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- Australian Production & Extra Virgin Olive Oil

- Category evolution over last 5 years

- Consumer behavior

- Perception of Australian EVOO vs European EVOO

- Marketing opportunities

What we will cover 



Our Industry

Source: Aztec Scan Data, 2018

o Production 2017 @ 21 million litres

o Production 2018 @ 10 million litres

o Production 2019 @ 20 million litres

o Australian production depending on the year is around 85%-95% Extra Virgin Olive Oil

o In the rest of the world it is a very different story
o 25% is Extra Virgin Olive Oil
o 25% is Virgin Olive Oil
o 50% is Lampante (requires further processing)

o Australia consumes @ 45 million litres of olive oil per annum or @ 2 litres/person
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EVOO driving the growth of Cooking Oil 
in the last 5 years

Total Grocery: Evolution of Cooking oil in Dollars (000s)

Data Aztec/Total Grocery/ Cooking oil/value sales/MAT 
11/08/2019

$9.53 $8.14 $2.68 $3.42 $2.73 $13.92$5.66
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EVOO is 43% of the total value of Cooking Oil with the 
second best $/L of the category 

B CATEGORY5

$5.66

$9.53

$2.68

$3.42

$13.92

TOTAL COOKING OIL

$8.14

$/L

Confidential

100%

42.6%

10.9%

4.9%

5.0%

17.0%

Coconut =  
Rice Bran

Data Aztec/Total Grocery/ Cooking oil/value sales/MAT 
11/08/2019



EVOO SHOPPER IS HIGHLY VALUABLE TO THE CATEGORY/TOTAL SUPERMARKET

GROWTH OPPORTUNITIES AMONG YOUNG FAMILIES AND MILLIENNIALS.



EVOO CONTINUES TO GROW IN HOUSEHOLD PENETRATION 
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Despite a slight decrease in 
those buying total cooking oils:
• EVOO continues to grow in 

household penetration as 
consumers move out of Olive 
Oil. 

• Canola Oil notably continues 
to grow as well with blended 
vegetable oil buyers moving 
to Canola oil. 



THERE IS STILL A JOB TO BE DONE IN EDUCATING THE CONSUMER

• Price continues to be a 
barrier for consumers, but an 
opportunity to reinforce the 
value of EVOO 

• Cooking and Health Benefits 
are key communication 
points to continue to speak 
to. 



AUSTRALIAN EVOO IS PERCIVED HIGHER QUALITY VS EUROPEAN

• Locality and freshness are key 
reasons why consumers 
believe AUS EVOO is high 
quality. 

• Whilst quality of European 
EVOO is said to be due to 
their history/experience in 
growing EVOO.



HEALTHIER, TASTIER, FRESHER AND BETTER FOR COOKING ARE ALL KEY 
ASSOCIATIONS WITH AUS EVOO VS EURO



Messages

Source: Aztec Scan Data, 2018

o Our (us growers) future success and prosperity is totally depended on 
consumers having a great experience when they use Australian Extra 
Virgin Olive Oil

o Quality and standards (Code of Practice) are key drivers to achieving this

o Imperative that we deliver freshness

Quality


