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NEWSLETTER 

Issue 97 - February 2022 

Dear Oliveti members 

Hope you are all well and spending time in your groves looking at 

the progress of your olives. As we are nearing our harvest time, for 

some of us our olives are ripening earlier than usual. This seems to 

be happening each year now so the seasons are changing, and we 

will need to adapt to that. The plus side is the earlier we pick the 

higher the polyphenols however we may get a smaller yield. 

On the 13th of February we held our AGM and also a Field Day at 

Les and Kay Woodhams. Due to the cyclone, we held the AGM at 

the local hall. There was no power however and other than missing 

out on a hot cup of tea all went very well. We also had the chief 

judge from our Olive Awards, Lawrence Eyres, to speak on his 

experiences of Olive tasting. We also had all the oils from the 

recent tasting so we could judge for ourselves. Leon Narbey who 

won the “best in show” was unable to make it as his plane was held 

up in Nelson so we will have to present to him on another occasion. 

As I mentioned previously John Bishop, Peter Crelinsten and Derek 

Holland have resigned from the committee and we have elected 3 

new committee members Tina Watson, Ban Aldin and Ewen 

Hutchinson. So, congratulations and welcome to Tina, Ban & Ewen.  

Our new committee for 2022 is:  

John Pearson Chair and Membership 

Pauline Young Secretary 

Tina Watson Treasurer 

Murray Thoms Committee - Publicity 

Les Woodhams Committee  

Ewen Hutchinson Committee 

Ban Aldin Committee 

Also, a pleasant task was to propose a motion of Life Membership 

to John Bishop. This was unanimously approved so congratulation 

to John Bishop for the dedication you have made to Oliveti over the 

many years. From 1996 I believe, but I am sure John will correct 

me if I am wrong. Without John’s input Oliveti would not be the 

success it is today.  

After the AGM we went to Kay and Les Woodhams’ grove. Les & 

Kay have about 160 trees but interestingly they are also selling a 

few off to a Nursery. They are looking to sell their grove so if 

anyone knows of someone looking for a grove contact Les & Kay. 

We also would like to welcome new members: Blair and Daniela 

Johnson in Tutakaka, Jamie and Ginene Vallance from Warkworth 

and Rod & Megan Chrisp who have just purchased bare land in the 

Kerikeri area and so are on the journey many of us have taken. We 

hope to have you at our next Field Day which is at Ewen and Lesley 

Hutchinson’s grove up North in the Hihi area. Date and details to 

be provided soon. 

Well that it from me and hope to see as many as can make it at the 

next Field Day 

John Pearson (Chair) 

info@oliveti.co.nz   Mob:021 902330 

 

 

http://www.oliveti.co.nz/
mailto:info@oliveti.co.nz
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IT’S PRESSING TIME 

Please support our OLIVETI Sponsors: 

In the far North many of our members will already be starting to check out their 
harvesting equipment in preparation for this season’s harvest which looks as if it 

will be up on last year. 

We have a number of new members who have joined Oliveti over the last 12 

months and for their benefit and all others, here is a complete list of those of our 
Corporate Sponsors who provide Contract Olive Pressing services. 

We are fortunate to have local press houses in Kerikeri, Tutukaka and Wellsford. 

Please contact the individual press houses directly to obtain all the information 

you require and to make a booking. 
 

Far North 

Olivado Limited 

41 Sandys Road 

RD 2 Kerikeri, 0295 

Pressing Enquiries to: Julie Fenwick 09 407 3080 or email sales@olivado.co.nz 

Website: www.Olivado.com 

 

Northland 

Quail Ridge Cielo Uliveto Limited 

143 Saqa Way 

Matapouri, 0173 

Pressing Enquiries to: Roger Stephenson 09 434 3337 or 0274 773 464 or email: 

r.stephenson@xtra.co.nz 

Website: www.cielouliveto.co.nz 
 

Auckland 

Salumeria Fontana Limited 

7 Harding Road 

Hoteo North 

RD 2 Wellsford 0972 

Pressing Enquiries to: Greg Scopas 09 423 7678 or email: 

greg@salumeriafontana.co.nz 

Website: www.salumeriafontana.co.nz 

 

http://www.oliveti.co.nz/
mailto:sales@olivado.co.nz
http://www.olivado.com/
mailto:r.stephenson@xtra.co.nz
http://www.cielouliveto.co.nz/
mailto:greg@salumeriafontana.co.nz
http://www.salumeriafontana.co.nz/
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A Guide to Efficient Olive Harvesting 

I picked up on this manual in the latest Olives NZ Newsletter. Ed  

First published in 2008 by the Australian Rural Industries 

Research and Development Corporation, it is still very 

relevant today and provides information that will assist all 

Olive Growers be they in NZ or Australia to achieve 

improved harvest efficiency. The document presents 

optimal harvest efficiency options for the full range of 

mechanisation and scales of operation experienced by 

growers in the Australian environment - from hand 

harvesting through to large scale operations. The manual 

provides information concerning the theory and practice 

of harvest efficiency, including the physiology of the olive 

tree, grove design and management right through to the 

range of options of mechanisation most of which is equally applicable in New 

Zealand. 

Foreword 

The Guide to Efficient Olive Harvesting has been prepared to aid Australian olive 

growers to improve harvest efficiency in the olive grove. ‘Harvesting efficiency’ is 

defined as the ratio between the fruit that is effectively harvested and delivered to 

the processing plant, and the fruit that was originally on the trees. 

Based on local experience and observations, harvesting efficiencies in Australia 

currently range between 60% and 98%. The expected minimum average 

harvesting efficiency for modern groves should be 85%. 

This Guide aims to provide Australian olive growers with the necessary information 

to maximise harvesting efficiency without compromising the economy of 

harvesting operations. 

This and other of RIRDC’s publications are available for viewing, downloading or 

purchasing online through their website: www.rirdc.gov.au. Click here to view: 

The Guide to Efficient Olive Harvesting 

http://www.oliveti.co.nz/
http://www.rirdc.gov.au/
https://www.agrifutures.com.au/product/guide-to-efficient-olive-harvesting/
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PRODUCERS EXPRESS ALARM IN LATEST OLIVE OIL TIMES 
SURVEY 

The survey, which was sent to 4,253 olive oil producers in 36 countries, 

asked a range of questions about the 2021/22 harvest season. 

The results suggest there are many in the sector who feel nearly overwhelmed by 

an endless onslaught of hindrances affecting every stage of the process from olive 

cultivation to marketing and fulfilment. 

The historically onerous task of producing extra virgin olive oil profitably has 

become even more confounding lately, the survey responses suggest. 

The situation was not dire everywhere. There were producers who reported only 
a small impact on their businesses from pandemic-related interruptions and there 

are even those who see a little global warming as not particularly problematic for 

their microclimates. 

The overall assessment of the harvest season, however, painted a grimmer pic-

ture than earlier surveys. 

Farmers and bottlers were mostly disappointed with the actual or projected quan-
tity of oil produced, or yield, in the 2021/22 harvest, which began last fall for 

Northern Hemisphere growers and will continue until late spring when the last 

olives in the Southern Hemisphere are processed. 

The assessment by farmers of this season’s yield is significantly lower than last 
year’s score of 68, while the quality score, which reflects producers’ appraisals of 

their oil’s intrinsic value, edged higher from 82 in the previous campaign. 

 

Climate Change 

Farmers blamed excessive heat, drought and otherwise poor weather for the lower 

yield, compounded by labor shortages and staff outages that stymied harvest 

operations. Wildfires claimed groves from California to Greece. 

Which of the following have affected your harvest this year? 

“We are sure that this is due to climate change which, in addition to the weather, 

also changes the pests and diseases that our olive groves were susceptible to,” 

said Luís Brito at Azeites do Cobral, who has been producing certified organic olive 

oil for about 15 years. 

http://www.oliveti.co.nz/
https://www.oliveoiltimes.com/topic/olive-tree-cultivation
https://www.oliveoiltimes.com/topic/olive-tree-cultivation
https://www.oliveoiltimes.com/basics/extra-virgin-olive-oil/104120
https://www.oliveoiltimes.com/topic/climate-change
https://www.oliveoiltimes.com/business/wildfires-devastate-agricultural-land-in-turkey/98061
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“Since then, we have noticed that to produce an excellent organic olive oil, the 

harvest has to be [moved back] by one month. Olive groves either adapt to the 

new climatic requirements or will certainly have to go up in latitude,” he said. 

Other producers echoed that acknowledgement of a changing landscape for olive 
growing and oil production. While olive trees have always been cyclical —

 a bumper harvest follows a poor one, and so on — seasoned farmers are seeing 

and saying things that express the unprecedented conditions they’re facing. 

Covid Crisis 

The immediate and rippling effects of the Covid crisis has had a stunning effect on 
producers. From a lack of harvest workers to shuttered hospitality customers and 

empty farmhouse lodgings, there were few who saw the situation improving any-

time soon. 

“Covid-19 has been the major factor that impacted our sector. From hard-to-find 
labor hands, all the way to the tremendous increase of the expenses (shipping 

charges, export fees, fertilizer prices), everything is going through the roof,” said 

Demosthenis Chronis, owner of Olea Estates in Sparta, Greece. 

 

Olea Estates 

Producers said the drying up of orders from restaurants, hotels and other so-

called Horeca (Food Service) customers hit them particularly hard. Apart from 

those establishments who typically trumpet their use of fresh, local products can 

serve as a lifeline to smaller producers who are less likely to be able to reach 

buyers in broader markets. It’s no surprise that the interruptions in Horeca 

impacted so many of the producers who responded to our questions.  

Labor Shortages 

Traditional olive oil harvesting, which still applies to the vast majority of the 
world’s farms, is labor-intensive by definition. Farmhands, who often migrate with 

the ripening olive, were in an even shorter supply for the 2021/22 campaign. 

For others, the crux of their problems came down to obtaining needed supplies 
and the movement of their finished products. “Logistics is the most severe issue,” 

said George Colletti of Fratelli Colletti. “Six weeks of waiting and we are still wait-

ing for our container to become available.” 

http://www.oliveti.co.nz/
https://www.oleaestates.com/
https://img-cdn.oliveoiltimes.com/VcLj4nE-smO8IbZm/w:auto/h:auto/q:75/https:/www.oliveoiltimes.com/media/2022/01/8.jpg
https://img-cdn.oliveoiltimes.com/VcLj4nE-smO8IbZm/w:auto/h:auto/q:75/https:/www.oliveoiltimes.com/media/2022/01/8.jpg
https://img-cdn.oliveoiltimes.com/VcLj4nE-smO8IbZm/w:auto/h:auto/q:75/https:/www.oliveoiltimes.com/media/2022/01/8.jpg
https://www.oliveoiltimes.com/topic/traditional-harvesting
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Tourism 

The optimism of last year, when it seemed like the pandemic would subside and 

tourists were searching for more meaningful destinations such as olive farms, has 
given way to prolonged vacancies and mostly empty rooms. Still, there was an 

uptick in domestic travelers noted by some hosts and, with more people staying 

close to home, a renewed focus on healthy cooking ingredients. 

“Covid brought an increased interest in tourism and visits to our farm,” said Curtis 

Poling at Woodpecker Trail Olive Farm in the southern U.S. state of Georgia. 

Apart from the global leviathans of climate change and Covid, there were plenty of 

regional aggravations that held producers back this year. 

 

Woodpecker Trail Olive Farm 

http://www.oliveti.co.nz/
https://www.oliveoiltimes.com/business/restrictions-loosen-in-italy-farmhouses-anticipate-tourism-boom/93041
https://woodpeckertrailolivefarm.com/
https://img-cdn.oliveoiltimes.com/VcLj4nE--t36VhRs/w:auto/h:auto/q:75/https:/www.oliveoiltimes.com/media/2022/01/12.jpg
https://img-cdn.oliveoiltimes.com/VcLj4nE--t36VhRs/w:auto/h:auto/q:75/https:/www.oliveoiltimes.com/media/2022/01/12.jpg
https://img-cdn.oliveoiltimes.com/VcLj4nE--t36VhRs/w:auto/h:auto/q:75/https:/www.oliveoiltimes.com/media/2022/01/12.jpg
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Systemic Challenges 

Among the survey responses were calls for government action and collaboration 

among smaller producers who find themselves increasingly vulnerable in a fast-

changing market. 

“In Italy, a great part of olive oil production is in the hands of many little farms 
who make high-quality products,” said Andrea Maffei, who runs Agriturismo Loggia 

del Centone in Matraia. Without a long-term aggregation policy, there will be no 

space for innovation and oil production will shrink rapidly in many regions. 

Consumer Confusion 

Even if olive farming and extra virgin olive oil production were easy — and it 
isn’t — producers tell us that among their top concerns is the continued lack of 

public knowledge concerning olive oil quality and value, which they see as a key to 

the sector’s future. 

Feeding in the vacuum of consumer understanding are low-quality bottlers and 
major retailers who sell substandard products at prices below the cost of ethical 

production. 

“[We need] greater recognition of quality products with low acidity and high 

polyphenols — organic products and quality marks such as PDO and PGI,” said 

Cristoforo Bacchi, the owner of Bacchi Azienda Olearia Siciliana. 

“Finding available pickers and organic mills willing to open early enough to be able 

to make the best quality early-harvest EVOO are big challenges, but they are 
eclipsed by rampant olive oil fraud which severely and negatively impacts the 

price at which honest olive oil can be sold,” said Françoise de Valera Rose at Oli 

4. “Good EVOO will become extinct due to financial pressure on honest farmers. 

Inflation is having yet another ominous impact on consumer choices, pitting qual-
ity against pricing, notes Michelakis Nikos at Kolympari SA Michelakis. “To the 

consumer, every day you reduce the purchasing power. As a result, you turn to 
more industrialized and low-cost products and leave the natural products that are 

very important for our health.” 

The situation has become nearly untenable for some smaller farmers and distribu-

tors who have been hit by the cascade of it all. 

One, Mary Teeter, who produces Il Bel Cuore in Italy and distributes the brand in 

the U.S., had this to share: 

“We are facing extremes in all weather conditions these days. If it’s not a freeze 

when the olives are budding, then the extreme wind, heat, cold or rain become 

the next obstacles we face. 

“Additionally, the ability to obtain supplies such as cardboard is another obstacle. 

There was no paper in Italy to make the cardboard boxes we use to hold the cans.  

“Now, the problem is shipping delays and finding available space on a vessel com-

ing to the U.S. We are losing several months on a consumable product due to the 

shortages and delays. 

“This could be the end of our little operation. We sell directly to the consumer and 

we have a lot of variables impacting our ability to sustain our business. 

“We will persevere through these times, just as these trees persevere and grow 

through the most difficult conditions,” said Teeter. 

But John Cancilla at Marqués de Valdueza held out with some optimism. 

http://www.oliveti.co.nz/
https://www.loggiadelcentone.it/
https://www.loggiadelcentone.it/
https://www.oliveoiltimes.com/topic/olive-oil-quality
https://www.oliveoiltimes.com/world/olive-oil-promotions-boost-retailers-sales-but-with-a-hidden-cost/80274
https://www.oliveoiltimes.com/world/olive-oil-promotions-boost-retailers-sales-but-with-a-hidden-cost/80274
https://www.oliveoiltimes.com/topic/olive-oil-fraud
https://bestoliveoils.org/producer/marques-de-valdueza
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“Political risk, climate change, economic turmoil and other factors are impacting 

the olive oil industry, but these same factors together with a growing awareness 

of healthy eating give rise to a number of opportunities,” he said. 

“A rapid and measured response to these external conditions has been fundamen-
tal to our continued growth in these turbulent times. While cautious, we are 

excited about what the immediate future has in store for olive oil producers 

around the world.” 

Credit: Olive Oil Times – By OOT Staff – Jan 2022 

 

 

Oliveti to update “Olive Oil Tasting Trail” 

As a result of some interesting discussion at the recent AGM 
there was general agreement that our organisation needs to 

do more to promote our regional olive products and Oliveti. 
Your committee have decided to proceed with the update of 

the current but outdated Olive Oil Tasting Trail map on 

the website. This will be updated to include new members 
location and relevant details (Clickable). This map will no 

longer be available in a printed version, only in soft format 

(downloadable).  

All members are urged to participate and submit details. 
Please refer to current map to see wording. (Click on Map). 

For those members who prefer not to have visitors, they 
can promote locations where their oil can be bought – 

(eg.,Farmers Markets etc).  

There is of course, no compulsion to opt in but we do 

recommend being listed on the 2022 Olive Oil Tasting 
Trail as it provides yet another tool to gain you brand 

awareness and drive customers.  

Mediterranean Diet Again Named Best Overall 

U.S. News & World Report has named the Mediterranean diet the 

best overall diet for the fifth year running. 

The panel of 27 scientists, physicians and nutritionists also confirmed the 

Mediterranean eating plan as the best plant-based diet, the best diet for 

healthy eating and the most useful diet to combat and prevent heart disease 

and diabetes. 

This style of eating can play a big role in preventing heart disease and stroke 

and reducing risk factors such as obesity, diabetes, high cholesterol and high 

blood pressure. - Authors, American Heart Association 

The panel of experts concluded that the Med Diet stands out among the 40 

most relevant and well-known diets, including DASH, MIND, vegetarian, 

Nordic and Weight Watchers. 

http://www.oliveti.co.nz/
https://oliveti.co.nz/wp-content/uploads/2018/10/Olive-Trail-Map.jpg
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OLIVETI WEBSITE SHOPPING CART – Get your FREE Listing 

You can take advantage of the swing to online shopping by participating in the 

Shopping Cart. We saw a big uptick in Sales for January 2022 and for those 

participating members, this is all incremental business with very low cost of sales. 

Once listed, any Google search for your brand will likely land on the Oliveti 

shopping cart page for your product – a big plus for those members who do not 

operate their own website. Also, costs are minimal - Oliveti levy a 5% commission 

and a secure payment system is in place via Paypal and their fee is 4%. 

KEY BENEFITS: 

1. Provides a new additional sales channel for your Olive Oil 

2. Available to all Financial Members of Oliveti  

3. Minimal commission and fees - less than 10%  

4. No set-up costs – you just provide Images, Copy and Pricing. 

5. Oliveti administer and manage the eCommerce portal 

Don’t have a website – now you can simply list the www.oliveti.co.nz URL on 

your business card and marketing collateral and because our website is indexed, 

customers searching for your brand on Google will land on your Oliveti Shopping 

Cart page.  

Of course, there is of course nothing to stop those members who already have 

their own webstore or Facebook page also participating in the Oliveti On-Line 

store. It is FREE! 

Information required by Oliveti for you to participate 

Enquire now and we will send you a full description of how this Shopping Cart 

works plus a template to complete which includes: 

• Product Brand Name  

http://www.oliveti.co.nz/
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• Product description  

• Product size(s) in ml 

• Product prices 

• Product images  

Important: To be able to be sold on the Oliveti website your extra virgin olive 

oil should have passed the EVOO  ‘Free Fatty Acid’ and ‘Peroxide Value’ test 

from an approved Laboratory – just as it needs to be to be entered in our 

Oliveti Awards judging. This is the Customer guarantee the EVOO is to an 

Acceptable Standard. 

If you are interested in extending your sales channel by participating in our Online 

Shopping Cart, please email me – Murraythomsnz@gmail.com confirming your 

interest and any questions you may have or phone: Murray Thoms on Mobile 

021 990608 

 

 

How to Follow the Mediterranean Diet and Enjoy Its Health 
Benefits 

The Mediterranean diet is famous for its health benefits, but many people 
are unsure of what it is or how to follow it. 

For years now, the Mediterranean diet has rightfully been publicly celebrated for 

its physical and mental health benefits, but what exactly is it, and how does it 
work? In simple terms, the Mediterranean diet refers to the traditional diet of 

olive-growing regions before the introduction of fast food, large quantities of red 

meats and other harmful habits that arose from the globalization of the decades 
following World War II. 

The most relevant characteristics of healthful diets are the overall patterns of 

foods consumed - Dariush Mozaffarian, dean, Tufts University school of nutrition 
science and policy 

Mediterranean countries are historically among the healthiest countries in the 

world, recording relatively low rates of cardiovascular diseases and cancer, as well 
as longer life expectancy. 

http://www.oliveti.co.nz/
mailto:Murraythomsnz@gmail.com
https://www.oliveoiltimes.com/topic/mediterranean-diet
https://www.oliveoiltimes.com/world/spain-tops-list-of-worlds-healthiest-countries/67069
https://www.oliveoiltimes.com/topic/cardiovascular-disease
https://www.oliveoiltimes.com/health-news/olive-oil-longevity-sardinia/93496
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The Spain-based Mediterranean Diet Foundation, one of the most influential 

organizations dedicated to researching and promoting the Mediterranean diet, 
defines the diet as a way of life. In the foundation’s view, lifestyle and values form 
a vital part that cannot be separated from the whole. 

This is reflected in its Mediterranean diet pyramid. Unlike more familiar food 
pyramids, the base is built from a combination of exercise, rest, socializing 

and cooking on the physical front, and a commitment to sustainable, local, 
seasonal, and eco-friendly food choices on the value front. 

 

As the president of the foundation, Francisco Martinez Arroyo, explains, “the 

Mediterranean diet is not just food, but a way of understanding the environment, 
of relating to each other, of enjoying local and seasonal consumption, and 
continuing to transmit our history and cultural heritage.” 

The next foundational level of the pyramid is simply water, either on its own or in 

the form of herbal infusions. As with most variations of the Mediterranean diet, 
the consumption of both carbonated and caffeinated drinks is actively 

discouraged. The European Union-funded Med Diet project recommends drinking 
at least 1.5 to two liters of water every day. 

Next in the pyramid come those foods that should be used to put together every 

main meal. All variations on the Mediterranean diet prioritize vegetables here, 
with two or more servings per meal, and at least one being raw.  

Choosing a variety of different colors and textures increases the diversity of 
antioxidants and vitamin and mineral combinations. This is a technique that 

institutions such as the American Institute for Cancer Research, the American 
Heart Association, and the United States Department of Agriculture Food and 
Nutrition Service have referred to as “eating the rainbow.” 

http://www.oliveti.co.nz/
https://www.oliveoiltimes.com/basics/cooking-with-extra-virgin-olive-oil/84486
https://img-cdn.oliveoiltimes.com/VcLj4nE-ddNvdas9/w:auto/h:auto/q:75/https:/www.oliveoiltimes.com/media/2021/12/MediterraneanDietPyramid-1.jpg
https://www.oliveoiltimes.com/health-news/heart-association-declines-to-endorse-evoo-consumption-in-latest-guidance/100560
https://www.oliveoiltimes.com/health-news/heart-association-declines-to-endorse-evoo-consumption-in-latest-guidance/100560
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After vegetables come fruit and cereals. Although all cereals provide necessary 

carbohydrates, whole grains are preferable because they retain many valuable 
nutrients and significantly more fiber. Studies in India, for example, have 

suggested that recent large increases in type 2 diabetes in the country are due in 
part to refined grains taking the place of more traditional unprocessed forms. Also 

at this level is olive oil. Olive oil, particularly extra virgin olive oil (EVOO,) is 
perhaps the most well-known component of the Mediterranean diet. The total 

amount of lipids (fats and oils) in these types of diets is often off-putting to people 
used to following North American or Northern European nutritional guides. 

The lipids from olive oil are monounsaturated, however. The discovery that 
monounsaturated fat could be beneficial came from the famous Seven Countries 
Study of the 1960s.  

Credit: OLIVE OIL TIMES - Oct. 9, 2020 

 

FIVE THINGS EVERYONE SHOULD KNOW ABOUT OLIVE OIL 

Most people still know very little about Liquid Gold. Here a few things 

everyone should know about this important staple. 

Olive oil, and especially extra virgin olive oil, is a cornerstone of the Mediterranean 
diet. Its health benefits have been discovered and confirmed in countless studies, 
and almost everything it graces becomes more delicious. 

Even though humans have been cultivating olives and crushing them into oil for 

thousands of years, most people still know very little about Liquid Gold. Slick mar-
keting and disconcerted information only add to the confusion. 

And while entire courses (even college curriculums) are devoted to its production, 

health aspects and culinary uses, there are some things everyone should know 
about this important staple. 

All olive oils are not created equal 

Olive farmers and olive oil producers face a range of ever-changing conditions and 
make choices depending on the means at their disposal and the market they are 
targeting. 

Those aiming to produce the gold standard — extra virgin olive oil — need to man-

age every step of production with skill and determination, not to mention a degree 
of added costs. 

Extra virgin means the oil is free of taste defects and will pass a battery of tests in 

a lab. It also means the oil contains only the juice of olives, and nothing else.  

Quality matters 

High-quality extra virgin olive oil not only tastes delicious, it also boasts greater 

health benefits compared to the lower grades, such as virgin olive oil and pure 
olive oil. 

http://www.oliveti.co.nz/
https://www.oliveoiltimes.com/topic/diabetes
https://www.oliveoiltimes.com/health-news/40-years-of-the-mediterranean-diet-whats-next-for-the-worlds-healthiest-eating-plan/81317
https://www.oliveoiltimes.com/health-news/40-years-of-the-mediterranean-diet-whats-next-for-the-worlds-healthiest-eating-plan/81317
https://www.oliveoiltimes.com/health-news
https://www.oliveoiltimes.com/topic/olive-farming
https://learn.oliveoilschool.org/
https://www.oliveoiltimes.com/topic/climate-change
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Even oils that are extra virgin can vary in quality and value. For example, extra 

virgin olive oils with higher antioxidant levels will have a longer shelf life than oth-
ers and contain more of the nutrients that we pay extra for. 

Bitterness is a good thing 

Fresh olives are bitter, so the oil made from fresh olives should be bitter too. In 
fact, the bitterness is an indication of those healthy nutrients we expect when we 

choose extra virgin olive oil. 

The good news is that people aren’t shying away from bitter flavors like they used 

to. In other categories like beer, chocolates and coffee, bitter profiles have 

become ever more popular and associated with well-crafted products. 

Keep it fresh 

Extra virgin olive oil begins to degrade in quality the moment it’s made. Exposure 

to air, heat and light dramatically quicken the shelf-life. Most extra virgin olive oil 

is no longer extra virgin when it is finally consumed. 

It’s as if you paid more for a Ferrari, only to drive a Kia your first time behind the 

wheel. 

Look for a harvest date or bottling date on every bottle you buy — the more recent 

the date, the better. If you can only find a “best by” date, it should be at least 

a year in the future. 

Keep it tightly closed in a cool, dark cupboard. Once you open the bottle (or tin), 

use it within a month or two. 

Use it for everything 

By now everyone should know that olive oil can be used in place of less healthy 

fats in practically every dish. 

From poaching and baking to sautéing to deep-frying, substituting butter and seed 

oils for extra virgin olive oil is not only the healthiest option, but your foods will 

also taste better too. 

http://www.oliveti.co.nz/
https://www.oliveoiltimes.com/world/frying-with-olive-oil/30470
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CONSUMER NZ recently tested 20 oils to see if they meet 

“extra virgin” standards. (Abridged copy of report - Ed) 

Extra-virgin is the highest quality olive oil you can buy. It’s also a 

healthy choice with high levels of monounsaturated fatty acids, 

antioxidants and polyphenols. But are all extra-virgin olive oils created 

equal? We tested 20 from New Zealand, Australia, Africa and Europe to 

find out. 

Where does your oil come from? 

You need to check the label carefully to be sure you’re buying local oil. While 

most oils state the origin of the olives or oil, not all are upfront. 

You’d be forgiven for thinking Matapiro New Zealand and the Village Press First 

Press Extra-Virgin Olive Oil are New Zealand oils. However, there’s no mention 

on the bottle where the olives or oil comes from. 

We asked both companies for this information. 

Matapiro general manager Simon Arthur said due to demand, the company had 

to blend its home-grown oil with oil from Australia. Arthur said Matapiro is 

undergoing expansion and hopes to return to wholly New Zealand grown olives 

and oil soon. 

Despite The Village Press First Press stating New Zealand on the front label, 

CEO of the company Scott Wright said depending on harvest volumes, First 

Press is typically New Zealand extra-virgin olive oil blended with Australian oil. 

“The reference to New Zealand on the label represents that we are a New 

Zealand brand and business. All oil is blended, filtered, bottled and labelled in 

New Zealand,” Wright said. The company told us, at its next harvest, it will 

amend the label so it’s clear not all the First Press product is New Zealand 

sourced. 

New country of origin regulations, which came into force for fresh food from 

February 12 (frozen food has until May 2023 to comply), make it mandatory for 

companies to disclose the origin of certain foods such as fruit and vegetables, 

meat and cured pork, and fish and shellfish. 

However, olive oil isn’t covered by the regulations. We think it should be. 

Consumer NZ asked for the regulations to include all single ingredient foods and 

olive oil falls into this category. 

The Full Report and test results can be accessed via the CONSUMER NZ 

Website. (You will need to be a paid-up member of CONSUMER NZ, or at least 

subscribe for one month). 

http://www.oliveti.co.nz/
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REPORT - HEALTHY SOIL – HEALTHY TREES PROJECT 

Update for the trial at Opito Bay in Kerikeri. 
 

I can honestly say that I don’t think I have ever seen such a turnaround in the health of 

and the increase of the crop in the 12 months from last season. 

I went out to Opito Bay this pm. and the 1st thing that hits you is the huge increase in 

the crop from last year’s disaster. By this I mean it far exceeds what you would normally 
see in a biannual difference. We estimate a 400% increase 2021 >2022 and still more 

than 200% from 2020. 

 

http://www.oliveti.co.nz/
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The 2nd thing that hits home is the almost complete lack of any yellow leaves or any 

more than say 6 recent leaves on the ground per tree and I am fairly sure there is no 
evidence of any Peacock Spot. All this despite the recent 3+ weeks of off & on rain and 

extremely high humidity. We put the final foliar spray of The Olive Mix from BIO-SEA in 
Nelson just this last weekend. We are sure that this has been our best product so far and 

it has 3 or 4 ingredients that combat Peacock Spot. Peter tells me that this spray was 
developed with significant input from Ross Vintner who continues to win more medals 

than most and practices the full-on Bio Grow program. 

 

Finally, we continue to see regeneration around the trees, and I would think we have 
approx. 90% new growth under the trees with just some partial patches of “dead” soil. 

This gives us a huge lift to see this Peter and I want to acknowledge the continual 
commitment from the owners of this grove proving that the program is working. ALL 

growers should benefit from Peters research etc and after the Harvest we will present 

another plan for the coming year. 

Our projected harvest date on this grove is March 21st however that might change as 
there is definite yellow colour showing through and a good sprinkling of Red to Black 

fruit.  

Don’t you just love this time of the year.  

Best wishes for your harvest.  

John Bishop 

2022 Oliveti Committee contact details:  

Chairman:  John Pearson  info@oliveti.co.nz  021 902330  

Secretary:  Pauline Young  secretary@oliveti.co.nz  09 2809905  

Treasurer:  Tina Watson  treasurer@oliveti.co.nz  027 2390155  

Committee Members:  

 Ban Aldin banaldin@xtra.co.nz 021 269 9991 

 Ewen Hutchinson ewen.hutch46@gmail.com 021 770919 

 Murray Thoms  murraythomsnz@gmail.com  021 990608 

 Les Woodhams  leskaywoodhams@gmail.com  0274 129344 
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