




Foreword
On behalf of the Food Industry Council of Tasmania, I am pleased 
to present the Tasmanian Food and Beverage Industry Strategy 
2008–11. 

The Tasmanian food and beverage industry encompasses many 
different markets, from commodity through to premium and 
niche, and this strategy has been developed with all markets in 
mind. It provides a unifying vision for the Tasmanian food and 
beverage industry and an underpinning strategic framework for 
individual businesses to build on. It describes key initiatives that 
will enable us to reach these shared industry goals and also assist 
government in planning for future service delivery and support 
programs for the industry. 

The council has developed the food and beverage industry 
strategy in partnership with industry stakeholders and 
government, and it embodies the industry’s shared aspirations 
for the future of the Tasmanian food and beverage industry. 
The industry consultation component of the strategy review 
had three stages; a whole-of-industry forum, three regional 
workshops and an online submission facility. 

Participants from industry, government and academia attended 
the Tasmanian Food Industry Strategy Review Forum. The  
forum gave industry representatives the opportunity to identify  
state-wide priorities over the next three years, for inclusion in 
the Tasmanian Food and Beverage Industry Strategy 2008-11. 

The forum was followed by three regional workshops held 
in south, north and north-west Tasmania. The workshops 
considered and validated the findings from the Food Industry 
Strategy Review Forum and identified a number of unique 
regional opportunities and issues.

A website was also set up to receive online submissions from 
industry bodies and interested individuals. The submissions 
process was aimed primarily at relevant industry bodies, although 
submissions were open to any interested person or group.

The review process highlighted that the future of the industry is 
not without its challenges. Tasmania is currently experiencing one 
of the worst droughts on record. The future impact of climate 
change on food production and branding is largely unknown, and 
Tasmanian businesses are under increasing pressure to compete 
in a global market. This strategy acknowledges these challenges 
and identifies ways in which they may be addressed.

However, an industry plan can only provide support and 
direction. Individuals and individual businesses must make their 
own decisions and be accountable for them. The council hopes 
that together we can build a collective confidence in our industry 
and an unswerving belief that our efforts to improve, whatever 
our area of business, will be rewarded through increased 
profitability and sustainability. 

The Tasmanian Food and Beverage Industry Strategy 2008-11 
presents a refreshed vision for the Tasmanian food and beverage 
industry. I thank all of you who have worked collaboratively and 
enthusiastically to bring this strategy together. It is my hope that 
this spirit of cooperation and industry leadership will continue 
throughout the challenging implementation stages of this strategy.

Heather Chong
Chair, Food Industry Council of Tasmania

“Industry says”

“We have to identify our customer – identify  
their expectations and perceptions of Tasmania,  
and then identify key points of differentiation for  
our products.”

“We need to be able to identify, articulate and  
define the advantages and authenticity of our food 
and beverage.”

“We need regional heroes and regional messages,  
but we must have a Tasmanian brand.”

“Partnerships between the university and  
businesses are needed to direct and retain our  
young achievers, linking them to companies  
through an innovation network…” 
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The Tasmanian Food  
and Beverage Industry
Tasmania’s temperate climate, coupled with its fertile soils and 
pristine waters, provide excellent conditions for agriculture and 
aquaculture. Food agriculture and fisheries production are major 
industries in Tasmania and represent an important component of 
the Tasmanian economy.

Tasmanian food and beverage industry highlights include:

• �the industry has experienced a decade of growth from  
1995-96 to 2005-06 and the value of agriculture and fisheries 
has increased by an average of 6.5 per cent or $531 million  
per annum 

• �unprocessed food items have an estimated farm-gate or beach 
value of $984 million and this value increases to $2.1 billion 
after processing and packaging

• �the net income from Tasmanian food is estimated at over  
$3 billion

• �direct employment in food and beverage manufacturing, and 
agricultural and fisheries production, accounts for nine per cent 
of total state employment (approximately 20 000 people)

• �Tasmania is a net exporter of food, with overseas and 
interstate food trade accounting for 58 per cent of total 
production and an estimated value of $1.6 billion

• �Tasmania’s overseas food exports are valued at $502.4 million

• �when Tasmanian primary production is combined with 
dependent downstream processing, it provides around a third 
of Gross State Product, about a third of employment and a 
quarter of all overseas exports. 

These statistics have been collated from the Australian Bureau of Statistics, the 
Australian Bureau of Agricultural and Resource Economics and the Department of 
Primary Industries and Water data.
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The vision for the Tasmanian food and beverage industry is to 
be the ‘pure food bowl of Australasia’.

To achieve this vision, the Food Industry Council of Tasmania 
has identified four strategic pillars that will drive the Tasmanian 
Food and Beverage Industry Strategy 2008-11 initiatives:

• innovative people

• branding

• sustainability

• competitiveness.

Each strategic pillar has a goal supported by several initiatives, 
which have been identified to assist the industry with achieving 
the overall vision of the strategy. A separate implementation 
plan will be developed, detailing specific actions that support 
the initiatives identified in this strategy.

This strategy recognises that the Tasmanian food and beverage 
industry is highly diversified, with more than 70 major product 
groups, ranging from commodity through to premium and 
niche, and also includes a mix of overseas, interstate and local 
markets. This strategy has been developed to address the 
needs of the entire industry and it encompasses processed 

foods, including meat and dairy produce, processed and 
wild seafood, beverages and ingredients, fresh horticultural 
produce, the whole food supply chain and related services. 

The success of this strategy also relies on engaging with the 
whole food and beverage industry, the local community, 
investors and key markets. Collectively, this strategy and 
the strategy implementation plan will provide much-needed 
guidance to businesses, assisting them to develop their own 
business plans, goals, actions and timeframes. Industry action 
will ultimately be the key to achieving this vision.

The Goals
Goal 1 – �Build on our culture of, and commitment to, innovation 

and excellence 

Goal 2 – �Ensure Tasmania is recognised as the producer of 
Australasia’s most sought-after food and beverages

Goal 3 – �Take the lead in developing our industry as 
environmentally, economically and socially sustainable 

Goal 4 – �Identify opportunities to increase industry confidence, 
profitability, growth and competitiveness

The Vision

Innovative People

Goal 1 - Build on  
our culture of, and  
commitment to,  
innovation and  

excellence

Branding

Goal 2 - Ensure  
Tasmania is recognised 

as the producer of 
Australasia’s most  
sought-after food  

and beverages 

Sustainability

Goal 3 - Take the  
lead in developing 

our industry as 
environmentally, 
economically and  
socially sustainable

Competitiveness

Goal 4 - Identify 
opportunities to  
increase industry 

confidence,  
profitability, growth  
and competitiveness

VISION
Tasmania - the Pure Food Bowl of Australasia

Stakeholders
Community - Markets - Industry - Investors
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Innovative People
A strong and sustainable industry will be attractive to people 
to both work and invest in. Providing space and opportunity 
in which businesses, individuals and communities can succeed, 
requires on-going development of skills and a culture of creativity, 
entrepreneurship, sustainability and innovation. 

Improving the skills of individuals is crucial to industry 
development, particularly in the face of increased market and 
environmental uncertainty, and competition for skilled and  
unskilled people from other industries. 

The promotion of innovative business models including value 
chain, lean production, latest technology utilisation and strategic 
alliances, will assist the industry to maximise its potential.

The food and beverage industry recognises the importance of 
innovation, but would like to see a greater collaboration and 
sharing of resources. This will maximise the effectiveness of 
investment into innovation and will enable the whole industry to 
benefit. The industry would also like to see greater support for 
those businesses who are investing in innovation. 

Strengthening and developing institutions such as the University 
of Tasmania and Cooperative Research Centres, and attracting 
innovators to work in Tasmania directly or through alliances, are 
also important for industry growth. 

Goal 1 – Build on our culture of, and commitment to, 
innovation and excellence through:

• �fostering a workforce with well-developed technical, leadership  
and business management skills 

• �providing broad networking opportunities with  
like-minded people

• �communicating and promoting new business models

• leveraging other sectors such as tourism and education. 

“Industry says”

“Basically the survival and growth of the 
industry relies on building a culture of innovation; 
that means creative and imaginative people 
within it.”

“I believe innovation is something people learn...
an acquired skill...and that you need to give 
people that opportunity and they will rise to  
the occasion.”
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Branding
The industry has a strong awareness of the current market 
positioning and potential of Tasmania’s food and beverage brands. 
The unique features and qualities of Tasmania, and its food and 
beverages, provide excellent opportunities in domestic, interstate 
and overseas markets. 

To take full advantage of these opportunities, Tasmania needs  
an underpinning food and beverage brand strategy, that aligns  
the communication and demonstration of the Tasmanian  
brand message, and provides a flexible framework that  
individual businesses can use to further leverage their own 
marketing efforts.

Branding is about more than just sticking a label onto a product. 
It includes:

• �understanding consumer expectations of products  
and experiences

• �promoting an authentic experience or product

• providing a real point of differentiation from other products

• ensuring that the products’ ‘promise’ is delivered to consumers.

The industry supports the need to develop a brand strategy 
which is underpinned by well recognised and accepted 
accreditation processes. This strategy needs to be easy to 
understand and accessible to the whole industry. With the 
implementation of a well-researched and resourced brand 
strategy, the Tasmanian food and beverage industry will be in 
a position to promote and deliver a premium and sustainable 
brand throughout the world.

Goal 2 – Ensure Tasmania is recognised as the  
producer of Australasia’s most sought-after food and 
beverages through:

• �a joint industry-government framework which outlines the  
key values and features of Tasmanian food and beverages,  
and that embraces the entire industry

• �coordinated marketing between businesses, and between 
businesses and government, to promote and increase the 
consumption of Tasmanian produce 

• ��promoting the adoption of key brand values across  
the industry

• �prioritising a joint business and government initiative to  
promote Tasmanian food and beverages

• ��assisting the industry to develop sustainable practices  
in order to support the ‘the pure food bowl of  
Australasia’ branding.

“Industry says”

“(We want) to raise industry standards at the 
top, bottom and in the middle; increase the 
confidence within the industry and in consumers 
of our products, and make our industry more 
sustainable; and hopefully develop a market 
position that gives us a competitive advantage.” 

“We want to develop a brand concept which can 
be supported by core principles and accredited 
processes (that are) acceptable across the 
product range and services.”

“We want to establish a vision in the consumers’ 
mind, which translates into a sustainable point of 
difference, with inherent values.”
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Sustainability
Understanding Tasmania’s natural resources and maximising 
their accessibility and effective use, is considered essential to 
the future success of the food and beverage industry. This 
includes sustained land and water management, developing 
appropriate infrastructure, and the protection of Tasmania’s 
natural resources and disease-free status. The dependability of 
Tasmania’s resources is also considered a key factor for attracting 
and maintaining investment and skilled people in the food and 
beverage industry.

Issues such as drought, limited infrastructure, competition and 
possibly increased climate variability in the future, have made 
water access and security an important issue for the industry. The 
industry sees innovation as a key factor in ensuring efficient water 
use, as well as gaining a government and industry understanding 
of infrastructure requirements.

Climate change and carbon management will influence the 
Tasmanian food and beverage industry through market 
requirements, regulatory impact and effect on natural resources. 
The industry believes that an audit of the current industry carbon 
footprint is an essential first step.

Being able to back-up the Tasmanian brand is another important 
aspect of sustainability. The industry wants to be able to 
substantiate the claims made by the Tasmanian brand by using 
mechanisms such as research and quality assurance certification.

Goal 3 – Take the lead in developing a food and beverage 
industry that is environmentally, economically and socially 
sustainable through:

• �appropriate water infrastructure which is based on need and  
future potential

• �knowledge and understanding of the industry’s current  
carbon footprint

• ��ongoing responsibility for supporting and substantiating the 
Tasmanian brand

• �preparing industry for change in future carbon markets, energy 
sources and costs 

• �industry led responsibility for integrated biosecurity.

“Industry says”

“When water is scarce we have to work out a 
way to use it more efficiently...we have enough 
water it’s just accessing it and allocating it and 
using less of it.”

“If we’re worried about water and sustainability, 
we really need to know…how much water there 
is…and the best way of optimising the value 
extracted from that water into the future. How 
can Tasmanians get value from maintaining,  
using and conserving that water? ”
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Competitiveness
Building confidence at every level within the industry is seen as 
key to Tasmania’s ongoing competitiveness. The industry believes 
that increased confidence in the food and beverage industry’s 
future will encourage industry growth and improved business 
practices. This in turn will build industry confidence in its ability 
to be nationally and internationally competitive. 

However innovative technologies and new enterprise 
developments are risky, and the financing of innovation for new 
ventures and enterprises is a challenge for businesses. Therefore 
businesses and institutions need access to financial capital to 
continue developing. 

The Tasmanian food and beverage industry also faces challenges 
in sourcing low-cost transport solutions and consolidating 
produce to achieve cost efficiencies. Growth in higher value/
differentiated Tasmanian food and beverages will require small 
businesses to either collaborate or grow in order to meet market 
demand and achieve economies of scale. 

Goal 4 – Identify opportunities to increase  
industry confidence, profitability, growth and 
competitiveness through:

• ��strong people and business confidence in the Tasmanian food 
and beverage industry 

• �prioritising future development and investment, based on the 
best use of resources

• ��seeking industry advice on ways to improving efficiency and 
removing redundant regulatory requirements

• providing support for innovative technologies and processes.

“Industry says”

“It’s about getting the knowledge and skills 
you need... you are going to have to invest to 
do that...and that is an investment...just like a 
capital investment, it’s not just a cost.”

“If you are going to make progress here in 
Tasmania, you need to attract resources. If you 
don’t attract people resources, then it’s very 
hard to make progress.”
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Food Industry Council of  
Tasmania Board Members
Ms Heather Chong (Chair)

Chief Executive Officer
Qew Orchards
Email: heather@qeworchards.com.au

Heather Chong is the Chief Executive Officer of Qew Orchards, 
a family owned and operated apricot orchard located near 
Richmond. Qew Orchards specialises in tree-ripened apricots for 
the fresh fruit market.

In 2003, Heather was named the Telstra Tasmanian Business 
Woman of the Year and also won the Tasmanian Westpac Group 
Business Owner Award. 

Heather is a Fellow of the Australian Institute of Company 
Directors, a Director of the Rivers and Waters Supply 
Commission, an advisory board member of the Tasmanian Institute 
of Agricultural Research, the Board of Advice and Reference 
(under the Marine Farming Planning Act 1995) and the Australian 
Women in Agriculture, and also Vice-Chair of the Royal Hobart 
Hospital Research Foundation. 

Ms Anthea Pritchard (Deputy Chair)

Director Brand Tasmania Project
Department of Economic Development and Tourism
Email: anthea.pritchard@development.tas.gov.au

Anthea Pritchard has been appointed to the new role of Brand 
Director within the Department of Economic Development 
and Tourism. Her responsibilities in this role will be to guide the 
development of the Tasmanian master brand and facilitate the 
successful communication of the brand through government and 
industry sectors to enhance the overall perception of our state.

Anthea Pritchard is the former Marketing Manager for J. Boag & 
Son, Australia’s premium brewer where she was responsible for 
the development of James Boag’s Premium, one of Australia’s 
most successful premium beers, the launch of James Boag’s 
Premium Light, Boag’s St George, Boag’s Classic Blonde and the 
development of the Boag’s Centre for Beer Lovers.

Anthea was previously employed with Diageo in Victoria and 
she also worked as a marketing consultant for National Foods. 
She is a board member of the Tasmanian Leaders Program and 
was awarded the Tasmanian Marketer of the Year in 2007 by the 
Australian Marketing Institute.

Ms Jane Bennett

Managing Director
Ashgrove Farm Cheese Pty Ltd
Email: jane@ashgrovecheese.com.au

Jane Bennett is the Managing Director of Ashgrove Cheese  
Pty Ltd, a family owned and operated business located in Elizabeth 
Town. Ashgrove Cheese is a boutique cheese manufacturer 
producing multi-award winning hard and semi-hard cheeses.

Jane was named the ABC Radio Australian Rural Woman of the 
Year in 1997 and she was also awarded the Regional Development 
category of the Young Australian of the Year Awards in 1998.

Jane was previously the Chair of the Tasmanian Food Industry 
Council, member of the National Food Industry Council and is a 
board member of the Brand Tasmania Council.

Jane recently received a Nuffield Scholarship to study trends 
in regional product development, branding and innovative 
distribution channels.

Mr Ted Best

Board Member
RACT Insurance
Email: edbest@bigpond.com

Ted Best retired from Cadbury Schweppes Pty Ltd in 2003 after 
43 years, with 22 years as Director of the Tasmanian operations. 

He has been a member of the Food Industry Council since its 
inception and is also the Chairman of Cherry Products Australia. 
Ted was also previously President of the RACT and is now 
Director of RACT Insurance.

Mr Richard Bovill

Owner
Bovill Farms
Email: rbovill@bigpond.com

Richard had 10 years experience on the family farm before 
establishing Freshgo Pty Ltd, a fruit and vegetable wholesale 
business in joint venture with the Roelf Vos Family to supply fruit 
and vegetables to their supermarkets. He subsequently had 16 
years managing Woolworths Produce Buying and Distribution.

During his time at Woolworths he continued to be involved 
in mixed farming as owner of Bovill Farms located in the East 
Devonport and Don area. He also was instrumental in gaining 
access for Tasmanian cherries and apricots into Woolworths 
national supply system.

He led ‘The Fair Dinkum Food’ campaign and was instrumental 
in the creation of the ‘Australian Grown’ logo. He also Chairs the 
Australian Vegetable Industry Development Group.

Mr Gerald Ellis

Managing Director
Meadowbank Estate
Email: geraldellis@meadowbankwines.com

Gerald Ellis is the Managing Director of Meadowbank Estate 
located in the Coal River Valley, an enterprise incorporating two 
vineyards, a grazing and cropping property, a restaurant and 
function centre, and the Meadowbank wine business. 

Gerald has a bachelor of Rural Science and Diploma of Financial 
Management from the University of New England. 

Gerald is currently a judge at the Royal Hobart Wine Show  
and represents the industry on a number of committees and  
sub-committees.

Mr Maurice Geard

Email: msgeard@aeontfc.com

Maurice Geard is a fat-lamb producer from York Plains. Maurice 
recently retired as Chairman and Managing Director of Tasmania 
Feedlot Pty Ltd, which produces grain-fed beef for the Aeon 
Group in Japan, which now accounts for around half the value of 
food products exported to Japan from Tasmania.

Maurice has been a council member of the Australian Lot Feeders 
Association, Chairman of the State Fire Management Council and 
held numerous positions in Tasmania’s meat industry.
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Ms Kristy Lark

Production Manager
Lark Distillery
Email: kristy@larkdistillery.com.au

Kristy is the Production Manager at Lark Distillery, one of 
Australia’s leading distilleries which produces unique Tasmanian 
premium spirits. Established in 1992, the company produces and 
markets 10 distilled products under the ‘Lark Tasmanian’ brand 
and also operates a whisky bar in Hobart.

She has worked her way up from the cellar door to production, 
assistant distiller, then head distiller and is now Production 
Manager, overseeing all aspects of production and tourism, sales 
and marketing.

Kristy has a Bachelor of Business majoring in human resource 
management, marketing and business management from the 
University of Tasmania.

In addition to the Food Industry Council of Tasmania, Kristy is  
also a member of the Tasmanian Whisky Appreciation Society, 
Institute of Brewers and Distillers and the Next Generation  
Group run in conjunction with the Family Business Australia. 
She was also recently nominated for the 2008 Tasmania Young 
Achievers Awards.

Dr Susan Nelle

Senior Research Fellow
Australian Innovation Research Centre
Email: Susan.Nelle@utas.edu.au

Dr Susan Nelle joined the Australian Innovation Research Centre 
(AIRC) in 2007 as a Senior Research Fellow, to develop a program 
of innovation studies in the Australian agrifood industry. Prior to 
joining the AIRC, Susan was Managing Director of National Food 
Industry Strategy (NFIS) Ltd, a private company that implemented 
the National Food Industry Strategy 2002-07. Previously, Susan was 
the Executive Director of Food South Australia and held senior 
management positions in consultancy firms in Australia and the 
United States. 

She has previously worked with the Department of Industry 
and Trade in Victoria, as a consultant working with boards in the 
not-for-profit and corporate sectors, and in business strategy and 
development, and change management.

Susan won the Australian Gourmet Traveller Jaguar Award 
for Innovation in Food in 2001 and was a finalist in the South 
Australian Telstra Business Woman of the Year in 2002. 

Mr Mark Ryan

Managing Director
Tassal Group Ltd
Email: mark.ryan@tassal.com.au

Mark Ryan is the Managing Director and Chief Executive Officer 
of Tassal Group Ltd. He is a specialist in business restructuring, 
corporate recovery, turnaround management and now the salmon 
industry. Mark has extensive experience in strategic consulting on 
financial and operational management in a number of industries. 

Mark has worked previously with KordaMentha, Andersens 
and PricewaterhouseCoopers, focusing on pre-lending reviews, 
investigating accounts and monitoring assignments for  
secured lenders. 

Mr Tony Scherer

Managing Director
Frogmore Creek Vineyard
Email: morefrogs@bigpond.com

Tony Scherer is the Managing Director of Frogmore Creek 
Vineyard located in the Coal River Valley. Frogmore Creek 
Vineyard was established in 1997 and was Tasmania’s first certified 
organic vineyard.

Tony was the Chair of the Technical Committee of the Viticulture 
Association of Tasmania and is currently President of the 
Tasmanian Pinot Noir Forum and member of the Minister for 
Agriculture’s Organic Advisory Committee.

Ms Anne Urquhart

State Secretary
Australian Manufacturing Workers Union (Tas)
Email: anne.urquhart@amwu.asn.au

Anne Urquhart is the State Secretary of the Australian 
Manufacturing Workers Union in Tasmania which covers workers 
in a diverse range of industries and its five divisions cover both 
blue and white collar workers.

Anne is also the National President of the Food and Confectionery 
Division of the Australian Manufacturing Workers Union.

Ms Mary Walker

Email: tracklementsoftasmania@bigpond.com

Mary Walker is the former Owner and Manager of Hill Farm 
Herbs and Tracklements, makers of award-winning preserves and 
mustards. Mary represents small manufacturers and now works as 
a consultant and mentor to small food businesses.

She was an inaugural member of the board of the Tasmanian 
Food and Beverage Association, Quality Tasmanian Foods and 
the Tasmanian branch of Slow Food. She has served on the Royal 
Agricultural Society Fine Foods Awards Committee and has been 
a member of the Food Industry Council since its inception. In 2006, 
Mary was a state finalist in the Telstra Business Women’s Awards. 

Ms Helen Waterworth

Marketing Director
Houston’s Farm
Email: hwaterworth@houstonsfarm.com.au

Helen Waterworth is the Marketing Director of Houston’s 
Farm located at Cambridge and a leading consultant to the food 
industry. Helen worked on the development of the King Island 
Dairy brand and was instrumental in the development of their 
highly successful cheese portfolio. 

Since 2001, Helen has been advising small and rapidly growing food 
manufacturers in the successful sales and marketing development 
of their products.

Helen is a cheese judge and regularly judges at the Australian 
Grand Dairy Awards. She runs classes for Dairy Australia, 
educating consumers on cheese and wine appreciation.

She is also the former Managing Editor of the Australian Farmhouse 
Cheese Book and project manager and researcher of The New  
Dairy Culture.

Mr Bob Wilson

Director
Tasmanian Pure Foods Ltd
Email: bob.wilson.bagdad@bigpond.com

Bob is a Director of Tasmanian Pure Foods Ltd and the former 
Managing Director of Classic Foods Pty Ltd. Bob was instrumental 
in establishing Classic Foods’ joint venture with United Milk 
Tasmania in 1989. 

Bob is the Chairman of the Tasmanian Institute of Agricultural 
Research (TIAR) Dairy Centre Advisory Group.  He is a Director 
of the Tasmanian Development Board and a former member of 
Cradle Coast Authority, Circular Head Business Enterprise Centre 
and Stanley Port Development Committee.
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CONTACT

Economic Development and Tourism

Business Point 
1800 440 026

22 Elizabeth Street
Hobart TASMANIA 7000
Ph: +61 3 6233 5888
Fax: +61 3 6233 5800
Email: info@development.tas.gov.au
Web: www.development.tas.gov.au
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