








We anticipate that as our new grove comes into full
production next year, that we will have to look for new markets Ashbolt’s grove in brief
interstate. * 450 trees planted in 1998-99 but reduced to 350 to
eliminate non-performing varieties
1550 trees planted 2004
* the grove is expected to be capped at 2500 trees
» grove varieties are Frantoio, Leccino, Verdale,

Promotional communication

This is based on our communication at a personal level and
through our brand. It is hard not to feel incredibly passionate S5 X )
and ‘obsessed’ about our products, about our farm and what we Hardy Mammoth and Nevidillo Blanco, Picholine,

do. Most of our sales come from personal sales and our clear Arbequina, Pendolino, Mission and Manzanillo.
plan which is based on building a brand around our range of Anne Ashbolt can be contacted via info@ashbolt.com.au
products. or www.ashbolt.com.au
The challenge for us will be to continue to carry that
excitement as the business grows, but it is hard not to feel
incredibly proud of what we do.
The central selling point for olive oil is that like all produce
from the island the Tasmanian brand is such a cohesive and
defined one — predominantly based on the clean, fresh, good-
food experience. Tasmanian olivegrowers can add another
layer to this already powerful brand, though they must be
careful that they do everything to complement its integrity.

Anne from a vantage scenic point at the edge of the olive grove Well positioned and identifiable the stand is part of the strategic
that overlooks the River Derwent where she hopes to one day marketing.
build a visitors’ centre.
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