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But as Nike so famously said – ‘There is no finish line.’



Eastern Market Indicator (EMI)
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If we look at the Eastern Market Indicator (EMI) in AUD, the rise in recent years has been significantly increasing, but with less volatility. In Australian dollar terms, the EMI reached as high as 1546 c/kg in the 2016/17 selling season, breaking historic price levels. The EMI closed for the July selling recess at 1522 c/kg. Selling resumed at the start of August, and at the end of last week the EMI achieved its highest ever level, closing at 1550 c/kg.



East Riverina Wool Statistical Areas (WSAs)
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Wool Statistical Areas are the regions under which key test data is reported by Australian Wool Testing Authority (AWTA). This is the data AWI uses to report on wool production volume and the micron profile in any given area. I’m going to show a few slides on Eastern Riverina (Key Test Data) from AWTA – looking at the Wool Statistical Areas around the Wagga region.



Eastern Riverina Clip Profile: 2005/06 – 2016/17
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If you look at the wool production by micron in (more or less) five year intervals, there are two distinct trends.Firstly, Merino-types - finer end of the clip is becoming finer and rebounding from the slump in production back around 2010. The eastern Riverina wool clip has become finer overall since the 2010/11 season (majority of production around 20 micron) with 2016/17 (majority of production around 19 micron).Wool production has increased 11% (almost 1.7 million kg)  since the 2010/11 season. The second is the increase in broader micron wool production, driven by a shift to dual purpose strategies.



Eastern Riverina Clip Profile: 2015/16 – 2016/17  
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If you look at the change in the 12 months 15/16 to 16/17, the increase has been in that finer end (17-20 micron).The region produced in excess of 23 million kg in 2016/17, with 66% of that wool testing at less than 23 micron.



5 year Australian wool prices: 17 – 21 μm 
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And with prices for these microns further increasing over the past 12 months this has paid off.Merino qualities of 19 micron and finer have seen high competition, causing prices for these wool types to firm during recent sales, while 20 – 21 micron has continued strong returns. 19 micron has risen 490 cents in five years20 micron has risen 370 cents in five years 21 micron has risen 290 cents in five years



5 year Australian wool prices: 22 – 26 μm 
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Notably, there has been a lift across all wool under 25 microns, while a healthy stock level of crossbred wools in storage has led to a drop in the price across the board for these broad wool types.So what is underlying the drivers of the increased demand, which is currently outstripping the increased supply?



PROVENANCE

Presenter
Presentation Notes
More and more consumers want to know where the product comes from, and wool has a unique story that other competitive fibres – in particular synthetics – can’t.A couple of examples of this in Australia this year were our partnering with Country Road and Westfield.  Both highly successful partnerships.



PROVENANCE
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This is not just an Australian trend.  Major Chinese brand ICICLE have been successful with this for a number of years.  (Your live streaming experience)Video of how this is portrayed this in the China market



SLOW FASHION
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Another growing trend has been the push back on ‘fast fashion’. This also plays well for wool and has been highlighted through the Campaign for Wool (patroned by Prince Charles), programs such ‘The War on Waste’ (in Australia) and a recent high profile documentary by Alex James (basist from Blur) called ‘Slowing Down Fast Fashion’.    



HEALTH & WELLBEING
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Something AWI has been working on for a number of years is health and wellbeing – particularly targeting the mothers and babies market.  A key challenge here has been to breakdown the perceptions of ‘being allergic’ to wool.Research studies funded with the Queensland Institute of Dermatology and the Murdoch Children’s Research Institute are not only breaking down those perceptions, but there is considerable peer-reviewed results that show fine wool next to the skin helps with a range of adverse skin conditions – including eczema.



Sport, Performance & Innovation

Presenter
Presentation Notes
For over 20 years AWI & its predecessors have been working on innovation in Sport Performance. With the trend towards athleisure, wool has no made the jump from niche brands and products into the main stream. Brands such as Adidas, Nike, Under Armour and New Balance all have innovative Merino products in their Northern Hemisphere ranges.  And with this they bring along their brand ambassadors.In Australia, we have been able to tap into the AFL supporter gear market, with retro jumpers, scarves and beanies for all clubs.  Elite players from wool backgrounds – such as Temora local Luke Breust, Lake Grace’s Nat Fyfe and Finley’s Tom Hawkins, have all got behind the program.This year will see the launch of a Wallabies range of wool supporter gear.



Summary

• Wool prices increasing and supply increasing = greater 
demand for Australian wool

• Trends for environmentally friendly fibre options that 
meet lifestyle, health and wellbeing needs are positive 
signs for wool

• As Nike says, ‘There is no finish line.’
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In summary – prices appear set to stay solid – particularly in the finer end, with global trends favouring wool.And with lamb price remaining high as well, wool production is not forecast to increase any great degree in the near future.But as Nike say – ‘There is no finish line’ and we still need to be working with global brands and partners around the world to keep wool relevant and a product consumers are willing to pay a premium for. 
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