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A Volatile and opportunistic patterns of trade

All vegetables 20 year export value trend (MAT April to March) A" PUUOUPEEOOaw UUUUEODEZU
by hard vegetables

A Competitive while $AU remains in current range
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Overview of vegetable export performance

Total value growing strongly driven by
green vegetables

Volume flat due to declining potatoes
and onions

Middle East and SE Asia are the
dominant market regions

Do o I Do

Promising opportunities exist in North
Asia

The industry is well on track to reach the

2020 targets of $314 million and 40%
growth in 5 years

2017/18 vegetable exports

Exports

Growth trend

5 year CAGR

VALUE

$248 million

4.8%

10.8%

VOLUME
197,811 tonnes

5.7%

4.4%




2017/18 vegetable export trend by product value
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A Carrots continue to sustain
growth

A Green vegetable exports

have taken off in the past 3
Other years

m Greens

Onions
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Product trends by value

A Export growth in green vegetables has
Eil OwUOEI UxDPOOI EwE a w
and trading integrity

A Afocus on building programmed trade
has sustained markets

5YEAR GROWTH

%

SHARE
Ve ~ ~ ~ r ~ Ve ~ % ~ ~
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Celery 2.9
Brassica 2.8
Capsicum 0.5
Broccoli 8.3
Lettuce 4
Carrots 38

51
46
35.6

24.5




2017/18 category share of vegetable exports (value)

The top 4 categories
account for 68% of exports:

Other fresh vegetables 1

10% Carrots

Pumpkins & squash Capsicum

1%

Asparagus

Tomatoe

Cabbage & kale

2
3. Potatoes
2% 4

Onions
Carrots

Fresh beans 38%

3%

Lettuce _/

5%

Broccoli

7%

Onions

Asparagus
11%

Potatoes
11%

Source: Fresh Intelligence Consulting



Market trends by value

A Australia is growing market share in
Singapore based on quality and product
integrity credentials.

A The decline in Japan is largely asparagus.

Singapore
Middle East
Japan
Malaysia
Hong Kong

South Korea

SHARE
%

19.4
27.6
12.1
8.1
6.4
5.3

5YEAR
GROWTH
%

19.9
15.9
11.9
12.8
26.2

29.4

ANNUAL
GROWTH
%

9.9
19.1

- 10.4
-8.6
4.1
o157




2017/18 market share by destination (value)

Bahrain all other
Thailand 1%~ Kuwait /-7% Singapore
2% Indonesia\ 1% 20%
[}
Taiwan 2%
3% \
EUROPE

United Arab
Emirates
15%

3%

Qatar —
4%

New Zealand
5%

Korea South
5%

A Led by the UAE, the Middle East
the largest export destination
followed by SE Asia

Saudi Arabia
6%

A Market access is restricting growth
in Nth Asian markets

12%

Hong Kong
6% .
Malaysia

8%
10

Source: Fresh Intelligence Consulting
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Export growth drivers
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Favourable macro factors creating global
economic prosperity

The evolution of modern trade in target
markets

Strengthening industry export culture

Strategic investment in exporting by
category leaders

Implementation of Hort Innovation
IAUSVEG strategy

Favourable $A exchange rate
Improving market access to North Asia
Location and freight connectivity

Strong and growing trading
relationships in Asia and Middle East

Growing affluence in Asia is drivin
demand for premium quality, safe
products with trusted provenance.
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Australian exporters must target high end modern
trade channels

High end retail High end food service
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