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Project details 
 
Project Name: Infocado Information Extension Project 
 
Project Number:  AV07010 
 
Date:   May 2008 
 
Project Purpose: The purpose of this project was to support the continued 

improvement of the Infocado crop flow system across the 
Australian avocado industry. Infocado is a web-based data 
collection system that allows volume data to be collected from 
individual businesses and aggregated in reports suitable for 
use by these businesses and industry. A high level of 
participation across the industry is imperative for the 
generated information to be of value.   

 
Project Leader: Antony Allen 

Avocados Australia Ltd 
PO Box 8005, Woolloongabba QLD 4102 
P: 07 3846 6566    F: 07 346 6577        
E: ceo@avocado.org.au  
 

 
 
Funding: This project was funded using avocado grower levies which 

were matched by the Commonwealth Government through 
Horticulture Australia Limited  

 
 
 
 
 
 
 
                                    

                                       
 

DISCLAIMER 
Any recommendations contained in this publication do not necessarily represent current Avocados Australia Limited or 
HAL policy. No person should act on the basis of the contents of this publication, whether as to matters of fact or opinion 
or other content, without first obtaining specific, independent professional advice in respect of the matters set out in this 
publication. 
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In September 2005, Avocados Australia began the process of rolling out its crop flow 
system, Infocado, to the Australian avocado industry. This internet based product which 
allows the collection and reporting of historical and anticipated volumes of avocados 
entering the Australian and export markets was developed to collect more meaningful and 
timely industry data to assist businesses with better information on which to base their 
management and marketing decisions.  

The information generated from Infocado is also important for the industry as it will allow 
industry to determine the impact of an event, for example, adverse weather, on the 
industry’s production level and better plan industry promotions.  

In July 2006, the inaugural Infocado Summit was held in Brisbane, Queensland.  This was 
one of the key initiatives in the initial Infocado rollout process and consisted of a one day 
workshop. In all 50 Australian packhouses, grower packers and consolidators attended, as 
well as representatives from the New Zealand industry. International speakers from the 
USA and New Zealand discussed how information was collected and used to benefit their 
industries.  

The 2006 Summit was hailed as a resounding success.  It provided the opportunity for the 
participants to discuss a range of issues including the need for better information to 
underpin decisions to address business challenges and opportunities and how Infocado 
may support this process and provided a list of recommendations for further improvement 
and development of the Infocado system. 

Of those recommendations, one was that a similar event should be held on a biennial 
basis.  This report documents the content of the second Infocado Summit, held in Sydney, 
New South Wales in April 2008 and the outcomes and key messages developed as a 
result of the 2008 event. 

The second Infocado Summit was held at Coogee Beach in Sydney.  In all 80 Australian 
packhouses, grower packers, consolidators and wholesalers attended.  As well as 
providing the opportunity and forum to discuss the Infocado system specifically, it also 
provided the opportunity to present and discuss issues and new ideas relevant to 
packhouses, marketers and wholesalers as a specific segment of the Australian avocado 
industry.  Guest presenters included Professor David Hughes (expert and businessman 
from the UK discussing consumer segmentation), Michael Batycki from Woolworths and 
Richard De Vos (consultant conducting a strategic analysis of the opportunities for 
avocados in the food service sector).   A number of key messages were relayed by these 
presenters.  Opportunities were presented in terms of increasing consumer demand by 
delivering specialized products to different segments of the market, further developing the 
food service sector through a strategic and coordinated approach and ensuring continued 
growth of Australian avocado demand by delivering a premium quality local product. 

In relation to the Infocado system specifically, a range of recommendations were made to 
ensure the on-going success of the system. This included the inclusion of a 
comprehensive weekly retail price report in future Infocado reports, implementation of a 
wholesale module to report on retail sales and stock on hand,  monitor of the accuracy of 
forecasting data entered into Infocado with the aim of improving individuals abilities to 
accurately forecast production, inclusion of further analysis in industry reports and a 
continual focus on updating reports and formats where necessary to keep up with the 
needs of contributors to the system. 

 Media Summary
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I would like to welcome everybody to the second Infocado Summit.  An especially warm 
welcome to Professor David Hughes, who joins us from the UK, Michael Batycki, senior 
manager, fresh produce, Woolworths and our sponsor representatives George 
Ganzenmuller, National Development Manager, Amcor. 
 
To set the scene for the next day and a half I will reiterate the main principles of the 
Infocado System.  Infocado is an effective means of capturing data about the production of 
avocados in Australia, and the marketing of avocados in Australia and overseas. 
 
The song row row row your boat demonstrates the two principles underpinning Infocado: 
 
“Row row row your boat 
Gently down the stream 
Merrily merrily merrily merrily 
Life is but a dream” 
 
The first Infocado principle requires that we must all row together. 
If the right hand of a single skull rower does not cooperate with the left hand, the skull will 
go round in circles and not move forward. 
 
In the Athens Olympic Games, the Australian women’s rowing team was favoured to win 
its event.  A member of that team was sally Robbins.  Near the finish line (and yes they 
were in front) Sally unexpectedly and for no apparent reason, just stopped rowing.  Te 
team lost the event and the sad memory and recriminations still live on – four years later.   
 
The second Infocado principle is about willingly and merrily collaborating together. It takes 
long and continuous effort to achieve a desired outcome.  I believe that the Infocado 
system provides the necessary platform to achieve many of the collaborative goals of the 
avocado industry. 
 
Since 2005, we have made an excellent start and the information we have received from 
you, the contributors, and augers well for the continued growth of the system.  It will 
continue to provide meaningful data to achieve that I call “Intelligent Market Advantage”. 
 
I am well aware of the many challenges facing our industry – right across the supply chain 
from grower to end seller.  The infocado system is one way of ensuring that you receive 
appropriate information, so you can adjust your marketing strategies to maximize your 
performance in the market place.  
 
So let’s make sure that the Infocado rowing team continues to row effectively and merrily 
together, for the good of the whole avocado industry. 
 
Once again, I would like to thank our Amcor sponsor for tonight’s dinner. 
  
Regards 
Henry Kwaczynski 
Chair of Avocados Australia 

 Chairman’s message
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There were several aims that Avocados Australia wished to achieve from the Infocado 
Summit. These include: 

 Increasing the industry’s understanding of both the challenges and the 
opportunities facing packhouses, grower-packers and marketers over the next 
decade. 

 Improving informal communication and providing networking opportunities between 
the packhouses and grower- packers. 

 Informing Infocado users and potential users of the benefits of supporting an 
industry data collection system such as Infocado.  

 Keeping Infocado users up to date with how other countries manage their industry 
data and the benefits they realise from their systems. 

 Keeping Infocado users up to date with other world trends affecting both supply 
and demand. 

 Developing an understanding of the information requirements of packhouse 
managers and grower-packers to align development of the system with industry 
need 

 Understanding, from the users’ perspective, the limitations and opportunities for 
development of the current system and providing a forum to address how these 
limitations may be overcome and opportunities exploited. 

 

 

 

 
Customer Segmentation 
The following is a summary of the presentation given by Prof David Hughes.  

Mega trends affecting the future of the industry 
• 90% of fruit and vegetables go through supermarkets in UK compared with about 

50% in Australia 
• Population size and growth rate: Australia currently has an estimated population of 

21.3 million people with a population growth rate of 1.1% per annum. 
• Household size and structure – households getting smaller  - The number of one-

person households has grown largely as a result of the ageing of the population. 
While a combination of ageing, increased childlessness among couples and an 
increase in the number of one-parent families have contributed to the increase in 
the number of two-person households. 

• Age structure 

 Why hold a Summit
  

 Key learnings from guest speakers
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Australian Age Structure
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• Education – people in general are staying in education longer and therefore have 

more sophisticated understanding of health needs, environmental impacts etc. 
• Ethnicity – 75% of population increase is from migration.   
 

Immigration by country of origin
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• Income level and distribution – increasing costs of living – tightening of the 

economy will have an impact on the way people buy.  Top 3 money savings 
strategies in Australia – cutting back on takeaways, entertainment and clothes 

• Beauty foods – people pay for beauty 
• Increasingly reasons like environmental issues, ethical production and distribution 

and organics (food safety) are becoming reasons for paying more for particular 
foods 

 

Keeping these trends in mind it is crucial to determine who your customers are, splitting 
them into distinct segments based on drivers that determine their purchasing choices.  
Need to measure what proportion of the population fit into each of these segments.   

In the UK, Tesco uses DunnHumby data (which is the data gathered from their shopper 
card analysed by a third party, DunnHumby).  This data provides detailed information 
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about what consumers buy, when and in what quantities.  They know that 21% of their 
customers are convenience shoppers, 16% finer foods shoppers, 25% mainstream, 10% 
healthy, 11% traditional, 17% price sensitive.  Based on this data they have developed and 
marketed specific lines of products to satisfy each of these segments.   Relevant data is 
also available to category managers (at a price) in order for them to better target product 
lines. 

Some limited Australian data is available through AC Nielsen but not to anywhere near the 
same level of detail as Tescos.  AC Nielsen data shows that 21% of Australian consumers 
are house proud, 9% are trendsetters, 10% old fashioned, 22% just feed me, 10% 
entertainer, 11% take it away and 17% zappit. 

For more information see Appendix 1: Speakers Presentations 

 

Food Service 
The following is a summary of the presentation given by Catherine Mitchell, Spotless Food 
Services. 

• estimated value of spotless business in Australia - $800m 
• Spotless have locations in corporate head offices, regional manufacturing, heavy 

industry, financial/insurance sector, education.  There is still resistence from 
companies such as large law firms against bringing catering companies in – they 
prefer their own personal chefs. 

• Avocados are used by the company as a standard sandwich ingredient (made to 
order, pre made, functions), standard salad ingredient (packaged, salad bar, buffet) 
and accompaniments (salsa, guacamole) as well as in  hot food (burgers, wraps, 
filo). 

• Spotless spend on fruit and vegetables is $20m pa including 56 fruit and vegetable 
suppliers nationally.  Supplier contracts are state or regionally based. 

• Spotless already work in conjunction with Mushroom growers, Australian Pork Ltd 
and MLA in areas such as promotions, apprentice support, development and 
distribution of marketing materials, recipes, competitions etc.  

• In order to increase use of avoados in food service there needs to be 
collaborations to provide more information on how to use avocados (provide 
recipes, cost versus return information, cooking demonstrations with avocados), 
information on why to use avocados (provide health education, information on 
cost/yield ratio), work to increase promotional support ie. Media coverage, 
competitions etc. 

• There is potential to market composite grades to Spotless but currently they 
purchase to one spec for all formats. 

 

For more information see Appendix 1: speaker’s presentation. 

 

The following is a summary of the presentation given by Richard De Vos. 

• There is strong growth in the food service sector because of trends regarding 
family size and household structure, requirement for convenience, demand for 
choice and the aging population (nursing homes etc.). 

• However with current economic squeeze this may plateau in the short to medium 
term (top 3 money saving strategies in Australia cutting back on takeaways, clothes 
and entertainment). 
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• Food Service uses 25-30% of all fruit and vegetables sold and around 40% of total 
food and bev $ spend. 

• Primary target is the fruit and vegetable purchaser/meal planner (not the consumer 
or meal purchaser). 

• Wholesale agent role is critical because food service need fruit ready to use. 
• Aim is to break out of ‘seasonal’ mindset, create unique and attractive positioning 

become more than a garnish. 
• Activities required include: advertising and advertorial, sponsorship, recipe 

development & promotion, education and information, competitions, food media 
linkages, cross promotion, funds for targeted program. 

 
For more information see Appendix 1: speaker’s presentation. 
 

Woolworths 
The following is a summary of the presentation given by Mr Michael Batycki. 
 

• Woolworths has 175,000 team members 
• The retail industry is made up of 9,000 retail outlets in australia (1,772 full service 

supermarkets, 2,799 independent supermarkets, 1,950 convenience markets, 
2,580 specialty f&v retailers) 

• Woolworths has approximately 500 produce suppliers from across australia 
• Promotions programs for fresh fruit and vegetables – fresh food kids, in store 

demonstrations, woolworths brochures 
• Utilising Australian Grown opportunities – specifically Australian Grown Logo.   
• Opportunities for Avocados (develop promotional activity to support, ensure 

product quality is maintained, maintain competitive pricing position) 
• Joint objective and challenge is to ensure that the Australian grown offer is superior 

to anything that can be offered from international sources. 
• Woolworths promotes “buy local to sell nationally”. 
• Coming up is consumer led ranging – (coffee cluster legend) clusters of stores will 

stock different ranges of products based on consumer shopping behaviour.  All 
stores will include all key “must have products” but each store will have a further 
range of products which is best suited to their customer shopping preferences. 

• Sustainability Strategy – major commitments and targets 
o 40%reduction in carbon emissions on projected growth levels by 2015, 

maintaining 2006 levels. 
o 200 million litres of water to be saved each year through waterwise project. 
o 3.4 million reusable crates to replace single use waxed boxes. 
o 25% reductionin carbon emissions per carton delivered by woolworths 

owned trucks by 2012. 
• Opportunities they see for the avocado category 

o Variety development (hass, shepard, reed) – plan by region and season. 
o Promotional activity linked to seasonal/variety planner (include associated 

products and versatility of avocados). 
o Ripe and ready program (to build consumer cofidence) 
o Packaging (rpc’s). 
o Season expansion of Australian crop (define opportunity ie time and 

volume). 
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Professor David Hughes (UK, US and Canada) – David is: a non-Executive Director of 
KGG Limited, a farmer-owned and Europe’s largest fresh berry business (turnover 
US$260 million in 2006); and co-owner and Director of a small property development 
business in Canada. He is a frequent keynote speaker at major national and international 
food industry seminars and conferences around the globe. He works closely with food 
industry firms on the development of marketing strategies, building partnerships in the food 
industry, and with governments on food policy formulation. He is a proponent of building 
strong vertical alliances – partnerships – in the food industry; between consumers and 
agribusiness, the farm sector, manufacturers, food service and retail. He has many 
articles/chapters published in notable national and international journals and books, he is a 
Visiting Professor at the University of Kent Business School and a Visiting Professor at the 
Royal Agricultural College, Cirencester, U.K. www.professordavidhughes.com 

 Summit program 
  

 About the speakers
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Mr Michael Batycki (Sydney) – Michael is Senior Business Manager Fresh Produce. 
Woolworths Limited. He has been a member of the Woolworths team for 32 years and has 
experience in Retail Operations, with 24 years within the Fresh Produce department. 
Michael has relocated a number of times and as such has worked with Woolworths in 
Victoria, Western Australia and NSW and has travelled to almost all growing regions in 
Australia. His current role involves the leadership of Buying and Marketing activities for the 
Fresh Produce Department in Woolworths Supermarkets. Woolworths operates seven 
buying teams across the Australia. These teams are led by a central team based in 
Sydney and together they are responsible for the supply of fresh produce daily to 
Woolworths 780 supermarkets via nine Regional Distribution Centres located strategically 
across Australia.  He is also a member of the Retail Board of the US Produce Marketing 
Association (PMA), a member of the PMA Australia / New Zealand Country Council and a 
member of the current Horticulture Industry 'Future Focus' Strategic Plan review group. 
 
Mr Richard de Vos (Sydney) – Richard is a planning, development and marketing 
consultant based in Sydney. His current clients include Avocados Australia, Horticulture 
Australia Ltd, Australian Mushroom Growers Association, HortResearch NZ and Irrigation 
Australia. Until late 2005 he was for 4 years, CEO of Nursery and Garden Industry 
Australia, the peak industry body for Australia’s dynamic $5 billion garden industry. In that 
role he oversaw nationally coordinated marketing programs; innovative training packages; 
business and personal accreditation schemes and overall industry development activities. 
He was responsible for the industry’s liaison with governments, State and Federal as well 
as the management of industry response to critical environmental issues such as garden 
water use and invasive species (ie weeds); and various gardening and health related 
concerns. 
 
Before his role with the nursery & garden industry, Richard was Principal of a strategic 
planning and marketing consultancy. The group specialized in strategic planning and 
consumer and other research for agriculture and horticulture industries, charities and 
associations. Prior to that Richard was CEO of Milk Marketing Ltd, an industry-owned 
corporation responsible for the development, launch and outstanding success of milk 
products such as Moove, Shape and Lite White as well as generic milk promotion, PR and 
issues Management. 
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Business Name First Name Surname State 
Avocados Australia Antony Allen  QLD 
Avocados Australia Henry Kwaczynski  QLD 
Avocados Australia Anna Allen  QLD 
Avocados Australia Tom Silver  NSW 
HF & JE Kwaczynski Jocelyn Kwaczynski QLD 
HAL David Chenu NSW 
Advance Packing & Mkting Services Dean French WA 
Advance Packing & Mkting Services Mhairi Donaldson WA 
Advance Packing & Mkting Services Jennie Franceschi WA 
Advance Packing & Mkting Services Tracey Hutcheson WA 
Avocado Ridge   Lois Carney QLD 
Avocado Ridge & Superpak Jim Carney QLD 
Balmoral Orchard Michael Flynn QLD  
Balmoral Orchard Patricia Mair QLD  
Balmoral Orchard Bill Mair QLD 
Coastal Avocados David Nelson NSW 
Coastal Avocados Chris Nelson NSW 
Coastal Avocados Sue Nelson NSW 
Delroy Orchards  Jon Simpson WA 
Delroy Orchards  Russell Delroy WA 
Donovan Avocados Lachlan Donovan QLD 
Donovan Avocados Annaleise Donovan QLD 
GB & VA Clark Terry Clark QLD 
Googa Farms Roger Steinhell QLD 
Googa Farms Anthony Beutel QLD 
Googa Farms Nick  Miall QLD 
I & A Tolson Ian Tolson NSW 
I & A Tolson Alison Tolson NSW 
Mountain Fresh  Beverley McCulloch QLD 
Mountain Fresh  Desmond McCulloch QLD 
Mt Binga Orchards Eric Erbacher QLD 
Mt Binga Orchards Carol Erbacher QLD 
Natures Fruit Company Cormac teKloot QLD 
Natures Fruit Company Andrew McKillop QLD 
Simpson Farms John Walsh QLD 
Sunfresh Tom French QLD 
Sunfresh Paul Moriarty QLD  
Sunnyspot Packhouse Pty Ltd Daryl Boardman QLD 
Tenterfield Fruit Packers P/L Frank Moore NSW 
Theart Farming Pty Ltd Etienne Theart QLD  
Tinaroo Falls Avocado Trust Jim Kochi QLD 
Touchwood Farming Judy Veal QLD 
Touchwood Farming Andy Veal QLD  
Imperial College London Prof David Hughes Wales, UK 
    

 Attending delegates
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Business Name First Name Surname State 
Richard de Vos Richard de Vos NSW 
Woolworths Limited Michael  Batycki  NSW 
Woolworths Limited John Grove NSW 
Avocados Australia John Leonardi QLD 
Avocados Australia Maree Tyrrell QLD 
Avocados Australia Joanna Embry QLD 
p2p Business Solutions Andrea Ferris QLD 
p2p Business Solutions Chris Brown QLD 
p2p Business Solutions Jenny Margetts QLD 
CSIRO Dimitrios Zabaras NSW 
Food Circus Yianni Vachnas NSW 
Amcor George  Ganzenmuller VIC 
Amcor Gavin Holmes VIC 
Amcor Vince Azzopardi VIC 
Sydney Markets Limited John Pearson NSW 
Sydney Markets Limited Brad Latham NSW 
Sydney Markets Limited Gerry Daras NSW 
Allcrops Pty Ltd Nicholas Martelli NSW 
Allcrops Pty Ltd Joseph  Erbeni NSW 
Allcrops Pty Ltd Maurice Capo NSW 
Barkers Melbourne Wayne Kleeman VIC 
Col Johnson & Co Bruno Barbara NSW 
CostaExchange Jon Gleeson VIC 
Drive Inn Fruit Supply Phillip Bugeja NSW 
Exotic Fruit Traders  Joe Costa NSW 
LaManna Group Craig Hunter QLD 
LaManna Group Matt Oliver SA 
LaManna Group Shane  Quinn QLD  
LaManna Group Tony Walsh QLD 
LaManna Group Tony Schirripa SA 
Moraitis Wholesale NSW  Michael Maestri NSW 
Moraitis Wholesale NSW  Damien Taranto NSW 
Murray Bros Gary Poole QLD 
One Harvest Sarah Faris QLD 
One Harvest Renee Hutchinson QLD 
Premier Fruits Peter Power QLD 
Premier Fruits Michael Petroro QLD 

 



 14

 

Key messages 
 Packhouses and marketers need to determine exactly who their customers are and 

what drives their purchasing decisions and then target specific market segments 
with products produced specifically for that segment. 

 The Australian horticulture industry in general needs better tools for collecting 
information about consumers eg. DunnHumby data used by Tesco in UK 

 There are opportunities for packhouses and marketers within the food service 
sector but a strategic and coordinated approach is required to take advantage of 
those opportunities. 

 Expansion of Infocado to include wholesalers will further expand the usefulness of 
the system, providing more detailed information about how much fruit is on the 
retail floor and how much stock is on hand at any one time. 

 Complete confidentiality and security of individual businesses data is central to the 
operation of the infocado system. 

 Infocado reports are being updated continually in line with the requirements of 
contributors to ensure that the system is utilized to its utmost capacity in providing 
useful information. 

 Only contributors to Infocado have access to Infocado reports.  When wholesalers 
come on to the system only contributing wholesalers will have access to the 
system and the subsequent reports.  Technology of today allows us to track where 
whether emails are forwarded. 

 Currently, some data regarding long term forecasts is published in the Avocados 
Australia quarterly magazine that goes to all growers and other stakeholders within 
the industry. 

 Currently infocado accounts for 85% of Australian avocados going through 
packhouses.  This is the level of input we will be aiming for with the wholesale 
module. 

 Providing a high quality product is crucial in further developing the avocado sector.  
There are currently still quality issues within the industry including both internal 
damage and immature fruit making its way onto the market. 

 

 

Key outcomes 
Avocados Australia has been charged with: 

 Including weekly retail price points in the Infocado reports. A trial was conducted 
last year but only limited price data was then available. The system proposed to be 
implemented in July is a much more comprehensive program. 

 Implementing a wholesale module (including retail report and stock on hand) – this 
should be in place by August 2008. 

 Key messages and outcomes
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 Monitoring the accuracy of forecasting data being entered into Infocado and 
identifying packers that may need assistance to improve their forecasting systems. 

 Including more commentary on the Infocado reports eg. Weather and public 
holiday implications for specific markets 

 Sending out a number of options for current and proposed charts, reflecting some 
requests at the meeting including a week by week comparison of dispatches this 
year vs dispatches last year and possible changes to the format of the “dispatch by 
destination state” chart.  Changes will be included in future reports if ratified by the 
majority of contributors. 
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Presentations given at the Summit included:  

 Customer segmentation and how it can build sales - Prof David Hughes  

 What happens in other parts of the avocado world with data collection: 

a) Europe and US update - Mr Antony Allen – CEO Avocados Australia 

b)  Australia – Ms Joanna Embry – Program Manager Avocados Australia 

 Infocado – where to from here 
Ms Joanna Embry – Avocados Australia 

 The Woolworths perspective (not available for publishing) 
Mr Michael Batycki – Senior Business Manager Fresh Produce – Woolworths Ltd  

 Avocados in Food Service 
Mr Richard de Vos – getting the attack targeted effectively, the update on the first 
step. 
 

 Industry Update 
Ms Joanna Embry Avocados Australia 
 
 
 

 
 

 Appendix 1: speaker’s presentations
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