Organic is the buzz word of the moment in the
food Industry and consumer demand is high.
But for some manufacturers, scurcing organic
'. .g;”ed%ents is “t?’“i{':k}f’ DUSINess. $TORY IOELLE THOMSON
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food end beverzge oroduciion iz grow
& an impressive rate |
One of New Zealand’s bes
consurrable compariss, Phoenix Urganics,
has doubled in size every two fo three vears
since its endry info the market in 1987,
hoenix Orgenics sales and marketing
director Roger Hanfs says growih is sHl
t about 30 percent 2 year buf since 80
percent of s sales are not scanned (n
supermarkets, for example), it is difficult o
coftect accurate information on market share.
"Unlike most food producers in New Zealand
our sales fgures do not come from a ons-
stop shop — the supermarket — because we
have & diverse and guirky range of markets,”
he explains.

He says that wivle growth was the fastest
in the first few years of business - up by
B3 percent every year for the first fve ~ i
remaing strong, He forecasis saies for the
year o March 31, 2006, wil exceed $10
miliion; last year thay were $8 mition.

Jim Smaki, awner of Serra Natural Foods
in Canterbury, began producing yoghurt hat
he izhelled as ‘naturd’ v 1888, # wasa't
untlt 1894 that he was able to uss the word
“organic” on his Cycloos packaging and then
only for 7 percent of his producton, The
biggest challenge to production was and
is availabilty, says Smadl, and this impacis
directly on profit because organic ingradients
cost a pramiurm.

*New Zealand is not 2 pure market in
terms of #s produce and it the sady days
there was no organic mik powder. Sc |
was committed o using a2 supply that was
ked o famms and went up and

‘&t ieast pardialy”.

Smagll produces non-organic—ce
for corporate clignis, many
asiced him io produce an organic-c
product. However, sconomics of deing
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supply of core products,
™ou can't just sesle up and say we'rs
going fo supply the Ausiralian Ket now
because you have o gredualy grow the
supply base and the demand base in order io

ramp it up,” explains Smal,




he Knows as rany :“"OIDIE who are o=

robably s betier overad

huge percentage in
. Ultimaiely i
comes down o supermarket demand,

the growin of organic supr

i

Small says that a key fo his success
e fact that he does ﬂot Fely o Grganic
iab-ﬂlﬂr o make money. ! have never tried

o lead with the words 'organically certified’
-;:\ut father with the brand being a high guaiity
cne. itis imporiant to me fo run & susizinable
business bul idonfwantforide onitas &
marketing tooi,” he says.

Roger Harris from Phoenix agrees that
the biggest chalienge in growing an organ
consumabies company is about co&;‘t‘:E
which: impact -'nos*:Ey on axports. "When we
started as z natural beverage company we
coukdn't be organic nitlally becalse of lack
of ingredients bm we aweys plannad o be

fuily organic.

Faras says he ancBusiriess partners Chrs
Morrison and Deborah Cam}é never wavered
from their mission o be W0 pércent organic
food preducers. “We knew from the siar
irom iooking at the United Kingdom, Eurcoe
ne States that there was 2 very s
demand for organics, driven largely by the
negative Diatform of food scares and the
creepy GE lhing moving
Eurape at the time. Thal really set off
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alarm befls and gave the i our
ioscphy,” he says
Increasing  saies New Jesiand has
Cecome easier, says Harmls, because there
cal mass and growih |

- 5o much that it is now d

percant o

5.-1.—

"""U Ceﬂ.‘;

ied organic i;eve{age corpany.

nany

ant

of

organic ingrad W Lonsumsrs

— organic fefeas can be up ko 100 percent

s

Han non-organt

M07E ExpEnsia

iees oy obml

have reduced the size of
v, this fits happily w

PN

roat
gudience nas been iefing ¢

velime s sesn

q:.y py f\r\inmcclﬂl‘_

sizes of mos of theis ,Gchd i :rosfis have
been an a‘-_*-_ract'or rather than a deterrent.

Far Yasmin and \_;'FE" Sherhav of Pitargo

size and the
organic” are not
ag imperiznt as gually. in just &3 years they
have harnessed 25 percent of fresh soup
marke! saies in supemmarkels nationwide,
They plan o increase that figure o 30
winter, Yasmin, the markeling

Irnovative Crganic }
r:otion of labeling a product

sercent &
directer of the
Shenhav after they met in London, before

company, martied istasl Ofer

moving o New Zeslend. He was & chef
ang she wes 2 professicnal dancer, and

both sharsd

sopiy permsales @l aspecis of ther
usiness foday.

smphasise i3ste first oand foremost
But for us the health aspect is &s important,

Qnopée want to know what they are pu
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< ;ts-:‘r;*en s E)Gd%e.;," :ays Gfer.
He says the companv 5 aporoaching

New Zealand and has

market saturation in
started & smali axgort business in Asssfraléa
“To get 1o 2 B0 percent markst share in
soup sales will be tricky because there are
a lot of mainstream players involved - but
it is not beyond the reaims of possibility.
We came with something that was in high
demand. When we started out, the organic

"People want to know what they are putting into
their bodies and mothers especially want to know

what they are putting into their children’s bodies.
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Organic certification

bodies in New
Zealand

Linguistic punists could claim that any
part of a plant or animal is organic

i naturs, acrording w dotionary
defiition. In terms of agricilueal

production, hewever, organic proceucts
are only those that have been produced

withaut the use of chernical fertilisers,
pestickies and herbicides. There are
four bodles in New Zealand with

the suthority @ cartify 3 produst

a3 arganic, edch is recognised by
internation: Crmterpars:

Bio-Gro New Zealand

Bio Ginr Is the best known of the
organic certfied vrademarks in this
country. il an incorporated society

sndd non-profit orgenisation and

came into belag in 1983

Demeter

Nempd after 3 Greek goddess,

onty certifies Blodynamically
farmed producs.

Organic Farm New Zealand
This iowe-cost scheme was sstablished

for smal sealn producses by the Solf
autablished

and Haalth Association,

i 1941

AgriQuality
A state-crend enter
1 certify arganic products far export

isg that is able

for iernationa
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e organic aspect
was our main ticket but
now people are buying
on quality and because
they like the taste.”

aspect was our main ticket but now pecple
are buying on quality and because they ke
the tasie. The fact that #'s organic is a big
bonus but it's not the main thing.”

Yasmin says the moest difficult organic
products to sourcs are fomatoss, can
beans and pasta. i s virtually impossibie
to get ercugh of them In New Zeaiand.

"ihe things we use most widely — such as
carols, xumara and sumpkin — are 2 in
olentiful demand and we work with growers

and that st g
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business.

Top New Zealand organic
producers

CYCLOPS

Jim Smail stadted making Cyclops voghurt
in 1888 and gained organic ceriification in
1868, The South island company, Sera
Natural Foods, sroduces Havoured yoghuris
and al but one (boysenberny) are made from
100 percent organic certified products. They
are avaiiable in suparmarkets nationwide,
PHOENIX ORGANICS ™™

Phoenix makes sophisticated organic fuit

ang fimy dinks for ‘gréwnilps®, which

oradominantly use honey as & sweelener
The time was right in 1388 for this company
o commd o beirg a lergely organic
sreducer, but sourcing enough ingradients o
supply demand continues to be a challenge.
Siay percent of the company's saes are of
organic cerified products and the am is o
take that tc 100 percent.

PITANGO

A soup and sauce preducer with an equal
focus on flavour and organic status. One
of #ts newest organic scups is Morcccan
chickpea witl; cumin and mini, cescribed by

All but one of
Cyclops yoghurts
are made from 100
parcent organic
certified products.

progducer Yasmin Shenhav as “something
with a different Favour dwist” to atiract those
who might not always buy organics, dut who
arz interasted in the brand.

KEMP-ROBERTS

Kemp-Roberts  makes organic  single-
sefve  yoghurt n strawberry, apricot
and nsiural, which is  available on

A New Zesiand and will soon ke in
supermarkets. They also make naon-organic
products and owner Simon Kemp-Roberis
is working towards iuming a chocoiale dip
recipe into an organic product.

Staying at another Auckland hotel
this week? No dice.
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