
Trade Seminar

Taste Australia

Bangkok | 19th April 2018 

Presenter
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Thank you for the opportunity to address you today.

My name is Jenny Van de Meeberg, and I am the Trade Manager at Hort Innovaiton.



Agenda

• What are the current Global Trade Trends?
• How does Hort Innovation support trade 

development?
• What are Industry Levy Projects?
• What are Frontier Fund Projects?
• What is Taste Australia?
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I have 15 minutes to talk to you this afternoon and I hope by the end, I will have done a reasonable job of answering these questions.



Global Trade Outlook

Source: DFAT. Country and Commodity pivot table – FY2006 to FY2014
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This graphic represents demand on food production. (explain pictures)

There is a higher demand globally on land & water resources to produce food. This pressure is expected to continue to build until at least 2050.

So what is spurring this demand? Why the increase?

Globally there is consistent growth in the trifecta of population, income, urbanisation – we have more, wealthier, concentrations of people – everywhere, but especially in Asia and the Middle East. 






Global Trade Outlook

61 Million People
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So, this global middle class is forecast to grow by 75 million people per year. I will contextualise that number by telling you Australia produced enough food in 2017 to feed approximately 61 million people. 

To put it in real terms, Australia produced enough food in 2017 to feed Tokyo (not Japan) and Australia who have a combined population of 61 million. 

The key take-away is that there is no problem on the demand side – the question is whether Australia can remain competitive, and how can Australia create the maximum possible long-term prosperity by satisfying this demand.





Australian Context 

• Horticulture GVP for 2017-18 forecast to be 
$10.32 billion.

• Horticulture GVP in 2022-23 is projected to be 
$13.6 billion, equivalent to an annual linear 
value growth rate of 6%. 

• This growth will outperform the broader farm 
sector (crops and livestock) where an annual 
GVP growth rate of 3.9% is estimated over the 
same period.
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Good news is we are growing to meet the demand.

Figures are from ABARES







Our Challenge

• High cost economy 
• Typically strong currency (comparatively) 
• While we have relative proximity to Asia we still 

have substantive freight cost to trade
• Limited industry and financial resources in a 

global context
• The national production base doesn’t compete 

with volume players internationally
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Our Opportunity

• To build a strategy based on the concept of 
premium food 

• To select markets where Australia has a 
competitive advantage and brand recognition

• To target segments within these markets, 
identifying cohorts that have both a propensity 
to consume and a willingness to pay
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Australia Export Statistics, Products: 0703 (Onions, Shallots, Garlic, 
Leeks And Other Alliaceous Vegetables, Fresh Or Chilled)
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So what does this specifically mean for onions:

Data from Global Trade Atlas – top 10 trading partners for onions over the past six years.

Japan 4.38 M
Netherlands 1.92 M
UAE 1.76 M

Thailand 1.36M



How does Hort 
Innovation support 
trade? 



Sub heading
Day, Month xx, 2017 

Current focus of activity 
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Based on the wonderful information I just shared (which is derived from databases, research reports, market intelligence and talking to grower-exporters); Hort Innovation has a focus within the Trade Unit on the highlighted regions on the map.

This doesn’t mean we wont do specific pieces of work outside these areas but the concentration of our activity is within them.





• Co-investment is the 
source of funding

• Across-horticulture
• Invest for future

• Levy is the funding 
source

• Industry specific
• Focused on todays 

issues

Traditional Levy Investment Hort Frontiers Investment
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As everyone here would know, there are two pools of investment managed by Hort Innovation and trade projects are being undertaken in both funds.



Export Strategy

Market Access R&D Export Development 
Projects

Export Marketing 
Projects

Industry Levy Investments in Trade Projects
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So if we start with industry levy investments in trade projects, they start with an export strategy and then activities are typically broken down into three areas of focus:

Market Access R&D projects which might include
Research of treatment options for both new market access and market access improvements
MRL management; information and education
Pest management to maintain current market access

Export Development Projects which might include
Export readiness – engagement with government, industry co-ordination, industry communications, TAP applications, co-ordination of inbound/outbound missions, international conference and events.
Exporter Education
Market data & insights
Export quality standards
Supply chain projects

Export Marketing projects which might include
Participation in Taste Australia Retail
Stand-alone marketing campaigns or
Consumer insights
 
Less relevant to onions as there is no marketing levy but I’m sharing so everyone understands how all the pieces fit together.

Not an extensive list, just an example of the types of projects
Every industry is different and consider the examples I just provided as a menu from which industries choose what will satisfy their needs at different points in time.

I understand the onion industry is in the early stages of considering which types of trade projects would best suit the industry’s needs, and an export working group will be formed to deliberate on the options and provide advice back to Hort Innovation through the onion Strategic Investment Advisory Panel. 



Frontier Fund Investments 
Parameters of frontier fund investments

• Across horticulture
• For R&D purposes (not marketing)
• Require co-investment

Since inception
• Asian Markets fund has invested $29.2 

million across 10 projects
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Asian Markets Fund Investments
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If we look at Asian Markets Fund specifically it is great to see the breakdown between the objectives and also the level of co-investment driving these projects forward.

Understand the market; to identify market requirements and trends

Collaborative relationships; to enhance trade, channel and consumer loyalty to Australian horticulture products

Set the standard; to improve market awareness, understanding and trust of Australian horticulture product attributes

Value chain innovation; to have efficient distribution, logistic management and retailing of Australian horticulture products




Asian Market Project Investments 

• Taste Australia Trade Shows
• Taste Australia Retail R&D
• Supply Chain
• Airfreight Capacity Study
• Systems Approach
• Food Service (under development)
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This is just a selection of some of the projects being undertaken with investment from the Asian Markets Fund.

Onions are not explicitly a focus in all of them but I wanted to give a sense of the breadth and depth of activities.



How does Taste 
Australia fit in? 
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Taste Australia is an overarching position we use to present ourselves to the market across a range of projects. 

Taste Australia can be used as a brand for both R&D projects and marketing projects. It can also be used across levy funded investment and frontier funds investments. It is a common position to ensure no matter what the activity or how it is funded, the Australian horticulture industry is able to present a unified face to importers, retailers, customers and consumers across our target markets.



What brands were we using?
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Read slide



Where did we want to be?
• Committed to a single position
• Position ourselves as premium Australian 

products, industry leading and innovative –
showcasing our unique Australian qualities

• Better targeted towards consumers
• Messaging that moves beyond ‘clean, green 

and safe’ to be more about the experience…

Experience a taste of Australia 
every time you taste our products 



Introducing…
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I’m hoping you might have seen this before, it was launched at Asia Fruit Logistica last year.

So let’s have a look at a couple of examples of how it is used.

First I’m going to show you Taste Australia Retail which is the campaign we use in-market to educate the retail supply chain and promote product to retail customers in store.

After that, we’ll take a quick look at a different application in the trade show environment. 



To build a premium, 
across-horticulture 

position for Australian 
fruit & vegetables in key 

export markets.

Strategic 
Objective

Taste Australia Retail Strategy

Product

Consumers

Markets

Partners

Value
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Strategic Objective of Taste Australia Retail is to build  premium, across-horticulture position for Australian fruit & vegetables in key export markets.

Product – focus on exporting premium quality produce with respect to grade, size, variety, seasonality and consumer preferences.
Consumers – target increasingly affluent middle class customers seeking quality imported products with a reputation for being clean, green and safe.
Markets – reflect the priorities articulated in national industry export strategies, specifically where there is critical mass targeting the same market. 
Partners – seek retail partners with the ability to influence both the mechanics of the supply chain and the purchasing decisions of the customer.
Value – generate efficiencies through focus and economies of scale whilst delivering a consistent single-voice to the market.

So how do we do that?



Taste Australia Retail Program

Consumer Promotion Trade Support

Social Media Media Activations In-store Activity Trade Seminars Trade Education
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The campaign has two elements: consumer promotion and trade support.

Read slide



Retail Program – 10 countries, 10 products, 10 months
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Taste Australia Retail is currently in 10 countries across products and spans almost 10 months of the year

Cherries, table grapes, nectarines, peaches, plums, citrus, mandarins, apples, pears, vegetables
Indo, Malaysia, HK, China, UAE, Japan, Korea, Thailand, Philippines, Vietnam 
Activity currently planned for 10 months – out to September 




Point of sale – translated 

Presenter
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This is an example of Point of Sale material used in the campaign. 

It has been designed so there is flexibility to tailor it to local requirements such as translation, messaging and co-branding but it is also overarchingly consistent in every market where the campaign takes place.
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In-store activities with cherries in Vietnam last year.



Taste Australia Trade Shows
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The other very visible usage of Taste Australia that some of you may be familiar with is trade shows.

Taste Australia was launched at Asia Fruit Logistica last year and has been used consistently since then at all international across-horticulture trade show events co-ordinated by Hort Innovation. This includes:

Asia Fruit Logistica (Hong Kong) – September 
China Fruit & Vegetable Fair (China) – November 
World of Perishables (Dubai) – December  
Gulfood (Dubai) – Feb
Foodex  (Japan) – March

We are also evaluating industry’s demand for additional shows in the future such as:
China Fruit Logistica (China)
Food & Hotel Asia (Singapore & Indonesia) 




Thank you
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