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MyTake
with CATHERINE BARNETT
Food SA chief executive

Overview:
SOUTH Australia’s vibrant food culture is the
inspiration of creative, passionate and
committed foodies such as Pangkarra Pasta.
Understanding the whole chain, from what is
required to produce premium crops, superior
beef or bio-dynamic milk, to then continue the
journey – through product development,
manufacturing, distribution and marketing isn’t
for the fainthearted.  

The good:
For health-conscious, time-poor consumers,
natural niche processed foods are an excellent
means for accessing foods with integrity. From
a producer perspective, the paddock-to-plate
approach provides an excellent – although
high-cost -entry for passionate and committed
‘foodies’ to showcase the potential of their
harvest or base product.  

The bad:
The paddock-to-plate concept is becoming
more generic in its application, broadening to
include whole of industry production systems –
the positive is that it is gaining in recognition to
a broader audience, but possibly losing its
relevance to small producers. The investment
required to develop a product to the point-of-
sale should be well considered and viewed as a
long-term proposition – building a brand – and
a positive cashflow – does not happen
overnight. 

The way forward:
Australia’s food culture values choice. Across
the whole chain – consumers, distributors,
retailers and producers value choice. While
considering the opportunity for your product, it
is also worth considering the various pitfalls,
shortcomings and challenges in establishing it
in the market.

My top 5 tips:
1. Reality Check: assess the market

opportunities and weaknesses for your
product equally. Invite feedback from market
specialists.

2. Relationships: from local growers to other
producers, distributors, retailers and end
customers, relationships will become guiding
forces in many of your decisions. 

3. Expectations: monitor your expectations: take
a long-term outlook to establishing a
profitable product in the market.

4. Supporting the market: it is a myth that
products sell themselves.  

5. Responding to consumers: Maintaining loyal
customers is important for every brand, and
often easier than converting new customers. 

Need to know more?
08 8303 9416, contact@foodsa.com.au
www.foodsa.com.au

CROPPING

BY LOUISE McBRIDE

THE Maitland family has
joined a growing movement
of farmers who are adding

value to produce grown on-farm
and marketing a branded prod-
uct to a more discerning con-
sumer base for a premium price. 

They are attempting to value-
add to their cropping operation
by producing a premium stone-
milled wholegrain pasta made
from durum wheat grown on
their Clare Valley farm. 

A year after the idea was first
discussed, David and Margot
Maitland and sons Sam and Jim
together with Jim’s fiancé
Katherine Lindh, have branded,
marketed and produced
Pangkarra premium dry whole-
grain pasta which hit the shelves
of South Australian gourmet food
stores in April. 

The Maitlands have been pri-
mary producers since 1866. With
the chance to diversify their sole
cropping enterprise and the
opportunity to value-add to grain
grown on the farm, they are now
overseeing their primary pro-
duce up to the supermarket
shelves. 

Jim is the fifth generation to
farm on Anama Park, near Clare.
The family continuously crop
about 3000 hectares including
leased and share-farmed land
and grow wheat, barley, canola,
legumes and export hay. 

In an effort to set up an off-farm
income source, the Maitlands set
up a food business called
Pangkarra Pty Ltd. 

"We were keen to diversify
some of our primary production,
spread risk and participate fur-
ther down the supply chain while
utilising our own produce," Jim
said. 

"We felt there was room in the
market place for stone-milled
wholegrain pasta and managed
to partner with Gerald and Mark
Murphy from Mirfak Pty Ltd to do
the milling and Carmelo Baldino
to do the manufacturing. 

"It essentially can be a terrific
risk management strategy – using
100 per cent arable land and util-

ising the marketing skills and
resources of family members –
but at the moment, it is still a
risky move.

"These are early days but we
hope it will be a success." 

Jim said there were many
avenues which could be taken to
diversify a farming enterprise but
he wanted something that tied
into their existing operations. 

With their new branded prod-
uct, the Maitlands are tapping
into an increasing consumer
awareness of food and where it
comes from and also supporting
local, family products that are
environmentally sustainable.

By overseeing a food product
from paddock to plate, they hope
to eventually boost farm profit.

The big point of difference from
multinational corporations is
that the Maitlands' product is
fully 'traceable' and family owned
which gives it a marketing edge.
It is also the only Clare Valley pre-
mium stone-milled wholegrain
pasta on the market.

The family’s Pangkarra pasta
has been trialled in the market
place for one month and next
week, they will receive solid retail
feedback. 

Jim said it would be a long time
before any benefits were truly felt
but the family was "having a go"
and upbeat about the product
and the future. 

“The idea would not have
become a reality without support
from National Australia Bank,” he
said.

Jim said the main challenges
now were the process of research
and development, commerciali-
sation, trade marketing and set-
ting up a new business entity but
what was crucial was raising con-
sumer awareness about the bene-
fits of stone-milled wholegrain
products and encouraging peo-
ple to buy their smaller-line prod-
uct over mainstream offerings.

Pangkarra pasta is made into
fettuccine, spaghetti, linguine
and penne. 

"Quality durum is grown on-
farm and stone-milled using tradi-
tional methods, which means the
natural flavours of the grain
remain intact throughout the
milling process as the grain is
crushed rather than cut," Jim
said. 

"The flour is hand-crafted into
various pasta shapes and
allowed to dry in low tempera-
ture-controlled conditions.

"No preservatives or chemicals
have been used in the manufac-
turing process to achieve our
result. It is 100 per cent natural.

"We have been motivated by
the fact that our product has
many health benefits and pro-
vides a great eating experience. If
we were just copying mainstream
products, we would be destroyed
overnight."

The Maitlands plan to focus on
stone-milled wholegrain dry
pasta in the short term with an
eye on expanding to other whole-
grain food products.

Jim said it had been a long road
and despite challenges, the fami-
ly business has 'rolled with the
punches' and developed an arti-
san-style product which received
glowing reviews from the food
industry, including Maggie Beer. 

But is all the extra cost and
effort worth it in the end?

While it is still early days, Jim
hopes that a small participation
in the market category translates
into a valuable experience worth
pursuing long-term.

And while it looks like the move
down the branded path will pay
off, benefits can be seen only in
the long term.

"We don't really know at this
stage how it is all going to pan
out but we are having a go and
that's all we can do."
• Details: Pangkarra Pty Ltd
www.pangkarrafoods.com.au
Gourmet food distributors Food Nation 08
8346 9388 or www.foodnation.com.au

Durum farm
loads value

MORE BENEFITS: Clare farmers Jim Maitland with fiancé Katherine Lindh and
parents David and Margot Maitland have added value to durum wheat grown on-
farm to produce a premium stone-milled wholegrain pasta product which hit the
shelves of gourmet food stores in April.

BRAND WORKS: With their new branded
product, Pangkarra pasta, the Maitlands
are tapping into an increasing consumer
awareness of food and where it comes
from and supporting local, family owned
products as well. While it is still early
days, Jim Maitland hopes their efforts to
oversee a food product from 'paddock to
plate' will pay off in the long term.

5CriticalFactors

1 Pangkarra wholegrain pasta in
SA stores

2 High-end product demands
premium price

3 Market to gourmet, discerning
consumer base

4 Keen to participate down the
supply chain

5 Product fully ‘traceable’ and
family owned

An RFDS EventMajor Sponsors

G R O U P  O F  C O M P A N I E S
MGA Whittles

Major Donor Supporting Sponsors Media Partner

Hoodoo  Gurus
For tickets contact RFDS on 8238 3333
All proceeds to the Royal Flying Doctor Service

Gala
BALL

12
85

14
9S

J2
1/

4/
11


