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Preface 

About this project 
Australian organic exports have grown gradually over the past three decades, but the Australian 
organic sector lacks a coordinated export strategy to leverage potential export growth and direct 
efforts to where there will be greatest comparative advantage.  

The aim in the project is to improve strategic and organisational capacity in export market knowledge 
and access for Australia’s organics industry.  

The project comprises a suite of initiatives to leverage the strong fundamentals for growth and 
international demand, with a view to focussing efforts in target export markets where there is 
greatest comparative advantage.  

The project is co-funded by the Australian Government and is aligned with its agriculture market 
access priorities: 

• helping Australia’s agriculture sector to realise export opportunities 

• contributing to the negotiation of protocols for new and improved market access 

• resulting in real gains in access, providing additional returns to Australian farmers and food 
producers 

The project outcomes will be: 

• enhanced industry capability to facilitate exports of organic produce, especially in new 
markets or for new commodities 

• enhanced knowledge of the competitive advantages of Australian organics in key target 
markets  

• enhanced understanding of market access requirements, consumer preferences and 
demographics  

• to enhance export market readiness in the organic sector, especially in new markets or for 
new commodities 

Definition of organics 
“Organic” is defined by the National Standard for Organic and Bio‐Dynamic Produce (Edition 3.7, 
2016) published by the Department of Agriculture and Water Resources. 

In the National Standard, organic means “the application of practices that emphasise the: 

• use of renewable resources; and 

• conservation of energy, soil and water; and 

• recognition of livestock welfare needs; and 

• environmental maintenance and enhancement, while producing optimum quantities of 
produce without the use of artificial fertiliser or synthetic chemicals.” 



Page ii Export Market Access Project 

The National Standard sets out the prescribed organic management practices, being a set of 
authorised organic farming systems and operator practices. 

Project sponsors 
This project was managed by the Organic Federation of Australia on behalf of Organic Industries of 
Australia.  

The project was funded by Australia’s organic industry with a substantial contribution from the 
Australian Government through the Agricultural Trade and Market Access Cooperation Programme. 

Methodology 
There are five streams of work in this project. The brown methods will be undertaken for a generic or 
specific organic product—refer 2. Outputs—and can be repeated for additional organic products. The 
outlined methods are the key outputs in each stream. 

 

Underpinning each of these work streams is on-going development of industry peak body capability 
to facilitate growth in organic exports. 

Project team 
The project manager is Policy Partners. The technical export methods are being undertaken in 
partnership with Euromonitor International and Export Connect. 
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Progress report 

Context 
This export market access project commenced in June 2018 and will be completed by June 2019. 

This report consists of: 

• this chapter, which is a report on: 

• the scope of the project 

• progress made to date 

• planning for the remainder of the project 

• the bulk of the report, which is an early working draft of the final report 

Main components of the project 
There is a diverse range of activities and outputs in this project. We have chosen to group them in the 
following logical order: 

1. building a peak body capability to facilitate: 

• effective industry representation to governments and with stakeholders 

• improved export market access and growth in organic exports 

2. develop a practical industry market access program, consisting of: 

• an analytical platform for repeatable global assessments of the export market environment, 
prioritising economies and consumer demographics for these geographies, with a view to 
identifying key markets of interest 

• market landscape analysis, involving desk research; in-depth trade interviews with industry 
associations, manufacturers, importers/distributors and any other player with relevant 
information; and consumer survey analysis to determine the following for each key market: 

i. estimate the opportunity size of the product in the key markets of interest 
ii. identify the key trends and drivers of the product category 
iii. conduct a distribution analysis of key channels 
iv. conduct a supply chain analysis to identify key players along the supply chain, 

including major distributors 
v. identify potential customers for Australian organic products of interest 

• market access analysis for each country market of interest: 

i. market environment (economic, political, environmental, technological, etc) 

ii. a competitor analysis (country markets) 

iii. market access requirements study (free trade agreements, tariffs, quotas, food 
safety, etc) 
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• export readiness assessments 

i. conduct targeted interviews with key players along the supply chain 

ii. document gaps in market readiness for industry participants 

iii. recommend training and up-skilling required and most cost-effective delivery options 

iv. develop and deliver workshop that has practical export and market readiness content 

• industry specific market visit programs that include: 

i. assisting organic food and beverage producers develop a market entry strategy for 
targeted markets 

ii. online and on-shelf competitor analysis 

iii. a full day workshop for the target export markets including market insights from 
research platforms such as Euromonitor 

iv. a guided market visit including: 

1. expert speakers 

2. B2B matching 

3. a supermarket visit tour 

4. an Export Connect director lead 

5. Export Connect project manager support 

v. a post-market visit review of opportunities 

vi. Q&A at an Organic Food Exporters Forum and facilitation at Fine Food Australia 

• based on practical evaluation of the activities a.—e. above and a workshop with participants, 
develop a market guide for how the organic industry can differentiate their products in 
competitive export markets 

3. develop a 5-year Australian Organic Industry Export Strategy 

• the initiative aims to assist in breaking down technical barriers to trade for Australian 
agricultural exports and secure new and improved access to premium markets 

• the strategy will contribute to the negotiation of protocols for new and improved market 
access across a range of industries and value chains in the organics sector 

• it will provide strategic, operational and tangible improvements in market knowledge and 
access for the Australian organics industry as a whole, covering all states and territories and 
commodities, and a platform for engagement and co-operation with markets 

• the strategy will include priorities, encompassing target markets by commodity, country and 
region to align government, industry and commercial efforts 

• the strategy will set clear industry export priorities and include target growth markets where 
export performance can be benchmarked against current data 
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4. develop improved export data—through dedicated Australian Harmonized Export Commodity 
Classification (AHECC) codes for organic product exports—and a market value survey to enable 
quantum of organic exports to be accurately measured to baseline the effectiveness of the Australian 
Organic Industry Export Strategy 

5. support extension and industry engagement in the development of this knowledge and priority 
setting by organising a workshop on the Market Knowledge Report, Market Guide and Market 
readiness activities; and Industry Summit on the Australian Organics Industry Export Strategy; and a 
final public consultation process 

6. develop an implementation plan for the Australian Organics Industry Exports Strategy, which targets 
markets for the negotiation of new market access protocols and would be presented to government 
with committed resources from industry 

Progress against the main components of the project 

1. Building a peak body capability 

Designing a roadmap for improved representation 
During 2017, the Australian Organic Industry Working Group (AOIWG) formed to develop a roadmap to 
improve the representation of Australia's organic industry. The AOIWG consisted of industry leaders from 
across Australia collaborating on establishing a harmonised national voice for all organic producers, certifiers 
and the supply chain. 

The AOIWG commissioned a consultants' report from Policy Partners in 2017 to assist it to develop the 
roadmap. The consultancy was generously funded by Australian Organic, NASAA and others in the industry. 

Policy Partners ran seven regional workshops and engaged with a range of targeted industry stakeholders. The 
report is available at https://organicindustries.com.au/ConsultationPaper. The main conclusion was: 

In respect of developing a preferred option for a peak body, the AOIWG should progress further 
consultations based on the development of the two most promising possibilities: 

• our consultations revealed strong support for a clean start through the establishment of an entirely 
new peak body and broad satisfaction with the corporate structure of the seafood industry’s new peak 
body 

• establishment risks would be significantly reduced if Australian Organic was to emerge as the legal 
structure for the peak body, as it has built up strong financial reserves—however, this option also risks 
further divisiveness in the industry unless the appropriate democratic structures are incorporated 

Our brief has been to set out a roadmap to a harmonized voice for Australia’s organic industry. We have 
no doubt that objective would be best achieved if Australian Organic, NASAA and the Organic Federation 
of Australia can reject the failed past attempts at collaboration, settle their differences, and merge their 
advocacy functions to form a new peak body. This would send a powerful message to the whole industry 
and external stakeholders that the industry is jettisoning its fractious history and focusing on unity and the 
future. 

Furthermore, the report set out proposed next steps. 

We set out a roadmap which, if implemented with skill and vigour, could see a new peak body operating by 
30 June 2018. The next stages for the AOIWG should include: 

https://organicindustries.com.au/ConsultationPaper
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• developing, refining and deciding on a preferred option for a peak body 

• undertaking further consultations to garner support for the peak body and fine‐tune its design 

• promoting the widest possible membership base 

• having the members elect a council which is empowered to oversee: 

o the executive or Board of the peak body, which will operationalise policy and strategy set 
by the council 

o the overall integrity of organic standards 

Love Organic Symposium 
Held in Canberra on 14 & 15 February 2018, the AOIWG organised a Love Organic symposium as a showcase 
of organic products and the future of Australia’s premium organic industry. 140 industry delegates attended 
the symposium. 

• The theme of the first day of the symposium was Setting the strategic direction for a single representative 
industry body. It involved planning workshops and opportunities for industry participants to hear about all 
the issues being considered in establishing a new peak body. 

• A highlight of the event was a BBQ celebrating all organic produce on the evening of Valentine’s Day at 
Parliament House. 

• The BBQ was co-hosted by the Parliamentary Friends of Primary Industries. 

• The Prime Minister, Hon Malcolm Turnbull, provided a lengthy and entertaining keynote 
address and led a toast to the future prosperity of the organic industry. 

• The co-chairs of the Parliamentary Friends of Primary Industries, Mrs Nola Marino MP and 
Hon Joel Fitzgibbon MP, also addressed the gathering. 

• The second highlight was the industry agreed to establish a new peak body that is the voice for Australia’s 
organic industries in regard to policy and market access. There was broad consensus that a unified “one 
voice” for organics is desirable and achievable, and the industry should continue on its journey of forming 
a peak body. 

The vision endorsed by all industry delegates was to create a unified voice for Australia’s organic 
industries to negotiate policy reforms with Governments and that helps the industry capitalise on 
the growing global demand for organic products. 

• The theme of the second day of the symposium was Increasing Competitiveness in Premium Markets. It 
involved presentations by the Department of Agriculture and a workshop on the review of the regulation 
of organic export orders. 

The program for the symposium is at Attachment A and the communique is at Attachment B. 

Implementing an interim peak body for the organic industry 
At the Love Organic symposium in Canberra in February 2018, Australia’s organic industries agreed to 
establish a new peak body that is the voice for Australia’s organic industries in regard to policy and market 
access. 

It was agreed that Organic Industries of Australia would subsequently perform the functions of the AOIWG as 
a forum for consulting with Government on policy matters. The new peak body will also work with all organic 
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leaders to consider various options for the establishment of a permanent peak body. These options include 
merging functions with Australian Organic Ltd, merging with the Organic Federation of Australia, and 
considering other actions to demonstrate unity of purpose across all certified organic operators. 

It was recognised that Australian Organic would like to transform itself and emerge as the peak body, but that 
process will likely take some time to complete. In the meantime, there is a pressing case to establish an 
interim peak body. 

Issues around the legal entity 
In order to host the Love Symposium event in Canberra in February 2018, it was acknowledged by the 
organisers that a legal entity was required to provide liability protection to the organisers and facilitated 
management of the event. 

In particular: 

• using an incorporated entity to run the event would limit the liability of the organisers if something went 
wrong 

• a legal entity was required to: 

• establish a bank account for the event 

• register for GST 

• arrange insurance cover for the event and the organisers 

Consequently, the organisers established Organic Industries of Australia as an association incorporated in 
NSW. 

Advice from BAL Lawyers presented to an industry workshop on 16 April was that there were limitations to 
the liability protections afforded by the current legal structure, and it would be prudent to instead operate a 
company limited by guarantee. 

The Farming Together Program awarded the industry a small grant to fund a lawyer to draft a constitution for 
a company limited by guarantee to become the legal entity for the peak body. 

Even though it may have been a little premature, as many issues around the corporate structure were still to 
be resolved, it was decided to accept the offer and to base the draft constitution on the consultant's report 
and the work undertaken so far by the AOIWG. This would give Organic Industries a firm basis from which the 
details of the constitution could be refined later on. 

Restructure as a company 
The association was restructured and registered as a company limited by guarantee. Organic Industries of 
Australia Ltd was established on 5 September 2018 and the committee members of the association became 
the directors of the new company. 

Effective communications with the organic industry 
Communication channels 
To enhance national communication, a dedicated website was developed and maintained to provide 
information on the project and to permit feedback via the web on key issues. 
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• In mid-2017, a website for the AOIWG was created (http://onevoice.organicindustries.com.au). The 
purpose of the website was to promote the work the AOIWG was undertaking in developing a 
roadmap for a new peak body and as a consultation platform. 

• In February 2018, the website for the interim peak body was created 
(https://organicindustries.com.au). This website has a broader focus of promoting the industry more 
generally and the activities of the interim peak body, as well as a platform for four major streams of 
work that are underway: 

o this export market access project 

o the broader project to establish a new peak body 

o the review of organic export orders and the future of the National Standard 

o the biodiversity reviews and impacts on the organic industry 

A Facebook page, Twitter feed and LinkedIn company page were established in 2017, and the number of 
followers has been growing at a steady rate. 

Ten media releases were issued between July 2017 and February 2018 and numerous articles appeared in the 
press in relation to the industry’s reforms (https://organicindustries.com.au/OneVoiceMedia). Since February, 
there has been a period of consolidation and internal work undertaken, so no media engagements occurred. 
In the second half of the year, its expected the interim peak body will undertake significant media 
engagement and communications with the industry in respect of: 

• a membership drive for the interim peak body 

• numerous activities around the export market access project 

• the Government’s response to the review of organic export orders 

• transitioning to a permanent peak body 

AOIWG workshops 
Workshops of the AOIWG were convened: 

•  1 & 2 August 2017 in Tweed Heads 

• 4 & 5 December 2017 in Melbourne 

• 14 & 15 February 2018 in Canberra 

• 16 April 2018 in Melbourne 

• 12 & 13 February 2019 in Melbourne 

Regional consultation workshops 
The consultants employed by the AOIWG to develop a roadmap undertook consultations between June and 
October 2017, convening regional consultation workshops in seven locations and conducting personal and 
telephone interviews with key industry and external stakeholders.  

http://onevoice.organicindustries.com.au/
https://organicindustries.com.au/
https://organicindustries.com.au/OneVoiceMedia
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Date Location Venue Key foci  

9 June Canberra 
Dept of Agriculture 
and Water Resources 

Government agencies and members of the AOIWG 

2 & 3 August Tweed Heads Services club Members of the AOIWG—identification of major issues 

25 August Narrandera 
BioAg Pty Ltd 
 

Consultation with certified growers and support industries 
in the NSW Riverina 

30 August Toowoomba 
Toowoomba 
Showground 

Consultation with certified producers and others in 
southern Qld, in conjunction with Qld Beef Week 

20 September Warragul Community College 
Gippsland 

Consultation with certified producers and support 
industries in Victoria—focus on horticulture and dairy 

28 September Sydney Pasta Emelia Exporters, value add, retailers and producers 

3 October Hahndorf The Haus 
Consultation with certified producers, certifiers and 
support industries in SA 

5 October 
Margaret 
River 

Margaret River 
Community Centre 

Consultation with certified producers, certifiers and 
support industries in south-west WA 

6 October Perth 
Harris Organic Wines 
Baskerville 

Consultation with certified producers, certifiers and 
support industries in the area surrounding Perth 

 

Effective industry representation to governments and with stakeholders 
The interim peak body is already active in representing the industry to government. 

Submission to the organic export orders review 
In February, the peak body lodged a submission on behalf of the industry to the Australian Government's 
review of organic export orders. The export of organic products is currently regulated under these orders. 

The review of the orders provides an opportunity for the industry to partner with the Australian Government 
to develop better and simpler regulations that act in the interests of organic operators—regulations that 
could underpin domestic market integrity, reduce red tape, and support a more prosperous and 
future‑oriented organic industry. 

Critical to the success of Australia’s organic industries, is the need to maintain trust in a credible system of 
standards—including standards development, enforcement, compliance and education—and ensuring that 
the regulatory system has appropriate levels of integrity—robust compliance, minimal fraud, and strong 
consumer recognition. Organic producers are concerned that, without these outcomes, there is an erosion of 
trust in organic products and pressure on prices from non‑certified products. 

Trust in organic produce is critically important for end‑consumers as well as organic producers higher in the 
supply chain—for example, organic chicken meat producers require certified organic grains as the key input 
into their production process. Any weak link in the organic supply chain threatens the credibility of that whole 
sector. 

The future for Australia’s organic industry could be more prosperous, leveraging off a growing consumer 
preference for premium products in Australia as well as key export markets. However, to achieve this, the 
industry’s regulatory arrangements must be reformed in the best interests of organic growers, processors and 
traders, to promote domestic market integrity for producers and consumers, and to facilitate export market 
access. 

There is clearly an opportunity for the industry, consumers and all governments to collaborate on better 
labelling of products and improved market integrity. As the new peak body for Australia’s organic industries, 
Organic Industries of Australia welcomes the opportunity to work with the Australian and State Governments 
to: 
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• streamline regulatory complexities and reduce costs for exported organic produce 

• move towards one standard for organic produce to apply or both domestic markets and 
export 

• improve domestic market integrity for the purposes of: 

■ enhanced consumer trust in organic products 

■ higher margins received by organic producers 

• better export market access—as many export markets are bewildered as to whether 
Australia’s confused domestic regulation of organic produce has implications for the quality of 
our organic exports 

• underpin greater growth in organic production for both domestic consumption and export 

Seed biosecurity review 
The Department of Agriculture is conducting a review of import conditions for brassicaceous crop seed. 

Following concerns raised by organic operators, the interim peak body and organic operators met with the 
Department in April to discuss alternative risk management options that are commercially viable and do not 
compromise Australia’s biosecurity. As a result of the meeting, the Department agreed to consider alternative 
equivalent options that do not involve chemical treatment or that use substances permitted by the National 
Standard for Organic and Biodynamic Produce. 

In April, Organic Industries of Australia collaborated with organic growers and the organic seed industry in 
Australia to produce a constructive submission to the review of brassicaceous crop seed imports, being 
undertaken by the Department of Agriculture. 

To avoid the likely decimation of the Australian organic vegetable sector, the peak body proposed that the 
proposed additional phytosanitary measures allow a generous sunset clause for the continued importation of 
seed, and the use of equivalent alternative treatments to broad spectrum fungicides. We also encouraged the 
department to undertake research into alternative seed treatments that may be accepted under the National 
Standard before any change is made to the importation conditions. 

Prior to adopting the findings of the review, we urged the Government to undertake a regulatory impact 
assessment of the costs and economic implications for the organic industry of adopting the proposals. 

If the proposed additional phytosanitary measures are adopted, we also consider that there should be greater 
effort placed on the fostering of an Australian organic seed industry, for reasons of biosecurity, self-reliance 
and enhancing exports of both organic crops and organic seeds. We suggested that the Department 
cooperate with the organic industry to take advantage of the opportunities for the production of organic seed 
in Australia, including taking into account the strategies employed in other countries, the existing seed 
production base, the documented organic seed shortage held in certifiers’ records, and the local producer 
knowledge that is already here and willing to be shared. 

Organic Industries of Australia has established a technical committee, through which it is willing to work on 
these issues with the Department. 

2. Develop a practical industry market access program 
Chapter 1 is an early draft of a market knowledge report, consisting: 
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• an analytical platform for repeatable global assessments of the export market environment, 
prioritising economies and consumer demographics for these geographies, with a view to identifying 
key markets of interest 

• market landscape analysis, involving desk research; in-depth trade interviews with industry 
associations, manufacturers, importers/distributors and any other player with relevant information; 
and consumer survey analysis 

• market access analysis for each country market of interest: 

o market environment (economic, political, environmental, technological, etc) 

o a competitor analysis (country markets) 

o market access requirements study (free trade agreements, tariffs, quotas, food safety, etc) 

The brochure explaining to potential market participants how these components fit together is at 
Attachment C. 

The deep analysis intrinsic to the detailed methodology has met a mixed reception across industry sectors: 

• the grocery sector has been the first industry to participate in the market access activities; however, 
they have not been convinced yet of the commercial returns to the substantial investments required 
for detailed analysis 

o instead, we have developed a more practical and affordable market access program, based 
around a market visit, workshops and practical experiences 

o this practical version still exhibits similar methodologies, but at a more superficial level 

 all the market analysis is desktop research from Australia, combined with experience 
from export facilitation experts 

 target markets are identified through consultation with the market participants, 
assisted by the experience of experts 

o the brochure advertising this practical market access program is at Attachment D. 

• in comparison, discussions with the beef industry indicate more interest in deep market analysis, and 
less interest in market visits, yet discussions are still in the early stages 

• the wine industry has expressed some interest, particularly in respect of analysis of market access 

The market knowledge chapter will: 

• focus on market regulatory and technical requirements for trade for agricultural commodities 

• include information to enable exporters of certified organic Australian products and services, to gain 
an improved perspective on export destinations, market dynamics and access considerations 

• include information on competitive advantages and disadvantages of organics with respect to market 
access, consumer preferences and demographics 

Some of the detailed analysis that will underpin Chapter 1 has already been compiled: 

Appendix E: Market insight report—Malaysia 
Appendix F: Market insight report—Singapore 
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Appendix G: Market insight report—United Arab Emirates 
Appendix H: Market insight report—Hong Kong 

Note that the extent of the analytical methodology detailed in Chapter 1 extends only as far as each market 
participant contributes to that research. All this research will be funded in full by market participants. 

Chapter 2 is a placeholder for an analysis of the market readiness of Australian organic farmers which: 

• focuses on market regulatory and technical requirements for trade for agricultural commodities 

• documents gaps in market readiness for Australian organic farmers 

• includes recommendations for training and upskilling required and most cost-effective delivery.  

Chapter 3 is a placeholder for a market guide on premium markets for Australian organic products and 
services by commodity, country and demographic.  

Bring together the analysis and assessments from Chapters1-2, the market guide will show how the organic 
industry can differentiate their products in competitive export markets: 

• focussing specifically on market regulatory and technical requirements for trade for agricultural 
commodities 

• including information which can be used when approaching importers and organic federations in 
target markets to work together on increasing complimentary trade 

This chapter will be one of the last to commence as it will largely draw on experiences and learnings from 
other project components. 

3. Develop a 5-year Australian Organic Industry Export Strategy 
Chapter 4 is a placeholder for an export strategy for the organic industry. This project component so far only 
contains an analysis of the export strategy for Australian red meat, developed by Meat & Livestock Australia. 
This is an example of a good strategy which may contain elements that could be adopted for the organic 
industry. Note that beef is also the largest export sector in the organic industry, so there are clear synergies 
here. It is planned to analyse the export strategies of several other industries and draw lessons of best 
practice. 

4. Develop improved export data 
Chapter 5 is a placeholder for this project component, which has not commenced. 

5. Industry engagement 
Chapter 6 is a placeholder for this project component, which has not commenced. 

6.  Implementation plan for the Australian Organics Industry Exports Strategy 
Chapter 7 is a placeholder for this project component, which has not commenced. 
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Chapter 1: Market knowledge 

 

Introduction 
The key elements of the market knowledge stream of work in this project includes: 

• Designing an analytical platform for repeatable export market assessments for commodities 

• Selecting one commodity and agreeing with industry on parameters for the assessment 

• A global scan of one commodity leveraging Euromonitor data 

• Undertaking additional global scans conditional on industry funding  

• Evaluating the value of the process and refine the system as needed 

• Embedding the developed capacity in the new peak body. 

This chapter provides a report on progress of each of these components.  

Progress on market knowledge components 

Designing an analytical platform for repeatable export market assessments for commodities 
The analytical platform for reportable export market assessments uses a global scan to assist with 
picking the right potential export markets. 

Specifically, the analytical platform uses Euromonitor’s global markets database to: 

• develop a set of criteria to compare different geographies globally, including market sizes, 
forecast growth, economic strength and consumer demographics 

• evaluate and rank the geographies based on the selected criteria—specifically, the market 
environment, economies and consumer demographics for these geographies to identify key 
markets of interest. 

The project team selected the following criteria for the top 20 markets based on the category’s 
current market size.  The number of criteria was limited to 15 to allow each metric’s value to have an 
impact on the final scores generated.   

The specific criteria used to compare different geographies are: 

• economies & consumers 
o population forecast CAGR (%) 
o disposable income per capita 
o real GDP growth 

Overview 

NOTE THAT THE EXTENT OF THE ANALYTICAL METHODOLOGY DETAILED IN THIS CHAPTER 
EXTENDS ONLY AS FAR AS EACH MARKET PARTICIPANT CONTRIBUTES TO THAT RESEARCH. ALL 
THIS RESEARCH WILL BE FUNDED IN FULL BY MARKET PARTICIPANTS. 
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o consumer expenditure on food/drink products 
o consumer expenditure on category (% total consumer expenditure) 

• market environment—category: 
o market size 
o absolute growth/decline 
o historic CAGR1 performance (%) 
o forecast CAGR performance (%) 
o per capita consumption of category 

• channel—industry: 
o combined distribution sales % of the top three channels (e.g. supermarkets, 

convenience, e-commerce, etc.) 

• competitive environment—category: 
o HHI (Herfindahl-Hirschman Index) to illustrate market concentration 
o share of top 3 players—company shares 

These criteria are then used to evaluate and rank geographies to prioritise market opportunities.   

The analytical platform for assessments will also allow for the criteria to be weighted.  For example, in 
consultation with industry expertise or the preference of market participants, the relevant countries 
could be arrived at by applying varying levels of ‘weights’ according to the importance of each criteria 
to a particular business.   

Weighting directly influences scores by adding a multiplier to each metric, inflating the scores of the 
most important (most weighted) metrics and reducing the scores of the less important metrics (least 
weighted). This has a direct influence on the final country ranking, as countries with the highest 
scores among the top-weighted metrics will inevitably rise to the top. 

This means that the analytical platform leverages Euromonitor’s global markets database and 
combined with industry expertise and the criteria which can be tailored to the circumstances of, and 
agreed with, each market participant to effectively select and weigh core indicators that identify, 
screen and prioritise market opportunities. 

Where market participants are more price sensitive, the resource cost—and the benefits—of this 
project component could be reduced by using publicly available data through desktop research, 
instead of Euromonitor’s proprietary data and analysis. 

In the case of the full methodology, the system will be composed of three distinct sets of results, with 
each step building upon the data and analysis derived from the previous results. All results will be 
contained in a single Excel workbook. The results include: 

• country level data worksheet—accumulate and display actual market, demographic and 
economic data for each country based on a core set of criteria 

• scoring matrix worksheet—provide a scoring system for each country based on the above 
criteria and create a single cumulative score for each country 

• country score and rank—compare the single score for each country and ranks the countries 
accordingly. 

                                                           
1 Compound annual growth rate 
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Euromonitor’s research on organic products is captured in health & wellness and their respective 
packaged food / soft drinks / hot drinks / fresh food systems, which covers up to 218 countries 
globally. Euromonitor will use this to select the top 20 countries based on the category’s current 
market size (market size in value/volume 2017) for analysis. Note that the Fresh Food system covers 
16 countries only. 

An extract of the hierarchy of categories in is below. The analytical methodology can be applied at any 
level in the hierarchy: 

• industry 

• category 

• sub-category. 

The category level will tend to be a ‘sweet spot’ for analysis in most cases: 

• industry level analysis will often be to coarse to derive meaningful results for a particular 
commodity 

• sub-categories may often have data limitations and be difficult to interpret for some 
purposes. 

Table X:  Example of the hierarchy of categories   
Passport Industry Category Subcategory 
Organic Hot Drinks Organic Coffee Organic Fresh Coffee 
  Organic Instant Coffee 
 Organic Tea Organic Black Tea 
  Organic Fruit/Herbal Tea 
 Organic Green Tea  
 Other Organic Hot Drinks Organic Chocolate-Based 

Flavoured Powder 
 Drinks Organic Plant-Based and Malt-

Based Hot 
Organic Soft Drinks Organic Non-Cola Carbonates  
 Organic Concentrates Organic Liquid Concentrates 
  Organic Powder Concentrates 
 Organic Fruit/ Vegetable Juice Organic 100% Juice 
  Organic Juice Drinks (up to 24% 

Juice) 
  Organic Nectars (25-99% Juice) 
Organic Packaged Food Organic Baby Food Organic Milk Formula 
  Organic Dried Baby Food 
  Organic Prepared Baby Food  
  Organic Other Baby Food 
 Organic Bread  
 Organic Breakfast Cereals  
 Organic Chilled Processed 

Meat and Seafood 
 

 Organic Confectionery Organic Chocolate 
Confectionary 
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  Organic Sugarised Boiled 
Sweets 

 Organic Dairy Organic Butter 
  Organic Cheese 
  Organic Cream 
  Organic Flavoured Milk Drinks 
  Organic Fromage Frais and 

Quark 
  Organic Margarine and Spreads 
  Organic Milk 
  Organic Sour Milk Products 
  Organic Soy Drinks 
  Organic Dairy Based Yoghurt 
 Organic Edible Oil Organic Olive Oil 
  Organic Vegetable and Seed Oil 
 Organic Frozen Meat, Seafood, 

Fruit and Vegetables 
 

 Organic Ice-Cream  
 Organic Ready Meats  
 Organic Rice, Pasta and 

Noodles 
Organic Rice 

  Organic Pasta 
 Organic Sauces, Dressings and 

Condiments 
 

 Organic Savoury Snacks  
 Organic Nuts, Seeds and Trail 

Mixes 
 

 Organic Savoury Snacks excl. 
Nuts, Seeds and Trail Mixes 

 

 Organic Shelf Stable Meat, 
Seafood, Fruit and Vegetables 

 

 Organic Soup  
 Organic Spreads Organic Spreads excl. Honey  
  Organic Honey 
  Organic Sweet Biscuits, Snack 

Bars and Fruit 
 Snacks Organic Cereal Bars 
  Organic Fruit Snacks 
  Organic Sweet Biscuits 
Organic Fresh Food Organic Meat  
 Organic Egg  
 Organic Starchy Roots  
 Organic Fish and Seafood  
 Organic Nuts  
 Organic Vegetables  
 Organic Pulses   
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Selecting one commodity and agree with industry on parameters for the assessment 
The project team, in consultation with industry (?), selected dry organic baby food organic baby food 
as the commodity to be analysed.  

The analysis was conducted on: 

• Industry - organic packaged food 

• Category - organic baby food 

• Sub-category - organic dried baby food. 

A global scan of one commodity leveraging Euromonitor data 
A global scan was conducted using Euromonitor data and the criteria set out in the analytical 
platform.   

Four geographies were identified:   

• Hong Kong  

• Malaysia 

• Singapore 

• UAE 

A summary of some of the key indicators is in Table x below. 

Table X:  Summary of key indicators of global scan  

 Hong Kong Malaysia Singapore UAE 
Population  Approx. 7.4 million 

 
Approx. 32 million Approx. 3.95 

million 
Approx. 9.5 million 

 
GDP 
growth rate 

2.2% as of May 
2018 

 

1.4% in the first 
quarter of 2018  

 

1.4% on April 2018 
 

2.9% in 2017 
 

Disposable 
income per 
capita – 
GNI per 
capita (PPP 
terms) 
according 
to World 
Bank 

$60,090 in 2016  
 

$26,900 in 2016 $85,020 in 2016 $72,850 in 2016  

Consumer 
expenditur
e on 
food/drink 
products 

HKD 246,152 
million in 2016 on 

food and non-
alcoholic 

beverages 
 

MYR 152,011 
million in 2016 on 

food and non-
alcoholic drinks 

SGD 9,800 million 
in 2016 on food 

AED 102,213 
million in 2016 on 

food and non-
alcoholic 

beverages 
 

Combined 
distribution 
sales of the 

HDK 90,363 million 
in 2016 from 

supermarkets, 

MYR 46,035 
million in 2016 

from 

SGD 6,175 million 
in 2016 from 

supermarkets, 

AED 52,964 million 
in 2016 from 

hypermarkets, 
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top three 
channels of 
grocery 
retailers 

food/drink/tobacc
o specialists and 

convenience 
stores 

food/drink/tobacc
o specialists, 

independent small 
grocers and 

hypermarkets 

hypermarkets and 
food/drink/tobacc

o specialists 

supermarkets, 
food/drink/tobacc

o specialists 

Market size 
– organic 
packaged 
food 

HKD 100.5 million 
in 2016 

MYR 10 million in 
2016 

SGD 16.6 million in 
2016 

AED 82.4 million in 
2016 

Market size 
- organic 
baby food 
 

HKD 2.3 million in 
2016 

MYR 9.8 million in 
2016 

SGD 4.1 million in 
2016 

AED 18.5 million in 
2016 

Forecast 
growth in 
organic 
baby food 
market 

No growth 
expected over 

2016-2021 

3.1% over 2016-
2021  

3.3% over 2016-
2021 

3.2% over 2016-
2021 

Share of 
top three 
players – 
organic 
baby food  

Maranatha 5.8%, 
Select 5.8%, Mr 

Bumbles 5.2% 

Heinz 90.6%, 
Gerber 0.8%, 

others 8.6% 

Naturel 42.6%, 
Bellamy’s Organic 

18,1%, Harvest 
15.4% 

Rachel’s 11%, Hipp 
6%, Elle & Vire 5% 

 

Undertaking additional global scans conditional on industry funding of commodities 
The analytical platform will enable additional global scans to be taken in the future.  Additional scans 
for other commodities are reliant on industry funding. 

Evaluating the value of the process and refine the system as needed 
Something from workshop? 

Embedding the developed capacity in the new peak body 
This will commence following the release of the final report and further progress in the establishment 
of the new body.   
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Chapter 2: Market readiness 

 

Introduction 
The key elements of the market readiness stream of work in this project includes: 

• Designing an analytical platform for repeatable market readiness assessment 

• Market landscape analysis for each commodity conditional on industry funding 

• Market access analysis for each country market of interest 

• Export readiness assessment of the relevant sector 

• Evaluate the value of the process and refine the system as needed 

• Embed the developed capacity in the new peak body. 

This chapter provides a report on progress of each of these components.  

Progress on market readiness components 

Designing an analytical platform for repeatable market readiness assessment 
The analytical platform for repeatable market readiness assessments consists of a market landscape 
analysis, a market access analysis and an export readiness assessment.    

The analytical platform for the market analysis is designed to assist participants to build their 
knowledge of key markets. It uses Euromonitor’s global network of researchers and analysts to: 

• Estimate the opportunity size of the product in key markets of interest 

• Identify the key trends and drivers of the product category 

• Conduct a distribution analysis of key channels 

• Conduct a supply chain analysis to identify key players along the supply chain, including major 
distributors 

• Identify potential customers for Australian organic products.   

The analytical platform for the market access is to assist participants to understand the potential 
impediments to exports through understanding market and regulatory requirements that may hinder 
market access. It includes for each market of interest:  

• market environment (economic, political, environmental, technological, etc)  

• a competitor analysis (country markets)  

• a market access requirements study (free trade agreements, tariffs, quotas, food safety, etc).  

Overview 
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The analytical platform for export readiness assessments includes: 

• conducting targeted interviews with key players along the supply chain  

• documenting gaps in market readiness for industry participants  

• recommending training and upskilling required and most cost-effective delivery options  

• developing and delivering a workshop that has practical export and market readiness content.  

The analytical approach 

The research and analytical approach for the three parts – market landscape analysis, market access 
analysis and export readiness assessments – will be conducted by Euromonitor.  Euromonitor will 
leverage its global network of researchers and analysts as a core means of data gathering, including 
accessing the sources in local languages.   

Euromonitor’s in-country research will involve conducting: 

•  desk research 

• in-depth trade interviews with industry associations, manufacturers, importers/distributors 
and any other player with relevant information 

• consumer survey analysis. 

The desk research will begin with a thorough review of Euromonitor’s Passport (Packaged Food, 
Health & Wellness—Organic) and Economies & Consumers data systems to gather relevant data and 
analysis. These insights will be used to provide logical benchmarks to help guide and validate all data 
and insights gathered throughout the project. 

Then Euromonitor will then leverage its global network of industry researchers, analysts, and experts 
as a core means of gathering industry, category, and subject matter expertise. By tapping into this 
extensive network, we build a better understanding of industry sources, definitions and assumptions. 

Euromonitor will review industry association data and reports, industry articles, press coverage / 
company reports / websites of suppliers in the category, trade data, and other relevant information 
available in the public domain with a view to determining: 

• key trends and drivers 

• leading brands of the commodity  

• leading players within the category 

• ley changes/updates in the regulatory environment 

• ley distributors of the commodity  

• secondary sources will act as a continuing check on data development and our findings and 
will help the research team to develop hypotheses about the research topics, which will be 
tested during later phases of the project 

• during this phase of the research analysts will also be developing a list of trade contacts 
across the supply chain for potential interviews. 
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Euromonitor analysts will also visit up to 10 stores in a key city in each country. The store visits 
focussed on the following channels: Supermarkets, Hypermarkets, Pharmacies/Drugstores, Health 
and Beauty Specialist Retailers, Internet Retailing and Direct Selling.  

The store visits allow in-country analysts to determine: 

• product range  

• product offerings available in different channels 

• pricing by channels 

• marketing and promotional activities 

• market best practice used by leading brands 

• packaging norms for the category 

• growth and leading brands in the category. 

During these visits, Euromonitor’s analysts engage with merchants to gather insights and trends on-
the-ground.  Store visits also provide the research team with another opportunity to develop and 
refine research hypotheses, so that latter stages of research are more targeted and effective. 

Euromonitor analysts will also conduct in-depth trade interviews with industry players.  These 
interviews will serve as a crucial input for developing project data and insights not available from 
published sources or store checks. Information gathered from in-house and secondary sources, 
prepare analysts to engage sources in productive, open dialogs to validate what they have learned 
and obtain new insights and specific data. Analysts use discussion guides (instead of questionnaires) 
to frame open-ended conversations with the goal of gathering deeper insights. 

Approximately 25 in-depth trade interviews per country will be conducted by local, in-country 
analysts. Euromonitor plans to engage with a wide variety of players in the organic baby food 
category, including, but not limited to: manufacturers, distributors, retailers, wholesalers, industry 
associations, governing bodies, baby nutritional experts and any other player with relevant industry 
insight. 

In-depth trade interviews will be used to ascertain information such as: 

• estimated market size and growth potential for the category 

• what are the key drivers leading to growth in consumption of the commodity? 

• which are the leading distributors of the commodity? 

• what are their preferences and perceptions in terms of products and source countries? 

• what is the competitive dynamic between local and international brands? 

• the challenge for international brands 

• key issues/success factors for market entrants in the category 

• main retailing channels for the category 

• routes to market for the category, from specific ports 



Page 24 Export Market Access Project 

• the regulatory environment of the commodity, if it varies from those for the category as a 
whole. 

During the course of secondary research, Euromonitor will be designing, testing, fielding and 
analysing the results of an online consumer survey. The objective of the survey will be to understand 
the purchasing behaviours, criteria and drivers of consumers.  

The survey will be structured as follows: 

• close-ended questions only 

• approximately 8 minutes in length; conducted in local language 

• 200-300 total completes per country market (number of completes dependent on the 
country market dynamics, to be confirmed in-line with country coverage). 

Specifically, the consumer surveys will gather the view of consumers on the following questions: 

• what products do they purchase? 

• what brands do they purchase? why? 

• what are the most important key messages leading to trial/repurchase?  

• what are their main factors to buy organic products? 

• what are their preferred channels for the purchase of organic products? 

• what is their perception of imported organic products? and specifically, from Australia? 

• where do consumers go to for baby food-related information? 

• who influences their purchase decisions? 

All store-based and non-store-based retail channels are included in the analysis. 

All results and a summary of the project’s objectives, definitions, and methodology will be delivered 
to the market participant in the following formats: 

• highly visual presentation slides in PowerPoint, consisting of key findings from the study 

• quantitative data workbook: user-friendly Excel workbook incorporating quantitative data as 
detailed in this proposal, along with all sources used during the research. 

Market landscape analysis for each commodity conditional on industry funding 
The market landscape analysis was done for organic dried baby food for each of the four countries 
identified through the global scan: Hong Kong, Malaysia, Singapore and UAE.   

The full results for each are in Volume 2 – country analyses.   

Box 1 includes a summary of findings for Hong Kong.   
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Box 1: Summary of market landscape analysis for Hong Kong 

Hong Kong Organic Packaged Food Market 

Market Size ‐ Value:  
• Organic packaged food continues to be a niche category within Malaysia. The value sales 

of Packaged organic food recorded 5% current value growth in 2016, reaching HKD 100.5 
million in 2017 (AUD $17.09 million). The growing health consciousness within Hong Kong 
consumers is boosting this figure, which is expected to grow at a CAGR figure of 2% 
through to 2021, reaching HKD 111.1 million (AUD $18.89 million).  

Category Sales Figures:   

• Organic rice, pasta and noodles maintained the highest category value in 2016, with HKD 
23.3 million (AUD $3.96 million). The second and third category leaders were organic 
spreads, and organic sweet biscuits, snack bars, and fruit snacks which recorded HKD 15.1 
million (AUD $2.57 million) and HKD 11.9 million (AUD $2.02 million) respectively. The 
category picture can be seen below.  

HKD million    
 

  
  

  

 2011 2012  2013 2014  2015  2016 

Organic Baby Food  1.8  1.9  2.0  2.1  2.2  2.3  

Organic Bread  5.8  6.2  6.7  7.1  7.5  7.9  

Organic Breakfast Cereals  9.4  9.6  10.1  10.7  11.3  11.7  

Organic Confectionary  3.9  3.8  3.9  3.9  3.9  4.0  

Organic Dairy  3.5  3.7  4.0  4.3  4.5  4.8  

Organic Edible oil  0.5  0.5  0.6  0.6  0.7  0.7  

Organic Ice Cream  0.2  0.2  0.2  0.2  0.2  0.2  

Organic Rice, Pasta and Noodles  15.4  17.0  18.3  19.9  21.7  23.3  

Organic Sauces  1.5  1.6  1.7  1.8  1.9  2.1  

Organic Savoury Snacks  7.9  8.2  8.6  9.3  9.9  10.4  

Organic Soup  4.4  4.7  5.0  5.3  5.7  6.0  

Organic Spreads  11.7  12.5  13.3  14.0  14.6  15.1  

Organic Sweet Biscuits, Snack 
Bars, and Fruit Snacks  

9.0  9.4  10.0  10.8  11.4  11.9  

Organic Packaged Food  74.8  79.3  84.2  90.1  95.6  100.5  

Sale of Organic Packaged Food by Category: Value 2011 ‐ 2016 ‐ Euromonitor International   

Forecasted Sales Figures:   
• Organic rice, pasta and noodles, organic spreads, and organic sweet biscuits, snack bars, 

and fruit snacks are expected to maintain their spots as the 3 category leaders of the 
organic packaged food category within the forecasted period. 
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HKD million    
 

  
  

  

 2016  2017  2018  2019  2020  2021  

Organic Baby Food  2.3  2.3  2.3  2.3  2.3  2.3  

Organic Bread  7.9  8.0  8.1  8.1  8.2  8.3  

Organic Breakfast Cereals  11.7  11.9  12.0  12.1  12.2  12.2  

Organic Confectionary  4.0  3.9  3.9  3.8  3.8  3.7  

Organic Dairy  4.8  5.0  5.2  5.4  5.5  5.7  

Organic Edible oil  0.7  0.7  0.7  0.7  0.7  0.7  

Organic Ice Cream  0.2  0.2  0.2  0.2  0.2  0.2  

Organic Rice, Pasta and Noodles  23.3  24.3  25.3  26.3  27.1  27.9  

Organic Sauces  2.1  2.2  2.2  2.3  2.3  2.4  

Organic Savoury Snacks  10.4  10.7  11.0  11.4  11.7  12.1  

Organic Soup  6.0  6.2  6.3  6.5  6.6  6.7  

Organic Spreads  15.1  15.3  15.5  15.7  15.8  16.0  

Organic Sweet Biscuits, Snack 
Bars, and Fruit Snacks  

11.9  12.1  12.3  12.5  12.7  12.9  

Organic Packaged Food  100.5  102.9  105.1  107.3  109.2  111.1  

Source: Forecasted Sale of Organic Packaged Food by Category: Value 2016 ‐ 2021 ‐ 
Euromonitor International  

Key trends and drivers in Organic Packaged Food 

Organic Packaged Food Trends:  
• Increasing health consciousness within Hong Kong consumers continues to support the 

performance of the organic packaged food category. This coincides with the rising 
demand for health and wellness products.  

• Several fraud cases involving organic fresh produce in 2016 had led to consumer 
backlash, calling for stronger regulations regarding organic certification. The Hong Kong 
government’s response to this call was for consumers to closely read the labels before 
purchasing any organic products.   

• Food safety will be a primary cause of concern for consumers within the forecast period 
due to the fraud cases in 2016. This is expected to drive consumer’s willingness to 
purchase organic packaged food despite it being higher priced than its alternatives. 

Company Shares of Market Within the Category:  
• The Hain Celestial Group led the organic packaged food category in 2016 with a 7.3% 

value share, followed by the AS Watson Group which maintained a 5.6% value share 
within the organic packaged food category.  

• Heinz Hong Kong lagged slightly behind with a 5% value share, tied with John Lewis 
Partnership PLC  
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Brand Shares Within Category:  
Hain Celestial Group’s MaraNatha is the biggest local brand name in Hong Kong, followed by AS 
Watson’s private label; Select. Heinz follows up in third. 

 

 

Source: LBN Brand Shares of Organic Packaged Food: % Value 2013 ‐ 2016 ‐ Euromonitor 
International  
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Channel Overview—Grocery Retailers  
Key Trends and Developments:   

• The Grocery retailing industry increased by 1% in current value in 2016 as sales reach 
HKD $104 billion (AUD $16.9 billion).  

• Supermarkets and convenience stores led the grocery retailing channel in 2016.  

• There is a premiumisation trend developing within Hong Kong’s grocery retailing 
category. This is complemented by the rise of health consciousness of Hong Kong 
consumers. As a result, the demand for fresh produce and premium imported packaged 
food is driving growth within supermarkets and specialist organic retailers.   

• Wellcome and ParknShop are the two major players in Hong Kong’s grocery retailing 
category. Owned by Dairy Farm International Holdings LTC and the AS Watson Group 
respectively.   

◦ Both of these supermarket chains offer online shopping and delivery. However, online 
grocery retailing within Hong Kong is still in its infancy stage, although 2016 saw 
enhanced enthusiasm towards this platform by Generation X and Millennial 
consumers.  

Channel Overview 

• Sales in retail channels  

HKD million            

  2012  2013  2014  2015  2016  

Modern Grocery 
Retailers  

56,253.0  59,683.0  62,113.0  63,049.0  64,716.0  

Convenience Stores  9,797.0  10,099.0  10,302.0  10,568.0  10,843.0  

Forecourt Retailers  459.0  456.0  431.0  444.0  449.0  

Supermarkets  45,997.0  49,128.0  51,380.0  52,036.0  53,424.0  

Traditional Grocery 
Retailers  

34,401.0  35,323.0  37,747.0  39,807.0  39,279.0  

Food/Drink/Tobacco 
Specialists  

22,503.0  23,334.0  25,398.0  27,209.0  26,096.0  

Independent Small 
Grocers  

4,995.0  4,919.0  4,821.0  4,686.0  4,721.0  

Other Grocery Retailers  6,903.0  7,070.0  7,528.0  7,913.0  8,462.0  

Grocery 
Retailers (Rounded 
figure)  

90,654.0  95,006.0  99,860.0  102,856.0  103,995.0  

Source: Sales in Grocery Retailers by Channel: Value 2012 ‐ 2016 ‐ Euromonitor International  
 

• % Value growth by channel:  

◦ Supermarkets and Convenience stores led the way within the modern grocery retail 
category, recording 28.1% and 16.4% total growth respectively.  
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◦ Food/drink/tobacco specialists led the way within the traditional 
grocery retailers category, recording 28% total growth. This is due to their imported 
product offerings, much of which originate from Europe, North America, South 
Korea, and Japan.  

 % Current value growth        

  2015/16  2011 – 16 CAGR  2011/16 Total  

Modern Grocery Retailers  2.6  4.7  25.7  

Convenience Stores  2.6  3.1  16.4  

Forecourt Retailers  1.1  -0.9  -4.2  

Supermarkets  2.7  5.1  28.1  

Traditional Grocery Retailers  -1.3  3.3  17.9  

Food/Drink/Tobacco Specialists  -4.1  3.7  20.2  

Independent Small Grocers  0.8  -1.1  -5.5  

Other Grocery Retailers  6.9  5.1  28.0  

Grocery Retailers  1.1  4.2  22.6  

Source: Sales in Grocery Retailers by Channel: % Value Growth 2011 ‐ 2016 ‐ Euromonitor 
International  
 
Modern vs Traditional:  

• Modern grocery retailers accounted for 62% of value sales within Hong Kong’s grocery 
retailing category.   

◦ Dairy International Holdings and AS Watson Group dominate this category. Each 
operate their own supermarkets, Wellcome and ParknShop, among other sub-branch 
local retailing brands.   

o Traditional grocery retailers account for the remaining 38% of value sales 
within Hong Kong’s grocery retailing category.  

 Within this category, small corner grocery stores and newspaper hawkers 
are struggling under the pressures of online consumer shopping.  

 Hong Kong’s wet markets are also finding themselves in a losing battle. 
Surging rental rates and further urban development is causing many of 
these traditional grocery retailers to close down.   

 Food/drink/tobacco specialists are the biggest contributors to the value 
sales of traditional grocery retailers. This is primarily due to 
the aforementioned imported product offering.  
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Channel Forecast  
• Forecast Sales in Grocery Retailers by Channel: Value 2016 - 2020  

◦ The expected fall in value from traditional grocery retailers will impact Hong Kong’s 
grocery retailing channel between 2016 and 2021.  

HKD million              

  2016  2017  2018  2019  2020  2021  

Modern Grocery Retailers  64,716.0  65,039.0  65,324.0  65,570.0  65,774.0  65,938.0  

Convenience Stores  10,843.0  10,745.0  10,659.0  10,585.0  10,521.0  10,469.0  

Forecourt Retailers  449.0  442.0  436.0  431.0  426.0  423.0  

Supermarkets  53,424.0  53,852.0  54,229.0  54,554.0  54,827.0  55,046.0  

Traditional Grocery 
Retailers  

39,279.0  38,428.0  37,640.0  36,942.0  36,293.0  35,717.0  

Food/Drink/Tobacco 
Specialists  

26,096.0  25,182.0  24,351.0  23,621.0  22,960.0  22,386.0  

Independent Small 
Grocers  

4,721.0  4,674.0  4,632.0  4,595.0  4,563.0  4,535.0  

Other Grocery Retailers  8,462.0  8,572.0  8,657.0  8,726.0  8,770.0  8,796.0  

Grocery Retailers 
(Rounded figure)  

103,995.0  103,467.0  102,964.0  102,512.0  102,067.0  101,655.0  

Source: Forecast Sales in Grocery Retailers by Channel: Value 2016 ‐ 2021 ‐ Euromonitor 
International  
 

• Forecast Sales in Grocery Retailers by Channel: % Value Growth   

% Current value growth        

  2016/17  2016 – 21 CAGR  2016/21 Total  

Modern Grocery Retailers  0.5  0.4  1.9  

Convenience Stores  -0.9  -0.7  -3.5  

Forecourt Retailers  -1.6  -1.2  -5.9  

Supermarkets  0.8  0.6  3.0  

Traditional Grocery Retailers  -2.2  -1.9  -9.1  

Food/Drink/Tobacco Specialists  -3.5  -3.0  -14.2  

Independent Small Grocers  -1.0  -0.8  -3.9  

Other Grocery Retailers  1.3  0.8  4.0  

Grocery Retailers  -0.5  -0.5  -2.3  

Source: Forecast Sales in Grocery Retailers by Channel: % Value Growth 2016 ‐ 2021 ‐ Euromonitor 
International  
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Market access analysis for each country market of interest 
The market access analysis was done for organic dried baby food for each of the four countries 
identified through the global scan: Hong Kong, Malaysia, Singapore and UAE.   

The full results for each country are in Volume 2 – country analyses.   

Box 2 includes a summary of findings for Hong Kong.   

 

Box 2: Summary of Market access analysis for Hong Kong 

Opportunities and Challenges In Hong Kong  
  

Opportunities  Challenges  

Hong Kong imports 95% of its produce and 
protein food; presenting an ideal market for 
value-added products  

False labelling dilutes the organic food 
market - especially in wet markets   

Trend towards organic food and healthy 
snacks as consumer awareness and health 
consciousness continues to rise  

A lack of specific regulation governing 
production, certification, and labelling of 
organically certified food is dissuading 
consumers from paying a premium  

Unique location means that over half of the 
world’s population is within a 5-hour flight; 
acting as a gateway to the rest of Asia  

With minimal trade barriers, Hong Kong is 
an extremely competitive market; high 
quality products are often forced to 
compete on price  

With over 3 million expatriates, Hong Kong 
is an ideal market for Western products  

Channel costs are high - both in listing and 
logistics; retailers are flexible when dealing 
with direct imports, however, orders are 
typically small and consolidated  

 

Road Map To Hong Kong’s Market  
With respect to the competitive intensity of organic food within the Asia-Pacific Region; there 
are 3 key strategies when considering market entry into Hong Kong. These 3 strategies are:  

1. Marketing Communication - With increasing health consciousness, Hong Kong 
consumers are actively searching for healthy alternatives. Organic food producers should 
provide information on how (1) products are produced, and (2) how they contribute to a 
healthy diet. Leveraging the Australian image can be a key resource in this approach.   

2. On-the-go Consumption - Increasingly hectic consumer lifestyles is driving demand for 
on-the-go consumption and convenience. This demand is expected to increase as 
urbanisation rises. To accommodate, organic producers and packaged food suppliers should 
develop smaller pack offerings, while promoting convenience of product usage.   
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3. Differentiation In Promotions - With intensifying market competition within the organic 
category, market players may be tempted to pursue ill-advised price discounts as a direct 
marketing tool. For Australian products, enclosing complimentary samples or selling bundled 
packs should be the primary promotional tools that are leveraged to stimulate sales in 
modern grocery retailers; these tools won’t deteriorate the equity of the brand, instead, 
stimulating consumer purchasing behaviour.  

In regards to packaged food alternatives, there are 2 relevant prime positioning statements 
that may be leveraged by organic producers when retailing their products. These statements 
are “General Wellbeing” and “Free From”; accruing HKD 13.24 billion (41.27% of H&W 
positioning), and HKD 1.5 billion (4.75% H&W positioning) respectively in retail value (2017). 

Strategic Positioning of Major Market Players  
The Hain Celestial Group Inc - Maranatha  

Product Category: Organic Food - Nut butters and spreads  

• The Hain Celestial Group maintains over 3,000 natural and organic products from over 
40 brands in Hong Kong.  

◦ The group’s joint venture with Hutchison Whampoa in 2016 has meant that its 
products are up to 30% cheaper than other brands at AS Watson, leading to strong 
consumer interest.   

◦ Hain Celestial positions its brands within the health and wellness category. The 
bulk of its market offerings are positioned as organic; where products do not 
fall into the organic category, they are promoted as ‘Natural’ - a term that is not 
regulated by the FDA for the American company.   

• Maranatha products are non-GMO verified, and maintain USDA organic labelling.   

Heinz Hong Kong Ltd - Heinz  

Product Category: Sauces, dressings, condiments, soup, baby food  

• Leveraging products from its global portfolio and through its partnership with Kraft,  

•  

• Heinz Hong Kong is able to co-brand natural and healthy variants to its existing products 
range. Combined with a strong brand equity, these successful product introductions 
reflect a forward-moving, innovative approach.   

Heinz’ organic range includes organic tomato ketchup, yoghurt and baby food; these products 
are USDA certified, non-GMO verified and/or with no artificial flavours or preservatives; 
leveraging organic fertilisers. 

Key Market Access Considerations  
 
The Hong Kong Centre For Food Safety operates under the Hong Kong Food and Environmental 
Hygiene Department (FEHD) implements food-related legislation and territory-wide food safety 
control policies. It’s important to note that FEHD often tests food products at the point of entry 
through chemical analysis and bacteriological examination. Upon request, they are obligated to 
pay the market price for samples taken.  
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Export readiness assessment of the relevant sector 
 
Euromonitor has identified the following key capability building needs and offered its proposed 
solutions.  These are based on its preliminary consultations and drawing upon the findings from the 
recent and detailed AusVeg Export Strategy 2020 report.  

 

 

• Hong Kong does not have any legislations in place that specifically regulate organic 
standards or labelling. As such, dietary supplements, organic foods, and foods with 
health claims on their labels are subject to the same foods regulations as other 
conventional food.  

• Voluntary organic certification is available, and Hong Kong allows the utilisation of 
organic logos on products that have been certified by foreign authorities such as the 
Australian Department of Agriculture.  Locally, the Hong Kong Organic Centre 
provides organic certification for local produce.   

Hong Kong’s import procedures are easy to understand and adhere to.   

• Documents required to facilitate clearance through customs are:  

◦ Manifests provided by shippers;  

◦ Import licences (if required)  

◦ Other supporting documents such as bill of lading, invoice, airway bill, and 
export packing lists.  

• In the wake of food scares such as pork contamination and tainted oil found in Hong 
Kong food factories, the Food and Environmental Hygiene Department (FEHD) has 
imposed a more stringent regulatory approach towards food safety control.  

• There are specific legal requirements or administrative arrangements for the 
following selected food items due to their perishable or high-risk nature;   

◦ game, meat, poultry and eggs;  

◦ milk and milk beverages;  

◦ frozen confections; and  

◦ marine products.  

• Food and Environmental Hygiene Department has prepared individual leaflets 
advising on the proper procedures for importing the above food items respectively.  

The guide to Hong Kong’s Registration Scheme for Food Importers and Food 
Distributors can be found here.  

http://www.cfs.gov.hk/english/whatsnew/whatsnew_fstr/files/Guide_to_Application_e.pdf
http://www.cfs.gov.hk/english/whatsnew/whatsnew_fstr/files/Guide_to_Application_e.pdf
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Table X:  Capability needs and proposed solutions 

Key Export Challenge Proposed Solution / Delivery Notes 

1. The required skills, knowledge, 
experience and culture is lacking 
among emerging and existing 
exporters. 

- Online workshops 

- Face-to-face workshops 

- Forums with export expert panelists 

- Online export readiness tools 

- Networking opportunities 

- Export readiness focus 

- Market readiness focus 

- Workshops and forums delivered for 
a fee to ensure suppliers serious about 
export attend 

- Regional and capital city locations 

- Where possible, hosted by members 

- Utilise existing capability building 
programs and tools offered by FIAL, 
Austrade, ECA, EFIC etc. 

2. Price competitiveness of Australian 
products in export markets 

- No specific solution 

- Foreign exchange and export pricing 
will be covered in export-readiness 
activities 

As per key export challenge #1 

3. Lack of unique selling proposition 
(USP) or lack of ability to pitch USP in 
order to compete on non-price factors 

- In-market competitor analysis to 
better understand price and product 
differentiation  

- Incorporate pitching skills in activities 
addressing key export challenge #1 

 

- In-market competitor analysis is 
cheaper to deliver when aggregated 
across multiple suppliers 

- When incorporating pitching skills to 
workshops, key is to allow time for 
role-playing. 

4. Technical Market Access - Online workshops 

- Face-to-face workshops 

- Forums with export expert panelists 

- Online market access tool 

- Networking opportunities 

- Workshops and forums delivered for 
a fee to ensure suppliers serious about 
export attend 

- Regional and capital city locations 

- Where possible, hosted by members 

- Build online market access tool 

5. Fragmentation of resources and 
lack of coordinated messaging from 
Governments and industry bodies 

- Periodical EDM’s to keep suppliers 
up-to-date on key opportunities, 
challenges, events, and programs 

- Develop online portal that 
catalogues events and programs; 
incorporate link in industry websites 
(OIA, AOL etc.) 

- Broadcast across all potential 
stakeholders comprehensive and 
consistent updates across relevant 
opportunities, events, and programs 

6. Lack of market research to better 
understand product and packaging 
needs and opportunities 

- Periodical EDM’s to keep suppliers 
up-to-date on market insights; 
covering opportunities and challenges 

- Develop online portal that 
catalogues market insights; 
incorporate link in industry websites 
(OIA, AOL etc.) 

- For the more export-ready suppliers, 
undertake market visit programs 

- Aggregated directory of market 
insights that are both category- and 
market-based will significantly reduce 
the time and resources spent 
searching for market information 

- Market visit programs best deliver 
market understanding as they include 
market research, supermarket visits, 
and engagement with buyers and 
stakeholders 

7. Access to timely market insights - Periodical EDM’s to keep suppliers 
up-to-date on market insights; 
covering opportunities and challenges 

As per key export challenge #6 
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- Develop online portal that 
catalogues market insights; 
incorporate link in industry websites 
(OIA, AOL etc.) 

- For the more export-ready suppliers, 
undertake market visit programs 

8. Many suppliers have a weak 
domestic market presence  

- Develop a domestic market 
development program to help 
suppliers establish broader and 
deeper channel reach in Australia 

- Tap into existing domestic market 
development programs including 
‘Entrepreneur’s Program’, ‘SmallBiz 
Connect’ etc. 

- A strong Australian market base 
provides a solid foundation to launch 
into export markets 

9. Poor understanding of export 
timelines and investment 

Incorporate in;  

- Online workshops 

- Face-to-face workshops 

- Forums with export expert panelists 

- Online export readiness tools 

- Networking opportunities 

As per key export challenge #1 

10. The lack of scale and continuity of 
supply 

Incorporate in;  

- Online workshops 

- Face-to-face workshops 

- Forums with export expert panelists 

- Online export readiness tools 

- Networking opportunities 

As per key export challenge #1 

 

Organic Market Visit Program 
Export Connect and Organic Industries of Australia delivered an intensive Organic Market Visit 
Program for six Australian organic companies to travel to Singapore and Hong Kong. 

The program included: 

• Online and on-shelf competitor analysis that included: 

o Brand names 

o Country of manufacture 

o Net weight 

o Packaging type 

o Price 

o Product claims 

o Importers details 

o Product photos 
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o Shelf photos 

• A full day workshop development and delivery for Singapore and Hong Kong Markets 
including market insights from research platforms such as Euromonitor.  The workshop was 
held on 27 July 2018 and covered: 

o Defining export vision 

o Market specific demographic and economic overview 

o Detailed market channel assessment 

o Developing an export price list, taking into account Singapore and Hong Kong supply 
chain margins 

o Market access considerations – what are the organic export/import requirements and 
regulations 

o Developing buyer pitch.  

• Market visit to Singapore and Hong Kong on 12-17 August 2018 including: 

o Expert speakers from in-market food/ organic associations, FMCG Marketing 
companies, Import/ Customs officials, in-market Austrade/ State representatives and 
specialists from the organic sector 

o Tailored B2B matching with retailers, distributors and e-commerce platforms 

o Flagship Supermarket Tours of retail chains 

o Export Connect Director to lead 

o Export Connect Project Manager support 

• Post-market opportunity review workshop was held on 24 August 2018 to maximise the 
opportunities created.   

• Q&A Organic Food Exporters Forum and facilitation with the Market Visit participants 
delivered at Fine Food Australia on 10-13 September 2018.   

The program for the Organic Food Market Visit is at Attachment D and a report on the visit is at 
Attachment E.    

Evaluate the value of the process and refine the system as needed 
Need some ideas here.... 

 

Embed the developed capacity in the new peak body 
This will commence following the release of the final report and further progress in the establishment 
of the new body.  
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Chapter 3: Market guide 

 

Introduction 
The key elements of the market readiness stream of work in this project included: 

• Undertaking a review of export market lessons learned for organic beef and wine 

• Reviewing export market strategies in other sectors to identify innovation and success factors 

• Industry workshop on export marketing guide 

• Designing a pilot program that promotes and differentiates one organic product 

• Undertaking additional projects conditional on industry funding of commodities 

• Industry summit to present the export guide. 

This chapter provides a report on progress of each of these components. 

Progress on market guide components 

Undertake a review of export market lessons learned for organic beef and wine 
This seems to have been done for beef, but is in Chapter 4.  Copy and paste here?  

Is there one for wine? 

 

Review export market strategies in other sectors to identify innovation and success factors 
Is there anything on this?  

 

Industry workshop on export marketing guide 
 

Does this fit here?  The heading says workshop on the export marketing guide 

Design a pilot program that promotes and differentiates one organic product 
This sounds big… 

Undertake additional projects conditional on industry funding of commodities 
Additional projects are reliant on industry funding. 

Industry summit to present the export guide 
Summit in May... 

Overview 
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Chapter 4: Export strategy 

 

Lessons learned from other industries 

Meat & Livestock Australia 

The Global markets strategy 
With Australia exporting more than 70% of its red meat, MLA recognises the important role that 
overseas markets play in the viability of Australia’s red meat and livestock industry. 

MLA's global markets strategy aims to maximise the opportunities for the Australian red meat 
industry by improving access to global markets and building demand for Australian red meat 
products. 

To support this strategy MLA has a global footprint, with offices in eight of our key trading regions 
supporting a team of passionate representatives. This team has local knowledge and expertise to 
ensure the Australian industry has access to the key networks and the latest market insights. 

The strategy has four key elements: 

Market knowledge 
Ensuring the industry has a detailed understanding of global markets and the needs of customers and 
consumers. 

We monitor market conditions with respect to market economies and competitor activity to assess 
the viability of markets. We also conduct research to develop a detailed understanding of consumers 
to assist industry strategy and marketing campaigns. 

Market access 
Defending and improving our access to international markets 

This is done by communicating our superior safety and integrity systems, ensuring red meat industry 
is at the table for key trade negotiations and providing technical input into reducing technical trade 
barriers. 

Marketing and promotion 
Building customer and consumer awareness of Australia's positive attributes through supporting 
strategic partners and delivery of promotional activities 

MLA is able to connect commercial parties together to assist in building awareness of the positive 
attributes of Australian red meat to increase the confidence customers have in the product. We also 
conduct promotional activities to support our commercial partners to build demand and consumer 
awareness of these positive attributes. 

Livestock exports 
Supporting the growth, productivity improvements and sustainability of the livestock export trade 

Overview 
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MLA supports industry to implement systems to ensure best practice animal welfare techniques are 
adopted and that productivity improvements are being made to ensure sustainability of the trade. 

MLA’s global markets strategy is developed through consultation with industry and uses our 
segmentation/portfolio matrix to define the markets we are focused on and the level of investment in 
each market. Read more about MLA's approach to segmenting market opportunities here. 

The CoMarketing Program 
The CoMarketing Program is an MLA initiative to collaborate with Australian red meat brand owners 
in the marketing of their brands both on the domestic and export markets. The purpose of the 
Program is to build the marketing capability of red meat brand owners to: 

• develop insights driven brand marketing strategies and effective marketing plans 

• build awareness and preference to purchase Australian branded red meat products 

• create customer loyalty and sustainable brand growth 

• deliver added value back down the supply chain to producers 

Aligned to the MLA Global Markets Strategy, the CoMarketing Program supports brand owners 
develop and implement effective: 

• brand marketing strategies 

• business development activities 

• brand building activities 

True Aussie/strategic alignment to Australia as country of origin in export markets: 

• In export markets, MLA encourages participants to have a True Aussie Brand Licence to 
underpin their own red meat brands, and to leverage the MLA True Aussie in-market 
programs. 

• Where True Aussie is not utilised to underpin a brand, the brand marketing activities must 
identify Australia as the country of origin, and align with the overall quality image for 
Australian red meat. 

Grassfed beef brands underpinned by PCAS or another third party audited verification system: • 
Grassfed beef brands that are underpinned by the Pasturefed Cattle Assurance System (PCAS), or 
another third party audited verification system for grassfed beef, are eligible for an additional 25% 
incentive (total 75% MLA contribution) toward eligible activities. Details of the verification system(s) 

Strategy

•Develop 
business 
model and 
brand 
strategies that 
segment 
market and 
customers

Awareness

•Build trade 
networks and 
create 
awareness of 
brand 
attributes

Purchase

•Encourage 
trial and sales, 
reinforce 
brand 
attributes 
amongst end-
users and 
consumers

Loyalty
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will be required for each grassfed beef brand, uploaded to the CoMarketing site at the time of 
application. 

A CoMarketing List of Eligible Expenses is available via the CoMarketing Program website. The list is 
not exhaustive and provides companies with a guide as to the type of brand marketing activities that 
are eligible, and the type of activities that MLA will not fund.  

MLA’s contribution will depend on whether MLA believes the investment in the marketing program 
delivers value for the brand and the Australian red meat industry. Activities that are ‘everyday 
business operational expenses’ and/or more aligned with promotion of the company (as opposed to 
specific beef, veal, lamb and goat meat brands) will NOT be co-funded by MLA.  

Companies are encouraged to leverage customers’ (importers/wholesalers/end users) and other 
organisations to contribute funds towards Australian beef, veal, lamb and goat meat branded 
marketing programs, however, these funds will NOT be eligible for MLA matching funding. MLA will 
only match a company’s (or in special cases, as determined by MLA, an in-market subsidiary company) 
contributions. 

Companies that are relatively new to exporting should apply for Austrade Export Market 
Development Grants which provides funding for a broad scope of export business and brand 
development activities. MLA will NOT match (or co-fund) any activities supported via another 
program, such as the Austrade or other government programs. 

Market understanding 
Meat & Livestock Australia (MLA) is increasing its support for international markets, allocating more 
resources to the key program areas of global market access and market insights. 

Recent changes include a number of key appointments and enhancements to MLA’s global data 
collection and reporting to further enhance MLA’s support of the Australian Government’s efforts to 
open up new markets for Australian red meat and livestock. 

MLA’s existing investment in market access includes a network of key relationships around the globe, 
maintained in Australia and overseas by MLA’s international business managers. New appointments 
bolster the key role played by MLA in coordinating research into reducing market access barriers and 
developing industry position papers for government. 

Other key projects for MLA’s Global Industry Insights and Strategy team in the year ahead include: 

• an expanded global consumer survey covering 10 markets that measures consumer 
awareness, consumption and attitudes towards Australian beef and lamb versus other 
imports and popular proteins 

• increased understanding of the Foodservice channel across 10 markets, providing valuable 
insights into where consumers purchase premium beef and lamb 

• further investment in retail insights across global markets, identifying the key retail players by 
market 

In addition to new projects, MLA is focusing on how best to communicate data and insights with 
industry. 

MLA’s global market access, global market insights and international marketing activities are a jointly 
funded MLA/Australian Meat Processor Corporation program. 
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Market readiness 
The preparation of livestock for market is a detailed process that begins with business planning. It is 
essential that producers understand the management practices that assist in maximising returns. 

Market preparation includes: 

Understanding market specifications 
Ensuring the enterprise is producing livestock the market wants will make the business as profitable 
as possible. 

Understanding selling options 
Optimising the return when livestock are sold is a key determinant of profitability and being able to do 
this repeatedly is important to managing a successful business where producers market their livestock 
more effectively and negotiate from an informed position of strength. 

Breeding and selecting livestock for target markets 
This is achieved by selecting for positive traits and culling for negative traits. This will affect the quality 
and consistency of the livestock produced and the profitability of the enterprise. 

Supplying markets 
The quality of the livestock supplied to the market will influence the ultimate destination of the meat 
product. 

Understanding marke programs 
Producers can access various market programs, including those run by feedlots and supermarkets, as 
part of their marketing and selling strategy and to differentiate their product. 

Regardless of the enterprise, taking the appropriate steps and actions to prepare livestock for market 
will assist in ensuring the continued success of the business. 

Vegetable Industry Export Market Development Strategy 2020 
In recognition of the opportunities to grow exports of Australian vegetables, Horticulture Innovation 
in collaboration with AUSVEG, developed a comprehensive export market development strategy.  

Where are we now? 
Australian vegetable exports in 2015 were tracking at approximately the same value and volume that 
they were in 1998, albeit with considerable fluctuations in line with currency movements. In the 
2015/16 financial year, Australia exported 209,871t of vegetables valued at 

$226.5 million. Carrots are by far Australia’s largest vegetable export at a value of $81 million. 

Where do we want to be? 

The opportunity 
The factors that support the case for growth potential in vegetable export markets are: 

1. The growing number of middle and upper middle class consumers in Asia and the Middle East. 

 

2. The shift in shopping habits from traditional trade to modern trade driving demand for 
premium, packaged and convenient vegetable products. 

3. Demand for safe, traceable food from a reliable and sustainable source 

4. Trend towards greater consumption of western style foods in food service outlets 
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The marketing imperative 

Australian growers have competitive advantages in quality, product integrity/safety, seasonality and 
location. But growers must compensate for a lack of overall price competitiveness in most categories 
by marketing innovative products with: 

• Better quality via the latest genetics and improved production systems. 

• Supply chain improvements that address quality and service levels. 

• Streamlining and shortening supply chains. 

• Disciplined grading and QA systems. 

• Packaging that delivers convenience and shelf presence. 

• Branding and labeling that tells the product story in a manner responsive to local cultures. 

• Product integrity and traceability systems. 

• High customer service levels. 

• More collaboration and strategic alliances that enable smarter business models. 

• Improved skill sets in branding, packaging and marketing. 

• Products that respond more directly to specific consumer needs in each market. 

 

WHAT IS STOPPING US GETTING THERE? 

Burning issues 

The strategy was devised to respond to the following burning issues, which are constraining 

Australia’s performance in export markets: 

1. The need to drive exports to relieve price pressure on the domestic market. 

2. Australia’s lack of global price competitiveness in many categories. 

3. The need to develop differentiated products in order to compete on non-price factors. 

4. Technical market access remains a barrier to fulfilling a number of market opportunities. 

5. The skill sets, knowledge, experience and culture of prospective exporters. 

6. The lack of scale and continuity of supply of individual businesses to service export demand. 

7. The lack of timely commercial market intelligence and market insights. 

8. The need for market research to better understand product and packaging needs and 
opportunities for each market. 

9. The importance of communicating consistent and focused brand messaging about Australian 
vegetables at both the company and industry level. 

10. Fragmentation of resources and mixed messaging from governments and industry bodies. 
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In most categories, Australian growers are not price competitive, so must compete on non-price 
factors 

The Australian vegetable industry needs to make the cultural transition from being short term, 
opportunistic traders of commodities, to long term marketers of differentiated products, customised 
to highly targeted market needs. 

In most categories, Australian growers cannot afford to compete head-to-head on price. They must 
pursue niche markets through a value proposition based on non-price factors that will justify 
premium pricing. These factors include quality, safety, seasonality, service levels or other 
differentiators. 

Each of the burning issues impacting vegetable exports that were identified in the situation analysis 
are addressed in the following strategic response. 

 

HOW WILL WE DO IT? 

Sitting below the above strategy platforms is a series of programs that will guide 

project activity to be delivered by industry, Horticulture Innovation and other 

stakeholders. 

Existing governance structures will provide stewardship for this strategy. It will be 

administered under the current AUSVEG managed trade development project with 

oversight from Horticulture Innovation. The project reference group for the trade 

development project will include: 
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• 2 grower representatives 

• 1 service provider representative 

• 2 Horticulture Innovation representatives.  
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Chapter 5: Export regulations 

 

Regulation of organic products 
The Australian organic sector originally developed without state involvement over several decades. 
Governments largely ignored the organic sector as a fringe activity, although organic producers could 
take advantage of some mainstream government support, through research, development and 
extension programs. 

Export regulations 
Australian Government recognition of the industry first came with a 1989 discussion paper within the 
Australian Quarantine Inspection Service (AQIS) calling for a national approach to certification. This 
was considered necessary for Australia to gain access to export markets that existing private organic 
certification alone would not easily permit. The Australian Government became more fully involved in 
1990, when it helped establish the Organic Produce Advisory Committee (OPAC), a body formed to 
develop a national export standard under the Export Control Act. 

A National Standard for Organic and Bio‐dynamic Produce was compiled by OPAC2, under the 
auspices of AQIS, and was first implemented in 1992. It provided guidance for private certifiers who 
enforced private standards that needed to exceed the National Standard in order that they could be 
recognised certifiers by AQIS—in essence, the state regulated certifiers who, in turn, certify farm-level 
producers and supply chain operators. 

OIECC was disbanded in 2009, following a decision of the Australian Government to reduce its active 
involvement in industry regulation. In its place, the Organic Industry Standards and Certification 
Council (OISCC) formed to take responsibility for the National Standard and the National Standard 
Sub-Committee (which was previously administered by the Department). OISCC members include the 
six certification bodies, the OFA, the Australia National Retailers Association (represented by 
Woolworths) and the National Farmers Federation. The Department of Agriculture and Water 
Resources acts as observer at OISCC meetings. 

There are currently six certification bodies accredited for organic certification under the National 
Standard, administered by the Department of Agriculture and Water Resources (previously AQIS). The 
Department conducts annual audits to verify that all organic certification issued by these bodies is in 
accordance with the requirements of the National Standard. Each of the six certifiers must also meet 
strict criteria with regards to certification procedures and provide transparent information regarding 
fee structures and service provision, in accordance with the International Standard (ISO 17065) and 
various administrative requirements under the Export Control Act.  

The certifiers must also meet the requirements of the international organic regulations of the 
European Union, Taiwan and Japan, if they want to accredit product for export to these regions, 

                                                           
2 OPAC later developed into OPEC (Organic Production Export Committee) and later still into OIECC (Organic 
Industry Export Consultative Committee). For more information, see http://www.elspl.com.au/OrgAg/4-OA-
Pubs/4-OA-Publications/Pub-B-MktgTrade/OA-Mktg-B18-OrgStandards-JOS-2008.pdf). 

Overview 

 

http://www.elspl.com.au/OrgAg/4-OA-Pubs/4-OA-Publications/Pub-B-MktgTrade/OA-Mktg-B18-OrgStandards-JOS-2008.pdf
http://www.elspl.com.au/OrgAg/4-OA-Pubs/4-OA-Publications/Pub-B-MktgTrade/OA-Mktg-B18-OrgStandards-JOS-2008.pdf
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under equivalency arrangements. Several of these Australian organic certification bodies also hold 
direct accreditation with overseas governments, such as the United States Department of Agriculture 
National Organic Program, to certify products for export into the individual country. To be directly 
accredited, these Australian organic certifiers must meet that country’s legislative requirements and 
be audited by that Government.  

The provision of organic certification in Australia gives market access for Australian producers, 
processors, wholesalers and retailers to export into those countries who possess organic regulation, 
and strong labelling laws. 

Review of export regulations 
The Export Control (Organic Produce Certification) Orders are subject to a sunset clause, such that it 
will expire after 30 June 2020. The Government is about to commence a review of the arrangements 
to determine what action it should take (if any). The review is expected to report by no later than 
30 June 2018. 

The review will take the form of a regulation impact assessment, as set out in the Australian 
Government Guide to Regulation, which prescribes methods for measuring the benefits and costs of 
the regulation and sets questions which need to be answered to justify a regulation. 

• What is the policy problem you are trying to solve? 

• Why is government action needed? 

• What policy options are you considering? 

• What is the likely net benefit of each option? 

• Who will you consult and how will you consult them? 

• What is the best option from those you have considered? 

• How will you implement and evaluate your chosen option? 

They key period for influencing the review will likely be over before April 2018. The Government 
expects that the organic industry will lodge a submission and participate in consultation sessions. In 
addition, it would be prudent for the industry to start to plan for two possible scenarios: 

• the organic export controls are removed 

• the review provides an opportunity to reform the regulations 

Any planning for restructuring or reformulation of organic industry arrangements should be 
undertaken with this changing context in mind.  

Standards and integrity 
Many stakeholders identified issues around the integrity of Australian organic standards as being 
critically important to the future of the industry and wanted these matters to be given consideration 
in the process of consulting on a peak body. 

Central to the success of Australia’s organic industry, is the need to maintain trust in a credible system 
of standards—including standards development, enforcement, compliance and education—and the 
ways to ensure that there is a system with high levels of integrity—high compliance, minimal fraud, 

https://onevoice.organicindustries.com.au/sites/default/files/workgroup/Planning/Australian_Government_Guide_to_Regulation.pdf
https://onevoice.organicindustries.com.au/sites/default/files/workgroup/Planning/Australian_Government_Guide_to_Regulation.pdf
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strong consumer recognition. Concerns were expressed that, without these outcomes, there is an 
erosion of trust in organic products and pressure on prices from non-certified products. 

Regulations pertaining to the production, import, export and sale of products claiming “organic or 
bio-dynamic” status are present in all three levels of Australia’s governments, as well as in case law. 
The treatment of organic products under Australia’s federal legislation is different depending on 
whether the organic products are destined for export or the domestic market. While the export of 
organic products is captured directly under Australia’s export legislation, organic goods produced for 
the domestic market and imported organic goods are captured indirectly through overarching 
legislation and regulation for foodstuffs. 

Numerous attempts to have organic products recognised under food labelling laws or other forms of 
domestic regulation have been denied. However, the industry has not had a common view on the 
appropriate regulatory approach to improving domestic market integrity, and governments who have 
been reluctant to intervene in markets have easily dismissed such approaches. 

Poor domestic market integrity is a direct result of: 

• confused standards for organic certification, which do little to promote integrity and may 
even undermine it 

• poor advocacy skills and disunity in respect of industry leadership 

Labelling and the National Organic Mark 
A logo is a strategic business tool that may allow a company/brand/industry to be identified quickly by 
consumers and, through that identification, remind them of important consumer information—for 
example, about product safety, quality, status, region of origin, or nutrition. Instantaneous 
identification of a logo by a consumer and its link to the underlying information is critical; otherwise, a 
logo does not meet its full potential. 

Each certifier currently has their own company logo that may be applied to products certified by 
them. They may also charge a licencing fee for this use. 

Until 2005, the Department of Agriculture had a regulatory Mark that was available for industry use.  
Due to legal problems over its regulatory status, the Mark was discontinued and the OISCC led the 
development of a replacement. The National Organic Mark is registered as a certified trade mark and, 
as such, the ACCC has regulatory powers under the Australian Competition and Consumer Act. 

The National Organic Mark was a condition imposed by the South Korean government for gaining 
improved market access and, since then, has developed further to be used in other equivalency 
negotiations, including with the USA and China.  

• The inability to conclude an equivalency agreement with the USA, first lodged in 2002 by the 
Department, is estimated to have cost Australian organic producers over $2 million in 
additional certification fees and $1 billion in lost trade opportunities.3  

                                                           
3 MA Will (2016), Market Opportunities for Australian Organic Produce, Organic Systems and Solutions 
Pty Ltd. 
 



 

Organic Industries of Australia  Page 49 

• The implementation of equivalency with China has the potential to create over $2 billion in 
additional exports by 2025, which would effectively double the current organic production in 
Australia.4 

• The inability to conclude an equivalency agreement with the Korean Government, lodged in 
2008, has been estimated to have cost Australian organic producers approximately $1 million 
in additional certification costs and at least $0.5 million in lost sales.5 

Our consultations revealed a wide range of views about logos and the organic industry. 

• Logos typically work with packaged products, but a significant proportion of organic product 
is not packaged. For producers of these unpackaged products, the logo issues are less 
relevant. 

• Some operators identified strongly with Australian Organic’s bud logo; however, most 
operators, including some clients of Australian organic, were ambivalent about it. 
Nevertheless, the bud logo does seem to be the most recognised logo for the industry. 

• There was a low level of recognition of the national marque; but, in fairness, it is only about a 
year old and only used for some exports. 

• Certifiers indicated that, even if there was an industry wide logo, they would continue to use 
their own company branding and logo, but may also choose to adopt the industry logo. 

If the demerger of Australian Organic occurs and AOL retains ownership of the bud logo (rather than 
ACO) and AOL emerges as the preferred legal structure for the peak body, then it seems possible that 
the bud logo could emerge as an industry logo—at least for the domestic market. 

A key issue in adoption of an industry logo will be the extent of licencing fees involved in the use of 
the logo. A nominal licencing fee is much more likely to lead to wide adoption of the logo. 

Our view is that “which logo” is a second order issue. It’s much more important that the industry: 

• adopt one standard logo 

• ensure that all certified organic products display the logo (if any logo is displayed) 

• allow other logos, provided they don’t detract from the industry logo 

• most importantly, invest in educating consumers so that they firstly recognise the industry 
logo and recall that the logo provides a level of assurance about organic quality 

 

                                                           
4 Ibid. 
5 Ibid. 
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Chapter 6: Improving organic industry export data 
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Chapter 7: Industry engagement 
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Chapter 8: Implementation plan 
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Chapter 9: Project evaluation 

 

The project manager will undertake an evaluation towards the end of the project. The evaluation will 
be framed around the following assessment criteria. 

Program level key evaluation questions 

Ap
pr

op
ria

te
ne

ss
 

• To what extent was the project aligned with the needs of the intended beneficiaries? 

• To what extent is the project compliant with recognised best practice in the field—e.g. 
the type, level and context of investment and associated activities? 

Im
pa

ct
 

• In what ways and to what extent has the project contributed to changing management 
practices and/or effectiveness of operations? 

• What unanticipated positive or negative changes or other outcomes have resulted? 

• To what extent were the changes directly or indirectly produced by the project 
interventions? 

Ef
fe

ct
iv

en
es

s • To what extent have the planned outcomes and outputs been achieved? 

• Were the delivery approaches and funding mechanisms the best way to maximise 
impact or are there other strategies that might have been more effective? 

• To what extent did the project attain, or is expected to attain, its objectives and 
outcomes efficiently and in a sustainable manner? 

Ef
fic

ie
nc

y • To what extent has the project attained the highest value from available resources? 

• How could the resources have been used more productively and efficiently? 

• What could have been done differently to improve implementation, and thereby 
maximise impact, at an acceptable and sustainable cost? 

Le
ga

cy
 

• Will the project’s impacts continue over time and after the project ceases? 

• How should the legacy be managed and by whom? 

 

 

 

Overview 
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Attachment A: Love Organic program 
To be held in Canberra on 14 & 15 February 2018, Love Organic will be a showcase of organic 
products and the future of Australia’s premium organic industry. 

The highlight of this event will be a BBQ celebrating all organic produce on the evening of Valentine’s 
Day at Parliament House. 

Venue 

This event will be held in the Members Dining Room at Old Parliament House (best access via rear of 
building on Queen Victoria Terrace). 

Wednesday is Unification Day! 

There will be an opportunity to meet with the Working Group from 2pm on Wednesday to hear about 
all the issues its been considering in establishing a new peak body. 

We also expect to announce a clear roadmap to a new organic peak body at the BBQ at Parliament 
House. 

Thursday is Export Day! 

This will be an opportunity to: 

• meet with the independent consultants undertaking the review of organic export regulations 
• get a briefing on the Working Group’s draft industry submission for the review and have your say 
• hear about the Working Group’s export market access project 
• find out about the new National Organic Mark and issues in international and national standards 

Love Organic Agenda 

Wednesday 14 February—Unification 
Setting the strategic direction for a single representative industry body 
Venue: Old Parliament House 

Time Session Details 

9.00am Organisers' briefing   

10.00am Morning tea   

10.30am AOIWG workshop   

noon Organic industry 
lunch AOIWG invites organic industry stakeholders to lunch 

1.00pm Organic industry 
update 

AOIWG presents to wider industry on the process to date and key 
issues 

2.00pm Afternoon tea   

2.30pm A roadmap for the 
industry 

Forum on the consultation paper “Developing a roadmap for 
Australia’s organic industry” 

4.00pm Strategic direction Organic industry agrees on strategic direction for representation. 
Organic industry stakeholders issue a statement on unification. 

 

https://organicindustries.com.au/ConsultationPaper
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Wednesday 14 February—Celebration 
Celebration of the Organic Industry, featuring certified organic food and beverages on the 
Senate Courtyard 
Venue: Parliament House Senate Courtyard 

Time Session Details 

6.00pm Love Organic BBQ Host 
Parliamentary Friends of Primary Producers 
Speakers 
Hon David Littleproud MP 
Minister for Agriculture & Water Resources 
Mrs Nola Marino MP 
Hon Joel Fitzgibbon MP 

8.00pm Close   

NB The Agriculture Minister was unable to attend and was replaced by the Prime Minister, Hon 
Malcolm Turnbull MP, as the main speaker for the evening. 

 

Thursday 15 February—Facilitation 
Increasing Competitiveness in Premium Markets 
Venue: Old Parliament House 

Time Session Details 

8.00am 
Organic industry 
breakfast 

Speakers 
Hon David Littleproud MP, Minister for Agriculture & Water 
Resources 

9.00am Review of organic 
export arrangements 

Chair 
David Cunningham 
Assistant Secretary, Export Standards 
Department of Agriculture and Water Resources 

11.00am Morning tea Networking 

noon Close   

NB The Agriculture Minister was unable to attend and was replaced by the Prime Minister, Hon 
Malcolm Turnbull MP, as the main speaker for the evening  
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Attachment B: Love Organic communique 
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Attachment C: One page brochure promoting the project 
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Attachment D: Brochure for the first market visit program 
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Attachment E:   Report on the Organic Food Market Visit 
 

Need to add here (for some reason I can’t copy from the PDF version saved in the folder) 
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Attachment F 



 

Organic Industries of Australia  Page 63 

 



Page 64 Export Market Access Project 

 



 

Organic Industries of Australia  Page 65 

 



Page 66 Export Market Access Project 

 



 

Organic Industries of Australia  Page 67 

 



Page 68 Export Market Access Project 

 



 

Organic Industries of Australia  Page 69 

  



Page 70 Export Market Access Project 

 


	Preface
	About this project
	Definition of organics
	Project sponsors
	Methodology
	Project team

	Contents
	Progress report
	Context
	Main components of the project
	Progress against the main components of the project
	1. Building a peak body capability
	Designing a roadmap for improved representation
	Love Organic Symposium
	Implementing an interim peak body for the organic industry
	Issues around the legal entity
	Restructure as a company
	Effective communications with the organic industry
	Communication channels
	AOIWG workshops
	Regional consultation workshops

	Effective industry representation to governments and with stakeholders
	Submission to the organic export orders review
	Seed biosecurity review


	2. Develop a practical industry market access program
	3. Develop a 5-year Australian Organic Industry Export Strategy
	4. Develop improved export data
	5. Industry engagement
	6.  Implementation plan for the Australian Organics Industry Exports Strategy


	Chapter 1: Market knowledge
	Introduction
	Progress on market knowledge components
	Designing an analytical platform for repeatable export market assessments for commodities
	Table X:  Example of the hierarchy of categories

	Selecting one commodity and agree with industry on parameters for the assessment
	A global scan of one commodity leveraging Euromonitor data
	Undertaking additional global scans conditional on industry funding of commodities
	Evaluating the value of the process and refine the system as needed
	Embedding the developed capacity in the new peak body


	Overview
	Chapter 2: Market readiness
	Introduction
	Progress on market readiness components
	Designing an analytical platform for repeatable market readiness assessment
	Market landscape analysis for each commodity conditional on industry funding
	Market access analysis for each country market of interest
	Export readiness assessment of the relevant sector
	Organic Market Visit Program

	Evaluate the value of the process and refine the system as needed
	Embed the developed capacity in the new peak body


	Overview
	Box 1: Summary of market landscape analysis for Hong Kong
	Hong Kong Organic Packaged Food Market
	Market Size - Value:
	Forecasted Sales Figures:
	Key trends and drivers in Organic Packaged Food
	Organic Packaged Food Trends:
	Company Shares of Market Within the Category:
	Brand Shares Within Category:
	Channel Overview—Grocery Retailers
	Channel Forecast
	Box 2: Summary of Market access analysis for Hong Kong
	Opportunities and Challenges In Hong Kong
	Road Map To Hong Kong’s Market
	Strategic Positioning of Major Market Players
	Key Market Access Considerations
	Chapter 3: Market guide
	Introduction
	Progress on market guide components
	Undertake a review of export market lessons learned for organic beef and wine
	Review export market strategies in other sectors to identify innovation and success factors
	Industry workshop on export marketing guide
	Design a pilot program that promotes and differentiates one organic product
	Undertake additional projects conditional on industry funding of commodities
	Industry summit to present the export guide


	Overview
	Chapter 4: Export strategy
	Lessons learned from other industries
	Meat & Livestock Australia
	The Global markets strategy
	Market knowledge
	Market access
	Marketing and promotion
	Livestock exports

	The CoMarketing Program
	Market understanding
	Market readiness
	Understanding market specifications
	Understanding selling options
	Breeding and selecting livestock for target markets
	Supplying markets
	Understanding marke programs


	Vegetable Industry Export Market Development Strategy 2020
	Where are we now?
	Where do we want to be?
	The opportunity




	Overview
	Chapter 5: Export regulations
	Regulation of organic products
	Export regulations
	Review of export regulations
	Standards and integrity

	Labelling and the National Organic Mark

	Overview
	Chapter 6: Improving organic industry export data
	Overview
	Chapter 7: Industry engagement
	Overview
	Chapter 8: Implementation plan
	Overview
	Chapter 9: Project evaluation
	Overview
	Attachment A : Love Organic program
	Attachment B : Love Organic communique
	Attachment C : One page brochure promoting the project
	Attachment D : Brochure for the first market visit program
	Attachment E :   Report on the Organic Food Market Visit
	Attachment F

