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To see a better way . . . try a fresh set of eyes

Report summary
The South Australia Food and Beverage Export Hub project has
highlighted the USA as a potential growth market for packaged
food exports. This report presents the findings from a
preliminary scoping study to outline a high-level US market
entry strategy. The methodology included data analysis,
interviews and a stage of in-market research in the US from an
expatriate associate.
The report has been written primarily to assist exporters who are
new to the US market but there may be useful findings for
others. The key objective is to provide background information
that will enhance the export readiness of industry and inform the
development of individual business export strategies.
The USA is a large, complex and highly competitive market; the
packaged food segment alone is valued at around a US$1 trillion
with a CAGR of 4%. Because of the enormity of this grocery
market, it is recommended the the South Australian industry
narrows in on the niche Specialty Food segment which is valued
at US$170 billion.
The report identifies the challenges in entering the US market:
•

Targeting the right geographic markets and channels

•
•

Perfecting the consolidated supply chain model
Packaging, labelling and product registration

•
•

Difficulty in securing distribution and insurance
Navigating cultural and language differences.

In consideration of the size and complexity of the US market, it is
recommended that this US market entry strategy be built around
incremental steps:
Step 1:

Prove the Central Market consolidated supply chain
model.

Step 2:

Develop the promotional program to extend the
concept into other regions and channels.

Step 3:

Create a US market development resource for
aspiring South Australian exporters.

Step 4:

Leverage footholds that other Australian specialty food
exporters already have in the US market.

Step 5:

Present the concept to specialty food retailers in other
priority regions.

Having an effective consolidated supply chain will be a critical
success factor, as the freight savings achievable can offset
Australia’s lack of price competitiveness. It is suggested that
initially, the consolidated export model be confined to ambient,
shelf-stable products with a long shelf life, selling into premium
retail channels.
The report emphasizes that the sheer size of the US specialty foods
niche market presents opportunities for those willing to work
through the challenges in getting products launched here.

Acronyms, keywords and terminology
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Introduction

Introduction
Background
The South Australia Food and Beverage Export Hub project has
identified opportunities for South Australian food and beverage
businesses to develop trade to the USA. This report provides
research and market analysis to support and guide the
development of the US market.
This report builds on the Central Market, Texas pilot project
(delivered by The Department for Trade and Investment and Food
South Australia in FY21) and takes into account learnings from the
pilot project.
The report presents the findings from relevant data analysis,
interviews and a stage of in-market research in the US. It then
presents a high-level outline of the recommended approach to The
South Australian food and beverage market entry strategy for the
USA.
Objectives
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The US market is a new frontier for many South Australian food
and beverage businesses, so the key objective of this report is to
provide background information that will enhance the export
readiness of industry and inform the development of individual
business strategies to penetrate and build the US market.

Methodology
1. Review of US category data for the nominated industries.
2. US field research entailing retailer interviews, store visits
and web-searching.
3. Interviews with logistics providers, exporters and Austrade.
4. Development of a collaborative export model and market
entry strategy.

2.

Overview of the
US food market

Doing business in the USA
It is a mistake to view the USA as a single market. Arguably,
the US food and beverage market is the most fragmented in the
globe due to the vast differences in culture, socio-economics
and ethnicity across the country. The USA must be viewed as a
vast network of independent markets influenced by great
disparity of wealth distribution, culture, cuisine styles and
ethnicity. At one extreme there is a large cohort of very
wealthy consumers, but these consumers exist beside cohorts
living in extreme poverty.

Flavour preferences

Broadly speaking, the US east and west coast cities tend to have
a bigger proportion of higher net worth and sophisticated
consumers, but this is an oversimplification. There are pockets
of the more worldly and wealthy consumers scattered across
the country, even in smaller cities.

Compared to many countries, exporters will find the USA
relatively easy to trade with. It is a market with a common
language, IP protection and trade laws; and without the endemic
corruption faced in many parts of the world. However, American
buyers are very driven by ‘closing the deal’ and negotiations will
be fast, blunt and focused on the bottom-line outcome for buyers.
Suppliers need to respond quickly and confidently to avoid losing
the sale.

Few Americans travel as widely as Australians. International
travel beyond Mexico and Canada is still heavily skewed
toward military personnel, so awareness of global food
traditions and trends is very limited. In general, American
consumers are highly patriotic and and loyal to American food
products as well as goods produced in their own State e.g.
Idaho potatoes or Vermont maple syrup.
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There are distinct pockets of flavour preferences across the USA
with spicy flavours preferred across the western Mexican border
States, Hispanic and Creole influences in the southern states and
Italian interest in the more cosmopolitan east coast cities. In midwest states, consumers tend to prefer sweeter and more mellow
flavour profiles.
Ease of doing business

The tax system
The taxation system in the USA is as fragmented as the market.
There is no national GST as in Australia. There are both Federal
and State levels of taxation with State’s setting their own sales tax.
The State-based taxation system is even more complex for
alcohol. Exporters will require tax advice.

Product liability insurance
American businesses are extremely litigious so exporters should
be aware of risk in this market. Product liability insurance is not
legally mandated for exporters to the USA but in practice, US
importers will insist on having it because they have a legal
responsibility for ensuring the products that they import are safe
for use by the American public over an above the product
registration through the US Food and Drug Administration
(explained later).
The importers are effectively classified as ‘manufacturers’ for
insurance rating purposes, so any product liability claims
involving food safety breaches or other issues will stop with the
importer if the supplier’s public liability insurance does not
cover the US market. For this reason, liability insurance will be
demanded by trading partners. Amazon insists on insurance for
goods when using its fulfillment service FBA.
It must be noted that should a claim be made, insurance
legislation varies by State across the US, so product insurance
should cover national exposure.
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Insurance coverage can be difficult to secure for first time exporters
who do not have a US office or address.
There are many insurance providers who specialise in food and
beverage coverage for the USA.

Market development assistance
The interest in developing the US market has accelerated in the
past two years. Growing geopolitical tensions with China have
seen Australia’s trade officials at a national and state level pivot
towards the next largest high value market. The outcome of this is
that the timing has never been better to source support to enter the
US market. It is likely that more data and networks will become
available to exporters as this groundswell grows.
The negative aspect of this renewed interest in the US market is
that every other Australian state and food exporting nation is also
targeting the USA, intensifying competition. This reinforces the
need for product innovation and uniqueness as discussed later in
this report.
In addition to the State and Federal government grants, programs
and in-market offices; and resources facilitated by industry
associations such as Food South Australia, there are other
organisations willing to assist such as the Export Council (training
and advice), AmCham and Austrade.
AmCham Australia
The American Chamber of Commerce is active in Australia
providing US market information. AmCham has an Adelaide
office hosting networking events in Adelaide.
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Austrade
Austrade is changing its whole approach in the USA, refocussing
towards export growth, particularly in agrifood, rather than
investment attraction. It has appointed agrifood business
development managers in the USA, due to commence in 2021.
Austrade is also hosting virtual marketplace meetings in
conjunction with US retail marketing company ECRM, who has a
customised virtual marketplace platform called Marketgate
(https://ecrm.marketgate.com). So far, the Austrade program with
ECRM has focused on red meat and seafood but Austrade
personnel have indicated an openness to working with Food South
Australia as a group (Austrade contact: Chris Morley | Senior
Global Engagement Manager, Premium Food and Beverages T +61 3
9648 3178)
Austrade has a number of resources on its website specific to the
USA market including downloadable information brochures and
recordings of previous webinars.

Language and culture
While Australia and the USA share English as a common language,
making trade here appear a lot simpler, in reality, there are
substantial cultural differences. Selling Australian goods into this
market can be more difficult than selling into Asia where the
original Australian packaging is seen as an advantage.
Getting the details right on packaging for the American market is
important and commonly, a legal requirement. This includes
American spelling, weights and terminology. Talk in US dollars
only. In addition, the language of promotional communications and
printed material will probably require rewriting and redesign.
Americans still use imperial measures on weights and temperature.
Examples of food terms that differ include capsicums are ‘bell
peppers’, rocket is ‘arugula’, chickpeas are ‘garbanzo beans’,
sultanas are ‘blond raisins’, coriander is ‘cilantro’. Australian
equivalents will mean nothing to US shoppers.

12

Language considerations are also required in negotiation. It must be
remembered that while Australians understand American accents
and terminology easily due to exposure to American entertainment,
many Americans are not at all familiar with Australian accents or
slang. Cynicism is not understood and may cause offence.
American sales professionals are also much more formal and
deferential to buyers than in Australia and respond immediately to
customer requests.

Sample terminology and translations
US Terminology:

Australian equivalent:

Entree

A main course for lunch or dinner (not a starter as in
Australia)

Biscuits

A scone like baked item usually served with a main meal or
gravy

Cookies

All sweet biscuits

Market

A retail grocery store (not an open-air market as in
Australia)

Skids

Pallets

Slotting fees

Retailer listing fees

Specialty foods

Gourmet, artisan or ethnic foods

Flavor

Not spelt as ‘flavour’ and ‘flavoursome’ is usually written as
‘flavorful’

Shopping cart

Shopping trolley

Size of the US food industry
The US food marketing system is immense. It feeds around 320
million consumers. In 2019 the US industry supplied about
US$1.77 trillion worth of food and beverage consumed at home
and in away from home meals and snacks. Of this, an estimated
US$969.4 billion was served through foodservice channels.
(Source: USDA Economic Research Service, 2019).

Shares of total food expenditures

Other sources value the packaged food industry more
specifically at almost US$1 trillion in 2020 with growth at over
4% (Grandviewresearch.com). The enormity of this market
presents opportunities for Australian exporters to find a niche
within even one State or one retailer. In volume terms, a niche
in the US grocery market represents a large sale for the scale of
most South Australian food and beverage manufacturers.
In 2019, the share of food prepared and consumed at home in
the USA was 45.2% and away from home was 54.8%. It is hard
to estimate what share this may be now as The US Food
Institute research indicates that purchasing habits have
drastically changed since COVID-19 with key trends being:

13

•

Consumers cooking at home more than they were in 2019

•

Eating occasions are less likely to be sourced from restaurants as
meal kits are on the rise

•

Low contact restaurant pick-up and ordering options have grown.

Source: USDA, Economic Research Service, 2019

Key trends in US food market
The defining trends of the US market are increasingly global
trends that are also reflected in the Australian market. In
particular, the COVID-19 disruption has fundamentally
changed food consumption, shopping habits and driven more
home cooking. During the pandemic, on-line purchasing
increased by an estimated 132% (Mintel, SFA, 2019) in the USA.
A sample of high-level food industry trends include:
•
•

•

•
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•

Eco-conscious packaging

•

Local ingredients

•

RX food - neutraceutical, functional and natural remedies.

Ready-to-eat meals is the fastest growth category with CAGR of
5.7% expected from 2021 to 2028 (Grandview, 2020). Other growth
categories (various sources) include:

Improved functionality and nutrient content of indulgent
foods as well as interest in more natural and organic food

•

Specialty tea and coffee

•

Meal kits – home delivered

Increased consumption of plant-based foods and meat
substitutes by wealthy consumers (World Economic Forum
states that Americans are still one of the largest consumers
of meat in the world at 214 pounds per person p.a.).
Veganism is growing, however.

•

Specialty ingredients for home baking and preserving

•

Par-baked breads

•

Functional beverages

•

Cocktail mixers

•

Salty snacks enhanced to be more exotic or nutritional

•

More authentic ethnic flavours and cooking styles

•

More frozen food

•

Novel flavour combinations such as bacon and chilli cake, ice
cream or chocolate

•

Milk substitutes, the biggest being Oat Milk.

Increased home delivery of prepared meals and meal kits
(e.g. Uber, Blue Apron). Supermarkets also offer ‘grab and
go’ meal kits. More meals are being consumed at home.
Continued interest in high protein, low carb diets
supporting trends like keto and no sugar diets.

Grab and go meal kits

Meal kits from
AmazonGo
retail outlets
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Blue Apron sells both
retail and home
delivered

Central Market meal
kits retail at $13.99

Structure of the retail sector
US grocery retailers comprise an eclectic mix of large national
mass market chains, regional supermarket chains, premium
food stores (usually referred to as ‘markets’) and local, regional
independent stores that range from specialty food outlets to
small neighbourhood corner stores. The rapidly growing online grocery retail sector is also segmented by local
independent specialists and national price fighters.
It is difficult to find independent data sources that conclusively
verify the size and the share of distribution by channel for food
retail in the US. However, for Australian food producers, such
data is almost irrelevant because of the enormous size of the
market. Unlike Australia, there are hundreds of supermarket
brands across the USA.
Historically, the major US supermarket brands were highly
regionalised, for example Safeway was predominantly a west
coast brand whilst Wegmans was only on the east coast. This
has changed as the larger regional players expanded and with
the arrival of the national superstore chains such as Walmart,
Target, Sam’s Club and Costco. There are still many regional
chains that operate across only a few states that are larger than
the entire Australian industry.
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A more recent trend is that some of the major retailers have
created smaller sub-brands to feature specialty foods, e.g. the
12 Central Market outlets are the high-end gourmet sub-brand
of Texan giant HEB supermarkets.
The big chain department stores like Walmart have ‘super
stores’ or ‘hypermarkets’ which are increasingly ranging
gourmet food.

Channel distribution
Supermarkets account for over 92% of all grocery sales (2019,
USDA.gov) but various market research sources quote their
share of packaged food sales at between 50% to 65% of the total
in 2020.

US Packaged food market distribution by channel,
forecast to 2028
$US billion

Despite the large swing to on-line during the pandemic,
supermarkets and hypermarkets remain the primary
distribution channel for household food shopping in the USA.
The on-line distribution channel is not expected to challenge the
dominance of supermarkets in the next few years, but it is
experiencing the fastest CAGR of any retail channel at 8.5%
growth as indicated in the graph adjacent.
US Food Industry Association FMI, reports in its recent study
‘2021 US Grocery Shopper Trends’ that prior to COVID-19,
approximately 50% of US grocery shoppers did some of their
shopping on-line. Post-pandemic, this has swelled to 75% with
the swing being more notable in Gen Z and Millennial
shoppers. The FMI refers to the increasing trend of
‘omnichannel shopping’, where consumers regularly shop in
multiple on-line and bricks and mortar store formats.
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Source: Grandviewresearch.com, 2020

$1.3 trillion

USA retail grocery segments
For the purposes of explaining the US specialty food retail
dynamic to an Australian audience, McKINNA et al has
segmented it into six high level tiers:
1.

Mass market retailers

2.

Regional supermarket chains

3.

Specialty market stores

4.

Independent stores

5.

Convenience stores

6.

On-line retailers

These retail tiers are explained briefly on the following pages.

1. Mass market retailers
•

Mass market players dominate the total US grocery sector
holding over 48% market share in 2020 (businesswire.com).

•

Walmart is the most dominant store retailer with over 16%
market share in 2020 (businesswire.com) but Walmart is a
department store, which is what makes it the largest retailer
overall, not the largest grocery retailer.

•

Global retailers like Aldi (over 2,000 US stores) and Ahold
Delhaize are also making in-roads into the US mass market.

•

Many of the mass market retailers are deep discounters
with a price fighting proposition.

•

The largest supermarket chain by far is Kroger (the second
largest retailer after Walmart) with over 2,700 supermarkets
and multiple retail brands. It is said that 30% of Americans
shop here. Second by a wide margin is Albertsons.

Examples:
Walmart, Sam’s Club, Costco, Target, Aldi, Kroger, Albertsons
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2. Regional supermarket chains
•

Regional supermarket chains tend to have a geographic
stronghold across one state or a cluster of states. There are
hundreds of US regional supermarket brands.

•

Some of the specialty market stores are national chains and
others are regional, but they are all characterised by
offering a range of premium, gourmet, ethnic or deli foods.

•

Some of these regional chains would be of a comparable size
and store format to a single Australian national chain.

•

•

Some of the regional chains are member owned buying and
marketing cooperatives (like Metcash) with group buying
offices.

Within the specialty store offer there are also small chains
of ethnic stores that specialise in Kosher, Halal, Hispanic or
Asian groceries.

•

The USDA estimate that in 2019, specialty food stores
account for 3.3.% of total retail grocery sales (USDA.gov).

•

Some regional chains also have sub-brands for specialty
markets.

Examples:
There are too many supermarket brands across the USA to list. In
addition to the mass market chains like Kroger and Albertson’s,
which began as regional chains, there is Wegmans Food Markets
(over 100 stores across east coast); Ahold Delhaize; and Publix
Super Markets, HEB (340 stores across Texas and Mexico) and
Foodland (East Coast), plus many more.
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3. Specialty market stores

Examples:
Sprouts Farmers Market, Bristol Farms, The Fresh Market,
Whole Foods Market (owned by Amazon), Trader Joe’s (owned
by Aldi Nord), Central Market (owned by HEB Texas), New
Seasons (Oregon, Seattle, San Jose)

4. Independent stores
•

Every major US city has iconic independent stores with one
or a few outlets.

•

Some stores specialise in a particular ethnic offer or type of
food (e.g. organic).

Examples:
Dean & Deluca was once a single destination store in NYC. It is
now franchised globally.

5. Convenience stores
•

In 2019, convenience stores represented 4.6% of the US food
retail sales (USDA.gov). There are believed to be over
150,000 such stores in the US with most being
independently owned (Statista, 2020).

•

In major cities, convenience stores can be the main
shopping destination for some shoppers.

•

Many of the major retailers also own convenience store subbrands.

Examples:
7-Eleven , Speedway
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6. On-line retailers
•

As for Australia, on-line grocery sales in the USA have
grown rapidly with COVID-19; on-line grocery sales grew
54% in 2020 to reach $95.82 billion. On-line grocery is now
12.0% share of total US ecommerce sales and 7.4% of all
grocery sales. 54% of US consumers made at least one online order in 2020.

•

In a manner that mirrors the ‘bricks and mortar’ component
of the grocery sector, there are on-line specialist retailers as
well as mass market. All of the national mass market
retailers also offer an on-line service.

•

Pennsylvania based on-line retailer, Igourmet already
ranges 102 Australian and New Zealand products in its
Australian cuisine guide including cheeses, oils, honey,
crackers, confectionery, red meat and has an Australian
themed gift box.

Examples:
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Amazon, Igourmet, Gourmet Import Shop (part of importer M5
Corporation)

Considerations for on-line
Exporting via trading through an on-line platform is not as low cost
as one would assume. When trading from Australia, a more
complex logistics exercise is usually required. The simplest way to
trade is on an importer’s site like Igourmet, which purchases the
imported goods and warehouses in their own facility. Others offer
food exporters a fulfilment service at a fee. Trading on direct-toconsumer sites like Amazon’s US site, usually require engaging a
specialist fulfillment provider such as Hubdub Ltd
(www.hubdubltd.com) or M5 Corporation
(https://m5corporation.com) to receive the in-bound containers at
the port and then warehouse them and service the supply to
Amazon’s DC as required. Amazon also offers a
fulfilment/warehousing service called Amazon FBA
(https://sell.amazon.com.au/fulfilment-by-amazon.html) but with a
very high cost structure.
Both Hubdub and M5 Corporation can assist with creating the
Amazon accounts and marketing through the platform. On-line does
require marketing support (the percentage required will vary by
category), because most consumers go on-line already knowing
what they want. This is a challenge for specialty foods; raising
visibility when it is exclusiveness that is the selling feature. M5 Corp
charge US $1,500 to create an Amazon storefront with branding such
as ‘South Australia Imports’ and messaging.

Foodservice
•
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As noted, in 2020, the US food sector was valued at $969.4
billion and showing strong and sustained growth. The
foodservice market is highly segmented but in simple terms,
falls into two basic groups: Commercial and Institutional.
Within commercial there are five restaurant segments:
1.

Family dining full-service

2.

Casual dining full-service

3.

Fine dining full-service

4.

Quick-service restaurants (QSR is the term most-used)

5.

Quick casual (limited service).

•

The QSR and quick casual segments dominate foodservice
market share in value terms. The limited-service segment is
showing fastest growth. The full-service segment is showing
long-term decline. There is a large cohort of fine dining and
higher end restaurants although they are highly fragmented in
terms of brands and locations.

•

Purchases of specialty foods in foodservice channels was found
to be down by 30% in 2020 (Mintel, SFA, 2021).

•

Foodservice buying is driven by a constant need to reduce plate
cost (less so in higher-end restaurants).

Food away-from-home market, by outlet type

Source: USDA, Economic Research Service, 2019

3.

Specialty foods

Specialty foods category
As already outlined, the US food market is enormous and as
such, few Australian food and beverage processors could hope
to cut through with a marketing message, let alone produce the
volume needed to supply the fiercely contested mainstream
food categories. But in a market the size of the USA, the
strategy of aiming to take a small share of a very targeted
category does justify investment. Most of the products
produced by the South Australian food and beverage industry
would fall into the category termed ‘specialty foods’. This
category is clearly defined in the US and spans gourmet,
artisan and ethnic foods. It is the Specialty Food Association
that runs the Fancy Food trade shows, among other events.
A ‘specialty food‘ in the US market is a product that is
considered to be a unique item, typically made in small
quantities from high-quality ingredients. It includes many
gourmet and ethnic imports but also locally produced artisan
foods. Consumers typically pay higher prices for specialty
foods because they perceive them to offer benefits over the
regular grocery offer. Provenance can play a key role in the
value attributed to specialty foods as can other attributes of
uniqueness such as biodynamic or GMO-free.
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Some food retailers specialise in specialty foods. The
strategy of Central Market in Texas is to be a leader in
specialty foods. Even mass retailers such a Walmart and
Target are establishing superstores with specialty food
showcase sections within the store.

Specialty Food Association
The Specialty Food Association (SFA) in the USA is peak
industry body representing all players in the specialty food
supply chain including importers, artisan producers, purveyors,
distributors and retailers. It is a widely used resource for
exporters from Europe.
SFA runs the Fancy Food trade shows in New York and San
Francisco as well as regular virtual marketplace events and
industry training events, some targeting those new to exporting
to the USA. The Association also commissions research on the
specialty food category/consumer and its website has a great
deal of open information: https://www.specialtyfood.com).
The Fancy Food trade shows are important meeting places for
all players in the supply chain and SFA offers introduction and
networking services to facilitate this.
Food South Australia or individual South Australian businesses
could consider becoming a member, which would enable
products to be searchable and participation in both on-line and
in-person events.
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Specialty foods market
The SFA commission annual category research which in the
2020 and 2021 editions provided the following category
information:
•

The specialty food and beverage category is valued at $170
billion (2021).

•

Specialty food sales value growth was up 19% in 2020
which is attributed to more at home meal preparation
during the pandemic. Categories that were said to benefit
most were premium baking mixes; pasta and sauces; frozen
meals; meat, poultry, and frozen or refrigerated seafood.

•

•

26

The specialty food industry experienced its greatest channel
shift ever in 2020 with foodservice trade down 30% and
retail up 132%. The shift to retail on-line is more
challenging for specialty foods as they are less discoverable.
There is a trend for Americans to trade up to more
expensive foods. In 2019, Specialty foods were estimated to
be 20% of all food and beverage sales.

Top 10 specialty food categories in retail sales (value) in order
of value (2021):
1.

Meat, poultry and seafood

2.

Cheese (milk and plant-based)

3.

Salty snacks

4.

Chips and salty snacks

5.

Bread and baked goods

6.

Coffee and cocoa

7.

Refrigerated ‘ready meals’

8.

Condiments, dressings and marinades (shelf stable)

The specialty food consumer
Market research published on Statista (2016) suggests that a
desire to try new things is a key driver of sales for 55% of
consumers who shop this category. Specialty foods appeal to
younger consumers in the USA with Millennials being the
largest buying group followed by Gen Z. Younger consumers
are more adventurous with new foods and travel more
frequently.

Case study: Marinated fetta
The Persian-style marinated goat cheeses so popular in
Australia are becoming a success story in the US specialty foods
category. While Meredith Goats Cheese is Australian-made,
Chevoo is produced in the USA by an Australian couple who
recognised the opportunity and migrated there especially to
develop it.
Both these products are starting to gain traction in the US
market simply because the Persian-style marinated cheese was
a novelty to the US consumer, i.e. it met the central proposition
of a specialty food product, exclusiveness.
Although made in California, Chevoo’s flavourings have a
particularly Australian style, drawing the fusion of flavours that
are so much a part of Australian contemporary cuisine
Meredith Dairy also has a physical presence in the market,
having acquired their US importer’s business in San Francisco
as their success grew. This was a defining moment in growing
their US business as trading as a registered Local Limited
Liability Company made it easier for customers to deal with
them and insurance was easier to secure. The US market is now
Meredith’s largest export market and a contract was recently
secured with Costco.
27

Why did this Australian product work in the USA:
1.

Unique style of cheese that was not known in the USA

2.

Correct flavour profiles – a creamy, salty cheese with
mild flavour compared to European goat’s cheeses

3.

Local distribution and physical presence in the market

4.

Versatile uses that suit busy consumers (i.e. the
flavoured oil is part of the story)

5.

Fits the growing demand for A1 lactose intolerances

6.

Both products entered the market in California where
this cheese suits the lighter and healthier food styles.

4.

Supply chain
structure and
modus operandi

Supply chain structure - retail groceries
The supply chain for retail groceries in the USA is quite complex
involving a relatively large number of links and there are a
multitude of variations of these links, with some vertically
integrated importing businesses delivering most of the supply
chain functions. For product that goes to consumers via retail or
on-line stores, the main, key actors in the chain are listed below
and described further in the following pages:
1.

Freight forwarder

2.

Brokers or master brokers

3.

Distributor

4.

Fulfilment companies

The lines between the master brokers and distributors are blurry
with many performing both functions. Most master brokers
service both retail and foodservice (e.g. Hanson Faso Corp and
Sunrise Management).
The diagram on the following page illustrates on-line fulfilment
only.
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US supply chains

USA representative

Consolidator
Broker

Suppliers

Consolidator

Freight Forwarder

Importer

On-line fulfilment company

Broker
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Distributor

Foodservice distributor

Store Retailer

On-line platform

Foodservice

Consumer

Consumer

Consumer

Supply chain actors
•

Consolidator
•
•
•
•
Freight Forwarder
•
•
•
•

Receives product from suppliers and loads
container (in the case of sea). By law, air
containers need to be loaded by registered
parties.
Receives shipment from individual suppliers
Packs container in the case of air freight
Books freight
Some also provide consolidator services on a
’fee for service’ basis

•
•
Broker
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•
•

Works on both sides of distribution - ‘selling
in’ to distributors then working with them to
market and promote in-store and at shows
Usually work on percentage fee
Master brokers offer brand management and
marketing
Sells the product to retailers and foodservice
Services customers

Receives shipment from importer
Usually purchases the product
Warehouses stock
Picks orders
Sends to larger customer and invoices
Can also provide master brokerage
Can specialise in foodservice or retail

•

Provides the marketing and transactional platform
for traders

•

Bigger on-line businesses offer their own
warehouse and fulfilment services (e.g. Amazon’s
FBA service)
Also work with independent on-line fulfilment
agencies.
Processes and picks orders received from online
marketing company
Delivers to store or on-line DC

On-line platform

Clears customs and pays any duties applicable
Manages unloading and customs clearance
Organises trans-shipment to their warehouse
Warehouses and dispatches stock

Importer
•

Distributor

•
•
•
•
•
•
•

•
On-line fulfilment
company

•
•

Because of the fragmented nature of US retail, use
of brokers is common even for large companies who
only deal directly with national chains

Distribution
Getting any product distribution can be difficult in the USA. In
fact, exporters should not assume that distribution will even be
possible to find. Because of the fierce competitiveness of the
US market, distributors can afford to pick and choose which
products they handle. Some distributors specialise in retail
alone and others do foodservice as well.
In the USA, distributors own the product and therefore carry
all the risks associated with it, so they need to be assured that
the product will sell in sufficient volumes to justify their
efforts. It is therefore necessary for producers to develop a
strong business case to convince brokers and distributors to list
the product.
To launch new products in the USA, brokers and distributors
require images of the US-ready product. They usually select
the products they believe are best for the market and do a 3month trial on all their platforms, then grow the brand from
there, ultimately building a broader range from the same
supplier.
Some distributors will want exclusive rights. This needs to be
carefully considered because it potentially limits the sales
footprint.
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Retail distribution
The best chance of getting distribution is by going directly to the
retailer to see if there is potential for listing the product. The
retailer will then approach the distributor to handle the product for
them. However, it is often the distributor who presents new
product ideas to the retailer.
Marketing support is critical in a crowded market like the USA and
distributors expect producers to be prepared to invest if they sign
up. There needs to be a negotiated marketing support package to
assure distributors that sales pull-through will occur and that this
product will be worth their efforts to keep it listed by a retailer.
The exact spend required for promotional support will depend on
many factors including exclusivity and the level of competition in
the category. Many retailers will expect this support to be in ’above
the line’ marketing.
Distributors would be more likely to be interested in the South
Australian consolidated model because it is a group of specialty
food products which could be imported in a consolidated shipment
adding scale and a larger potential profit pool. This adds further
weight to the argument for a consolidated supply chain model.

Foodservice distribution
Foodservice distribution in the USA is highly regionalised and
there can be many links in the supply chain. In some regions,
the master broker covers all roles from importer through to
distribution (importer/distributor). Some of the larger
distributors have sub-distributors in different regions. Some
distributors also import for their own home brand (e.g.
ciaoimports.com). The distributors usually specialise in a
region and in a temperature state (i.e. chilled, ambient or
frozen). Some specialise in food from a particular origin e.g.
Italian food or food category e.g. seafood.
Many of the brokers have close working relationships with
certain foodservice distributors. M5 Corporation works with
Sysco and US Foods who are among the largest foodservice
distributors in the USA as well as ChefEx (higher end gourmet).
Through the distributors, brokers market products to
thousands of restaurants across the USA.
The preferred way for foodservice brokers to operate is to
purchase product and warehouse it so they own and resell
it. Brokers usually add a 25% mark-up. Some like Kehe ask for
$200 plus per pallet per month for warehousing.
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Investment in trade marketing is also expected by foodservice
distributors. Again, the level of marketing spend required
varies according to the category and the competitive context.
In addition, suppliers are expected to help with promotion
such as restaurant visits with their sales representatives, chef
demonstrations, usage tips, trade shows and other industry
events.
Trading terms can include quarterly promotions (for example a
15% off special four times per year) and when orders get very
large in volume (e.g. full truckload), discounts can be
negotiated.
Foodservice distributors like to maintain a constant price,
because restaurant menus change less frequently in the USA.
Foodservice is a more difficult channel to sell into than retail
and settlement terms can be longer so it is usually best to find
distributors who will manage both categories.

Master broker profiles
M5 Corporation based in San Diego, is one of the master
brokerage agencies more focused on specialty foods. They note
that Australia is an import market in which they specialize. M5
Corporation provides import services (including negotiation of
shipping rates) broker services, warehousing, on-line sales and
distribution. They also have their own on-line retail platform
called Gourmet Import Shop, facilitate Amazon trade and
represent imported brands at trade shows like Fancy Food.
A master broker like M5 Corporation is an ideal place for new
exporters to the USA to begin the journey. They can facilitate
initial market testing with their distribution network and
provide on-going support. Their fee structure comprises a
distribution margin charge and a monthly fee for brand
management services. Exporters should budget for an initial
fee for market testing of around $3,000 then around $2,000 to
$4,000 per month for brokerage fees and marketing support.
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Kehe is another master broker used by many New Zealand
exporters. Kehe specializes in natural, organic and fresh as well
as other specialty foods. Kehe provides distribution to retailers
and food service nationally. They have a strength in market
stores where international products are popular and can advise
on best locations for each brand as well as marketing strategies
which will vary according to the product category.

https://m5corporation.com

https://www.kehe.com

Retail trading terms
Trading terms offered by US retailers vary greatly depending
on the following factors:
1.

Temperature state (ambient, chilled or frozen)

Works on a negotiated fee for service basis which depends on
the number of suppliers, volumes, etc.

2.

Stock turn levels

Freight forwarder

3.

Retailer margins

4.

Uniqueness of product.

Works on a fee for service basis dependent on the amount of
work required. Freight forwarders can provide a consolidation
service if required.

The following provides baseline overview of trading terms:
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Consolidator

•

Most trades are on a FCA (Free Carrier) or FOB (free on
board) basis.

•

The supplier takes full responsibility and covers the cost to
deliver to the consolidator or freight forwarder.

•

The consignee covers all costs and in theory, all of the risk.
The reality is however that the supplier effectively covers
the risk right through to the end consumer.

Distributor
Typically, distributors buy the product on their own account,
mark up and sell on to retailers.

Logistics considerations
Freight availability and cost

Sea freight

The availability and cost of air and sea freight has become
difficult since the COVID-19 disruption and is not likely to
improve in the foreseeable future. Global schedules are now
considered to be highly unreliable with even efficient ports such
as Singapore impacted by delays of a week or more.

Ongoing sea freight disruption has caused massive problems to
global logistics. The closure of some of the word’s largest ports,
congestion and shortages of storage space has resulted in ships
rerouting and changing their schedules at short notice. The
flow-on effects have been:

Once cargo is landed in the USA, there are currently further
problems. US trucking companies are short of drivers and
vehicles. Booking lead times are now three weeks or more.
Global logistics providers CAS Broadcast reported in June 2021
that on certain routes, shipping lines are now refusing to take
bookings for up to six weeks, causing chaos. In the USA there
are delays of four to as much as 20 days in the West Coast ports
of Long Beach, Los Angeles, Seattle and Oakland due to
congestion. This is flowing on to impact the efficiency of
national rail cargo as well.

1.

Difficulty in getting containers

2.

Difficulty in securing freight capacity

3.

The escalating cost of freight

4.

Longer shipping journeys due to changing schedules

5.

Bottlenecks at ports

6.

Delays in transit.

All these factors are creating a perfect storm of chaos in a market
with excess demand that has forced prices to an all time high.
Logistics companies are forewarning exporters that freight
prices are likely to remain at these record highs for some time.
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Even very large buyers of sea freight, such as Kmart, must buy
freight on the spot market which is leading to a substantial
escalation in prices. Prior to COVID-19, a 40-foot container to
the West Coast of America was costing in the vicinity of $2,500.
It is now costing more than double this, and prices are still
rising.
Delays in sailing times can be especially problematic for short
shelf-life food products. In recent weeks air freight has become
more reliable.

Air freight
Air freight has been even more disrupted than sea freight at the
onset of the pandemic and now appears to be settling into a
new normal. Most air freight is carried on passenger aircraft
and with the closed border policy for international arrivals,
freight has become problematic to many destinations and costs
have escalated. Government support through the IFAM
program has assisted to some extent but is scheduled to cease
in September 2021.
Furthermore, most of the air freight capacity is in wide-body
jets which have been garaged with the downturn in passenger
numbers. Those airlines that are flying, are using mostly
narrow body aeroplanes.
As a result, air freight costs have escalated from pre-COVID-19
rates of around AU$1 per kilo to the West Coast of America, to
upwards of AU$5 per kilo.
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The air freight problem is considerably worse for South
Australian companies compared to those in the eastern states
because many international flights into South Australia have
been stopped or have reverted to narrow body planes which do
not have container roll-on capability and have substantially less
cargo capacity.

Another problem is that there are no direct flights from South
Australia to the USA, meaning that freight must transit
through Singapore, Dubai or Qatar. This adds to journey time
and compromises the cold chain for short shelf-life, chilled
products because the cargo is exposed to very hot temperatures
or unwanted temperature fluctuation in transit.
In the current dynamic of massive freight disruption, both air
and sea freight freight forwarders are finding it cheaper and
more efficient to ship via Melbourne or Sydney.

Sea & air freight pricing
This page provides some indicative costing as kindly supplied
by CT Freight. As noted previously, these costings were
indicative at the time of writing this report (June 2021) and are
increasing steadily with no relief in sight.

AIR FREIGHT

MIN
CHARGE

PER
KILO
< 45KG

PER KILO
+45KG

PER
KILO
+100

PER
KILO
+250

PER
KILO
+500

PER
KILO
+1000

LOS ANGELES, CA
FLY EX ADELAIDE

$350

$19.00

$18.00

$16.75

$15.50

$15.00

$14.00

TRUCK VIA
MEL/SYD

$200

N/A

$12.00

$10.50

$9.50

$8.00

$7.50

$200

N/A

$15.00

$13.50

$12.50

$11.00

$10.50

HOUSTON, TX
TRUCK VIA
MEL/SYD

SEA FREIGHT LOS ANGELES
20’ FCL

USD 2,000.00 ++

40’ FCL

USD 2,500.00 ++

Notes:
1. These costings do not include the other miscellaneous charges such
as wharfage, handling and transport.
2. Over and above the actual air freight rates, there are also other
associated costs such as terminal fees, security screening,
documentation, handling, etc. An example is detailed adjacent.
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Note: Pricing information provided by CT Freight

ORIGIN CHARGES
Airline document

AUD $65 / per master waybill

EDN (Export customs reporting

AUD $35.00 / per shipment up to 5 lines

Air Waybill

AUD $25.00 / per house waybill

Agency

AUD $35.00 / per house waybill

Terminal Security

AUD $35.00 / minimum or
AUD $ 0.20 / per kilo

X-Ray Screening

AUD $25.00 / minimum or
AUD $0.20 / per kilo

Cartage

AUD $65.00 / basic plus per kilo
AUD $015 / per kilo

AMS Filing (if required)

AUD $45.00 / per house waybill

5.
Margin and cost
structure

Transactional arrangements
The structure of transactional models with US buyers varies and
is subject to negotiation. The most normal arrangement is for
the importer to purchase the product from the supplier on their
own account, either on an FCA/FOB basis or CIF including
freight to the importer’s warehouse.
The importer’s margin covers all costs from port to their
warehouse and then on to the customer’s DC. By arrangement,
importers can offer add-on services on a fee for service basis,
such as repackaging from bulk, warehousing, etc.
Legally, the product is still held in the name of the consignee
until it clears US customs.
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Margin structure
The margin structure of the various supply chain partners is
highly dependent on many factors including, but not limited to:

Fresh product:
Importer to distributor

10 to 20% mark-up

•

The level of service offered

Distributor to retailer

20 to 30% mark-up

•

Whether freight is included

Distributor to restaurant:

30% mark-up

•

Temperature state (ambient, chilled, frozen)

•

Chilled and frozen carry bigger margins, chilled the highest

Frozen product:

•

The value and uniqueness of the product (the margin % is
less for higher value products)

Importer to distributor

10% mark-up

Distributor to retailer

15% mark-up

Distributor to restaurant

20% mark-up

•

The size of the order

•

The size of the customer

•

The retailer trading terms

•

The level of marketing support.

It is important that exporters take the adjacent indicative markups as a guide only. There are many conditions attached to
trading terms and because they can be a crucial element of
success, they need to be strategically negotiated.
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Indicative mark-up structure for retail and foodservice

Dry product:
Importer to distributor

8 to 10% mark-up

Distributor to retailer

10 to 15% mark-up

Distributor to restaurant

16% mark-up

Supermarket trading terms and
margins

Sample margin calculation (converted to AU$)

Trading terms
Trading terms with supermarkets typically include many
variables including payment terms, merchandising fees,
ullage/damaged product allowance and other allowances.

Example:

Dry grocery product into supermarket

Landed price:

AU$20 per carton of 10 units

Supermarkets also charge listing/slotting fees for the cost of
setting up accounts including creation of the product codes, etc.
In addition, most charge a merchandising fee of 1.5%.

Importer mark-up:

Cost plus 10% mark up

Price to distributor:

Say AU$25

Freight cost:

25% plus freight = approx. AU$32

Retail price*:

AU$4.99 each SKU (AU$49.99) for the
carton

The typical settlement terms are referred to as ”2/10 net 30”,
indicating that the producer offers a 2% discount on trade credit
for payment within 10 days or the full invoice amount would be
paid in 30 days without the 2% discount. The most common
practice is to pay within 14 days and take the 2% anyway
because the supermarket counts the 2/10 based on arrival date
at their warehouse.
Trading terms can include quarterly price promotions e.g. a
15% off promotion four times per year, and when orders get
very large in volume (i.e. by the truckload) volume discounts
would be negotiated.
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6.
Market access and
compliance

Market access
The matter of market access is far too complex to summarise in
a meaningful way in this document, being highly category
specific. Depending on the product, some exporters may
require registration, certification and licensing or
documentation from multiple agencies. Producers are also
advised to check with their own industry trade bodies to check
specifics on categories like fresh meat, dairy and seafood
(seafood has a number of items with no market access as noted
adjacent).
Some useful links with information on the market access
protocols for specific products are listed at the end of the
document, including the Australian Government’s MICoR web
links. The US Customs and Border Protection website can be
accessed at:
https://www.cbp.gov/document/publications/importing-unitedstates
Under the AUSFTA, trade blockers such as a few remaining
agricultural tariffs and associated quotas are dissipating over
the next few years. There are quotas in place for commodity
dairy (butter and cheddar) and beef .
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Food and beverage products must be registered as meeting the
standards of the US Food & Drug Administration including
compliant labelling and packaging (see next page).

Products with no market access to the USA:

1.

All live species of Haliotis in California except for the native
species: H. rufescens, H. sorenseni, H. corrugate, H. fulgens, H.
cracherodii, H. kamtschatkana, H. walallensis, and H. assimilis.

2.

Bivalve seafood with the exception of roe-off scallop adductor
muscle meat.

3.

Processed foods containing partially hydrogenated oils (PHOs
or trans fats).

Packaging, labelling and food
standards
In addition to market access requirements, food and beverage
imports into the US must meet the US Food and Drug
Administration’s packaging requirements and register the
products. The link to the FDA downloadable guide on these
requirements is provided at the end of this report. Exporters
are recommended to engage a lawyer with expertise in FDA
food product registration to facilitate the process (a US
importer may be able to recommend a lawyer with this
expertise). Depending on ingredients listed and whether
perishable, this process can take a week to a few months with
the right lawyer. Additional documentation is required for
certain food products, particularly perishable foods.
US certifications are required for non-GMO, organic, vegan,
gluten-free and other product claims. Certain certifications are
not crucial unless a retailer like Whole Foods Market (who
demands the certification) is a target customer or the ‘free from’
factor is the primary selling point of the product. GMO is the
one certification that carries a lot of weight with both
consumers and distributors alike.
Packaging information needs to be in imperial measures and
requirements for nutritional panels differ from those in
Australia.
45

This packaging company provides a useful high-level guide on their website:
https://epacflexibles.com/food-labeling-requirements-how-to-design-an-fda-compliantpouch/

Organic certification
The USDA agricultural market service sets the
regulatory conditions for marketing products as organic.
Although some nations have their organic certification
approved to be used in the USA, the various Australian
organic certification systems are not recognised.
Information on organic certification can be found at
https://www.ams.usda.gov/sites/default/files/media/Imp
orting%20Organic%20Products%20Factsheet.pdf

7.

Opportunity
assessment

Opportunity overview
The US opportunity for South Australian food and beverage
businesses is buoyed by the following factors:
•

The US$170 billion specialty food market segment is showing
double digit growth and is attracting increased interest from
retailers as American consumers become more adventurous in
their food choices. Many retailers are increasing their ranging
of specialty foods as means of reducing competition on price–
based factors.

•

Retailers are looking for specialty food products that their
competitors do not range that have a point of difference in
terms of flavours, packaging, functionality, ‘free from’, artisan
and more. Many South Australian food and beverage
products fulfil that requirement.

•
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As a general rule, country of origin or provenance is not a
compelling value proposition in its own right in the US,
unless, like wine or honey, the provenance is associated with a
unique product characteristic e.g. Manuka honey. Some of the
South Australian food and beverage products have an
appealing provenance story to tell.

Brand Australia carries limited cache in the US
•

Unlike Asian markets where the Australian provenance is a
powerful value proposition because of Australia’s credentials in
product integrity, food safety and quality, in the US this ‘Brand
Australia’ factor carries little weight. It only adds to the value
proposition if there is a unique characteristic associated with the
Australian provenance e.g. Australian bush foods. US
consumers are highly patriotic, with a high level of trust in the
food safety and product integrity of local products.

•

For US consumers, Brand Australia is not associated with
gourmet food. The stereotypical image of Australia is the the
outback character Crocodile Dundee, weird animals, Uluru, the Sydney
Opera House and Harbour Bridge. The exception is coffee, where
Australia has built a reputation with foodies for a casual café
style with smashed avocado and a more robust coffee. This
perception is only in the large East and West Coast cities. Some
Melbourne-based coffee roasters are airfreighting into the US.

•

Apart from the relatively small proportion of Americans that
have visited Australia, knowledge is low. The Barossa does have
a high profile among serious wine drinkers, which has a halo
association with quality food. This is not the case in all wine
where the budget, quaffing wine Yellow Tail sets a different
impression of Australian products.

Feedback on the South Australian
opportunity from brokers
Several master brokers were approached in this study to gain
an expert opinion on the likely market acceptance of South
Australia food and beverage products. The following common
themes consistently emerged:
•

•

Because of the need to influence the buyer, brokers strongly
advocated exhibiting at trade shows. Trade shows were also
recommended as ideal venues for setting up distributor and
broker meetings.

•

South Australian exporters would need to support
distributors by showing a commitment to on-going
marketing support with PR, in-store activities and
marketing collateral.

•
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All distributors approached showed interest in some of the
shelf stable items. Most qualified their interest by saying
that they usually only take on new products when
requested by buyers.

Brokers recommended that the pitch to retailers be
structured around a ‘South Australian’ package showcasing
a range of products. While the retailer is unlikely to take all
products, the interest in seeing a wider offer (and the time
saved for them) may open doors.

•

Few brokers expressed interest in the perishable items and
did not see opportunities for the ice cream, bulk cheese,
pasta and ready meals, because they viewed these as highly
competitive categories with complex and risky supply
chains.

•

All brokers recommended that it would be best for
Australian exporters to begin by targeting the retail
channel, which will then drive foodservice (the opposite
dynamic also works in the USA whereby foodservice trends
influence retail as is the case in Australia), stating that
distributors for food service, chefs and other foodservice
buyers like to be assured that the product is getting good
consumer acceptance before bringing it onto their menus.
Menu change is less frequent in US restaurants. Most
brokers will supply both channels.

•

Some brokers also recommended that a first step to test the
market would be be to set up an Amazon shop that covered
all the South Australia brands from interested exporters.
Some brokers manage and set up warehousing and
shipping for Amazon. They were not willing to quote an
indicative price for this service.

Assessment of proposed categories
The companies included in this scoping study have been drawn
from expressions of interest calling for South Australian food
companies interested in the US market to participate. There was
interest from businesses in all adjacent categories.
Some initial feedback and assessment from the discussions with
brokers on these product categories is outlined on the following
pages.

EOIs to participate in the study were received from
businesses with products in these categories:
1.

Slices, bars and snacks

11. Specialty meats

2.

Confectionery

3.

Spreads

12. Olives, pickles, oils and
vinegars

4.

Condiments

5.

Fruit pastes

6.

Artisan dairy

7.

Bulk dairy

8.

Drinks

9.

Crackers and salty snacks

10. Seafood
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13. Meal components
14. Tea and coffee

1. Slices, bars and snacks
Interested Exporters:

All Natural Bakery, Jedmar, Jonny’s
Popcorn, Pangkarra Foods, Yours Truly
Chocolates

Comments:
•
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The healthy snack bar market is saturated in the US but with a
point of difference such as certification of GMO-free or
organic and a willingness to invest in marketing, there may be
opportunities for South Australian businesses. Choosing
regions with a recreation and health focus such as Colorado,
Pacific Northwest or California and targeting a niche
distributor that services fitness facilities and sporting stores
may be the best route to market.

•

Reportedly, the healthy bar market has taken a huge hit since
COVID-19 as consumers are not as mobile and are opting for
more indulgent foods.

•

Because hot lunches are provided in US schools, the lunch box
market is not as strong as Australia.

•

Most agreed that exporting popcorn products to the USA
would be challenging.

The breadth of shelf space allocated to health and
protein bars is vast, but competition is intense

2. Confectionery
Interested Exporters:

Robern Menz, Your’s
Truly Chocolates

Comments:
Confectionery is a category where unique products can be more
easily differentiated. Violet Crumble is already doing well in
the USA with a great distributor and ranging in Chef’s
Warehouse. Some brokers could see an opportunity for
Australian confectionery as a story at a trade show in
conjunction with a retailer.
By way of an inspiring example, Australian brand Darrel Lea
has had renowned success with liquorice in the US market, its
point of difference being the softer Australian liquorice style.
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The Darrel Lea us packaging has strong Australian
branding to identify the different style of liquorice.

3. Spreads
Interested Exporters:

Beerenberg, Nova Farms, Pure
Origins

Comments:
Ligurian Honey is an example of the type of unique attribute
that a product needs in a category as crowded as spreads (it
could be positioned as the next Manuka honey). It also has an
environmental story about KI that would be appealing to US
specialty food consumers.
Honey is a category where provenance does have some
relevance and much could be made of this. While honey is a
competitive market, Australia would create a curiosity factor for
buyers in regions that are not so driven by supporting local
products and have a good international offer. Manuka honey is
still on shelves in the US, but the hype has died down. With the
right distributor who is willing to put some energy behind the
honey brands, there is potential in both foodservice and retail
for such products due to their unique flavour profiles and the
provenance story they have to tell.
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Jams and spreads are a crowded category with imports from France and (Bonne
Maman) and Italy and many local artisan brands like Stonewall Kitchen from Maine (2nd
shelf). Packaging needs to be exceptional to have presence on the shelf.

4. Condiments
Interested Exporters:

Beerenberg, Maggie Beer Products

Comments:
Beautifully packaged condiments are perfect for high end stores
in ‘foodie’ cities such as San Francisco, New York City, Denver,
Chicago, Seattle, Austin and others.
The mustards, sauces, chutneys, relishes and curds would sell
well if they can secure distribution with regional brokers - a
crucial step in this process and hard to get set up.
Finding the right outlet (like Nugget Market, which is noted as
a great fit for Maggie Beer products by the US researcher for
this report), is critical for presenting this product to the right
consumer.

In keeping with regional taste
preferences, Central Market Texas
ranges a lot of hot sauce and chilli
products (even chilli cakes)

53

5. Fruit pastes
Interested Exporters:

Rutherford & Meyer of NZ
product is selling in the US
in hampers and retail

Tucker’s Natural, Maggie Beer

Comments:
Fruit pastes are still niche in the USA because they are not a
mainstream product. Cheese platters are not eaten in the same
way in other parts of the world as they are in Australian homes
and restaurants. The Rutherford & Meyer brand from NZ has
made in-roads into the market and has built awareness of this
product. The Rutherford & Meyer story is an example of how
unique products do have potential if presented well and their
uses are explained.
Fruit pastes have great potential in the cheese section of
gourmet market stores and wine stores.
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Central Market, Texas has a huge
cheese offering in its ‘Cheese Shop’
section and ranges fruit pastes
adjacent

6. Artisan dairy
Interested Exporters:

Maggie Beer

Comments:
The US cheese category is always evolving as retailers search
for new products, but more focus is being put on ‘local’ in the
artisan category. Artisan cheeses are however another example
of a product where provenance does have some meaning. If
Australian producers can find a unique cheese story and
product then there is potential here to tell a story around
Australian provenance (see case study on Meredith Dairy and
Chevoo).
Ice cream is one of the most difficult categories to export
anywhere in the world due to the risk of temperature
fluctuation as a food safety hazard. Despite this, it can be done,
as illustrated by the imported Hagen Daaz product into
Australia. Most brokers interviewed said they would be
reluctant to take on ice cream from Australia. If a safe supply
chain can be secured, then there may be potential for some of
the ice cream bars in niche stores that understand the brands,
such as British stores or International delicatessens.
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’Artisan cheese is promoted with provenance and ‘buy local’ is a
strong selling feature. US cheese makers lag the packaging
innovation of European cheeses

7. Bulk dairy
Interested Exporters:

Beston Global Foods

Comments:
Commodity cheese is shipped all over the world and is traded
largely on price. However, products offering a unique flavour,
process, composition or foodservice friendly packaging would
have more traction where restaurants or institutional
foodservice distributors are trying to offer an edge over
competitors.
Bulk dairy would need a very strong point of difference in the
US market to cut through the low priced local, European,
Mexican and Canadian offers. At a pure commodity level, bulk
dairy products are likely to be a price proposition only.
There are foodservice web-based trading platforms like
WebrestaurantStore that range bulk dairy items including many
imports.
https://www.webstaurantstore.com/aboutus.html
https://www.webstaurantstore.com/56751/block-cheese.html
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In kombucha alone the
chilled drinks category
commands an entire
shelf

8. Drinks
Interested Exporters:

Bickfords, Utonic Beverages

Comments:
As indicated with the picture adjacent, which is the shelf for
kombucha alone, the chilled drinks category is extremely
crowded but there always seems to be room for the latest novel
idea. Finding a distributor willing to support the brand and
fight for this shelf space however, would require an exceptional
product.
Americans are not familiar with cordials, but the novelty factor
may appeal and the broad household penetration of Soda
Streams means many are familiar with the idea of using a
concentrate. Cordials would fit well with the popular cocktail
scene. The market for non-alcoholic cocktails is also growing.
Stores like Cost Plus and Trader Joe’s who have a big
international presence as well as focus on quality would be a
good fit with the cordials and other shelf stable drinks.
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9. Crackers and salty snacks
Interested Exporters:

Tucker’s Natural, Pangkarra

Comments:
A key outlet for crackers and salty snacks is the cheese or wine
shop sections within gourmet food markets. Some of the South
Australian products with exceptional packaging are likely to do
well in these store locations or in smaller specialty outlets.
In the salty snacks area, there are also opportunities in health
food aisles and specialist stores for the ‘better for you’ options
such as gluten-free, legume-based snacks.

There is market potential for healthier salty
snacks
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10. Seafood
Interested Exporters:

Ferguson Australia Group, SRL Ltd.

Comments:
Frozen seafood is noted to be one of the fastest growing
categories in specialty foods, and there are a number of
Australian exporters making in-roads into the USA in
foodservice channels.
There would be at least 3 distributors who would consider
adding South Australian seafood to their range in Seattle,
Orlando and Denver. There are a few species that chefs would
need some education on such as Flathead, King George Whiting
and Garfish.
Australian lobster oil has real potential in fine dining
foodservice, which although is a small percentage of
foodservice outlets, is a large market in the USA.
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11. Specialty meats
Interested Exporters:

Macro Group Australia

Comments:
Although the USA is a valuable market for kangaroo product
exports, it seems Americans are reluctant to eat kangaroo. Over
20 chefs were approached for this study including a mix of hotel
chefs, restaurant, catering and chains. Although many
expressed that they would love to try it personally, none would
put it on their menu. Some suggested chef-owned restaurants
may have the flexibility to do so. Some suggested a very strong
marketing campaign with a celebrity spokesperson but the
budget to do this would be significant.
The recent bill introduced in the House of Representatives by a
Californian senator aiming to ban kangaroo products on the
basis of inhumane slaughter has created negative publicity.
There may be opportunities for other specialty meat in the US
including jerkies, biltong and processed meats that have a point
of difference.
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Attempting any market development activity for kangaroo at
present would simply fuel publicity for the proposed ban

12. Olives, pickles, oils and vinegars
Interested Exporters:

Maggie Beer, Penfield Olives, Spring
Gully Foods

Comments:
Olives/oil: There are Spanish and Italian olives/oils all over the
USA as well as domestic brands and Australia does not really
have a reputation for olives in the US market. Oils may find a
niche if there is a strong provenance story.
Fermented foods: Pickles, sauerkrauts and other fermented
foods are riding the wave of gut health awareness, but there are
very many local brands in the Mid-West alone. Dill cucumbers
are common and inexpensive and would have to competed on
price to get into stores like Safeway.
Sauces: Slow cooking sauces are again a very saturated market
so would need an edge such as Australian spices and brilliant
packaging to stand out.
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Central Market stocks several brands of US
pickles that are tailored to the Texan palette
for fiery chilli flavours

13. Meal components
Interested Exporters:

Pangkarra Foods, San Remo, Spring
Gully Foods, Thistle Be Good

Comments:
Artisan pasta, pulses and grains would need to be well
presented to have any shelf appeal here but could work in
higher-end gourmet stores in cities with a more international,
cosmopolitan demographic. There are already many
competitors with great packaging however. Dukkah is largely
unknown in the USA.

Premium meal sauces with an
organic POD are priced at under $5,
making this category very
competitive

The swing to plant-based foods
has taken grains and pulses into
a new realm of packaging and
price points with Italian lentils
fetching almost $8 per unit
Gluten-free is a growing
category and US producers
have the economies of scale
to keep price points low

Commodity pasta from Australia that competes with the likes
of global brands such as Barilla would be a harder sell. There
may be opportunities for fresh pasta meals however.
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Central Market, Texas have
store brands in many meal
components categories

14. Tea and coffee
Interested Exporters:

Rishi USDA certified
organic tea with beautiful
packaging can command
prices as high as $9.99

San Remo (coffee), T Bar

Comments:
Tea: Tea has some potential in foodservice, restaurants and
those coffee shops with good tea programs. Those wanting to
get an edge in the tea offer are always looking for new blends
and accessories. Offering a tea education program to support
the brand, as well as some merchandise could help gain
positioning.

British Tea Brand Pukka are
active with price promotion in
the US to grow market share

Coffee: Melbourne coffee brand Vittoria has done a great job in
the US market. A number of smaller, artisan Melbourne coffee
roasters have also built niche markets in the east and west coast
in the various Australian themed cafes that have emerged
serving smashed avo and other Australian café-style dishes as
well as flat whites and stronger frothy coffees than the
American coffee chains.
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A number of Melbourne roasters are
airfreighting weekly into Australian style
cafes in the USA

8.

Recommended
market entry
strategy

Market entry strategy
Given the size, complexity and competitiveness of the US
market, it is highly recommended that the South Australian
Food and Beverage Industry US market entry strategy be built
with incremental steps, starting with the door that has been
opened by the Central Market trial. Everything should be done
to make the Central Market opportunity work. If the trial
proves to be successful, it would then be logical to replicate the
model with other retailers, gradually expanding the geographic
footprint. The incremental expansion should target those cities
with the more affluent demographic and major retailers with a
strong specialty food offer. Logically, the logistics hubs like
Texas and Los Angeles would be a priority.
If the current trial does not deliver an acceptable outcome for
all the players, some South Australian businesses may have to
consider the fact that the US market may not be an attractive
proposition for a consolidated supply chain, either because of
the competitiveness, the cost of doing business or the lack of
profitability. The trial may however, identify contacts and
various Australian footholds in the market that could be
leveraged for the benefit of individual exporters.
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It is recommended that initially the consolidated supply chain
strategy be confined to ambient, shelf-stable products with a
long shelf life selling into premium retail channels.

Having an effective consolidated supply chain will be a critical
success factor. The freight savings achievable can offset the lack
of price competitiveness South Australian producers have in
global markets. There will need to be a focus on continuous
improvement to optimise the consolidated supply chain
efficiency and reduce cost. Partners such as CT Freight, SRL
Ltd and others will need to be closely involved at every step.
The proposed incremental steps:

Step 1:

Prove the Central Market consolidated supply
chain model.

Step 2:

Develop the promotional program to extend the
concept into other regions and channels.

Step 3:

Create a US market development resource for
aspiring South Australian exporters.

Step 4:

Leverage footholds that other Australian specialty
food exporters already have in the US market.

Step 5:

Present the concept to specialty food retailers in
other priority regions.

These steps are explained further on the following pages.

Market entry steps
Step 1:

Prove the Central Market consolidated supply
chain model

The Central Market trial project will provide an excellent
indicator of the likely market acceptance of the South
Australian products. It will identify issues that need to be
addressed in the logistics and product launch.
If anything can be done to support the trial with in-store
promotions, this should be considered or presented as a followup activity. Central Market has cooking schools in some stores
(San Antonio, Dallas, Houston and Dallas) that could be used
to educate consumers about the various uses of unfamiliar
products like fruit pastes.
The first shipment needs to be carefully reviewed including
follow-up interviews with the key parties involved. The lessons
learned from this retrospective analysis would be used as a
basis for further shipments and the gradual extension of the
program into other regions as well as expanding the product
range on offer and participants.
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Actions required:
1.

Refine the consolidated supply chain by careful analysis of the
trial

2.

Clarify if Central Market want to continue and/or identify
another retailer who would be interested in the consolidated
model

3.

Identify preferred broker/distributors willing to commit to the
consolidated model long term

4.

Coach the businesses involved on next steps

5.

Present the proven model to other potential South Australian
exporters

6.

Prepare a pipeline of other South Australian specialty food
products/suppliers to follow.

Market entry steps
Step 2:

Develop the promotional program to extend the
concept into other regions and channels

If the mechanics of the Central Market trial prove successful,
participants in the consolidated model need to prepare to
duplicate this effort in other US regions and into other
channels, particularly premium retail and on-line. This will
require a more concerted promotional program and marketing
effort.
The promotional effort may need in-store support including
cooking classes and tastings, which are much more common in
US market stores than Australia.
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Actions required:
1.

Reallocate human resources to develop creative resources that
promote the South Australian Food and Beverage offer.

2.

Develop a polished presentation pack and US-facing website to
present the offer to US distributors, master brokers and
retailers in their language and indicating an understanding of
their terms and explaining the success of the consolidated
supply chain trial.

3.

Participate in selected specialty food trade shows in the US
presenting a range of South Australian products. This could
include membership of SFA as a group to join their digital
marketplace events.

4.

Research the potential for a South Australian Amazon platform
and select a full-service fulfilment/marketing company to
partner in this exercise and share expertise so that it is learning
experience for participants.

Market entry steps continued
Step 3:

Create a US market development resource for
aspiring South Australian exporters

The learnings from this report and the Central Market trial will
need to be transferred to industry for their benefit. This could
be done through DTI and Food SA channels.

Actions required:
1.

Distribute a ‘how to’ check list of tips and useful advice for
South Australian businesses interested in entering the US
market.

2.

Identify a data base of useful in-market contacts with
consultants and contractors including:

3.
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–

Specialty food master brokers and distributors

–

Food labelling specialist lawyers

–

In-market promotional/marketing personnel

–

Australian chefs working in the US.

Identify willing member mentors from the Central Market
trial to share learnings with those aspiring exporters.

Market entry steps continued
Step 4:

Leverage footholds that other Australian specialty
food exporters already have in the US market

There are several Australian specialty food producers already
exporting to the USA who may be interested in opening doors
for others or sharing intelligence and contacts. In some
instances, this could be mutually rewarding.
Australian seafood, dairy and red meat industry bodies have
done a great deal of chef promotion and cooking
demonstrations in the US market (as high value items they
have the margin to do so). MLA’s black box chef competitions
have been highly successful. In many markets there are chef’s
associations who are keen to get involved in product
demonstrations.
South Australia could leverage such promotions by offering
condiments and other complementary South Australian food
and beverage items to be profiled at the same time. The benefit
to the protein exporters is that this wider offering profiles
Australia as a place where much gourmet food and new
culinary ideas come from.
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Actions required:
1.

Work with Food South Australia members who are already
active in the US market to see if there is an opportunity to
represent others with non-competitive product.

2.

Identify specialty food exporters from outside South Australia
who may have complementary products, sales resources or
networks in the US and would be willing to represent others
(e.g. Meredith Dairy has a US office).

3.

Keep all trade officials from Austrade, SA Government and inmarket offices informed of the trial to drive interest.

4.

Build a data base of Australian chefs and other food industry
personnel residing in the US who may be able to open doors
or provide information about local market opportunities.

Market entry steps continued
Step 5:

Present the concept to specialty food retailers in
priority regions

Once the Central Market trial has been proven (Step 1), the
promotional materials developed (Step 2), South Australian
exporters briefed on key learnings (Step 3) and existing inmarket networks approached (Step 4), then South Australia
would be well prepared to present this collaborative export
concept and the marketing materials to other retailers and also
begin to leverage the resulting foodservice leads.
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Actions required:
1.

Work with existing supply chain and producer partners to
prioritise geographic markets and identify leads that could
be approached.

2.

Present to targeted distributors and retailers (logically this
would be done at something like the Fancy Food Shows or
via the on-line pitch sessions).

Additional recommendations
Focus on ambient products

Consolidated supply chain

It is strongly recommended that until product sales reach a
critical mass, and the supply chain model is bedded down, that
the focus should be on ambient products. Frozen and chilled
products add another degree of complexity in exporting and the
advice is that they are less likely to gain traction with distributors
because of the need for more documentation. Air freight costs are
also crippling at present and are likely to remain so for the
foreseeable future. The feasibility of including chilled and frozen
products can be assessed as the project expands and the
airfreight situation returns to a more normal situation.

Employing a streamlined consolidated supply chain will be the key
to unlocking the US market for many South Australian exporters.
Consolidation presents both cost savings as well as increased
opportunities to present to more buyers than a company could
generate on their own. Ideally, companies will grow their business
to the stage where they are able to export by full container loads in
their own right. The costs of less-than-full container loads (LCL) is
at least double that of a full container and space is more difficult to
source. A further reason this approach will be important is that in
the early stages, before product stock turns reach critical mass, it
will be necessary to dispatch more frequent, small shipments.
Holding stock for extended periods in the USA will be costly and
may compromise product quality.

Focus on retail
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It is recommended that initially the focus should be on the retail
rather than foodservice channel. Opportunities do exist in
foodservice and a master broker that services both channels
would be best placed to advise when confidence in the
consolidated supply chain is good enough to approach food
service buyers as well. Marketing to launch the South Australian
products in both channels at once, would add complexity and
cost for exporters. Foodservice requires marketing to a whole
new audience through different media. Chilled products are
most likely to have greater potential in foodservice.

Appoint master broker for test market
It is recommended that the exporter collaboration appoints a
master broker who can provide importing, warehousing,
brokerage and marketing support. Having these integrated
services offered as a package greatly simplifies the management of
trade, although it may result in slightly higher costs. This
arrangement needs to be reviewed on an annual basis particularly
as the geographic footprint and customer base spreads.

Use on-line as a test market

Appoint a food labelling specialist lawyer

Many companies have found that on-line sales are a good way
to conduct a test of consumer acceptance in a new market or
with new products. But it only works for some types of novelty
products. On-line food sales have grown at over 130% in the
USA during the pandemic, so it is an important channel.
Potentially suitable on-line platforms would include as
Igourmet, Fresh Direct, Boxed and Amazon.

It is strongly recommended that the exporter businesses
appoint a specialist food labelling lawyer to advise on the
process of FDA approval and to expedite the process. The
appointed master broker could recommend a suitable advisor.

For Amazon, an on-line shop front would need to be built in
partnership with a company who will warehouse, handle sales
and shipping. For the Igourmet model, it would require
presenting the collaborative concept to buyers. Platforms like
Amazon are probably not ideal for single products and not
viable in the longer term because of the high charges and
difficulty of managing with one product range.
Caveat about on-line: Consumers usually go on-line knowing
what they are looking for. They are not usually browsing.
Therefore, Australian products may be best profiled on-line in
hampers that present a South Australian story.
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Develop a South Australian group marketing package
It would be wise to engage a marketing agency to develop a
South Australian group marketing story that could be used in
trade shows, for retailer and broker presentations and in-store
promotions. A critical component of this package is a brand
value proposition which captures the central selling
proposition for the US consumer and links the product offering
and their brands. It should be kept in mind that the brands
‘Australia’ or ‘South Australia’ do not carry much cache in the
USA so the selling proposition needs to be built around
‘uniqueness’.

Participate in selected trade shows
The brokers interviewed during this project strongly
recommended that the South Australian export collaboration
participate in trade shows. These trade shows are the one place
where exhibitors can meet brokers, distributors, retailers,
importers, foodservice purveyors (including those for airlines,
sporting facilities, hotels, etc.) and media. The Specialty Food
Association will help with setting up meetings, introductions,
and displaying material in media rooms at the Fancy Food
shows.
Shows worth considering are:
Expo East and Expo West (East in Philadelphia, PA in September
would be best). This show profiles natural and organic products
and is aimed at the health food buyers. Approval to participate
is arduous with very detailed information required on
ingredients to determine if they meet strict standards.
https://www.expoeast.com/en/home.html
Fancy Food (New York and San Francisco)
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https://www.specialtyfood.com/shows-events/summer-fancyfood-show/

National Restaurant Show, Chicago - Although there is a large
retail presence, this show is mostly food service and big
accounts.
https://www.nationalrestaurantshow.com
Research Chef’s Association is best for those companies with
ingredients for manufacturing.
https://www.culinology.org
SIAL America
Although unproven in the US, SIAL’s international reputation
is such that its proposed show in March 2022 is sure to attract
interest. The show’s international data base will mean that it
will be well-publicised.
Local Food and Wine Expos
There are many of these around the country, but exporters can
focus on specific target geographic area such as Texas. For
example, it would be worthwhile to exhibit at the Food and
Wine Festivals like ‘Austin Food and Wine’ in collaboration
with Central Market and a local chef.

Target geographies
With limited market development resources, the market entry
strategy must be based around targeting one or two geographic
areas, gradually expanding the footprint as the products gain
traction and the capability and confidence builds. The highly
successful Australian lamb program to the USA started by
targeting premium supermarkets in Boston and Miami only.
At first glance it would appear that the entry strategy would
be to target the large, supercities with a cohort of highly
affluent consumers such as New York, New England states,
Washington DC and Boston. However, the downside is that
these are also the most competitive, costliest and difficult
markets to enter. The advice from experienced importers and
brokers is that it may be better to target secondary cities with a
large cohort of younger, middle class, worldly consumers.
The geographic focus should be determined with input from
brokers and retailers. South Australian food and beverage
businesses should ask for advice on the best ‘foodie’ cities, i.e.
cities with food and wine festivals, cities with wine growing
regions nearby and cities where consumer spend on specialty
food is high along with disposable income. These are likely to
include some of the following:
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CALIFORNIA
California and Australia have a natural lifestyle affinity and it
is the state with the most knowledge of and travelers to
Australia. It is also a very international state, food-obsessed,
health and lifestyle conscious and with a high expendable
income.
Focus areas: San Francisco, Santa Monica/Hollywood, San
Jose/South Bay, San Diego
Stores: Bristol Farms, Draegars, Nugget, Berkeley Bowl,
Olivers, Wine And Cheese Specialty Stores, Wineries, Wine
Merchants
BOSTON and New York City
These two cities are probably the largest and most influential
food markets with specialty food stores in the USA, which is
why Eataly has been so successful here. There has been a huge
exodus from cities like NYC that were badly impacted by the
pandemic.
Focus areas: Metro areas
Stores: ZABARS, Citarella’s, Gristede’s, Morton Williams,
Associated, Wegman’s

NORTHWEST

SECONDARY CITIES

This Seattle/Portland/Eugene region is very food-focused,
adventurous and international. Idaho and Montana have less
competition, are more open minded and have a rapidly
changing demographic as people from California and NYC
relocate.

Texas – Houston, Dallas,

Focus areas: Seattle, Portland, Boise, Spokane, Bozeman,
Billings
Stores: Metropolitan Market, Whole Foods Market, PCC
Markets, Market of Choice, Natural Grocers, Specialty ChainsProvidore, La Bouffe and food Co-ops.
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Colorado – Denver, Aspen, Colorado Springs

Vancouver, Canada may also be a market worth developing as
a second wave of activity. Gourmet food supermarket chain
Urban Fare has done promotions with Australia products in the
past with both Cobram Estate Olive Oil and also a number of
companies who exhibited at trade show EATVancouver (35,000
attendees over 3 days).

Making the most of the Central Market
opportunity
For the best chance of making a success of the Central
Market trial, South Australia needs to take every
opportunity to understand their business model and
philosophy. While the door is open there, South Australian
exporters should take every opportunity to present ideas.
South Australian businesses may be able to participate in
other activities in the stores such as:

76

•

Country passport promotions

•

Meal kit dinner for two specials.

Useful links and references
US Small Business Administration

https://www.sba.gov/business-guide

Specialty Food Association

https://www.specialtyfood.com

Austrade

https://www.austrade.gov.au/australian/export/export-markets/countries/united-states-of-america/doing-business
https://www.austrade.gov.au/australian/export/export-markets/countries/united-states-of-america/doingbusiness/tariffs-and-regulations
https://www.austrade.gov.au/australian/export/export-markets/countries/united-states-ofamerica/industries/agribusiness-to-the-united-states
https://www.fda.gov/industry/import-program-food-and-drug-administration-fda/import-basics

US Food and Drug administration

https://www.fda.gov/media/81606/download (downloadable packaging guide)
www.fda.gov/food/food-imports-exports/importing-food-products-united-states .

McKinsey Consumer research on COVID19 impacts

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/survey-us-consumer-sentimentduring-the-coronavirus-crisis

US Customs and Border Protection

https://www.cbp.gov/document/publications/importing-united-states
Grocery (non-prescribed goods): https://micor.agriculture.gov.au/npg/Pages/default.aspx
Meat: https://micor.agriculture.gov.au/meat/Pages/default.aspx

MICoR

Dairy: https://micor.agriculture.gov.au/dairy/Pages/Dairy.aspx
Fish/Seafood: https://micor.agriculture.gov.au/fish/Pages/default.aspx
Organics: https://micor.agriculture.gov.au/organics/Pages/default.aspx
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Global Data Base on non-tariff measures

https://trains.unctad.org/Default.aspx

WTO tariff data

http://tariffdata.wto.org/default.aspx

