Bottling & Marketing

Marketing Tasmanian olive oll

Tasmania’s olive industry may be small compared with other
States but its olivegrowers more than match the mainland for
passion. Anne Ashbolt is one such local olive identity and in
this article she outlines some marketing principles which have
made her oils popular at the top end of the boutique and tourist
trade at Hobart’s Salamanca market every Saturday morning.

The point of difference

Establishing your point of difference is a critical part in
positioning your product in a crowded market.

Tasmanian olive oil is so different to most mainland oils,
particularly its colour. I was reminded recently of the time
when we first displayed our oil nationally at the Australian
Olive Association conference in Brisbane a few years back.

The mainland olivegrowers were in disbelief, even open
suspicion, at the jade-green colour of our oil. Most had never
seen anything like it and nearly all were convinced we had
‘adulterated’ it in some way, perhaps with olive leaves. Many
needed convincing (by the judges who had come across it in
previous years) that it was ‘the real thing’!

I do understand that, unlike the judging of good wine, colour
is not a factor in the judging of olive oil, but it is certainly a
factor in our sales and brand recognition. People taste food
with their eyes and nose as much as with their palate — so I
am a firm believer in the value that colour can bring to a dish
— drizzled on a white plate — it looks sensational.

Taste

What we try to achieve in our oils is a balance of the striking
pungency that is a characteristic of cool climate groves and the
incredible ‘roundness’ that we strive for each year, a fullness
and depth of flavour across the entire palate. Many oils have
high levels of pungency and bitterness (some almost to the
point of being undrinkable), but the key to what we do has been
the ongoing marriage of moderate pungency, together with a
hint of bitterness and a great fresh ‘nose’, creating what we
consider to be an exciting, yet very ‘approachable’ oil.

Chemical and nutritional analysis

One of the most promising things for us is the continuous
high technical quality of our oil. When you measure two of the
key factors for determining the virginity status of an oil — Free
Fatty Acids and Oleic Acids, Ashbolt Olive Oil has come in
with Oleic Acids between 81 and 83% and FFA’s often less
than 0.01%. This year’s was the lowest FFA’s ever recorded by
the laboratory.

Aside from the recognition that the lower the FFA’s and the
higher the Oleic Acids, the healthier is the oil, there is the added
advantage that our oil will have longer keeping properties than
that grown in a warm climate, which means it maintains its
fresh clean flavours right throughout the year.

¢ A reinforced FIBC for liquid and solids .
¢ Folds like a bulk bag .
¢ Stacks like a rigid container up to 3 high .
* 40 Packs per 40ft container - 400 empty .
* 1200Kg rated Size 1100 x 1100 x 950mm ¢

For chemicals, food, liquid and solids
Compression strength 8-10 fons.

Completely recyclable & bio-degradable. .
45mm thick. 30Kg without pallet .
1000 Lt Size 1090 x 1090 x 1000mm

*Ventilated
*Solid
* Stackable

Strong durable food grade bin.
Tare weight approx. 40kg.
Size 1162 x 1162 x 780mm
Capacity 755 Litres.
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Consistency of product

The other thing we have been lucky enough to achieve is a
uniformity of product from year to year. Our customers have
come to know and rely on our style of oil. Word of mouth
referral spreads each year so that, despite the continual growth
in volumes, we keep selling out earlier and earlier each year.
This consistency has been recognised formally on the national
stage with a constant track record of gold, silver and bronze
medals — there has not been one year in our seven-year history
where each of our oils has not won medals.

The product comes down to two things — attention to detail
in the grove and in processing. Attention to detail is relatively
easy at the ultra-micro producer stage (and there are a large
number of growers in Tasmania who deliberately choose to
have small and manageable groves). But the key is to maintain
the quality as the groves grow. It is about continually assessing
the intensive methods of grove management and also looking
at ways to improve the handling of the olives from harvest to
pressing and bottling.

Pricing

Small and boutique comes at a cost. This is especially so in
Tasmania — due to our isolation and our climate. All products
in our range command premium prices and they must because
of our higher production costs. We have tried to capture this
premium position by developing a number of related products
in different product sizes under our clearly identifiable brand.
We have for the past two years, developed two tiers of oil — our
Ashbolt Select and our Ashbolt Premium Blend.

Our Ashbolt Select (which this year won gold at the Royal
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Sydney Show) continues to enjoy an almost cult following
as our premium product and sells at retail for around $65
per 500ml. All of last year’s oil was sold by the start of 2008
and most of it was pre-sold to customers who had bought it
previously. We had earlier removed our premium Ashbolt
Select oil from the website to maintain some supply for our
regular local customers. Our softer-style Ashbolt Premium
Blend is also priced well above most other olive oils with an
on-shelf price of $55 per 500ml.

You can sell once at a high price but they won’t come back
unless the quality is there.

Place

This one is about distribution. Most of our sales are in
Tasmania and are almost entirely dependent on the local market
and web-based sales. We also have a small number of interstate
and international sales.
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Robert and Anne Ashbolt’s stand is situated in a prime spot at
Hobart's popular Salamanca market.
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Costante Imports

377-379 Bell St, Preston
Victoria 3072

¢ netting

Ph (03) 9484 7948

Fax (03) 9484 7940 e bottles
Email e caps
sales@costanteimports.com.au e pumps

e pruning tools

e harvesting equipment

e capping machines

e storage tanks

www.costanteimports.com.au
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@ CostaENTERPRISES

Suppliers of quality packaging equipment to
the food and beverage industry since 1991

Costa Enterprises represents a complete range
of packaging equipment and prides itself on the
services it provides.

Costa Enterprises support projects from a single
machine installations to turn key full packaging
lines which include:

e Equipment supply and installation

e Commissioning and service

e Training for maximising line efficiencies
e Training for maintenance procedures

AROL Container closure systems.

closure systams

),{ Carton erectors, carton sealers,

)‘ divider insterters, palletisers,
BORTOLINKEMO  depalletisiers & packers

(EURO% STAR)® Liquid fillers supplier

Pressure sensative labellers, wetglue labellers,
Ko s M E hot melt labellers, roll fed labellers, palletisers,

depalletisiers, packers, liquid weight fillers &
beverage filling systems.

PVC/Tin capsulers, sparkling

(ROBINO & @ ALANDRINO)  wine winers & sparkling wine

hooding machines

Quality control systems, carton check

FT System szi.  weigher, closure control, liquid level
control & rejection systems

“Total Packaging Solutions”
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We anticipate that as our new grove comes into full
production next year, that we will have to look for new markets
interstate.

Promotional communication

This is based on our communication at a personal level and
through our brand. It is hard not to feel incredibly passionate
and ‘obsessed’ about our products, about our farm and what we
do. Most of our sales come from personal sales and our clear
plan which is based on building a brand around our range of
products.

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
that overlooks the River Derwent where she hopes to one day
build a visitors’ centre.
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solutions for small munufa;iur s

IR

NICS

Ph Toll free 1300 66 1300

38 « Australian & New Zealand Olivegrower & Processor * March - April 2008

Ashbolt’s grove in brief

* 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,
Hardy Mammoth and Nevidillo Blanco, Picholine,
Arbequina, Pendolino, Mission and Manzanillo.
Anne Ashbolt can be contacted via info@ashbolt.com.au
or www.ashbolt.com.au

Well positioned and identifiable the stand is part of the strategic
marketing.




