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NEVER ONE TO THINK SMALL, PIERCE CODY HAS GONE FROM MEDIA MAN
TO MACRO MAN, BLAZING NEW TRAILS IN A SAGGY RETAIL CLIMATE WITH HIS
CHAIN OF ORGANIC FOOD STORES. EWA JAREMKIEWICZ REPORTS.

PIERCE CODY’S SURNAME IS ONE
that appears countless times below
gigantic billboards on highways all over
Australia. Three years ago, when he was
manning his internationally successful
outdoor signage company Cody Outdoor,
this media entrepreneur may well have
shared the stereotype that organic food
was the mainstay of Birkenstock-clad
lentil aficionados.

But today, 45-year-old Cody is happily
extolling the virtues of today’s special
— organic carrot soup — while customers
stream through the huge glass doors of
his Macro Wholefoods store on Sydney’s
North Shore. His clientele are a colourful
bunch, ranging from sharp-suited execs
to yummy mummies, pensioner couples
and stiletto-heeled fashionistas.

Sydney-based Cody is the first to
admit he’s a “Johnny-come-lately” to
the organic and wholefood movement.
But in terms of his no-nonsense, ‘think
big’ approach, he’s one of the pioneers.
And the key to his business model?
Making macro (macrobiotics, or ‘whole’,
chemically untainted foods) mainstream.
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“No mainstream, no Macro. No
converts, no Macro,” Cody says. “There
are plenty of people out there providing
okay products and services to existing
devotees. We have between 8,500 and
9,000 customers here a week — paying
customers. I'd say about a third of them
had never been into an organic store
before we opened. It's amazing.”

The takings at Macro’s Crows Nest
store for fruit and vegetables alone are
$60,000 per week, according to Cody
—and growing by the month. According
to a report by Inside Business, his two
Sydney stores turn over a combined
$20 million a year, with a larger profit
margin than the major supermarkets
manage to achieve.

“l want to develop and realise what
I think is the future of food in this
country — go back to the future,” says
Cody. “I want to spread the word that
it is okay to challenge one of your most
basic activities.”

The potential for Australia to be a
leader in organic food production is
enormous. Figures show that organic

food retail sales are rising by 30 per
cent a year, with supply lagging behind
demand. Remarkably, almost half
(45 per cent) of the world’s organically
farmed land (12.5 million hectares) is
in Australia — but that’s only a mere
two per cent of the country’s total
available farming area.
Yet organic agriculture has been
one of Australia’s most fragmented
industries, with a complex certification
bureaucracy, an inability to market itself
effectively and an exclusive ideology that
means farmers and retailers prefer to
plug away in cottage-style operations.
Enter Pierce Cody. In 1993, Cody
demonstrated his ability to spot an
untapped market with his success in
another cottagey, fragmented industry:
outdoor media. He founded the outdoor
signage company Cody Outdoor and
in just five years grew its 70 billboard
sites and $5 million first-year revenue
to a whopping 500 sites and an annual
revenue of between $60 and $70 million.
In 2001, Cody sold the now-multi-
national company, capitalising on the
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g_lerce cody’s five

Ips for success

1. Find a niche, back yourself
and passionately pursue your
goal with focus.

2. Always treat your customer

as king — they’re the boss!

3. Encourage customer and staff
feedback — listen and act.

4. Establish a culture that
accommodates a sense of
humour and humility.

5. Avoid a ‘Ready, Fire, Aim’
scenario (also known as
going off ‘half-cocked’).
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