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Marketing Enviromeat – will the consumer pay for environmental management?  
Mainstreaming Environmental Management 
 
Jenny O’Sullivan- Linking Environment Agriculture and People 
www.enviromeat.com.au & www.gippslandnatural.com.au 
 
Introduction: 
 
Today, Australia is the most urbanized country in the world, with 58% of its population 
concentrated in five large cities (Diamond J, 2005).  Diamond claims that most 
Australians don’t depend on or really live in the Australian Environment. They live 
instead in those five big cities that are connected to the outside world rather than the 
Australian landscape.  
 
Will the consumer pay for better environmental management? Do they understand what 
is involved in producing food, and the associated environmental impacts? With such a 
strong disconnect to the landscape the challenge to market eco-products appears to be 
greater in Australia than Europe or America. 
 
A group of producers in Gippsland have been keen to explore these questions and 
market grass-fed beef, raised in a natural environment from farms managed with a 
Landcare ethic. To do this we have been involved with developing an environmental 
management system (EMS) for beef and sheep properties as part of the Gippsland Beef 
and Lamb EMS project. The Gippsland EMS project has encouraged farmers to 
implement EMS on their farms as part of a broader management plan.  
 
The process requires farmers to identify, assess and document environmental risks, 
and to continually improve their management of those risks. This has led to positive 
environmental outcomes as farmers strive to manage their environmental risks in line 
with regional NRM targets. 
 
Many of the farmers who have participated in the project are proving to be champions of 
environmental management and EMS, and are inspiring producers in all areas of 
agriculture to consider using EMS as both a management and marketing tool. 
 
Producers involved in the system are marketing their product as “Enviromeat” as a 
niche eco-product, targeting the “green consumer”. Market research shows that there 
are few options for consumers interested in the environmental impacts of farming other 
than buying “organic” meat. This paper describes our journey and the environmental 
and marketing outcomes. 
 
Our experience with marketing meat: 
 
In 1999 a group of Gippsland beef farmers formed an alliance to promote and market 
top quality Gippsland beef. Research had revealed that consumers were seeking meat 
grown as naturally and humanely as possible, but were not prepared to sacrifice quality. 
The product we developed was underpinned by Meat Standards Australia quality 
system. 
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We began to explore other market opportunities. Aware of the growing trend towards 
organic food, we explored ways to capitalize on the natural conditions enjoyed by our 
own cattle. Coincidentally, MLA was looking for producer groups to closely examine the 
application of Environmental Management Systems (EMS) within the grazing industry. 
This offered us a new opportunity - the creation of another niche product underpinned 
by both an EMS and our quality guarantee. 
 
Development of a sustainable EMS for beef producers began in 2000, looking at a 
range of issues including biodiversity, water catchment, erosion, chemical usage and 
waste disposal. Within two years, an EMS giving producers the tools to assess and 
manage environmental risks within a broader business plan had emerged. This was 
done as part of an MLA pilot.  
 
Subsequently, The Department  of Agriculture Forestry and Fisheries EMS Pilot project 
provided us with the opportunity to develop and promote the system and a ‘whole farm 
and catchment’ approach that would help farmers minimise the environmental impacts 
of meat production, produce a quality product and make good business and 
environmental decisions. 
 
Why EMS and ISO 14001 
 
The farmer group’s objective was to devise a process for documenting the ways in 
which producers care for the environment, in order to support the marketing of their 
product(s). ISO 14001 was selected as the appropriate compliance standard given its 
focus on environmental management, scope for flexibility and international recognition. 
 
Put broadly, the goal of ISO 14001 is to improve environmental performance by 
establishing an objective, verifiable system of environmental management. The system 
begins with an analysis of the organisation’s environmental risks, and focuses on 
controlling those risks within a business framework. The local and global restraints on 
human enterprise must be taken into account. Significantly, ISO 14001 is about 
management systems rather than the details of any specific product.  
 
We have worked closely with the West Gippsland Catchment Management Authority to 
ensure that producers have a good understanding of local environmental goals. With 
the CMA, we also developed criteria for Enviromeat to ensure that it is truly 
environmentally sound (or “green”). As a result we have biodiversity and water quality in 
as requirements. These are key issues in Gippsland and we are keen to see that our 
farmers not only have a system in place, but are working on environmental issues that 
are important to the region.  
 
Thus to supply Enviromeat farmers need an externally audited EMS that has been 
developed to be compliant with ISO 14001 as well as the additional requirements of: 

 Meat Standards Australia training to enable producers to meet grading requirements 
for a tender product 

 use no hormonal growth promotants;  

 free range system so cattle have access to grass at all times; 
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 procedures and Monitoring for Biodiversity and Water Quality Management; and 

 Environmental Best Management Practice, including monitoring, for grazing, soil and 
fertiliser, weeds and pests, and chemical use. 

 
Gleeson et al. observe that “Producers want to express their interest in managing their 
land in an environmentally beneficial manner and the broader community wishes to 
express its desire for land to be managed sustainably; a system for certifying land 
management is the linking mechanism.” We have developed a system we feel is 
credible but it would be better to have a national system that was supported to avoid 
confusion with consumers as more products come onto the market. 
 
Marketing meat from EMS farms 
 
In promoting our products, we have focused on three main aspects: 

 tenderness and quality (MSA underpins all we do and give the system integrity); 

 benefits of grass fed natural beef , artificial hormone free; and 

 environmental practices through the EMS process- (external auditing gives 
integrity to system, links with CMA ensure working on what is important). 

 
With Enviromeat, our branded meat, we began selling at farmers’ markets where 
consumers have demonstrated a demand for quality food grown as naturally as 
possible. It was valuable to refine our marketing message and hear directly from the 
consumer what was important to them. We discovered at farmers markets that there 
was significant confusion about environmentally friendly products. There are strong 
perceptions that when you say you are environmentally friendly that you are organic. 
We realised we needed to be very clear in explaining our point of difference. As a result 
we changed our byline on the consumer flier from “Meat that tastes as nature intended” 
(a focus on quality) to “Caring for Land, Water and Wildlife” (a focus on environment).  
 
The system used by the participant producers and the Gippsland EMS Head Office has 
now been externally audited four times by an SAI Global Environmental Auditor for 
compliance with ISO 14001 (three times as part of Gippsland EMS pilot and once as 
part of MLA pilot). The auditing process has been invaluable in helping the project team 
to continually improve the systems, processes and understanding of ISO 14001. The 
auditor has been impressed with the consistently high level of achievement, 
understanding, documentation and enthusiasm demonstrated by the project team and 
participants in the project. 
 
We have also trained a local farmer that is on the board of the CMA in auditing so that 
he could conduct second-party peer audits, looking at both the system and compliance 
with our EMS.  He also assesses and comments on the impact the farm is having on the 
Environment from a Catchment perspective. Farms that supply Enviromeat must be 
compliant with best management practices and be aligned with achieving the goals of 
the regional catchment strategy. 
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Verifying Green claims: 
 
A critical factor in the establishment of eco-brand is that the producers and system can 
verify their green claims. 
 
We have aligned our system to EMS and ensured we use an independent external 
auditor to assess the system. We have linked to the CMA and trained people to conduct 
peer audits so they can assess actual environmental impacts and outcomes. We 
believe our EMS has already led to improvements in the management of the natural 
resources on farms, which benefit farmers, their neighbours and the community 
generally. 
 
A study of the self- audits conducted as part of the EMS process reveals that farmers’ 
awareness of their environmental legislative requirements (such as chemical storage 
and weed control) has improved significantly as a result of implementing the EMS.  
 
Farmers are also more aware of what they need to do to meet catchment targets for 
native vegetation cover and water quality. Many farmers are carrying out projects that 
have no direct economic return, such as fencing to protect remnant native vegetation.  

 
Photo: Assessing the value of existing biodiversity and managing appropriately 

is a critical part of our EMS process 
 
Of the farm enterprises in the Gippsland EMS: 

 58% were involved with the control and management of weeds such as blackberries 
and thistles and pest feral animals such as foxes;   

 42% fenced to exclude stock from waterways and gullies, to either prepare for 
planting, reduce erosion or to improve water quality;.   

 42% were in the process of revegetating parts of their properties with native species 
mostly to restore native habitat in areas that were degraded or destroyed;.   

 30% were fencing to protect remnant vegetation;  

 18% of actions to correct storage, management and the handing of chemicals;  

 18% carrying out a range of other environmental activities; and 
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 46% were preparing to carry out other environmental activities. 
 
 
Will the consumer pay for environmental management? 
 
Gleeson et al (2006) “Capturing market and other benefits from improved land 
management”, state that “there is a broadly based view that demand for environmentally 
labeled goods from retail consumers ( in Australia) will increase but the extent of this 
demand is uncertain.”  
 
However, in a recent study by the agribusiness group from the Department of Primary 
Industries, 280 food industry stakeholders in 21 of Victoria’s major food markets were 
interviewed. The key finding was that price, quality and food safety are the key 
attributes of food for consumers and organisations. Also, consumers are more 
interested in product attributes that affect them directly. For example, food safety and 
clean food rank highly overall while animal welfare and green food tended to rank 
relatively low in importance. Exceptions were noted where specific issues are seen to 
have the ability to reduce product quality- such as welfare issues of stress or level of 
nutrition. 
 
This is why we see Meat Standards Australia and quality as so important. We must 
have top quality meat. We saw at the farmers markets people would buy Enviromeat as 
a trial, but they came back because of the quality of the product. 
 
In considering the application of an EMS to our business, we researched the experience 
of Eco-bananas. This Queensland business has created a recognisable brand from an 
otherwise homogenous product, relying on its environmentally friendly production 
methods to distinguish its bananas from others in the market. They have an EMS in 
place and have been successful in achieving a premium over normal bananas. They 
have determined the cost of production and refuse to drop below that price.  
 
Brand DNA (2005) report that shoppers do care for the environment, but it was a latent 
issue. They conclude that “Interest was there once the subject was raised suggesting 
that if awareness of environmental issues and sustainability were promoted within the 
marketplace it would be positively supported. The term “Environmental Management 
System” was foreign to shoppers, but when they understood what was involved they felt 
that it was important to have a system in place, and an associated certification or 
accreditation system to communicate that acceptable standards have been reached.” 
 
Most research does show that Green foods are not a primary priority for consumers in 
Australia. Yet when you see the growth of organic food world wide, coupled with the 
new cult of slow food we believe opportunities do exist. Thus, at present there is not a 
strong market for EMS product in Australia. It really is waiting to be created as eco 
bananas have done and we are attempting to do with Enviromeat. Consumers do want 
choice, and conventional farmers need to be proactive promoting that they are acting 
responsibly and are caring for land, livestock and wildlife whilst producing food.  
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In Europe consumer activism and boycotts has raised awareness of ethical and 
environmental issues. Thus the consumer is much more aware and active in purchasing 
choices. We have not had the activism and we have the bigger disconnect. The 
Australian public trusts our farmers and assume we are doing the right thing (Brand 
DNA). 
  
The challenge in Australia is to overcome the disconnect between the city and food 
production and Agriculture. Significant education and marketing effort is needed to 
develop these new eco-products. 
 
How we have tried to bridge the gap 
 
We have aimed to bring our farmers into the butcher’s store. We realised we needed 
our farmers to tell their story. However, in selling through supermarkets where there is 
no face-to-face contact between customers and butchers, the story can only be told 
through the marketing material. In this situation producers must rely on labels and 
perceptions to sell the product. We developed producer profiles that we have put up on 
our web site as well as putting them up in store when the farmer’s meat is sold.  
 

 
 

Label that goes on product 
 
We have had terrific publicity to date about our product, hitting the Age’s Epicure twice! 
We plan to continue with a strategic publicity campaign to raise the profile of our brand 
for both consumers and retailers. 
 
A strength of the project has been the grass roots credibility - farmers telling their story 
with back up from industry and government. The emergence of farmer champions for 
EMS has been a highlight, such as Bill Bray, President of Cattle Council and driver of 
the VFF EMS project and Bob and Anne Davie, who were recognised as Primary 
Producer of the year and are running for the national Landcare award. Farmers involved 
in the system have shared their EMS experiences with newer participants through 
workshop sessions and forums. Farmers link directly with retailers and customers at 
launches and training sessions.  
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Rewards to the farmer? 
It appears farmers are motivated by recognition, the opportunity to interact with like-
minded producers and to broaden their thinking on how they manage the land.  
Our farmers are strongly motivated to be good environmental managers. The EMS 
provides a systematic process to plan and document procedures and actions, a way of 
prioritising and monitoring progress of any actions undertaken and a method for 
recognition of what they are doing. 
 

 
Photo: In the Gippsland EMS pilot, farmers get recognition through gate signs, 
and the ability to market their product as Enviromeat. 
 
There are significant extra costs incurred by our farmers. These include environmental 
works, auditing costs and significant time in planning, acting and reporting. As a result it 
is critical that our farms do receive extra returns to maintain the system 
 
We are charging 8-12% above market price for our product to retailers, who then must 
pass this onto their customers. This will only work with retailers that are interested in the 
environment and their customers are used to paying a fair price for a guaranteed quality 
product. We need a niche of environmentally, quality orientated consumers. 
 
Gippsland Natural was a finalist in Food Victoria’s, innovation awards in 2005 for the 
work have done with Meat quality and EMS. This external recognition is also important 
for moral of farmers and project officers to re-affirm the value of the process. 
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Conclusion: 
There are currently limited opportunities in niche markets for eco-products in Australia. 
To expand these niches we must educate the Australian consumer about agriculture, 
food production and sustainable practices. Thus for eco-products to succeed they need 
to be supported by significant communication and marketing effort. This is required to 
raise awareness and inform the consumer. We have attempted to do this in developing 
our brand “Enviromeat”. 
 
It is also critical that farmers can substantiate the claims they are making to ensure the 
integrity of the brand and the industry. We have linked to ISO 14001 and additional 
benchmarks to achieve catchment targets. A national scheme would eliminate many 
confusing and conflicting systems being developed. 
 
The disconnect between country and city is a big challenge and all agricultural 
industries producing food should consider how they can provide linkages to the general 
population. A long-term strategy is needed to address the impact of reduced knowledge 
of food production and associated environmental issues brought about by the increasing 
urbanized population. 
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Enviromeat Retailers 

Rendinas Butchery 
253b Belmore Road, Balwyn, Victoria, 3104 
Phone: 03 9857 6669 

Glenferrie Gourmet Meats, Just started in September, 2007 
 
Hillies Meats -Brad 
119 Marine Parade, San Remo, Victoria, 3925 
Phone: 03 5678 5489 www.hilliesmeatandproduce.com.au 
 
Pie In The Sky  
43 Olinda-Monbulk Road, Olinda, Victoria, 3788 
Phone: 03 9751 2128  

From July 25 Enviromeat will be available throughout Phillip Island and surrounds at the 
following outlets: 

1. IGA - Cowes 
 161 Thompsaon Ave, Cowes 
2.  IGA - Newhaven 
 8 - 10 Forrest Ave, Newhaven 
3 Cape Woolami Express 
 Shop 2 Vista Place, Cape Woolami 
4 Surf Beach General Store 
 Cnr Phillip Is. Rd & Bayview Rd, Surf Beach 
5. Rhyll General Store 
 41 Loch Rd, Rhyll 
6 The Anchorage 
 Ventnor Rd, Ventnor 
7. Coronet Bay General Store 

 100 Cutty Sark Rd, Coronet Bay 
 
Restaurants: 
Tjanabi, Federation Square 
Oysters on Little Bourke 
 

Gippsland Natural Outlets: 
 
Ashburton  Ashburton Meats , 235 High street road, 98858118 
Belgrave South  Greg's Tender Joint, 150 Colby Drive,  9754 1711 
Clifton Hill  AUR Clifton Hill, 292 Queens Parade, 94817566 
Foster  Foster Butchery, John Davies, 56822410 
Inverloch  AUR Supermarket, Domenic Brusamarello, 56741482 
Maribyrnong  Foodworks High Point Shopping Centre, 9318 3600 
Tarwin Lower B &K Turner’s Family Butcher, 56635237 
Tooradin   TJ Gourmet Meats, Terry Barlow, 59983264  


