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A  N O T E  F R O M  T H E  C H A I R

The Southern Forests  Food Counci l  (SFFC) i s  proud to  be
celebrat ing  i t s  ten-year  miles tone.  Over  the  past  decade,
the  SFFC has  worked a longside  our  producers  and
stakeholders  to  promote  the  diverse  range of  premium
produce that  i s  grown and produced in the  Southern
Forests  region of  Western Austra l ia.

The SFFC and our supporters  have  been instrumental  in
developing key  aspects  of  the  region’s  food and beverage
industry,  support ing  local  farmers  and food producers,
and fostering s trong partnerships  wi th  wholesa lers,
reta i lers,  chefs,  and government  agencies.  

We invi te  you to  look back  on the  las t  ten years  and share
in our  pride  a t  the  achievements  we have  made and our
exci tement  for  the  future  of  the  Southern Forests  food
industry  wi th  i t s  ever  evolv ing  and adaptable  nature.

Kieran Kinsel la
Southern Forests  Food Counci l ,  Chair
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O V E R V I E W
A B O U T

The Southern Forests  Food Counci l  (SFFC) was
establ i shed in 2012 to  represent  the  interests  of  local
producers  and agri-tourism operators  and to  foster
the  Southern Forests ’  s ta tus  as  one of  the  nat ion’s
premium food bowls  and cul inary  tourism regions.  

The Southern Forests  region produces  over  50
different  types  of  frui ts  and vegetables,  truff les  and
gourmet  products,  dairy,  sheep,  pork  and cat t le
farms,  as  wel l  as  award-winning wines,  c iders  and
beverages,  and except ional  cul inary  experiences.  The
region i s  heavi ly  invested in agricul ture,  wi th  over
$230 mil l ion of  agricul tural  product ion coming from
the area  each year.

T H E  S F F C  U N I T E S  D I V E R S E  P R O D U C E R S  A N D  A G R I - T O U R I S M  O P E R A T O R S ,  A I M I N G  T O  E S T A B L I S H
T H E  S O U T H E R N  F O R E S T S  A S  A  G L O B A L L Y  R E C O G N I S E D  A G R I C U L T U R A L  A N D  C U L I N A R Y  T O U R I S M
H U B  W H I L E  F O S T E R I N G  R E G I O N A L  P R I D E  A N D  S U S T A I N A B L E  J O B  C R E A T I O N .



O U R  V I S I O N  A N D  O B J E C T I V E S

Build  the  region’s  reputat ion for  qual i ty  food.

Grow the  va lue  of  agricul ture  and food product ion,
create  careers,  and encourage  growth of  local
populat ions.
Establ i sh  and maintain unify ing  regional  brand(s).
Str ive  to  achieve  price  premiums for  produce from
the region.
Achieve  consumer recognit ion of  the  region as  a
desirable  cul inary  and tourism dest inat ion and an
ethica l  producer  of  qual i ty  food.
Sustain the  ef fort  through ongoing v iabi l i ty  of  the
Food Counci l .

The v is ion of  the  Food Counci l  i s  to:

The object ives  of  the  Food Counci l  are:
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C O M M I T T E E  O F  M A N A G E M E N T
T h e  S F F C  i s  o v e r s e e n  b y  a  C o m m i t t e e  o f
M a n a g e m e n t  m a d e  u p  o f  l o c a l  p r o d u c e r s  a n d
s k i l l s - b a s e d  a p p o i n t m e n t s .  B e t w e e n  t h e m ,
t h e  C o m m i t t e e  h a v e  h u n d r e d s  o f  y e a r s  o f
f a r m i n g  a n d  b u s i n e s s  e x p e r i e n c e .

T h e  C o m m i t t e e  o v e r s e e s  t h e  s t r a t e g i c
d i r e c t i o n  a n d  a c t i v i t i e s  o f  t h e  o r g a n i s a t i o n ,
a n d  h a v e  b e e n  t h e  d r i v i n g  f o r c e  b e h i n d  m u c h
o f  t h e  s u c c e s s  o f  t h e  S F F C .

T h e  i n a u g u r a l  C o m m i t t e e  o f  M a n a g e m e n t  w a s
a p p o i n t e d  i n  2 0 1 2 ,  a n d  e a c h  y e a r  s e e s  a  r o t a t i o n  o f
l o c a l  p r o d u c e r s  a n d  s k i l l s - b a s e d  m e m b e r s  b e
a p p o i n t e d  t o  t h e  r o l e .

T h e  S F F C  w o u l d  l i k e  t o  a c k n o w l e d g e  a n d  t h a n k  t h e
f o u n d i n g  C o m m i t t e e  o f  M a n a g e m e n t  i n  V i c  P e o s ,
N i c o l e  G i b l e t t ,  B r i a n  T h o r n l e y ,  A r t h u r  H a w k e ,
G a v i n  B o o t h ,  K a t i e  M a s t e r s ,  K a t h y  D a w s o n ,  a n d
B e v a n  E a t t s .  

W I T H  E X T E N D E D  T H A N K S  T O  T H E  C U R R E N T  A N D  F O R M E R  
C O M M I T T E E  O F  M A N A G E M E N T  M E M B E R S .

K i e r a n  K i n s e l l a  –  C h a i r
M o n i c a  R a d o m i l j a c  –  V i c e  C h a i r
B e n  A r n o l d  –  T r e a s u r e r
B e v a n  E a t t s  –  S e c r e t a r y
C o r r i e  S c h e e p e r s
M a r k  B e n d i n g

A l  B l a k e r s
A l a n a  S t a r k i e
A l e x  W i l s o n
A l e x i s  G a n d y
A n d r e w  T e m p r a
B r a d  I p s e n
C a r l o  P e s s o t t o
C h a r l i e  R o b e r t s
D e a n  B a k e r
D o u g y  S a v a g e
E d  V a l o m

J a k e  R y a n
J a n e  D u i n m e y e r
J e s s i c a  P h i l l i p s
J o h n  K i l r a i n
J o h n  L u c e y
K i m  E d w a r d s
L u k e  S o u s s a
M i t c h e l l  E a s t
N e i l  M i l e s
N i a l  T w i g g e r
N i c o l e  G i b l e t t

N i c o l e  R o s e
N i k k i  G r i f f i t h s
S i m o n  G r e e n
T i n a  T h o m a s
T o n y  F o n t a n i n i
T o r i  M a r v e r
V i c  P e o s
V i c k  G r o z o t i s
V i c t o r i a  H o w e
W a y n e  F r a n c e s c h i

C U R R E N T F O R M E R



P R O J E C T  T I M E L I N E
Y E A R K E Y  A C T I V I T I E S

Idea for a food council was formed among local producers.

Southern Forests Food Council established as an association and received $5 million funding through Royalties of
Regions as part of the Shire of Manjimup’s Agricultural Expansion Project. 

Genuinely Southern Forests brand developed and launched to the local community, then launched into WA’s
gourmet food scene at Margaret River Gourmet Escape and Manjimup Cherry Harmony Festival, SFFC office
opening.

Genuinely Southern Forests branded cartons developed in partnership with Box Co. Forrest Highway billboard
promotion, FRESH liftout in The West Australian, Food of the Southern Forests cookbook launch, commence
annual collaboration and promotion of local food events, trade stall at Food Hotel Asia Singapore, export market
development trips to China, Hong Kong and Singapore, new crop development partnership for gold kiwifruit.

Southern Forests Food Pty Ltd established for produce trading, Genuinely Southern Forests brand changed to black
and white, Genuinely Southern Forests apple and avocado stickers developed, branded beef trials including staff
qualifications, export market development trips to China, Hong Kong, Malaysia, facilitated export with Oh Deli and
Benelux, new crop development trip to New Zealand.

Genuinely Southern Forests market floor partnership with Allstates Farms, export trials with Greendotdot in Hong
Kong, export market development trips to China, Hong Kong, Singapore, grower trip to New Zealand, Genuinely
Western Australia brand developed for export.

Inaugural annual Retail Marketing Campaign launched, Genuinely Extraordinary Southern Forests Food & Farm
Tours launched, Food Agility CRC and Curtin University research partnership with On Farm Water Demand
project, won national Economic Development Award.

SFFC received an additional $1 million funding through the State Government's Royalties for Regions program,
membership fee introduced, Eastern States market floor partnerships commenced with All Aussie Farmers and
Preferred Fruit, WA wholesale partnerships commenced with Fresh Express, getFresh Merchants, Mercer Mooney,
branded pre-pack produce trials, Hong Kong export market development trip, WA showcase at Parliament House
Canberra.

Inaugural Chef Tour in collaboration with Buy West Eat Best and getFresh Merchants, gourmet hampers launched,
Buy West Eat Best Good Choice retail collaboration.

Regional boundary expanded to include Bridgetown, Greenbushes and Nannup, COVID-19 disruption, branded
produce box trials with Fruit Hub, collaboration with Southern Forests & Valley’s Tourism Association.

State Government funding concluded, relocated to new office with support from Shire of Manjimup, inaugural
WA’s Great Graze, Meet the Buyer tradeshow.

Food and Art Tour partnership with Southern Forest Arts, SFFC appointed as SW WA Drought Hub Node Lead,
SFFC 10 year milestone, branded display at Perth Royal Show in collaboration with Shire of Manjimup, Meet the
Buyer tradeshow.

WA’s Great Graze, Genuinely Southern Forests brand‘s 10th birthday, 10 year Member and Stakeholder Survey  
undertaken, State Government announced new funding contribution of $725,000 for SFFC.

2010

2012

2013

2014

2015

2016

2017

2018

2019

2020

2021

2022

2023
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E S T A B L I S H M E N T
F R O M  A  G R A S S R O O T S  V I S I O N  T O  A  $ 5  M I L L I O N
P R O J E C T :  H O W  T H E  S O U T H E R N  F O R E S T S  F O O D
C O U N C I L  P U T  W E S T E R N  A U S T R A L I A ' S  P R E M I U M  F O O D
B O W L  O N  T H E  M A P .

The idea  to  create  a  unif ied
agricul tural  body  f irs t  emerged
from a  conversat ion amongst  local
farmers  and soon grew to  a  group
of  founding members  who a l l
shared a  v i s ion to  r ightful ly  put
the  Southern Forests  on the  map
as  the  premium food bowl  of
Western Austra l ia.  

The idea  was  taken to  the  Shire  of
Manjmup CEO and was  rapidly
shaped up into  a  $5m Royal t ies
for  Regions  project  to  be  funded
as  part  of  the  Shire  of  Manjimup’s
Agricul tural  Expansion Project .  

Formali t ies  were  observed with  an
Interim Committee  being
appointed in July  2012 to  oversee
the  es tabl i shment  phase  of  the
organisat ion and the  Southern
Forests  Food Counci l  Inc.  was
formal ly  incorporated on 24
September 2012.

The inaugural  Committee  of
Management  was  appointed in
November 2012,  and with  the
inaugural  Executive  Off icer  and
Project  Coordinator  in  place  the
SFFC and i t s  Committee  began in
earnest  developing a  regional
brand,  and a l l  that  came to
fol low.

M E M B E R - B A S E D  O R G A N I S A T I O N

T H E  S F F C  H A S  E S T A B L I S H E D  I T S E L F  A S  T H E  P E A K  I N D U S T R Y
B O D Y  F O R  T H E  R E G I O N ,  R E P R E S E N T I N G  L O C A L  P R O D U C E R S
S P A N N I N G  H O R T I C U L T U R E ,  A G R I C U L T U R E ,  A Q U A C U L T U R E ,
V I T I C U L T U R E ,  A N D  A G R I - T O U R I S M .  

The SFFC is  a  member-based organisat ion which at  i t s  peak  grew to
over  400 hundred members.  Fol lowing the  introduct ion of  an annual
membership fee  in  2018,  many family  and business  memberships
consol idated and member priori t ies  sharpened with  the  SFFC
current ly  support ing  100 producer  members  and agri-businesses
throughout  the  region.

The SFFC and Genuinely  Southern Forests  brand represents
producers  and agri-businesses  who l ive  and operate  in  the  Southern
Forests  region.  In 2020,  the  brand’s  regional  boundaries  were
expanded to  embrace  the  neighbouring regions  of  Bridgetown,
Greenbushes,  and Nannup.

The SFFC undertook a  Member Value  Survey  in  2023 with  resounding
support  amongst  members  and key  s takeholders  for  the  SFFC and
brand to  continue i t s  e f forts .
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B R A N D  D E V E L O P M E N T
G E N U I N E L Y  S O U T H E R N  F O R E S T S  R E P R E S E N T S  T H E  P R O D U C E ,  P R O D U C E R S  A N D
A G R I - F O O D  O F F E R I N G S  O F  T H E  S O U T H E R N  F O R E S T S  R E G I O N ,  A N D  A F T E R  T E N
Y E A R S  O F  P R O M O T I O N  I S  N O W  W E L L  E S T A B L I S H E D  A N D  R E C O G N I S E D  B Y  5 2 %
O F  W E S T E R N  A U S T R A L I A N  C O N S U M E R S .  

The brand continued to  evolve  and in 2015,
fol lowing feedback  from growers  and produce
buyers,  the  brand changed from red and cream to
black  and white,  to  improve  produce presentat ion
and impact.  In 2016,  the  Genuinely  Western
Austra l ia  brand variat ion was  launched to  support
Southern Forests  produce into  export  markets ,
and in 2020 the  brand’s  regional  boundary  was
expanded to  embrace  the  neighbouring regions  of
Bridgetown,  Greenbushes,  and Nannup.

In la te  2012,  the  SFFC appointed three  of  Perth’s
leading creat ive  agencies  in  Meerkats ,  braincel l s ,
and Place  Match,  to  join forces  to  develop and
undertake  an in-depth brand and market ing
development  plan to  create  and implement  a
regional  brand.  

The emerging brand was  shaped and moulded over
many months,  before  launching on 8 November
2013 to  a  crowd of  over  200 local  producers,
businesses,  s takeholders,  and government
agencies.  

The Genuinely  Southern Forests  brand and i t s
variat ions  have  been trademarked in Austra l ia  and
overseas  to  protect  the  IP of  local  producers  who
uti l i se  the  brand and operate  under  the  SFFC
Brand Code of  Pract ice.

Brand awareness  i s  measured annual ly  through
independent  market  research surveys,  wi th  one in
two consumers  now recognis ing  the  brand.
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M A R K E T I N G  A N D
P R O M O T I O N S
A  D I V E R S E  R A N G E  O F  M A R K E T I N G  A C T I V I T I E S  H A S
E L E V A T E D  A W A R E N E S S  O F  T H E  R E G I O N  A N D  T H E  B R A N D  B Y
3 0 %  S I N C E  2 0 1 5 .

Fol lowing the  off ic ia l  unvei l ing  of
the  Genuinely  Southern Forests
brand to  the  local  community  on
8 November 2013,  the  brand was
launched into  Western Austra l ia ’ s
gourmet  food scene at  the  2013
Margaret  River  Gourmet  Escape.
The SFFC, a long with  a  dozen
producers  and local  chefs,  created
a  fantas t ic  showcase  of  a l l  things
Genuinely  Southern Forests .

The SFFC continues  to  promote
and market  the  Genuinely  Southern
Forests  brand,  produce,  and region
uti l i s ing  the  s trategy  and expert i se
inst i l led  by  the  creat ive  agencies,
as  wel l  as  an extensive  range of
market ing  materia l  such as  websi te,
te levis ion,  radio,  print,  bi l lboards,
busbacks,  socia l  media,  art ic les ,
features,  and l i f touts.

The SFFC invested over  $2.5m in
market ing  and promotions  over  the
past  ten years  which has  resul ted in
signif icant  growth in awareness  for
the  brand and region.

Food events  continue to  provide
great  promotional  opportunit ies
for  the  brand,  the  produce,  and the
region,  with  the  SFFC support ing
many of  the  local  annual  food
events  such as  Manjimup Cherry
Harmony Fest iva l ,  Truff le
Kerfuff le,  Warren Distr ic t
Agricul tural  Show,  Unearthed
Pemberton,  and Pinot  Picnic,  as
wel l  as ,  Perth Royal  Show,  WA
Signature  Dish,  WA Good Food
Guide Awards,  and the
establ i shment  of  WA’s  Great  Graze   
a  s ta te-wide ce lebrat ion of  our
food and beverage  producers.

Q U A L I T Y  C O N T E N T
None of  this  would have  been poss ible  wi thout  the  incredible
photography and v ideography assets  created to  capture  the  expansive
range of  seasonal  produce,  the  pass ionate  producers  who grow i t ,  and
the region that  supports  i t  a l l .  The SFFC partnered with  many
ta lented WA creat ives,  part icular ly  Craig  Kinder  Food Photography,
to  create  i t s  extensive  l ibrary  of  s tunning produce,  producer,  and
agricul tural  and landscape images.
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R E T A I L  M A R K E T I N G  C A M P A I G N S
A  C R I T I C A L  P A R T  O F  P R O M O T I N G  T H E  R E G I O N  A N D  P R O D U C E  I S  W O R K I N G  W I T H
R E T A I L E R S  T O  I N F O R M  A N D  E D U C A T E  C O N S U M E R S  O N  T H E  F A N T A S T I C  Q U A L I T Y
A N D  D I V E R S I T Y  O F  T H E  P R O D U C E  F R O M  T H E  S O U T H E R N  F O R E S T S  R E G I O N .

P A R T N E R I N G  W I T H  S O M E  O F  P E R T H ' S
L E A D I N G  I N F L U E N C E R S  A D D S  E X T R A
F L A I R ,  F L A V O U R ,  A N D  R E A C H  T O  T H E
C A M P A I G N S .

The SFFC are  pleased to  have  worked with  over  50
retai lers  including some of  Perth's  leading
independent  greengrocers  in  promoting the
Genuinely  Southern Forests  brand,  seasonal  fresh
produce and the  unique Western Austra l ian
region.  Together  ensuring customers  get  the
opportunity  to  experience  the  except ional  tas te
and goodness  of  the  Southern Forests .

The Retai l  Market ing  Campaigns  commenced in
2017,  wi th  in-store  point  of  sa le  displays  and bui l t
up to  $100,000 worth of  market ing  and
advert i s ing  over  a  nine month period,  wi th  buy  in
from retai lers.  Consumers  had dif ferent  touch
points  wi th  the  brand including,  radio,  te lev is ion,
bus  backs,  in-store  tas t ings,  recipe  cards,  events
and competi t ions.

A specia l  mention for  the  fantas t ic  team at
Gilbert ’ s  Fresh Market  who have  been involved
every  year  of  the  campaigns,  demonstrat ing  their
commitment  to  the  region’s  producers  and sharing
their  pass ion for  fresh local  produce with  their
customers.
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A G R I - T O U R I S M
G E N U I N E L Y  E X T R A O R D I N A R Y  S O U T H E R N  F O R E S T S  F O O D  &  F A R M  T O U R S
L A U N C H E D  I N  S E P T E M B E R  2 0 1 7  A N D  H A S  S I N C E  S E E N  T H E  S F F C
C O O R D I N A T E  A N D  H O S T  H U N D R E D S  O F  V I S I T O R S  O N  O V E R  5 0  T O U R S .  

The SFFC were  long looked to  as  a  driver  for  agri-
tourism in the  region,  however  i t  wasn’ t  unti l
2017 that  the  SFFC took a  formal  leap into  the
space  and developed the  Genuinely  Extraordinary
Southern Forests  Food & Farm Experience,
coordinated food and farm tours  providing
vis i tors  wi th  the  unique opportunity  to  v i s i t  farms
and agri-businesses  that  were  not  typica l ly  open to
the  publ ic.  

The food and farm tours  were  tr ia l led in  various
formats,  from structured monthly  tours  to
customisable  smal l  group tours,  to  tours
support ing  local  events  such as  the  Manjimup
Cherry  Harmony Fest iva l  and Truff le  Kerfuff le,
industry  focused tours  such as  chef  tours,  school
groups,  specia l  interest  groups,  trade delegat ions,
and even a  creat ive  partnership to  develop food
and art  tours.  

The SFFC’s  ef forts  in  this  space  has  provided the
confidence  for  various  local  producers  and agri-
businesses  to  expand their  farming operat ion to
include an agri-tourism component  and create  a
unique opportunity  for  producers  to  connect
direct ly  wi th  consumers  and v is i tors.  

Agri-tourism continues  to  be  part  of  the  SFFC’s
core  act iv i t ies  in  2023,  with  regular  agri-tours  for
internat ional  v i s i tors,  school  groups,  specia l
interest  groups,  and local  partnerships  such as
events  continuing to  provide  opportunit ies  for
vis i tors  to  explore  the  incredible  food,  farm, and
arts  offerings  of  the  region.

T H E  G E N U I N E L Y  E X T R A O R D I N A R Y
S O U T H E R N  F O R E S T S  F O O D  &  F A R M
T O U R S  S U P P O R T  O V E R  5 0  L O C A L
B U S I N E S S E S .
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Such a  wide  variety  of  produce required an
adaptat ion in aes thet ic  and design,  wi th  the
branding swapping colour  scheme from red and
cream to  black  and white  in  2015.  The change
instant ly  made the  produce ‘pop’  and the  impact
of  the  black  and white  cartons  on the  wholesa le
markets  was  regular ly  acknowledged by  agents,
buyers,  reta i lers,  and producers.

Co-branding a l lows  the  SFFC to  work with
producers  who have  an es tabl i shed brand and
leverage  both brands  assets  and appeal .  Co-
branding has  been undertaken for  both fresh
produce and va lue-added and gourmet  products,
with  the  Genuinely  Southern Forests  brand now
represented on over  a  hundred products  from the
region.

P A C K A G I N G
T O  S U P P O R T  G E N U I N E L Y  S O U T H E R N  F O R E S T S  B R A N D E D  P R O D U C E  I N T O  M A R K E T ,
T H E  S F F C  D E V E L O P E D  A  R A N G E  O F  P A C K A G I N G ,  F R O M  P R O D U C E  S T I C K E R S  A N D
P R O D U C E  C A R T O N S ,  T O  B A G S ,  P U N N E T S ,  L A B E L S ,  B O X E S ,  A N D  M O R E .  

G E N U I N E L Y  S O U T H E R N  F O R E S T S  B R A N D E D  P A C K A G I N G  H A S  M A D E  A N  I M P A C T ,
W I T H  O V E R  2 0  M I L L I O N  A P P L E  A N D  A V O C A D O  S T I C K E R S  A N D  M O R E  T H A N  1 0 0 , 0 0 0
G E N U I N E L Y  S O U T H E R N  F O R E S T S  C A R T O N S  L E A V I N G  T H E  R E G I O N  E A C H  Y E A R .  

The SFFC has  explored and tr ia l led a  range of
packaging opt ions  with  members  and
stakeholders  throughout  the  years,  wi th  some
products  having a  s imple  solut ion to  apply  the
brand,  such as  apple  s t ickers,  whi l s t  others  such
as  broccol i  presented more of  a  chal lenge.
Innovat ive  opt ions  such as  laser  branding,  eco-
packaging,  and unique point-of-sa le  packaging
have  been explored,  wi th  price  points,  logis t ics ,
and sca le  of ten meaning the  new and interest ing
were  not  a lways  v iable.  

Change in  consumer and market  acceptance  a l so
impacted the  use  of  some packaging solut ions,
such as  the  Genuinely  Southern Forests  grab and
go bags.  Customised to  sui t  a  range  of  produce,
this  plas t ic  packaging was  supported into  market
by  producers,  wholesa lers,  and reta i lers  unti l  the
shif t  away  from plas t ic  packaging.  The SFFC and
the brand has  had to  adapt  to  such changes  and
continues  to  work with  i t s  producers  to  identi fy
packaging solut ions  for  fresh produce.
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D O M E S T I C  S U P P L Y  C H A I N
I D E N T I F Y I N G ,  E X P L O R I N G ,  C R E A T I N G ,  A N D  C O N N E C T I N G  S U P P L Y  O P P O R T U N I T I E S
H A S  B E E N  A  F O C U S  F O R  T H E  S F F C  S I N C E  I N C E P T I O N .  

In la te  2014 the  SFFC establ i shed a  trading arm in
Southern Forests  Food Pty  Ltd to  a l low the  SFFC to
seek  out,  connect,  consol idate,  and supply
Genuinely  Southern Forests  produce to  various
markets .  The SFF Pty  Ltd faci l i ta ted produce to
FIFO mine s i tes ,  various  reta i l  out le ts  in  Perth and
regional  WA, as  wel l  as  regular  a ir  freight
consignments  to  Hong Kong.

The arrangement  wasn’ t  susta ined,  but  the  door to
further  engagement  with  other  market  f loors  was
opened and new relat ionships  created to  fac i l i ta te
connect ions  and supply  wi th  local  producers,  as
wel l  as  opportunit ies  for  the  SFFC to  tr ia l
Genuinely  Southern Forests  products  such as  pre-
pack  apples,  avocados,  fe i joas  and more.

Changes  to  the  Incorporated Associat ions  Act
meant  the  SFF Pty  Ltd enti ty  was  no longer
needed,  so  i t  was  dissolved in 2018 and the  SFFC
was  able  to  proceed with  the  role  and es tabl i shed
new supply  chain partnerships  wi th  both Perth
agents  and key  markets  in  Sydney  and Melbourne.  

Direct  supply  opportunit ies  have  a lways  appealed
to producers  ideal ly  resul t ing  in  a  bet ter  return
for  their  produce.  The SFF Pty  Ltd explored,
tr ia l led,  and faci l i ta ted such opportunit ies
however  the  majori ty  of  producers  s t i l l  work with
the  tradi t ional  wholesa le  market  sys tem. 

The SFFC therefore  sought  out  opportunit ies  to
bet ter  engage  and promote  the  region’s  produce
under  the  Genuinely  Southern Forests  brand,  with
the  launch of  a  Genuinely  Southern Forests
market  f loor  in  partnership with  Al l s ta tes  Farms
in 2016.  

T H E  E S T A B L I S H M E N T  O F  E X T E N S I V E  S U P P L Y  C H A I N  N E T W O R K S  B Y  T H E  S F F C  H A S  A L L O W E D
L O C A L  P R O D U C E R S  T O  E X P L O R E ,  T R I A L ,  A N D  E N G A G E  I N  V A R I O U S  M A R K E T S  A N D  O P P O R T U N I T I E S
T H A T  O N  T H E I R  O W N  T H E Y  M A Y  N O T  H A V E  H A D  A C C E S S  T O .  
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I N T E R N A T I O N A L
S U P P L Y  C H A I N
E X P O R T  M A R K E T  D E V E L O P M E N T  W A S  I D E N T I F I E D  E A R L Y
O N  A S  A  K E Y  O P P O R T U N I T Y  F O R  P R O D U C T I O N  G R O W T H
F O R  T H E  R E G I O N .  T H E  S F F C  I N V E S T E D  S I G N I F I C A N T  T I M E
A N D  R E S O U R C E S  I N T O  E X P O R T  M A R K E T  O P P O R T U N I T I E S .  

F R U I T S  T O  A S I A
The SFFC undertook a lmost  a  dozen export  market  development  tr ips
between 2014-2018 seeking out  new contacts  and markets ,  s trengthening
exis t ing  re la t ionships,  and promoting the  region and i t s  produce.  

These  ef forts  resul ted in  various  supply  opportunit ies  for  members,
including regular  consignments  to  Greendotdot  in  Hong Kong.  

Fol lowing the  launch of  the  Genuinely  Southern Forests  brand into the  WA
market,  the  SFFC took the  brand and a  dozen producers  to  Singapore  for
one of  the  leading fresh produce trade shows in  South-East  Asia.  The SFFC
init ia l ly  fac i l i ta ted introduct ions  between exporters  and producers,  but
soon saw that  further  involvement  and support  was  required to  convert
enquiries  to  sa les.  

Export  success  was  predominantly
found in niche qual i ty  focused
markets ,  where  the  region’s  premium
produce was  i t s  se l l ing  point,  rather
than the  bulk  commodity  market
which found WA product  to  rarely  be
viable  due to  seasonal i ty ,
product ions  costs ,  t imeframes,  and
price.

The g lobal  pandemic  in  2020
essentia l ly  hal ted export,  however  as
the  world  recovers  export  markets  are
beginning to  open again,  wi th  s trong
opportunity  for  products  such as
avocados  beginning to  rebui ld.  
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I N D U S T R Y
D E V E L O P M E N T
A G R I C U L T U R E  I S  T H E  R E G I O N ’ S  M A J O R  I N D U S T R Y
W H I C H  H A S  G R O W N  F R O M  $ 1 2 7  M I L L I O N  I N  2 0 1 2  T O
$ 2 3 7  M I L L I O N  I N  2 0 2 2 .

The SFFC bui l t  up a  s trong
reputat ion for  governance and
profess ional i sm and in 2020 began
working with  local  groups
including the  Wine Industry
Southern Forests ,  Manjimup
Chamber of  Commerce  and
Industry,  as  wel l  as  Curt in
Univers i ty ,  to  provide  secretariat
and project  coordinat ion services.

In 2022 the  SFFC was  appointed

the South West  WA Drought

Resi l ience  Adoption and

Innovat ion Hub Regional  Node

Lead for  the  Manjimup Zone.  The

SFFC’s  s trong hort icul ture

network a l lows  the  SFFC to

provide  guidance on priori ty  i s sues

impact ing  the  drought  and c l imate

res i l ience  of  the  local  farming

sys tems and broader  industry.  

N E W  C R O P S  F O R  T H E  S O U T H E R N  F O R E S T S
New crops  were  explored,  wi th  grower  tr ips  and industry
representat ive  v i s i t s  resul t ing  in  large  numbers  of  fe i joas  being
planted in the  region,  as  wel l  as  producers  invest ing  in  plantings  of
a  l icensed gold kiwifrui t  variety.  Other  crops  and industry
development  opportunit ies  invest igated were  gourmet  spices,  Asian
vegetables,  l icensed apple  variet ies ,  nat ive  foods,  fresh produce
boxes,  gourmet  hampers,  as  wel l  as  col laborat ive  process ing
faci l i t ies  for  the  region.  The SFFC developed the  funding proposal
which resul ted in  the  es tabl i shment  of  the  Premium Food Centre  a t
the  Department  of  Primary  Industry  and Regional  Development
Manjimup faci l i ty ,  and inspired the  Food Innovat ion Precinct  in
Peel .

The SFFC has  explored and tr ia l led various  industry  development
ini t ia t ives  including col lect ive  models  for  insurance  and packaging,
product  tr ia l s  for  Genuinely  Southern Forests  branded beef,  apples,
and potatoes,  and service  sponsorships  such as  ag-tech and industr ia l
re la t ions  services.  
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K E Y  L E A R N I N G S
The SFFC is  of ten asked what  i s  behind i t s  success,

and the  honest  response  comes  down to  the  people

involved.  From the  founding group of  pass ionate

producers  to  our  many members  and s takeholders,

to  the  Minis ters  for  Agricul ture  and their  agencies,

the  Shire  of  Manjimup,  investors  and partners

a long the  way,  as  wel l  as  our  dedicated s taf f  and the

local  community.  The SFFC is  a  project  that  re l ies

on the  people  involved to  maintain i t s  momentum,

purpose,  and va lue.

A specia l  mention of  Vic  Peos,  Nicole  Giblet t ,

Bevan Eat ts ,  and Laura  Bol i tho for  their  founding

involvement  and decade of  dedicat ion,  pass ion,  and

support  for  the  ini t ia t ive.  

Unifying a  region as  diverse  as  the  Southern Forests
has  had i t s  chal lenges,  from the  divers i ty  of  produce to
the  sca le  and s ize  of  operat ions  to  the  understanding
and s tage  of  individual  market ing  journeys.  The SFFC
has  a t tempted to  work with  many of  our  producers  and
members  to  create  va lue  and benefi t  for  their  own
businesses  whi ls t  a l so  ensuring a  unif ied regional
approach and outcomes.

The SFFC is  fortunate  to  susta in s trong and
meaningful  re la t ionships  wi th  the  State  Government,
Shire  of  Manjimup,  i t s  members,  sponsors,  supply
partners,  consumers,  and key  s takeholders  who have  a l l
contributed,  supported,  and advocated for  the  cause
over  the  past  decade.

L O O K I N G  F O R W A R D

The SFFC is  looking forward to  another  decade of  success,
to  tr ia l ,  explore,  invest ,  and del iver  on a  range of  projects
and outcomes  for  the  local  industry.  The generous  and
ongoing investment  from the  State  Government  and the
Shire  of  Manjimup demonstrates  their  commitment  to  the
industry  and the  local  producers  and provides  the  means
for  the  SFFC to  continue to  del iver  outcomes  of  va lue.

With a  focus  on col laborat ive  projects  that  wi l l  bring
together  various  aspects  of  the  industry  and supply  chain,
environmental  and ethica l  compliance,  driv ing  awareness
and demand for  Genuinely  Southern Forests  produce and
region,  and opportunit ies  to  enable  and enhance the  local
producers  and industry.  

We are  genuinely  exci ted about  what  the  future  may  hold
for  the  Genuinely  Southern Forests  brand,  our  local
producers,  the  region,  and broader  industry  and we look
forward to  working with  you to  f ind out.  

A S  W E  L O O K  B A C K  O N  T H E  L A S T  1 0  Y E A R S ,  W E  A R E  P R O U D  O F  T H E  A C H I E V E M E N T S
W E  H A V E  M A D E  A N D  A R E  E X C I T E D  A B O U T  T H E  F U T U R E  O F  T H E  S O U T H E R N  F O R E S T S
F O O D  I N D U S T R Y  W I T H  I T S  E V E R  E V O L V I N G  A N D  A D A P T A B L E  N A T U R E .



CONTACT
Southern Forests Food Council Inc.

1 Johnston Crescent, Manjimup 

Western Australia 6258

info@southernforestsfood.com

+61 (0)8 9772 4180

www.southernforestsfood.com

P R O U D L Y  S U P P O R T E D  B Y


