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1.  Personal introduction 
 

After graduating from Cardiff University with a 

degree in Biology I returned home to the Isle 

of Anglesey. I had no idea what I wanted to do 

as a career but, with a mountain of student 

debt to re-pay, I found myself working at the 

local builders’ merchant’s selling timber and 

building materials. I had no previous 

experience working in the building industry 

and had to learn fast. I enjoyed working for 15 

months at William Roberts & Co but left to 

return to university to complete a teacher 

training qualification. Not that being a teacher 

was an ambition of mine, but at the time the 

government was offering a £10,000 grant for 

Welsh-speaking science graduates to 

complete the course as there was a lack of 

science teachers in Wales – a grant that has 

now made it fairly impossible to find a 

permanent teaching job as there are so many 

qualified teachers!  I was surprised to find 

that I absolutely loved my experience as a 

student teacher and was delighted to get a 

full time job as a science teacher at a local 

secondary school after qualifying. So – I’m a 

teacher, not a farmer! 

The eldest of four children, I have always lived 

on our family farm, Rhydydelyn Fawr, in a 

small rural hamlet called Rhoscefnhir on the 

Isle of Anglesey, together with my parents 

Maldwyn and Menai, sister Sioned and 

brothers Alun and Huw. We run a 100-head  

pedigree Holstein dairy unit, plus 1,000 North 

Country Mules, dairy followers, 100 head of  

beef, maize and barley crops. The challenges 

of finding a job and the realisation that the 

farm had no career to offer my sister or 

myself fuelled the idea of diversifying.   

 

After months of discussion around the kitchen 

table (without arguing once!), we decided to  

diversify by making cheese using our own 

milk. As a family we love eating cheese! Our 

family holiday to France with the caravan 

would centre around good food and wine 

regions so it made sense to us that we added 

value to our milk by producing something we 

enjoyed eating and thought that this, in 

theory, would make it easier to sell.  

We attended a cheese making course at the 

Food Technology Centre at Llangefni and, with 

their support, developed a Camembert style 

cheese now called CAWS Rhydydelyn.  Whilst 

working with the Food Technology  Center we 

transported our milk from the farm over to 

Llangefni  in the back of the car and used their 

facilities and expertise to produce cheese. 

After gaining enough experience and 

confidence in the cheese making process and 

securing a steady outlet for our cheese at 

local farmers’ markets we applied for a PMG 

grant to build a new unit for cheese making 

on the farm.  And that is when I applied for a 

Nuffield Farming Scholarship.   
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2.  Agricultural Diversification in Wales – my home country 

 

With ever increasing financial pressures on 

farmers one solution is to diversify, creating 

more than one source of income for your 

farm.  In essence, the strategy means that, 

instead of depending mainly on one type of 

animal or crop for farm income, there is 

income generated from several different 

sources. Government statistics carefully 

monitor the picture in regard to my home 

country, Wales. 

Definitions of the different types of 

diversification are given below. 

 Contracting and haulage includes any 

agricultural contracting, haulage and 

clearing snow. 

 Tourism includes accommodation and 

sport/leisure activities. 

 Environment includes aquaculture 

and forestry. 

 Processing and food manufacture 

includes animal or arable products 

(e.g. cheese-making), handicraft and 

wood processing. 

As shown above, agricultural diversification 

can take many forms, but the need to identify 

opportunities and an extra source of income 

has become increasingly apparent in Wales.  

Around 2,300 farm businesses in Wales were 

engaged in producing output from diversified 

activities during 2011-12, with 1,200 farm 

businesses generating diversified output other 

than rent. Farm business income in Wales 

from diversified enterprises increased to £13 

million (3% of farm business income) in 2011-

12, from £12 million in both 2009-10 and 

2010-11. For 78% of farm businesses with 

diversified activity in Wales in 2011-12, the 

income from diversification accounted for less 

than 25% of total farm business income.  

The average diversified output for farm 

businesses with diversified activities was 

£8,300 per farm in 2011-12, compared to 

£7,900 in 2009-10 and £8,100 in 2010-11. 

Average enterprise income from diversified 

activities in 2011-12 was £5,900 per farm, 

with the letting of buildings for non-farming 

use producing an average enterprise income 

of £6,600 per farm. 

The proportion of farm businesses with 

diversified activities in 2011-12 was highest 

for the ‘very large’ farm size class (35% of 

‘very large’ farm businesses) and for the ‘very 

small’ farm size class, with 31 per cent of ‘very 

small’ farm businesses engaged in diversified 

activities. 

For both the dairy and LFA grazing livestock 

farm types the percentage of farms with 

diversified activities increased over the period 

2009-10 to 2011-12. Conversely, the 

percentage of lowland grazing livestock farm 

businesses with diversified activities declined 

from 47% in 2009-10 to 32% in 2011-12. 

  

“the entrepreneurial use of farm resources for a  

non-agricultural purpose for commercial gain.” 
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3.  Diversification in the dairy industry –  

my Nuffield Farming Scholarship topic 
 

For a dairy farmer adding value by processing 

the milk is one way to diversify. Milk can be 

converted into literally hundreds of products: 

cheeses, butter, skim milk powder, whey 

proteins, cottage cheese and ice cream. The 

average UK price for raw milk was 32ppl in 

August 2013, which was a 0.69ppl (2.2%) 

increase on the July average price. Compared 

with the previous year, the August price was 

5.42ppl (20.4%) higher than the previous year, 

so it seems that the profit for dairy farmers is 

looking better than it has in years.  When I 

compare this milk price to the retail price of 

cheese (which requires 10lt of raw milk to 

make 1kg of cheese) which retails at £12/kg., 

the added value is substantial. You might ask 

yourself why we don’t process all the milk and 

not just 300 litres a week? This is the 

dilemma! Do we - a small scale artisan cheese 

company - increase our production to 

increase income, but which would require a 

substantial financial investment and full time 

commitment?   

Or is there another way to make more profit 

from the facilities in which we have already 

invested? 

It is important to make sure you diversify for 

the right reasons. When asked, most farmers 

said that they diversified to improve 

profitability. You need to identify an idea that 

will work for you. You will need to research 

your local market and ensure that your idea is 

viable.  

These are the ideas we considered around the 

kitchen table: 

 Under-used resources - many farms 

have unused buildings and farm 

resources. Farms that successfully 

diversify are often able to put their 

existing farm assets to use. Making a 

list of your existing underutilised farm 

resources is a useful first step in 

working out potential ideas. 

 Unfilled local demand - being able to 

meet a local demand for a product or 

service that is not currently being met 

may offer an opportunity to broaden 

your farm’s horizons into new 

business areas. 

 Existing skills and expertise - playing 

to your existing farming experience 

and knowledge increases your 

likelihood of success.  

 Area of interest - make a note of any 

business ideas that interest you. 

Following up on these means that 

you're more likely to put in the extra 

hours and effort required to make 

your rural enterprise a success.   

 

 

 

  
“To be successful, you have to have your heart in your business,  

and your business in your heart.”  -Thomas Watson, Sr. 
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4.  My Study Tour – where I went 
 

During my Nuffield Study research I decided 

to visit the following countries: Australia and 

Tasmania, New Zealand, France and China. 

(See chart below). The people I met during my 

travels are the source of my conclusions and 

have influenced my way of thinking. 

As I am a full time teacher my travelling time 

was limited to school holidays which, if I’m 

honest, wasn’t ideal. I would have benefited 

from a longer block of time away on Nuffield 

Farming travel. But I managed it!  

 

 

 

I must also admit that I often felt out of my 

depth with general farming knowledge and 

am so grateful that the Nuffield Farming 

Scholarship has driven me to better my 

knowledge and understanding of the political 

complexities and challenges of the agricultural 

industry. It would be impossible for me to 

write about everyone I have met during my 

travels but those I detail in the following 

pages are, in my opinion, the key connections 

I have made.  

The dates of my travel were: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

Australia July – September 2012 

Tasmania August 2012 

New Zealand April 2012 

France July 2013 

China July 2012 
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5.  Australia 
 

Today the agricultural industry is Australia’s 

third largest industry with a gross value of 

over $4 billion annually. Although Australia is 

a relatively small dairy producer it is one of 

the world’s largest exporters. The Australian 

national dairy herd is 16 million cows with an 

average herd size of 220. Australia produces 9 

billion litres and has a dairy work force of 

40,000. Although irrigated dairying does occur 

in inland regions, dairy farms are most 

prevalent in high rainfall coastal zones. 

Irrigated inland dairy farms are located in the 

southern-New South Wales, northern-Victoria 

Murray-Darling Basin area. Milk production 

systems are different throughout these areas 

due to differing climatic conditions, market 

requirements and the cost of inputs. These 

inputs include land, feed grains and irrigation 

water.  

Based on these features two main production 

systems are used throughout Australia. The 

most common is seasonal production where 

cows calve during the peak period of pasture 

availability. This system is used by nearly two-

thirds of Australian dairy farms and is most 

widespread in Tasmania, Victoria and South 

Australia. The other production system is year 

round production. Under this system, calving 

is spread throughout the year, which means 

that milk production is stable during the year. 

This production system occurs mainly in areas 

which supply fresh milk for domestic 

production. 

5a.  Yarra Valley Dairy 

Yarra Valley Dairy is part of the property 

known as "Hubertswood" owned by the 

Mooney Family. Named after one of the early 

settlers and vignerons, Hubert de Castella, the 

property is now used for producing fine 

quality farmhouse cheeses in what is known 

as one of the premium wine and dairy  

regions of Australia. 

The region in which "Hubertswood" is 

situated has a long and well established 

history of dairying. When early settlers came 

to the area a cheese factory and buttery were 

established, supplying the area with fresh 

local produce. 

Wine and cheese are natural partners and in 

the Yarra Valley region they are brought 

together by the many local wineries and the 

Yarra Valley Dairy, through the varied skills 

and personalities of the dairy farmers and 

viticulturalists, cheesemakers and wine-

makers. 

The Yarra Valley Dairy Farm started milking 12 

years ago with no intention of turning to 

cheese making. They decided to diversify to 

bring additional income to the farm and 

started with turning less than 1000 litres of 

milk a week into cheese. Today they utilise 

50,000 litres of milk a week (peak season) and 

have opened a farm shop and café with a 

viewing window onto the cheese producing 

room. Yarra Valley Dairy has invested in four 

extensions to the cheese production unit. Jack 

(the manager, my host) stressed the impor-

tance of choosing carefully which side of the 

business to expand and to ensure that the 

facilities invested in will be able to produce 

enough to meet the subsequent demand.  

Marinated feta is Yarra Valley’s specialty 

cheese. The herbs and spices added to the 

feta marinade are all hand chopped by the 

staff of which there are 13 on a regular day.    

They have sold the dairy herd and now buy in 

their milk from the neighbouring farmer who 

also rents their land.  Their main outlets for 

the cheese are distributors, restaurants and 
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direct sales from the farm shop. Jack was 

looking into using the whey product to make 

ricotta cheese but explained the difficulties of 

capturing the whey separately from other 

liquids.  

His draining point went to a portable trailer 

which was transported to a nearby pig farm. 

Another option was to drain the whey 

through settling ponds to be filtered and 

returned to the soil. Although Yarra Valley 

didn’t have their own dairy herd the co-

operation between them and the 

neighbouring farmer is working well and the 

cheese is still sold as a local product. Jack 

believed that the fact they didn’t milk the 

cows on their farm any more had no impact 

on their business and had given them the 

opportunity to concentrate on the cheese 

production side of the business. His advice to 

small scale producers is: you need a good 

product, the right passionate people and, if 

you are happy to be a small scale business, 

not to expand. 

Yarra Valley is located in a region famous for 

its vineyards and the cooperation between 

the vineyard and the Yarra Valley Dairy was 

essential for the farm shop and café – an 

example of a successful business off the 

beaten track that has no problems in 

attracting customers since the local vineyards 

encourage visitors to the area. Wine and 

cheese are natural partners and in the Yarra 

Valley region they are brought together by the 

many local wineries and the Yarra Valley Dairy 

through the varied skills and personalities of 

the dairy farmers and viticulturalists, 

cheesemakers and winemakers. 

 

5b. Graham Nicoll, Australian NSch  

Graeme Nicoll, a dairy farmer from Gippsland, 

has a low cost system with a strong focus on 

pasture quality. He and wife Gillian own and 

operate a dairy business based on 240ha at 

Fish Creek in Gippsland, Victoria. They milk 

between 250 and 300 crossbred cows and 

also run a small beef herd. He did not believe 

that there was much scope for diversification 

in the dairy industry in Victoria as there 

wasn’t enough population. The cheese 

production market was already saturated in 

Victoria and the successful producers had a 

point of difference or a unique selling point. 

Graham agreed with Yarra Valley that it is 

more cost effective to buy the milk in from 

neighbouring farmers rather than produce the 

milk and then add value. 

 

5c.  Max Jelbart Australian NSch 
Aldermeade Farm, owned by Max Jelbart, 

operates a cafe and farm visitor centre on the 

South Gippsland Highway. The milking 

process, which takes on average one hour 

twenty minutes on the rotary platform, can be 

watched from a glass-fronted viewing room 

and provides a good insight into the workings 

of a modern dairy farm. The farm also has a 

café and farm shop with a children’s play area 

and a small-animal and calf feeding section 

which is a big tourist attraction.  

Location is fundamental to the success of this 

business, coupled with excellent marketing 

with signs along the busy 4385 South 

Gippsland Highway informing oncomers of the 

attraction awaiting them – then telling them 

to turn around if they have passed! Location is 

the first step to success with opening a farm 

shop  – Mr Jelbart’s advice would be (if 

necessary): simply pack up and move 

somewhere else more suitable if you want to 

open a farm shop.  

Welsh farmers are very bonded to their 

locality and are often the third or fourth 

generation to farm that piece of land. In 

Australia farmers moved around much more – 
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a second or third generation on the same 

farm is practically unheard of and this lack of 

roots makes it easier to move on to the next 

business project.  

When discussing this with Mr Jelbart I 

explained the difficulties I would encounter 

persuading my family to sell and buy a better-

located farm. He was sympathetic but said 

“Your great grandfather moved from another 

farm to yours as it was better suited for him – 

why can’t you do the same? If your farm is not 

located near a busy road, or next to a busy 

tourist attraction, or has no big point of 

difference then it’s unlikely that you’ll attract 

the necessary numbers of visitors needed to 

succeed.  If the location isn’t suitable for the 

diversification you either have to be prepared 

to find a suitable location or think of another 

idea better suited to your farm. Viewing 

platforms are popular – both in the dairy to 

watch the milking and in the cheese 

production unit - so consider including these 

ideas in your plans even if you don’t intend to 

open your site to visitors – you might one 

day.῎  

Mr Jelbart also has a second dairy unit at 

Leongartha South which he bought in 1981 

and started with a herd of 120 cows over 120 

hectares. The farm has expanded to become 

one of the biggest dairy farms in South 

Gippsland - covering more than 650 hectares 

and milking between 1,000 and 1,100 cows. 

The farm payroll has grown, too. The Jelbarts 

now employ 17 staff. Annual milk production 

is about 7500-8000 litres per cow, compared 

to about 3000 litres in the farm's first year. 

The farm supplies dairy processor Murray 

Goulburn’s plant in Leongatha. Because 

Murray Goulburn is one of Victoria's major 

exporters, milk from the farm ends up in dairy 

products around the world. 

Mr Jelbart did see a few clouds on the 

horizon. He recognised that New Zealand 

farmers had some significant advantages over 

Australian producers. ''New Zealand has got a 

free trade agreement with China with zero 

tariffs. Australia has got to pay a 10% duty, 

which has a big impact on our ability to 

market. I think the Australian government has 

got an obligation to pursue a zero import duty 

agreement with China. One of the other big 

impacts is financial cowboys playing with our 

Australian dollar, and its current strength. If 

we had a 75¢ or 80¢ dollar, the industry would 

be in fantastic shape.'' 

The Australian Government has introduced a 

national carbon tax that will add significantly 

to the electricity prices paid by dairy 

farmers. The carbon tax will commence on 

the 1st of July 2012 and impose a price on 

about 60% of Australia’s current carbon 

emissions. The rate of the carbon tax has 

been fixed for three years ($23 a tonne 

in 2012-13 rising to $24.15 in 2013-14, and 

$25.40 in 2014-15). Most dairy businesses will 

not pay the carbon tax directly. But, like all 

households they will have to pay increased 

prices for key inputs like electricity, packaging 

etc. The government expects electricity prices 

to rise by about 10% as a result of a carbon 

tax. In the case of dairy these additional 

costs are likely to be significant. Long distance 

road transport is integral to the dairy supply 

chain. Fuel used by heavy (>4.5 tonne) 

long distance road transport will be exempt 

from the carbon tax for the first two years. 

But from July 2014 fuel tax credits will be 

adjusted downwards to reflect the carbon tax. 

This will add a new cost pressure on dairy 

firms and farms. Murray Goulburn, the 

largest milk processor in Australia, has 

calculated the carbon tax will immediately 

add $5000 to the costs of the average dairy 

farmer; rival processor Fonterra puts the 

figure at a more conservative $2000 to $3000 

a farm. 
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But Max Jelbart is one farmer not too fazed by 

the introduction of the carbon tax. With an 

electricity power bill of more than $3500 a 

month and a poor supply connection, Mr 

Jelbart has spent years devising ways to curb 

electricity use on his Leongatha farm. From 

hard-won experience, he now regards it as 

essential to have a powerbroker to negotiate 

the lowest electricity rates, as well as using as 

much off-peak power as possible to cool milk 

vats. Critical too has been capital investment 

in his dairy with a focus on power innovations, 

including a heat exchange system that 

recovers the natural warmth released from 

cow's milk as it is snap-cooled, to heat water 

needed for high-temperature cleaning of milk 

vats and milking machines. With 30,000 litres 

of milk a day to cool before it is picked up by 

the trucks and 1200 litres of hot water needed 

for machinery cleaning, Mr Jelbart estimates 

he has saved thousands of dollars in power 

bills over recent years. "The cheapest thing 

you can do to save on your power bills is not 

to need to use the stuff in the first place.” 
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6.  Tasmania 
 

I wanted to visit Tasmania to meet Jane 

Bennett. Many previous Scholars had visited 

Jane and told me how inspirational she is – 

and I couldn’t agree more. Jane is a Nuffield 

Farming Scholar and winner of the Tasmanian 

Business Woman of the Year Award. Jane 

Bennett spent 18 years working with her 

family to build Ashgrove Cheese, a successful 

dairy processing business established in a 

paddock on the family farm in Elizabeth Town 

in northern Tasmania.  Ashgrove Cheese has 

been producing premium quality award 

winning dairy products since 1993.  

The first vat of Ashgrove’s cheese was 

produced in November 1993, less than a year 

later. The Ashgrove Farm Shop was opened in 

the heart of the dairy farm, offering visitors 

the opportunity to learn about the art of 

cheese-making with viewings and tastings. 

From that day to this, that shop has offered 

the “complete paddock to plate experience.῎   

In the early years, Ashgrove Cheese supplied 

specialty delis and independent super-

markets. Over time, however, the company 

has evolved to supply supermarkets, 

restaurants and specialty food stores 

throughout Australia and overseas. The 

evolution of Ashgrove Cheese has never really 

stopped. In 2008, they updated the business 

once again by purchasing a second-hand milk 

plant from New South Wales. That purchase 

allowed the company to expand their product 

mix by bottling fresh milk and cream for the 

Tasmanian market, and also enabled them to 

offer a range of butter and ice cream.  

From 2010 to late 2011, Ashgrove expanded 

their capabilities by constructing a large 

building behind their existing factory to 

accommodate a milk bottling line of much 

greater capacity. More recently, they installed 

a mini-hydro plant on their farm – the first of 

its type in the state – to help power their 

operations. “We’ve grown and continued to 

achieve success because of lots of hard work 

by a variety of people,” says Jane. “Our shop is 

a really important part of our business. 

Tourists come to Tasmania and visit us, which 

is a great marketing tool. They can see the 

cheese, see the farm, and taste the cheese so 

they’re confident that when they buy the 

product they’re going to like it.”  

Innovation is another important aspect of 

their success. “We’re constantly coming up 

with new products and new cheeses and 

trying to find new clients. We’re always 

striving to be more flexible and diverse in our 

outlook.” At Ashgrove Cheese, they recognise 

that every person has a “unique taste palate,” 

which means that not all people like the same 

flavours. Ashgrove aims to provide a range of 

flavours in their cheeses to meet the desires 

of most people. All their cheeses are hard or 

semi-hard, which means they are slow to 

mature and have time to develop flavour – 

and also that they have excellent “keeping 

qualities, and are very versatile in use.” Their 

range of handcrafted cheddar-style cheeses 

can be broken down into four main categories 

– true cheddar, specialty cheddar, flavoured 

cheese and continental cheese – and includes 

traditional Cheddar cheese, English county 

cheeses and a series of uniquely flavoured 

cheeses, such as their famous Wild Wasabi 

cheese. The Wasabi was aimed at the 

Japanese market but proved such a hit 

domestically they can't produce enough to 

export. 
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Jane’s brother David explained that the 

company’s constant award-winning success is 

down to a number of factors. Firstly, they are 

integrated with their supply. They source their 

milk from Ashgrove Farms, which means they 

control the quality of the milk – “and you 

need good quality milk to make a good quality 

dairy product,” he says. Secondly, Ashgrove 

employs “a lot of traditional techniques when 

it comes to milk making and butter-making. 

This minimises processing, so we get a product 

that really comes into its flavour.” At the same 

time, in their packaging and other areas, they 

have modernised as much as possible, so they 

are still as efficient and competitive as 

possible. Finally, their staff deserves a lot of 

credit as well. Ashgrove has a growing 

workforce – all local people who take pride in 

the production and packing of the company’s 

products for customers around the world. No 

matter whom the customer is – whether it is a 

customer in their shop, a retailer, a wholesale 

distributor, or even a customer of their online 

store – Ashgrove’s staff work hard to establish 

and maintain strong relationships.  

The company frequently seeks to engage with 

their customers via media events, such as 

food and wine festivals or specialty cheese 

shows. It has also embraced the internet and 

social networking. Moving forward, 

Ashgrove’s goal is to continue to build positive 

relationships, both internally and with their 

customers. They would also like to look at 

diversifying their markets, and say the 

company is always searching for new niches 

they could fill. “Being able to react to what 

our customers want is pretty important,” he 

says. “That’s what we’ve done and what we 

will continue to do.”  

A popular feature of a visit to Ashgrove is 

viewing the many colourful cows, painted by 

local schools, in the 2008 Ashgrove Cow Art 

competition.  (see top of next  column). 

Visitors to the shop can also view the vast 

array of colourful and creative gumboots that  

were again painted by local schools in the 

2009 Ashgrove Gumboot Art competition. 

(see below) 

These were very successful marketing 

strategies that generated media attention, 

tourist attraction and community spirit. 

Involving local schools is a good way of 

connecting with the local market and is also a 

chance to educate the children about dairy 

products. 

6a.  Other Tasmanian visits 

Whilst in Tasmania I visited several other 

diversified farms including a dairy farm that 

had diversified to grow raspberry crops and 

opened a café. Again location was important 

to them depending on passing trade and they 

made use of the local produce where possible. 

The café owner stressed the importance of 

the extended family in developing a 

diversification: “The business depended on 

family members’ hard work for the first years 

file:///E:/Nuffield report/
file:///E:/Nuffield report/
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and could not have succeeded without the 

dedication of the wives and daughters”.   

Another diversified farm I visited was 

Yondover Farm. Yondover Farm is owned by 

Gina and Mike Butler. It is set on 175 acres of 

rolling green hills surrounded by forests. The 

farm is home to the Butler family, and 380 

dairy goats and goatlings plus 8 very happy 

billy goats.  Gina is a full time nurse and 

makes cheese on her days off whilst her 

husband Mike runs Yondover Goat Dairy. This 

is a commercial goat dairy producing over 

140,000 litres of goat milk each year. They 

established the dairy 8 years ago. This 

involved building a specially designed 10-aside 

swing-over herringbone goat milking facility 

which allows them to milk 300 plus goats 

within 3 hours. They have now also built a 

shop and café on the farm which is purpose 

built for visitors to enjoy a rural outlook, local 

Tamar valley wines and farmhouse 

cheese.  They didn’t receive any grants to 

build their dairy or shop and were dependent 

on their full time occupations to finance their 

projects. The Butler family were content with 

their small scale business and planned to 

develop their local connections to their full 

potential. 

Examples of using old farm buildings to 

generate additional income were seen in 

Tasmania.  One farmer had converted 

the outbuildings into holiday houses and also 

a studio used for sewing courses.  The point of 

difference of this barn conversion was that it 

offered an activity holiday – people booked to 

stay in the holiday cottage and to learn 

sewing skills and share their enthusiasm with 

other like-minded people. The sewing courses 

were fully booked and people would travel 

from afar (as far away as the USA and France) 

to join the activity holiday. Places were 

limited by the size of the studio which could 

house around 10 guests sewing at once.   

The idea in my opinion is great. The cottages 

were generating double the income compared 

to holiday lets alone and I would encourage 

others to use the same concept in their own 

diversification idea. If you are producing a 

product on the farm think about developing 

an activity holiday scheme with self-catering 

units in converted outbuildings or with 

farmhouse B&B accommodation.   

Other activity holidays that were on offer in 

Australia were jewellery making, bee-keeping, 

cooking courses and horse training. This is an 

idea that could be applied to a cheese making 

farm; an idea I brought back with me to 

Wales.  
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7.  New Zealand 
 

New Zealand might have 40 million sheep but 

there isn’t much history of milking them.  Nine 

years ago, Wairarapa cheese makers Miles 

and Janet King saw the need for a cheese for 

people unable to tolerate cow’s milk, and 

began producing a ewe’s milk cheese. 

Kingsmeade Cheese was born from Miles 

King’s interest in sheep and the science of 

using their milk to make cheese. A former 

station manager, Miles had always enjoyed 

working with sheep. With three growing 

daughters and living in a remote area, Miles 

and his wife Janet decided to move closer to 

town.  In 1998 they moved to a bare block of 

land just out of Masterton and bought a flock 

of East Friesian sheep – one of the first in New 

Zealand. Miles had decided he wanted East 

Friesians, a European breed known to be a top 

milk producer. The breed is quite unique; they 

do not produce any wool around their tails, 

hindquarters or udder. This helps with milk 

quality and the avoidance of any possible 

contamination. Embryos were sourced and 

procured, resulting in the healthy, thriving 

herd of 200 milk-producing ewes they have 

today. 

Moving away from the methods used in 

intensive sheep farming, the pair has 

developed environmentally responsible and 

animal-friendly methods such as handling the 

animals quietly without the use of dogs and 

not separating new-born lambs from their 

mothers. Their paddocks are planted with 

shelter belts -providing shade in summer and 

shelter from the wind and rain during winter.  

Having experienced drought conditions 

several times over the last few years in the 

region, additional food for stock is vital. 

However, they do have to be careful what the 

sheep eat. “Some forms of feed can cause 

problems with your cheese production,” says 

Janet, “and affect the development of the 

cheese.” 

“One year we were low on feed, so I did some 

research and found bread that contained 

pretty much everything they needed, so we 

started feeding bread to our flock. They 

thrived on it, loved pink buns, and we caused a 

great deal of amusement in the area. But it 

was just a ‘stop gap’ measure and it worked.” 

The result is that the ewes are big and 

contented, and full of personality. When they 

hear Miles’s voice, they answer. There’s no 

need to round them up for milking; they come 

on their own. 

With no cheesemaking experience whatso-

ever, Miles set about educating himself, from 

books, the internet, and the advice of other 

cheesemakers. Over the years he has honed 

his skill by trial and error, and discovered that 

he has the qualities essential to every good 

cheesemaker - a great palate, precision and 

patience. Each small batch of cheese is made 

completely by hand in the small factory 

building on the farm, and is appealingly non-

uniform. Like any work of art, this cheese 

bears the mark of its maker. 

Selling to supermarkets, delis and restaurants, 

the demand for Kingsmeade cheese continued 

to grow. Six years ago they decided the time 

was right to open their own shop. This 

provided a place for people to walk in and see 

the huge range they produce. It also meant 

Janet could deal with the sales and marketing, 

her area of expertise. “I’m the front person,” 

says Janet, “Miles is the cheesemaker.”  The 

Kings regularly work with schools, allowing 

them to bring children out to see the farm 
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and watch the milking. “It’s a sort of 

education, showing the children the ‘farming 

to plate’ sort of thing,” Janet says. “The 

children love it.” At present Kingsmeade 

produces approximately 13 tons of cheese per 

year, all by hand, something they expect will 

increase over the next few years. Each cheese 

is named after a place in the Wairarapa, 

something Janet believes is good for 

marketing. “People come in who want a tray 

of cheeses to send somewhere, and the local 

name is a real selling point. They may be 

going to people who used to live here and 

people love something from home,” she says. 

 

7a.  Cheesemonger Wendy Adams 

from Wellington, New Zealand 
Wendy worked in cafes while at school and 

university, then lived in New York in her early 

twenties, where delightful delis abounded. 

After six months around the markets of 

Europe with their children, tasting many 

delicious cheeses, Conrad and Wendy gave up 

their day jobs and returned to their coffee 

cart at the markets in Lower Hutt and 

Wellington, frustrated by the lack of artisan 

cheese available to market-goers. A few 

months and much research and planning 

later, Wendy went on a week-long artisan 

cheesemaking course at the New Zealand 

Cheese School , went back to learn about 

cellaring and judging cheese and became very 

excited about bringing delicious speciality 

cheeses to more people. She had her retail 

shop, Cultured, in Petone for two years and 

now brings cheeses direct to select 

restaurants, specialty stores and to the city 

market on Sundays. Wendy has spent time 

with each of the cheesemakers and is in awe 

of the quality of the products they offer: in 

particular producers such as Gruff Junction in 

Christchurch, Kingsmeade Cheese in 

Masterton, and Clevedon Buffalo Company in 

Auckland.  

Wendy makes raw cheese at home with the 

milk she gets from friends when she helps 

with the milking of their goats or cows. It was 

interesting to see cheesemaking carried out in 

Wendy’s kitchen on such a small scale. The 

equipment she used was available to 

purchase in her shop where she encouraged 

people to make their own cheese and teach 

them the science behind the process. Due to 

family commitments the delicatessen was 

now closed but Wendy has used her 

connections as a buyer of local cheese to 

become a distributor for small artisan cheese 

producers. She now supplies local restaurants, 

shops and some supermarkets with local 

artisan cheese. Wendy will negotiate deals 

and distribute the products for the small scale 

producers. The producers gain connections 

already well established by Wendy, plus the 

flexibility to supply only small quantities -  

which is not always what the larger shops like 

to deal with.  Wendy had a “cheeseboard 

contract” with some restaurants which means 

she decides which cheese she will supply each 

week depending on availability. This is an idea 

that benefited the small scale producers that 

can’t commit to a regular weekly supply of 

cheese. It also benefits the restaurant as they 

have a variable local cheese board without 

having to spend time sourcing.  

7b.  Sherington hand-crafted cheese 

An example of very small scale cheesemaking 

on a farm was Sherrington hand crafted 

cheese. Lisa Harper and her mother from 

Sherrington Grange Farm, Picton, produce 

limited quantities of cheese. They use the old 

traditional hand crafted methods because 

they believe this creates a better product. Lisa 

and her mother milk their 4 Frisian cows and 

produced 4kg of cheese daily. Whilst Lisa 

pasteurised the milk on the Aga her mother 

and I sat round the table eating breakfast.  
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One challenge facing small scale producers 

such as the Harper family in New Zealand was 

having a guaranteed supply of raw milk all 

year round. Local dairy farmers were in the 

past happy to supply them with raw milk but 

now they had to commit all their milk to the 

contractors. Although the Harper cheese unit 

was only a very small unit next to the farm 

house and they had so little milk to use, it 

amazed me that they made up to 8 different 

types of cheese and were able to make a 

living from the cheese produced from milking 

4 cows and 10 goats. Their outlets for the 

cheese were farmers’ markets and a local 

restaurant which was happy to put the 

cheeses available on their cheese board. It 

was by no means easy work running such a 

small scale business – but the challenges of 

sourcing local raw milk from farmers and the 

isolated location of the farm hampered 

expansion. But the Harper family have turned 

this to their advantage by charging more for 

their cheese. Its exclusivity and their 

traditional methods of production have 

become their unique selling point, of which 

they have fully taken advantage.  

7c.  Whitestone cheese 

Whitestone cheese from Oamaru, North 

Otago, New Zealand, on the other hand, has 

evolved from a small scale farmhouse cheese 

producer  into an international business. They 

diversified in 1987 during the 1980s’ rural 

downturn that followed a series of crippling 

droughts. The Berry family started off making 

cheese in a converted garage. The business 

slowly grew as an extension of the farming 

operation until they sold the farm and built a 

purpose-built factory in 1996. Their son Simon 

joined the business bringing with him new 

skills and modernisation ideas to help develop 

the business further. They source their milk 

locally. The massive volume of raw milk they 

require ensures they can pay the farmer a 

competitive price and so have no problems 

with supply.  The use of local milk is very 

important to Whitestone and they believe 

that the local milk produced on the limestone 

pastures is the key ingredient to Whitestone’s 

distinct cheese character.  Whitestone also 

has a shop and café on site which is of key 

importance in generating local trade and 

interest. The shop had many personalised 

items of merchandise for sale including 

cheese boards, crockery and cook books all 

bearing the modern, attractive and simple 

company logo.  The marketing which has been 

developed by Simon is contemporary and very 

successful. 

Acquiring raw milk cheese in New Zealand 

isn’t easy as the import of raw cheese was 

until recently restricted. The added challenge 

of acquiring raw milk from the dairy farmers 

also makes it very difficult for small scale 

producers to exist. From July 2012 raw milk 

cheese from Europe was allowed into New 

Zealand. Previously only a handful of 

unpasteurised cheeses was imported into the 

country but during the last two years EU and 

New Zealand officials have come to an 

agreement. Only time will tell if the intense 

and complex flavours of the European raw 

milk cheese will affect the demand in 

restaurants for the local cheese.  

7d.  New Zealand - general 

None of the farms I visited had received any 

sort of financial grants in developing their 

products or marketing their business. The 

challenge of getting hold of raw milk was a 

problem for small scale producers as the 

farmers had to commit their entire milk 

volume to the factory. This prevented dairy 

farmers producing dairy products on a small 

scale on their farms or selling a small amount 

to a local small scale producer. As New 

Zealand has a small domestic population 

there isn’t a high demand for artisan cheese 

but local restaurants do support New Zealand 
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cheesemakers. The larger cheesemakers have 

expanded and supply both supermarkets in 

New Zealand and the export market.  It was 

interesting to meet farmers who have 

diversified, expanded, then have decided to 

sell the dairy herd and concentrate on the 

value adding process rather than the farming 

side of the business as it offered wider 

opportunities for family members and was 

more profitable on a large scale.   
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Since 2009, China has become the 

world's most important buyer of 

dairy cows, driving up prices for 

calves world-wide and putting 

pressure on other markets such as 

alfalfa and bull semen. 

8.  China 

  
Traditionally the Chinese do not eat cheese. A 

small number of artisan cheesemakers, both 

Chinese and Westerners, want to change their 

perception. Their task is daunting. Except for a 

small number of ethnic Mongolians and 

Tibetans, China has no tradition of cheese 

making, and an estimated 90% of the 

population is lactose intolerant. Chinese are 

especially wary of dairy products particularly 

after the tainted milk scandal that killed 

dozens of people in 2008.  

That doesn't deter Liu Yang (above), who runs 

Le Fromager de Pekin, a small French cheese 

factory on the outskirts of Beijing. He believes 

his company, the only one run entirely by 

native Chinese, can better predict the 

demands of local consumers. Liu, 37, spent 

seven years in 

France studying the 

language, business 

administration and 

cheese making. 

Upon his return to 

China in 2007, he 

took up careers in 

translating and IT 

sales before opening Le Fromager de Pekin, 

which sells 2.4 tonnes of cheese a year. 

Although Liu's mission is to promote cheese 

to fellow Chinese, almost all his clients are ex-

patriates living in Beijing. Still, he's convinced 

that will change with time. 

"Cheese will be like wine and coffee," Liu said, 

referring to other imported products that 

were initially unpopular with Chinese 

consumers. "There will be two to three years 

of slow development and then, all of a 

sudden, consumption will shoot up." 

Liu Yang’s brave business venture has not 

gone unnoticed. The Mercedes-Benz A-Class 

model was recently made available for pre-

order in China. To raise awareness around the 

launch Mercedes created a campaign based 

on people achieving their dreams. The 

Chinese title is ‘A-Class逐梦先锋进行时 

which roughly translates to ‘A-Class Pioneers 

are fighting for their dreams right now’. Liu 

was selected as one of the ‘pioneers’ at the 

forefront of the campaign, representing  

people brave enough to make their dreams a 

reality.  “Those who don’t have dreams are 

losers, but those who only have dreams are 

even bigger losers”. The campaign slogan is 

“Are you ready?” – if China is ready for cheese 

then Liu Yang is more than ready to supply 

and educate.   

China's expanding middle class is driving up 

sales of dairy products. 

China's government, 

aware of the demand 

for high-quality milk, is 

trying to streamline 

the fragmented indus-

try. The 2008 tainted 

milk scandal crushed 

demand for local 

products and made officials aware that they 

needed to consolidate the industry and 

improve safety standards.  
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8.  France 
 

The Montbéliarde cattle, that produce the 

milk for the French Comté cheese, are not 

only personally named by some farmers but 

they’re guaranteed by law to have at least 

two and a half acres of pasture to graze on. 

Comté Farmer Jean-François Marmier NSch hugging  

Celestine, one of his pampered cows. 

Farmer Jean-François Marmier, whose farm in 

the Jura mountains supplies milk that 

produces Comté, has already named each of 

his cows. His favourite is Celestine, who has 

her own special cow bell. 

He also keeps his herd relaxed with hugs and 

massages to make them feel extra special. 

Jean-François added: “It’s very important that 

we keep each cow happy. A hug and a smile 

are simple little things that make a big 

difference to the herd. But we found that 

giving each cow a name has made them even 

more content, relaxed and productive. It’s 

quite remarkable.” 

Comté cheese flavour is unique, as the cows’ 

diet is completely natural and changes with 

the seasons. Cows are banned from being fed 

silage and instead, in summer, they graze on 

pastures that are a spectacular array of 

flowers and grasses, which creates the 

diversity and complexity of aromas and tastes. 

A study of local flora counted 576 plant 

varieties growing in the pastures of 60 Comté 

cheese dairies, with an average of 130 

varieties for each dairy. In winter, the cows 

come indoors, where they eat hay harvested 

on the farm. Any fermented feed such as 

silage is prohibited because it adversely 

affects the quality of the raw milk.  

The diversity of this diet has a remarkable 

effect on the quality of the milk, and then on 

the colour and taste of the cheese throughout 

the year. There are no less than 83 flavours 

that can be encountered when tasting Comté. 

The wheel below is used to recognise the 

flavours as easily as possible by grouping 

them into six aromatic families: milk, fruit, 

roasted, plant, animal and spice.  

The cows are on twice-a-day milking, and the 

milk is transported by  tanker every morning 
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to the cheese dairy located at the centre of 

the nearby village. In order to express the 

diversity of the soil and the types of grazing as 

best as possible, the foraging zone for each 

cheese dairy is limited to an area within a 15.5 

mile radius. 

It takes 450 litres to make a whole wheel of 

Comté, which can weigh up to 40kgs. A 

Montbéliarde cow produces about 20 litres in 

two milkings, and so the daily production of 

23 cows is necessary to produce just one 

round of Comté. 

Due to its distinctive nature, cultural value 

and economic importance for the region, 

Comté was deservedly granted Appellation 

d’Origine Contrôlée (AOC) status in 1958. This 

ensures that Comté follows a set of stringent 

rules and requirements which guarantee the 

character of their unique cheese. The 

Appellation d’Origine Contrôlée also 

guarantees that the production of Comté 

remains based on traditional methods and 

stages which have been in place for over 

1,000 years. You could say that it acts as a 

contract between farmers, fruitières, affineurs 

and their customers to maintain the taste and 

natural character of Comté. 

This prestigious status was further recognised 

in 1996 when Comté was awarded the 

exclusive Protected Origin Nomenclature 

(AOP) status which recognises and rewards 

Comté’s remarkable reputation throughout 

the whole of Europe -  not only in France. 

It takes time to acquire the taste of Comté. 

Once the milk has been processed, it is stored 

in a maturing cellar for at least 4 to 24 months 

to gain its full spectrum of delicious flavours. 

Nutty, creamy, fruity, peppery and toasty are 

just some of the descriptions you will come 

across. After 4 months each round is tested 

and marked on its taste and shape. Those 

scoring over 14 points are given the green 

band representing excellent quality. Rounds 

given between 12-14 points will be given a 

brown band. And rounds that score less than 

12 are excluded from carrying the official 

label. Only the best will do when it comes to 

putting Comté on your plate. 

 

Comté cheeses maturing 

Raw milk is used to make cheese in all the 

fromageries I visited in France and the change 

in export regulations allowing the export of 

raw milk cheese to USA, Canada and New 

Zealand has ensured a stronger market for 

their products.  

The natural fauna of bacteria in these units 

were an important factor to ensure the 

control of pathogenic contamination and this 

also helped with the cross contamination with 

blue cheese. The milk and cheese are tested 

at regular intervals to ensure the bacteria 

levels are within the legal requirements and 

the recording of data from these tests is key 

to regulating quality control. Different 

countries within the EU have different 

requirements for raw-milk cheese bacteria 

levels and some countries outside EU require 

the raw-milk cheese to have matured for a 

minimum of 60 days before being allowed 

into the country. The regulations in the UK for 

producing raw milk cheese are very strict and 

this discourages UK cheese makers from 

venturing into the raw milk industry. 
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During my visit to France I spent some time 

with Carrie Rimes at Lourd Loire. Carrie, a 

native of Bethesda, North Wales, and moved 

over to France 4 years ago to gain experience 

in  making cheese. She worked on a farm that 

had 15 cross bred dairy cows and used all the 

milk to make cheese. The cheese was made 

from raw milk and sold at farmers’ markets 

and at the local fromagerie shop at the end of 

the road. (See picture below). 

The Fromagerie is owned by the village parish 

and is rented out. This is a common 

arrangement in France and it was a delight to 

see all the fromageries in every village you 

drove through. To control competition and 

keep the local aspect the producers can only 

sell their products within a 40-mile radius of 

their farms. This works well for the small scale 

producers as they don’t have the facilities to 

supply much further afield. Local produce is 

very important to the French and they are 

very supportive of their local small scale 

producers rather than opting for the 

supermarkets.  

This was obvious when we went to the 

farmers’ market (see picture in next column). 

The village was buzzing with shoppers - it was 

obvious that the farmers’ market was a way of 

life for the local people and was an important 

part of the success of the local economy as it 

attracted so many visitors. The cost of the 

market was heavily subsidised to ensure the 

number of stalls remained high and that the 

cost of the market didn’t hinder any of the 

local producers from attending.   

Carrie also sold raw milk on her stall for 1 

euro a litre. This was very popular with the 

locals. The milk was kept chilled in a cool box 

and customers returned every week with their 

empty glass bottles to be refilled.   

Raw milk sold in local farmers' market 
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9.  Australia’s Food Plan investment 
 

I was very interested to note the following 

details from Australia’s Food Plan Investment. 

The Australian Government is investing $1.5 

million in the new Community Food Grants 

programme. The Community Food Grants 

programme is a key initiative of the National 

Food Plan. 

The programme will provide small grants to 

support the establishment or improvement of 

community food initiatives; initiatives such as: 

 farmers’ markets 

 food cooperatives 

 food hubs 

 community gardens and city farms 

It will also support initiatives that address 

food insecurity, such as food rescue services. 

Grants of up to $10,000 will be available for 

community gardens, city farms or similar 

activities and up to $25,000 for farmers’ 

markets, food rescue and similar activities.  

Grants will be made available for projects to 

achieve one or more of the following 

objectives: 

 use community food initiatives to 

build social networks, community 

cohesion and resilience, and build 

connections between farmers and 

consumers 

 improve people’s knowledge about 

food production and preparation to 

encourage the adoption of healthy 

diets 

 improve people’s knowledge of food 

production and agriculture in urban 

areas 

 help provide surplus safe and 

nutritious food to disadvantaged 

groups 
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10.  Funding for diversification in Wales 
 

In Wales the food retail sector is dominated 

by major supermarkets, which makes it 

difficult for new, small companies to enter 

and profit from this sector. Investment was 

therefore needed to support these small 

companies in finding new and alternative 

markets and to develop their products in 

order to compete with the larger companies.  

The Welsh Assembly Product and Marketing 

Grant has enabled primary producers of 

agricultural and forestry products in Wales to 

add value to their outputs.  It aimed to 

achieve the following objectives: 

 Improve the performance and 

competitiveness of these businesses 

 Respond to consumer demand 

 Encourage diversification of 

traditional businesses 

 Identify, exploit and service new 

emerging and existing markets 

The PMG was open to small businesses and 

there was no  restriction in the amount that 

could be applied for; it could be as little as a  

few hundred pounds or several hundred 

thousand pounds – depending on what you 

wanted to do, why you wanted to do it and 

what the expected outcome would be. 

A total of 177 projects have been approved so 

far under this scheme. These will result in a 

total investment of £100 million and total 

grant value of £32.6 million.  
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11.  Conclusions 
 

 

 

 

 

 

 

 

 

12.  Recommendations. 
 

  

1. Processing milk into dairy products is profitable and demand for local 

artisan cheese is on the increase in Wales. 

 

2. Attitude in France, where “eating local” is the norm, differs from attitude in 

UK where “eating local” is deemed as a luxury. 

 

3. Government support for diversification varies immensely between 

countries, with support offered to Welsh farmers second to none. 

 

4. The role of family is paramount in the success of new diversification 

projects. 

 

5. Combining milk processing diversifications with tourism/education schemes 

is an alternative to increasing production. 

1. A method of regulating what is classed as “local produce” at local produce 

farmers’ markets is needed in Wales. In France the definition is that 

producers can sell their products within a 40 mile radius. 

 

2. An area needing to be developed further is support for our local farmers’ 

markets to reduce the cost of a stall.  

 

3. It is important to make sure you diversify for the right reasons and identify 

an idea that will work for you.   

 

4. Factor success into your diversification plans and make sure there is ample 

room for expansion should the need arise. 
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13.  After my Nuffield Study Tour 

 
So where do we go from here? Firstly I am 

pleased to say that Carrie Rimes who I met 

during my visit to France will be returning to 

Wales and we will be working together with 

Carrie to develop new products for Caws 

Rhydydelyn. We look forward to taking 

advantage of Carrie’s expertise and are very 

excited at the thought of extending our range 

of cheese.  My travels have taught me that 

the fundamental success of any business is its 

employees.  Employing some one is a big step 

for any small business but if you’re lucky to 

find a person that has the same passion for 

your product as you do then it’s a step you 

can take confidently.  

We have made use of redundant farm 

buildings and offer self-catering accommo-

dation on the farm. We hope to use these in 

our new business – a cheesemaking activity 

package holiday. We will offer up to 10 guests 

the opportunity to make their own cheese 

whilst staying on the farm. This could be 

developed further by co-operation with other 

local producers and offer other activities such 

as Môn Ar Lwy Anglesey Ice Cream making or 

visiting the Halen Môn sea salt company. We 

have decided not to open a farm shop. The 

remoteness and lack of passing trade were 

key factors in this decision.   

Government support for diversification varies 

immensely between countries and the 

support offered to Welsh farmers is second to 

none. An area that could be developed 

further is to support our local farmers’ 

markets. The PMG grant has supported the 

expansion and development of many new 

products in Wales – we need to make sure 

these products can reach the consumers at 

successful farmers’ markets. Demand for 

locally produced food is on the increase. 

Attitude in France, where eating local is the 

norm, differs from attitude in UK where 

eating local is deemed as a luxury.  

Low milk prices have bought out the best in 

small family dairy units. The role of family is 

paramount in the success of new 

diversification projects. Family provide cheap 

labour, unfailing support and encouragement, 

especially in the initial setup phase. 
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14.  Executive Summary 
 

Family dairy farms have, for the last twenty 

years, been under pressure to increase herd 

size in order to maintain a reasonable income. 

Economies made by labour saving new 

technology have been counteracted by the 

rise in production costs. Increasingly large 

numbers of dairy farmers are looking to the 

benefits of adding value to their milk by 

diversifying into new areas.  

The last twenty years have seen a significant 

growth in the range of British cheese being 

produced – many of these coming from small 

family-run enterprises set up by dairy farmers. 

The aim of my report has been to discover the 

diversification opportunities for dairy farmers; 

investigate the challenges and decisions 

involved in expanding the diversified business; 

learn new techniques and expertise in artisan 

cheesemaking and find a way of overcoming 

the contamination of blue cheese spores in a 

small artisan cheese-producing unit.   

Having visited New Zealand, Australia, China 

and France my main findings are:  

 Diversification is well supported 

financially in the UK. 

 Processing milk into dairy products is 

profitable and demand for local artisan 

cheese is on the increase in Wales 

 The expense, expertise and added time 

requirement for marketing are factors to 

take into consideration before diversifying 

 The co-operative attitude within France 

was one way to overcome this problem 

and is reflected in some areas within 

Wales.  New Zealand was the exception to 

the rule, having only a small domestic 

market and a farming industry that relied 

on export and therefore unsuitable for 

small scale artisan cheese production.  

 Combining milk processing diversifications 

with tourism/education schemes is an 

alternative to increasing production.  

 The role of the wife/mother/daughter is 

paramount to the success of the majority 

of these diversification projects.  

 With regards to producing soft mould 

ripened cheese and blue cheese in the 

same production units the French 

fromageries have shown that natural 

bacteria fauna in unpasteurised cheese 

units prevent contamination by unwanted 

bacteria. 

 Workload and time pressure have made it 

difficult for dairy farmers to diversify; but 

low milk prices have bought out the best 

in small family dairy units. 

 Taking advantage of government support 

to diversify has ensured the viability of 

many dairy farms in Wales.  
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