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Well-known and well-loved Australian egg brand Sunny Queen Farms
is diversifying its product offering with a range of innovative value-
added, egg-based products.

he longevity and
loyalty that Sunny
Queen has in Australia
is impressive. With
roots dating back to
the 1930s, this 100-per-cent-
owned and -operated Australian
company has strong ties to the
land and farmers across Australia.

The CEO Magazine spoke to
Managing Director John O’Hara
about what eggs he and his
team are laying for Sunny
Queen’s future.

The CEO Magazine: Since
becoming MD in 2002, how have
you transformed Sunny Queen?

John: When I arrived at Sunny
Queen, the company was
predominantly a shell egg business
based in Queensland, selling eggs
to the Queensland market and
primarily to supermarkets. We were
very much a one-channel, one-
product business. After arriving, |
did a critical analysis of the
business to see where to from
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here, and it was quite clear that we
needed to expand our base in
terms of product range, branding,
and channels of sale.

We made sure that we had a good,
strong brand, and the idea was to
grow the Sunny Queen brand and
move it interstate through the
supermarket channel and also
through the alternative market

for food service and the
independent market.

Thanks to that approach, we are
now represented in every state of
Australia with our Sunny Queen
brand and our little character
Sunny. That was probably the first
major step for us in getting
ourselves known across the country.

The other key strategy was
product portfolio expansion.
There were clearly a number of
opportunities overseas in the
value-added, egg-based product
category—whether that’s with egg
patties, omelettes, scrambled eggs,
poached eggs, boiled eggs, as well

“Thanks to that
approach, we
are now
represented in
every state of
Australia with
our Sunny
Queen brand
and our little
character
Sunny. That
was probably
the first major
step for us in
getting
ourselves
known across
the country.”

as a whole bunch of other
opportunities that hadn’t been
thought about. Around 2006, we
started our value-added business
and we have been quietly growing
that in the background.

We are servicing the food-service
market with omelettes; that was the
first product that we launched. We
have gone into scrambled egg mix,
and more recently we went into
poached eggs in the food-service
market. In October 2013, we
launched our first convenience-
type product, our Breggie Bake, a
new product concept of real eggs
and real bacon to eat on the go.
We are continuing to work towards
transforming the business into
what I would call a true value-

added food business.

How do you see those new
value-added egg products
shaping the future of
Sunny Queen?

Based on what we see overseas,
there’s a big opportunity here. >
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Breakfast is a huge growth
opportunity, and we focus resource
on determining what the consumer
wants out there, what’s required,
and putting products on the table.

I see our future as very bright in
this area. I think eggs are almost
the last frontier in terms of
value-adding and giving people
other reasons to go out and get
breakfast on the run. We
conducted some research recently
with tradesmen and found that
bacon-and-egg rolls were the
number one product they went for
at breakfast because of the protein
and the taste.

That’s great. But the problem
we've identified through research
is that there’s at least one in four
tradesmen who are skipping
breakfast at least three times a
week. There’s still a lot of people
out there who haven’t quite got a
breakfast offering that ticks all the
boxes. That’s why a product like
Breggie Bake is so innovative: it’s
portable, it’s convenient, it’s full of

the protein that they need, and it’s
real bacon and real eggs.

For us, the future is bright, it’s
about finding the right products
to meet the consumer demand in
all the right categories. We've got
some exciting ideas in the
pipeline that we will introduce
into the marketplace.

How have you drawn on Sunny
Queen’s longevity and more
than seven decades of
experience as you’ve moved
the company forward?

We have a unique model in our
business. We are owned by two
farming families, and the farmers
look after the back end and Sunny
Queen looks after the front end.
We do all the sales, marketing,
distribution, and the
manufacturing of the value-added
egg products; but we draw on the
experience of our farmer base to
ensure that we have good
stockmanship and good welfare
practices, and to ensure that we

have the right types of eggs to
meet the consumer demand.

We ensure that they are farming as
efficiently and as effectively as
they can so that we can put
affordable protein on the table.
Their job is to ensure that a
good-quality product comes to us
in the form of shell egg and/or
pulp, which is really just the egg
without the shell on it, and from
there we want to add value along
the chain so that consumers can
say, “When I'm thinking of eggs
or thinking of value-added, I'm
thinking of Sunny Queen.”

That leads into my next
question: how have you nurtured
relationships with your suppliers
and partners?

We strive to have very strong
relationships with our suppliers, as
they play a key role in the success
of our business. Our largest supply
base is obviously our egg farmers;
but we do have other companies,
such as our ingredients suppliers

East St, Warwick QLD 4370
(07) 4661 8922
www.wickhamfreightlines.com.au

With more than 40 years' experience in
interstate and regional refrigerated and
specialised transport services, Wickham
Freight Lines’ focus is on providing
excellent customer service.

We provide a total transport solution, with
daily services between major capital cities
and regional services in Queensland,
Victoria, and New South Wales.

“Wickham Freight Lines have been providing transport services to our business for the past

year. We chose to engage with Wickham's as we believe they are able to best meet the

needs of our business and our service expectations. Wickham's works closely with us to

ensure a smooth transition with no disruptions to our business. They provide us with a high
level of service and professionalism.” - testimonial from Sunny Queen

for our products, our packaging
suppliers, and our service providers
who look after our equipment

and machinery.

Our suppliers are an integral part
of our wider team, and we put a lot
of focus on ensuring that they
understand what we need and
where we’re heading so that they
themselves can plan ahead for our
future as well. So it’s very
important that we have that
two-way communication where
they understand what our future
requirements are and we work
with them on those requirements.

How do you engage and
communicate with
your employees?

I hold regular business updates
with the staff based at our head
office in Brisbane. I explain to

them how our business is

travelling, what have been our
challenges and our wins, and what
I see of the business environment
and how it looks in the future. It’s >
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congratulates Sunny Queen Eggs on its new world class production facility

Our Brisbane-based manufacturing facility designs and manufactures
modern conveying systems and allied equipment primarily into the

food, pharmaceutical, and related industries. We assist in taking projects
from concept right through to completion. All designs are done on
3D-modelling software, and all manufacturing and design is done in-house.

Workshop facilities include CNC machining centre and CNC mill/turns. In
addition we have the ability to turn up to 3000 mm diameter x 2000 mm
high and 450 mm diameter x 6000 mm long. Our fabrication shop has a
full suite of welders, plasma cutters, and cranes. Balancing equipment is
held in-house with a very large capacity.

CONTACTS:

Cameron (Materials handling and specialised machines)
John (General machining and fabrication)

Brian (Centrifuges)

Metric Manufacturing Pty Ltd
2 Production Street,
Beenleigh, @ 4207
Tel: (07) 3807 4788 /.

Fax: (07) 3807 3451 Q) ety

E-Mail: brian@metricmanufacturing.com.au  Www.metricmanufacturing.com.au Inioeative Engiesaring Sobions



ARE PLEASED TO PARTNER
WITH SUNNY QUEEN AUSTRALIA
co LDSTO R ES IN NORTH QUEENSLAND

Coldstore Warehousing

e 4,000 pallet capacity

¢ Freezer, chiller, blast freezing

e Export, WQA, SQF, Safe Food
Accreditation

¢ Order picking, cargo consolidation

e Stock inventory management

We are the refrigerated
logistics experis
in North Queensland

Refrigerated Transport Distribution
e Modern Fleet of 10 refrigerated trucks
e Duel zone refrigeration, Euroscan

WE SPECIALISE IN PROVIDING

- g;git:;g‘c?Accreditation REFRIGERATED LOGISTICS

¢ Daily transport services from Townsville to: SUPPORT TO CUSTOMERS
Mackay, Airlie Beach, Bowen, Ayr, SERVICING THE WOOLWORTHS
Charters Towers, Ingham, Tully, Mission AND COLES DISTRIBUTION

Beach, Innisfail, Cairns, Mossman,
and Atherton Tableland.

CENTRES IN NORTH QUEENSLAND

HARBOURSIDE

»
DLDSTORES|
refrigerated logistics

www. harboursidecoldstores.com.au

Check our website for details: www.harboursidecoldstores.com.au
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WHY CHOOSE HUHTAMAKI?Z IT'S SIMPLE!
* Made from recycled paper, our egg packaging is biodegradable

and 100 per cent recyclable.
¢ Products manufactured locally in Australia and New Zealand.
e Local technical and sales support.
e Shorter lead times and order minimums.
e Extensive knowledge of the industry, with strong emphasis

on customer service.

¢ Global presence with a wide product range available
HUHTAMAKI

¢ Quality accredited AS/NZS 1SO 9001:2008

EXPERIENCE THE HUHTAMAKI CUSTOMER FOCUSED DIFFERENCE:

a great, two-way open forum so
every team member can
understand the bigger picture and
their role in helping to make it
happen, and can ask me anything,.

My senior team and I also spend
time interstate with our teams,
discussing the business and
listening to their ideas. We’ve also
invested in video conferencing so
that we have a weekly hook-up
with our teams interstate.

It’s all about communication and
talking with our people on a
regular basis. I have an open-door
policy, so anyone can either ring or
walk through my door. That’s

how we work together to make
things happen.

What would you say are the core
values that underpin Sunny
Queen and its culture?

Being a farmer-owned
organisation, we are very much
part of the people on the land. Our
board is made up of four directors
currently. There’s the two farming
families on the board, and we have
an independent director and
myself. Our strong connection with
the land drives our culture, so I
would say we’re down to earth,
open, honest, hardworking, but
also have fun.

We like to have fun in the office.
People spend a lot of time here
and they’re under a lot of pressure
because we are dealing
predominantly with a fresh
product that needs to be moved
around the country. We have to
develop an environment where
people feel happy. Being able to
say that we're a privately owned,
family organisation working for
two farming families and
employing a lot of people out
there on the land, I think people
get it and understand that it’s a
worthy calling,

What’s your short- and long-term
vision for Sunny Queen?

Our short-term focus currently is
working towards getting through
an egg shortage caused by a
disease outbreak in New South
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“What we're
trying to
achieve as a
company is to
provide a
nutritious,

egg-based
product that fills
people up.”

- John O’Hara

‘Wales, which affected a lot of
birds. None of those were

connected with us and it was all
contained, but we’ve just been
focusing on maintaining and
keeping supply up. Outside of that,
we're also focusing on growing
our value-added egg products
business and expanding our
channels of sale.

We’re working closely with
hospitals, aged care, and mining
companies, ensuring we are
positioned to deliver the products
they need to help their constantly
evolving businesses flourish.

In the longer term, we are
100-per-cent focused on
developing products both through
the value-added range and
through our shelled eggs that
consumers want. We are always
researching the marketplace on
what the emerging trends are,
through our own research,
one-on-one, in groups of
consumers, and also the wider
marketplace. Our goal is to launch
products to meet those needs. The
specific need at the moment is
breakfast, because I think a lot of
people out there don’t have many
quick options for breakfast. Lunch
and dinner is a very crowded
marketplace where people are
reinventing things for lunch and
dinner, but the one area that has
yet to fire up and has a lot of

potential and possibilities is
breakfast, and that’s what we’re
going to be focusing on.

Do health issues influence what
goes onto the market?

The trends from overseas have
been very interesting. There are
lots of products on offer overseas
that aren’t offered here. I think
the important thing that’s
emerging in this market is the risk
of obesity, diabetes, and other
similar health issues.

What we’re trying to achieve as a
company is to provide a
nutritious, egg-based product that
fills people up. It’s actually a really
versatile product that can be used
across a number of meal
occasions. It fills people up so
they don’t have to over-eat. It’s a
good form of protein, it’s slow
release, and it’s good in terms of
your energy levels throughout

the day.

It’s really important that we get the
message out there that there are
opportunities to proactively tackle
things like obesity and the
diabetes issues that we have as a
country. Also, just offering
opportunities in schools like our
Breggie Bake—it’s a perfect
product for schools because it’s
full of the nutritional goodness
of eggs. o
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