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Explosive Growth in Nearby 
Consumer Markets Will Bring 
Exceptional Opportunities for 
WA Agriculture in the Years 
Ahead



Market Focus: Developed “Western” Countries 
or Nearby Emerging Customers?

It’s simple – abandon pushy, drowning-in-debt 
America, dopey, slow Europe and maudling, 
introverted Japan and focus on vibrant, fast 
growing emerging countries that are closer at 
hand and are our future markets! What can we 
sell them? Just about anything that we like they’ll 
learn to like – trust me, I’m a Doctor!

















The Economist Food Commodity Price Index





What Sort of Food Industry Future?
• 2007/8/10/11 food price inflationary period a blip 

(like 1973/74) – recession retreats and business 
as usual by 2012 (i.e. low/stable prices)

• Medium term: increasing volatility in raw material 
supply. Risk management skills at premium

• New era with focus shifting (back) to national 
food security, more local, greater emphasis on 
climate change. “Green” issues go mainstream 
(e.g. reducing GHG/water). High tech. and 
traditional practices co-exist (code for GM) 

• “We’re buggered!”. Malthusian worst case 
scenario, with social chaos, national hoarding



World Population: Who's Going Up and Who’s 
Going Down?

2010 2030 2050
- billion-

World 6.9 8.2 9.0
Africa 1.0 1.5 2.0
Asia 4.1 4.8 5.1
Europe 0.7 0.7 0.7
LAC* 0.6 0.7 0.8
North America 0.3 0.4 0.5
Oceania 0.04 0.04 0.05

*Latin America & Caribbean
Source: UN (population scenario planning)



Developed Countries: fewer young compared to 
elderly
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Source: United Nations Population Division, World Population Prospects, The 2008 Revision.

Population by Age and Sex, Developed Countries: 2009



Developing Countries: far more young relative to 
elderly
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Proportion of Total Meat Consumption by 
Major Species, Selected Countries, 2009
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Main Ways of Cooking Beef: Malaysian Middle 
Class Families, 2010

Percent

• Fried 64
• Soup 62
• Red/Green curry 60
• Roasted 33
• Boiled 23
• With soy sauce 20
• Rendang (festive spicy stew) 20

Source: Chamhuri unpublished PhD thesis, 2011(Curtin)



Major Factors Influencing Malaysian Shoppers’ 
Decisions to Purchase Beef

• 1. Confidence in Halal Process (production and 
slaughter) – shoppers trust in the retailer

• 2. Smell, cleanliness and colour of the meat and 
cleanliness/friendliness of retail environment

• 3. Competitive price and value for money
• 4. Confidence in the beef production process –

e.g. free of chemicals/antibiotics/GP’s

Source: Chamhuri, unpublished PhD thesis, 2011 (Curtin)



Major Factors Influencing Malaysian Shoppers’ 
Decisions to Purchase Apples

• 1. Product integrity/safety - freedom from 
pests/diseases, chemical residues

• 2. Appearance and taste - particularly colour and 
size

• 3. Affordability: price and value for money
• 4.  Where produced/country of origin

Source: Chamhuri, unpublished PhD thesis, 2011, (Curtin)







Do Beef and Lamb Deserve Their Premium 
Price Position?

• Do we deliver on:
- taste
- tenderness
- juiciness
- consistency of the above
- specific products for specific markets
- consumer friendliness in preparation
- social attributes (associated with production, 
processing), e.g. animal welfare, environment
- what about product STORY?









“Consumers are blissfully ignorant of the 
existence of farm assurance and what it 
stands for” UK Food Standards Agency Survey, 2002

• so, traceability schemes and requirements are a 
waste of time and money, with most costs 
carried by the primary producer?

• consumers simply expect that the food industry 
has food safety “sorted”.  They believe as a 
matter of course that we know exactly where all 
our ingredients come from.  If they find out that 
we don’t, then, they are outraged.



Starting Point - The                         framework

“…Our mission of ‘saving people money so they can live better’ starts with low prices…but it doesn’t end 
there.  It extends to being a leader in how we take care of our world.  It means that Wal-Mart and our supplier 
partners must operate in a more socially and environmentally responsible way wherever we do business.”

Mike Duke, President & CEO, Wal-Mart Stores Inc                                                                     
Sustainability Summit, October 22, 2008

ENERGY
To be supplied 100% by 
renewable energy

PRODUCTS
To sell products that sustain 
our resources & 
environment

WASTE
To create zero waste



Wal*Mart Announces Global Sustainable 
Agriculture Goals,  October, 2010
 Support Farmers & Their Communities

 selling $1 billion in food from smaller-scale farmers
 training 1 million farmers/workers in sustainable farming practices
 increasing income of above by 10-15%
 in USA, doubling sale of locally-sourced produce

 Produce More Food with Fewer Resources + Less Waste
 over next 5 years invest $1 billion in its global fresh supply chain
 reduce food waste in stores worldwide by 10-15%
 introduce Sustainable Produce Assessment for suppliers

 Sustainably Source Key Agriculture Products
 all Wal*Mart brand palm oil sustainably sourced by 2015
 expand existing beef sourcing practice in Brazil with zero 

tolerance on deforestation

http://www.google.co.uk/imgres?imgurl=http://www.gomonews.com/wp-content/uploads/2009/10/wal-mart-logo.jpg&imgrefurl=http://www.gomonews.com/walmart-boards-the-unlimited-boat-with-straight-talk-mobile-plan/&usg=__E0UoggXQo82Wsw6IsBzslJrxhrI=&h=350&w=700&sz=35&hl=en&start=1&zoom=1&itbs=1&tbnid=rDrH7MyU1c5zjM:&tbnh=70&tbnw=140&prev=/images%3Fq%3Dwalmart%2Blogo%26hl%3Den%26gbv%3D2%26tbs%3Disch:1&ei=J3M5TY_oIse7hAeUqMyUCg�
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Reasons for paying more for food and drink

Thinking about food and drink that you are willing to pay more for, what are the most important reasons for doing so?

• Key Findings
• As many as 1 in 7 (14%) 

shoppers are willing to pay 
more for organic food

• 1 in 10 are willing to pay 
more for ethically produced 
goods and a similar number 
(9%) for goods that are better 
for the environment . 



The Future of Food and Farming:
High Level Conclusions

1. More food from less.  Contain demand for meat and 
dairy (code for reducing consumption in Developed 
Countries).  Minimise waste.  Notion of “climate-friendly 
diets” emerge.

2. Climate change initiatives and achieving sustainability 
in global food system inextricably linked.

3. Revitalise moves to end hunger – reduce unfair 
subsidies, focus on rural development

4. All food policy options open – code for embracing new 
technology such as GM, nano-technology.

5. Food self-sufficiency at national level rejected but 
maximise benefits of globalisation to ensure food 
supply. However, trade liberalisation threatened

London, UK, 2011







Important Announcement
• From a consumer perspective and in 

many markets of the world:

FARMERS (and FISHERMEN) 
ARE BACK IN FASHION!

This presents us with excellent 
marketing opportunities













Impact of Campaign

• 500,000 more households bought Yeo Valley products in the 12 
weeks to December 25th, 2010, than in preceding period

• Outperformed total yoghurt market by 250% 
• Viewed 2 million times on YouTube (YeoTube!)
• Sales boosted by £10 million – equivalent to 15% year-on-year 

– for a campaign investment of £3 million
• Advertisement aired 7 times during the X Factor (ITV1) and 25 

ITV2 slots







Life Science Companies
Ownership of Genetic Rights

market 
power
polarised

nursery people
growers/farmers
distributors
manufacturers etc.
get squeezed!

Major Global Food Retailers and Food Service Firms
Ownership of Information on Shopping Behaviour

Proprietary Technology and Demand Chain 
Squeeze



http://www.pinkladyapples.co.uk/site09/index.htm�


Looking Ahead in Agriculture for WA: with Trepidation 
or Anticipation?!

• There is near consensus from experts that food and drink 
prices will be higher in the future than in the past, but ....

- don’t underestimate farmers’ ability to rack up supply
- prices up? Yes! Straight line? No!
- watch impact of peak oil on input costs

• Success in emerging markets will be built on earning trust 
with customers. Specifically, trust relating to:

- consistency of quality and supply
- safety, integrity and sustainability of product

• Huge importance of “Brand Australia”
• There’s no “silver bullet” products, just excellence both in 

understanding customer wants and in supply chain 
management



CONTACT POINTS:
e-mail

profdavidhughes@aol.com

telephone numbers
office +44(0)1600 715957
fax +44(0)1600 712544
mobile +44(0)7798 558276

Check my latest podcast at www.profdavidhughes.com

http://www.profdavidhughes.com/�
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