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Highlights of 2013 so far �

✓ Aussies dominate New York Olive Oil 
Competition

✓ Bumper harvest – quantity and quality

✓ Farewell to extra light and pure

✓ Local consumers shifting to higher 
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✓ Local consumers shifting to higher 
quality, locally grown EVOO

✓ Emergence of China as #1 export 
market for Aussie EVOO

✓ FEVOO and media stories

✓ Prices improving



Global EVOO prices up 50% on 2012 lows, yet still 
20% below the 15 year average; outlook positive
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Extra Virgin Olive Oil ex-tanker price U.K, A$/L
15-year period - 1998-2013

15 yr average: A$4.66/L
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Source:  www.indexmundi.com
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Australian olive oil production rebounded strongly to
achieve a new record of 20 million litres; >95% EVOO
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Source:  Modern Olives, AOA
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Imports are forecast to finish the year down 5.5m
litres on 2012 levels.  Key drivers are import
substitution and a decline in 4L tin retail sales
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Source:  Australian Customs
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Spain accounted for 67% of imports by both value 
and volume in FY13 followed by Italy at 11%

Lebanon 1%

Syria 0%

Other 14%

Share of Australian olive oil

imports by volume FY13
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Source:  Australian Customs

Spain 67%

Italy 11%

Greece 5%

Turkey 2%



China 32%Malaysia 3%

Japan 3%

Canada 2%

Other 2% Taiwan 2% Russia 1%
Fiji 1%

In FY13 China overtook the USA to be Australia’s #1
export destination by volume and value
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Share of Australian olive oil exports by volume (FY13)

USA 17%
Italy 14%

New Zealand 13%

Spain 10%

Source:  Australian Customs



Some of the great places Australian EVOO 
is turning up in China
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Source: BBL Ole, Shenzhen, China



Some of the great places Australian EVOO 
is turning up in China
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Source: BBL Jusco, Shanghai, China
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Estimated Australian Olive Oil Consumption by Origin 
Averaged ('000 Litres)

Domestic consumption forecast to be in line with 2012 
with a significant shift to higher quality, locally grown 
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Bulk/Manufacturing 

6%

Boutique 2%

Australian olive oil consumption by channel

The grocery retail channel accounts for 
approximately 72% of olive oil consumption
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Retail 72%

Foodservice 20%

Sources: Aztec scantrack,  Australian Customs, FoodServeX Pty.Ltd, BBL, pers comms.



Grocery sales flat year on year @ $220m, bottle share 
up from 55% - 60%
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Grocery litre sales down 2 million litres year on year 
due to a decline in bulk tin purchases

20,000

25,000

30,000

35,000

Olive oil product mix by litres sold

14

0

5,000

10,000

15,000

MAT to 25/08/12 MAT to 25/08/13

Litres

Bulk tins

Bottles



Steady shift from refined to EVOO, currently 58% of 
litres sold (up from 56% in February 2012)

15



Significant shift to Australian olive oil, currently ~30% 
of litres sold (up from 20% same time last year)
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Grocery sales of Australian olive oil
(dollars)

Based on current growth rates, grocery sales of
Australian olive oil set to exceed $100m by 2014
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2013 forecast – $90m
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Consumers remain confused when shopping the
category – education is our key focus

Key points of confusion

• What do these grades mean?

• Intensity of oil, what will it taste like?

• Is old olive oil the best (like wine)?

• How do I make sure the product is what
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the label says it is?

• Is tradition/country of origin important?

• Which oil to use for cooking, salads, baking?

• Can EVOO be used for cooking?

• Are green olive oils better quality?

• What size to buy?  



More educated and engaged consumers are more likely 
to be choosing an Australian EVOO over an import

Key usage drivers for 
olive oil:
• Health
• Taste / Quality

Factors influencing 
shift from bottom to 
top
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Extra Virgin Olive Oil

Olive Oils

Australian Olive Oil

30%

• Freshness

• Actual taste advantage

• Healthier

• Buy local

• Value

top
• Level of education 

and awareness 
about olive oil

• Recipe/changes in 
food culture

• Food involvement
• Premiumisation
• Labeling and shelf 

real estate
• Provenance

Seed Oils

Solid Fats

Imported Olive Oil

70%
• Tradition

• Heritage

• Cultural connection

• Perceived taste       

advantage

• Perceived value 

advantage Habit

• Distribution weight



Australian EVOO media highlights
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Australian EVOO media highlights
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FEVOO attended by 200 people; twitter feed on the day 
reached 54,000; pre/post media reached 12 million!
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Harvest dates on labels help reinforce the freshness 
message.  In this Melbourne store only 4 out of 57 
brands display harvest dates on the front label!
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Next step � education at the point of purchase
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Summary

• 2013 has been a great year for 
Australian EVOO

• A bumper crop, strong growth of market 
share, global recognition for quality, 
labelling reform just some of the 
highlights
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• We currently account for 30% of retail 
sales; should be aiming for 40%-plus

• Huge upside potential for Australian 
olive growers if we can work together to 
drive awareness and education

Thank-you!
timsmith@boundarybend.com


