 5 5 2 o g L o @ 2 o 2 2 8
Female respondents reported higher ® £ e} 2 e} £ 2 5 = £ O o} an o @ <
. 2 0 = n Q o 0 o) I s 2 = = c = o))
levels of anxiety, PTSD and loss of = o -2 = © 2 5 2 = [ © 9 = o 2 ) 3
confidence, while male respondents 4 26 @ o 5 - Q 2 7 g s 2 3 a 5
; ] < = 0 a o e} (ol (O] 59 @ o) S
reported higher levels of burnout, fatigue 8 c < > 9 c ) - 2 o] 5
o= . o 5 9 5 e} ) D E o on ] S,
and physical injury. This suggests 2 59 2 o) e » § 20 S
: . 3 o > < 3 5 O T 2 A
customer aggression affects workers in M 2 A ° 3 It RS
different ways and is not experienced e = & 8 z°
uniformly across the retail workforce.
Despite high rates of customer
aggression, perceptions of safety among Perceptions of safety when dealing with customers ‘ ‘
retail workers are broadly in line with the Do you feel safe at work when dealing with customers or the public? .
national average. However, around one- I need to take 5 to 10 minutes

break because | am shaken by

cometimes fosing safe whan dealr ]
sometimes feeling safe when dealing . . ° the violence of the abuse,
influence of challenging customer because | am the only one

behaviour within the sector. serving on checkout.
mAlways mOften mBSometimes Rarely mNever mUnsure

National

20
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Reporting and prevention

While many retail workers report incidents and recognise employer efforts, opportunities remain to strengthen reporting confidence,
workforce capability and preparedness.

Incident reporting

%
Y

reported
an incident to
their employer

69%
4

felt there was
a satisfactory
response from
their employer

of respondents
experienced customer
aggression at work in
the last 12 months

had not reported
an incident to
their employer

of non-reporters said
they did not report
because they thought
it was not worth it

Have you received training on how
to deal with customer aggression?
(last 12 months)

National

Retail

HYes ENo

Do you feel trained to deal with
customer aggression?

National

Retail

HYes mMNo mUnsure

Incident reporting

Most retail workers report incidents of customer
aggression to their employer. However, for those who
chose not to report, the most common reason was that
they did not believe reporting was worth it, with a few
citing concerns about negative consequences of
reporting incidents. This suggests improving confidence
in the value and outcomes of reporting may lift the
number of incidents actually reported to employers.
Among workers who reported an incident, almost two-
thirds were satisfied with their employer's response.
Dissatisfaction was most commonly linked to
perceptions that incidents were not taken seriously or
that responses were slow or ineffective.

Prevention

Most Retail workers recognised that employers had
implemented measures to prevent or manage customer
aggression, particularly through reporting processes,
de-escalation training and procedures for dealing with
abusive customers. Training uptake was relatively high,
however, a notable proportion remained unsure or did
not feel adequately prepared to deal with customer
aggression. This suggests opportunities to further
strengthen capability-building initiatives and ensure
workers feel confident responding to customer
aggression when incidents occur.

21
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Methodology

ShopCare engaged KPMG to undertake a national quantitative study
on customer aggression, capturing the experiences of frontline staff
across a range of industries in New Zealand.

The survey questionnaire was designed by ShopCare and was reviewed by a range of
industry stakeholders to ensure relevance, clarity, and methodological rigour.

Participation was voluntary and driven through:
*  The ShopCare national mailing list, and
* Proactive engagement with organisations, who were invited to participate in the study.

Participating organisations were provided with communication materials, survey invitations,
and promotional collateral (including posters) to support internal engagement and
encourage participation from frontline staff.

To support confidentiality and open participation, no personally identifiable information
(Pll) or organisation-level identifiers were collected. Respondents were not asked to identify
their organisation. Instead, industry of employment was captured to enable analysis at

a sector level while maintaining anonymity.

The survey was administered via the Qualtrics platform and was live for 10 weeks,
from 13 April to 21 June 2026.

A total of 2,538 customer-facing staff participated in the study, providing a robust
national dataset.

Following survey closure, data analysis and insight development were undertaken by
KPMG, ensuring a consistent and structured approach to interpretation and reporting.

Use of Alin Analysis

Microsoft Copilot (Analyst agent) was used to support elements of data analysis
and insight generation.

All outputs were subject to human oversight, validation, and quality assurance,
ensuring the accuracy, integrity, and reliability of the findings presented in this report.

23
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Methodology continued:

1. Abuse frequency calculation

To calculate abuse frequency, we made the following assumptions:

Frequency recorded by respondent Number of incidents

Almost every day 365 times in 12 months

At least once a week 52 times in 12 months

At least once a month 12 times in 12 months

Several times in the last 12 months 6 times in 12 months

Once or twice in the last 12 months 2 times in 12 months

2. Gender based analysis

The survey provided four gender response options: Male, Female, Another Gender,

and Prefer not to say. Due to the limited number of respondents who selected Another
Gender or Prefer not to say, there was insufficient data to support reliable analysis for
these groups. Consequently, any gender-based analysis presented in this report is limited
to respondents who identified as Male or Female.

3. Industry analysis

To support meaningful interpretation of the findings, industry-level analysis has been
limited to industries with a respondent base exceeding n = 300. The survey captured
responses from workers across a broad range of customer-facing industries. All responses
are included within the national findings, ensuring the national results reflect the
experiences of the full respondent group.

Retail is presented as a standalone industry section because its respondent base
exceeded the reporting threshold and supports more robust industry-level interpretation.
Responses from all other industries remain fully represented within the national findings but
are not reported separately within this public report.

This approach balances the value of industry-level insight with the need to ensure findings
are supported by a sufficiently large respondent base for meaningful interpretation.

Industries selected for detailed analysis

The survey captured responses across a broad range of customer-facing industries.
For industry-level reporting, detailed analysis has been focused on industries with sufficient
respondent volumes to support more robust interpretation and comparison.

24
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Disclaimers

Inherent limitations

This report has been prepared and is delivered by KPMG, a New Zealand partnership (KPMG, we, us,
our) subject to the agreed written terms of KPMG's Engagement Letter with ShopCare Charitable
Trust and KPMG dated 13 March 2026.

The services provided under our Engagement Contract (Services) have not been undertaken in
accordance with any auditing, review or assurance standards.

The information presented in this report is based on information that was made available to us in the
course of our work and information provided by ShopCare Charitable Trust and respondents of the
survey. We have indicated within this report the sources of the information provided. Unless otherwise
stated in this report, we have relied upon the truth, accuracy and completeness of any information
provided or made available to us in connection with the Services without independently verifying it.
Nothing in this report constitutes legal advice or legal due diligence .

No warranty of completeness, accuracy or reliability is given in relation to the statements and
representations made by, and the information and documentation provided by stakeholders
consulted as part of the process.

This report was based on information available at the time it was prepared. KPMG is under no
obligation in any circumstance to update this report, in either oral or written form, for events
occurring after the report has been issued in final form.

Any redistribution of this report requires the prior written approval of KPMG and ShopCare Charitable
Trust and in any event is to be a complete and unaltered version of the report and accompanied only
by such other materials as KPMG may agree.

Third party reliance

This report is solely for the purpose set out in the engagement letter, to deliver a nationwide survey
of frontline workers, to generate a robust and credible evidence base on the prevalence, nature and
impact of customer aggression in New Zealand, and is not to be used for any other purpose or
copied, distributed or quoted whether in whole or in part to any other party without KPMG's and
ShopCare Charitable Trusts prior written consent.

Other than our responsibility to ShopCare Charitable Trust, none of KPMG, its controlled entities or
any of their respective partners, officers or employees assume any responsibility, or liability of any
kind, to any third party in connection with the provision of this report. Any third party choosing to rely
on this report does so at their own risk.
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