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1. Background and focus of this submission 

The focus of this submission is canola (as it is the only potential GM food crop in South Australia) 
and the broader international non-GM food markets.  Canola is the only significant food crop in 
Australia with GM cultivars available in addition to non-GM cultivars.  Under the current 
moratorium, GM canola cannot be grown in SA. 

Consideration of other crops is beyond the scope of this submission due to the lack of time and 
resources. 

Canola is the third-most valuable crop to the Australian grains industry with production 
increasing dramatically in recent years from 1,214 kt in 2007/08 to 4,136 kt in 2016/17 when 
3,517kt were exported representing 85% of production.  

Major export markets for Australian canola in 2016/17 were Germany (1,486 kt), Belgium (873 
kt), France (427 kt), Japan (140 kt) and China (119 kt).1 So the EU was the dominant export 
market in 2016/17. It should be noted that there is no differentiation in international trade 
statistics between GM and non-GM food products. 

Canola production by State in 2016/17 was WA 2,200 kt (53%), NSW 842 kt (20%), Victoria 700 
kt (17%) and SA 390 kt (9.4%).2 The main export markets for SA canola are Germany, Belgium, 
France and Japan.3 

The dominant region for canola production in SA is the Lower Eyre Peninsula with 28% of 
production (5-year average) followed by Mid North (16%), Yorke Peninsula (12%) and Upper 
South East (11%).4 

Whilst GM canola was approved for commercialization in Australia in 2003, the first plantings 
did not occur until 2008. Adoption of GM canola has been modest relative to worldwide trends. 
By 2015 GM canola accounted for 30% of canola plantings by area in WA, 13% in Victoria and 
11% in NSW. SA and Tasmania maintain a moratorium on the commercial cultivation of GM food 
crops.5 

Despite the complete ban on commercial GM grain crop production in SA, there are exemptions 
given for GM crop field trials. 

Details of the SA canola industry, its infrastructure and how its distribution systems operate 
within the Australian and global markets are outlined in the Appendix. 

 

 

                                                           
1 ABARES Australian Commodity Statistics, March 2018 https://data.gov.au/dataset/6388134b-cb32-4451-97c6-
8e605fa80f2a/resource/2b4efab1-1a79-4adf-a068-729990235344/download/agcommodities201803v1.0.01.pdf 
2 Ibid 
3 http://www.pir.sa.gov.au/__data/assets/pdf_file/0009/265086/PIRSA_IG_Grains_19-03-18_low_res.pdf  
4 https://www.escosa.sa.gov.au/ArticleDocuments/1073/20170522-I-
SABulkGrainSupplyChainCostsTORSubmission-PIRSA.pdf.aspx?Embed=Y  
5 http://www.giwa.org.au/_literature_217457/State_of_the_Australian_Grains_Industry_Report_2016  
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2. GM canola is of no significant benefit to SA.  There has been no business 
case put as to how SA will benefit from GM canola. 

In assessing whether there should be a change in the existing moratorium, one key element is 
missing  how would SA benefit from GM canola? What is the business case for this? This is an 
important consideration that should be part of the terms of reference for this enquiry to assess 
the case for change from the existing moratorium. 
 
There is a need to consider both markets and economics and positioning SA in a broader 
context. Whilst proponents for GM crops have focused on farmers as the market for GM seed, 
they have ignored the markets of consumers, food processors and animal feed customers for 
crops produced from the GM seed. If one ignores consumer preferences, it is difficult for a 
business to be successful. 

 
At the farm level there have been two significant independent studies undertaken evaluating 
the performance of GM versus non-GM canola crops in Australia. 

 The first study was undertaken over three growing seasons (2008-2010) with canola 
growers in NSW and Victoria to assess the impact of GM canola at the farm level. This
study involved 1346 growers (968 were non-GM farmers and 378 GM farmers). Funding 
for the project was provided by the Birchip Cropping Group and GRDC (Grains Research 
and Development Corporation).  
Key findings of this study report - GM Canola Impact Survey6, New South Wales and 
Victoria. Final Report 2008  2010, March 2014 - included: 

o Over the 3-year survey period, there was no significant difference in canola 
yields reported between GM and non-GM canola. 

o The economic impacts of GM canola were variable due to the lack of access to 
GM canola varieties adapted to the major canola growing regions, the cost of 
access to the GM technology and grain marketing/logistics issues. 

o The major barrier to adoption of GM canola is the perceived lack of economic 
value derived from Roundup Ready® canola technology package (i.e. the cost of 
access +the cost of weed control + yield +farm gate grain price + logistics costs) 
when compared to the established economic value of the alternative non- GM 
weed control management system options. 
 

So, this study raises some significant issues about the economics of GM canola at the 
farm level. 
 

 The second and more recent study has been undertaken by CSIRO and led by Dr Heping 
Zhang, Senior Research Scientist, in collaboration with State partners. This study 
involved a yield and gross margin economic analysis across different environment sites 
in western and eastern southern Australia to compare open pollinated (non-GM) and 
hybrid (GM) canola to investigate the relative advantages of these technologies. The 
findings from this study have been published in two scientific papers - Relative yield and 

                                                           
6 https://grdc.com.au/__data/assets/pdf_file/0021/74721/gm-canola-impact-survey-pdf.pdf.pdf  
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profit of Australian hybrid compared with open-pollinated canola is largely 
determined by growing -season rainfall7and Hybrid vs. OP Canola: which one wins 
where?8  

 
Key findings were: 

o Realising high yield potential of hybrid (GM) canola is strongly dependent on the 
environment. 

o Hybrid canola had yield advantages over OPs in favourable environments where 
rainfall during the growing season was high (>300mm) and the growing season 
long. 

o However, in areas of low rainfall (<260mm during the growing season), hybrids 
showed little yield advantages over OPs. 

o The gross margin analysis suggested that hybrid triazine tolerant (TT), 
conventional and Roundup Ready® canola was profitable in the medium and 
high yielding environments, but not profitable in the low yielding environments 
because the cost associated with seed outweighed any small yield benefit. 
 

The view is that the main SA canola growing areas (dominated by the Lower Eyre 
Peninsula and Mid North of SA) are not high rainfall areas and hence will not 
significantly benefit from GM canola. 

Further, the study recommends that Australian canola breeders to maintain OP canola 
varieties, rather than shifting their focus entirely to hybrids, to underpin continued 
productivity and profitability in lower rainfall areas. This is a vital point. 

In terms of markets for GM and non-GM foods, these will be considered in more detail in 
section 3. 

However, in terms of farmers as markets for GM seed, Grain Growers Ltd.9 expressed concern 
that the market for GM seed has become increasing dominated by multinational corporations.
They note that by 2009, three seed companies (Monsanto, Du Pont-Pioneer and Syngenta), all of 
which are multinationals, accounted for more than half of the global seed market. GM crop 
research has become increasingly privatized and concentrated among the large patent-holding 
multinational companies, rather than universities, smaller companies or public organisations.

Whilst market concentration has led to economies of scale for GM research and distribution, it 
has also reduced competition in the market and there is concern this has negative price 
implications for growers. In addition, there are concerns the dominance of private research is 
leading to a concentration of GM research for short-term profit objectives on a limited range of 
crops. 

                                                           
7 https://www.publish.csiro.au/cp/cp15248  
8 http://www.giwa.org.au/LiteratureRetrieve.aspx?ID=209589  
9 http://www.giwa.org.au/_literature_217457/State_of_the_Australian_Grains_Industry_Report_2016 
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3. There are significant growth opportunities in international markets for 
non-GM foods, globally in general but particularly in high value premium 
market spaces in the USA and China. 

 

a. Research report prepared by the University of Adelaide for Primary 
Industries and Regions SA (PIRSA) in June 2016  Identification and 
Assessment of Added-Value Export Market Opportunities for Non-GMO 
Labeled Food Products from South Australia 

The investigation and analysis considered:  
 

Part I. Analysis of consumer demand and food category performance in four targeted 
markets (the United Kingdom, the United States, Japan and China) to assess future 
demand for non-GM foods;  
 
Part II. Assessment of SA food producer capacity and interest to export non-GM food 
products and ingredients to consumer and food manufacturing channels in the 
targeted markets; and  
 
Part III. Identification of potential collaborative actions to pursue market 
opportunities and recommended next steps to engage industry. 

 
Whilst the research investment and scope were limited it identified untapped export 
opportunities from merging consumer trends in global markets for South Australian (SA) 
food companies.  

The research report highlighted the importance of leveraging SA`s provenance, which 
represented a developing opportunity to create authentic links to new consumers that 
would highlight the  geographical and cultural characteristics and its ethical and 
sustainable practices by promoting emotional and experiential connections. 

The report postulated that the strength in the premium is a signal about how much 
consumers welcome positive stories about the origin of what they are buying and that 
there was strong evidence that this was occurring in key markets.  

Our understanding is that the research concluded that: 

o 
fifth of all new product launches globally (non-GM part of this grouping) 

o Growth in organic food values to USD$45 billion 
o Movement t and 

home cupboard ingredients 
o Growing demand for non-GM foods valued at approximately USD$550 Billion of a 

$5 Trillion global food market. 
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o Some US retailers committed to GM free with major manufacturers responding 
to consumer drivers and increasingly seeking non-GM ingredients.  

o Interviews with some food producers and manufacturers, with some notable 
exceptions, showed that there was a level of ambivalence to the presence of GM 
ingredients in the SA market and that there was little promotion of non-GM 
attributes in overseas markets. Further, industry was not generally aware of 
these strong emerging consumer trends, had limited export experience in 
consumer markets and had limited capacity constraints to expand and innovate 
beyond the domestic market.  

o Industry leadership, credibility of SA wine and tourist regions and the GM 
moratorium were considered as assets and helped underpin the government s 
global promotion of the S  from our Clean 

 
o The recommendations to PIRSA included further engagement with Industry not 

only to promote market opportunities, but to explore collaboration models for 
in-market development, e-Commerce for Organic & Non-GM labelled foods in 
the United States and China. 

Importantly the research team`s conclusion was that PIRSA, working with SA 
industry, had a unique opportunity to develop a broad-based platform of 

underpinned by the creation of a more sophisticated verification system.  

An example particularly relevant for the grains industry was to explore the 
standard to provide best 

safety practice, traceability along food production supply chain to international 
customers. 

We recommend the reviewers obtain access to this report and consider the findings 
and recommendations as part of the review.  

 

b. Update on international markets for non-GM foods 

Research undertaken by global market research company Technavio, indicates the 
global non-GMO foods market is forecast to grow at a CAGR of 16.23% during the 
period 2017-2021.10 The primary reasons for this growth are the increase in the number 
of health-conscious people and increasing demand for non-GMO food products by 
middle class families. The rising demand for organic food products has also increased 
the demand for non-GMO food products from consumers. However, premium pricing of 
non-GMO food products may act as a barrier for the growth of the global non-GMO 
foods market.  

                                                           
10 https://www.technavio.com/report/global-food-global-non-gmo-foods-market-2017-2021  
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The increased adoption of non-GMO seeds by farmers and the growing number of food 
companies in the non-GMO food sector is expected to fuel the global non-GMO foods 
market positively during the forecast period. Technavio comment that some of the 
major factors prompting the farmers to switch to non-GMO food crops are the rising 
price of GMO grain products, decreasing demand for GMO food products among 
consumers, and increasing price of GMO seeds. Also, the increasing trend of banning the 
GMO food products across various countries in the region will surge the sales of non-
GMO food products. 

A recent study11 by German-based ingredient supplier Beneo who commissioned a poll 
among 3,000 online consumers in the United States, Germany and the UK, found that 
products fea - -

claim most closely associated with naturalness. 

healthy, 53 per cent said they thought it should not be genetically modified, and 50 per 
-quality. 

In relation to China, Technavio predicts the non-GMO food market there will grow at a 
CAGR of more than 20% between 2016 and 202012. Further, GMO-free grains and 
cereals with around 33% share will be the highest-consumed products in the market 
during the forecast period. China is one of the largest consumers of grain products in 
the world, which is the primary reason for the growth of this segment. Rice, wheat, and 
pulses are the most preferred food products in the country, especially in the organic 
foods section. GMO-free Australian wheat, barley, and maize are products that are in 
high demand, they said. 

The debate on GMO food in China is highlighted in a recent story in The Economist.13

Despite the Chinese Government releasing a 5-year plan in 2016 for the introduction of 
GM food crops, the plan has not been implemented due to public anxiety over GM 
foods. The Economist refers to a study by Nature, a British Science Journal, which found 
just over one in ten respondents to a survey in China had a positive view of GM food. 
More than 45% were opposed to it. Only about 12% said they trusted information on 
the topic provided by their own government. Less than one-quarter said they had faith 
in 

 

Technavio has also looked at the global non-GMO animal feed market which is 
anticipated to grow at a steady rate and will post a CAGR of more than 7% during the 

                                                           
11 http://www.ausfoodnews.com.au/2018/10/29/consumers-choosing-to-purchase-clean-natural-products-name-
brands-are-no-longer-enough.html  
12 https://www.technavio.com/report/china-food-non-gmo-market  
13 https://www.economist.com/china/2018/11/03/chinas-public-worries-pointlessly-about-gm-food  
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period 2017 to 2021.14 The growing restrictions on GMO crop cultivations from the 
government in regions like European Union (EU) will drive the growth prospects for the 
global non-GMO animal feed market until the end of 2021.  

Mordor Intelligence has looked at the global GMO labeled food market for the period 
2018 to 202315. They comment that this market is expected to grow considerably during 
the forecast period. Mandatory labeling is where food manufacturers are required by 
law to mention the GMO ingredients on the labels of GMO products. Around 64 
countries around the world, which comprise almost 40% o
including Europe, Russia, Japan, Brazil, Australia, China, India, South Africa, Germany, 
and others, are labeling their GMO food products. This is being driven by consumers 

edient list, provenance, 
manufacturing process, shipping, storage, and safety testing.  

Food manufacturers are keenly concentrating on catering to the non-GMO labeling, as 
consumers are becoming increasingly conscious about healthy edible products.  The 
consumers seek the right to know whether the products they are purchasing consist of 
transgenic ingredients, which will help them make well-informed decisions, 
understanding the risks and benefits. Consumer awareness is reflected by various non-
government organizations, like the NON-GMO project16, Green Americans, Organic 
Consumers Association, and others that are actively raising awareness and fighting 
for non-GMO mandatory labelling rules.  

The increasing non-GMO product launches from the food and beverages industry is also 
one of the factors that can positively affect the market growth, further. Technavio 
estimate that there are about 2,000 new non-GMO product launches in the US every 
year and it is expected to increase over the period 2017-202117.  

Technology advances in the market are also identified to increase the revenues of 
the GMO labeled food market during the forecast period18. The anecdotal evidence 
suggesting a shift of mainstream food and beverage products toward non-genetically 
modified ingredients is growing. 

Europe is the pioneer in GMO labeling. Mandatory labeling laws generally come into 
play based on the GMO percentage of any ingredient in a food product, although some 
base the percentage on the entire food item. The most restrictive rules, like the 
European Union, Saudi Arabia, Turkey, and Australia, have a 0.9% threshold.  Others 
allow more GMO inclusion, with South Korea at 3% and Japan at 5%. Australia and New 
Zealand require that GMO ingredients be noted in the ingredient panel, unless the 
entire item is genetically modified. In that case, the information must be included next 
to the name, according to the Food Standards Australia New Zealand agency. South 

                                                           
14 https://www.technavio.com/report/global-food-global-non-gmo-animal-feed-market-2017-2021 
15  https://www.mordorintelligence.com/industry-reports/gmo-labelling-market 
16 https://www.nongmoproject.org/ 
17 https://www.technavio.com/report/global-food-global-non-gmo-foods-market-2017-2021 
18 https://www.mordorintelligence.com/industry-reports/gmo-labelling-market 
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Korea has a higher threshold for GMO labeling, with anything under 3 percent 
considered to be unintentional. 

The growing consumer demand for non-GMO foods has led to the manufacturers 
launching products with non-GMO labeling as part of a deliberate company strategy to 
cater for a larger customer base. Campbell Soup is an example of a major US food 
manufacturer who is now labeling its products. The companies have started to use the 
non-GMO seal over its products. Packaging can also be a huge part of GMO issues, 
depending on what was used to make the packaging.  

Apart from Campbell Soup, other major food manufacturers using non-GMO labeling 
include Nestle, Whole Foods, Organic Valley, and Chipotle. Linked to this has been the 
role of NGOs such as the NON-GMO project
trusted seal for non-GMO product verification in the absence of legislated GMO labeling 
in the USA. However, the US Department of Agriculture is currently in the throes of 
developing proposed GMO labeling for food products in the USA. This process can be 
challenging as there can be tension between what consumers want and what food 
companies want in terms of disclosure. 

The point with GMO labeling is that it can lead to a drop off in consumer demand. 

Understanding consumer preferences 

Rajiv Singh, CEO, Rabobank North America19 highlights key changes in consumer 
preferences: 

 Health and wellness 
 The definition of healthy has changed  means fresh, natural, organic, 

high protein, non- ee-  
 Transparency 

 
how it is made, where does it come from, and what is its environmental 
footprint. 

 Hybrid consumer 
 Emphasis on quality ingredients leads to increased demand for premium 

products across all categories. 
 Convenience 
 Novelty and customization 

Organic sales in the US are growing at an annual rate of 10% for the past 5 years. But 
many materials are being imported. The organic and non-GMO category is now a USD 
50 billion market in the USA. 

                                                           
19 https://www.usda.gov/oce/forum/past_speeches/2017/2017_Speeches/Rajiv_Singh.pdf  
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urce of information for 
consumers. There is more information available on the internet than ever before. 
Millennials (22-37 years old) trust a wide range of sources for information about which 
foods they should eat: 

 Personal healthcare professionals (68%) 
 Friends or family members (41%) 
 Health, food and nutrition bloggers (33%) 
 US government agencies (28%). 

 

However, it is noteworthy that food companies and farmers are absent from the main 
sources of information used by millennials. 

Singh highlights the great need for farmers and the food industry to connect with 
consumers and to start a conversation. 

Understanding more about the non-GMO opportunity in the US 

According to a report by CoBank, increasing demand for organic and non-GMO foods led 
to a sharp rise in organic grain imports in the US in 2016 prompting food manufacturers 
to explore new incentives for US growers transitioning to organic production.20 

Also, in 2015, the US Department of Agriculture commenced a weekly non-GMO/GE 
grain report as part of its Agricultural Marketing Service.21 

An American entrepreneur is building a wholesale commodity market to meet rising 
demand for food that is free from pesticides and bioengineering.22 Kellee James leads 
Mercaris, a US company that hosts online auctions for organic or non-genetically 
modified crops. Hundreds of thousands of bushels of grain and oilseeds now change 
hands on its platform every year. The auctions have brought an element of transparency 
to a hazy sector. Most deals for natural foodstuffs are struck in private. Mercaris allows 
approved buyers and sellers to make anonymous bids and offers in an active market 
where prices and volumes are disclosed. 

                                                           
20 https://www.cobank.com/-/media/files/ked/grain-and-farm-supply/specialty-grains-report--jan-2017.pdf  
21 https://www.ams.usda.gov/mnreports/gl_gr112.txt  
22 https://www.ft.com/content/b7713f30-9b19-11e8-88de-49c908b1f264 
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Montana Specialty Mills announced in 2017 that it has started work on a USD20 million 
mill dedicated to producing non-GMO grain products and organic oilseeds.23 

The Boulder Food Group is a venture capital firm in Colorado that seeks partnerships 
with early stage F&B companies involved with organic and non-GMO products.24 

An interesting case study of an Australian company in the canola industry is Riverina 
Oils and Bio-Energy (ROBE) who are positioned to take advantage of rapidly growing 
value-added non-GMO export opportunities 

ROBE,25 based at Wagga Wagga in NSW, commenced operation in 2013 and is currently 
processing around 200,000 tonnes of non-GM canola from the local area and producing 
around 80,000 tonnes of non-GM canola oil each year. The facility is the first and only 
Australian edible oil company to have attained full Non-GM certification from 
FoodChain ID26 in the USA. 

opportunities continue to grow. 

rading 
manager Lachie Herbert.27 -GM market is a lot larger than we had first 
thought and that is a key reason this facility remains GM-free, while more and more 

Herbert said. 

He said markets were opening up in areas such as California in the US. 

a specific  

Mr. Herbert said entry into high value markets could earn around 20 per cent more 
than the commodity market but added that was offset by the cost of getting the 
product to the US which added much the same margin in costs as the extra price. 

                                                           
23 https://www.fooddive.com/news/montana-mill-targets-booming-demand-for-non-gmo-foods/448283/  
24 http://bfgpartners.com/  
25 http://www.riverinaoils.com.au/  
26 https://www.foodchainid.com/  
27 https://www.farmonline.com.au/story/5519173/riverina-gets-the-good-oil/  
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4. SA needs a differentiated approach from other States to take advantage 
of these niche market opportunities that are not being addressed by the 
existing commodity-based trading system with canola which does not 
focus on value adding 

Maintaining the current GM free moratorium is tactically beneficial to the state of SA in 
positioning its food and beverages globally. The new SA Government can provide leadership by 
working proactively in partnership with industry on better understanding and delivering what 
international buyers and consumers want. 

The evidence is clear: discerning overseas consumers particularly in China are increasingly 
concerned about food safety and what they are consuming. They are increasingly seeing 

s a preferred source for imported foods. They do in fact pay a premium 
for our products and the reason is that these consumers increasingly trust the Australian origin 
because they consider it to be premium and safe.  
 
But we can continue to maintain the status quo at our peril. Consumers, retail markets, world 
trade deals, intense competition from southern hemisphere producers are changing rapidly, and 
we cannot rest on our laurels.    
 
Can SA, a minor player in Food and Agriculture in Australia, differentiate itself from other 
mainland states and adopt a higher strategic space in the global market place?  
 

-positioning food and beverages under a new SA brand umbrella 

non-GM, organic, natural, food safe attributes? 
 
Research literature shows that consumers believe non-GMO produce is clean green and safe.  
Would the adoption of GMO crops have an adverse impact on brand South Australia? 
 
Are there any GM innovations internationally available and that could be grown in SA that could 
be approved by the regulators?  No genuinely independently-verified evidence of such 
innovations could be found. 
 
Where is the independent research evidence from NSW, Victoria or WA experience that GMO 
adoption provides a financial gain for farmers? 
 
The case is clear, and we have canola as an example to base future judgement. 
 
If that is the case, who  -  post farm-gate  -  is getting the marketing benefit?  Where is the 
understanding and transparency of the value chain when this is controlled and managed by 
global traders?  
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contamination or 
commingling issues, re-conversion back to non-GMO status understood by farmers wanting to 
abandon GMO cropping factored in? 
 
And to the pro-GM farm lobby, where is the cost benefit analysis for farmers justifying GM 
adoption? 
 
The abject failure of a recent petition to SA farmers is a case in point: despite a concerted grass 
roots and rural media campaign, promoters have not been able to convince growers that GM 
adoption makes commercial sense.  (Just 221 of the state's 5,300 grain growers signed a petition
in 2017, asking for the state ban on GM canola to be lifted.) 
 
Are the implementation and additional production costs involved in adopting GMO cropping by 
canola farmers offset by improved yields? 
 

clean, green and safe or ideologically adopting GM crops that may eliminate SA`s point of 
difference and taint our global image for a few farm productivity gains? 
The evidence is clear:  considering the gaps in knowledge, there is no rational, logical 
argument but to continue to maintain the moratorium. 
 
 
Recommendations 
That the South Australian government: 
 

 maintain its GM-free policies and moratorium on the growing of commercial GM canola 
until at least 2025, as parliament decided; 

 keep and strictly enforce the state ban on the transit of any GM seed through the state;
 advocate the OGTR and FSANZ continue to assess, regulate and license all new and 

emerging GM techniques and their products, under the national Gene Technology 
Scheme. 

 
 
Yours sincerely, 
 
 
Jim Mitchell 
President 
South Australia Genetic Food Information Network 
 
Date:    5th November 2018 
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APPENDIX - SA canola industry, its infrastructure and how its distribution 
systems operate within the Australian and global markets 

Size of the Global Oilseed Market 
1. The global oilseed market is huge and used both for food and biofuel. Global oilseed production 

is forecast by USDA at 604 million tonnes in 2018/19 and is dominated by soybean production at 
370 million tonnes. Rapeseed (canola) production is forecast at 72 million tonnes. 

2. The s higher in October relative to September as gains for the 
European Union, Ukraine and the United States more than offset reductions for Australia 

3. The major exporter is Canada with 11.6 million tonnes followed by other at 5.7 million tonnes of 
which Australia is forecast to export 2.5 million tonnes.  

4. The three key buyers are China (5.6 Mt), European Union (4.4 Mt), Japan(2.5Mt) and a number 
of smaller buyers (4.2 Mt). 

5. Domestic consumption of rapeseed and products in the EU is around 24 million tonnes a year of 
which biodiesel usage is around 12 million tonnes a year, mostly for blending with fossil diesel to 
achieve EU environmental protection targets. Consequently, there is a substantial requirement 
for edible oil consumption in a market which is increasingly dominated by changing consumer 
preferences to non-GM and organic products. 

Oilseed Distribution Systems 
6. In South Australia the bulk handling system is owned by Glencore/Viterra. Canola is received at 

nominated silos in regional South Australia, railed to Port Adelaide, trucked to Yorke Peninsula 
ports and Port Lincoln. 

7. The canola receival standards are based on Australian Oilseeds Federation CSO-1 and CSO-1A 
and applied by Viterra in South Australia. No GM canola is received in South Australia. Non-GM 
seed is tested on delivery by the farmer, on receival at the processor and on receival at port. 

8. All bulk handlers signed on to the Australian Oilseeds Federation protocols to set in place the 
segregation facilities, the quality assurance systems and the organised testing and sample 
retention systems designed to deliver the outcomes. Outside the two standard grades, the 

and practices as they differ from the CSO1/CSO1-A segregation are at their own discretion, cost 
and responsibility. This allows specialist marketers to supply demand for non-GM product, 
meeting more rigid purity standards. 

Oilseeds Processing 
9. South Australia has no oilseed processing facilities and is dependent on either bulk shipment to 

the European Union and China or to Australian oilseed processors in NSW and Victoria. 
10. For smaller quantities of non-GM canola there are a few smaller exporters who clean, bag or 

pack in bulk containers following a rigorous Identification Preservation (I.D.) system. They aim to 
maintain product integrity and/or purity (within given standards) along the supply chain. e.g.:
Kangaroo Island Pure Grain (KIPG). 

Response to Consumer Preferences 
11. The introduction of Genetically Modified (GM) canola has prompted GrainCorp -

We 
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acknowledge growers' needs for GM technology to support local canola production and likewise 
-  GrainCorp Oilseeds, together 

with Nuseed, provide solutions for increasingly health conscious oil consumers. 

a high stability canola oil that is well suited  
 

12. Cootamundra Oilseeds is hopeful new processing techniques will help the company fill a gap in 
the premium canola oil market. The canola processor in southern New South Wales has 
outgrown its original plant in the town. It has invested $10 million in a new factory, to produce 
cold-pressed or virgin canola oil, as well as meal for the livestock feed market. 

13. Riverland oilseed processors advocate for Identity Preservation (both Soft and Hard I.P.). The 
steps taken include: 

 Crop grown and harvested to specifications 
 Segregated storage and/or supply chains 
 Production targeted to market 
 Traceability from consumer back to farm 
 Premiums paid along the complete supply chain 
 Batch processing 
 Examples include certified seed, high erucic rape seed, high oleic canola, non-GM canola 

14. The current system in other states is for GM and Non-GM canola deliveries to be segregated at 
no extra cost to growers for bulk sales. For smaller growers there is a system of coexistence in 
place on delivery. 

15. Two examples include Kangaroo Island Pure Grain and Riverland oilseed processors who have 
developed key markets for non-GM canola. 

Markets for GM-free Canola 
16. Some markets prefer non-GM canola. They include the European Union for edible oil sales 

outside the biodiesel market; Japan for non-GM food sales; the USA where demand is increasing 
for non-GM edible oils including canola and soybean oils. China is a major potential market still 

yearly basis. 
17. Increasing consumer demand for organic and non-GM foods led to a sharp rise in organic grain 

imports in the USA in 2016, prompting food manufacturers to explore new incentives for U.S. 
growers transitioning to organic production, according to a new report from CoBank. While U.S. 
production of non-GMO crops has risen, domestic production of organic corn and soybeans 
remains well short of demand. 
Domestic supplies of non-GMO corn and soybeans increased steadily in 2016 as growers 

converted acreage and captured moderate market premiums, irector of the 
Knowledge Exchange Division at CoBank.28 

18. There are several markets that prefer sustainability in both organic, and non-GM, canola oil 
which is cold pressed. That is, it has not been solvent extracted using the chemical hexane. 

19. The current tariff war between USA and China over soybean imports opens substantial market 
opportunities for South Australian canola targeting the non-GM component of the Chinese 

                                                           
28 https://www.feedstuffs.com/news/rising-demand-organic-non-gmo-grains-outpaces-us-production  
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edible oil market. The issue of black leg disease is a major hurdle for the South Australian 
industry to overcome first 

 
20. Canola can earn a premium when certified as sustainable and sold into the European Union (EU) 

biofuel market.  This is a significant market for Australia. In 2016, 57 per cent of Australian 
canola production, and 91 per cent of canola exports, were sold into the EU certified sustainable 

methane, nitrous oxide) emissions and to improve energy efficiency, the European Union (EU) 
Renewable Energy Directive created market demand for biofuel by mandating that the EU will 
achieve a 20 per cent improvement in energy efficiency by 2020 with at least 10 per cent of all 
fuels used in the transport sector sourced from renewable energy. Biofuels made from biomass 
crops such as canola can be accepted for this market only if they provide enough savings in 
greenhouse gas emissions relative to the fossil fuels they replace.   

21. By understanding the European biofuel market for Australian canola, Australian canola growers 
can sell into the European biofuel market by certifying their canola as sustainable.  However, it 
does not have to be GM free. 

22. Key points 
 ola production (49 per cent) has entered the European Union 

(EU) biofuel market over the past five years. 
 From January 2018, canola is accepted for this market only if the biofuels made from it meet 

a new, higher greenhouse gas emissions savings requirement of 50 to 60 per cent, up from 
35 per cent. 

 CSIRO research has helped the industry retain market access by providing evidence that 
biofuel made from Australian grown canola can achieve the new requirement. 

 Growers supplying this market sign a self-declaration form confirming they meet other 
sustainability requirements of the EU Renewable Energy Directive and are willing to be 
audited.  

 Growers should ensure they understand the requirements for participation in the market.
 Growers may be audited and will require specific farm records 

However, since approximately 80% of canola is still open pollinated (OPTT) it can meet both the 
sustainable and GM free requirements.  (AusCanola 2018) 

s role in marketing and distributing GM-free Canola 
23. The logistics concerning boxed exports of agricultural products are well developed in South 

Australia due mainly to the recent surge in pulse imports by the Indian subcontinent. The 
processes of provenance and product assurance are also well developed and could be used for 
targeted non-GM global markets. There are a number of companies involved in marketing South 
Australian non-GM canola, some of which are based in South Australia. 

24. There is very little involvement by South Australian growers in exploring potential markets for 
non-GM canola premiums as most of the marketing is left to the major players. This contrasts 
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with Western Australian growers29 who visit non-GM customers in key overseas markets to 
better understand their needs. 

Clearly there is evidence for market benefits resulting from maintaining GM-free canola in South 
Australia. Strong and growing consumer demand from countries including Japan, USA, EU, India and 
Australia suggest there is a market for GM-free canola for both edible oil consumption and for livestock 
feed. In addition, the EU has agreed to a sustainable canola standard to meet climate change targets for 
use in biodiesel manufacturing, and which Australian canola production meets.  It can include both GM 
and non-GM canola. 

South Australia is well position in that it has effective segregation distribution and monitoring processes. 
However, it lacks an oilseed processing plant and engagement of most producers in the marketing of 
their canola as GM-free. 

 

 

 

 

                                                           
29 Already the Narrakine Western Choice Pty Ltd from WA has a strong relationship with the Seikatsu Club 
Cooperative with two-way visits to further develop business together with non-GM canola for mutual benefit. 
(http://www.seikatsuclub.coop/about/news_201449.html  
There are 25 million members of consumer cooperatives in Japan which offers a huge opportunity. 


