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The Australian BlueMussd Industry — Growing Through
Cooperation

The 2000—2005 Resear ch and Development Strategic Plan

This plan describes the strategic research and development of the Audrdian blue
mussdl industry. It has been prepared to provide direction on investing in R&D for
the Audrdian blue mussd indudry, the R&D investment community, research
providers and other people who are interested in the Austraian blue mussel industry
and the business environment it depends on.

Vision
A united, sustainable and profitable blue mussd industry
Mission

To produce premium quality blue mussdl for domestic and overseas consumersin an
ecologicdly sustainable and profitable manner.
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NON TECHNICAL SUMMMARY

1999/378 The Australian Mussal Industry — Growing Through Cooperation. The 2000-
2005 Resear ch and Development Plan

PRINCIPAL INVESTIGATOR: Smon Bennison

ADDRESS: Aquaculture Council of Western Audtrdia
PO Box 55, Mount Hawthorn, Western Australia, 6915
Telephone: 0892442933  Fax: 0892442934

OBJECTIVES.
To develop anationd mussd indusdtry profile giving recognition to the fact that the

industry is expected to expand production fourfold over the next five years,

To develop astrategy for national cooperation and collaboration amongst producers,
particularly in regard to supply, demand and product quaity, including the
development of a‘Code of Practice’ that addresses post harvest handling and the
adoption of a Condition Index;

To develop aresearch and development strategy that will ensure viability and
improved internationa competitiveness,

To commission a suitable person to document the market devel opment issues facing
the industry. Thiswill address consumption habits and evauate the green sl
industry in New Zedland, with emphass on consumption dynamicsin Auckland. It
will address the dynamics of the ‘ Chilli Mussa’ promation in Western Audtrdia,
which has resulted in the highest per capita domestic consumption of locally produced
mussdls. It will evauate the viability of developing a processng facility that will alow
vaue-adding as well as accommodating future production; and

To develop an effective communication Strategy.

OUTCOMESACHIEVED
A cohesve nationd mussd indudtry;

Optimisation of the economic potentid of the Austrdian mussd indudtry;
Improvement in the average qudity of mussdls to the consumer;

I dentification of opportunities available to participants in the mussd farming industry;
and,

Industry ownership of dl the outcomes from the workshop that will ensure the
development of a sustainable nationd mussd indudtry.




The following report has been prepared from presentations, discussions and documents presented at
anational Mussd Industry workshop held in Mebourne on 28 and 29 March 2000. The workshop
was organised by the Aquaculture Council of WA, and funded by FRDC and followed discussions
between industry stakeholders at severd meetings during 1999, and their concerns about an
anticipated quadrupling of production capacity by 2005.

The objectives of the workshop included:
the establishment of a current and future industry profile in the various States,
the development of a Nationd srategy for collaboration between producers,
the development of an R & D drategy;
the commissioning of a consultant to develop a market development strategy; and
the development of aNationa Communication Strategy.

The workshop was well attended by industry representatives from New South Wales (NSW), South
Augraia (SA), Victoria (VIC), Tasmania (TAS) and Western Audtrdia (WA).

The outputs included:

a clear definition of current and future indusiry production profiles provided by leading
producers in each State;

an agreement to continue a subgtantid levd of future collaboration incuding annud
workshops or whenever considered appropriate. These to form the bads of the
communication strategy;

the identification of research needs;

an agreement by farmers to contribute towards the funding of a consultant to produce a
Nationd Code of Practice, a product promotional strategy and the gppointment of a
Nationa steering group with one representative from each State, including: Glenn Dibbin,
W.A; Andy Dyer, SA; Michad Bamford, N.SW; David Haris, Victoriaz Graham
Schroter, Tasmania.

This group has been charged with the responsbility to implement the R& D Plan and organise nationa

workshops when necessary.

KEYWORDS: BlueMussels



ABOUT THISPLAN

This document provides a Five Year Plan for the investment in research and development in the blue
mussdl indudry. It was gpproved by the blue mussd industry through its various state industry bodies
at aworkshop held in Mebourne.

The plan dso provides a description of the operating environment in which the indusiry works and
describes where the industry wantsto be in 10 years.

This R&D drategy has benefited greetly from consultations with interested parties, culminating in a
workshop held in July 2000. The plan was then prepared collaboratively by members of the
Audrdian blue mussd industry with vauable advice by the Fisheries Research and Devel opment
Corporation (FRDC). It has been prepared with appropriate regard for Government policy and
Minigerid directions.

The Audrdian Blue Muss indudry will manage the drategic plan and will formdly review it every
two years. The Plan will be implemented through cooperation and collaboration of the State industry
organizations.

Acknowledgments

On behdf of the Audralian musse farmers thanks are extended to the Fisheries Research and
Deveopment Corporation for sponsoring the workshop and this report, Patrick Hone, Louis
Vorgemans, Nick Rudlo and the attendees of the workshop for the effort they have invested in the
long term sugtainability of the indugtry. In particular to their contribution to this manuscript.

On behdf of Nick Rudlo thanks are extended to the mussel farmers, fish wholesalers, retailers and
others around the country that provided information for this study. Paul Lupi from the New Zedand
Mussal Council and librarians at the New Zealand Seafood Industry Council provided data.on NZ
exportsto Audrdia

Simon Bennison

Editor



1.0 EXECUTIVE SUMMARY

The following report has been prepared from presentations, discussions and documents presented at
anational Mussd Industry workshop held in Mebourne on 28 and 29 March 2000. The workshop
was organised by the Aquaculture Council of WA, and funded by FRDC and followed discussons
between industry stakeholders at severd meetings during 1999, and their concerns about an
anticipated quadrupling of production capacity by 2005.

The objectives of the workshop included:
the establishment of a current and future industry profile in the various States,
the development of a Nationa srategy for collaboration between producers,
the development of an R & D drategy;
the commissioning of a consultant to develop a market development strategy; and
the development of aNationa Communication Strategy.

The workshop was well attended by industry representatives from New South Wales (NSW), South
Augrdia (SA), Victoria (VIC), Tasmania (TAS) and Western Audtrdia (WA).

The outcomes include:

a clear definition of current and future industry production profiles provided by leading
producers in each State;

an agreement to continue a subgtantid levd of future collaboration incuding annua
workshops or whenever considered appropriate. These to form the basis of the
communication strategy;

the identification of research needs;

an agreement by farmers to contribute towards the funding of a consultant to produce a
Nationa Code of Practice, a product promotional Strategy and the gppointment of a
Nationa steering group with one representative from each State, including: Glenn Dibhbin,
W.A; Andy Dyer, SA; Michad Bamford, N.SW; David Harris, Victoriaz Graham
Schroter, Tasmania

This group has been charged with the respongbility to implement the R& D Plan and organise netiond

workshops when necessary.
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20 WORKSHOP OBJECTIVES

To develop anationd mussel industry profile giving recognition to the fact thet the
industry is expected to expand production fourfold over the next five years,

To develop astrategy for national cooperation and collaboration amongst producers,
particularly in regard to supply, demand and product qudity, including the
development of a‘Code of Practice’ that addresses post harvest handling and the
adoption of a Condition Index;

To develop aresearch and development strategy that will ensure viability and
improved international competitiveness,

To commission a suitable person to document the market devel opment issues facing
the industry. Thiswill address consumption habits and evauate the green shell
industry in New Zedland, with emphasis on consumption dynamicsin Auckland. It
will address the dynamics of the * Chilli Mussd’ promation in Western Ausdtrdia,
which has resulted in the highest per capita domestic consumption of locally produced
musss. It will evauate the viability of developing a processing facility that will alow
vaue-adding as well as accommodating future production; and

To develop an effective communication strategy.
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3.0 PROPOSED OUTCOMESAND OUTPUTS

Outcomes

Outputs

A cohesive nationd mussd indudtry;
Optimisation of the economic potentia of the Audtrdian mussd industry;
Improvement in the average qudity of mussdls to the consumer;

I dentification of opportunities available to participants in the mussd farming industry;
and,

Industry ownership of dl the outcomes from the workshop that will ensure the
development of a sustainable nationa mussdl indudtry.

A datus report on the mussel indugtry in Audtrdia and its future directions of
development;

A research and development strategy;

A communication Srategy

A qudity assurance srategy;

A consumption study;

Documentation of the workshop outcomes,

Methods to increase consumption of musselsin Austrdia and oversess,

An evauation of the benfits of nationd annua meetings of mussd farmers



4.0 INTRODUCTION

A mesting was held in Sydney during the Aquafood Show in May 1999, to discuss the way
forward for the expanding mussdl industry in Audtrdia. This meeting was attended by:

Victoria Barry Dance, Secretary, Victorian Aquaculture Council;
Tasmania Graham Schroter; Jeff Wayman; Chris Wayman; Brian Leahy, Tasses;

Western Audrdia Glenn Dibhin; Simon Bennison, Executive Director, Aquaculture
Council of WA and

Paul Jensen.

Theintention was to evaluate the development of aNationd strategy for the Australian musse
industry, particularly in regard to supply, demand and promotiond issues

Attendees to the meeting provided the following production estimates:
TABLE 1 Forecast for Australian Mussel Production

Production (t) 1999 2002 2005
Tagmania 350 600 1,200
Wegern Audrdia 683 1,500 2,500
Victoria 957 2,000 3,000
South Audrdia 81 200 800
New South Wales 50 1,000 1,500
Totals 2,121 5,300 9,000

GRAPH 1 Forecast of Australian Mussel Production

O South Australia

10000 7
New South Wales
8000 T| 0O Victoria ?
I 6000 71 B Western Australia
2000 H O Tasmania

2000

0 T T
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Condderation was given to the fact that Austrdliaimported 2,338 tonnes of musselsin
1997/98, a avdue of $6.873 million according to ABARE. Virtudly dl of this came from
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New Zealand.

The issues that were raised as needing to be addressed included:

1.

The development of a profile on the Augtrdian mussdl industry giving full recognition to
the fact that the industry will expand production four-fold over the next five years,

The development of a strategy for nationa cooperation and collaboration amongst
producers, particularly in regard to supply, demand and product quality. Activitiesto be
included are the evaluation of the development of a Code of Practice that addresses ‘ post
harvest’” handling with the emphasis on freshness and qudity, and the adoption and
implementation of a condition index.

It is accepted that there are companies such as Tassea that have aready adopted the
above and it may be an option to adopt some of their practices, or those of another
group. It was intended that this workshop should look &t the various ways of identifying
best practices in the industry, and encouraging National acceptance and adoption in
order to raise the quality of the Australian product in the market place, thereby raising
consumption and returns to producers and,

The development of a‘ Research and Development’ strategy that will ensure viability and
improved international competitiveness.

An evauation of the market and consumption attitudes.

Evauation of the dynamics of the ‘ Chilli Mussd” promotion in Western Augtrdiawhich
has resulted in the highest domestic per capita consumption of locad mussasin Audrdia

Congderation given to industry dynamics and consumption elsewhere, such asin New
Zedand and other States of Audtrdia

The mus indugtry istypica of many of Audrdia s aquaculture sectors in that 20% of the
farmers produce 80% of the product.

The meeting concluded with the decision to hold a nationad mussdl industry workshop as the
way forward.

The workshop was held in Mebourne on 28th and 29th March 2000, and the following
report isasummary of proceedings and papers presented.
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5.0 INTRODUCTION TO THE BLUE MUSSEL INDUSTRY

Business environment

The taxonomy of the blue mussd is Hill in doubt as is the period in which it was imported from the
northern hemisphere as another passenger on the outside of vessdls vidting Audrdia It rapidly
sporead and due to its popularity in Europe was caught to feed early immigrants. Early blue mussd
farming started some 50 years ago and was based on the raft methods used in Europe. In the early
70s, Professor John Mclintyre with funding (1972/025) from FRDC's predecessor surveyed the
coast for Stes where reliable spat fal occurred and assessed raft culture techniques. The indudtry is
characterised by smdl work units with a smal capitaisation base. Due to freight costs the more
successful farmers have been based close to regiond markets with very little interstate production
sdes. Tasmaniawith its smal population has had to develop amore interstate market focus. This has
been successfully done to date with its joint marketing arm Tassea (share with Pacific oyster industry).
The blue mussdl indudtry is currently based from temperate NSW around to Fremantle in WA. It
currently (2000) reports production a between 1500 and 2000 tonnes ($3 - 5m). By 2005
production is anticipated to grow to 5000 tonnes. There is considerable differences in production
techniques and product produced both inter and intra state.  This difference provides one of many
opportunities for this industry to develop to be worth $8 - 15m by 2005. There is considerable
difference in how industry viewsits future, which is reflected in the difference in priorities for research
and development. In contrast to the development of the New Zedland greenlip mussel indudtry the
majority of industry perceive development to be based on a lifestyle industry servicing a smal but
loyd market. In contrast, some in the industry see opportunities for a consgderably larger indudtry.
The success of such an expanson would depend on considerable production cost reductions,
improved freight methods and storage techniques, and a very aggressve marketing and promotion
program. The later vison would depend on the development of new products that may extend
beyond blue mussals as just afood item. It would also capitdise on Audralia s growing reputetion as
a producer of green and clean product. This vision is supported by both state and commonwedlth
governments initiative for food and fibre export industries (eg Supermarket to Asa)

This R&D plan is to be seen as part of process of continual improvement for a whole of chain

gpproach to R&D investment that reflects the industry’s diversity.  Through time it should be re-
vidted and performance measured againgt the outcomes for each of the strategies. Funding for the
necessary R&D can be obtained from a variety of sources with industry needing to show a
commitment to matching any public investment. This plan should be promoted widely to encourage
scientigts from a wide range of disciplines to become involved in blue mussel research.  Importantly,
there is an opportunity for industry to develop its own research capacity or commission directly what
it requires. This modd has successfully been employed by the NZ mussd industry and results in

research being directly accountable to the primary user. In keeping with recent trends in R&D

planning, the development of this plan followed an outcomes, output and input modd.

Twenty Year Vison for the Blue Mussdl Industry

Producers recognise the chalenge ahead to become internationally competitive. Qudity assurance
programmes will be very sgnificant issues as importing countries tighten the requirements for musse
qudity. Audrdian producers will invest draegicdly in production technology that will ensure
economic sugtainability. They will vastly improve their efforts to collaborate and ensure the economies
of scde are achieved s0 that processing will be economicaly viable and improve product
diversfication.
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6.0 THE MUSSEL MARKET IN AUSTRALIA
Nick Rudllo compiled the following market report. It has been edited to meet the needs of the Plan
6.1 Introduction

This discusson paper on the mussel market in Audtrdia was prepared expresdy for the Mebourne
Mussd Initigtive medting on 28" and 29th March 2000. It is based dmost exclusively on desk
research of published and unpublished materia and telephone discussions with mussd producers and
fish merchants who handle mussels as part of their norma business. Some information presented by
farmers at the meeting was included in thisfina verson of the paper.

Topics nominated for discussion in this paper and at the meeting were:
Generic promotion and ideas for increasng consumption,
The high per capita consumption of musselsin Perth and Auckland,
A code of practice,
Qudlity index,

Opportunities for processng and vaue adding.

6.2 Higorical Observations

The muss indudiry has a rdatively long history in NSW but the industry as a whole has had a rather
dow growth. The firg atempt a commercid farming was in Quibray Bay insde Botany Bay in the
mid 1950s by Nino Rudlo. Predation by bream, fouling and the rapid rusting of the galvanized wire
trays best him in an era when mussals were mostly pickled or sold as bait. Interestingly, a the
Melbourne mesting it was reveded that bream remain a problem today dthough there is now a
thriving indudry in five dates

There once was a big volume of trade in wild dredged mussels from Port Phillip Bay in the 1970s and
1980's in Melbourne and Sydney with 1100 tonnes dredged in the early 1980s. A new wave of
mussel farming began in the late 1970s in Jervis Bay NSW simulated by Universty of NSW
research, funded by the then Fishing Industry Research and Development Council, the NSW
Electricity Commission and others, led by Dr John Mclntyre.

A Mussd industry seminar was held in Hobart December 1980. There were many papers and ideas
and samples of locdly processed mussds on the hdf shel from SAFCOL. The Tasmanian industry
continued to grow and became the mgor producer of farmed mussels in the 1980s but SAFCOL
soon discontinued producing mussdl meat and haf shell because it was not a profitable undertaking.

In October 1984 the Victorian Mussel Growers Association had a seminar on “Marketing and
Promotion of Cultured Mussels’. At this meeting Nick Ruello gave an overview of the mussel market
in Sydney and advised growersto avoid a price war in Sydney.

In 1986 the Victorian Department of Conservation Forests and Lands released a 156 page report on
“Marketing survey for cultured blue mussels Mytilus edulis planulatus’ by C. Lightfoot and S.
O Connor. In September 1987 amajor aga problem emerged in Port Phillip Bay and harvesting was
suspended in October. This dga problem continues to impact on the Victorian farmers and onto the
nationa industry on asmdler scae.
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In 1998 the South Audrdian Department of Primary Industry commissoned Anderson Callins to
prepare a short and medium term marketing plan for the SA mussdl industry. There have aso been a
number of studies on the mussel market in Australia undertaken for various private companies over
the past decade.

6.3 World Tradein Mussas

Audrdia is a minor player in the world mussdl trade. China, Spain and Italy are three maor
producers with each producing more than 100,000 tonnes per annum, with China producing about
500,000 tonnes per year. Belgium, France and Ity are the three largest importers and al import
more than 20,000 tonnes pa. The Netherlands, New Zedland and Spain are the three maor
exporters each exporting more than 20,000 tonnes pa.

Audrdiais ardatively large importer of mussel products despite the existence of a growing domestic
musse farming industry.  Almogt dl of the imports are New Zedland green mussels as whole in shell,
cooked haf shell and cooked meat. Significant volumes of marinated and smoked meat are aso
coming into Audrdia from New Zedand in addition to the smdler volumes of canned smoked
musHs from Asaand mussd sdads, in jars, from Europe.

Sedlord Shellfish is the world' s largest green shell mussel processor. It employs 420 staff. In 1998/9
it processed 20,000 tonne, subgtantialy more than its nearest competitor. According to Seafood
Internationa magazine of March 2000 Sedlord built a new plant in 1996 at a cost of more than A$6
million.

6.4 Mussd Farming Industry Situation Analysis

The Audraian mussd industry is based on the production of whole blue mussels from NSW,
Victoria, Tasmania, South Audrdia and Western Audtrdia and which are marketed in the live chilled
form both locdly and interstate.

Producers in NSW and Western Audtradia are able to sdll their entire product localy while the other
three states rely on NSW, and Sydney in particular, for alarge part of their sales. This rdiance on a
single product focused on one mgor common market, in Sydney, is a mgor wesknesses identified in
the consultant’ s Stuation analys's, on the next page.

Farmers in dl states acknowledge the futility of recent price dashing and that the domestic market for
live chilled mussdsis saturated at current price levels and faces downward price pressures if landings
Increase from recent levels. Farmers interviewed during the course of the desk research agreed that
there was a need to increase demand for the raw mussdls for table consumption or as araw materia

for processing and vaue adding.

Many farmers have said that they did not harvest dl of the mussdls they grow during the year. The
production for last year and the indusiry’s predictions for the Stuation in five years time, are dl based
on information provided by the mgjor producers in each state and are summarised in TABLE 1.

The greatest srength of the blue mussdsis that they are aclean fresh or live product that is quick and
easy to cook. These are attributes that are highly sought after in this eraof quick and easy light medls.
Audrdian mussels are dso chegp and therefore the industry has many opportunities for further growth
in the fresh market as well as anumber of interesting opportunities for value adding.
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SWOT Analysis
STRENGTHS

WEAKNESSES

Fresh, not frozen

Cheap seafood

A livelfresh product

Australian product, preference for loca product
Grown in 5 states

Clean, no guts, scales or smdll

Shdlfishis cool/” sexy”

Low price makes taste testing & promotion
very economica

Wil known, but still untouched by meny

Versdtile product for home cooking, quick and
essy meds

Lots of processing/ new products options

Grest flavour

Sdf life highly varidble

Poor qudity sold at times

Doesn't get alot of atention /care from distributors
Much dearer than NZ product

Industry communication is poor, industry uncoordinated

Eastern States market is focused on one product (live)
in Sydney

Consumption is restaurant dominated
No generic promotion, just loca

Mussd industry price cutting
Wil known but till untouched by many

Genad uncetanty & apprehenson about “new”
seafood

Almost al companies not asset rich

OPPORTUNITIES

THREATS

Demand for seefood is growing faster than
supply growth

Processing machinery and technology available
for processng mussds

Government increasingly supportive of
aguaculture

Improve practices and standards through a
code of practice.
Cooperative marketing.

Wholesders and retailers believe loca
consumption can be increased

Better collaboration amongst farmers

Live or chilled blue mussds from New Zedand

Most growers don't have funds for processing plants.

Food poisoning or other public hedth problems SQAP

Poor quality product.

Anima Disease, Parasites, Predators
Apathy
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6.5 Pricing

Below are typical price profiles in the main trade channels in Sydney and Perth, March 2000 (based
on information supplied by farmers).

PERTH

Farmers ddlivering loose bulk mussels directly to awide variety of trade customers.
Farmers sl at $2.50 per kg.

Retailer sdlls at about $5.00-6.00 per kg.

Wholesaler sdlls at about $3.50 per kg.

Restaurants and cafes sdll at $15 -$18 for plate of 1kg or less.

SYDNEY

Mogt of the trade is with 10 kg styrene cases from farmers and distributed via fish wholesalers.
Farmers sl at $3 per kg

Wholesders at Pyrmont resdll at $3.50 per kg

Retailersresdll at about $6.00-7.00 per kg

Secondary wholesalers resdll at $4.50-5.00 to Restaurants

Thereisdso a premium market in Sydney for larger well-graded mussels (from NSW and Tasmania),
which operates a a sgnificantly higher price than the mass market depicted above.

TABLE 2. High and Low Supply Periods

State Peak Supply Low Supply
NSW Xmas —Easter July-Oct
Vic Sep-Feb Easter-Aug
Tas Feb-Sep Dec-Jan
SA Jul-October Feb- March
WA Jul-Dec Jan-Feb

6.5.1 Australian Importsand Price Levels

New Zedand isthe mgor exporter of musselsto Austraia and the trade is dominated by cooked
meset dthough it is dosdy followed by whole product and then haf shell. The import of other products
isvery smdl other than marinated (in bottles/ pladtic jars).
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TABLE 3. Imported Mussel Products

PRODUCT 1989 (t) 1995 (t) 1999 (t)
Fresh Frozen Fresh Frozen Fresh Frozen

Whole 162 343 16 767 36 874
Hdf shell 39 224 4 957 19 582
Meat 150 296 40 635 128 874
Marinated 22 352 262
Total (induding 1,597 2,751 2,848
others* category)

*This includes smoked, powder in capsule, freeze dried powder and other forms.

It should be noted that the table shows product weight thus the whole shell weight equivalent
of 1999 imports into Australia translates to more that 5000 tonnes of whole mussels.

Table 4 shows how aggregate import levels have grown in the past ten years and that there has been
astrong shift from fresh to frozen product over the years, where frozen product is now the norm and
fresh isunusud. Also of interest is the growth and then decline in the level of imports of marinated
products, these products now appear to be losing interest.

The growth in New Zedand green mussdl sdes has come about with reatively little expenditure on
promotion in recent years, principally because New Zedland industry has been targeting Europe,
Japan and USA for sdes promotion.

TABLE 4. Unit Value FOB of Frozen Imports

Product 1995 1999

Frozen Whole 1.58 1.98 (4.50 for fresh)
Frozen Haf shell 3.58 4.68

Frozen Meat 4.31 4.29 (7.11 for fresh)
Marinated 4.40 4.45

Smoked 10.64

One Austradian dollar approximately equaed 1.15 NZ for 1999

Promoation in the USA by NZ has been very successful and the USA is now the mgor market for NZ
exports. Supply has not grown as fast as demand and there has been a substantia price rise in mussdl
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meat and hdf shel product in the last 9x months in Audtrdia and this represents good news for the
Audraian mussd indudry; the price rise has been so sgnificant that much of the mest now imported
into Audtrdiaisthe B grade, broken mest or otherwise damaged.

TABLE 5. AUSTRALIAN MUSSEL IMPORTS

NEW ZEALAND Other Total
$,000 t $,000 t $,000 t
1996/97 | 6,197 2,348 210 23 6,407 2,371
1997/98 | 6821 2,333 52 5 6,873 2,338
1998/99 | 7,975 2,473 22 3 7,997 2,476
1999/00 | 7,391 2,252 172 32 7,563 2,284
Source: ABARE

6.6 Audralian Trade And Consumers Attitudes

6.6.1 TradeAttitudes

Fishmongers and supermarket operators in Sydney were interviewed on their perceptions and
predictions on a range of underutilised and aquaculture products including mussels last year as apart
of a mgor sudy of seafood consumption and retail sdes. The fishmongers and supermarket
operators are very confident that sdles of farmed mussdls can be increased, far more so than they
were when the Nationa Seafood Consumption Study was undertaken in 1991. However both parties
indgt that the mussdl industry needs to provide promotion and other market support (full details in
Ruello & Associates 1999).

The phone and persond interviews conducted this year for the mussd workshop confirmed the
widespread positive findings from last years study. Discussions on the musse trade reveded that most
fish wholesders in Sydney and in Perth, fdt that the mussd industry was undermining itsaf when
farmers delivered mussdls to restaurateurs for the same price as that charged to wholesders.

Wholesders recognised that some farmers wish to sdll direct to restaurateurs but that they would be
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better served if there were different price levels for the different points in the marketing chain, thet is,
chesper prices for wholesaers than for restaurateurs or retailers.

Farmers cannot expect support from seafood wholesalersif they are supplying restaurants at the same
price. The wholesders margins on mussdas are very dim. In fact there is no red profit on mussds a
50c per kilo markup if the wholesdler opens up a styrene case and weighs out a particular order.
Even if the case is s0ld unopened, asis, a the nomina weight, there is little profit compared to other,
dearer, seafood.

6.6.2 Consumer Attitudes.

Consumer focus group discussions conducted in Sydney as part of the 1999 Seafood Consumption
Study reveded that mussels have a positive image. Whole mussels are commonly seen as a good
segfood for dining with friends, more for casud dining rather than trendy or formd dining and the
smoked or pickled mussals were seen as an easy, no fuss appetizer for aparty or a arestaurant.

More than 59% of the consumers in Sydney and Perth that have tried mussels report that they like
them (tastefflavour is the main didike). Consumption is gill mogdly in restaurants so there is a vast
number of people that can be converted to regular consumers of mussdls at home too.

6.7 Processing and Value Adding

Processing and vaue adding are often used interchangesbly dthough they are not aways
synonymous, so you should differentiate between the two. It is possible to process seafood and not
necessarily add vaue. Producers can often add vaue without any processing smply by looking after
the product better and achieving a better price through improved qudity. The mussel producers who
put more effort in the cleaning, grading and didtribution of mussels and gain a premium price
effectively add vaue with just dementary processing — some would say without any processing.

At the moment there are severd companies processng mussals on a raively smdl scde looking at
various musse processing options but details remain commercid in confidence. A number of farmers
expressed an interest in processing. A number of issues must be considered. The profitability of these
processing opportunities is unknown as an economic analyss was outside the scope of this project.

There are a large number of mussel products that can be produced in Audtrdia and marketed for
human consumption if the raw materid is avallable a an atractive price. Some products are listed
below. Theligt is not exhaugtive. There is an opportunity for packaged bait that could be explored.

Frozen raw: bulk (10kg) food service (5kg) and retail pack (1kg),

Cooked hdf shel-fresh in bulk, food service and retail pack,



Cooked meat-fresh in bulk, food service and retal pack,

Cooked half shell frozen: bulk, food service and retail packs,

Cooked mest frozen: bulk, food service and retail packs,

Frozen crumbed blanched meat: food service and retail packs,

Smoked range, different flavours: food service pack (2kg) and retail (250 g); plastic and glass
packaging options for smdler retail packs,

Simple marinated range different flavour options: food service and retail packs. (Smilar to the
NZ 3759 bottles with their five flavours, classc etc),

Sdad range (sophisticated marinated) with different vegetables options: food service and
retail packs; plastic and glass packaging options for smdler retall packs,

Pasta sauce mixes different flavour options: food service pack (2kg) and retail (250g); plastic
and glass packaging options for smaller retall packs,

Frozen stuffed mussels microwave pack: food service and retail packs,

Other frozen/microwaveable mussd based meds,

Canned product range for retail sale eg smoked mussels

Mussel powders and extracts.

6.7.1 Why Get Into Processing and Value Adding?

Why do farmers want to get into processing and vaue adding? The following reasons could apply:

Because the local market for fresh product istoo hard/unattractive,

Because consumers are increasingly demanding “ready to eet” food products,

Diversfy product range and increase market size,
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A product for everyone,

Because the domestic market is oversupplied,

Like to get into processing,

Liketheideaof verticd integration ,

Want to raise the overd| profitability of your mussd business.

Farmers need to think hard about this because processng means adding cost through the additiona
packaging, and storage. This is an issue when compared to fresh whole seafood and the obvious
delayed income. There are far greater risks than just farming and sdlling a fresh whole product. If
something goes wrong with the finished product or the product is logt, farmers stand to lose a whole
lot more.

Anyone who is thinking of getting into processing because they find the market for live/chilled mussels
difficult, should think again because the marketing of processed goods is more costly and generdly
more competitive than that for raw seafoods.

6.7.2 How to Get Into Processing

Farmers can get into the processing sector by “going it done’ if they have ample financid resources
and technical know how to do 0, or can access these resources directly. Another option is to
consider ajoint venture or a cooperative gpproach with other parties (not necessarily a cooperative
registered under the relevant legidation) who can contribute some of the needed resources. By
passing the processing on to another party they can concentrate on the growing or farming aspect.

A third option is to invite another party to buy the mussdls and convert them into other products and
they take the risk and profits/loss from being the processor.

All of the mussdl producing states have experienced seafood processing companies that @n be
gpproached as potentia buyers or prospective partnersin ajoint venture. Given the high weight/low
price of mussals, processing near the production area and shipping of the finished product to distant
markets would appear to be more profitable than the dternate option of shipping a heavy raw
materia to distant factories.

6.7.3 Fresh or Frozen?

As a generd rule fresh product is preferred to frozen and gets a premium over frozen product (and
caries greater packaging and digtribution costs) but the New Zedand frozen products are well
established. Audrdian restaurateurs, retaillers and wholesaders are now regularly using frozen
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processed product and are happy with it. There is reatively little enthusasm for the idea of chilled
Audrdian processed musses from the sesfood wholesalers and retailers. Fresh Australian product
was seen as too much trouble to handle or not worth the expected higher cost over frozen product
(NZ or Augrdian).

Frozen product would be well received by the seafood trade if it is not seen as too expensive but the
risk in opting for frozen product is that it is more difficult to differentiate from the New Zedand
product. Fresh gourmet lines for delicatessens, cafes and the better fishmongers may nevertheless be
the more successful approach in the long run.

6.7.4 Costs

Costs will depend on the type of product produced but a semi automatic cooking line will probably
cost about haf amillion dollars to have sat up and ready to go. Farmers can do it themselves perhaps
for less. There is no shortage of equipment from New Zedland or Europe if farmers have the money,
second-hand equipment is dso avalladble. A smple marinating and manud packing line is inexpensve
and can be obtained for less than $50,000. A rdatively smadl but commercia size batch smoker
would cost about $15,000.

On top of the fixed costs of plant and equipment a processor will have to pay in advance for
packaging materials and any other raw materias. Producers must take account of fixed cogts for plant
and equipment and running costs. As indicated earlier there is consderable cost involved in getting
into processed goods including that for the development of the soon to be mandatory food safety
programs.

Another cost to consider is promotion. Promotion of new products is essential no matter how good
they are. Furthermore promotion of packaged goods is usudly far more expensve than that for live
[fresh seafood.

6.7.5 Benefits

Thiswill depend on exactly what types of products are produced, the scale of production and how
good they are. Profits are basically revenue less costs. But who knows what sales success will bein
the marketplace. The bottom line is that farmers should think and plan carefully before they decide to
0o processing.

6.8 Promotion

6.8.1 Objectives

Thefirgt question to answer is. what are the objectives of any promotion? They could include:
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To increase prices?

To increase consumption?

To increase demand for live mussalsto maintain current and future prices and help to increase
prices over the long term?

Sugtain prices during the peak production period?

Its best to look &t the objectives in regard to the immediate or short term (this and next year) the
medium term (about 5 years) and the long term (about 10 or more years).

6.8.2 Product Typesand Market L ocation

Currently there is no processed product to promote therefore the focus of this section will be on the
live-chilled product. In the case of live mussdls, consider either the retail or restaurant sectors.

The current business in the retall segment is dominated by “wet fish” or specidist fish outlets as the
supermarkets are mostly stocking New Zedland product. The wet fish outlets are probably the best
option here given the limited resources of the mussdl indudtry a this time, and the fact that most
supermarkets prefer the cheaper, New Zealand product. Producers should increase promotion to
supermarkets in selected socio/economic or ethnic aress.

Sydney, Melbourne or Australia?

Sydney is more éttractive a the moment given its large popuation and srong interest in mussals but
other capitd cities and opportunities for loca promotion should not be overlooked or under rated.
Brishane is a paticularly interesting area because it is currently under-supplied with Audrdian
mussals, but offsetting this is the added transport costs to such a distant market and the entrenchment
of the New Zedland mussel products.

At this time, with live mussel supply exceeding demand, and supply growing steedily, the generic
promation of Audrdian live-chilled mussels gppears very worthwhile given the low price, many
attributes of the product and the very positive consumer and trade attitudes described earlier.

Brand and locd promotion can aso be carried out within a national generic promotion of the
Audrdian blue mussds. Generic and locd/brand promotion are not mutualy exclusve. It is
recommended to continue the loca promotions of the past but suggest that they are reinforced and
meagnified by an umbrelanationa promotion program supported by dl producers.
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6.8.3 How to Promote.

Sydney and Medbourne are the two largest population centers and both currently have strong markets
for mussdls, which can be expanded further via the Catering Trade Show and the Fine Foods Show,
which are held for the food trade in both cities every second year. The Tasting Audrdia Festivd in
Addaide biennidly is attended by the generd public and “foodies’ and gets a lot of Audtrdian and
international media coverage and is dso a very worthwhile avenue for promotion.

Fedivds and tourian ae inexpendve vehicles for promotion. A Musse Fediva is hed a
Rockingham in WA to promote the mussel indudtry to the community at large. Thisfedtival has been a
huge success. There are other examples around the country that can serve as useful models for
profitable promotiona exercises.

There are aso opportunities to market with other product promotions such aswine.

Promotion is just one of the four marketing P's - product, place, price and promotion. Good product
available a the right price and digribution channels ready and willing. This is where many of the
segfood industry’ s promotions have failed in the past. The wholesalers and retailers in the digtribution
channels were not redly involved in the program or there were product shortages during the program.

6.8.4 Promotional Messages

The messages to consumers should include:

Clean shdllfish,

Taty,

Inexpensive,

Versatile, quick & easy to cook,

Fresh Audrdian,

Nutritious - lots of poly-unsaturated fatty acids),

Available dl year round.
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6.8.5 Cooking Demonstrations and Tastings.

Cooking demondtrations and tastings are a very cost effective way of demongtrating how quick and
easy and tasty mussdls are. It is important to have a competent, enthusiastic person who can do a
good job of the demongtration (not al demongtrators are naturaly good). Have an gppropriate leaflet
ready for the consumers or the trade as the case may be.

6.8.6 Chilli Mussels

Based on the production and sdes figures for WA blue mussels it appears that Perth residents have
the nation’s highest per capita blue mussel consumption. Research revedls that much of the success of
the mussd industry has been built on the popularity of an inexpengve dish of chilli mussels in many
cafes and restaurants.

The reasons behind this gppear to be based on rdative prices and restaurant profits. Restaurants in
Perth can buy live loca mussdls for about $2.50 per kilogram (and sometimes even chesgper) and
charge about $15 to $18 for a plate of mussels cooked in a chili flavoured tomato stock sauce. With
no more than $2.50 of shellfish on the plate the restaurateur is deighted with the extra high profit
margin (raw materid cogts are commonly budgeted at about a third of the dishes sdlling point) and the
consumer is pleased with a seemingly chesp seafood dish.

Glenn Dibhin quite sensibly suggested at the Melbourne meeting thet the mussel industry should find a
willing partner to establish amodd chilli mussel café in Sydney, Mebourne .

The high per capita consumption d green mussdls in Auckland New Zedand is aso price related,
athough it was founded on home consumption rather than restaurant use. Mussdls have long been
popular with the Maori people and remain a chegp shellfish and very popular today with Maori, the
newer Pacific Idand communities and others living in Auckland.

6.8.7 Marketing Channd Support

The marketing of mussels by farmersis highly varigble, ranging from good to disorderly. Most farmers
just sl their product with little atention to packaging, the place of sde, or promotion. Newcomers
have “bought” market share by undercutting the price offered by more established producers or those
offering better service or product.

The marketing of mussdls is dso disorderly in that Sze grading is not adways practiced. No uniform
Sze grades are in use and many farmers are seeking the same price from retallers, restaurateurs and
wholesadlers and thereby creste some conflict in the seafood marketing channels, and yet some
farmers wonder why they get little support from most wholesders.

Nick Ruello believes the development of the mussd industry would be better served if the farmers
agreed on a Code of Practice for post harvest handling (discussed below) and had different price
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levels according to the podtion in the marketing chain rather than just the volume of sale. Hence each
individua farmer would have alower price for awholesaer than thet for aretailer or restaurateur. (He
is not suggedting that farmers get together to fix prices tha would be cortrary to Competition
regulations). The support of fish wholesders, and others in the marketing chain, is needed for any
effective national promation of mussals for in home consumption.

6.8.8 Promotion Costs

There is no magic figure on what sum should be spent on promation. It is worthwhile noting however
that most businesses dllocate several percent of turnover each year for promotion.

Some observations on costs are presented here for consideration. About ten thousand dollars plus the
cogt of any consumables (legflets and mussals) would be a minimum figure for a trade show stand.
Farmers should take advantage of any opportunity for free locd and nationa publicity on mussels. Be
ready and be quick.

Develop good reations in the community and with the loca and state media so that there is ongoing
support from the community and the mediain any time of need.

Look for opportunities for cross promotions and joint promotions to save on costs eg. with
restaurants, wine companies or complementary products such as garlic, tomato sauce, chili etc that
are used with mussdls.

Recommendations for a $50,000 promotional budget

Following a specific request a the Mebourne Meeting for suggestions for generic promotion Nick
offers the following $50,000 program for congderation.

Project :Audrdian Mussd Industry Promation Program

Obj ectives: Raise community and trade awareness and stimulate demand for Augtrdian blue mussels.

Principal Activity: Launch the Code of Practice and a National Mussdl Week with the food media
and the seafood trade in Sydney and Melbourne.

This generic industry wide promotion will assist in rasng demand for al Sze ranges of live/chilled
mussels (and any new processed products) across the nation because the key food magazine editors
and writers are based in Sydney. Their editorid reaches and influences consumers and the restaurant
and catering trade around the country. This type of media and trade function will have widespread
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impact and should help to raise demand for restaurant and home use.

If more funds are avallable then try a concurrent media launch in other cities. Alternatively use the
meaterial developed for the Sydney event and run a media launch yoursdf a alocd leve.

It is recommend that the mussd industry arrange for a Mussd Week each year to draw national
attention to the industry and capitdize on the work of the first media launch.



7.0 CODE OF PRACTICE

The development of a Code of Practice for post harvest handling of mussels is needed given the fast
growing status and widdy differing handling and marketing practices in the indudtry today and it is
strongly recommended to the industry.

Thefollowing was recommended:

Product labeling with product name, packers name and date. (Farmers are not complying
with the spirit/letter of the law if you do not put alabel on in response to customer’ s request).

Nomina net weight. The industry should agree on an overpack weight to counter the weight
loss due to escape of water from the mussals. The figure of 10% was recommended by N
Rudlo.

Product specifications. Uniform name: preferably blue, not black. N Ruello dso suggested
using the word farmed rather than the word cultured in order to gain uniformity and reduce
confusion.

Shell sze and deanliness (minima tube worm and fouling)

Uniform sze grades and names

For example Jumbo 80+ mm, large 70-80. standard 60- 70 cocktail <60 or whatever size or
weight industry deems gppropriate (again to reduce confuson over Size). Agreement on size
grading and names would dlow for a more competitive playing field as dl farmers would be
able to quote a price for a defined size grade or for product not graded.

Condition index (volume or meet condition?) Any other maiters which affect public hedlth or
marketing

Nick recommended the industry to develop an information sheet for customers new and old. It was
important to assst them to pass on safe, good quality mussels to consumers. This should include the
following information, (the actud wording can be dtered as needed).

Blue mussdls are sold chilled, modtly dive

Do not remove packers labd, thisis needed for product traceback and recall.
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Keep refrigerated for maximum weight, flavour and shelf life

Note they only lose water, not mest.

Shelf life is about 1 week if kept refrigerated at about 5°C. It isimportant to drain the water
off from containers for longer shelf life and minimum odours.

Mussdls do not like bright light, heat or wind so teke care with retail displays.
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8.0 RESEARCH AND DEVELOPMENT PLAN

The Blue Mussdl industry has adopted an outcome, output and input model in developing this plan.
This modd requires stakeholders to identify outcomes as the first step in the planning process. By
identifying where the industry want to be in the future the plan has identified the key programs that
will ddliver the outputs that will redlise these outcomes.

Outcomes are the specific directions that industry has identified need to be achieved to secure
its future.

Outputs are the consequences, results and products of the research undertaken.

Inputs are resources —in the form of people, expertise, materials, energy, facilities and funds.

Strategies are groupings of activities that produce the outputs required to achieve planned
outcomes.

Mission

To produce premium quaity blue mussds for domestic and overseas consumers in and
ecologicaly and profitable manner.




TABLE 6. RESEARCH AND DEVELOPMENT PROGRAMME

STRATEGY

Qudity Assurance

OUTCOMES

A safe and consistent product that
exceeds market requirements

OUTPUTS

Devdopment of a naiond QA
Manud

A generic certification manua

Code of practice

Sef life

tastes (sweethness test)

packaging - type, temp control
and chilling rate, and integrity

product safety

catification methods (eg SQF
2000, 1SO 9000) and manual

Traning to implement the code
of practice

Needs to include al blue mus
product and not just farmed
product (wild harvest)

PRIORITY *

Tas- 10

Vic- 25

NSW - 30

SA-20

WA - 10
Nationd - 19 (2)




STRATEGY

OUTCOMES

OUTPUTS

PRIORITY *

Post Harvest

Best qudity and freshness of
product

New products that meet
customer need and improve
product diversfication and
industry profitability

Develop new products

Develop fact sheets on product
handling guiddines

Trade manuad on
hendling

product

Devdop knowledge on what
causss dress in blue mussHs

during transport

Devdop  knowledge  and
economic . assessment on
improved freight methods

temperature for shelf life

Identification of new product
types

developing product grading

development of convenient and
cod effective uniform condition
index

HACCP - plan as generic modd
for indudtry risk assessment

Tas- 20

Vic- 12

NSW - 10

SA-5

WA - 20
Nationd - 13 (4)




STRATEGY

OUTCOMES

OUTPUTS

PRIORITY *

People
Deve opment

Personne  with a technica
undersgtanding of the indudtry,
market awareness, multi skilled
and acknowledged as industry
leaders

An environment of on-going
education that meets industry
needs and changing
environment

A mechanism
industry knowledge

for  shaing

An extenson drategy
Annua workshop

A traning program for trade
buyers on product handling and
promation

Document new and deveoping
technologies for improved farm
practices

hold abiennia mesting
resourcing
Aquafest (Hobart Oct 2000)

Undertake overseas trade and
technology vidts

encourage immigration to select
migrants  with skills in  blue
mussd farming

identifying leaders and ensuring
they nominate for leadership
traning ey Audrdian Rurd
Leadership Program

Tas- 10
Vic- 3
NSW - 20
SA-5
WA -5
Nationd - 8 (6)




STRATEGY

OUTCOMES

OUTPUTS

PRIORITY *

Marketing

A  maketing and promotion
drategy that deivers economic
benefits to the indusry and
increases the consumption and
price for blue mussdl products

A nationd marketing strategy
A nationa promotion strategy

A report on new market
opportunities for blue mussd
processed product

Develop a process for product
specification and use of correct
marketing names

implementation
resourcing

Theindustry can be ether aloca
based supplier that would
possibly supply 35,000 tonnes
of product by 2005 - OR -
condderably larger if effort is put
into marketing

linkages with other products (eg.
wine etc) and other aguaculture
products

Development of annud schedule
of adivites -  induding
presentations at trade shows,
aquaculture conferences, and
segfood fairs

Product devel opment
Promotion of products

Place and location - understand
market demographics

Price - develop agreement to
develop a pricing framework for
wholesders and retall

Tas- 30
Vic- 28
NSW - -
SA-20
WA - 30
Nationd - 21 (1)
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STRATEGY

OUTCOMES

OUTPUTS

PRIORITY *

Production
systems, husbandry
and technology

New farming methods that reduce
production cogts, improve product

qudity and ensure a sudanable

indugtry for future generations

Improved farming technologies

Increased knowledge on best
practice farming methods

Development of technologies for
farming blue musss in exposed
open Sites

Assessment of hatchery blue
mussd spat as a viable
dternaive

limted blue mussd
expetisein Audrdia

research

majority of interest isin WA

Devdop  sock
computer system

inventory

Lack of gtesin embayments due
to public perception and amenity
vaue - means that exposed Sites
offer one of the few
opportunities for expanson

Development of indudrid blue
muse  faming will require
condderable  advances  in
adopting technology

Deveop a benchmarking system
0 industry can @ asesS
peformance on an economic
and environmentd bas's

Blue mussel market sze may
mean that product diversfication
Is a method to maintain growth
(eg scallops, Japanese pearl
oyster, sponges, oysters etc)

WA - 20
Nationd - 4 (8)




STRATEGY OUTCOMES OUTPUTS PRIORITY *
Strategic Planning | A unified direction for industry & a | Develop a planning framework that Need to establish efective Tas- 10
regiona, state and national levd | incorporates a drong industry communication mechanisms in )
that acknowledges opportunity for | ownership each state Vic- 23
joint benefits and implements these ) _ .
Establish an industry visonand gods | - Commitment NSW - 10
that are objectivdly measured to
assess performance Capability to develop a unified SA-20
vison that is acceptable to WA -5
majority of industry
Nationd - 14 (3)
Hedth Best practices that result in Preventative disease manua Unexplained mortaity of blue Tas- 10
hedthier blue mussdls and minimise mussEsin Tasmania
exatic introductions Emergency response plan Vic- 3
_ _ Understand etiology and ecology
Methods for reducing risk of of mgor pet and fouling NSW - 10
exotic introduction and oganisms  (eg  flaworm,
trandocation barnacles etc) SA-10
WA -5
Nationd - 8 (6)




STRATEGY OUTCOMES OUTPUTS PRIORITY *

Communication An  effective  communicetion | - Develop anationd WEB site - ldentify media format mogt| - Tas- 10
Strategy that provides for intra and appropriate for industry _
inter indusry information and | - Workshops - Vic-5
extension _ - Egablish a committee
- Extension personnel responsible  for  reviewing | © NSW-20
, publications and  supporting )
Data base on best practice extension adivities SA-20
WA -5
Nationd - 12 (5)

* The priority was determined by asking attendees what they would spend 100 points on across the whole of chain. There were three Victorian
representatives so there scores were averaged. The nationa score is the average of the 5 producing States.



TABLE 7. PRIORITISATION OF RESEARCH AND DEVELOPMENT
INITIATIVES

% TAS|NSW | SA | WA | Total
S
10QA 10 30 | 20| 10 70
2 Post Harvest 20 10 5| 2 55
3 People Devel opment 10 20 5 5 40
4 Marketing 30 - 2| 30 80
5 Production Systems Husbandry/Technology - - - 20 20
6 Strategic Planning 10 10 | 20| 5 45
7 Hedlth 10 10 |10| 5 35
8 Communicetion 10 20 | 2| 5 55

8.1 Research And Development Outcomes
811 Code of Practice for Food Quality

It was proposed to apply to the FRDC to develop a Code of Practice that would look at
post harvest handling. It was agreed Nick Ruedllo complete the gpplication. The proposed
budget would be $25K with $5K from industry.

A working group was gppointed comprising:  Glenn Dibbin, Andy Dyer, Michad
Bamford, David Harris, Graham Schroter.

8.1.2 Blue Mussd Industry Promotion Strategy

A mgor outcome of the meeting was to develop a promotion Strategy. It was agreed that
this could be part of the project to develop the Code of Practice. Thereisa clear need for a
detailed promotion strategy, both local and Austrdia-wide.

A few suggestions were made to assst in the development of the framework for this project.
A suggested budget has been provided.

It was agreed that promotion of mussels isimportant to overcome a reluctance by non-ethnic
people to cook and serve them.

Components of a promotion drategy to include:

Launch of CoP and Mussel Week. Budget:
Code of Practice $15,000
Sydney Medialaunch 25,000
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Mdbourne Media Launch 10,000
Total $50,000

Fine food show, catering at $25,000 per year

Tedling Audrdia— Addaide

The Sydney Oyster launch

Mussel Launch each year

Market research needs to be done and incorporated into the strategy.

Restaurants should help fund promotion

Promote chilli mussels in Perth concept through restaurants

Involve the Nationa Seafood Centre

Launch Code of Practicein Year one - Blue mussal week (link with other product

eg Guinness)

Sydney media event and launch ($25K)

Melbourne ($10K)

Fine foods/catering show - Sydney/Melbourne ($25K per year)

Tading Audrdia— Adelaide

Develop product info legflet for trade, Consumers and restaurant lesflet

Include regiond efforts (eg. link in with other seafood event - seafood fedtivass, from
the seato the vine (SA) etc)

Need to develop a promotion plan that has nationd and local components.

These promotiond activities have to be linked in to the production schedule provided by farmers.
TABLE 8. Mussdl Production Periodsfor Each State.

State Best time Gap in production

New South Chrigmas- Easter July — October

Wales

Victoria September - February (bitter Easter — August

Augus)

Western July — December January- February

Audrdia

South Audrdia November — March Autumn and late winter
and early Spring

Tasmania February — September December — January
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8.1.3. Financial Resources

The question was asked how the money would be raised to finance these initiatives. It was agreed
the only way would be to introduce a nationd levy.

8.1.4 Performance Indicators

These included:
Increased production
Improved prices
Increased consumption
Increased profitability
Improved quality
Improved mesat recovery and agreed condition index
National agreement on a code of practice for industry
Biennid review of the R&D Fan.



8.2. Implementing The Plan

It isimportant to ensure that plans and management processes are kept “fine-tuned” to maximum
effectiveness and efficiency by adjugting them to changes in operating environments. Thiswill enable
activities to be continually focused on objectives to ensure that resources, including the dlocation and
re-alocation of funding, are used efficiently.

The Audtrdian blue mussdl industry recognises that the success of this plan will largely depend on its
commitment to:

. implementing the plan’s drategic dements;

. continudly focusing on the best outcomes for blue mussdl research and, by regularly evauating
and reviewing the plan, ensuring that al strategic € ements reflect thet focus,

. ascertaining emerging issues and adapting quickly to them and to other changesin the Blue
musse industry’ s business environment; and

. securing and allocating resources to achieve the industries mission for R&D.

The over-riding strategy proposed for this R& D Plan is cooperation and collaboration. It isclear
that there are many agencies whose responghilities include blue mussd aquaculture, many agencies
who might fund research, and many stakeholders who will use the results (directly or indirectly). The
complexity of possble relationshipsisillugtrated in the following figure. Any of the agencies (not a
comprehengve lig) in the left-hand column (and some of those entries are themselves collective) may
be interested in severd, or mogt, of the planned outcomesin the central column. In turn, various
stakeholders (right-hand column) are concerned with multiple research topics.

FUNDING PLANNED USERS
BODY OUTCOMES
\ /_ Ecological \

State Agencies sustainability

Fisheries Research & Diseases,pollution & -

and Development pests

Corporation
c Quality assurance Industry
o

Australian Research ®

Council _g Hatchery and farm < Resource
5 technology [ Managers
o

Environment Australia O The

Community
Industry economics \_
Loca Government & marketing

Departments

Industry / \ j



In fact, however, a number of the agencies and stakeholders have common interests in particular
topics, and their funds may be limited so it may be necessary to pool their resources to accomplish
thelr respective goals. The key to success is a coordinating agent of some kind, indicated by the
rectangle in the above figure, who will bring together the responghilities, interests, and funding
capacities of the players so that they can effectively address the priority research topics, without
dissipating their resources. For the purpose of the implementation of this plan a meeting of
producers will be held every two yearsto fulfil this coordination role.

8.3. Management Of The Plan
Thisisadynamic planthat will be kept under review to determine:
. the extent to which planned outcomes have been met, and

. whether returns on investment of resources can be enhanced through better integration or
through supplementary or complementary funding.

The nationd industry will manage the strategic plan and will formally review it every two years. It will:

. ensure that the plan is effectively monitored by reference to achievements againg planned
OUtComes,

. ensure that technica and scientific expertiseis utilised for quality control,

. monitor project outputs so that they are as relevant as possible to the plan’s strategic
directions, and

. encourage the transfer and adoption of results of projects.

8.4. Communicating The Plan

The plan will be communicated through the workshops held by the industry and the Aquaculture
Y earbook. Industry Magazines will be encouraged to promote the existence of the plan. It will be
reviewed at future meetings and updated.



APPENDIX 1. MUSSEL WORKSHOP ATTENDEESAND CONTACTSFOR THE

VARIOUSSTATES

VICTORIA

LANCE WIFFEN

SEA BOUNTY

PO BOX 31

PORT ARLINGTON VIC 3223

LOUISVORSTEMANN

VIC AQUACULTURE COUNCIL
PO BOX 3027

SOUTH MELBOURNE VIC 3205

JOHN MERCER
MARINE FRESHWATER RESOURCES INSTITUTE
NATURAL RESOURCES AND ENVIRONMENT
PO BOX 114

QUEENSCLIFF VIC 3225

ALEX DRYSDALE

MARROSE CULTURED MUSSELS
155 STEIGLITZ ROAD
MOORABOOL VIC 3221

SHERYL RAINES

UNITED MUSSEL GROWERS
PO BOX 76
PORTARLINGTON VIC 3223

Tel: (03) 5257 1343
Fax: (03) 5257 1598
Mob: 0412 520 842

Tel: (03) 9372 5666

Td: (03) 5258 0111

Fax: (03)5258 0270
Mob: 0407 540 562

Email: john.mercer@nrevic.gov.au

Tel/Fax: (03) 5276 1429

Mob: 0417 050 617

Td: (03) 5259 1024
Fax: (03) 5259 1116
Mob: 0409 591 024
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WESTERN AUSTRALIA
GLENN DIBBIN —

BLUE LAGOON MUSSELS
10 TUNISPLACE
COOGEE WA 6166

SOUTH AUSTRALIA
BRENTON HAGE

26 SMITH STREET

PORT LINCOLN SA 5606

ANDY DYER —PRESIDENT

SA MUSSEL GROWERS ASSOC
PO BOX 456

PORT LINCOLN SA 5606

DAVE HOCKADAY

WEST COAST ENTERPRISES
PO BOX 456

PORT LINCOLN SA 5606

TANIA KILEY
PO BOX 2023
PORT LINCOLN SA 5606

NEW SOUTH WALES
MIKE BAMFORD
EDEN SHELLFISH

35 COCORA STREET

Mob: 0411 22 4682
Hm: (08) 9434 6118

Emal: glenn@mail.networx.net.au

Tel: (08) 8682 3065

Tel/F: (08) 8682 4816

Tel: (08) 8683 2534
Fax: (08) 8683 2520
Mob: 0417 852 418

Td: (06) 2496 1116



EDEN NSW 2551

PETER MORRIS

8 ENDEAVOUR COURT
TURA BEACH NSW 2548

CARL POSSELTON
PO BOX 98
MERIMBULA NSW 2548

NICK RUELLO
4 SHERWIN STREET
HENLEY NSW 2111

TASMANIA
GRAHAM SCHROTER
PO BOX 111
NEWTOWN, TAS 7008

PAUL REECE
PO BOX 570
KINGSTON TAS 7051

JEFF WHAYMAN
GREAT BAY MUSSELS
PO BOX 289
KETTERING TAS 7155

ACT
PATRICK HONE

Tel: (02) 6495 9872

morrisp@acr.net.au

Tel: (02) 6495 1288

Te: (02) 9817 4652
Fax: (02) 9879 6501
Mob: 0418 210 031

Mobile: 0418 810 176
Td: (03) 6278 9013

Email:schrotas@te stracasymail .com.au

Mobile: 0418 125 624

Tel(hm): (03)6278 9013
Mobile: 0417 592 170

Tel: (02) 6285 0400
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FRDC Fax: (02) 6285 4421
PO BOX 222 Email: patrick.hone@frdc.com.au
DEAKIN WEST ACT 2600
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APPENDIX 3. PAST AND CURRENT RESEARCH LIST
Fisheries Research & Development Corporation:

1999/378 A workshop to address the cooperative development of the Audtrdian mussel farming
industry - Aquaculture Council of Western Audtrdia (Inc)

1999/229 A quantitative assessment of the environmenta impacts of musse aguaculture on
seagrasses - Internationd Risk Consultants

1996/264 Dynamics of hamful Rhizosolenia cf. chunii blooms in Port Phillip Bay — Victorian
Department of Natural Resources and Environment

1992/115 Evduation of mussd spat catching areas and techniques and oceanic longline farming
techniquesin Twofold Bay Eden - NSW Cultured Mussel Growers Association

1989/056 New methods - mussd polyculture - University of New South Wales

1985/037 New product development of scallops and mussels - Roya Mebourne Inditute of
Technology

1984/002 Marketing survey for cultured blue mussels - Victorian Department of Natural Resources
and Environment

1972/025 Feasibility study of raft culture of the edible mussel on the east coast of Audrdia -
Universty of New South Wdes
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APPENDIX 4. WORKSHOP AGENDA

Day 1
0900

0930
0940

1030

1100
1140
1230
1330
1420
1440
1600
1630
1700

Day 2

1000
1100
1130
1200
1300

Regigtration
Welcome & Introduction by Simon Bennison

A review of the Industry, past present and future production information
by each state

A national approach to developing a strategic and R& D plan for the
Industry by Patrick Hone (FRDC)

Marketing/Consumption Strategy by Nick Ruello
Opportunities for cooperative processing by Brian Leahy, Tassea
Lunch

Quality Assurance by each state

Workshop session on Code of Practice

Workshop session on how to promote consumption

Developing a strategy for Research

Workshop session identifying national industry issues

Evauation of the need for a Quality Assurance Strategy

Workshop Devel opment |Issues

Finalising Research Strategy

Workshop to finaise communication strategy

Workshop finalising QA strategy

Further issues affecting the networking of a national industry
Conclusion

Representation

Future mesetings



APPENDIX 5. OVERVIEW OF THE BLUE MUSSEL INDUSTRY IN AUSTRALIA BY
PARTICIPANTSAT THE WORKSHOP

Welcome & Introduction by Simon Bennison
After backgrounding participants on the events leading up to the workshop, Simon Bennison

highlighted the pressures faced by the Mussdl Industry as a consequence of substantia
anticipated increases in production by al states over the next five years.

MikeBamford — New South Wales
Mike Burford related how the industry in New South Wales started with the extensve

knowledge and enthusasm of Professor Mclntyre in the 1970's, with a grant to study the
industry around Audraia. He took over his Mclintyre's raft in the mid-seventies and
proceeded on an annud research permit until the granting of aleasein 1978.

He indicated that the long gestation period for the industry in NSW was caused by ddlaysin
the dlocation of leases. Initidly he used raft culture, which was easy to work. Blue musse

grew well, had good meat weight and growth could be regulated by controlling where on the
raft they were hung.

Developed a market in Sydney, with Doyles Restaurant as the first and principa customer.
Aimed for spring cup (racing) for start of the season. There was a need to assess the
product before harvesting. By Christmas the product was good, with summer currents off
NSW coast providing food. The best product is around MarctVApril (in time for Easter).
Can hold good product until June and developed a marketing drategy around those
parameters. Now doing around 8 tonnes for the local market and the winter season.

In 1990 obtained a container of de-filibrated light blue propylene rope - 14-16 mm.
chopped strand from the UK. With current exchange rate of Sterling this is now too costly.
Very good production rope. Still in service, but with import duty added means that now do
not buy.

Spat-fdl in Eden is rdidble in spring, but FHat Worm gave some this year (not normaly a
problem. Are using Christmas tree rope this year in new 6 ha dte, but thisis causng alot of
problems with parastes. We agreed to use of this system to overcome licensng
requirements (bureaucracy). Became very fouled with mud etc, so the season has been a
drought.

Limited in space, origindly had 7 ha (for raft culture) - new 6 Ha. Site (15-year lease - for
long line only). The rafts are expensive with high maintenance costs.

The association has 2 hafor R&D. Trias with Japanese oysters ook good.

Q-  you get some of the highest prices, what is your experience.



We origindly gstarted with $4, now $5 landed in Sydney (comprises Freight fish
boxes of 33 Kg which includes 3 kg dlowance for water). We have had good
experience with weight control, rewatering everything before sending to market.

Under the privatisation of Sydney fish Market they will take control of the product
once it hits the market floor. We also send direct to market and pay 4% for handling
to Sydney FM, plus $0.25 per kilo for freight. Do not have trouble in spawning out
during the re-watering. If they are going to spawn out this can happen in any part of
the process. The re-watering does condition them up. Gives you a chance to re-
check the product for empty shells prior to sending them off to market. As part of
marketing, we discuss matters with buyers and see what product is about. We have
15.5 Ha in tota with 5 long-lines (3 fully stocked and 2 in trids) and have 2 R&D
lines as part of the association to trid production. We have had considerable trouble

with public perception.

Q What isthe potentid of the industry in NSW?

A

Enormous, but will not be able to get access. Part of the plan is for access to 37.5
Ha By Bob Martin on a 15 by 15 year lease, we are not sure if he will get it. Temp
IS 9 to 26°, normal range is 12° and 24°, the optimum range is 16° to 19°. Current
production in NSW is 40 tonnes p.a, but our objective is 100 tonnes with an
additiona 6 Ha under production.

What isthe market for haf shdll etc. in restaurants?
In our market the answer iswhole product mainly for Itaian cooking.
After harvest, de-clumping etc., do you put them back in the water for re-watering?

Yes, thisis covered as part of our quaity assurance; it hasto be in the same area as
your product’s origin.

(Harris commented that in Victoriait was found that chilling after processing is better
than re-watering. They found that re-watering results in subsequent rapid water
loss)

Does everyone over- pack
Yes, it ssemsamagority do this.

Harris: in Victoria sold on the number of blue mussdls (25 -35 /kg because we sl to
cusomersdirect. Customers are interested in medl portions.

Mike: we do the same stating the numbers per kilo, at 20 - 24/kg.
Jervis Bay?
Pending planning approvas for Marine Park.



Graham Schroter - Tasmania
We have consderable lease space for Aquaculture in Tasmania, mostly for oyster and

salmon production. Some of these leases, particularly those used for sdmon are good for
blue mussel spat collection. We have good supplies of spat now. Also have a hatchery

providing spat.
Of 1,000's of hectares available, only 50 are suitable for mussel production. Production is

required for 12 months, about 250 tonnes of production - need to allow for 2 crops because
of timing of new spat. New sites are available, but they are often too rough.

Could quadruple production if we could get access to available space, but we compete with
other sectors. Egtimate for 2002 is 600 tonnes. There is enough spat production to achieve
thistarget. A good naturd spat dlows thisto off-set.

There are areas that are affected by dinoflagellates - but class this as unavailable. We only
sock to what we can sdl; this year and last we dumped spat because we did not have
enough demand. We could double production per ha. and with an extra 50 Ha. — we would
have the production potential of 1000 tonnes

Q What are the options for the Tribuna scallop farm?

A Problems with fish (bream etc) and rough waters. Do not consder that this is an
option.

Most of the production areas do not get over-catch. Spat collection is different between
production Sites

Temp 8 -20° (have had 23°); best conditioning iswinter, 8-15° best is 10 -12°in spring.

New farms in the north have not been considered in these figures, they may have hedth
problems. In the last 18 months they have had losses of up to 20%; something attacking the
product on the ropes. Government cannot tell what it is, and we are keen to find out. Do
not know if it is a dissase. We have found a parasite, but we do not know if this is the
cause. We thought we were safe, farming a product that had been there for such a long
time. During the winter months it attacks the larger blue mussels. We lost up to 2 tonnes
per line from lines that would normaly produce 6 tonnes.

David Harris- Victoria
Industry peaked in 80s at 700 tonnes, which is more than we report as production now. We

used to compete with dredged blue mussdls at $10 per bag, but dredging was stopped in
1977. We dso competed with mussals harvested from Lakes Entrance.

In 1987 we experienced our first bloom of bitter dgae, Rhizosolenia cf. chunii (see FRDC
fina report 96/264), which causes a bad hitter taste. It has now happened four times and
has dominated the indugtry, including policy-making by Fisheries Victoria



The hitterness has declined each time, but even the shellfish produced by Rankin in st fidds
were hitter, and scallops were aso affected. We had to dump the whole crop the first time,
the taste lasted for 24 hrs in the mouth. By December the bitterness was gone, and since
then have been able to hold stock until taste disappears. The blooms are losing their impact
and we can now predict their occurrence. In 1996 sand was pumped onto a beach and
caused a bloom, but two weeks later it had disappeared. It is now a manageable problem
and after the 1987 bloom, production has started to rise again.

535 tonnes of production is reported currently. Sheryl Raines commented that she fdlt that
locd sdes are not recorded and production could be as high as 700 tonnes.

David Harris reported that 25% of his production was sold retail.

Consarvation Department have almost completed an assessment on Sites for aguaculture.

130 Ha. a Grassy Point Potential 115 tonnes
220 Ha. a Clifton Springs Potential 220 tonnes
440 Ha at Finders Potential 440 tonnes
25 Ha. at Beaumaris (spat) Potential 25 tonnes
300 Ha. a Mount Martha Potential 300 tonnes
400 Ha. a Dromana Potential 400 tonnes
Total Potentia 1,500 tonnes

Only two species are dlowed to be farmed, blue mussdl and abalone. Already there are
zones dlocated for Abdone. Only186 Ha. are currently in production. Problem at the
moment is that we cannot increase the current market - smilar to NZ when they were a
3,000 tonnes now at 60,000 tonnes. We need new markets

Price in 1982 was about $2/kg. We did not want to join the same market and the Growers
Association asked for alimit on production. We talked with existing buyers and determined
exactly what they wanted and now average $5/kg, going from 11 tonnes production in 1992
to 60 tonnes today.

Always an over-supply in summer, but now use safety socks to hold blue mussels to keep
production for later in the Autumn period. The beauty of Victoriaiis that we can supply blue
mussals dl year round. This has helped keep price more stable. Main price pressure is the
December/January period when most producers want to clear their stocks.

Q Do you see the farmers redtricting themsalves to 700 tonnes?
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A | believe there is market for many tonnes of product, but the market needs
developing. Processing developments will dlow farmers to reduce the impact of
bitter taste and will alow farmersto harvest larger quantities.

There are 27 license holders in Victoria, and there are 12 active marketing entities with
about 20 farmers in totd. In Tasmania 80% is produced by 20% of growers. In Victoria,
90% is produced by one company with 10 shareholders.

Thisyear goat islimiting - hed alot fall-off.

Temp 14 -24, optimum winter is the best time, algae is the determining factor.

Glenn Dibbin - WA
Cockburn sound is the main producing area, but aso a main recreation area. Originaly WA

production was 300 to 400 tonnes, taken by divers. Origindly an area of 15 Ha was
alocated by the Harbour Master on a 15-year lease, but the area was returned as unsuited.
We now have five-year leases until this year, after which they revert to 1-year leases (at the
grain loading termind).

New 52 Ha. Lease from 7 to 15 m deep (Refer Appendices).
There are concerns with water qudity, eg TBT, but this was not considered a danger to

human hedlth. There is a change in attitude by the Navy with regard to using defence waters
for Aquaculture.

David Harris commented that there is concern about the destruction of seagrass under
muss lines, but where is the evidence?

Pearl farmers pay $135 per sg. nautical mile, whilst mussel growers are asked to pay $600 -
$700 per ha. plus other charges. Water quality is good, but rain is a problem and the grain-
loading termind attracts pigeons.

Wetest regularly. The areaiis one of the most intensively monitored watersin the world, and
the sounds have been cleaned up substantialy.

Prices in WA are $2.50 to $3.00 per kilo, sometimes only $1.50. The market is for small
mussels and the best tagte isin the 30 — 40 mm size range in March and April.

Water temperatureis 15° to 23°.

South Australia— Tanya Kiley
1998/99 production 84 tonnes from Boston Bay and Broba Bay.

400 Ha At Kangaroo idand has gone to oyster production. On the Lower Eyre Peninsula
15 licences are at various stages of development. Most are ‘experimentd licences on 3-5
Ha. Will go to approx. 10ha, no lease tenure except 3 or 4 who have a 40 year lease.



Currently under production approx 60 ha, producing 84 tonnes of mussels. The forecast for
the industry is 1,000 tonnes from new players, but redisticaly 100 — 120 tonnes during the
next two years.

There are 200ha available north of Kangaroo Idand. More aress in other remote parts.
Management plans are being reviewed at the moment.

Temperature range is 12° — 23° in Boston Bay. Prices range from $2.50 to $3.50 per kilo,
retailing at $4.00 per kilo.

Q Will production reach 500 tonnesin 20057?

A The market is not there. There is plenty of water avalable. SA uses low-dengty
lines, dl smal young producers, the big players have moved ouit.

Petrick Hone suggested that freight from Kangaroo Idand is too high and there are other
problems such as a small market of 1,000,000 people, storage problems, etc.  Oysters are
easier, more money.

Consumption is driven by culturd preferencesin food, such as Greek and Itdian.
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APPENDIX 6. FISHERIES RESEARCH AND DEVELOPMENT CORPORATION
(FRDC)

The FRDC's three-fold vison is as follows

For the industry

An Audrdian fishing indugtry in which:
» thecommercid, recreationa and traditiona sectors are forward-looking, innovative and

socidly reslient, and use fisheries natural resources in an ecologicaly sustainable way;
and

» thecommercid sector is profitable and internationally competitive.

For the community

A community thet is well-informed about, and supportive of, the fishing industry and the natura
resources on which it depends.

For fisheries research

An excdllent fisheries research sector that is forward-1ooking, innovative and respongvein
supporting the industry and the community.

Mission

The FRDC's misson is to increase economic and socid benefits for the fishing industry and the
people of Audrdia, through planned investment in research and development, in an ecologicaly
sugtainable framework.

Key features of the Fisheries R&D Corporation

* Therura R&D Corporations (RDCs) are not research grant agencies, the PIERD Act
requires them to treet R& D as an investment in economic, environmenta and socid
benefits to their respective industries and to the people of Austrdia

* The RDCs are empowered to intervene anywhere in the innovation process— not just
intraditiona research.

* RDCsarerequired to focustheir activities around strategic R& D plans and annua
operationa plansthat must be gpproved a Minigterid leve.

* RDCsarefully accountable to their mgjor stakeholders and to the wider community.

» Because of the tight focus on achieving outcomes, RDCs emphasi se brokering active
collaboration between researchers, and between researchers, resource managers and
primary indudtry interests.

* RDCsgpply sgnificant resources to the chalenging task of trandating research outputs
into practica outcomes.

In addition to their collaboration on specific R& D matters, RDCs work closdly together on policy
issues to incresse the effectiveness and efficiency of the nationa gpplication of rurd R&D.
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