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Summary

The Australian olive industry comprises around 900 growers, with the majority of growers operating boutique businesses
and only approximately 21 growers operating on a large scale.

In July 2017 Cox Inall commenced working with Hort Innovation and the Australian Olive Association (AOA) to deliver a
communications program that focuses on communicating R&D results and resources to olive levy payers and other
industry stakeholders. The communications program is the first of its kind for the industry, with all outputs developed
and implemented by Cox Inall in collaboration with Hort Innovation and Australian Olive Association (AOA).

The focus of the program was to effectively communicate levy-funded R&D information and outcomes using relevant
channels to increase industry awareness of levy investment activities and stimulate adoption of R&D research to
promote to a more profitable and productive industry.

The primary audience for the communications program is olive levy payers followed by wider value chain members.

The program delivered a number of communications outputs, including an industry needs analysis which involved
surveying a variety of large and boutique growers and other supply chain representatives to help identify current
adoption patterns for R&D, discuss potential investment areas and highlight communication channel preferences for the
industry. This information was used to guide the development of the communications strategy, which was drafted and
provided to the Olive SIAP meeting in December 2017 and subsequently finalised by Cox Inall.

Other outputs include a monthly Grove Innovation enewsletter, comprising between 4-6 short stories containing updates
on levy investments covering a range of current and completed projects, as well as a variety of other levy and Hort
Innovation related resources. The articles include consistent key messages to give levy payers a greater
understanding of the role of Hort Innovation.

Another key output from the olive communication program has been the quarterly R&D Insights publication that
have been published in the Olivegrower and Processor Magazine. The magazine is owned by AOA and has
approximately 1300 readers. The insert includes content relating to past and complete project findings and
resources, as well as other related industry news.

As part of the communications program Cox Inall filmed and edited a video case study of Victorian-based olive
enterprise Saluté Oliva. Run by Peter and Marlies Eicher, Saluté Oliva supplies a variety of Melbourne
restaurants and gourmet businesses with their table olives and EVOO. They also sell online through

their website. The case study importantly provided a number of practical lessons for growers.

Monthly Work-In-Progress teleconference meetings were held between AOA, Hort Innovation and Cox Inall to review
communication outputs and guide the future direction of the program.

Cox Inall has been instrumental developing and implementing a comprehensive communications program over the
past 14 months that ensures growers have access to clear, concise and easy to understand information on olive
levy investment.

Cox Inall has made a concerted effort to not only develop content on the various strategic investments happening
under the Hort Innovation Olive Fund and wider Hort Frontier initiatives, but also on the strategic levy investment
process and the related resources found on the Olive Fund page, with the aim of increasing grower understanding
of the role of Hort Innovation.
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Introduction

Cox Inall commenced work on OL16006, Olive Industry Communications Program in July 2017 for an initial 12-month
contract. This was extended by two months to conclude in September 2018.

There was no formal communications plan for the industry in place prior to the commencement of this program.

Working closely with Hort Innovation and the Australian Olive Association, Cox Inall set about implementing a
comprehensive communications strategy that provided olive levy payers, and the wider value chain with easy to
understand and practical information about the R&D investments in place as well as the role of Hort Innovation.

Using two key communications outputs, a monthly enewsletter and quarterly insert into Olivegrower and Processor
magazine, Cox Inall developed content for distribution highlighting the progress of levy funded projects and the wider
Hort Frontiers initiative.

Methodology

In July 2017, Cox Inall began working with Hort Innovation and the Australian Olive Association to deliver project
0L16006, the Olive Industry Communications Program.

There was no formal communications plan for the industry in place prior to the commencement of this program. As
such, Cox Inall recognised the need to provide clear, concise and easy to understand information to growers and
processors about R&D investments was paramount.

The first step was to conduct an industry needs analysis, which involved surveying a variety of large and boutique
growers and other supply chain representatives to help identify current adoption patterns for R&D, discuss
potential investment areas and highlight communication channel preferences for the industry. Phone surveys were
conducted with list of industry representatives supplied by AOA. An online survey through SurveyMonkey was also
made available for other olive levy payers to participate and give feedback.

This information was used to guide the development of the communications strategy for the Australian olive
industry that primarily focused on using new and existing channels to communicate the outcomes of R&D
investments to levy payers and other industry stakeholders.

The strategy outlines the previous communications activities as well as the key issues and priority areas for
communications moving forward. It also provides details of the outputs being developed, channels being used,
timing and how the outputs are being evaluated. The strategy was presented to the Olive SIAP meeting held on 13
December 2017 and was subsequently finalised.

Following the development of the communications strategy, a communications foundation was established early
on that covered a number of ‘back to basics’ articles about the olive levy, including how it is invested, the advisory
process and the role of Hort Innovation. This information focused on helping growers to develop an understanding
of not just the levy collection process, but also how levy money is being strategically invested into agreed industry
priority areas to ensure the long-term sustainability and profitability of the olive industry.

Once the foundation was set and the communications channels cemented, the outputs explored the progress and
outcomes of the R&D project in place under the Olive Fund and wider Hort Frontiers initiative.

Communication outputs guided by the strategy included a combination of monthly enewsletters, containing 4-5
short stories highlighting R&D project progress distributed to olive levy payers by AOA, an 8-page R&D Insights
insert into the hardcopy quarterly Olivegrower and Processor magazine containing more in-depth articles and case
studies, and a video case study showing R&D in action.

Monthly work in progress teleconferences with Cox Inall, Hort Innovation and AOA were held to discuss projects
and communication outputs, ensuring all outputs were timely, targeted and to a high standard.
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Outputs

During the course of the Olive industry communications program Cox Inall has produced the following outputs:

Communication output Description Date
Industry needs analysis This phone and online survey identify current October
and survey adoption patterns for R&D, discuss potential 2017

investment areas and highlight communication
channel preferences for the industry.

Communications
strategy

Cox Inall developed a communications strategy for the
Australian olive industry that primarily focuses on
using new and existing channels to communicate the
outcomes of R&D investments to levy payers and
other industry stakeholders.

The strategy outlines the previous communications
activities as well as the key issues and priority areas for
communications moving forward. It also provides
details of the outputs being developed, channels being
used, timing and how the outputs are being evaluated.

Presented to SIAP in
December 2017 and
finalised in March 2018

Monthly enewsletter,
Grove Innovation

The newsletter contains stories on topics of interest
to levy payers, such as the latest R&D research
findings, industry news and upcoming events or
professional development opportunities.

2017: Sept, Oct, Nov and
Dec

2018: Jan, Feb, Mar, Apr,
May, June, July, Aug and
Sept

Quarterly R&D Insights
insert into Olivegrower
and Processor Magazine

The eight-page printed insert contains
content relating to R&D results and
resources, as well as other related
industry news and upcoming professional
development opportunities or events.

2017: Sept, Dec

2018: Mar, June, Sept

Production of one video
case study of Salute
Oliva

https://olivebiz.com.au/salute-oliva-

watch-the-video/

May 2018

National Olive Industry
Conference & Trade
Exhibition

Cox Inall attended and presented at the National
Olive Industry Conference & Trade Exhibition as it
provided an opportunity to meet with growers and
processors and build rapport with industry
stakeholders and understand relevant industry
issues.

Adelaide, October 2017

Work in Progress
Meetings

Teleconferences with Cox Inall, AOA and
Hort Innovation to review program
progress and upcoming outputs

Monthly
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Outcomes

Through this project, 0L16006 the Olive Industry Communications Program, the foundations have been developed
to ensure that growers have access to clear, concise and easy to understand information on olive levy investment,
through the monthly e-newsletter Grove Innovation and the hardcopy eight-page R&D Insights insert in the
industry’s Olivegrower & Processor magazine. In addition, one case study video was produced and uploaded to the
Olivebiz website.

Cox Inall has made a concerted effort to not only develop content on the various strategic investments happening
under the Hort Innovation Olive Fund and wider Hort Frontier initiatives, but also on the strategic levy investment
process and the related resources found on the Olive Fund page, with the aim of increasing grower understanding
of the role of Hort Innovation.

The overarching outcome of OL16006 Olive Industry Communications Program has been a well-established,
regular communication with levy payers and the wider value chain about the investment in R&D.

The Program has also laid solid foundations for the next stage of the communications program OL18000 Australian
Olive Industry Communications and Extension Program post September 2018, with growers familiar with the
outputs, the role of Hort Innovation and the R&D program underway using levy funds.

Monitoring and evaluation

The two key deliverables from OL16006, Olive Industry Communications Program have been the monthly enewsletter
Grove Innovation and the R&D Insights insert into the Olivegrower and Processor magazine.

Monthly enewsletters were delivered in September, October, November and December in 2017, and January, February,
March, April, May, June, July, August and September in 2018.

Key analytics for the monthly enewsletters in 2018 are as follows:

April May June July August
Open rate 31.60% 34.70% | 33.90% | 31.70% | 30.10%
Click rate 9.60% 6.20% | 19.50% 9.60% | 10.30%
Sent 2480 2476 2462 2452 2443
Successful deliveries 2382 2378 2362 2339 2325
Opened 753 825 800 742 700
Total click throughs (unique) 100 60 216 89 98

The open rate for Grove Innovation is consistently above 30%, more than 10% higher than the average open rate for
the public relations industry of around 19%. The click rate has fluctuated but is well above the industry average for
public relations of 1.4%. This shows good engagement of subscribers with the output and the content.

For the R&D Insights quarterly insert into the Olivegrower and Processor magazine Insert —September and December
in 2017 and March, June and September 2018, the reach is an official readership of approximately 1300, plus
extended reach where the magazine may be read by multiple people within the one household or business.
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Recommendations

It is recommended that the industry needs analysis and survey be repeated in the next communication phase, taking
advantage of the extension component of the new program OL18000. This will further gauge the success of the
communications program and provide an initial point to review the extension program in its first year, and in future
years.

The move to establish a Project Reference Group for the next phase of the communications program is a welcome
addition to provide further guidance and feedback on project direction. In addition, the advent of an extension
component will also provide further avenues for communication with olive levy payers and the wider value chain.

Refereed scientific publications
None

Intellectual property, commercialisation and confidentiality

No project IP, project outputs, commercialisation or confidentiality issues to report
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RE&DINSIGHTS

Back to basics

What is the olive levy?

The olive levy is payable on olives
that are produced in Australia and
either sold by the producer, or used
by the producer in the production of
other goods. The levy rate on olives
is $3.10 per tonne.

Agricultural levies are set by the
Australian Government at the request
of industry in order to collectively fund
R&D, biosecurity, residue testing and,
in some cases, marketing programs.

In 2015/16 total olive R&D levy
receipts were approximately
$332,000.

Who manages the olive levy?

The olive levy is collected by the
Department of Agriculture and Water
Resources, which is also responsible
for administration and disbursement
of levies on behalf of agricultural
industries.

The investment of R&D funds

($3 per tonne) is managed by Hort
Innovation, the not-for-profit, grower-
owned Research and Development
Corporation (RDC) for Australia’s
$9.5 billion horticulture industry.

Here, olive levy funds are invested
into industry-specific research
programs alongside financial
contributions from the Australian
Government.

Separately, Plant Health Australia
(PHA) manages certain plant health
programs on behalf of industry
(using a $0.10 per tonne component
of the levy).

How are R&D levy funds invested?

Firstly, olive growers and other
industry stakeholders are always
encouraged to submit ideas for
potential investment via Hort
Innovation’s Concept Proposal Form
at www.horticulture.com.au/concept-
proposal-form, providing a simple
summary of the aims and outcomes.

To help ensure R&D investment
decisions are balanced and prioritised
by the current needs of the industry,
Hort Innovation has established an
olive Strategic Investment Advisory
Panel (SIAP). The SIAP is skills-based
and comprises levy-paying growers,
processors and technical experts.
The make-up of the current SIAP

can be found on Hort Innovation’s

THE LATEST UPDATES ON R&D WITHIN THE OLIVE INDUSTRY | SEPTEMBER 2017

Welcome

R&D Insights is a new insert to
keep you up to date with the
latest levy-funded R&D projects
within the Australian olive

industry, which happen under
the Hort Innovation Olive Fund.
It will also include info on other

research and resources to help
the industry remain strong
and vibrant.

Olive Fund page at www.horticulture.
com.au/grower-focus/olive. It is the
role of the SIAP to provide advice on
potential investment opportunities,
always being guided by the industry’s
Strategic Investment Plan (read on for
more on this).

Project ideas are filtered and shaped
into full proposals by Hort Innovation
based on SIAP advice and to ensure
that they align with strategic priorities.
If a concept proposal is successful,

a Request for Proposal document is
drafted and Hort Innovation notifies
prospective service providers using

a limited or open procurement
process, depending on the project
requirements. Prospective service
providers then have a bid period in
which they can submit their response.
After the bid period has ended, Hort
Innovation convenes an evaluation
panel to review the responses and
then Hort Innovation works to contract
the service provider it approves to
undertake the work.

continued on pg2

Have your say!

To submit a project idea, visit:
www.horticulture.com.au/concept-proposal-form

Hort OLIVE

FUND

Innovation

Strategic levy investment
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http://horticulture.com.au/grower-focus/olive/
http://horticulture.com.au/grower-focus/olive/
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continued from pg1
Setting the strategic direction

The Olive Strategic Investment
Plan 2017-2021 (SIP) is an
investment roadmap for the Olive
Fund. It outlines the priorities for
R&D, helping to guide decisions
on projects to be funded by the
olive levy.

The SIP was developed in close
consultation with the olive industry,
and the SIAP is guided by the
priorities set out in the plan.

The full SIP document and an
at-a-glance summary document
can be downloaded from the Hort
Innovation Olive Fund page at
www.horticulture.com.au/grower-
focus/olive. Read more about the
strategic direction of the industry
in the next edition of Olivegrower
& Processor.

Growing a stronger industry

Hort Innovation has partnered
with leading service providers to

complete a range of R&D projects to

ensure the long-term sustainability

and profitability of the olive industry.

R&D projects have played an
important role in providing

improve management practices and
to bolster their businesses.

Recently completed projects:

Evaluation of key chemicals for
pest management in the olive
industry (OL13002)

Generation of residue data
for pesticide minor-use permit
applications in Olives 2014/15
(OL14006)

Review and development of olive
Industry Biosecurity Plan (IBP)
(OL14008)

Some of the current projects:

Australian olive oil code of
practice implementation
(OL13007)

Olive industry minor use program
(OL16000)

Generation of residue, efficacy
and crop safety data for pesticide
applications in horticulture crops
2017 (ST16006)

Australian olive industry
benchmarking program (OL16001)

Olive industry pre-harvest water
and oil quality testing (OL16005)

2 R&D INSIGHTS

To keep up to date with current
projects and completed project
findings, be sure to see Hort
Innovation’s quarterly Hortlink
publication, accessible from the
Olive Fund page, and the Olive
Fund page itself.

More information

To chat about olive industry R&D
investments, please contact Will
Gordon, the relationship manager for
the olive industry at Hort Innovation,
at will.gordon@horticulture.com.au
or on 0427 920 924

To submit a project idea, or for more
information, visit www.horticulture.
com.au/concept-proposal-form

Find out more about Hort Innovation,
the olive SIAP and olive investments
see www.horticulture.com.au/grower-
focus/olive

Areyou a
levy payer?

Keep an eye out for
the NEW monthly

R&D update
e-newsletter,
Grove Innovation

information and insights to Australian = QOlive oil food service program
growers and processors to help them (OL16004)

i
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Growers benefit from funding for chemical research

While the increasing uptake of
integrated pest management is
modifying the use of pesticides
across horticulture — including
within the olive industry — there
of course remains a need for
the strategic, effective use of
chemicals.

Pesticide companies submit use
patterns for registration to regulatory
body the Australian Pesticides and
Veterinary Medicines Authority
(APVMA), but because of its ‘minor
crop’ status the olive industry is
typically provided with limited
registrations. That is, with a small
market size, there are often not
adequate commercial returns for
the research and development
investment required by the
pesticides companies.

Enter minor use permits.

Through the industry’s Olive industry
minor use program (OL16000)

— a strategic levy project under

Hort Innovation’s Olive Fund — levy
funds and Australian Government
contributions are used to apply for
and renew minor use permits, which
provide the industry with access

to approved chemicals for specific
uses. This work is complemented by
research into new chemical controls
for pests and diseases.

Earlier this year, Hort Innovation was
successful in securing 26 grants
totally $1.2 million for chemical
access to facilitate research, through
the Australian Government’s

agriculture and veterinary chemicals
grant funding (Agvet).

For the olive industry, this latest
grant funding is supporting trials
to determine efficacy, residue and
crop safety for two chemicals and
their use in olives — Bayer Crop
Science Luna® Privilege fungicide
for anthracnose and Adama Trivor®
insecticide for olive lace bug

and scale.

This research is needed before
the new labels can be registered
for use in the industry, to satisfy
the requirements of registrant
companies and the APVMA.

Previous data-generation activities
under an earlier Agvet grant project
also mean there are trials currently
wrapping up and renewals pending
for permits for Clothianidin (Samurai
systemic insecticide) for olive lace
bug and Nufarm Aero to control
anthracnose, while levy-funded trials
are underway to look at efficacy,
residue and crop safety in the use
of Esfenvalerate (Sumi-Alpha Flex
insecticide) for olive lace bug.

Meanwhile, permits and renewals are
pending for minor use of Dimethoate
for olive lace bug, green vegetable
bug and rutherglenbug, as well as
for the use of Paraquat and Diquat
(Spray Seed) in olives for a range

of broadleaf and grass weeds.

The OL16000 project follows a
Strategic Agrichemical Review
Process (SARP) in 2014 that reviewed

current and future pest threats to the
olive industry and potential solutions,
which were mainly pesticides.

Through the SARP, Hort Innovation
and the olive industry identified
diseases, insect pests and weeds
of major concern and evaluated the
available registered or permitted
pesticides and non-pesticide
options for them, taking into account
integrated pest management,
resistance, residues, withholding
period, efficacy, trade, human safety
and environmental issues.

There is growing interest in the
Australian olive industry for
lower chemical use production
methods and achieving organic
and biodynamic certification,
with growers striving to utilise
innovative biological controls,
improved tree nutrition and other
non-chemical solutions.

A high priority for growers is the
development of strategies and
education materials on management
practices and plant nutrition.

All current minor use permits for the
industry are searchable at portal.
apvma.gov.au/permits. Permit
updates are also circulated in Hort
Innovation’s e-newsletter, Growing
Innovation, which levy-paying
members receive monthly. Sign up for
free here http://horticulture.com.au/
membership-application-form


http://horticulture.com.au/membership-application-form
http://horticulture.com.au/membership-application-form

Olive Industry Benchmarking 2017

The Australia Olive Industry is benchmarking performance in 2017! This new project is funded by
Hort Innovation using the olive levy so there is no cost to participants.

We are seeking businesses to register for the benchmarking project.

Places are limited.

What is benchmarking?

Benchmarking is a management tool to see either how
individual businesses or the industry as a whole is
performing. The benchmarking will examine two years of
physical and financial performance to take into account the
bi-annual production tendencies of olive trees.

This benchmarking process includes:
+  Growers to register to participate in the project (now)

«  Provide physical data (yield, water applied, climate) to
RMCG

Provide financial data (from financial statements) to
RMCG

+ RMCG will analyse the data to create industry
performance benchmarks and see how the industry is
performing as a whole.

+  Reporting the data back to businesses who
participated, so they know how they specifically
compare to ‘average’ or the ‘top 20%.’

*  Reporting the aggregate results to industry. This
report will allow future research and expenditure to
be focussed on key issues that will lift profitability for
growers.

Growers who participate in benchmarking will be able to
easily see the strengths and weaknesses of their business,
enabling them to make management decisions to optimise
profit.

Why benchmark?
« Understand how the industry is performing as a whole

+ Understand how your business performance
compares with others

+ Understand what the top 20% of Olive Groves do to
achieve their level of performance.

+ Assist with decision making and future planning for
your business

+ The project will create industry wide benchmarks that
you can use to monitor your performance over time

* Help the industry identify priorities for investment so
that it can remain competitive internationally

Interested in henchmarking your business?

To register your interest in benchmarking your business,
please use the below link.

https://www.surveymonkey.com/r/olivebenchmarkin

Alternatively, to discuss benchmarking further, please
contact either:

+  Luke Rolley 0407 505 362 luker@rmcg.com.au
+  Clinton Muller 0498 192 596 clintonm@rmcg.com.au

*Note all financial data will remain confidential with RMCG. Results will only reported in aggregate, i.e. businesses cannot be identified in the reports.

RMCG is an agricultural consultancy group that has undertaken industry benchmarking with a range of horticulture, livestock and cropping

commodities across Australia. www.rmcg.com.au

This project has been funded by Horticulture Innovation Australia Limited
using the olive levy and funds from the Australian Government.

RMCG
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RMCG’s Luke Rolley said too often, reports show
that growers are travelling well in their production

of olives, when their business as a whole may be
going backwards

Benchmarking
the key to
olive success

Olive growers who want to quantify
how much it actually costs them

to produce a tonne of olives or

litre of olive oil have the chance

to be part of a new benchmarking
project, at no cost. This project

will allow growers to understand
the strengths and weaknesses of
their business.

RM Consulting Group (RMCG)

has been appointed to run the
project Australian olive industry
benchmarking 2017 (OL16001) —

a strategic levy investment under
the Hort Innovation Olive Fund —
and will use a combination of two
years of physical information and
financial data from participating
growers to measure the performance
of individuals (confidentially) and the
industry as a whole.

RMCG’s Luke Rolley said too often,
reports show that growers are
travelling well in their production
of olives, when their business as

a whole may be going backwards.

“Currently 30 per cent of the planted
area is producing 90% of the oil

in Australia, which means that the
remaining 70 per cent of olive trees
are underperforming,” Mr Rolley said.

“We need to inform growers about
the level of production that can be
achieved in those underperforming

groves, and understand the
‘knowledge gaps’ that prevent
growers from achieving higher
productivity.”

“Growers need the tools to
anticipate problems, and a list of
key performance indicators (KPIs)
so that they know specific actions
to improve their performance.”

The project is funded by Hort
Innovation using the olive research
and development levy and Australian
Government contributions, so

there is no cost to participants.

The findings will be linked to other
industry projects and provide data

to help focus investment activities.

Mr Rolley said that benchmarks are
critical to the planning processes that
build a viable, sustainable business.

“Used in planning, benchmarks
can help gauge how your business
compares to other growers, and
determine the impact of making
changes to your business, such

as additional plantings, bringing
another partner in or developing

a new product line, for instance,”
he said.

RMCG will use the ‘BizCheck’
method developed from economic
and financial farm surveys carried out
in other agricultural and horticultural
industries. BizCheck has been used
to provide performance indicators for
the citrus, dried grapes, wine grapes,
apple, pear and stone fruit industries.

Mr Rolley said most of the data that is
needed from participating growers is
already available in their completed
tax return. Additional information
may include:

® Production practices, such as
fertiliser inputs, pest and disease
control, irrigation inputs and
rainfall, varieties planted, climate
data such as rainfall and frost
severity and frequency, access
to processing facilities and
harvesting machines

® Whether the business has a
food safety program or a point
of difference in the marketplace,
such as organic, infused product,
tourist destination etc.

“Measuring cost of production is
not always straightforward in olives,
as most costs can be spread over a
range of varieties that the business
produces, but we can allocate
different cost inputs by variety to
give a consistent comparison,”

Mr Rolley said.

“Based on findings from other
benchmarking programs, we think
the industry needs to consider
opportunities to increase the skills
and technology required to reduce
labour costs and overhead costs,
encourage economies of scale
where profitable, and plan to market
a larger crop as more trees come
into production.”

Participating growers will be given

a two-page report summarising their
benchmarks, and an aggregated
summary of the findings will be
disseminated to the wider olive
industry.

See page 4 for details on how to register for the
Benchmarking Project.

Australian olive industry
benchmarking program (OL16001)

is a new project that will ensure
Australian olive growers have easy
access to clear, relevant industry
benchmarking information around
productivity, quality and profitability.

This information will assist new

and experienced growers to assess
the performance of their orchards
and businesses against the wider
industry, and identify areas for action
and improvement.



R&D INSIGHTS

Beth Scholes from Nutrition Australia’s Vic Division, said the project will provide insights into the current usage

patterns for Australian EVOO

Trainee chefs taught about
EVOO excellence

Trainee chefs and culinary school
students in Melbourne and Sydney
will be educated in the benefits

of cooking with Australian Extra
Virgin Olive Oil (EVOO), under a
new project in the Hort Innovation
Olive Fund, to be implemented by
Nutrition Australia’s Vic Division.

Previous industry research has
indicated a lack of knowledge in

the local food service sector about
Australian EVOO, with many chefs
unaware of how the oil is produced,
the variety of taste profiles available,
its benefits, correct storage and use
in cooking and food preparation.

Education is given a high priority in
the industry’s recently developed
Olive Strategic Investment Plan
2017-2021, and Nutrition Australia
won the tender to deliver the Olive
oil food service program (OL16004),
a two-year plan to increase
awareness of Australian EVOO

and produce educational tools for
the food service industry.

Beth Scholes, senior dietitian with
Nutrition Australia’s Vic Division,
said the project will provide insights
into the current usage patterns

for Australian EVOO, including

the factors that drive its purchase

and consumption within the food
service sector.

“We’ll be talking to stakeholders in
the food industry in terms of what
oils they stock — including competitor
products to EVOO — and why,
whether cost is a factor and how
much they understand about using
oils in culinary training,” she said.

“We’ll also research relevant
domestic and international food
trends that impact on olive oil
consumption, and we’ll talk to
olive growers in NSW and Victoria
about what they see as common
misconceptions about EVOO, and
what they’d like to highlight to the
food industry.

“We need to understand all that
before we can talk to student chefs
to figure out how we can potentially
change the use of EVOO.”

Beth said the exchange of
information is necessary to alter
the perceptions of EVOO in the
market place.

“I think the common misconception
is that you can’t cook with EVOO,
that it’'s more for salads or served
fresh, and that the flavour is the
same for all EVOO, whereas we

know the flavour is different. It can
be altered by the freshness of the
oil and there’s a lot of factors that
contribute to the taste,” she said.

The main goal is the education
of trainee and student chefs who
are new to the industry and the
production of videos will assist in
getting the message out.

“During the project we’ll be talking to
growers as well as established chefs,
student chefs and TAFE and culinary
school trainers in Melbourne and
Sydney, and making short, snappy
videos with the aim of boosting
usage and consumption of EVOO

in the food sector,” she said.

“We’ll also produce fact sheets and
a new web page to offer something
more visual and active, to increase
the reach of the information and
build awareness of EVOO.”

Educational material will be
produced in the first half of 2018 and
rolled out to the food industry over
the following 12 months to May 2019.

The project objectives are:

YEAR 1:

1. Gain insight into current usage
patterns of EVOO including
purchase and consumption drivers

2. Gain insight into competitor
products, and overall food trends
relevant to the foodservice sector

3. Collect information on the
attributes, benefits and uses of
Australian EVOO

YEAR 2:

4. Develop education material
regarding the attributes, benefits
and uses of Australian EVOO

5. Deliver an education program
targeted at priority foodservice
stakeholders (culinary training
institutes and trainee chefs) on the
attributes, benefits and uses of
Australian EVOO

6. Communicate to Australian olive
oil growers the expectations and
usage requirements of olive oil
to assist with alignment of their
business plans and practices.
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Students of the 2017 Masterclass program. Applications for the 2018 program are open now.

Applications open for 2018 Masterclass
of Horticultural Business

Hort Innovation’s recently
developed Hort Frontiers strategic
partnership initiative (initially
referred to as Pool 2) uses a
combination of government

and partner funding to address
major issues facing the future of
Australian horticulture for the
benefit of the entire industry.

As part of this, the Hort Frontiers
Leadership Fund endeavours

to tackle a pressing dilemma:
Australia’s horticulture workforce
is ageing and, particularly in

light of the rapidly changing
technological landscape, there

is an urgent need to nurture our
upcoming Horticulture talent:
empowering them to successfully
lead the sector into a lucrative,
but challenging, future.

The University of Tasmania,

New Zealand’s Lincoln University,
and the world’s foremost university in
agriculture and forestry, Wageningen
Research Academy, have joined
forces with Hort Innovation to offer
one solution to this problem: the
Masterclass in Horticultural Business.

Described as a mini-Masters of
Business Administration (MBA),

the Masterclass runs for 10 months,
and provides a comprehensive,
affordable and, with the majority

of the course conducted online,
accessible education program.
Better still, it has the built-in flexibility
to accommodate anyone looking
to further develop their career

in horticulture — no matter what
unique industry they have so far
been a part of, or wish to move into
in future. A strict maximum intake
of 30 students ensures dedicated
one-to-one delivery that is tailored
to each student’s unique situation
and needs.

Course content focuses on high
level leadership and management
skills through topics such as people
and culture, finance and marketing,
supply chain management, global
trends and business development
and strategy. The flexible online
delivery means course material is
accessible to students when it suits
them — enabling them to work around
the demands of their current careers.

This is supported by three face-
to-face intensive sessions, which
include visits to businesses across
Australia and the opportunity to learn
from and connect with the industry’s
current innovators and leaders.

With the first cohort of students
nearing the completion of the
inaugural program, applications
have now opened for the 2018
intake. The Masterclass will start
on 12 February, 2018, and finish in
November that year. Applications
can be made via the UTAS website
at www.utas.edu.au/land-food/
masterclass-in-horticultural-
business/masterclass-scholarships
until December 4, 2017.

Masterclass participants will
receive an accredited Diploma

in Horticultural Business from the
University of Tasmania. The course
also gives one year advanced
standing into an Associate Degree
in Agribusiness at University

of Tasmania, and graduates

can apply for credit into other
relevant university courses.


http://www.utas.edu.au/land-food/masterclass-in-horticultural-business/masterclass-scholarships
http://www.utas.edu.au/land-food/masterclass-in-horticultural-business/masterclass-scholarships
http://www.utas.edu.au/land-food/masterclass-in-horticultural-business/masterclass-scholarships
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Olive Conference to provide important
view of the future

Australian olive industry
participants across the supply
chain are invited to two important
days of industry news, information,
innovation and networking at

the 2017 National Olive Industry
Conference and Trade Exhibition

in Adelaide, 10-11 October.

Key sessions will span a range of
topics important to the future of the
olive sector, including trends in food
and nutrition, economics, robotics
in horticulture, grower expertise,
exporting to China, new innovations
and biological controls. Another
highlight will be the chance to learn
about ‘Lifestyles of Health and
Sustainability’ — the biggest market
you’ve never heard of.

Precision farming will also be a focus
with sessions including ‘Remote
Sensing for Managing Australian
Tree Crops’ and ‘Intelligent
Information Systems for Tree Crops’.

Importantly, the Conference will
provide industry with an opportunity

This R&D Insights insert has been funded by Hort Innovation using the olive research and
development levy and contributions from the Australian Government. Hort Innovation is the
grower-owned, not-for-profit research and development corporation for Australian horticulture.

to see grower levy dollars at work,
with Hort Innovation and R&D
delivery partners on hand to present
results from key projects and to
explain how these are beneficial

to the prosperity of the sector.

For one-on-one discussions, Hort
Innovation staff will be available at
the booth in the trade display.

Rigas Harbilas will discuss the results
of market research into consumers’
usage and attitudes to Australian
EVOO, while Beth Sholes will provide
an update on how new chefs and
students are being educated on
Australian EVOO.

Additionally, delegates will hear from
Cox Inall Communications about the
preliminary findings of the first round
of a survey designed for growers and
processors which aims to determine
how to best disseminate R&D project
information. Growers and processors
will be encouraged to participate in
the more extensive second round of
the survey, which will be unveiled at
the Conference.

In addition to the survey, the

call has been put out to for
participants in the Australian olive
industry benchmarking program
(OL16001), which aims to give
growers access to clear, relevant
industry benchmarking information
around productivity, quality and
profitability. Growers can sign up to
participate on the spot at the RCMG
Benchmarking project stand in the
Trade Exhibition area.

More information and
registration is available at
www.nationaloliveconference.com.au

The conference is facilitated through
the project National olive industry
conference and trade exhibition
(OL16010), funded by Hort Innovation
using the olive research and
development levy and contributions
from the Australian Government, with
in-kind support from the Australian
Olive Association.

Hort
Innovation

Strategic levy investment

OLIVE
FUND



http://www.nationaloliveconference.com.au

September 2017

Welcome

Grove Innovation is your fresh, new monthly e-newsletter on the latest R&D
projects, results and resources from the Hort Innovation Olive Fund, plus
other news and updates you’ll want to know about.

Hort Innovation partners with leading service providers to complete a range
of levy-funded R&D projects aimed at helping to ensure the long-term
sustainability and profitability of the Australian olive industry.

In this first edition, we go back to basics to find out more about the olive
levy collection and investment process.

We focus on two levy funded R&D projects — a benchmarking project
working to identify the strengths and weakness of the industry, and the
minor use program working to provide growers with access to approved
chemicals through the APVMA.

Finally, we share the details on a chance to explore R&D more in depth at
the 2017 National Olive Industry Conference and Trade Exhibition.

Keep an eye out for R&D Insights in the September edition of Olivegrower

& Processor magazine, the new eight-page insert on the latest R&D
research and industry information.

The levy — What you need to know

Back to basics - what is the olive levy, how is it invested and why is it
important to have your say on future industry investments?



From pest management to industry data benchmarking, levy-funded R&D
projects have played an important role in providing information and insights
to Australian growers and processors.

Read more

Would you like to know where your business stands in terms of industry
averages for productivity, quality and profitability?

The call is out for businesses to participate in a national benchmarking
project. It's confidential, free and you’ll receive a report to help guide your
business decisions.

Read more
View the flyer

The Olive industry minor use program (OL16000) project levy funds are
used to apply for and renew minor use permits.

The latest grant funding also supports trials to determine efficacy, residue
and crop safety for two chemicals and their use in olives.This research is
needed before the new labels can be registered for use in the industry.

Read more

Growers and processors are invited to discuss the latest levy funded
industry research with Hort Innovation staff and R&D delivery partners at
the 2017 National Olive Industry Conference and Trade Exhibition in
Adelaide, 10-11 October.

Attend the project update presentations and visit the Hort Innovation booth
in the trade exhibition area.

Read more

Find out more about the Hort Innovation Olive fund.
If you think there is a gap in the industry, submit a project idea

STAY CONNECTED

f (w



https://www.olivebiz.com.au/about-the-olive-levy/
https://www.olivebiz.com.au/growers-invited-measure-industry-performance/
https://www.dropbox.com/s/46s9w7th4wgn3hu/170822 Benchmarking flyer.pdf?dl=0
https://www.olivebiz.com.au/minor-use-permits-bring-major-benefits-industry/
http://www.nationaloliveconference.com.au/
https://www.olivebiz.com.au/conference-delegates-invited-talk-innovation/
http://horticulture.com.au/grower-focus/olive/
http://edms.horticulture.com.au/Forms/ConceptFormV2
https://www.facebook.com/hortinnovation
https://twitter.com/hort_au

October 2017

Grove Innovation is your monthly e-newsletter on the latest R&D projects,
results and resources from the Hort Innovation Olive Fund, plus other news
and updates.

In this edition, we meet Will Gordon from Hort Innovation, the go-to person
for all things olive levy. If you have a question, you’re encouraged to get in
touch.

We discuss the industry-developed Strategic Investment Plan that is
guiding R&D investment and addressing industry priorities for the next five
years.

Find out more about the prestigious Churchill Fellowships and how growers
can secure funding to undertake international research on topics important
to the industry.

The levy-funded project in focus is the food service project — addressing
the misconceptions about EVOO in the food industry through educating the
next generation of chefs and culinary school students.

Finally, if you missed the new R&D Insights insert in the September edition
of Olivegrower & Processor magazine, you can view it online.

Spend five minutes with Hort Innovation Relationship Management lead
Will Gordon.

Will is one of the key links between growers and how the industry levy is



invested to ensure R&D work is targeted at building the strength and
prosperity of the sector.

Read more

Setting the industry direction

What will the industry look like in 20217

The olive industry Strategic Investment Plan outlines the priorities for R&D,
helping to guide decisions on projects to be funded by the olive levy that

meet the collective needs of the industry.

Read more

Funding available for international research

As part of its biggest ever leadership drive, Hort Innovation has invested in
prestigious Churchill Fellowships to help fund international research that is
important to the future of the horticultural sector.

Olive growers are encouraged to apply and to submit their project idea.

Read more

EVOO education is key

The food service program aims to address the misconceptions of EVOO
through education, in an effort to increase the usage and consumption of
EVOO in the food service sector.

The project will develop and deliver educational materials that target
culinary training institutes and trainee chefs on the attributes, benefits and
uses of Australian EVOO.

Read more

R&D Insights available online

Did you see the new insert, R&D Insights, in the September edition of
Olivegrower & Processor magazine?

It's the new quarterly update on the latest R&D research and industry
information.

View it online

Help us get the message through

What are the issues that matter most to your business? Do you prefer
technical articles or case studies and what is the most effective way to
reach you?


https://www.olivebiz.com.au/five-minutes-hort-innovation-relationship-management-lead-will-gordon/
https://www.olivebiz.com.au/plan-reflects-olive-industry-priorities/
https://www.olivebiz.com.au/time-now-formulate-fresh-ideas-prestigious-study-scholarships/
https://www.olivebiz.com.au/educating-evoo-excellence/
https://www.olivebiz.com.au/hort-innovation/rd-insights/

We invite you to participate in a short survey focusing on R&D in the
context of your business and your preferred methods of receiving industry
information.

Your feedback will be collected anonymously, and will help influence future
communication materials for the olive industry.

Share your thoughts with us, it only takes a couple of minutes.

Take the survey

Find out more about the Hort Innovation Olive fund.

If you think there is a gap in the industry, submit a project idea

STAY CONNECTED
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https://www.surveymonkey.com/r/olivecomms
http://horticulture.com.au/grower-focus/olive/
http://edms.horticulture.com.au/Forms/ConceptFormV2
https://www.facebook.com/hortinnovation
https://twitter.com/hort_au

November 2017

Grove Innovation is your monthly e-newsletter on the latest R&D projects,
results and resources from the Hort Innovation Olive Fund, plus other news
and updates.

In this edition, the latest results from the project Australian Olive Industry
Code of Practice implementation are in — and its good news for Australian
consumers with quality improvements across the board. Read what it
means for Australian producers, and what help is available to continue
increasing the quality of Australian EVOO.

The code of practice project is just one of the many industry levy-funded
R&D projects currently underway.

You can also learn more about the Strategic Investment Advisory Panel,
which is comprised of nine industry representatives helping to guide levy
investment. You may be surprised to see a few familiar names on the
panel.

Recap the R&D highlights from the National Olive Industry Conference &
Trade Exhibition held last month in Adelaide, South Australia.

Finally, time is running out to get your application in to the 2018
Masterclass in Horticultural Business program, the first of its kind for the
industry with content focused on developing high level leadership and
management skills.

Over the last three years, 176 Australian and imported olive oil samples



have been independently tested against the Australian Olive Association
Code of Practice (OliveCare™) protocols.

The project findings are clear - Australian olive oil producers should not
‘rest on their laurels’.

Read more

A year in review - olive levy investment

The 10-page Hort Innovation Olive Fund Annual Report 2016/17 has just
been released, and it is packed with great information on all R&D projects
from the 2016/17 financial year in one simple, easy to understand
document.

There’s also a list of current minor use permits for the industry, as of 15
September 2017.

Read more

Industry advisory panel helps guide investment
direction

R&D project ideas can be submitted by any interested party at any time, so
how is each suggestion weighed up to ensure it reflects the current and
future needs of the industry?

The olive Strategic Investment Advisory Panel (SIAP) is here to help.

Read more

National Conference wrap-up

Around 130 delegates attended the 2017 National Olive Industry
Conference and Trade Exhibition to hear the latest technical information
from industry leaders, network and celebrate the achievements of those
striving for excellence.

Catch up on the key learnings and R&D topics that were presented.

Read more


https://www.olivebiz.com.au/code-practice-builds-push-quality-freshness/
http://horticulture.com.au/wp-content/uploads/2017/10/HortInnovation-FAR-2016-17-Olive.pdf
https://www.olivebiz.com.au/industry-advisory-panel-helps-guide-investment-direction/
https://www.olivebiz.com.au/conference-shares-important-industry-reminders/

Described as a mini-MBA, the Masterclass in Horticultural Business is the
first of its kind in Australia for the horticulture industry.

Anyone in the olive industry looking to take their career to the next level are
invited to apply before applications close on 4 December 2017.

Read more

Find out more about the Hort Innovation Olive Fund.
If you think there is a gap in the industry, submit a project idea

STAY CONNECTED
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https://www.olivebiz.com.au/last-chance-apply-2018-masterclass/
http://horticulture.com.au/grower-focus/olive/
http://edms.horticulture.com.au/Forms/ConceptFormV2
https://www.facebook.com/hortinnovation
https://twitter.com/hort_au

Project code: OL16006

Project title: Olive Communication Program
Milestone number: 102

Milestone due date: 15 November

Research provider: Cox Inall Communications
Project leader: Hilary Sims

Report author: Hilary Sims

Milestone description: Milestone 1 report

Milestone achievement criteria: A summary report that details outputs delivered to date including: Industry needs analysis,
attendance at National Conference and draft communications strategy; three monthly e-newsletters and one published eight-
page insert for distribution to levy payers and other stakeholders via Olivegrower and Processor magazine.

Research and development (R&D) projects: levy funding
This project has been funded by Horticulture Innovation Australia Limited using the research and development olive levy and
funds from the Australian Government.

Disclaimer: Horticulture Innovation Australia (Hort Innovation) makes no representations and expressly disclaims all
warranties (to the extent permitted by law) about the accuracy, completeness, or currency of information in this Milestone
Report.

Users of this Milestone Report should take independent action to confirm any information in this Milestone Report before
relying on its accuracy in any way.

Reliance on any information provided by Hort Innovation is entirely at your own risk. Hort Innovation is not responsible for,
and will not be liable for, any loss, damage, claim, expense, cost (including legal costs) or other liability arising in any way
(including from Hort Innovation or any other person’s negligence or otherwise) from your use or non-use of the Milestone
Report or from reliance on information contained in the Milestone Report or that Hort Innovation provides to you by any
other means.
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The Australian olive industry comprises around 900 growers, with the majority of growers operating boutique businesses and
only approximately 21 growers operating on a large scale.

In August 2017 Cox Inall commenced working with Hort Innovation and the Australian Olive Association (AOA) to deliver a
communications program that focuses on communicating R&D results and resources to olive levy payers and other industry
stakeholders. The communications program is the first of its kind for the industry, with all outputs developed and
implemented by Cox Inall in collaboration with Hort Innovation and AOA.

The focus of the program is to effectively communicate levy-funded R&D information using relevant channels to increase
industry awareness of levy investment activities and stimulate adoption of R&D research to promote to a more profitable and
productive industry.

In the first four months of activity, Cox Inall has completed an industry needs analysis, drafted a communications strategy and
implemented two new communication outputs for industry, a monthly e-newsletter and an 8-page insert in the quarterly
Olivegower and Processor magazine. The industry needs analysis involved surveying a variety of large and boutique growers
and other supply chain representatives to help identify current adoption patterns for R&D, discuss potential investment areas
and highlight communication channel preferences for the industry. This information was used to guide the development of
the communications strategy, which will help inform the tender process for a second communications project, to commence
in 2018.

Three editions of the newly developed monthly e-newsletter Grove Innovation have been distributed to levy payers. The e-
newsletters contain a variety of R&D information and industry news, and have been well received with an average open rate
of 33 per cent, which is higher than the agricultural industry standard 19.5 per cent.

The first eight-page R&D Insights insert has been published in the September edition Olivegower and Processor, an industry-
focused magazine with approximately 1300 readers. The insert includes content relating to R&D results and resources, as well
as other related industry news. The next R&D Insights insert will feature in the December edition of Olivegower and Processor.

In October two Cox Inall consultants attended the National Olive Industry Conference & Trade Exhibition in Adelaide and
presented to levy payers and other industry representatives on the communication activities being undertaken. A survey was
also conducted of delegates to understand the current knowledge of R&D landscape and determine industry communication
preferences.

Industry Needs Analysis

The industry needs analysis involved surveying a variety of large and boutique growers and other supply chain representatives
to help identify current adoption patterns for R&D, discuss potential investment areas and highlight communication channel
preferences for the industry. Phone surveys were conducted with list of industry representatives supplied by AOA. An online
survey through SurveyMonkey was also made available for other olive levy payers to participate and give feedback.

This information was used to guide the development of the communications strategy, which will help inform the tender
process for a second communications project, to commence in 2018.

Draft communications strategy

Cox Inall has developed a draft communications strategy for the Australian olive industry that primarily focuses on using new
and existing channels to communicate the outcomes of R&D investments to levy payers and other industry stakeholders.

Horticulture Innovation Australia Ltd 2



The strategy outlines the previous communications activities as well as the key issues and priority areas for communications
moving forward. It also provides details of the outputs being developed, channels being used, timing and how the outputs are
being evaluated.

The document will be reviewed by AOA and Hort Innovation for further review prior to finalisation. It will help inform the mix
of communications tools and channels to commence in 2018.

Monthly e-newsletter

The Grove Innovation e-newsletter is a new communication output for the Australian olive industry. Released on the second
Tuesday of each month, Cox Inall develops the newsletter with an average of four stories on topics of interest to levy payers,
such as the latest R&D research findings, industry news and upcoming events or professional development opportunities.
These are outlined in further detail below. The e-newsletter is distributed by AOA to their online database of olive levy payers.

Three editions of Grove Innovation have been distributed to levy payers. The e-newsletters have been well received with an
average open rate of 33 per cent, which is higher than the agricultural industry standard 19.5 per cent.

Eight-page magazine insert

The insert R&D Insights is a new addition to the quarterly Olivegrower and Processor publication, an industry-focused
magazine with approximately 1300 readers. The eight-page printed insert contains content relating to R&D results and
resources, as well as other related industry news and upcoming professional development opportunities or events. Cox Inall
has developed the template with the same look and feel as the monthly e-newsletter, to ensure there is unity between the
outputs. Olivegrower and Processor is published every March, June, September and December.

The first of these eight-page R&D Insights insert was published in the September edition Olivegower and Processor. The next
R&D Insights insert will feature in the December edition.

Attendance at National Olive Industry Conference and Trade Exhibition

In October, two Cox Inall consultants attended the National Olive Industry Conference & Trade Exhibition in Adelaide and
presented to levy payers and other industry representatives on the communication activities being undertaken. A survey was
also conducted of delegates to understand the current knowledge of the R&D landscape and determine industry
communication preferences.

In the four-month period relating to this milestone, Cox Inall has produced the following outputs:

- Industry needs analysis (phone and online survey)

- Draft communications strategy

- Three monthly e-newsletters (September, October and November)

- One eight-page insert in the September edition of the quarterly publication, Olivegrower and Processor

- Monthly work in progress meeting via teleconference with Ashley Zamek (Hort Innovation), Greg Seymour (AOA),
Gerri Nelligan (AOA), Stacey Wordsworth (Cox Inall) and Hilary sims (Cox Inall).

The detailed article breakdown for the magazine insert and e-newsletters are below.
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Eight-page magazine insert

Benchmarking the key to olive success
Australian olive industry benchmarking 2017 (OL16001)

Trainee chefs taught about EVOO excellence
Olive oil food service program (OL16004)

Applications open for 2018 Masterclass
Hort Frontiers Fund

Olive conference to provide important view of future
National olive industry conference and trade exhibition
(OL16010)

Article title Publication Reach of the publication
Back to basics — all about the olive levy Olivegrower and Approx. 1300 readers
Growers benefit from funding for chemical research Processor (September
Olive industry minor use program (OL16000) edition)

Above articles can viewed online via the OliveBiz website: https://www.olivebiz.com.au/hort-innovation/rd-insights/

Monthly e-newsletter

Article title

E-newsletter edition

E-newsletter reach

About the olive levy
https://www.olivebiz.com.au/about-the-olive-levy/

Growers invited to measure industry performance
https://www.olivebiz.com.au/growers-invited-measure-
industry-performance/

Minor use permits bring major benefits to industry
https://www.olivebiz.com.au/minor-use-permits-bring-major-
benefits-industry/

Conference delegates invited to talk about innovation
https://www.olivebiz.com.au/conference-delegates-invited-talk-
innovation/

September Edition

2539 subscribers
(AOA database)

Meet Will Gordon from Hort Innovation
https://www.olivebiz.com.au/five-minutes-hort-innovation-
relationship-management-lead-will-gordon/

Setting the industry direction
https://www.olivebiz.com.au/plan-reflects-olive-industry-
priorities/

Funding available for international research
https://www.olivebiz.com.au/time-now-formulate-fresh-ideas-
prestigious-study-scholarships/

EVOO education is key
https://www.olivebiz.com.au/educating-evoo-excellence/

October Edition

2479 subscribers
(AOA database)

Code of practice builds push for quality & freshness
https://www.olivebiz.com.au/code-practice-builds-push-quality-
freshness/

Last chance to apply for 2018 Masterclass
https://www.olivebiz.com.au/last-chance-apply-2018-
masterclass/

Industry advisory panel helps guide investment direction
https://www.olivebiz.com.au/industry-advisory-panel-helps-
guide-investment-direction/

National Conference wrap-up
https://www.olivebiz.com.au/conference-shares-important-
industry-reminders/

November Edition

2479 subscribers
(AOA database)

Horticulture Innovation Australia Ltd



https://www.olivebiz.com.au/hort-innovation/rd-insights/
https://www.olivebiz.com.au/about-the-olive-levy/
https://www.olivebiz.com.au/growers-invited-measure-industry-performance/
https://www.olivebiz.com.au/growers-invited-measure-industry-performance/
https://www.olivebiz.com.au/minor-use-permits-bring-major-benefits-industry/
https://www.olivebiz.com.au/minor-use-permits-bring-major-benefits-industry/
https://www.olivebiz.com.au/conference-delegates-invited-talk-innovation/
https://www.olivebiz.com.au/conference-delegates-invited-talk-innovation/
https://www.olivebiz.com.au/five-minutes-hort-innovation-relationship-management-lead-will-gordon/
https://www.olivebiz.com.au/five-minutes-hort-innovation-relationship-management-lead-will-gordon/
https://www.olivebiz.com.au/plan-reflects-olive-industry-priorities/
https://www.olivebiz.com.au/plan-reflects-olive-industry-priorities/
https://www.olivebiz.com.au/time-now-formulate-fresh-ideas-prestigious-study-scholarships/
https://www.olivebiz.com.au/time-now-formulate-fresh-ideas-prestigious-study-scholarships/
https://www.olivebiz.com.au/educating-evoo-excellence/
https://www.olivebiz.com.au/code-practice-builds-push-quality-freshness/
https://www.olivebiz.com.au/code-practice-builds-push-quality-freshness/
https://www.olivebiz.com.au/last-chance-apply-2018-masterclass/
https://www.olivebiz.com.au/last-chance-apply-2018-masterclass/
https://www.olivebiz.com.au/industry-advisory-panel-helps-guide-investment-direction/
https://www.olivebiz.com.au/industry-advisory-panel-helps-guide-investment-direction/
https://www.olivebiz.com.au/conference-shares-important-industry-reminders/
https://www.olivebiz.com.au/conference-shares-important-industry-reminders/

None to report.

Cox Inall believes it has set a strong foundation in Milestone 1 to help meet the intended outcomes of this communications
program. As no formal communications plan for the industry was in place prior to the commencement of this program, the
need to provide clear, concise and easy to understand information to growers and processors about R&D investments is
paramount.

This foundation includes the early publication of a number of ‘back to basics’ articles about the olive levy, including how it is
invested, the advisory process and the role of Hort Innovation. This information is helping growers to develop an
understanding of not just the levy collection process, but also how levy money is being strategically invested into agreed
industry priority areas to ensure the long-term sustainability and profitability of the olive industry.

Feedback on the outputs distributed so far has been positive, as previously noted with the monthly e-newsletter receiving an
average open rate of 33 per cent. Early feedback from the magazine insert indicates it has also been well received, and
feedback will continue to be sought as the program develops, to help identify aspects of the outputs that can be reviewed and
improved on an ongoing basis.

Cox Inall attendance at the National Olive Industry Conference & Trade Exhibition was a unique opportunity to meet with
large number growers and processors and get first-hand insight to the collaborative nature and knowledge-sharing between
researchers and large producers with the small producers. The conference also provided valuable insight to inform the
communications strategy, build rapport with industry stakeholders and understand relevant industry issues.

No IP, commercialisation or confidentiality issues or development to report.

None to report.

No additional information to report.

The following documents are attached:

- One R&D Insights insert from the quarterly publication, Olivegrower and Processor (September)
- Three monthly Grove Innovation e-newsletters (September, October and November)
- Draft communications strategy (attached separately)

Horticulture Innovation Australia Ltd 5



Olives communication survey

Q1 Role in the industry

Answered: 19  Skipped: 0

Grower

Processor

Both grower
and processor

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80%

ANSWER CHOICES RESPONSES
Grower 68.42%
Processor 5.26%

Both grower and processor 26.32%
Other (please specify) 15.79%

Total Respondents: 19

# OTHER (PLEASE SPECIFY)

1 Plant source supplier

2 | just sold the grove & processing plant and am planning on continuing with sales inc exports
3 Contract harvester

1/19

90% 100%

DATE

10/26/2017 9:28 AM
10/18/2017 8:55 AM
10/17/2017 5:52 PM

13



Olives communication survey

Q2 Production type

Answered: 19  Skipped: 0

Olive oil

Table olives

Both olive oil

and table...
Other (please
specify)
0% 10% 20% 30% 40% 50% 60%
ANSWER CHOICES
Olive oil
Table olives

Both olive oil and table olives

Other (please specify)
TOTAL

# OTHER (PLEASE SPECIFY)

There are no responses.

2/19

70% 80% 90%

RESPONSES
47.37%

0.00%
52.63%

0.00%

100%

DATE

10

19



Olives communication survey

Q3 Business location

Answered: 19  Skipped: 0

Victoria
NSW

Tasmania

Western
Australia

Northern
Territory

Queensland
ACT

Other

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES
Victoria 36.84%
NSW 10.53%
Tasmania 0.00%
South Australia 31.58%
Western Australia 10.53%
Northern Territory 0.00%
Queensland 0.00%
ACT 5.26%
Other 5.26%
TOTAL

3/19



Olives communication survey

Q4 Key supply markets

Answered: 19  Skipped: 0

Deli and/or
other boutiq...

Restaurants

Farmers Markets

Direct online
sales

Supermarkets

Export
Other (please
specify)
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
ANSWER CHOICES RESPONSES
Deli and/or other boutique food services 57.89%
Restaurants 36.84%
Farmers Markets 57.89%
Direct online sales 31.58%
Supermarkets 21.05%
Export 21.05%
Other (please specify) 21.05%
Total Respondents: 19
# OTHER (PLEASE SPECIFY) DATE
1 other growers and wholesale oil suppliers 10/26/2017 9:28 AM
2 farmshop 10/21/2017 10:47 AM
3 Bulk sale to processors and packaged direct sales to clubs and individuals 10/18/2017 8:58 AM
4 None yet 10/17/2017 7:59 PM

4719
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Q5 Grove size - number of trees (if applicable)

RESPONSES
700

2500
3000

26 ha

14 ha
2500
330

450 trees
500
5000
2000
3000
1100
2600 trees - 10.4ha
933
4000+
750

Harvest a number of groves nationally

Olives communication survey

Answered: 19  Skipped: 0

5/19

DATE
10/26/2017 9:44 AM

10/26/2017 9:41 AM
10/26/2017 9:35 AM
10/26/2017 9:33 AM
10/26/2017 9:28 AM
10/22/2017 9:58 PM
10/22/2017 6:12 PM
10/22/2017 5:04 PM
10/21/2017 5:09 PM
10/21/2017 10:47 AM
10/20/2017 5:57 PM
10/20/2017 12:47 PM
10/18/2017 10:16 PM
10/18/2017 8:58 AM
10/18/2017 8:55 AM
10/17/2017 9:07 PM
10/17/2017 7:59 PM
10/17/2017 6:30 PM
10/17/2017 5:52 PM
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Q6 Volume processed p.a (if applicable)

RESPONSES
1,000L

variable

8000L

30,000+ litres
140 tonnes olives
4tonne

small

5-6 tonnes

200 litres

3t

12 tonnes

60T, then 30T biennial output
6000L

Tba

1000's

Olives communication survey

Answered: 16

6/19

Skipped: 3

DATE
10/26/2017 9:44 AM

10/26/2017 9:41 AM
10/26/2017 9:35 AM
10/26/2017 9:28 AM
10/22/2017 9:58 PM
10/22/2017 6:12 PM
10/22/2017 5:04 PM
10/21/2017 5:09 PM
10/21/2017 10:47 AM
10/20/2017 12:47 PM
10/18/2017 10:16 PM
10/18/2017 8:58 AM
10/18/2017 8:55 AM
10/17/2017 9:07 PM
10/17/2017 7:59 PM
10/17/2017 5:52 PM



Olives communication survey

Q7 Are you aware of any current R&D projects underway? Or past
projects?

Answered: 19  Skipped: 0

Yes (please

specify whic...
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES
No 52.63% 10
Yes (please specify which ones and how you found out about them) 47.37% 9
TOTAL 19
# YES (PLEASE SPECIFY WHICH ONES AND HOW YOU FOUND OUT ABOUT THEM) DATE
1 Olive grower magazine and conference 10/26/2017 9:44 AM
2 AOA conference information - various projects 10/26/2017 9:33 AM
3 Benchmarking 10/26/2017 9:28 AM
4 consumer awareness 10/22/2017 6:12 PM
5 benchmarking - HIA/AOA; Chef education - AOA/HIA; phthalates - HIA 10/21/2017 5:09 PM
6 benchmarking 10/21/2017 10:47 AM
7 Phalates and others from AOA 10/20/2017 5:57 PM
8 Olive pest management - know the researchers 10/20/2017 12:47 PM
9 Yes. Our grove participated in a black-scale-eating wasp survey many years ago. | am aware of 10/18/2017 8:58 AM

the China marketing project led by Chris Mercer. | always read the OPG magazine and emailed
info but recently the R&D projects have been less relevant to my business.

77119



Olives communication survey

Q8 Have there been projects/research topics that have been adopted

Yes (please
specify what...

0%

ANSWER CHOICES

No

within your business?

Answered: 19

Yes (please specify what made you decide to adopt these practices)

TOTAL

N OO o bk~ N

YES (PLEASE SPECIFY WHAT MADE YOU DECIDE TO ADOPT THESE PRACTICES)

Packaging

Marketing and selling. Weather factors

code of practice - in progress; chemical usage and permits - compliance/envirnomental concerns

pest management
in relation to pest control

Pest management

Yes in the sense that | monitor more closely for disease. We also use Ethrel fruit-loosening
chemicals based on Leandro Ravetti's research but its effectiveness is questionnable.

8/19

Skipped: 0

20% 30% 40% 50% 60%

90% 100%

RESPONSES

63.16% 12

36.84% 7
19

DATE

10/26/2017 9:44 AM

10/26/2017 9:33 AM

10/21/2017 5:09 PM
10/21/2017 10:47 AM
10/20/2017 5:57 PM
10/20/2017 12:47 PM
10/18/2017 8:58 AM
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Olives communication survey

Answered: 19  Skipped: 0

RESPONSES

Integrity of oil excellence in packaging

Market exposure

distribution

As above, always marketing. Unusual weather patterns @ key times of the year
Modern operations

input costs, pests

quality and grove management, through integrated information and consumer exposure.
marketing

grove productivity; building sales

profitability

Tree yield and pricing

managing good fruit set predicting best time to harvest understanding relation between agronomy
and oil quality mechanical pruning encouraging root growth (trees often have one main root and
blow over in strong winds) improving outlets for sale

Cersospriosis control

Maintaining the health of the trees. Maintaining/Improving production levels. Reducing the cost of
harvest (esp processing charges) to enable a modicum of profitability. Increasing awareness and
use of EVOO within Australia. Getting a business-sustainable bulk oil price.

sales

Cost and availability of part time labour through collapse of backpacker supply since 'backpacker

tax".
Yet known
Developing a market

Grove management and hygiene inc. Pruning, tree health grove layout.

9/19

Q9 What are the main issues that matter most to your business?

DATE
10/26/2017 9:44 AM

10/26/2017 9:41 AM
10/26/2017 9:35 AM
10/26/2017 9:33 AM
10/26/2017 9:28 AM
10/22/2017 9:58 PM
10/22/2017 6:12 PM
10/22/2017 5:04 PM
10/21/2017 5:09 PM
10/21/2017 10:47 AM
10/20/2017 5:57 PM
10/20/2017 12:47 PM

10/18/2017 10:16 PM
10/18/2017 8:58 AM

10/18/2017 8:55 AM
10/17/2017 9:07 PM

10/17/2017 7:59 PM
10/17/2017 6:30 PM
10/17/2017 5:52 PM
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Olives communication survey

Answered: 19  Skipped: 0

RESPONSES

Education of users

Fragmented - at today's conference. showing teamwork - collaborative effort for 'all' growers
biosecurity

as above

Transitioning from old to new technologies

marketing

Labelling and traceability

As I'm a small producer | cannot answer for the industry but for me an online wholesale
marketplace would be good, state based preferably

productivity/yields/costs; import competition/level playing field / truth in labelling; ongoing
consumer awareness

clean proactive image
lack of sufficient profitability. Too many growers are marginal at best

educating consumers on what is good and bad oil better monitoring and labelling of oil imports to
check their quality - Governments haven't done a good job better linking between what is judged
as good oil and what the more knowledgeable consumer considers good - what oil types are
favoured by consumers and how can we produce them

Disease management Marketing

Losing touch with the average grower. We crave practical info re tree nutrition, pruning, disease
prevention etc -- solution-based research. International marketing is necessary and good overall
but not the focus of the typical sized grove.

sales. Take this year (in SA) how will growers sell their oil with the crop being double the best year
we ever had? And get a price above production costs.

Financial return on investment of time effort and money.
Purchaser loyalty
Marketing

Continued market strategies and grower education. Establishment of more larger processors or
the amalgamation of the smaller ones. The bottleneck at processing is causing delays and
affecting oil quality.

10/19

Q10 What do you think are the biggest issues for the olive industry?

DATE
10/26/2017 9:44 AM

10/26/2017 9:41 AM
10/26/2017 9:35 AM
10/26/2017 9:33 AM
10/26/2017 9:28 AM
10/22/2017 9:58 PM
10/22/2017 6:12 PM
10/22/2017 5:04 PM

10/21/2017 5:09 PM

10/21/2017 10:47 AM
10/20/2017 5:57 PM
10/20/2017 12:47 PM

10/18/2017 10:16 PM
10/18/2017 8:58 AM

10/18/2017 8:55 AM

10/17/2017 9:07 PM
10/17/2017 7:59 PM
10/17/2017 6:30 PM
10/17/2017 5:52 PM
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Olives communication survey

perform better?

Answered: 19  Skipped: 0

RESPONSES

Cheaper/ easier access to testing
Marketing products with minimum costs
fertilisation

Hard to say - it's important to keep very up-to-date with marketing and growing, harvesting and etc
best and latest practices.

How Australian production/quality/methods ensure we lead the world.
consolidated marketing effort

access to rapid fruit/oil testing

outlets that purchase small quantities

extension advice to help improve yields and manage pests and diseases
benchmarking to strive for better production

Factors relating to yield having regard to different regional areas

better understanding of olive physiology and agronomy as outlined earlier better public education
about olive oil more detail of what is happening in the olive oil market - nationally and
internationally regular supply of updated brochures etc. for our customers on the quality of olive oil
and ways of using it - most people have limited uses - olive oil should be part of the culture where it
goes on the table every time there is salt, pepper and soy sauce

Disease management for cool climate olive groves. We are not all irrigated dry land growers
See answer to Question 10.

| dont know.

Any developments related to olive growing - pruning, pests, plant nutrition.

All. New to industry

Grove management and marketing

General information on harvesting needs of growers. Supply and demand internationally. Keep in
touch with world supply and market trends.

1/19

Q11 What information would be most helpful to help your business

DATE

10/26/2017 9:44 AM
10/26/2017 9:41 AM
10/26/2017 9:35 AM
10/26/2017 9:33 AM

10/26/2017 9:28 AM
10/22/2017 9:58 PM
10/22/2017 6:12 PM
10/22/2017 5:04 PM
10/21/2017 5:09 PM
10/21/2017 10:47 AM
10/20/2017 5:57 PM
10/20/2017 12:47 PM

10/18/2017 10:16 PM
10/18/2017 8:58 AM
10/18/2017 8:55 AM
10/17/2017 9:07 PM
10/17/2017 7:59 PM
10/17/2017 6:30 PM
10/17/2017 5:52 PM
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Olives communication survey

projects?

Answered: 19  Skipped: 0

RESPONSES

An effective, affordable test for adulteration of oil.

Long term would be to increase market share for EVOO
fertilisation

not sure

efficiency and modernisation

economic control of olive lace bug

chemistry, storage.

running a small orchard: cropping, pests, sprays etc for newcomers and how to connect to
markets. More farmers = more connectedness for sales potential

development of comprehensive/ localised extension materials and training programs
ensuring current information is distributed to all olive farmers
YIELD

physiology and agronomy of improving fruit set, and better ability to predict optimal harvest times
for oil quality how best to improve oil extraction rates

Cool climate disease management - especially cercosporiosis. | see this endemic in all the olive
groves around us but people don't know much about it and how to control it with minimum fuss.
Preventive and corrective.

Efficient and economic means of harvesting -- the harvesters that maximise fruit collection are
slow. Tree shakers are efficient but leave a large percentage of fruit (and business profit) on the
tree. Not many growers can afford Colossus-type machines so chemical reduction of FRF seems
the best research priority. Also, the typical small grower cannot afford processing equipment --
what market mechanisms can drive down processing costs and/or provide non-profit extraction?

Surely the "wheel" has been invented. Perhaps a decent website where you can find all the good
info.

Anything practical and useful for a small grower.
Tbw
Efficient grove management techniques especially with water Requirements

Pollination issues, water management. Many growers do not understand the needs of their trees

12/19

Q12 What topics do you feel should be prioritised for future R&D

DATE

10/26/2017 9:44 AM
10/26/2017 9:41 AM
10/26/2017 9:35 AM
10/26/2017 9:33 AM
10/26/2017 9:28 AM
10/22/2017 9:58 PM
10/22/2017 6:12 PM
10/22/2017 5:04 PM

10/21/2017 5:09 PM
10/21/2017 10:47 AM
10/20/2017 5:57 PM
10/20/2017 12:47 PM

10/18/2017 10:16 PM

10/18/2017 8:58 AM

10/18/2017 8:55 AM

10/17/2017 9:07 PM
10/17/2017 7:59 PM
10/17/2017 6:30 PM
10/17/2017 5:52 PM
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Olives communication survey

Q13 How do you get most of your news and information? |l.e. social
media, direct mail, newspaper, websites, e-newsletter or face-to-face

meetings.

Answered: 19  Skipped: 0

RESPONSES

olive magazein, newspaper, conference

Email and growers magazine

face to face

newspapers, websites and newsletters

electronic

websites, email and face to face

face to face

newspaper and websites

web sites; e-newsletter; face to face/interaction with other growers and producers
social media, olive conference

email and AOA communications

news media (ABC), e-newsletters, journals and talking with other growers
All of the above

In relation to olive culture, OGP magazine and e-newsletters (with links to relevant website
articles). We also trade experiences and infomation with other olive growers and use leaf analysis
to guide our nutrition program.

website & face to face with growers

Olive Grower and Processor magazine; e-newsletters
Social media. Websites

Websites and E - newsletters

Websites, e-newsletter, social media

13/19

DATE
10/26/2017 9:44 AM

10/26/2017 9:41 AM
10/26/2017 9:35 AM
10/26/2017 9:33 AM
10/26/2017 9:28 AM
10/22/2017 9:58 PM
10/22/2017 6:12 PM
10/22/2017 5:04 PM
10/21/2017 5:09 PM
10/21/2017 10:47 AM
10/20/2017 5:57 PM
10/20/2017 12:47 PM
10/18/2017 10:16 PM
10/18/2017 8:58 AM

10/18/2017 8:55 AM
10/17/2017 9:07 PM
10/17/2017 7:59 PM
10/17/2017 6:30 PM
10/17/2017 5:52 PM



Olives communication survey

Q14 What quality of internet connection do you have?

Excellent

Good

Answered: 19

Skipped: 0

Poor
Other (please
specify)
0% 10% 20% 30% 40% 50% 60% 70% 80%
ANSWER CHOICES RESPONSES
Excellent 15.79%
Good 57.89%
Poor 21.05%
Other (please specify) 5.26%
TOTAL
# OTHER (PLEASE SPECIFY)
1 Good at the moment and hopefully excellent with NBN connection next week.

14 /19

90% 100%

DATE
10/18/2017 8:58 AM

11

19



Olives communication survey

Q15 Do you use social media? If so, which platforms?

Answered: 19  Skipped: 0

| don't use
social media

Twitter
Instagram

LinkedIn

Other (please
specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

ANSWER CHOICES RESPONSES

| don't use social media 36.84% 7
Facebook 47.37% 9
Twitter 0.00% 0
Instagram 5.26% 1
Linkedln 5.26% 1
Other (please specify) 5.26% 1
TOTAL 19
# OTHER (PLEASE SPECIFY) DATE

1 Learning all of the above 10/26/2017 9:35 AM

15/19



Olives communication survey

Q16 What sort of content would be most helpful to you?

Answered: 19  Skipped: 0

Grower case
studies

Technical
research...

How-to videos
Fact sheets

Infographics

(o] 0.2 0.4 0.6 0.8 1 1.2 1.4 1.6 1.8 2
VERY HELPFUL HELPFUL NOT HELPFUL TOTAL WEIGHTED AVERAGE
Grower case studies 66.67% 33.33% 0.00%
12 6 0 18 1.33
Technical research articles 72.22% 27.78% 0.00%
13 5 0 18 1.28
How-to videos 66.67% 27.78% 5.56%
12 5 1 18 1.39
Fact sheets 78.95% 21.05% 0.00%
15 4 0 19 1.21
Infographics 37.50% 56.25% 6.25%
6 9 1 16 1.69
# ADDITIONAL COMMENTS DATE
1 the more scientific the more credible - need information that improves understanding and is based 10/20/2017 12:47 PM
on logic, not myths or legends like organic
2 | don't need to "wallow" in how wonderful Aust EVOO is and other industry self-congratulation. 10/18/2017 8:58 AM
Grower case studies should focus not just on glowing successes but also what didn't work and
why.
3 Grove productivity and oil quality could easily continue to increase with the stabilisation of prices 10/17/2017 5:52 PM

and increased info to growers. The establishment of more trial sites and shared results

16 /19



Olives communication survey

Q17 What content delivery formats do you prefer to receive industry

information?
Answered: 19  Skipped: 0
Weekly
e-newsletters
Fortnightly
e-newsletters
Monthly
e-newsletters
Hard copy
publications
Face-to-face
workshops
(o] 1 2 3 4 5 6 7 8 9
VERY HELPFUL HELPFUL NOT HELPFUL TOTAL
Weekly e-newsletters 22.22% 55.56% 22.22%
2 5 2 9
Fortnightly e-newsletters 25.00% 62.50% 12.50%
2 5 1 8
Monthly e-newsletters 81.25% 18.75% 0.00%
13 3 0 16
Hard copy publications 36.36% 63.64% 0.00%
4 7 0 11
Face-to-face workshops 44.44% 55.56% 0.00%
4 5 0 9
social media 16.67% 16.67% 66.67%
1 1 4 6
# ADDITIONAL COMMENTS
1 Weekly but SHORT. Long emails get left .....indefinitely!
2 need to hold field days a few times a year to discuss with other growers and processors what is
important - NSW is poorly served
3 While | would browse through any e-newsletter received, it's hard to gather enough important
content for frequent publication. | skip most of the articles currently included.
4 Bi-monthly newsletters, monthly is too often

17 /19
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WEIGHTED AVERAGE

2.00

2.50

DATE
10/20/2017 5:57 PM
10/20/2017 12:47 PM

10/18/2017 8:58 AM

10/18/2017 8:55 AM



Olives communication survey

Q18 What is the best way for us to send you information that will have the
best chance of you spending time taking it in?

Answered: 19

Skipped: 0

# RESPONSES DATE

1 Hard copy 10/26/2017 9:44 AM
2 email - girdy@iinet.net.au 10/26/2017 9:41 AM
3 Online 10/26/2017 9:35 AM
4 email or hard copy 10/26/2017 9:33 AM
5 Email 10/26/2017 9:28 AM
6 email 10/22/2017 9:58 PM
7 Short and concise articles, that can be printed off for future reference 10/22/2017 6:12 PM
8 email 10/22/2017 5:04 PM
9 email 10/21/2017 5:09 PM
10 hard copy 10/21/2017 10:47 AM
11 short emails with links where appropriate 10/20/2017 5:57 PM
12 email 10/20/2017 12:47 PM
13 Email 10/18/2017 10:16 PM
14 Hard copy for me but | know I'm not typical. | often refer to past OGP magazine articles or olive- 10/18/2017 8:58 AM

growing books when the need arises but will already have deleted e-newsletters (which tend to be
shallow in content in any event).

15 A magazine 10/18/2017 8:55 AM
16 E mail 10/17/2017 9:07 PM
17 Fortnightly email 10/17/2017 7:59 PM
18 E mail 10/17/2017 6:30 PM
19 Email 10/17/2017 5:52 PM

18/19



Olives communication survey

Q19 Thank you for taking the time to complete the survey. Please leave

any additional comments below.

Answered: 3  Skipped: 16

RESPONSES
Thanks

An additional problem is the need to provide sufficient funding so that Universities & Institutes can
establish longer-term programs on olives, training students and helping to move the industry along
- Wagga has the best independent lab, but few people (none?) doing field work - need a few more
Damian Conlan's

When having our olive grove assessed by realtors, they commented that it would be easier to sell
the land if it were bare of olive trees -- an interesting indictment of the (true) perception of
profitability within the industry, at least for the small to medium grower.
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Results from the olive industry needs analysis phone survey

Completed September 2017. Contact list provided by AOA.

How long have you been in the industry?

Family business, 2006 mark brand around 10 - 11 years we have had our own brand. | do
sales and marketing.

15 years

I'm grower, processor and harvester. I've been in the industry 14 years

We first planted the grove in 1996. We are only small. For the last 9 years we also press for
about 60 others small businesses and our own product

Only around 1 year

We planted 8 years ago

April this year we are very new to the industry

20 years

Grove location?

VIC

VC

NSW

NSW

Rylstone NSW. We're based in mid-central tablelands
TAS

WA

WA

Type of olives — table or oil?

Both table and oil

Just oil

Just oil

Just oil

We do table, oil and olive salt

Both oil and table olives

We do both.

Predominantly oil. Testing table olives this year

Key markets

Predominately via distributors to food service in Australia. Our brand is set-up for retail, but
we focus on high end outlets. Achieved through distributors, in all state but not NT or TAS.
And now more recently overseas. Taiwan, Singapore and distributor in Japan and France

| sell my oil in small restaurants, farmers markets and direct sales online

Local deli suppliers and restaurants

| sell bulk EVOO and farmers markets, retailers and super market

We do growers market and emporium boutique retail places

high end. So deli, supermarkets, restaurants



- We mostly provide to restaurants and food services in WA. Some we bottle for ourselves
under our brand. But only about 10% of production. Our key markets are boutique deli's and
hotels and online store. We do cellar door sales and have a e-commerce website. 30% split
across those business. Majority Tasmanian based businesses, but our online store is national

Grove size (ha or tree number)

- 8,000 trees

- 20,000 trees

- 1, 200 trees

- 2,500 trees but we also manage 3 other groves, nearly 10,000 trees
- 350 trees

- 3500 trees

- 27,500 trees

- 23 acres of 4100 trees. half high density and half traditional

Do you classify yourself a small, medium or large scale producer

- small grower up to 10,000
- Medium

- Small yes

- Small

- Small

- Medium

- Small

- Small

Volume processed?

- The volume we put through up to 20,000 litres and that is the maximum we can do now
- This season we produced 15,500 litres
- Forourselves its 710 tonnes. On over 50 tonne a year for the others

Where do you source olives from?

- Our own grove. Toll processing for other people, 130 small producers.

1. Are you aware of any current levy-funded R&D projects underway? Or past projects?

- Yes, aware of our levy's that we pay. We pay the levy as a processor, even though we don't
have too because we believe in the work of the levy. As far as I'm aware, consumer
awareness marketing campaign underway, also the Chris Mercer China Project.

- lam aware of a project, | was asked to be involved with it, setting up a module in olive
education at TAFE and other community college type programs. | couldn't commit to the
timeframes they needed so | couldn't be involved.

- Il think so, none are really coming to mind but there is something on olive lace bug, all
disease related

- Have read about them but none are springing to mind right now Let me think. | was on the
AOA board of directors up until 12 months ago. Board of directors for AOA.



- I can think of one on smoking point, one involving the code of practice and also the China
project.

- Notreally, we are relatively new to the industry and have had relative ease with the grove

- Have heard of one or two, can’t think of their focus, they use to be discussed at the
committee meetings.

- | have previously looked at things happening on DPI website. Export markets, china project.
And reduction of water use

2. How did you find out about these projects?

- There are times where we get the AOA newsletter on a Friday with information on the levy. |
would sometimes read them. Speaking to other people in the industry. The last 3 years we
have worked with Robert Spooner-Hart.

- | haven't read much, haven't read much about levy funded R&D. I'm involved in the
consumer awareness and education committee. Other than working on the family business,
that’s where all my attention goes. | have a loaded plate so not always looking at alternative

projects

- Communicated by the AOA, at their conference last year there was quite a bit of discussion
about it

- Either from AOA or Hort innovation emails. | also sometimes find information on the AOA
website

- Through direct involvement on the Board of Directors for AOA

- I'm on the committee. One of the members of the committee is the representative for the
Victorian Olive association so we get a lot of feedback

- lreceived some communication about buyback of water licences, | think as | was researching
this | saw a link to other E&D information on the website. Before we brought the grove

3. Background on current R&D adoption: Have there been projects/research topics that have been
adopted within your business? What made you decide to adopt these practices?

- Past involvement: We have adopted IPM (integrated pest management) lace bug projects,
Robert did a lot of work on that. Olive waste water work. | was on the consumer awareness
campaign for quite a while. We used to hold workshops at our grove all the time. Meant to
have a workshop on biosecurity, local growers will attend and it is organised through local
grower network. Try to keep up with as much as | can.

- Not to my knowledge

- Yes, indirectly. | make use of the information that is published

- None that | can think of off the top of my head

- Currently not, but looking back very early days basically yes we were. When we were getting
established, we were very dependent on what was out there, everything was written for
Mediterranean climates so we were pushed to find information more suited to our climate.
We had a look at local of local resources, picking up anything at all through from anywhere
from Aus. and NZ. One project example | can remember is the optimum time for pressing, oil
sampling to determine optimal harvest time

- Not within my business since we took over it from the previous owners

- Hard to say they have been adopted, have been to every conference and enjoy learning. My
background means | like to read scientific articles.

- Well we have been looking for information on organic natural product. Initially we have
been. Publications and the previous grove owner has been our mentors.



4. What are the main issues that matter most to your business?

- Marketing, sales and IMP. Feral pigs also a big issue for us and this area.

- The main issues marketing Australian EVOO to Australian customers is huge. There is a lack
of EVOO uptake and that is a huge aspect. We all want to get more S per litre for our oil, but
that’s not going to happen until people know.

- The main issues are getting a reasonable price for the olive oil that | sell. Pest and disease
and such are generally well managed in my grove

- Apart from the marketing. Marketing is always one. Though admit marketing is less of an
issue with the markets we have developed. Much about pest and diseases and grove
managements. Olive lace bug would be the key one. | would be interested to see R&D olive
waste from olive processing

- Probably management of disease control from Horticultural perspective. Lots of scale issues
in the marine environment of Tasmania etc. Keeping up to date with labels and appropriate
control measures to manage pest and disease.

- The main issues would be marketing our product and servicing the region. Cost of
production is high, it's difficult for this to be reflected in the retail price and getting a fair
price for the product.

- Soil health. Because if you have healthy soil you have healthy trees. Chemical and biological
properties of soil need further research done.

- What we are interested in. Have uniformed names for olive varieties throughout the
industry. Project that standardises the varieties of olives to try and have uniformed
approach. We're focusing on single varieties. Looking to have point of difference. Weed
control from an organic perspective. How to not use pesticides. Cowthrop is out of control
and haven’t found much information on this other than pulling them out by hand. Another
one is some of the active constituencies of olive oil with the anti-cancer and anti-aging
benefits. There is information on the internet about it, but they have found high levels of it
in this area so would be good to see a formal study as that is something that a lot of those in
natural health would be interested in. Some customers already buy it because they think it is
better for them so we need the label to prove it. Anything on organic that can work in a
high-density set-up. Our consumers are constantly asking if it is organic so it need to be
supplied for. Research the best way to prune a high-density orchid to control the alternate
bearing of the fruit. A lot of the stuff out there is based on European olives, would be good
to have one for Australia.

5. What do you think are the biggest issues facing the olive industry?

- The marketing, developing stronger marketing. For the price we want people to pay for our
oil, there needs to be a strong push. There is so much money in the palm oil industry. New
strategy needed as there is no regulations on any of these oils. EVOO is most regulated oil in
the world. We need to be in the face of people on the television so that they can see how
strong the industry is and just how good it is. Especially with all this biosecurity stuff going
on in Italy and Spain, finding the terrible bacteria in olive trees there. We need to be careful
of our trees here in Australia. Really market that we are unique on this island.

- Similar to the above, lack of understanding of premium EVOO is an issue for the industry.
The general public is driven by price as they don't understand the difference between oils
landing on supermarket shelves. Education is a big issue, people are not educated. Another
issue is there is a lot of growers but very difficult to find cohesion and collaboration between
everyone. Maybe it is because the Australian food culture is very young, we don't band



together to promote regionality for our food, would be positive for EVOO. A lot of the
smaller growers feel the larger growers have all the power, not working as a well as we
could together.

Getting a reasonable price for the product. Growing it is the easy part, selling is the hard
part.

Pest and disease the key one. Marketing the smaller end of producers. People have found it
harder than they thought. | think pest and diseases have turned out to be a bigger issue then
you thought. In terms of marketing, it's driving Australian producers. A lot of misinformation
out there. | think because of the older industry is really broken up into 2 groups. All the
hobby people and smaller growers, make the majority of numbers but small proportion of
production. Then you have the other end of large end producers. All the smaller producers
have this perception that the Cobram and boundary bend are taking all their market. I think
its difference as we get a spinoff event and do benefit. They think they are taking the market
away from them but really we should be thankful. Cobram do lots of R&D. Boundary Bend.
Generally very free with their R&D information and the work they have done. The industry is
very fragmented and very segmented, people think of themselves as individual growers not
as an industry

If you asked me 3 years ago - imported adulterated olive oil but now that’s pretty well sorted
and the gov and state bodies have done a good job in raising the consumer awareness
around that. It would be good to see the Australian standards adopted but doesn’t look like
the government will adopt it.

| think that cost of production would be the main one, and also having a market for the
product that covers the price of production.

Crop diseases, like the one currently in Italy at the moment. Have most of the chemical and
pest and disease under control. Marketing is important too. It's easy enough to grow the
trees and make the oil. Then you have to move it. Most of us are a price taker, supermarkets
decide and we take what we can get. Then consumers can push the price. Aldi tried to
increase prices for growers, but the other big players did not reciprocate.

Well | think that a lot of people have done a lot of work over the years for not a lot of gain.
People are wanting local progeny. Need to increase the market share and be more
presentable at marketing. Look at what the wine industry has done. Most of the people
involved in the oil industry are fairly old, encouraging younger people to be involved in is
another issues. Australian consumers are very conscious that Australian EVOO is very good
and better than Italian. The standard is good, stops people from offering a poor-quality
product, needs government funding. It’s hard for people to have a day job and also grow
olives. Govt support would help put Australia on the map. Aus is in a good spot to grow oil
and doesn’t use much water.

6. What information would be most helpful to help your business perform better?

I think having all the olive permits up to date all the time. Knowing what we can and can't
use. Having the national conference pushed for conferences by state so more people can
attend. If people can't make national, they can always make the state meeting. Having
strong speakers so people have access to the information. Better fraternity of olive growers.
Look at the stands they put up in the international food show, never anything for olive oil
even though we have some of the most leading producers in the world. Cobram can’t be
forking out their money all the time



- Still a lot of people making bad table olives, more information on how to market your own
brand and product. We know how to grow olives, we understand how to market our
business.

- Being able to predict a harvest date more precisely. We can already do it in some capacity,
but I'd be keen to get a prediction some months in advance. Determine an optimal time to
harvest from months out.

- Not sure at this stage

- lguess we have been so use to digging in and doing our own research, what would be of
most benefit nothing comes to mind. We are a small boutique grower. We can't keep up
with demand that is very fortunate for us. We have issues in the state at the moment where
some groves are very limited and people can't pick all their crop as they can't sell it. So
getting the export side of things moving would be good, get into the China route would be
positive for the industry as long as small growers can participate with in this with ease also.

- There is enough out there for those that choose to look for it.

- It's more targeted information. | want to be able to sort out the info | want at the time. It
varies. The big players are very cooperative. Others are coming to me for information now
because I've been in the game a while.

- Probably to be fair, we are pretty new. We are after any information. It seems to be a lot of
conflict in theories, on what is the best way of doing things. Making it commercially viable
and also in the healthiest way. Articles that are scientific aren’t written. When does oil need
to be backed off, some of that stuff could be down in writing.

7. What topics do you feel should be prioritised for future R&D projects?

- Ithink IPM and marketing are neck and neck. Plus minor use permits also

- Education. The project on addressing up and coming chefs who will be dealing with EVOO
and table olives as an ingredient is important. The project being undertaken now is very
important.

- Pest and diseases is very important, as well as harvest predictor.

- Definitely olive lace bug and treatment of olive waste. As production goes up, we have our
own way of treating it and I'm not sure it is the best way of doing it. We compost, and that
provides 2/3 of our fertiliser needs for the farm, that means | don't have to buy in as much
fertiliser. Cost effective for me, but is there a better outcome possible? I'm happy to
participate in the project but too small to carry out the R&D myself

- |l think exporting first off the rank and then disease control and also need to Xylella
fastidiosa. | have been to a few Hort Innovation seminars about this. Disease control is also a
fairly critical one.

- Nothing is coming to mind, again I'm not very familiar with R&D projects so | can't really
comment being so new to the industry.

- Soil health, bacterial side of it has not been addressed at all as far as I'm aware. Biological
profile of the soil is important. Ph, cation, is okay and there is lots of research done for them
already. Bacterial side needs attention. We need R&D to test the chemical product
scientifically and make cost effective decisions on how effective these chemicals are. So
much of R&D is already done, as far as soil is concerned, but not about soil bacterial health.

- I'm thinking anything that helps to increase the market share of consumers wanting to use
olive oils. Have the facts verified to show why people should use EVOO over other oils. It will
show the benefit of using that product. That is after all what we need to be successful and
keep the industry strong.



8. How do you get most of your news and information?

10.

- We do our own social media. Normally we would have gone straight to Lisa to get our
information. Basically, we are very busy, e-newsletters help us get information, talking with
Michael. Michael and | are both on the NSW Olives Council. I've been on it for 10 years or
more, | have been in touch even though we haven't had meetings for. Very time poor, often
running multiple businesses. Staff take instruction from me. They get magazines, if there is
ever an issue we discuss it. | just go to talk to someone if | have an issue. | do have issues
with labelling.

- For me it is definitely online, | receive newsletters in my inbox all the time, from various
bodies and also social media. Facebook is the predominate one. From the AOA and other
related publications. Quite a bit from associations that put things up on Facebook. And
international people that post stuff. | won't really call anyone if | need an answer, | have had
email communication in the past with AOA and it has been reasonably effective.

- Through emails, or attending conferences. Not into social media. | am into hard copy
magazines but I'm just as easy on email. Anytime of the day I'll be on emails.

- Directly off various website, AOA is a pretty critical one. There could be quite a bit more
done by the association. A lot of that has focused on high level issues, if we could get down
into the nitty gritty issues that small growers have in our backyards that would be great
assistance. Also other industry leaders such as Amanda Bailey and Eclipse.

- Newsletters, social media and attending conferences would be a major one. We get our
information from the internet when we need to know something, usually look on state
department websites and other private company website when we need to know
information.

- lgo to the conference. | read everything that comes in through email, mailing lists etc.
Google stuff if | need information and | like to follow leads. Usually do a blanket google
search. Follow the BOM site quite closely.

- Theinternet is the go to. Then failing that we link back through old industry magazines and
journals. It’s tricky as we can’t type in a search works. | haven’t actually found too many
great websites. Still waiting for our login details for the olive association. At least then you
know the info is up to date

9. What quality of internet connection do you have?

- Shocking internet connection, so slow and terrible

- The internet quality and connection is very poor, very slow. They lose connection there
sometimes

- Good solid internet access, but | am based in Sydney

- Depends on where | am. Generally pretty good. NBN in theory.

- Not too bad here at all. Satellite is okay.

- Very poor. Can't videos and need to stand on a hill for phone reception.

- Average, | use my phone as the modem. Could be better.

- Still not on NBN. When we are at the grove we are on telstra 4G and ADSL 2 connection

Do you use social media? If so, which platforms?



11.

- We have our own Facebook, Instagram and online store. Mainly for the consumer. | am
Facebook friends with olive growers in Europe and they post some things which is
interesting.

- Very much so, we have a Facebook page, Instagram and we use t be on twitter but | find
twitter is kind of becoming obsolete. I'm after professionals not the consumers.

- Yes, Facebook. | use it in a very limited capacity. | have page for the company, my wife
manages that. More consumer than industry

- Aslittle as | can. I'm not an avid reader of Facebook.

- Facebook only

- Me personally, no. My wife does.

- We pay someone to manage our social media, consumers and general public.

- Yes, more to communicate to consumers. Haven’t found it very useful for getting
information. Instagram and Facebook. Not twitter.

What is the best way for us to send you information that will have the best chance of you

spending time taking it in?

12.

- To your email. Not Friday afternoons, generally flick throughout the day. Very time poor.
Monday or Tuesday morning is good to know what's happening in the industry this week.

- Via email, my computer is my main tool. My father is 50%in the groves and 50% in the office.
I'd say monthly is suitable. Weekly can get a little bit too much. If we get something monthly,
then it's different. Need key messages, fortnightly may be okay.

- By email, attachments to email. I'll check my emails several times during the day

- Email. Most probably fortnightly. To me weekly is a big effort. Fortnightly to monthly.

- Internet. Content in an e-newsletters. Not fussed on what time | receive them. | generally
look in the evening so it's not critical.

- Email would be best. Probably monthly would be the best for us, we are small and don't
need a lot of information. We get a lot of spam, not a lot of industry specific e-newsletters.
Receiving them any time of day is fine for me as | Usually just check my emails after dinner.

- Email when you have something worthwhile and sensible to say. Communications subjects
title needs to be clear otherwise | will delete it as spam. Hard copy Olive is good but when
it's online you can link to them as well. Makes no difference when we receive them, I'll read
them when | have time.

- Probably e-mail. It is helpful to be able to store it and read it when | have time. Probably
monthly is pretty good. Weekly is a bit too much. Depending on information, not just for the
sake of it. Any time of day is fine, my days can be varied so it doesnt matter too much.

What sort of content would be most helpful to you?

- All of that. | would like to get things that came in 3 different emails. Like an email on R&D,
IPM, marketing. Focus on one major topic, rather than 20 topics to choose from. That’s
where | find newsletters a pain sometimes, no junk emails. | get 20 emails everyday,
marketing emails from different companies. Really need something that is actually stand out
in the subject. | don't mind getting weekly ones if they are relevant. keep it different and
focusing on one topic. Need a big marketing push to buy Australian olive oil. When we did
the consumer awareness campaign. Imported guys do have a place, but we just need to
push it along. More chefs wanting our oil which is positive.

- lthink a good mix is important. If there are different ways of formatting the content,
depends on what kind of project works best. As long as there is a mix of different formats
there. More ways are usually better.



case studies, results of research, recommendations, that sort of thing. Technical information
is good.

Technical articles and case studies are beneficial. That's my background, I'm detail focused
and it's how I like to receive information.

Probably articles in general and also how to videos. | think about 20 years it would have
been much more useful to me but always looking out for new ideas and insights

Technical articles, like journal articles and case studies are good also. Videos use a lot of data
and the internet connection is too poor.

I'm not sure about videos. | like technical information. General information like how to
prune trees is useful for those starting out but wouldn’t interest me.

All of the above really. Not as interested in social networking side of the industry i.e. we
held a meeting last week. | like to read a bit about the history of the industry and how they
have got to where they are. Technical article.

Additional comments

Nil.
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A summary report that details the outputs delivered to date, including a final version of the olive communication
strategy 2017-2020, four monthly e-newsletters and two eight-page inserts in the quarterly publication of
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General project overview

Hort Innovation partners with leading service providers to complete a range of R&D projects to ensure the long-
term sustainability and profitability of the olive industry.

In August 2017 Cox Inall commenced work with Hort Innovation and the Australian Olive Association (AOA) to
deliver a communications program (OL16006). The focus of the program is to effectively communicate information
to olive levy payers on the strategic investments taking place under the Hort Innovation Olive Fund, as well as
other related Hort innovation initiatives.

Summary

The Australian olive industry comprises around 900 growers, with the vast majority of growers operating boutique
businesses and approximately 21 growers operating on a large scale.

While the olive levy fund is smaller than many of the larger horticultural industries, there remains a need for
growers have access to clear, concise and easy to understand information on current and complete strategic levy
investments, to encourage uptake of project findings and resources to make informed business decisions.

In the last four months of activity, Cox Inall has finalised a communication strategy for the olive industry,
distributed four monthly e-newsletters and completed two eight-page inserts that have been published in the
quarterly Olivegrower & Processor magazine.

A total of 24 articles relating to levy investments were developed between these outputs, covering a range of
current and completed projects, as well as a variety of other levy and Hort Innovation related resources. The
articles include consistent key messages to give levy payers a greater understanding of the role of Hort Innovation.

The communications strategy outlines the previous communication activities as well as the key issues and priority
areas for communications moving forward. It also provides details of the outputs being developed, channels being
used, timing and how the outputs are being evaluated. The document was discussed at the Olive SIAP meeting
held on 13 December 2017 and has now been finalised.

Two eight-page R&D Insights inserts have been published in the December 2017 and March 2018 editions of
Olivegower and Processor magazine. The magazine is owned by AOA and has approximately 1300 readers. The
insert includes content relating to past and complete project findings and resources, as well as other related
industry news. The final insert will feature in the June 2018 edition of the magazine.

Four editions of the monthly Grove Innovation e-newsletter were distributed between December 2017 and March
2018 through the platform Constant Contact. Cox Inall worked in collaboration with AOA to upload the e-
newsletter articles to the industry-focused website, OliveBiz. Metrics from Constant Contact indicate the four e-
newsletters had an average click rate of 13 per cent, which is higher than the agricultural industry standard 2.2 per
cent.

The OliveBiz website metrics also demonstrate that the communication has been well received by the industry.
The five best performing articles on the website between 1 November 2017 and 31 January 2018 were strategic
levy investment articles developed through the program, including one on Olive oil food service program
(OL16004) that had 248 pageviews and an article on Australian olive oil code of practice implementation (OL13007)
with 234 pageviews.

Achievements
Final communications strategy (2017-2020)

Cox Inall has finalised a communications strategy for the Australian olive industry that primarily focuses on using
new and existing channels to communicate strategic investments taking place under the Hort Innovation Olive
Fund, Hort Frontier initiatives and wider Hort Innovation related material.

The strategy outlines the previous communication activities as well as the key issues and priority areas for
communications moving forward. It also provides details of the outputs being developed, channels being used,
timing and how the outputs are being evaluated.

The document was discussed at the Olive SIAP meeting held on 13 December 2017 and has now been finalised. It
will help inform the mix of communications tools and channels to commence in 2018.
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Eight-page magazine insert

The insert R&D Insights is a new addition to the quarterly Olivegrower & Processor magazine, an industry-focused
publication with more than 1300 readers. The magazine is owned and published by AOA every March, June,
September and December.

The eight-page printed insert contains a mixture of shorter and longer articles relating to olive levy investments
and resources, as well as other related industry news, upcoming professional development opportunities and
events.

Cox Inall has developed the template to have the same look and feel as the monthly e-newsletter, ensuring there is
unity between the outputs. Each strategic levy investment article also has a separate breakout box containing a
snapshot summary of the project, titled ‘research recap’. It contains information including project name, fund,
project duration, research partner and key findings so far, to give consistency to the articles and help readers
connect with levy investment information.

The December and March inserts have been published in the December 2017 to March 2018 period of Milestone
103. The fourth and final eight-page insert will feature in the June 2018 publication, equaling the contracted total
of four quarterly eight-page magazine inserts.

Monthly e-newsletter

The Grove Innovation e-newsletter has been a new monthly communication output for the Australian olive
industry, distributed on the second Tuesday of each month by AOA to their database of olive levy payers and other
related industry stakeholders.

Cox Inall develops the e-newsletter content,consisting of short articles on topics of interest to levy payers, such as
the latest project findings, available resources from completed projects, industry news, upcoming events and
professional development opportunities.

Four editions of the e-newsletter have been distributed within the period of Milestone 103; December 2017,
January 2018, February 2018 and March 2018.

The e-newsletter metrics demonstrate that they have been well received by industry, with an average open rate of
33 per cent, which is higher than the agricultural industry standard 19.1 per cent. The e-newsletters also have an
average click rate of 13 per cent, which is higher than the agricultural industry standard 2.2 per cent.

The first edition of the e-newsletter was distributed in September 2017 and the final edition will be distributed in
August 2018, equaling the contracted total of 12 monthly e-newsletters.

Monthly WIP meetings

Cox Inall holds a monthly work in progress meeting via teleconference with Hort Innovation and AOA, to discuss
new projects, current project developments and planned content to ensure there is no double-up with AOA
communication. Attendees include Ashley Zamek (Hort Innovation), Greg Seymour (AOA), Gerri Nelligan (AOA),
Stacey Wordsworth (Cox Inall), Suzanne Lewis (Cox Inall) and Hilary Sims (Cox Inall).

Outputs

In the four-month period relating to this milestone, Cox Inall has produced the following outputs:
e Final olive industry communications strategy 2017-2020
e  Four monthly e-newsletters (December, January, February and March)

e Two eight-page inserts in the quarterly publication Olivegrower & Processor magazine (December and
March)

e  Monthly work in progress meeting via teleconference with Ashley Zamek (Hort Innovation), Greg Seymour
(AOA), Gerri Nelligan (AOA), Stacey Wordsworth (Cox Inall), Suzanne Lewis (Cox Inall) and Hilary Sims (Cox
Inall).

The detailed article breakdown for the magazine insert and e-newsletters can be found below.
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Eight-page magazine insert

Publication

Reach of the
publication

Article title Related Project Code
Risk research underway for the greater good 0OL16011
Olivecare™ Code of Practice flags challenges 0L13007

for the future

Know your SIP from your SIAP

Olive Fund related

Conference shares important industry
reminders

OL16010

Five minutes with Will Gordon

Olive Fund related

Growers urged to travel and learn with
Churchill Fellowship

LP16002

Olivegrower & Processor
(December edition)

Approx. 1300 readers

Exploring the minds of an EVOO user (Project
Popeye reports)

Olive Fund related

Global research brings benefits, says Churchill LP16002
Fellow

IPDM extension project will push growers to 0OL17001
think outside the grove

Project lead in the spotlight: Associate 0OL17001
Professor Robert Spooner-Hart

Minor use permits 0L16000
Export handbook supports EVOO sales to 0OL14003

China

Olivegrower & Processor
(March edition)

Approx. 1300 readers

The above articles can viewed online via the OliveBiz website: https://www.olivebiz.com.au/hort-innovation/rd-insights/

Monthly e-newsletter

Article title Related Project E-newsletter edition E-newsletter reach
Code

New project focuses on building IPDM OL17001 December 2017 2514 subscribers
knowledge (AOA database)
Putting Risk on the radar 0OL16011
Recent research findings available Olive Fund related
Chefs’ use of Australian EVOO ‘limited’, 0OL16004 January 2018 2500 subscribers
survey shows (AOA database)
Churchill Fellowship applications opening LP16002
soon
Update on minor use permits 0L16000
Understanding consumer EVOO usage and Olive Fund related February 2018 2492 subscribers
attitude (Project Popeye reports) (AOA database)
IPDM workshops will have small business OL17001
focus
Get closer to previous research through final Olive Fund related
reports
Meet Rita Bikins — 2018 Hort Masterclass LP15001 March 2018 2484 subscribers
recipient (AOA database)
Export handbook supports EVOO sales to 0L14003
China
Riverina selected to host 2018 conference 0OL16010

The above articles can viewed online via the OliveBiz website: https://www.olivebiz.com.au/hort-innovation/



https://www.olivebiz.com.au/hort-innovation/rd-insights/
https://www.olivebiz.com.au/hort-innovation/
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Refereed scientific publications

None to report

Outcomes

Cox Inall believes it is on track meet the intended outcomes of this communications program. As no formal
communications plan for the industry was in place prior to the commencement of this program, foundations have
been developed to ensure that growers have access to clear, concise and easy to understand information on olive
levy investment, through the monthly e-newsletter Grove Innovation and the hardcopy eight-page R&D Insights
insert in the industry’s Olivegrower & Processor magazine.

Cox Inall has made a concerted effort to not only develop content on the various strategic investments happening
under the Hort Innovation Olive Fund and wider Hort Frontier initiatives, but also on the strategic levy investment
process and the related resources found on the Olive Fund page, with the aim of increasing grower understanding
of the role of Hort Innovation.

Intellectual property, commercialisation and confidentiality

No IP, commercialisation or confidentiality issues or development to report.

Issues and risks

None to report.

Other information

No additional information to report.

Appendices

The following documents are attached:
e  Four monthly Grove Innovation e-newsletters (December, January, February and March)

e Two R&D Insights inserts that were published in Olivegrower & Processor magazine (December and
March)

e Final olive industry communications strategy 2017-2020



December 2017

Welcome

Grove Innovation is your monthly e-newsletter on the latest R&D projects,
results and resources from the Hort Innovation Olive Fund, plus other news and
updates.

In this edition, we look forward to 2018 and explore some new projects that aim
to increase grower pest and disease management skills and help build the
resilience of the industry.

A new project, an integrated pest and disease management extension program
for the olive industry (OL17001) has just kicked off to help all growers manage
Black Scale, Olive Lace Bug and Anthracnose effectively and sustainably.

Led by Associate Professor Robert Spooner-Hart from Western Sydney
University, a range of extension services will be delivered throughout 2018
including face-to-face workshops, online tutorials, new publications and more.

Another recently commenced project is Risk and Crisis Management Planning
for the Olive Industry (OL16011). As there is currently no formal plan in place,
this project will deliver the framework, process and understanding of who is to
do what, when and how should an issue arise.

From exotic pests to product recall, every risk is being considered.

Finally, more than $226,000 has been invested in R&D projects over the last
financial year. It’s all summarised in the Olive Fund Annual Report 2016/17.
Read up on how you can utilise project findings for the benefit of your own
business, or speak with someone who can help.

Keep an eye out for R&D Insights in the December edition of Olivegrower &

Processor magazine, an eight-page insert on the latest R&D research.

New project focuses on building IPDM
knowledge (OL17001)

A team of nationally recognised researchers in olive IPDM is collaborating to
help growers better understand and manage Black Scale, Olive Lace Bug and
Anthracnose.



From 2018, a range of resources will be developed to benefit all growers,
regardless of business size and current IPDM approach.

Read more

Putting risks on the
radar (OL16011)

If an industry crisis was to occur, there
is currently no formal response
framework in place to protect the
reputation of the supply chain and
those within it, however this is being
rectified.

A crisis management plan is now
being developed to address the needs
of the industry and offer pragmatic
ways to address issues should they
arise.

Read more

Recent research findings available

R&D research results and findings play an important role in the olive industry,
particularly for small or boutique growers who cannot feasibly undertake their
own R&D activities.

The recently released Olive Fund Annual Report 2016/17 is now available to
view on the Hort Innovation website, and contains nine pages of information
specific to olive levy investment.

Read more

Find out more about the Hort Innovation Olive Fund.

If you think there is a gap in the industry, submit a project idea.

STAY CONNECTED

f (»



https://www.olivebiz.com.au/new-project-focuses-black-scale-olive-lace-bug-anthracnose/
https://www.olivebiz.com.au/project-putting-risk-olive-industrys-radar/
https://www.olivebiz.com.au/recent-research-findings-available/
http://horticulture.com.au/grower-focus/olive/
http://edms.horticulture.com.au/Forms/ConceptFormV2
https://www.facebook.com/hortinnovation
https://twitter.com/hort_au

January 2018

Grove Innovation is your monthly e-newsletter on the latest R&D projects,
results and resources from the Hort Innovation Olive Fund, plus other news and
updates.

In this edition, we share the key findings from a chef survey undertaken as part
of Olive Oil Food Service (OL16004) to gain an insight into how Australian Extra
Virgin Olive QOil (EVOO) is used and the factors that drive its purchase and
consumption.

We hear from Northern New South Wales olive grower Peter Birch, who
participated in a Churchill Fellowship and travelled to ltaly, Israel, Spain and
Argentina to make industry connections and bring information on pruning and
harvesting methods back to Australia.

You could participate in international research too - 2018 Churchill Fellowship
applications open next month, and are open to anyone in the horticulture supply
chain, so now is the time to start brainstorming project ideas.

Read up on the latest minor use permit approvals from Australian Pesticides
and Veterinary Medicines Authority (APVMA) and multi-industry data generation
project happenings.

Finally, the latest edition of Hort Innovation’s Hortlink is out now, and provides
an update on all new, current and recently completed levy-funded activity.

Project Olive Oil Food Service (OL16004) is a two-year plan to increase
awareness of Australian EVOO and produce educational tools for the food
service industry.

Interviews have been conducted with chefs from a range of food service outlets
including fine dining restaurants, cafes, institutional retail and catering and
pubs.

Read more


https://www.olivebiz.com.au/chefs-use-australian-evoo-limited-survey-shows/
https://www.olivebiz.com.au/chefs-use-australian-evoo-limited-survey-shows/
https://www.olivebiz.com.au/fellowship-brings-international-knowledge-australian-industry/
http://horticulture.com.au/hortlink-2017-edition-4/olive/

Churchill Fellowship applications opening
soon

Hort Innovation has joined forces with the Churchill Trust to offer three Churchill
Fellowships annually, each valued at around $26,000. These offer Australians
the opportunity to travel overseas to conduct research in their chosen field that
isn’t readily available here.

The Fellowships are open to any horticulture industry participants, including
olive growers, who have an idea for a research project that can benefit the
sector.

Read more

Update on minor use permits

Minor use permits are required in the olive industry where the market size is
considered too small to generate adequate commercial returns for the research
and development investment by the pesticide companies.

Hort Innovation has supported the olive industry to gain access to additional
funding for strategic investments.

Read more

Your levy is hard at work

Hortlink includes easy-to-read project updates, results and resources you can
use in your business, plus case studies, industry contacts and more.


https://www.olivebiz.com.au/fellowship-brings-international-knowledge-australian-industry/
https://www.olivebiz.com.au/update-minor-use-permits-pesticide-use/

You can choose to browse the whole olive snapshot or use the interactive
project list to jump straight to the information you want. Also look out for the

'ACT NOW' tags to easily identify project resources you can make use of
straight away.

Read more

Find out more about the Hort Innovation Olive Fund.

If you think there is a gap in the industry, submit a project idea

STAY CONNECTED

f (»



http://horticulture.com.au/hortlink-2017-edition-4/olive/
http://horticulture.com.au/grower-focus/olive/
http://edms.horticulture.com.au/Forms/ConceptFormV2
https://www.facebook.com/hortinnovation
https://twitter.com/hort_au

Grove Innovation is your monthly update on the latest R&D projects, resources and
upcoming events related to the Hort Innovation Olive Fund.

Did you know that 42 per cent of Extra Virgin Olive Oil (EVOO) users buy one litre bottles
because they don’t have space for larger tins?

This is just one of the quantitative findings from recent consumer research into the
attitudes and purchasing habits of EVOO users. The research was carried outin 2016
and 2017, using a sample size of 518 EVOO consumers.

A series of national integrated pestand disease management (IPDM) workshops are
on the way, as part of new strategic levy investment An integrated pest and disease
management extension program for the olive industry (OL17001). We investigate what
themes the workshops will cover.

Have you ever requested a final report from levy-funded research? If you are looking
for information on a particular research topic, or have a general thirst for knowledge,
why not browse the list of topics online and request a copy of a final report straight to
your inbox.

Lastly, applications for the 2018 Churchill Fellowships have opened, so now s the time
to submita projectidea or head alongto one of their information sessions. There are
also rewarding mentoring opportunities available for people involved in extension
roles.

Two consumer research reports have been developed to give growers access to
guantitative Australian data on EVOO users.

Titled 'Project Popeye', the reports cover themes such as nutritional awareness,
product size preference, drivers of purchase and EVOO usage compared to other oils

on the market.

Read more


https://www.olivebiz.com.au/evoo-usage-attitude-information-squeezed-consumers/
http://bit.ly/2ECkg73
http://bit.ly/2nmP95B
http://bit.ly/2BDwYNn

IPDM workshops will have small business
focus

Nine IPDM workshops will be held across Australia in 2018, to help growers better
understand life cycles of pests and diseases and the factors conducive to infestations,
to enable better decision making.

The workshops will have a strong focus on the sustainable manage ment of three major
olive pests and diseases: black scale, olive lace bug and anthracnose.

Read more

Get closer to previous research through final
reports

Final reports from industry-funded research provide a platform for service providers,
like universities and private industry consultants, to communicate outcomes and
outputs of completed R&D projects.

Requesting a final report from Hort Innovation is easy, and reports are free for olive
levy payers.

Final report topics include:

e Use of ultrasound technology for olive oil processing (OL08003)

e Development of a biosecurity plan for the olive industry (OL14008)

e Essential work to facilitate increased exports to China, removing roadblocks and
enhancing competitive advantage (OL14003).

Read more

2018 Churchill Fellowship applications are
open

Hort Innovation has partnered with the Churchill Trust to offer three Churchill
Fellowships annually for the next four years, each valued ataround $26,000.

The Fellowships offer the opportunity to travel overseas to conductresearchina
chosen field thatisn’t readily available here. Applications are open to any horticulture


https://www.olivebiz.com.au/olive-ipdm-extension-workshops-way-small-business-focus/
https://www.olivebiz.com.au/get-closer