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DISCLAIMER

The information contained in this report is intended only to inform and should not be relied upon for future investment or other decisions. It is expected that any investment decisions

made using these specific recommendations will be fully analysed, with appropriate due diligence undertaken.

In the preparation of this document, recommendations have been made using information and assumptions provided by many sources and from the methodology adopted for this
report. The authors, and Murray Regional Tourism, accept no responsibility or liability for any errors, omissions or resultant consequences, including any loss or damage arising from

reliance on the information contained in this report.

It should also be noted that any data presented in this report for the region is an approximation of the administrative boundaries of the various local government areas (LGAs).
Definitions can vary between data sources and, over time, the data should be used with caution. The data has been sourced largely from National and International Visitor surveys,

ABS data and local surveys compiled and analysed by Regionality Pty Ltd on behalf of Murray Regional Tourism.

NOTE: Data has been extracted from Tourism Research Australia’s National Visitor Survey by directly accessing the dataset under licence. Domestic overnight visitor expenditure has
been estimated by calculating the item category expenditure for visitors that spend all of their trip nights in the LGA (i.e. single stopover trips) and discounting these to allow for the fact
that some expenditure may have taken place on the way to or from the destination. It is assumed that this single stopover visitor expenditure is likely to be the same as LGA visitors
who have spent nights in other destinations during their trip (i.e. multiple stopover trips). Total expenditure estimates are therefore adjusted upwards to account for the proportion of
LGA visitors that are on multiple stopover trips. Per-night expenditure is not adjusted and reflects the-per night spends in each category for single stopover visitors. An aggregation of
four years was chosen to boost sample sizes and decrease sample error. Estimates were not presented for those that did not meet minimum sample sizes. A cell-by-cell approach to
determining the minimum was used. Domestic day visitor estimates for the same four-year period were examined. A majority failed the minimum sample-size text and were excluded.

As with domestic overnight visitor expenditure estimates, discounts have been applied to account for expenditure that may have occurred on the journey to or from the destination.

regionality . ‘/’:ﬁ‘

nnnnnnnnnnnnnnnnnnnn



TABLE OF CONTENTS

Background and context

Why take a farm-to-plate approach?
How do we do this?
What are the key actions?

Developing the strategic approach and plans

Vision

Values

Objectives

Key concepts and processes

1. Provenance
2. Regional Food Systems [RFS]

3. The value chain
The Murray farm-to-plate value chain: concepts explained

Strategic intervention — creating a regional food system

Summary of local activation across the Murray
Eastern Murray cluster overview
Eastern cluster key data

Visitor data
Business and employment

Summary of key challenges and opportunities
Cluster priorities

Strategy Summary
Appendix 1: Regional Strategic Alignment Tables

Appendix 2: Local strategic alignment & literature review

Appendix 3: Summary of local strategic conversations

Appendix 4: Regional meat processing facilities

regionality

3 of 60

TABLE OF ACRONYMS

ABS AUSTRALIAN BUREAU OF STATISTICS
ACC ALBURY CITY COUNCIL

DNSW DESTINATION NSW

DPC NSW DEPARTMENT OF PREMIER AND CABINET
F2P FARM-TO-PLATE

FIAL FOOD INNOVATION AUSTRALIA LIMITED
GHS GREATER HUME SHIRE COUNCIL

Gl GEOGRAPHICAL IDENTIFICATION SYSTEM
ISC INDIGO SHIRE COUNCIL

IVS INTERNATIONAL VISITOR SURVEY

MRT MURRAY REGIONAL TOURISM

NVS NATIONAL VISITOR SURVEY

RDA REGIONAL DEVELOPMENT AUSTRALIA
RDV REGIONAL DEVELOPMENT VICTORIA

RFS REGIONAL FOOD SYSTEM

TA TOURISM AUSTRALIA

TRA TOURISM RESEARCH AUSTRALIA

VC VALUE CHAIN

WIC VISIT VICTORIA

WCC WODONGA CITY COUNCIL

nnnnnnnnnnnnnnnnnnnn



4 of 60

Lead agency, Murray Regional Tourism (MRT) is the regional tourism organisation (RTO) for the Murray region. Established in 2010
ra
,M/u/f‘,: R in partnership with Destination NSW (DNSW), Visit Victoria and local government councils in the Murray region, MRT provides overarching tourism strategy, a

REGIONAL TOURISM fBOARD

clear developmental direction, focused product development and support for visitor-economy-related infrastructure in order to achieve its goal of making the

Murray a must-visit destination.

MRT helps facilitate improvements in the supply and quality of tourism experiences,

as well as an increased awareness of destinations, products, experiences and events within the region, for its 13 local government council members and the region's tourism industry.

MRT commissioned the Murray Farm-to-plate (F2P) Program to achieve its objective of developing the Murray region as a renowned agri and culinary tourism destination. The
program was designed to boost the region's food- and drink-related products

and experiences by improving the quality, authenticity and availability of offerings to visitors and locals

reg i OI'I a I ity Author and lead project consultant Regionality is a specialist consulting firm that works across agriculture, tourism and regional food systems, with a focus
on business innovation and economic development. Regionality’s managing director, Rose Wright, is project lead. Rose is a pioneer in the development of
and advocacy for agritourism and culinary tourism in Australia, with experience in policy, strategy and working with businesses on the ground. Her work with the Sustainable Tourism
Cooperative Research Centre — translating and extending research into practical tools and programs for business — has resulted in innovative, highly acclaimed and successful
programs that have transformed regions. She continues to work with business, industry and governments at local, state and national levels, across agencies and sectors that span the

farm-to-plate value chain, including tourism, regional development, land use planning, agriculture and the food industry.

Regionality Pty. Ltd. PO Box 1899, Kingscliff, NSW 2487 abn: 541 548 651 66 e. info@regionality.com.au p. 0438 657 981
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Background and context

To understand the methodology behind the Report and the Cluster Plan, one first

needs to understand the background and process to the broader program.

Murray Regional Tourism (MRT) identified agri and culinary tourism as a potential
experience theme across the region in 2016. It also identified a gap in the number and
types of experiences on offer in the sector. Regionality was engaged by MRT as a

specialist consultancy to scope the:
agri and culinary tourism potential of the region,
best approach to facilitating its development, and
level of support from regional stakeholders and other partners.

An initial discussion paper was developed and delivered via a series of workshops with
key partners. The feedback identified that the desire to develop the sector, the shared

opportunity and significance of the project was common across the Murray region.

Initial consultation and research found a number of key factors that underpin or impede

the development of agri and culinary tourism. These include:

regionality
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an expectation by consumers that regional experiences will offer local produce as
part of the food and drink offering and that they will have access to agri and

culinary tourism experiences on and off farm,

significant challenges in identifying and accessing the region’s fresh seasonal and
value-added regional produce from both a consumer, visitor and commercial food

service perspective,

recognising that the food system is designed to supply the urban based central

markets, which in turn supply back to regions,

the real barriers that prevent farmers from diversifying into tourism or value adding

their produce — knowledge and regulation are two key factors,
the fact that tourism, hospitality and agriculture do not connect easily, and

noting that there is no current system of provenance to understand seasonality

and to connect the produce to the source.



A series of regional workshops involving key industry sectors beyond tourism identified
support for the concept. They revealed that:

- there are common barriers and challenges requiring systemic change if the sector
is to flourish,

- stakeholders could identify the potential, but also the challenges and dysfunction
of the current system,

- there was support for a collaborative approach to align activity between agriculture
and tourism, acknowledging that agri and culinary tourism was unlikely to evolve
organically within a time frame that would allow the region to tap into growing
demand and meet visitor expectations, and

- acollaborative, strategic intervention approach would also support industry and
government working through policy and regulatory barriers that impede growth
and development.

A scoping paper prepared by Regionality Pty Ltd, recommended a medium-term
approach to strategic intervention, including some disruptive concepts, to ‘fast track’
the development of the sector. It recommended a three-year program that would

combine:
- regional Farm-to-plate Strategy and Local Cluster Plans,
- pilot projects to facilitate systemic change, and

- industry development activating cross-sector collaboration between industry and

governments.

regionality




The proposed program was used to advocate for co-investment by local government
and funding support for strategic planning and pilot projects by both the NSW and
Victorian governments. Funding was approved for year one activities in late in 2017.
The project commenced in early 2018, focusing on strategic planning, capacity

building and facilitating collaboration.

The Murray region extends from Albury Wodonga in the east through to Mildura
Wentworth in the west. It includes thirteen local government areas across New South
Wales and Victoria. Murray Regional Tourism, with the support of both state
governments and all local government partners, aims to position the Murray as a
region known for its quality food and food experiences. A Murray region Farm-to-plate
Strategic Opportunities Report (the Report) has been developed to establish a

common purpose and to create a platform for collaboration.

The Report will frame five cluster plans, covering the five main hubs along the river.
Each hub has been designed around communities of interest and on an area that has
both supply of agricultural and food products and a stable population base to create

local demand.

regionality
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While each of the clusters is different, extensive consultation revealed they share
similar opportunities and challenges in terms of developing a farm-to-plate value chain.
The cluster plans follow a format that will allow regional projects to be delivered locally
and adapted to suit the local context. The Eastern Murray Farm-to-plate Cluster Plan is
one of five local action plans framed within the context of the Report. Each cluster
mirrors a regional community of interest that brings together an agricultural area
centered on a larger resident population and core tourism hub in terms of visitation.
This approach has been used in recognition that the area covered by the program is
vast and that before we can facilitate cross regional activity, collaboration must first

happen at a local level.

The local cluster plans are an effective way to align activity across the Murray region.
They allow for local communities to evolve their approach within a common framework.
They also enable efficient and consistent sharing of resources and systems to support

the development of the sector.



Why take a farm-to-plate approach?
Our aim is to build the Murray Region’s reputation as a high quality food production

region and culinary tourism destination over time. This includes
building Brand Murray with an alignment between food and tourism, and
growing stronger visitor and agri/food economies.

The tourism sector realises that it cannot achieve its agri and culinary tourism
aspirations without the active participation of the agri/food sector. At the same time,
tourism offers the agri/food sector an opportunity to brand and market the region and
the produce in a way that generates higher yield through targeting more direct

relationships with high value consumers.

How do we do this?
engaging businesses across the farm-to-plate value chain and communities of

interest to buy into the vision;

creating a framework for collaboration across the region as well as across the

value chain;

providing opportunities for food producers to tap into key drivers of consumer

demand by connecting with the tourism industry;

fostering the continued development of a vibrant regional food culture and
provenance framework that will underpin the tourism experience and support

business and economic development across the farm-to-plate value chain;

establishing clusters of businesses across the region and across the value chain
that want to trade regionally and build their reputation based on the region’s food

provenance;

working together across industry and government to overcome challenges and

realise opportunities;

developing reliable access to regional food and drink products and experiences.

regionality
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What are the key actions?

Despite the differences across the region, there are strong similarities in terms of the
level of development and action required to bring the vision to life. This means a
regional approach allows for co-investment and sharing of strategies and resources to
ensure we are all working together under a common framework. A regional farm-to-
plate network will provide the forum for five local clusters to work together to roll out
this regional approach. The strategic framework across the clusters is shared and
outlined in the plan. These strategies provide for a consistent approach to resolving
intractable issues that limit the viability and potential of both the agri/food and tourism

sectors.

The Cluster Plan provides direction for key stakeholders to deliver and prioritise activity
in line with the regional activity. Given the distance from Mildura in the west to Albury
in the east, it is unreasonable to expect businesses and stakeholders to engage
regularly across that distance. However, local activation through clusters allows a
regional strategic approach to be implemented in a way that empowers communities
and provides for bespoke solutions to be crafted to similar problems and then to be

shared at a regional level.



Developing the strategic approach and plans

The Report and Cluster Plans have been developed using a common Strategic
Framework. This approach was identified through desktop research, extensive
engagement and consultation undertaken during the scoping phase. Given the
timeframe between initial scoping and the commencement of the program, it was

important to test the Strategic Framework through the strategy consultation process.

The data collected and used to inform the Report and Cluster Plan was sourced

through the following methods.

Desktop review of existing information to both inform the strategic concepts and align
activities to best use available resources and to avoid duplication or a fragmented
approach. This included, but was not limited to:

current plans, policies and any data that may be specifically relevant to the

project,
national, state, regional and local government plans, and

industry plans or documents.
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Consultation, engagement and capacity building has been paramount in this
process. Unlike some strategic approaches, the engagement activities are aimed at
sharing both knowledge and seeking input. The cluster planning events brought
together a diverse range of stakeholders from different sectors and government
agencies. It was an opportunity to structure conversations that informed the process
and commenced the process of relationship building. The second workshop, held in
Jindera on 31 July 2018, was attended by 25 people, a quite different cohort, allowing
for further testing of the strategic themes that have evolved from the first round of

discovery workshops across the region.

Two workshops have been held in each cluster, focusing specifically on the
strategic approach. The first was held in Echuca on 6 April 2018 and was attended
by almost 45 people. This discovery session provided an opportunity to inform and

test the strategic framework in a local context.

The second workshop, held in Moama on 13 August 2018, was attended by 13
people, a quite different cohort, allowing for further testing of the strategic themes

that have evolved from the first round of discovery workshops across the region.

Surveys and feedback forms for specific industries were distributed over a period of

six weeks to allow another layer of contribution from individuals.

In addition, every workshop attendee was given the opportunity to provide information

through paper based feedback and surveys.

External influences and information were considered. There is a large body of work
from across Australia and internationally, where projects and programs with similar
goals have been delivered with varying levels of success. The process has identified
that while the regions are very different in terms of their level of development or
maturity in relation to agri and culinary tourism, their geography and agricultural
production profile is similar. A focus on core activities that develop links between
agriculture and tourism needs to occur across the region. All cluster areas require a

similar level of strategic intervention to:
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grow the visitor and food economies
establish a strong agri and culinary tourism sector and
develop the Murray’s brand and reputation for food production and experience.

There are several considerations to note regarding the cluster plans and the Murray

Region Farm-to-plate Strategic Opportunities Report:
the cluster plans must be considered in context of the Regional report;

although they identify the need for action within the agricultural sector these

documents are not agribusiness strategies;

they are not simply tourism development plans, as they have a multi-sector

approach;

these plans should be considered platforms for cross-sector and cross-regional

collaboration

In summary, the aim is to establish a collaborative value chain approach and to

develop authentic connections between the producer and the consumer.

The regional consultation enabled the development of a core set of values and a
strong vision, which are reflected consistently across the local cluster plans. This is
deliberate, as they are designed to work together, to maximise resources and share

knowledge. They all reflect the priorities identified by each of the groups.
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Vision

We will work collaboratively to create a regional food system that maintains provenance from the farm through to the consumer's plate. We will work together to create partnerships,
educating our industry, local consumers and visitors about our fresh seasonal regional produce and how they can buy and experience it. Our aim is to grow more of what we eat and eat

more of what we grow by developing a sustainable and connected regional food community.
Values

Integrity: Being real, honest, decent and fair. We will ensure integrity in our food, our trade and our brand
Provenance: Our region is like no other. It is the authentic story of the people, place and produce of the Murray that makes us remarkable

Quality: We aim for excellence and create value through delivering quality
Objectives

A. Access to regional produce for locals and visitors: Educating our community so we “eat more of what we grow and grow more of what we eat”
B. Build brand and reputation through quality and provenance: Positioning the Murray region as a high-quality food region and food tourism destination
C. Coordinated collaboration, capability and capacity building: Enabling farm-to-plate businesses to adapt, trade and improve distribution

D. Disrupt the status quo and develop a farm-to-plate innovation ecosystem: Fostering innovation and connectivity across the farm-to-plate value chain

regionality
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Key concepts and processes

This Plan refers to a number of fundamental concepts, pivotal to supporting the development of agri and culinary tourism
development in the Murray. Some regions have applied some of these concepts individually to support the growth of the sector,
with varying levels of success.

The approach taken in the Murray is quite different, in that the Report recommends a range of disruptive processes that focus on

a minimum of three years of strategic intervention. The approach outlined is designed to facilitate the systemic change required to
create a business ecosystem that supports viable regional trade and distribution of food and drink, while maintaining provenance.
We have defined these concepts succinctly below.

1. Provenance

“ [ mass noun ] The place of origin or earliest known history of something. The origin, source, place of origin.”"
In the case of food, provenance could be determined by the place from which something was substantially raised, grown or

produced.

The wine industry has long used the concept of provenance to define and differentiate wine regions through a Geographical
Indication System (Gl). These Gls allow the industry to collectively promote particular attributes unique to each region, or indeed
each vineyard. The concept of provenance in the case of wine is expressed through the French concept of terroir, meaning the
quality and flavour profile of the grapes, and in turn the soil, climatic conditions and environment. Food in Australia does not have
an equivalent to the Gl concept.

Regional food branding occurs in many places. However, few have taken the step to build criteria that relate to local content and
provenance. Building a consumer brand based on the provenance of the ingredients is not simple. As the brand and reputation
strengthens and consumer scrutiny over authenticity increases, a provenance-based brand should have greater integrity in the
medium to long term, provided it can authenticate the source of the products and experiences that sit within it.

' https://en.oxforddictionaries.com/definition/provenance
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2. Regional Food Systems [RFS]

The concept of an RFS is at the core of the report. It works alongside the current
central food system rather than attempting to replace it. It is like the engine of a
regional food business ecosystem. The RFS diagram (figure 1) demonstrates the

ongoing process of:
developing the supply of produce and experiences
driving commercial and consumer demand
creating a distribution system that supports regional trade
addresses the barriers that arise from systemic and cultural change

As discussed, Australia’s food system is based on a centralised distribution model,
transporting fresh produce from regions to central markets in capital cities. Produce is
sold via wholesale agents or transported directly to supermarket distribution centres

under contract agreements with growers.

Regions such as the Murray also rely on the centralised system to source food and
create demand for the considerable food output from the region’s agricultural sector.
The fresh food consumed in the community and at visitor hubs along the Murray is
generally sourced from central markets or distribution centres in Melbourne or Sydney
rather than from farms in the Murray. This system serves urban centres well. It does
not, however, provide an authentic base for the development of agri and culinary

tourism regions.

The centralised system also creates an enormous amount of food waste, as
supermarkets are specific about the size and look of the produce they will accept.
Fresh produce also needs to travel, so the ripe-and-ready-to-eat produce is often not
suitable for shipment over long distances. Given that there is no regional food system,
this produce is generally wasted; it becomes stock feed or is given to food-recovery

organisations, leaving the farmer to bear the cost of production with no return. This

2 Commonwealth of Australia 2014, Agricultural Competitiveness Green Paper, Canberra, October
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centralised system is disempowering for producers, rendering them price takers,
receiving on average 10% of the price consumers pay.? One might consider this

market failure given the dominance of a small number of retailers.

The legacy of the central system is that regional distribution and trade of food is
completely reliant on the city-based markets. Local transport and logistics systems are
fragmented. This means the cost and effort required to transport goods within the
region is not competitive. The RFS concept as outlined in figure 15 is designed to
create a critical mass of demand and supply to make regional distribution viable. It is a
disruptive process; there will be challenges in the early years of establishment, and the
need for collaboration and strategic intervention. Once established, however, the RFS
will evolve and grow without coordination or intervention. Businesses will adapt and
evolve with the RFS.

uuuuuuuuuuuuuuu



regional food systems

Assisting producers to move beyond
the farm gate, raise awareness of the
opportunities and assist them to
innovate their product. Identify and
use their spare capacity and find new
pathways to market, by tapping into
the regional food system. Build an
understanding that provenance and
their story adds value from

a consumers perspective.

DISRUPTION

Innovation and change to current
systems and practice will inevitably
face barriers. Some are systemic,
other are regulatory and many are
created through ignorance,
misinformation or poor
communication. A Regional Food
Systems approach requires
collaboration and a whole of system
thinking to resolving intractable
problems and to remove barriers as
they arise.

Regionality Pty Ltd © 2018. info@regionality.com.au

Address the
Barriers

FIGURE 1: REGIONAL FOOD SYSTEM MODEL

regionality

Connect the Regional
Distribution System

CONSUMER ENGAGEMENT
and awareness of both locals and
visitors. Create commercial
demand for regional produce via
regional food service, retail and
tourism experience. The aim is to
build a critical mass of regional
demand to be able to maintain a
viable regional food system. For
farmers to supply a regional food
system consistently, they need to
know there is consistent demand
locally.

REGIONAL DISTRIBUTION
systems are designed to transport
out and in, but not around the
region. Whilst many of the
elements of a regional distribution
system are there, the connections
are missing. So to get produce
from farm to plate without going
to a central market first, the
connections need to be made.
Filling the food system gaps
through value chain collaboration.

regionality

16 of 60

© 2018 abn: 541 548 651 66 e. info@regionality.com.au p. 0438 657 981




17 of 60

3. The value chain

Porter’s concept of value chain “disaggregates a company into strategically relevant activities”.® We have taken the same approach and applied it to a regional food system (RFS). In this
case, the strategically relevant activities include a number of businesses in different sectors collaborating to create value through the concepts of provenance and traceability. The report

identifies ACTIVITIES that use the RFS concept (see next page) to develop a short or regional supply chain as part of the regional cluster approach.

The three-year program of strategic intervention works to support members of the value chain to work collaboratively within the provenance framework to maintain traceability. This in turn
allows consumer-facing businesses to deliver a provenance-based value proposition to consumers through the sale of fresh seasonal and regional food and drink items and experiences.
It establishes a foundation for the development of authentic agri and culinary tourism experiences and fresh local seasonal produce for locals and visitors. It allows tourism and other

demand-generating groups to promote the unique story and appeal of the region during different seasons. Most importantly, it provides the participating businesses and the Murray region

with a COMPETITIVE ADVANTAGE through collaborative regional branding and marketing of unique products and experiences linked to an authentic Murray provenance story.

The CHOICES identified within this Cluster Plan will allow regional communities and individual businesses to buy into the concept and work collaboratively to deliver it. To that end, it
must be clearly recognised that the value-chain approach will not appeal to every farmer, wholesaler, retailer or restaurant. Similarly, it will not attract every consumer. The tipping point

will come when critical mass is achieved, making the sourcing of regional food and drink as cost-effective as the mainstream food system.

THE VALUE CHAIN

Developed by Michael Porter and used throughout the world for nearly 30 years, the value chain is a powerful tool for disaggregating a company into its
strategically relevant activities in order to focus on the sources of competitive advantage, that is, the specific activities that result in higher prices or lower costs. A
company’s value chain is typically part of a larger value system that includes companies either upstream (suppliers), downstream (distribution channels), or both.
This perspective about how value is created forces managers to consider and see each activity not just as a cost, but as a step that has to add some increment of
value to the finished product or service.

ACTIVITIES COMPETITIVE ADVANTAGE SET OF CHOICES

The value chain is the activities involved in The activities, and the overall value chain in which Strategy is reflected in the set of choices about how

delivering value to customers activities are embedded, are the basic units of The activities in the value chain are configured and
competitive advantage linked

S https://www.isc.hbs.edu/strategy/business-strategy/Pages/the-value-chain.aspx

regionality
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The Murray farm-to-plate value chain: concepts explained
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By applying the concept to a regional food system model, we connect the elements of provenance and farm-to-plate with the concept of a value chain: stimulating collaboration among

businesses to create value for the consumer by maintaining provenance of regional food. In summary, this model creates value through businesses working together to create food
traceability.

Figure 2 demonstrates how the farm-to-plate value chain could apply in the Murray. It shows how the concept could be applied to different business models. This provides farmers and

commercial buyers in the region with options for how they want to trade. Not every farmer will have the time or inclination to deal directly with individual restaurants or retailers;

providing different pathways to market allows for businesses of different sizes and scales to be part of the regional food system should they so choose.

1.
2.
3.
4.

Farmers sell produce to a processor before sold through retail or food service
Farmers sell via a regional wholesaler who then distributes to retail or food service businesses
Farmers sell directly to retail or food service

Farmers sell directly to consumers

In every step of this value chain model, the provenance is retained and passed on as a value add to the consumer.

1 5 Farm Provenance Transport / Processing Transport / Foggtglelzrc\)/rice Provenance Consumer
PI’Od uce Story Distribution Distribution - T Story Experience
Retail or
Provenance Transport / Wholesale Provenance Eees Sanise Provenance Consumer
Story Distribution Distributor Story - T Story Experience
Provenance Transport / = oggtg'éx'} e Provenance Consumer
Story Distribution - Story Experience
Murray farm-to-plate value chain retains provenance story from the source of the
Provenance Consumer . . .
Story Experience produce, along the value chain by adding to the consumer experience

FIGURE 2: MURRAY FARM-TO-PLATE VALUE CHAIN OPTIONS
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Strategic intervention - creating a regional food system

A strategic framework was developed to support the establishment of a regional food system approach, to underpin the development of agri and culinary tourism. It was informed
through both desk research and extensive consultation over a two-year period. The process sought to identify why a regional food system had not developed in the Murray of its own
accord. Given the significant and diverse agricultural production across the region, and significant tourism visitation, why was there not greater connection between food and tourism?
Why is the Murray relatively unknown when it comes to food reputation and agri/culinary tourism? The key outcome identified key barriers or market failures in the system. The
framework focuses on four key concepts that should be applied and four strategic themes to focus activity and intervention. These were used and tested throughout consultation and

have informed the action planning process.

STRATEGIC FRAMEWORK TO ESTABLISH MURRAY FARM-TO-PLATE
Develop access to and diversify regional supply
Connect the distribution system regionally to facilitate trade
Increase demand and reputation for the region’s agri-food products and experiences

Identify and address barriers to innovation and systemic change

STRATEGIC THEMES FOR ACTIVITY AND INTERVENTION
Improve connectivity and information
Build capability and capacity
Facilitate collaboration and cooperation

Develop provenance and reputation

regionality /p(\g/g?\\
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Summary of local activation across the Murray

Regional & Cluster STRATEGIC PROJECTS

Become an active member of the Murray Regional Food and Agri Network

Establish the local cluster

Facilitate collaboration within the cluster to coordinate reliable supply, distribution & demand for fresh & value added food & drink
Establish a policy and regulatory environment that supports F2P business development & provides cross border consistency

Participate in the development of a regional export action plan to tap into opportunities for existing & aspiring export businesses across
food, drink & tourism

Adopt & oversee local implementation of the regional provenance framework
Activate locally the consumer brand & supporting strategy to promote the Murray’s provenance stories & reputation

Coordinate local industry engagement to facilitate buy in & accreditation activities
Establish local procurement protocols & policies that preference local food group suppliers

Expand Farm Gate Trail Program across the region

Participate in the regional data collection program
Support the use & development of a regional digital trading & information platform
Facilitate business innovation programs

Implement the Regional Food Champions Program

FIGURE 3: REGIONAL SUMMARY OF KEY ACTIONS
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Activation Required in Local Cluster Areas

West Mid-West Central
Y Y Y
Y Y Y
Y Y Y
Y Y Y
Y + Crafted Y Y
by Mildura
Y + Crafted Y Y
by Mildura
Y Y Y
Y Y Y
Y + Crafted Y Y
by Mildura
Y Y Y
Y Y Y
Y Y Y
Y Y Y

Mid-East

Y+ Sun
Country

Y+ Sun
Country

Y
Y

Y+ Sun
Country

Y

Y

Y + Pilot

Y

East

Y

Y

Y + Pilot

Y
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Eastern Murray cluster
overview

The Eastern cluster is based on four LGAs, Albury,
Wodonga, Greater Hume and Indigo. The combination of
these LGAs allows for a broad production region to tap into
a strong resident base with strong visitor demand. The
region already boasts an excellent restaurant culture. The
inclusion of Rutherglen also brings a well-known wine
region into the mix. The participation in all activities in the
Eastern cluster has been exceptionally strong. This
provides for a good base to activate the cluster plan. From
a cluster management perspective, one challenge will be in
enabling smaller LGAs with limited resources to tap into
various programs, given their limited capacity for additional
funding. The importance of partnerships between large
populous areas that have greater resources and demand
for local food and visitor experience, with smaller, more
sparsely populated, largely rural LGAs with high production
capacity is critical. These are symbiotic relationships critical
to developing a strong and sustainable regional food
system.
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COUNCIL

Mildura * Wentworth

Murray River « Gannawarra * Swan Hill
Edward River * Murray River * Campaspe
Berrigan ¢ Federation * Moira

Greater Hume  Albury City » Wodonga City * Indigo Shire
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FIGURE 4: EASTERN CLUSTER MAP
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Eastern cluster key data Eastern Cluster Annual Food and Drink Spend

$400,000,000
There are several sets of data to consider in this cluster approach. The
first is the size and scale of demand for food and drink, which helps us $350,000,000

to understand the potential value of consumption within the Eastern

cluster. $300,000,000
The average annual household expenditure on food and drink [ABS HH
Expenditure Survey data 2015/16] is an important insight into the $250,000,000
potential size and scale of local demand for the region’s produce. More
than a half billion dollars [approx. $534,000,000] is spent by households $200,000,000
across four local government areas in the Eastern cluster.
When the estimated average spend by visitors on food and drink is $150,000,000 SRR
included, it adds significantly to the total consumed in this sub region.
Understanding the size and scale of demand in the cluster zone helps to
$100,000,000 $202,631,099
frame the opportunity for suppliers who perhaps have not considered the
regional market as an outlet for sale.
$50,000,000 $85,992,264
5-

Albury Wodonga Greater Hume Indigo

Hl Average Annual House Hold Spend - ABS Household Expenditure Survey
Annual Average Visitor Spend - TRA NVS/IVS data averaged over 4 years

FIGURE 5: ESTIMATED ANNUAL AVERAGE HOUSEHOLD AND VISITOR SPEND
ON FOOD AND DRINK
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Visitor data

The breakdown of visitor data is provided in both regional and local Destination Management Plans. However, we have provided a snapshot of average visitation data to demonstrate
its value and potential.

According to Tourism Research Australia’s 2017 LGA profiles,* more than 1.9 million visitors spent almost a half billion dollars across the four local government areas of Albury,
Wodonga, Greater Hume and Indigo. Albury is the anchor in terms of visitor economy. Considering that food and drink is the highest expenditure item of visitors to these regions, the
opportunity to connect to this market is important for several reasons. The ‘in region’ expenditure is important, however there is also an opportunity for producers to build brand by
connecting with visitors during their stay and continue a buying relationship with them when they return home.

GREATER HUME* 1,200,000
$15,000,000 1,079,603
3% INDIGO,
$94,440,733 1,000,000
19%
800,000
ALBURY 600,000 474,998
WODONGA $305,818,150
$73,478,998 63% 400,000 356,930
200,000 80,000
0 ]
ALBURY WODONGA GREATER INDIGO
HUME*
FIGURE 6: LGA % OF DOMESTIC VISITOR SPEND FIGURE 7: VISITOR NUMBERS

IN EASTERN CLUSTER

4 Tourism Research Australia Local Government Area Profiles 2017
*Greater Hume data is derived and should be used as an indication only. Sources: NVS. YE Jun18, TRA and TRA expenditure allocation method applied

regionality
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Business and employment

When comparing the number of businesses and employees in each Local Government Area (LGA), it is clear the importance of agriculture in Greater Hume Shire, with more than 22%
of employment and some 688 businesses. Indigo Shire has comparable numbers of businesses in the agri sector, however the level of employment is much lower at less than 8% of
total LGA employment. Accommodation and food service is strongest in Albury in terms of both numbers of businesses and numbers of employees. Transport and warehousing are
strongest in terms of numbers of businesses in the urban areas of the cluster. Perhaps most surprising is the high number of businesses in the two rural-based LGAs across the three

sectors, and the high proportion of employment.
In summary, the cluster provides an opportunity to leverage different sectors. While tourism numbers are high in the regional centres, the rural LGAs contribute significantly from an
agri-food perspective.

900

800

0
Albury Wodonga Greater Hume Indigo 0 5 10 1 20 25 30

700

600

500

400

300

200

100

B Agriculture, Forestry and Fishing % of Employment

®  Transport, Postal and Warehousing ® Accommodation and Food Services
B Accommodation and Food Services % of Employment

m  Agriculture, Forestry and Fishing
®  Transport, Postal and Warehousing % of Employment

FIGURE 8: NUMBER OF BUSINESSES BY SECTOR FIGURE 9: PERCENTAGE OF TOTAL LGA EMPLOYMENT
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Summary of key challenges and opportunities
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The two workshops held in the Eastern cluster area revealed significant support for the development of a farm-to-plate cluster approach. While there are community-based local food

activities via small food hubs, farmers’ markets and independent retail outlets, the challenges of sourcing regional fresh and value-added products for the retail and commercial food

service sector is a significant challenge. Consultation identified a number of key factors that stood out as barriers to developing the concept of local food and agri and culinary tourism.

The opportunities also reflect solutions to the challenges.

Challenges Opportunities
- Knowledge and education - Better access to product
- Price and convenience - Artisanal production
- Access to produce — reliability - Collaboration and connecting
- Distribution, transport and warehousing - Diversifying production
- Provenance stories, branding and marketing - Regional branding and provenance
- Consumer engagement, education and demand - Boutique meat processing
- Critical mass and viability - Developing regional brand and provenance
- Regulations and cross-border issues - Broader regional collaboration
- Lack of local identity brand - Successful case study storytelling
- Freight costs - Technology
- Seasonality - Sharing knowledge
- Size and capacity - Cooperatives and food hubs
- Transparency - Developing new pathways to market
- No poultry abattoir; access to abattoir - Educating supply chain members and consumers about seasonality
- Internet and mobile coverage - New trading opportunities, platforms and crypto currency
- Workforce

FIGURE 10: SUMMARY OF OPPORTUNITIES AND CHALLENGES

regionality

Large and small operators working together
Tapping into spare capacity in distribution
System disruption — Uber for food
Traceability

Joint effort on regulatory reform

Training staff and business owners in seasonality and story telling
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Cluster priorities

The Eastern cluster has many elements in place to develop agri and culinary tourism. However, the industry consistently identifies the challenges in overcoming regulatory and
systemic issues that make it difficult to develop supply and distribution of both food/drink and experiences. Distribution, provenance and education are key priorities.

Priority areas for intervention:

1. Distribution — use the value chain approach to m
develop a viable, convenient and cost-effective U
system to distribute produce from farms to :
commercial businesses such as food service, retail, - m
etc. within the region in a way that maintains gate £ : bmdynam'c
= local food T_m‘r. _E é Corowa WhlSkey Q.) Wh?‘letsale[s
provenance. £, o oo mobilesenice 3§ (] manufacturing e "
. . 88 -S‘S-E““ central market__-§ e 8 ummarkels“ nanglm
2. Support the establishment of a regional provenance 5..SU | 3 4 SSE talangatta abattoi -gg > S S E Eiga corova 85 :
system to ensure ongoing authenticity of regional ._go S pp y 28 8‘85 .°>5 L - 2 I8 O QO =2 £V oubersS E o
B SIS FO S g el O
food and food experiences. ES ga uth o ‘-’2 = -g 3) qEJ 'c—chEEf QEJ § §£ - ;é Iamb
S o o =& S = EEESET —
L — a L O w S 595 s
3. Integrate education of local consumers, visitors and g;%{ reglonal framewor _? E ﬂ 5 Stl % ‘830 l.h r LC:O % 8.3 . g %ova,l bury |“
industry on seasonality, local food and how to e © = pricevsquality £ B9 ©Q VO prce ©2 = B IO m
EE = Cexperencey 5 55 B S B
access and use fresh seasonal and value-added w» Scrypto £consumers = & 2 S aste-g = g Q
- (=
regional product. §abatt0|rs: trust.8 &osmall producers O c.) :
5] - (=N w
sestoloca~ & ffrdale S g supp y cham . ac.ty°"“”o',?al°" e
weather & = poult pacity regional produce
g 5P PSS 0ONSiStENt oganoregonalidentiy =
= d“m“gin’olld[s' "E4 small batch processing food identity q.)

landcare _§ seasonality

FIGURE 11: CONSULTATION WORD CLOUD

value proposition
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The cluster consultation allowed for development, testing and refinement of key themes and strategies. While the cross regional consultation was used to develop the cluster plans, it

also informed the regional Report, providing some consistency for cross-regional collaboration.

The Murray region is vast and diverse, representing an opportunity and a challenge. While there were a small number of specific considerations, the opportunities and challenges were
relatively consistent across the five cluster areas. Variations tended to be related to gaps in infrastructure or facilities, for example meat processing facilities or inadequate supply of a

particular product or an absence of business type (refer to regional summary of available meat processing facilities identified in Appendix 4).

The cluster plan focuses on four common objectives that are implemented across four main strategies. Each cluster reflects actions that can be delivered locally with support and
collaboration at a regional level. The aim is that while each cluster will deliver locally, resources, information and trade will filter up to the regional level. The vision, values and

objectives are at the core of each document and are also shared.

regionality w’L?k
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed
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Strategy Summary Alignment with
OBJECTIVES
A B C
Strategy 1 - Create a platform for regional collaboration across the farm-to-plate value chain in the Eastern cluster area M M ™M
1.1 Support the establishment of a Regional Food Council (RFC) M M ™M
1.2 Establish the Eastern cluster under the RFC, to facilitate collaboration and trade at a local level M M ™M
1.3 Adopt and oversee the establish an accredited provenance framework® across the F2P value chain sectors, to support the Murray regional food brand M ™
development
1.4 Support the development and establishment of the Murray region food brand to build its reputation as a food production region and agri & culinary tourism |
destination
1.5 Participate in the regional data collection framework to benchmark, inform and measure strategic action | |
1.6 Work with RFC to establish a policy and regulatory environment that supports F2P business development and provides cross border consistency | |
Strategy 2 - Develop the supply of high quality produce & experiences in the Eastern cluster area
2.1 Recruit regional businesses to the Eastern cluster M M ™
2.2 Develop a Regional Food Champions Program to hero committed and active value chain businesses to encourage broader participation M M ™
2.3 Facilitate business innovation programs M M ™
Strategy 3 - Connect the regional food system to efficiently distribute regional produce whilst maintaining provenance
3.1  Work with the RFC to support the establishment of a regional food/drink incubator accelerator program to facilitate business innovation, product and business M M ™
development
3.2 Support the establishment of a RFC digital trading and information platform that makes information available to facilitate trade, distribution and marketing of M M ™
regional food and experiences to trade and consumers
3.3 Work locally to establish a Pilot “Murray Regional Providore Network” to accredit and coordinate local and regional distributers of Murray regional food & drink M M ™
across the region
3.4 Work with the RFC to engage local business to ‘The Murray Region Sommelier Pilot Project’ to better coordinate, promote, educate and distribute drink through M M ™
an incentivised wine/drink list program with restaurants & bars
Strategy 4 - Drive demand for regional food/drink produce & experience
4.1  Work locally to implement the RFC cross sector marketing strategy to align tourism and food activities to promote the Murray’s provenance stories and reputation |
for quality food and food experiences within the local community and visitor alike
4.2 Develop alocal consumer engagement model to promote local food culture and word-of mouth-marketing M M ™
4.3 Develop seasonal themed food events programs to encourage industry activation and delivery M M ™
4.4  Work with RFC & MRT to develop a cooperative approach to showcasing the region in other domestic and export markets M M ™

LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop

5 Regionality will provide the RFC with an provenance framework for consideration and adoption.

regionality /"!L‘,fé?‘,g
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed

Strategy 1: Create a platform for regional collaboration across the farm-to-plate value chain in the Eastern cluster area
Key outcomes = Strategy governance, communication, knowledge sharing,

Strategic actions

1.1 Support the
establishment of a Regional
Food Council (RFC)

1.2 Establish the Eastern
cluster under the RFC, to
facilitate collaboration and
trade at a local level

1.3 Adopt and oversee the
establishment of an
accredited provenance
framework* across the F2P
value chain sectors, to
support the Murray regional
food brand development

#

1.1.1

1.2.1

122

1.3.1

Key activities

a. Actively participate in the RFC steering group

b.Identify and secure co-investment funds to support RFC grant
applications

Activate the local F2P clusters

= Deliver activation workshops to prioritise actions in the cluster plans
= Establish cluster plan steering groups to drive momentum locally

= Support clusters to prioritise pilot activities and seek industry / partner
co-investment for coordination and facilitation

Facilitate sector collaborations within the cluster groups to

= Encourage regular networking and engagement activities to encourage
business participation the local clusters and to encourage trade and
cooperation to achieve a reliable supply, distribution and demand for
fresh and value-added food and drink through relevant pilot projects

Form a local cluster accreditation working group to support the roll out of
the Regionality Provenance Framework for all value chain sectors including:
S Suppliers of regional ingredients in fresh and value-added goods

= Distributors in regional food system to maintain provenance across
short supply chain

= Commercial demand businesses in tourism and hospitality,
manufacturing and retail sectors

Stakeholder

Resources

MRT, LGA, + Ag MRT + Regionality

groups, RDA
RDV, DPC

RFC + other
industry Ag, LGA
partners, RDA,
RDV, DPC

F2P cluster
groups, LGA +
industry groups

RFC + local
cluster, MRT

Regionality delivering
activation. Steering
group
Implementation [see
resourcing in 1.1]

Coordination funds to
be secured [ see above]

Coordination

Contracted

brand management and problem solving

KPI

MOU established with RFC

Co-funding partnerships
established

S RFC formed as strategy
delivery collaboration lead
and local cluster formed as
local collaboration lead

S Cluster group formed and
local plans prioritised and
adopted

S Regular cluster gatherings
scheduled and delivered.

S Engagement by industry
grows in number and activity

S Provenance framework
adopted by RFC and cluster
implementation plan is rolled
out locally

- Accreditation working group
formed

= Industry applying for
accreditation

NB: *Accredited provenance framework is to be adopted by the RFC. Regionality Pty Ltd will present a recommendation framework and accreditation model

regionality
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Year

Year 1

Year 1

Years 1-
3

Year 1-3
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed

Strategy 1: Create a platform for regional collaboration across the farm-to-plate value chain in the Eastern cluster area
Key outcomes = Strategy governance, communication, knowledge sharing,

Strategic actions

1.4 Support the
development and
establishment of the
Murray region food brand
to build its reputation as a
food production region and
agri & culinary tourism
destination

1.5 Participate in the
regional data collection
framework to benchmark,
inform and measure
strategic action

regionality

#

1.4.1

1.5.1

Key activities

Actively participate in RFC brand processes

Work to incorporate sub regional locators to align with local activities
under a consistent brand

Support the implementation of RFC Brand user guidelines and
licensing frameworks to allow businesses and local clusters to use the
brand

a. Participate in research partnerships with universities and other research
organisations

b. Local audit/data collection on farm-to-plate sectors including:

Current production and productive capacity of farming land

Identify wholesale, distribution businesses, routes, capacity, spare
capacity and systems

Assess current logistics systems to identify gaps, duplication and need
for additional services to meet regional distribution needs

Scope of commercial demand for the fresh and value added goods

Analysis to identify opportunity for diversified production and
oversupply issues

Provide extension programs, training and support information to farm-
to-plate businesses to support their participation in data collection

Stakeholder

RFC + local
cluster, MRT

RFC + local
cluster, university
& other research
partners

Resources

Coordination &

Funding

Link to Digital Trading

Platform 3.2

brand management and problem solving

KPI

= RFC regional food brand
framework adopted and
incorporated into local
activities

Local participation in RFC
research program

= Local audit undertaken

= Local baseline data
collection and supplied to
RFC for analysis

nnnnnn
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Year

Year 1-3

Years 1-
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed

Strategy 1: Create a platform for regional collaboration across the farm-to-plate value chain in the Eastern cluster area

Key outcomes = Strategy governance,

Strategic actions

1.6 Work with RFC to
establish a policy and

regulatory environment that

supports F2P business

development and provides
cross border consistency

regionality

#

1.6.1

1.6.2

1.6.3

1.6.4

communication, knowledge sharing,

Key activities

Support Multifunctional Farming* to enable on-farm value adding to primary
produce and direct connection to consumer

Participate where applicable in RFC initiative to establish regulatory systems
that allow small-scale on-farm meat processing.

* Refer to Multifunctional Farming Discussion Paper by Regionality Pty Ltd

Investigate implementation of local procurement protocols and policies
within LGAs and State agencies that preference local food group suppliers
in line with regional strategy protocols

Use collated data to identify solutions to regional food system barriers and
augment uptake of opportunities [Refer to 1.5]

= Establish pilot projects in local cluster locations to fill gaps.

Stakeholder

RFC + LGA
DPC NSW
RDV & DPI Vic

RFC + LGA
DPC NSW
RDV & DPI Vic

Cluster group +
LGA

DPC NSW
RDV & DPI Vic
Health

RFC /Cluster
group
MRT Universities

Resources

Provided

Specialist contractor

Specialist contractor

Specialist contractor

brand management and problem solving

LGAs participated in RFC
Multifunctional farming
symposium

Action plans for local
implementation developed

RFC working groups on
regulatory reform
established

Review, adapt and advocate
for adoption of RFC Local
Procurement Model policy
by LGA and local firms

Gap analysis complete

Pilot programs identified and
established

nnnnnnnn
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Year

Years
1-3

Years
1-3

Years
1-3

Years
1-3
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed
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Strategy 2: Develop the supply of high quality produce and experiences in the Eastern cluster area
Key outcomes: Increased number and quality of authentic food/drink/agri products and experiences
Strategic actions # Key activities Stakeholder Resources KPI Year
2.1 Recruit regional 211 Imp!ement the regional business engagement program to recruit RFC & LGAs Funding _ Programs secured Year 1
businesses to the Eastern businesses to become accredited members of the local cluster and RFC  \RT. RDV. DPC
) ’ ’ coordinators - Businesses engaged

cluster = Engage farmers and food value adders to become accredited . . .

suppliers of regional food /drink products and experiences - Tourism businesses featuring &

sourcing regional ingredients in
= Engage with and establish network of accredited distributors in exg;r: egcresg I ngred I
regional food system
= Engage and recruit businesses in the tourism and hospitality,

manufacturing and retail sectors to create commercial demand for

regional food and to promote availability of regional products and

experiences
2.2 Develop a Regional 2.2.1 Establish a Iogal r)etwork of trained/aclcredited regional food champions RFC B Funding B Program funding secured Years 1-2
Food Champions Program who supply, distribute and sell accredited products and experiences. MRT .
to h itted and ) ) ) » o - coordinators - Programs successfully delivered
(o) _ero commi _e an - Deliver a series of regional training and familiarisation event; tokeep | GAs with participation targets met
active value chain knowledge of regional produce current and to cement trading DRM . . -
businesses to encourage relationships - Local champions identified,

.. . DPC, DPI, RDV ofiled and established through
broader participation - Provide recognition through graded/star ratings based on level of WIC prot I roug

T . e marketing campaigns and
participation in regional food systems and training

DNSW activities

- Seek funding and investment to deliver program - Support for round two secured

- Create profiles for regional champions to promote them and their
knowledge

- Engage with early adopters through pilot programs to promote
concept and participation across their cohort

- Develop a communication strategy and resources to support
concept roll out

- Roll out round two of Regional Champions program

regionality ‘/"!‘V‘,fé?‘,g
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed
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Strategy 2: Develop the supply of high quality produce and experiences in the Eastern cluster area
Key outcomes: Increased number and quality of authentic food/drink/agri products and experiences
Strategic actions # Key activities Stakeholder Resources KPI Year
2.3 Facilitate business 231 Extend farm ggte producer program to support innovation, diversification MRT Funding & specialist Co-funding agreements Years 1-3
innovation programs and value adding on farm and beyond farm gate LGASs contractors + refer to established by MRTB & LGA-s
Extend distribution pilot program to drive improvements and innovation in DPC incubator [3.1.1] & )
regional food distribution and processing options .y clutgter funding [1.1.1]
options - i i
Extend regional food masterclass program across tourism, distribution, P Matchl(r;g grant funding
retail and manufacturing businesses across the region RDA, NRM secure
- Conduct regular farm tours and regional produce exchange events + relevant e.g. Artisanal ) ) -
sector groups producer funding (Vic) Businesses recruited
- Secure funding and support to roll out additional pilot programs for
farmers, distributors and restaurants -
- Engage with early adopters through pilot programs to promote - Programs successfully
concept and participation across their cohort delivered
- Develop a communications strategy and resources to support concept -
roll out - Number of products and
experiences on offer increases
across the region
2314 Develop aFarm Gate Trail Program across the region LGA/LTO Tourism grant N Farm Gate Trail program Years 1-3
- Establish local signage policy to include Farm Gate Trail Way Finding MRT programs established
signage LGA EDO - Trail signage policy developed
- Regional maps and apps for farm gate tralil DNSW and implemented
WIC - Collateral produced and
marketing commenced
Identify opportunities for co-operative and co-location solutions to Local cluster/ Refer to Meat - Years 1-3
2.3.2 - Opportunities assessed/next
processing in region such as small-scale abattoir or value-adding facility LGA/ RDV/DPC  Processing Facility stzgs i(;Jerlwtlified x
RDV/DPC Audit in Appendices

regionality ‘/"!‘V‘,fé?‘,g
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed

Key outcomes:

Strategic actions

3.1 Work with the RFC to
support the establishment of a
regional food/drink incubator
accelerator program to
facilitate business innovation,
product and business
development

3.2 Support the establishment
of a RFC digital trading and

#

3.1.1

3.2.1

Functional RFS established,

37 of 60
Strategy 3: Connect the regional food system to distribute regional produce efficiently while maintaining provenance
increase in regional B2B trade; provenance framework applied effectively
Key activities Stakeholder Resources KPI Year
Establish co- funding options with local industry and LGA RFC - working ~ Austrade Incubator  Incubator / cluster established Years
) o ) ) ) ) group funds + [refer to with co- investment secured

Engage businesses within cluster to identify potential recruits funding model and key deliverables 10
Work with RFC to roll out mentoring and pipeline development Local cluster, 1.1.1] achieved
initiatives such as: MRT, RDV,
- Meet the buyer events DPC + LGA DPC Jobs funding

for clusters
- Identify and resolve barriers to stocking and service of regional

food and drink by retail and food service businesses )
RDV Cluster funding —

food & Fibre

Support local roll out of the RFC digital trading platform that RFC - working  Resourcing and Ongoing support and participation  v/ggrg
group, MRT, funding partnerships in regional project

- Provides access to regional supply for commercial food buyers DPC. RDV to be secured by RFS 1-2

information platform that
makes information available to
facilitate trade, distribution
and marketing of regional food
and experiences to trade and
consumers

regionality

Collects, aggregates and maintains current seasonal production
calendar/supply and enable producers to list produce for sale
and enables them to advise buyers of their forecasted
production

Connects commercial supply, distribution & demand in a single
platform

Integrates distribution and logistics services by tracking
participating transport options, uses spare capacity and
identifies gaps in logistics services by using real time route
optimization

Creates a consumer interface to identify regional food/drink
offerings, outlets and experiences
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed

Strategy 3: Connect the regional food system to distribute regional produce efficiently while maintaining provenance
provenance framework applied effectively

Key outcomes:

Strategic actions

3.3 Work locally to establish a
Pilot “Murray Regional
Providore Network” to accredit
and coordinate local and
regional distributers of Murray
Regional food and drink across
the region

3.4 Work with the RFC to
engage local business to “The
Murray Region Sommelier Pilot
Project” to better coordinate,
promote, educate and distribute
drink through an incentivised
wine/drink list program with
restaurants and bars

regionality

Functional RFS established,

#

3.3.1

3.4.1

Key activities

Support recruitment activities of local distribution business
partners to set up coordinated regional distribution of food
and drink to commercial buyers in food service and retail
within the provenance system

Engage with regional farmers’ markets to investigate their
capacity to become distribution hubs for consumer and
commercial trade

Support and promote participation by early adopters of
regional food provenance through media and PR to attract
others

Recruit industry support to form the ‘Murray winemakers,
distillers and brewers collective’ to drive the project

Create resources such as tasting notes, producer profiles,
industry events and an incentives program to engage with
and recruit food service and retail businesses to become
outlets

Support participating outlets through marketing campaign
profiling participating businesses

increase in regional B2B trade;

Stakeholder

Cluster Working
group RFC -
Working Group
MRT

Local Cluster
RFC + LTO
MRT

Resources

RDV/ DAF/ NSW Dept
Industry

+ Industry investment/
Co-operative model

Wine Tourism & Cellar
Door Grants RDV/
DAF/ DNSW/NSW
Dept Industry

+ Industry investment/
Co-operative model

KPI

Industry buy-in to program

supported locally

Co-funding grant secured

Program roll out successful

with an uptake in local

produce featured in regional

food service outlets

Regional Providore becomes
self-funding through trade
revenue and co-funding by

wine companies

Industry buy-in to program

supported

Co-funding grant secured

Program roll out successful

with an uptake in local

beverage featured in regional

food service outlets

Sommelier Project becomes
self-funding through trade
revenue and co-funding by

wine companies

38 of 60

Year

Years

1-2

Years

1-2
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed
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Strategy 4: Drive demand for regional food/drink produce and experiences
Key outcomes: Increased commercial, consumer (locals and visitors), export demand and brand appeal
Strategic actions # Key activities Stakeholders Resources KPI Year
4.1 Work locally to implemenf 411 Prepare and seek funding for a local participation in regionall MRT, Coordination, - Campaign strategy developed and ~ Years
the RFC cross sector marketing marketing strategy & consumer campaign to promote provenance Specialist supported locally
strategy to align tourism and stories of accredited F2P businesses offering authentic regional RFC WIC, consultant, - Funding secured 1-2
food activities to promote The food products and experiences EGNEW DRM, Implementation $ 9

y . S - Co-funding by partners and
Murray’s provenance s!:orles - Create consumer demand and awareness of provenance to Co-funding from industry secured
and reputation for quality food drive demand for accredited businesses LGAs +Industry - ; ;
and food experiences within the Stimulate the development of a regional food movement - Qampalgh d'el!;/etr'ed e

. . . - imu vV regi vV increase in visitation
zﬁ(ael community and visitor amongst local consumers
) - Coordinate the use of the accredited regional food brand
ensure adherence to the guidelines
4.2 Develop a local consumer 421 Support the development of a Murray Slow Food Movement MRT, RFC WIC, Coordination, B Develop partnership with Slow Years
engagement model to promote EGNEW DRM, Specialist Food movement
s

local food cult_ure and word of Locavore — Buy local program + Visiting Friends & Relatives ICO”|SU|ta”t' on'$ - Create agri and culinary VFR and 1-2
mouth marketing 4.0 Program featuring agri & culinary experiences mplementation buy local focused campaign

regionality

- Coordinate local buy-in to fund a regional consumer campaign
to promote accredited F2P businesses offering authentic
regional food products and experiences

- Create consumer demand and awareness of provenance to
drive demand for accredited businesses

- Stimulate the development of a regional food movement
amongst local consumers

Co-funding from
LGAS +Industry

- secure local LGA & industry buy in
+ Co funding through WIC &
DNSW

- Campaign delivered

- Increase in VFR and local
awareness of products and
experiences

nnnnnnnnnnn
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed

Strategy 4: Drive demand for regional food/drink produce and experiences
export demand and brand appeal

Key outcomes:

Strategic actions

4.3 Develop seasonal
themes food events
programs to encourage
industry activation and
delivery

4.4 Work with RFC and
MRT to develop a
cooperative approach to
showcasing the region in
other domestic and
export markets

regionality

Increased commercial,

#

4.3.1

4.41

Key activities

Collaborate with the RFC to create and implement a framework for
events to encourage industry to host and market under seasonal
events banners

Work locally to identify actions to fit within regional plan. Identify the
most suitable local participants for out-of-region showcase events |
refer to marketing strategy 4.1 and RFC Export Strategy 1.7 in
regional Strategy]

consumer (locals and visitors),

Stakeholder

MRT, RFC

Vis VIC, DNSW,
DRM, LGAs

Food & Wine Vic

Local Cluster

MRT, RFC
Austrade, +
Industry WIC,
DNSW, DRM,
LGASs + Industry
groups

Resources

Coordination,

Specialist consultant,

Implementation $

Co-funding from
LGASs +Industry

Coordination,

Specialist consultant,

Implementation $

Co-funding from
LGASs +Industry

KPI

- Local farm-to-plate events
framework developed

- Industry engaged

- Local events calendar developed
and connected to regional
program

- Local participants identified and
participation in regional
showcase supported

REG
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Year

Years

2-3
Ongoing
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NOTE: Action plan priorities are indicative and will be ratified by cluster when formed
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Appendix 1: Regional Strategic Alignment Tables

Strategy MURRAY REGION FARM- FEDERAL ALIGNMENT VICTORIAN STATE NSW STATE ALIGNMENT OTHER LOCAL ALIGNMENT
REF TO-PLATE STRATEGY ALIGNMENT REGIONAL
CONTEXT ALIGNMENT
Objective A Access to fresh seasonal and NFF Talking 2030 VicHealth Healthy Eating 20 Year Vision for Regional NSW [#7. More Albury REDS Albury Retail Strat
value added food and drink for Agriculture White Paper Strategy 2017-19 [ Focus 3~ domestic & int’l Tourists] [#1,2,&3] & AW Digital Strategy
locals and visitors: Educating . &4] M REDS )
Tourism 2020 urray Albury Creative Economy Plan

our community so we “eat more

Vic Wine Industry Dev #1,2,83
of what we grow and grow more Strategy v DNSW VEIAP2030 [ ] Albury DMP
of what we eat” NSW DPI Ag Industry Action Plan Wodonga DMP Framework
Wodonga. DMP 2019
Wodonga Food Strat Action plan
Objective B Build brand and reputation Agriculture and Export Policy Vic Wine Industry Dev DRAFT DNSW Food & Wine Tourism Murray DMP Greater Hume Eco-Dev & SOCIAL PLAN
through quality and provenance: gaL - Food Growth Centre Strategy Strategy Strategy 20 Year Vision for Regional NSW  Riyerina Murray Greater Hume Visitor Experience Plan
Po§itioninglthe Murrayl region as NFF Talking 2030 VIC VISITOR ECONOMY - C?‘rovvthl Centres [#7. More domestic &  pyp Indiglo Destination Game Changer
a high quality food region and STRATEGY int’l Tourists] Tourism Strategy
food tourism destination Agriculture White Paper Albury REDS :
Tourism 2020 [#1,2,&3] & Indigo Eco-De Strategy
ourism
DNSW VEIAP2030 Murray REDS
Austrade - Entrepreneurs Program NSW DPI Ag Industry Action Plan [#1,2,83]
Objective C Coordinated collaboration, FIAL - Food Growth Centre Strategy Vic Wine Industry Dev 20 Year Vision for Regional NSW Murray DMP
capability and capacity building:  NFp Talking 2030 Strategy [#4.Skills pathway 6. Innovation Albury REDS
Enabling farm-to-plate ) ) 9.Business Environment] [#1,2,83] &
businesses to adapt, trade and  AAdriculture White Paper -
improve distribution Tourism 2020 Murray REDS
DNSW VEIAP2030 [#1,2,&3]

NSW DPI Ag Industry Action Plan

regionality




NOTE: Action plan priorities are indicative and will be ratified by cluster when formed

43 of 60
Strategy MURRAY REGION FARM- FEDERAL ALIGNMENT VICTORIAN STATE NSW STATE ALIGNMENT OTHER LOCAL ALIGNMENT
REF TO-PLATE STRATEGY ALIGNMENT REGIONAL
CONTEXT ALIGNMENT
Objective D Disrupt the status quo to create  Agriculture and Export Policy Food and fibre sector 20 Year Vision for Regional NSW — [#5. Murray DMP Albury Retail Strat
a farm-to-plate innovation FIAL - Food Growth Centre Strategy strategy 2016 Skills pathway 6. Innovation 9.Business  Riverina Murray AW Digital Strategy
ecosystem: Fostering ) VicHealth Healthy Eatin Environment] DMP )
innovation & connectivity across NFF Talking 2030 Strategy 207 7_12; [ Foc%s 38 Albury Creative Economy Plan
the farm-to-plate value chain Agriculture White Paper 4] Albury REDS Albury DMP
) DNSW VEIAP2030 [#1,2,&3] &
Tolurlsm 2029 Vic Wine Industry Dev Murray REDS Wodonga DMP Framework
Wine Australia Strategy [#1,2,83] Wodonga. DMP 2019

NSW DPI Ag Industry Action Plan )
Wodonga Food Strat Action plan

Greater Hume Eco-Dev & SOCIAL PLAN
Greater Hume Visitor Experience Plan

Strategy 1 Create a regional collaboration  Agriculture and Export Policy Vic Wine Industry Dev 20 Year Vision for Regional NSW Albury REDS Indigo Destination Game Changer
platform FIAL - Food Growth Centre Strategy Strategy [#6. Innovation 9.Business Environment]  [#1,2,83] & Tourism Strategy
Strategy ownership and NFF Talking 2030 Murray REDS )
govemance . 9 . [#1.2.83] Indigo Eco-De Strategy
o Agriculture White Paper DNSW VEIAP2030
Communication )
) Tourism 2020
Knowledge Sharing ) ) )
Wine Australia NSW DPI Ag Industry Action Plan
Strategy 2 Develop the supply of high- Tourism 2020 VicHealth Healthy Eating 20 Year Vision for Regional NSW [#7. More Murray DMP
quality produce and Wine Australia Strategy 2017-19 [ Focus 3 ~ domestic & int’l Tourists] Riverina Murray
experiences [agri food products &4] DMP
and visitor experiences Yy
P ] Vic Wine Industry Dev Draft NSW Food & Wine Strategy Albury REDS
Strategy [#1,2,83] &
DNSW VEIAP2030 Murray REDS
[#1,2,&3]
Strategy 3 Connect the regional food FIAL - Food Growth Centre Strategy VicHealth Healthy Eating 20 Year Vision for Regional NSW - Albury REDS
system to efficiently distribute NFF Talking 2030 Strategy 2017-19 [ Focus 3 DIGITAL Disruption [#1,2,&3] &
regional produce whilst &4] Murray REDS

maintaining provenance Agriculture White Paper Vic Wine Industry Dev

Tourism 2020 Strategy
Wine Australia

DNSW VEIAP2030 [#1,2,83]

NSW DPI Ag Industry Action Plan

regionality




NOTE: Action plan priorities are indicative and will be ratified by cluster when formed

OTHER
REGIONAL

ALIGNMENT

44 of 60
LOCAL ALIGNMENT

Strategy MURRAY REGION FARM- FEDERAL ALIGNMENT VICTORIAN STATE NSW STATE ALIGNMENT
REF TO-PLATE STRATEGY ALIGNMENT
CONTEXT
Strategy 4 Drive demand for regional FIAL - Food Growth Centre Strategy VicHealth Healthy Eating 20 Year Vision for Regional NSW
food/drink produce and NFF Talking 2030 Strategy 2017-19 [ Focus 3 [#6. Innovation
experiences ) ) &4] Lo )
) Agriculture White Paper o 7. More domestic & int’l Tourists
Commercial demand Vic Wine Industry Dev

Tourism 2020 Strategy 9.Business Environment
Wine Australia DNSW VEIAP2030
NSW DPI Ag Industry Action Plan

Consumer demand [locals and
visitors]

Brand appeal [locals and
visitors]

Export demand

Murray DMP

Riverina Murray
DMP

Albury REDS
[#1,2,&3] &

Murray REDS
[#1,2,&3]

Albury Retail Strat

AW Digital Strategy

Albury Creative Economy Plan

Albury DMP

Wodonga DMP Framework

Wodonga. DMP 2019

Wodonga Food Strat Action plan
Greater Hume Eco-Dev & SOCIAL PLAN
Greater Hume Visitor Experience Plan

Indigo Destination Game Changer
Tourism Strategy

Indigo Eco-De Strategy

regionality
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LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop
Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand
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Appendix 2: Local strategic alignment & literature review Strategic alignment to cluster plan
A-D = Objectives. 1-4 = Strategies

Local Government Area Summary of relevance

Albury 2030 - Community
Strategic Plan

Albury Retail Development The Retail development strategy will aim to develop a marketing and promotions 5
Strategy program that drives increased visitation and sales for local retailers.
Forms of retailing - Resurgence of markets. This resurgence reflects an increased 25

desire by consumers to seek ‘authentic’ or different products relative to
traditional retail formats. For markets selling fresh food and produce, the
perception that the product is fresh and direct from ‘paddock to plate’ is
considered a positive aspect for many shoppers.

Albury Economic Indicators
Report - March 2018

Albury Wodonga Digital
Economy Strategy

Albury Creative Economy The Albury Wodonga creative sector (including food and beverage which is 3
Strategy 2017-2021 considered an integral part of the performance of the sector) has experienced

8.6% growth in output for the 16 months to December 2016.

Ensure good quality food and beverage offerings are part of, or close to, co- 5
working spaces.

The development of richer tourism offerings that combine cultural and creative 6
experiences with food and wine experiences will create a broader range of
experiences and help to grow visitation.

nnnnnnnnnnnnnnnnnnnn
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LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop

Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand
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Appendix 2: Local strategic alignment & literature review Strategic alignment to cluster plan
A-D = Objectives. 1-4 = Strategies

Local Government Area Summary of relevance
Albury Creative Economy Big changes were noted, especially in the Albury CBD it is becoming more 31
Strategy 2017-2021 cosmopolitan, with growth in café culture and the foodie scene.

A cluster of issues relating to tourism, branding the city, and event or festival 34

development arose through interviews and focus groups. This highlighted tourism
strengths of the region including food offerings, wineries and local history

Priorities for Investment include networking, collaborating and partnerships 4
opportunities as well as leveraging food and beverage within the region 45
Improving the regions food and beverage sector by creating a catalyst/regular 47

event or festival or force ‘coming together’. This includes

co-ordinating with local food and beverage businesses to promote events
through product and menu offer and to create a database and networking
platform to identify areas for cross-promotion and collaboration

Albury Destination Management Strategies developed to increase Albury as a destination include undertaking a 13
Plan 2014 - 2017 range of destination marketing activities targeting specific markets and engaging
with industry and assist in its development

A new 2018 - 2022 Albury
Wodonga Destination
Management Plan is currently
under development

nnnnnnnnnnnnnnnnnnnn
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LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop
Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand
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Appendix 2: Local strategic alignment & literature review Strategic alignment to cluster plan
A-D = Objectives. 1-4 = Strategies

Local Government Area Summary of relevance

Local market research projects have revealed low recognition that the Murray 30
region offers strong food and wine experiences. Experiences that are most likely

to generate additional visitation and attract visitors who have not travelled to the

region before include food and wine and high quality and unique accommodation.

Market research conducted for the Murray Tourism Destination Management 38
Plan found the following experience gap: a place where you can purchase and

experience local produce. From this finding, an opportunity to generate travel to

the Murray region to discover the range of high quality local produce on offer,

food and/or wine has been identified.

Product development needing to be made a priority is destination / signature 39
dining by the food and beverage sector.
Greater Hume Shire Economic Economic opportunities for the region include the expansion of the buy local 19
and Social Plan 2017-2022 initiative and for Council to continue to actively support and buy local where
feasible.
The Shire’s economic and social development priorities reflect the strategic 23

importance of agriculture to the shire. It is vitally important that the agricultural
sector remains strong, it provides a base platform for economic and social
prosperity across the shire and employment.

Increase population/tourism — farm stays, points of interest. 18
Greater Hume Visitor Experience Market research has identified a need for promotion of the region and a lack of 28
Plan gourmet foods/wine and quality dining options for tourists.

nnnnnnnnnnnnnnnnnnnn
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LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop
Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand
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Appendix 2: Local strategic alignment & literature review Strategic alignment to cluster plan
A-D = Objectives. 1-4 = Strategies

Local Government Area Summary of relevance

Further tourism opportunities identified include, promotion of local 29
produce/markets, promotion of the agricultural area to visitors to gain a “true

Australian rural lifestyle” and encouraged development of quality restaurants and

cafes.

Respondents to the survey made it clear that family groups and those aged 25 31
and above should be the targets of our marketing - food and wine
agricultural tourism.

Indigo Destination Game Indigo Shire is an emerging destination in Victoria's North East. Its capture of 9
Changer 2023 Tourism Strategy visitation to the North East is currently low, however it has potential for growth

across food, wine and beer industries. The Shire plans to attract new operators in

destination food and drink tourism and additional investment in existing product

with an emphasis on agri/sustainable innovation.

Key strategic development themes for Indigo Shire include 'destination food and 11
beverage experiences' to address the gaps, opportunities and barriers for tourism
growth in Indigo.

The Beechworth area will provide the visitor with a multi-faceted tourism 12
experience, allowing visitors to explore the region by bike, on foot and by car,
indulge in quality food, wine and craft beer and engage with nature.

Promote and brand Rutherglen as the Muscat Capital. 13
Growth market for the Shire includes food and wine lifestylers, which represent 27

approximately 13% of the total population visiting the shire. They are a credible
authority on eating out and seek to enhance their sophisticated palate and
culinary knowledge through understanding about everything food and wine. In
particular they like to get to know the characters and stories behind the food and
wine from the winemaker or chef.

nnnnnnnnnnnnnnnnnnnn
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LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop

Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand

Appendix 2: Local strategic alignment & literature review

Local Government Area

Summary of relevance

49 of 60

Strategic alignment to cluster plan

A-D = Objectives. 1-4 = Strategies

regionality

Food and agritourism is a key strength of Indigo Shire, however while some
townships are developing to meet growing customer expectations, other
townships are experiencing issues including diversity, availability and/or standard
of product which are creating barriers to increasing visitation, length of stay and
visitor yield.

The Yackandandah township provides a significant opportunity for development
of unique food and beverage product.

There are a number of producers within the Chiltern region including Hotson’s
Cherries and Chiltern Honey Farm that could be expanded to create motivating
agritourism visitor experiences including farm gate, tasting and/or development of
a produce trail experience.

There is substantial scope to develop new and exciting experiences and ancillary
products, and signature events, to grow and diversify the existing wine narrative
in the Rutherglen region.

Beechworth is emerging as a food and beverage hub for the region, with a
number of motivating and on-trend businesses.There is a burgeoning local food
co-operative, and agri-tourism innovation offers opportunity to further boost the
area’s food offering.

There is a growing farm gate experience in the broader region.

Agri-tourism and sustainable, local food initiatives are a key innovation
opportunity.

The food and beverage offer in Beechworth area is well catered for, however one
gap that would complement the existing product mix is the establishment of a
distillery. This would clearly be led by the private sector, but council could assist
in facilitating this investment.

37

37

37

37

59

59

70
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LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop

Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand

Appendix 2: Local strategic alignment & literature review

Local Government Area

Summary of relevance

50 of 60

Strategic alignment to cluster plan

A-D = Objectives. 1-4 = Strategies

Indigo Draft Economic
Development Strategy

regionality

There are a number of high-quality wineries in the Beechworth region, however
the cellar door experience in the region is limited.

A wine tasting room should be considered for Beechworth that would bring
together the 30 wineries of the region into a town centre experience. This will
allow visitors to try the many wineries in the region that are not open to the
public.

Improvement of retail offer in the region including delivery of product that is
appealing to growth markets and contemporary offerings connected to place and
people.

Agri-tourism is a necessary innovation for the region. Leverage food co-op and
small agri-producer initiatives.

Participate in regional partnership programs such as Murray Region Farm-to-
plate program and the local food strategy in conjunction with other LGAs.

Food and wine life-stylers, enriched wellbeing and millennials will be key target
markets for Rutherglen area attracted by the strong food and wine offer
supported by unique storytelling and meet the maker opportunities.

Food in Yackandandah should be sourcing locally to reduce food kilometres and
match with the sustainability platform for Yackandandah. The delivery of this food
experience message of 'authentic, local and sustainable food production' will
motivate emerging growth audience segments with aligned sensibilities.

Emerging consumer trends highlight the demand for authentic local experiences
and products. Regional cities of the future will need to focus on agriculture
tourism.

Agriculture is also a significant driver of the visitor economy.

70

70

71

71

71

76

80
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LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop

Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand

Appendix 2: Local strategic alignment & literature review

Local Government Area

Summary of relevance

51 of 60

Strategic alignment to cluster plan

A-D = Objectives. 1-4 = Strategies

regionality

There are opportunities to grow innovation within the agricultural sector and
explore niche opportunities for food, leverage and crop growing.

Local government can play a role in advocating for the interests of local food
producers and supporting opportunities for growth through innovation and
collaboration. The Upper, Central and Lower Hume Sub-regions Food
Opportunity Strategy and Action Plan 2015-2018 Identifies that the region has a
large number of very competent and award-winning premium food and beverage
producers that can boost the visitor economy by strengthening the region’s food
and wine tourism. This can be done through direct links to growers, and providing
a visitor experience that is linked to place, community and authentic product.

Local Government plays a leadership role in strengthening the local food
economy by developing and implementing a local food policy. The development
of a local food policy is an action in the Indigo Shire's council plan.

Indigo Shire is committed to working in partnership with other sector agencies
and LGAs to provide opportunities to assist and support agriculture across the
Shire.

Developing a local food strategy aims to strengthen key aspects of the regional
food economy to enhance agribusiness viability and resilience in North East Vic.
This will deliver multiple economic, social and environmental benefits.

The local food strategy will strengthen the capacity for farmers to access local
short food supply chains, providing the opportunity to bypass many post farm
gate costs that contribute to low commodity prices and declining farm business
profit margins.

The local food strategy will strengthen the connection between local consumers
and local farmers through short food supply chains and increase the demand of
locally grown produce through marketing and education campaigns.

33
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Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand
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Appendix 2: Local strategic alignment & literature review Strategic alignment to cluster plan
A-D = Objectives. 1-4 = Strategies

Local Government Area Summary of relevance

Wodonga Destination The DMP aims to develop products and services, including the encouragement of 2
Management Plan Framework the development of a range of high quality food offerings in Wodonga.

Wodonga Destination The region aims to be known as a well-known and desired destination in North
Management Plan 2014-2019 East Victoria where visitors can enjoy unique variety of quality experiences
centred on five key product pillars; one of these being food and wine.

While the tourism industry in Wodonga is growing, many local businesses do not 18
see themselves as servicing the visitor market and are therefore not recognising
the opportunities that this market brings to them and the city.

Developing products and experiences by providing unigue and interesting quality 24
products and experiences that capitalise on Wodonga’s key strengths. This

includes strategies to encourage the development of a range of high quality food

offerings in Wodonga.

There is a growing preference for visitors seeking layered experiences, where 25
they can incorporate several elements into their stay. For example, visitors may

not simply want to cycle, or visit an attraction, they want to cycle to the attraction

and have a food experience along the way. For this reason, links between

products and experiences will be critical in attracting visitors, particularly for

extended stays. Helping operators understand where their product or experience

fits in the overall visitor experience will be essential in curating a total experience

across the city.

Wodonga is emerging as a food destination, with some great offerings. Food- 25
related events are also growing, including farmers’ markets and festivals. The

number of offerings is developing and adds another element to the visitor

experience in the city. Providing opportunities for residents and visitors to

participate in food-related experiences, such as workshops, will help to build the

city’s growing reputation in this space.

nnnnnnnnnnnnnnnnnnnn
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Appendix 2: Local strategic alignment & literature review Strategic alignment to cluster plan
A-D = Objectives. 1-4 = Strategies

Local Government Area Summary of relevance

Wodonga LGA plans to further support existing and new food, wine and beer- 27
focused events, while encouraging the development of a range of high-quality

food offerings by supporting the hosting of an annual food and wine festival and

encourage food events in the central business area. Plans to identify and target

potential food, wine and beer manufacturers and retail operators to establish in

the city and support existing food, wine and beer manufacturers and retail

operators to expand their businesses will also be addressed.

Encourage pop-up shop fronts to promote local food, wine and beer offerings, 28
particularly in the Wodonga central business area.
Wodonga Food Strategy Action ~ Develop and implement a calendar of food events and campaigns that support 4
Plan our local food system and the LFN’s vision.
Strengthen information included on local food in Wodonga’s welcome kits. 5
Develop stronger partnerships with local food producers to increase the supply 6

of fresh and local produce to FoodShare.

Profile and promote local growers, producers and chefs to the community and 8
visitors through social media and publicity to create stronger connections
between the community and local food.

Develop a ‘buy local’ campaign that encourages residents to buy local produce. 9
Work with retailers to source and sell local seasonal produce. 9
Launch a local produce label that promotes local and healthy produce that local 9

businesses, producers and suppliers can utilise.

Investigate opportunities for community supported agriculture schemes for 9
smaller producers and points of sale locations.

regionality ‘/"!‘r‘/f%?k
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LEGEND: Objective A - Access to regional produce. Objective B - Build brand. Objective C - Coordinated collaboration. Objective D - Disrupt and develop

Strategy 1: Create a collaboration platform. Strategy 2: Develop supply. Strategy 3: Connect the distribution system. Strategy 4: Drive demand
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Strategic alignment to cluster plan

Appendix 2: Local strategic alignment & literature review
A-D = Objectives. 1-4 = Strategies

Local Government Area Summary of relevance

9

Create an online market place for local producers to support the sale of their
product.

Investigate land links/land share opportunities to support new producers and the
supply of locally grown foods.

9

12

2.1 Host a “long lunch” event which showcases local foods and producers and
use it as an opportunity to educate attendees of the benefits of eating local

produce.

nnnnnnnnnnnnnnnnnnnn
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Appendix 3: Summary of local strategic conversations

Local strategic conversations were held over two workshops to set the context for the regional strategy and provide input from a local context. The data collected through this process
has been used to inform strategic actions locally and regionally. The discovery process tested the framework, with the second workshop recapping this content and exploring the four

strategic themes in the local context. The tables below summarises the information provided by those attending each of the workshops.
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Appendix 3: Summary of local strategic conversations
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Key Themes Cluster Workshop One - Discovery Phase Cluster Workshop Two - Testing the strategic framework and

Sharing Concepts and Conversations themes

Access to Products  Supply/knowledge pride of product not known/promoted Selling beef high cuts sell well/easily finding a market for other cuts

Producers not always winning Seasonality — how to deal with consistent quality of product and non-
Economies of scale comprising quality and animal health and wellbeing.
Consistency of supply Price - export vs domestic

Distribution

Seasons/Weather

Have to drive animals/produce to Melbourne for distribution
All the rules and regulations (e.g. Can’t even make your own mayo)
Farmers’ market not as popular

Distance
Fruit-fly zones
Freight costs
Trust between processors i.e. butchering
Supply Side Legal obligations
Challenges
Education Different processes “don’t know what they don’t know” Workforce capacity
[> Consumer expectation
People aren’t aware of what is produced in the region
Provenance education, info and stories
Key Considerations  Lack of regional abattoir Link to recreation and food provision

Warehousing/Distribution
Distribution from small allotment locally
Cultural challenge of focus industry v local v border conflict

Natural Resources/ Lack of internet
Technology

Brand No local/regional identity
Lack of pride - cultural influence

regionality




Appendix 3: Summary of local strategic conversations

Key Themes

Access to products

Supply Side
Opportunities

regionality

Cluster Workshop One - Discovery Phase

Sharing Concepts and Conversations

)

Small batch processing

Location / proximity

Small abattoirs / mills

Hands on experience

Regional network to distribute info/stories

Huge opportunity to retain premium product from export to create
the destination

Opportunity to make regional produce convenient and accessible
Connecting and collaborating

Restaurants want products that set them apart

Establish regional networking group of wholesalers/customers /
suppliers to mimic collaboration achieved at Melbourne/Sydney
Wine Shows

Cluster Workshop Two - Testing the strategic framework and

themes

Wang Abattoir - family owned

Talang Abattoir - sheep

Butchers selling online

Farmers selling, goat, sheep, pork and cattle at Farmers’ Market
No-one butchering chickens locally - was a grower who had to
close due to slaughtering - travel costs

Small butcher struggled to compete with large companies (often
undercut)

Henty Lambs

Jillamatong Sheep - IGA Corowa

Ross Tomatoes - Yarrawonga

Honey - Rich Glen Olive Estate

Cheese - Milawa

Wine / Chocolate /Whiskey - Corowa

Beer

Eggs - Holbrook / Walla Walla

Vegetables - Locally

Katamatite Garlic

June Liquorice

Local Farmer - raw materials

Landcare Holbrook

Arnolds’ Distributors

Small Producers

No Albury /Wodonga supply hub

No abattoir

Village - connectivity experience unique

Farm Gate Trail - Luv a duck model

Sales to local businesses e.g. restaurants

Mobile Butcher
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Key Themes Cluster Workshop One - Discovery Phase Cluster Workshop Two - Testing the strategic framework and

Sharing Concepts and Conversations themes

Education Educating consumers on whole of product
Locals love local
Communication and education of farmers
Provenance - protein and viticulture how to expand

Supply Side
Opportunities
Natural Technology software to contact value chain
Resources/Technolo
ay
Brand City to country marketing
Regional “Food identity”
Products Food needs to be affordable - perception that the Farmers Efficient Farmers’ Market - needs vitality
Markets’ are expensive Regular supply produce
Price vs quality (value proposition) Competition NE Victoria towns
How to match food system Delivery e.g. refrigerated produce
Lead in time for production - food trend Economies of scale/collectively sourcing
Education Education of local consumers and businesses to value the local Lack of trained staff
produce Consumer market needs educating re. Whole of beef etc. seasonal
How to use / what is local products produce use
Demand Side How do we make local produce convenient to access
Challenges Lack of food knowledge / cooking skills
ﬁ> Brand How do you generate demand - tools marketing Shared marketing opportunities

Lack of food identity
Make sure it’s authentic
Conflict of brand hierarchy

Key Considerations  Religious/cultural factors
Language of “local” what does it mean, local businesses vs Local
produced
Cultural mindset
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Key Themes

Cluster Workshop One - Discovery Phase

Sharing Concepts and Conversations

Cluster Workshop Two - Testing the strategic framework and

themes

Products

Education

Demand Side
Opportunities

»

Key Considerations

Brand

regionality

Collaborative approaches e.g. Food hubs

Supermarket labelling

Local aisle

“Farm Tinder” connecting consumers and farmers/app
Markets as hubs/bigger/better - collaboration critical mass
Create demand for seasonal produce i.e. watermelon festival,
potato festival. Regional celebrations of local producers in
season.

Stephanie Alexander as high profile ambassador - hotels/rural
advocates

Network/ face to face / events /activities

Driven by consumer needs / who came here - consumer pull
factor

Community gardens / education = value proposition

Chefs cooperation and culinary association /masterclass
Provenance creates demand through an emotional connection -
create authentic experience

Council recognition of importance of farms

More regional promotion
Murray River Food Trail linked to adventure trail

Gluten/Dairy free allergy market

Organic /biodynamic

Pathway to Farmers’ Market - limited because number of suppliers
Linking with local manufacturer e.g. Riverlea

Opportunity to build open food network. Regional build
framework to support producers with supply chain setup -
maintain - grow

Evening full meal opportunities struggle in the area but breakfast
eateries do well. Needs developing.

Educate consumers e.g. Stephanie Alexander Community Garden
in schools

Where does the produce come from, who to contact for supply,
information to everyone whole food chain.
Networking/collaboration

Managing supply/demand / waste and sustainability




Appendix 4: Regional meat processing facilities

60 of 60

Location Operator Ind. Kills Beef Lamb Goat Pig Offal Poultry | Export \Domestic| HALAL
Wangaratta GA Gathercole J J J J J

Cobram (?) JBS N/A N N N
Tatura Abattoir GA Gathercole Wgcra]lll?/es v v v v

Kyneton Hardwicks J J J N J J
Nathalia Ryan Meat Company N N N N J
Tallangatta Smiths TMP J J J J J
Tongala Greenhams X J N N
Canowindra NSW - 4hours Tablelands J J N J N

Seymour 1.5hrs Echuca Ralphs Meat X J J J J
Swan Hill HR Woodward X J J J J

Mitta Valley Beef Co-op

www.mittavalleybeef.com.au

The Meat Room

Bespoke Butchers - Kilmore East Vic

Articles - small batch processing

https://www.stockjournal.com.au/story/4730649/small-on-farm-abattoirs-offer-great-opportunities/

https://www.weeklytimesnow.com.au/news/rural-weekly/microabattoirs-innovation-in-meat-processing-on-show/news-story/5ce7f9a486860b91df8e6262294744e86

https://www.farmonline.com.au/story/3367992/small-kills-will-benefit-small-producers/

FIGURE 5: SUMMARY OF REGIONAL MEAT PROCESSING FACILITIES

regionality
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