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Letter from the CEO

Kia ora,

In the late 1980s, Auckland’s Chief Post Office Building was all but abandoned. It
wasn’t until 2003 that this Category 1 Historic Place found fresh purpose as the
grand entrance lobby to the newly opened Britomart Transport Centre.

That project was led by Jasmax Architects and Mario Madayag in collaboration
with Auckland Council, and was a step towards the regeneration of the area. When
Cooper and Company became responsible for the development of Britomart one
year later, a refurbishment of the upper floors of the CPO Building for utilisation as
offices was one of the first projects we undertook.

Twenty years on, we have just completed a second, and much more substantial,
refurbishment of the building (see page 30), restoring it to a graceful standard
worthy of its history as one of Auckland’s first and most important civic hubs.

Its completion marks the end of the first full round of refurbishments of the 19
heritage buildings at Britomart, all of which are now set up as modern office
spaces, many with Green Star and/or NABERSNZ environmental certifications.

The Chief Post Office refurbishment also marks a step up in our sustainability
ambitions, with the project being our first to target a 6 Green Star rating and the
wellbeing-centred WELL Gold rating. The sustainability landscape is evolving
rapidly and as sustainability performance and reporting become both socially
expected and increasingly mandated, organisations must respond accordingly.

On that note, in our sixth year of voluntary greenhouse gas emissions reporting,
we are pleased to say we are on target for the reduction goal we set back in 2019.
Managing emissions has proven to be a bumpy journey, but we are developing a
more refined understanding of how to do so.

Looking to the future, we are now focused on further improving that under-
standing through better data collection and Al-assisted analysis, as well as
building plant upgrades.

Just as important to our sustainability efforts are our community programmes.
Buildings don’t become a neighbourhood until they’re filled with people,

and places that foster high-quality in-person connections have become more
important since the acceleration of flexible working. You can read about our
community team’s great work in making Britomart a vibrant place to spend time
from page 36 onwards.

I hope you enjoy learning more about our past year’s efforts in this report.

Matthew Cockram
CEO, COOPER AND COMPANY

Opposite: Sixteen
sculptural stones and
pop-jet fountains form
the artwork Te Rou
Kai by Ngati Whatua
artists in Takutai
Square. Photo by
Victor Staaf
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Mana Whakahaere
Governance

As our sustainability policies and practices
evolve and deepen, we report on key changes
in our approaches and on our performance
against last year’s targets.

Britomart is a nine-block business community
in downtown waterfront Auckland, offering a
mix of carefully refurbished heritage buildings,
new buildings designed to high environmental
standards and welcoming public spaces.

The Britomart Group of companies operates
under the oversight of Cooper and Company.

Britomart’s sustainability efforts are focused
on three interrelated pillars — economic
sustainability, environmental sustainability and
social sustainability.

As urban investors with a long-term focus, our
core work is refurbishing, designing, building
and operating resource-efficient, healthy,
beautiful buildings and public spaces that invite
people to experience the rewards of connecting
in person in a thriving central city district.

As part of this, we operate social programmes
to support the wellbeing of the people who
work within our organisation and pro-social
activations for the benefit of the people who
work, shop, eat and spend time in the Britomart
neighbourhood.

We regularly report on our sustainability efforts,
both internally and externally, and work with
recognised accreditation agencies to verify the Brnomrts conra

athering space,

value of the efforts we have made. ith Te Ava Tahh
walking stree
throug?\ tLe ctentre.
Photo by Petra Leary.




About Britomart

Britomart’s Stakeholders

Peter Cooper
Cooper and Company’s founder and owner.

Britomart Board of Directors
The group of people governing Britomart’s work.

Ngati Whatua Orakei
The local Maori iwi who hold mana whenua over the
land Britomart is built on.

Auckland Council and Auckland Transport

The local council that Britomart works alongside
and the organisation responsible for the Waitemata
Railway Station beneath the precinct.

Britomart Group employees
The team members who develop, manage and run
the Britomart neighbourhood.

Lease partners
The corporations, organisations, retailers and
hospitality outlets who lease space within Britomart.

Downtown community
The residents and businesses who live and operate in
the downtown area.

Visitors and guests
People who shop, eat and spend time in Britomart.

Qur 2026 Goals

Mana Whakahaere
Governance

To complete the revision of Cooper and Company’s policies
and procedures to ensure they are set up to apply for best
practice certifications in future.

To prepare Britomart’s Scope 3 greenhouse gas (GHG)
emissions reporting to be ready for the 2025/6 financial year,
reporting in 2027.

Te Tangata
People and Culture

To hold four community events or activations centred on
Britomart’s lease partners, in addition to our regular schedule
of community programming.

Te Taiao
Environment

To collaborate with the Motutapu Restoration Trust to
expand the reach of the next Greening the City event.

To work with a data management agency to set up an
automated data collection and reporting portal to improve
the efficiency of our certification and sustainability analysis
processes.

To undertake a review of the waste recording and reporting
systems at Britomart with a view to being able to generate
more specific data for Britomart Group and lease partners.

Above: Spring plantings in the Pavilions. Left: Symphony (2018) by
Shannon Novak. Right: Te Ara Tahuhu. Photos by Victor Staaf.




Report Card 2025

Every year we set ourselves new sustainability targets and
report on how we did with the previous year’s targets.

Mana Whakahaere
Governance

O1

To prepare Britomart’s Scope 3
greenhouse gas (GHG) emissions
reporting to be ready for the
2024/25 financial year, reporting
in 2026.

After receiving strong client
pushback on their announcement
that Scope 3 reporting would be
required for 2026, our emissions
accreditation partner Toitil

revised their timeline for making
this reporting mandatory. We are
currently exploring how our Scope 3
inventory will be set up in the future
for when it is required.

02

To write a Modern Slavery Policy
and evaluate Britomart’s current
supply chain against it.

This policy has been written and
added to Cooper and Company’s
Policies and Procedures.

03

To create a green certification
transition plan for Britomart’s
buildings, covering Green Star
and NABERSNZ ratings, aimed at
maintaining the precinct’s green
accreditations that support its
Sustainable Finance Agreement.

Throughout 2025, we looked

into various certifications to
maximise our positive impact

on the environment and our
community. The Global Real Estate
Sustainability Benchmark (GRESB)
is a current area of focus. This
assesses all areas of sustainability
and would benchmark us against
other real estate companies globally
and adoption is being explored.

Te Tangata
People and Culture

Te Taiao
Environment

MANA WHAKAHAERE GOVERNANCE

O4

To create two events and related
content around the topic of social
connection in workplaces (and
workplace loneliness) and invite
Britomart lease partners to use
these events to encourage social
connection in their spaces.

Professor Sarah Wright, an expert
in organisational psychology with
a special interest in workplace
loneliness, spoke at an event hosted
by Cooper and Company in April.
This provided interesting insights
for the team and invited guests
from Britomart’s lease partners,
with Sarah’s notes being circulated
afterwards for incorporation into
the workplace practices of the
organisations attending.

Britomart’s Winter Treats series

of events in July and August took

a different approach to social
connection — offering giveaways such
as free coffee (in a reusable cup), free
fries, free cookies and pastries, which
saw large groups of office workers
gathering together in the precinct

to take advantage of the offers. This
was in response to Sarah Wright’s
presentation, in which she showed
how simple activations with a low
threshold to participation worked
best to foster workplace connection.

05

To produce one art project and
content series that focuses

on raising awareness around
ocean health.

Images of the Hauraki Gulf/
Tikapa Moana o Hauraki by
photographer Petra Leary

have been commissioned, with
Melinda Williams writing the
content related to the health of
the waters off Auckland’s coast.
The exhibition is scheduled for
summertime, when the water and
the beach are top of mind, and will
be put on display on the Pavilion
Panels in the centre of Britomart
in November 2025.

06

To collaborate with Trees That
Count for this year’s Greening
the City event.

The Greening the City event, a
giveaway of thousands of native
saplings from The Landing in
Britomart’s Takutai Square (see
page 54), raised almost $12,000.
The Motutapu Restoration Trust
was chosen as the charity as Cooper
and Company is forging a closer
long-term relationship with the
organisation.
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Our Green Building Ratings

Britomart has an ongoing commitment to work with
the New Zealand Green Building Council’s Green Star
rating system for all significant building refurbishments
or new developments.

Britomart’s first rating under the Green Star system was
awarded in 2008, just three years after the Green Building
Council was established in New Zealamd, for the then-new
Charter Customs Building that houses Westpac’s head office.

In 2020, when The Hotel Britomart was completed, it was
the first time a hotel had been awarded a 5 Green Star rating
in New Zealand, paving the way for others to do the same.

In the last year, the development team has been working
towards what is hoped will be Britomart’s first 6 Green Star
rating, for the refurbishment of the upper storeys of the
heritage Chief Post Office Building. Initially, this was targeted
as a 5 Green Star rating, but during the construction process
it became apparent that a higher rating may be possible.

3N

Left: Looking towards
the East Building.
Photo by Manihera
Te Hei. Above: The
Galway St facade of
the Hayman Kronfeld
Building. Photo by
Mary Gaudin. Right:
The Hotel Britomart.
Photo by Victor Staaf.
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BUILDING Year Constructed / Green Star Design and
Refurbished As Built Rating
|
L+ Star Build
CHARTER CUSTOMS BUILDING 2008 Magpark
5 Star Design
EAST BUILDING 2ot 9
5 Star Design
THE HOTEL BRITOMART ALY 5 sl Bu”dg
2022 5 Star Design and As Built
HAYMAN KRONFELD BUILDING
5 Star Design and As Built
KIWI BUILDING 20 °
2025 Targeting 6 Star Design
CHIEF POST OFFICE and As Built




Energy efficiency:

Our NABERSNZ performance

The NABERSNZ rating system is a way of measuring the
energy efficiency of commercial buildings. At Britomart,
we’ve been bringing buildings under this system since
2017, and now have 10 buildings rated, with the Chief

Post Office to come in 2027.

Buildings can be rated in one of three ways: Whole Building,
which measures the energy used in the entire building; Base
Building, which measures the energy used in common areas
and other spaces that are under the control of the landlord as
well as the office HVAC (or air conditioning and ventilation);
and Tenancy, which measures energy used by individual
tenants.

In older buildings, there’s often insufficient metering to be
able to differentiate between tenancy use and landlord use, so
a Whole Building Rating is necessary. Within Britomart, three
buildings hold Base Building ratings, and seven hold Whole
Building ratings.

Over the last year, most of our buildings with previous
ratings have maintained their ratings, with the Charter
Customs Building improving from a 4 (Good) to a 4.5 (Good
to Excellent) due to decreased gas consumption, and the
Hayman Kronfeld Building improving froma4.5toa5
(Excellent) as it moved from a Whole Building to a Base
Building rating.

The Australis Nathan Building’s rating decreased from a
4 (Good) to 3.5 (Average to Good) due to increased electricity
use, and decreased occupancy (one floor was unoccupied for

part of the rating period). An investigation identified that one
of the chillers was regularly running outside of working hours,
which was increasing electricity use. This is being remedied.
For 2026, a Base Building rating will be targeted, which is
expected to be higher than the current rating.

Next year, the Excelsior Stanbeth Building will be excluded
from the NABERSNZ system while it undergoes an internal
renovation and plant upgrades. As part of this, metering will
be added to enable the building to transition to a Base Building
rating. This is expected to result in an improved rating in 2027.

Four buildings entered the ratings system for the first time,
with their ratings ranging from 3.5 (Average to Good) to 5
(Excellent). See below for all the ratings, including how they’ve
changed over time.

One of these was Cooper and Company’s own office within
the neighbourhood, the Maritime Building, which achieved
a 4 Star Whole Building rating. To try to improve this, the
sustainability and facilities team will test changes to HVAC
system timings over the next year.

The rating for the Kiwi Building will not be finalised until
October, when a full year of metering will be completed, but is
expected to come in at 4-5 Stars for a Base Building Rating.

BUILDING RATINGS Rating
2020* 2021 2022 2023 2024 2025
1. EAST 4.5 BB 4.5 BB 4.5 BB 4.5 BB 4.5 BB 4.5 BB
2. ALTRANS QUAY 5.5 WB 5.5 WB 5WB 5WB
3. CHARTER CUSTOMS 3.5 BB 4.5 BB 4.5 BB 4.5 BB 4+ BB 4.5 BB
4. EXCELSIOR STANBETH 5.5 BB 5.5 BB | Withdrawn 4+ WB 4+ WB 4+ WB %
(2 1
5. AUSTRALIS NATHAN 5BB 5 BB 5 BB 4+ WB 4+ WB 3.5WB BE 0 TR
6. HAYMAN KRONFELD 4.5 WB 5WB
7. MARITME 4+ WB
8. KIWI BB rating to come
9. LEVY 5 BB
10. NORTHERN STEAMSHIP 3.5WB
11. CPO BB rating to come

WB = Whole Building rating BB = Base Building rating
* Years prior to 2020 not included
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Greenhouse Gas
Emissions: Our Progress

Six years into our greenhouse gas reduction journey
with our accreditation partner Toitl, we're pleased that
we’re on track with our commitments. We're also gaining
a greater understanding year-by-year of our emissions
‘hotspots’ and how best to tackle them in the future.

For Year 6 (April 012024-31 March 2025), Britomart Groups ~ Britomart Group

total net greenhouse gas emissions came to 681tCO,e. If tCOeb y categ ory
you look at the graph at the lower right, you’'ll see this is an 2
increase on Year 5’s total (a 15 percent increase) but below 1 April 2024 to 31 March 2025, location-based method

the level of Year 1in 2019 (a 6.7 percent decrease). This keeps
us on track for the commitment we made back in 2019 - to
decrease our net emissions by 5 percent from Year 1 to Year 6.

Overall, most of our emissions categories reduced from
Year 5 to Year 6. Emissions from gas use and refrigerant
losses were down 12 percent and 36 percent respectively.
Electricity consumption increased by 2 percent, but as the
electricity emission factor calculated by the Ministry for
the Environment increased substantially for the 2024/25
reporting year, our electricity emissions increased by 42
percent.

Over the last five years, we've learned a lot about how our
emissions are produced. We've also learned a lot about the
challenges of emissions assessment and reporting in general.
Like many companies, when we first set our reduction
targets, we imagined we would make quite orderly progress
towards them, with our biggest challenge being maintaining
business growth while cutting emissions.

In reality, a surprise pandemic, changes to annual Direct emissions and removals 234
emissions factors, inaccurate metering or reporting from
contractors and unexpected plant failures have played large . Indirect emissions from imported energy 382
parts in our emissions figures fluctuating from year to year.

i
4,

. Indirect emissions from transportation 36

Indirect emissions from products used by the organisation 35

WHAT’S AN EMISSION FACTOR?

Emission factors are representative values showing how TOTAL 687 tCO,e
much carbon (or carbon equivalent) is released by different
activities, such as diesel per kilometre or kilowatt hour of
electricity.
These factors can change from year to year for a
huge range of reasons — for example, improvements
in data-gathering accuracy, scientific or technological
advancements or how much renewable energy a country
generates. Every year the Ministry for the Environment

— I
releases a guide that sets out how to calculate emission —
factors in line with the latest data and science. I
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For the 2024 year, the emission factor for electricity
reflected New Zealand’s electricity being ‘dirtier’ than
in previous years. “In 2022 and 2023, emissions from
electricity generation were relatively low due to favourable
weather conditions and strong hydro inflows,” says Toitti.
“In contrast, 2024 saw an increase in the proportion of
fossil-based generation.” YEAR 19-20 20-21 2122 22-23 2324 23-2u
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Managing Waste Well:
The Kai Keepers Food Waste Project

Reducing food waste has many benefits, from lowering carbon
emissions to improving food availability for those who need it. And with
more than 25 restaurants and food service businesses at Britomart,
we've been keeping an interested eye on a food waste reduction pilot
programme that’s been underway here for the last two years.

The two-year Kai Keepers food waste study - led by
an environmental strategy agency based at Britomart in
collaboration with the Restaurant Association of New
Zealand - released its conclusions this year, with the results
providing lots of (sorry!) food for thought for New Zealand
eateries.

In last year’s Britomart Sustainability Report, Edge Impact
talked about the first stage of the Kai Keepers project, which
saw four local restaurants — Kingi, Café Hanoi, Ghost Street
and Perch - take part in April 2024. They were part of a
wider group of 120 restaurants, cafes and other food service
businesses that spent a week categorising and weighing
every gram of their food waste to generate a clear picture of
the scale of New Zealand’s food waste problem.

It’s a big one — every year New Zealand’s restaurants
generate almost 25,000 tonnes of food waste, more than 61
percent of which is avoidable. Food waste comes in several
forms, including ingredients that go bad before they’re
used due to over-ordering, preparation waste like vegetable
peelings and fish bones, plate waste when people don’t finish
their meals and prepared food that ends up being thrown
away because it hasn’t been sold.

In the first stage of the pilot, restaurants created a baseline
by measuring and categorising their waste for a week.

This gave a starting point to test different waste-reduction
interventions for effectiveness.

The four Britomart restaurants that took part in the
original weighing trial found it eye-opening, with Nathan
Houpapa of Café Hanoi describing it as “incredibly insightful
and quite shocking” while Ciaran Molloy, operations
manager at The Hotel Britomart said he was also genuinely
surprised at how much waste the kitchen threw out, even
though they had a strong existing focus on waste reduction.

During the second stage of the Kai Keepers pilot, held
between November 2024 and June 2025, 97 hospitality
businesses participated, including kingi and Perch at
Britomart. Over the four-week intervention period, more
than 239,000 covers were served, and around 26 tonnes of
food waste were recorded.

Right: Nate Houpapa,
head chef at Cafe
Hanoi, Ghost Street
and Perch. Photo by
Anna Kidman. Opposite:
Stefania Palermo, head
chef at kingi. Photo by
David St George.

22

The participating eateries were divided into
five groups, each testing a different waste
reduction intervention, as below:

GROUP 1

Introduced a smaller portion menu option - this could
involve a flexible smaller portion option, or adjusting a
component to reduce plate waste.

GROUP 2

Repurposed preparation waste into a new menu item,
reducing prep waste and adding value through menu
innovation.

GROUP 3

Implemented an upsell competition where staff
promoted ‘at-risk’ items (eg. cabinet food that may not
have sold) to reduce avoidable spoilage and waste.

GROUP 4

Redirected unsold food to staff use, either by
distribution or by preparing staff meals, reducing
unsold waste streams.

GROUP 5

A control group that maintained existing practices plus
weighing waste, but without testing any interventions,
providing a baseline for comparison.

The results — among restaurants that were already
primed to be aware of food waste through their first phase
participation in the pilot — were promising. On average, food
waste declined from 134g at baseline to 112g (-16.4% or 22g)
across all interventions. Even in the control groups, food
waste declined by 16g per cover (-12%), suggesting that even
awareness of the importance of reducing food waste results in
measurable improvements.

David Maucor of Edge Impact says this ‘placebo-style’
improvement is something they knew they might encounter.
“That’s something we flagged as part of the assumptions
and the risks of the product. We always knew that that was
going to be the case. It’s very well-known that just measuring
something just drives a focus on it.”

Out of all the interventions tested, the one that was most
effective in reducing overall food waste was the first, where
a smaller portion size was introduced to an identified menu
item or items, with waste reduced by nearly 39g per cover.
“An example of this intervention might be in a meal of steak
and chips, where it was the chip portion that the restaurant
reduced,” explains Marisa Bidois, Chief Executive of the
Restaurant Association. “Others created a smaller portion
option for an existing menu item.” However, all four of the
interventions were successful in reducing food waste, with
even the lowest-scoring intervention (redirecting food to staff

use) resulting in a 21g reduction in waste per cover.

Marisa Bidois says one of the most encouraging outcomes
of the programme was seeing that customers were so
supportive of efforts to reduce food waste. “One of the
questions in the daily survey was about that kind of customer
sentiment,” she says. “Across all of the businesses, they were
overwhelmingly positive. In fact, a lot of the businesses
talked about how the customer experience and taking them
on the journey with what they were trying to do with Kai
Keepers was really positive.”

A final report has now been released, with members of
the restaurant community invited to a webinar in October to
review the results in-depth and spark further interest in food
waste reduction.

“The Kai Keepers pilot demonstrated that simple, targeted
interventions can reduce food waste across a diverse range
of hospitality settings. The results of the pilot indicate a
strong willingness within the sector to reduce food waste,”
says the report summary. “The findings suggest that food
waste reduction can be positioned as a value-adding activity.
Staff reported a sense of pride in taking part, and customers
responded well to venues that were visibly engaged. These
reputational and cultural benefits, while less tangible,
are important in reinforcing long-term commitment and
embedding waste reduction into everyday service culture.”
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Material issues: Britomart’s
first Materiality Assessment

As part of evolving our sustainability reporting, we
undertook a survey and series of conversations with
Britomart’s stakeholders to check our understandings
of their priorities and ideas for the neighbourhood.

After more than 20 years developing and operating

the Britomart precinct, we think we have a pretty good
understanding of what our stakeholders — our lease
partners, our team members, visitors to the precinct

and the organisations we work with regularly - want

and expect from us. But we also know it’s a good idea to
check our assumptions and stay open to the possibility of
learning more, which is why in 2025, we undertook our first
materiality assessment.

A materiality assessment is a process where an
organisation asks internal and external stakeholders to rank
the importance (usually from 1-5) of a range of factors the
organisation thinks are material, or essential, to its successful
operation. The respondents are also given the opportunity
to comment alongside their ranking, Later, a smaller group
of respondents is selected for in-depth interviews to explore
their thinking further.

For our assessment, we had 54 responses to our original
survey, with seven people later taking part in in-depth
interviews. You'll find the factors we asked them to rank to
the right, along with a short explanation of what each one
means.

The good news is that our initial assumption — that we
know our stakeholders and their expectations well — proved
to be grounded in reality. The results we received showed
us that our priorities are well-aligned with those of our
stakeholders.

Overall, the categories of Great Placemaking, Healthy
Buildings, Health and Safety, Civic Responsibility,

Tenant Satisfaction and Renewals and Privacy and Data
Management were ranked most highly across the board,
although no category received a ranking below 3.6/5 in
importance.

Some of the most interesting material for us came out
of the additional comments and in-depth interviews. Here,
it became apparent that good waste management and
supporting tenants to understand and manage their own
waste better is an increasing priority for people. It was also
clear that while people enjoy our events, public art and
retail and hospitality offerings, the absolute basics — good
street lighting, a clean environment, the lawn and flower-
filled planters, and the visible presence of our security and
operations team — are of top importance in Britomart’s
appeal as a place to be.

There were also some great suggestions for additions or
changes to the precinct that could help support workers and
visitors better. We’ll be taking those into consideration when
we're planning new spaces or developments.

OUR CHOSEN PRIORITY FACTORS

From next year’s Sustainability Report, we’ll be consistently
reporting on each of the following eight factors alongside our
regular reporting on certifications and annual goals.

GREAT PLACEMAKING

This was ranked as the most material factor by both internal
and external respondents to the survey. The qualitative
responses showed that people interpret this to include a
wide range of elements, including safety and security,
cleanliness, urban design, community programming, public
art and heritage protection.

HEALTHY BUILDINGS

This was ranked in the top three by both internal and
external respondents. Buildings that are healthy and
comfortable are a key factor in lease partner satisfaction
and have wellbeing benefits for the neighbourhood.

HEALTH AND SAFETY
This was also ranked in the top three by internal and
external respondents, and is a legal and moral obligation.

CIVIC RESPONSIBILITY

This was ranked in the top four priorities by external
respondents, with multiple comments that Britomart is
regarded as a leader and role model in urban planning and
heritage conservation, and an important voice of the city.

CARBON MANAGEMENT

Although this did not rank in the top eight priorities for
either internal or external stakeholders, Britomart’s
leadership considers it to be a business responsibility.

WASTE MANAGEMENT

This ranked eighth overall in the assessment, and the
qualitative interviews showed it as an area of growing
concern.

ENGAGEMENT WITH IWI AND TANGATA WHENUA
External stakeholders ranked this as a top-four concern,
and it has always been an integral part of Britomart’s
business approach.

EMPLOYEE ENGAGEMENT AND WELLBEING

This did not rank among the top priorities for any
stakeholder group, but again, it’s a factor that Britomart’s
leadership considers to be an organisational responsibility.

MBVENPICK




Celebrating 20 Years

of Britomart

Last year was the 20th anniversary of the beginning of
Britomart’s regeneration under the care of Cooper and
Company. To celebrate the area’s transformation from a
run-down bus station surrounded by derelict buildings to
the thriving heart of waterfront Auckland, the Britomart
team launched an exhibition, a book and a party.

Two decades may not seem like a long time to some of us,
but it’s long enough that many of the young professionals
working at Britomart today have no memory of how
different the downtown area used to be.

To give them an insight into the scale of change —
and to remind others of key moments in the history
of the neighbourhood’s regeneration, the Britomart
communications team put together an exhibition called
Remaking Britomart, which ran throughout March and
April 2025. Panels in the Atrium on Takutai and around the
Pavilions showed before-and-after shots of the refurbished
heritage buildings, told the stories behind the scenes of
memorable events and reflected on important stages in the
journey.

On Thursday 20 March, the wider Britomart team
gathered in Takutai Square for an evening celebration with
more than 350 people who had played important roles in
the area’s development. The event was held under a large
tent stretched across the Square, complete with lush plants,
furniture and a live band.

Auckland’s Mayor Wayne Brown and Whanau Director
of Ngati Whatua Orakei Whai Rawa Board Tom Irvine took
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to the stage to speak, along with Cooper and Company
CEO Matthew Cockram and Cooper and Company founder
Peter Cooper. Members of Britomart’s executive team who
had been part of the company for the full 20 years were
honoured with commemorative gifts.

At the end of the night, copies of a publication also
entitled Remaking Britomart were handed out to guests,
with hundreds of copies of the same book later made
available for free to members of the public visiting
Britomart. If you missed it, it’s permanently available to
read on Britomart’s website.

“Remaking Britomart came out of discussions about how
we could best explain Britomart’s past 20 years to people
who didn’t know much about it,” explains Jeremy Hansen,
Britomart’s director of communications and community.
“Any kind of tale like this runs the risk of being boring, so
we opted for an oral history approach that tells the story of
the place through the voices of the people that helped shape
it. Melinda Williams and I interviewed almost 30 people,
everyone from Cooper and Company team members to
former mayors, Britomart bar and restaurant owners,
fashion designers with boutiques here, and many more.”
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Left and opposite: The
20 Year Celebration was
held underneath a large
tent in Takutai Square.
Photos by Stephan and
Nakita Studio.
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Above, left and below:
350 people gathered
for the party, which
featured food, drinks,
speeches and live music.
Photos by Stephan and
Nakita Studio.
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