Analyse how a product meets market needs through innovation in the value chain scheme.
Duration: 5-6 weeks

	Essence statement:
	Using knowledge & skills to understand the value chain within agribusiness to be able to make informed decisions that enhance & add value to any primary or secondary product.

	Big Picture: 


	New Zealand agribusinesses need to add value to their products & services by focusing on becoming the smorgasbord of the Southern Hemisphere & not just its food bowl.  Growing value looks at the possibility of diversification of products & services specific to agribusinesses & encourages investigation along the whole supply chain for opportunities to increase value. This may not be just a product; it could be an alternative use of land or a service e.g., developing a brand, delivering excellent service, product features & benefits & offering convenience. Growing value is about building a platform that will consistently create & capture value for our agribusinesses.  It encourages innovation & enterprise. Capturing more value from the product or service is important to agribusinesses to ensure their survival, their global, national, or regional importance & growing New Zealand’s economy.  

Being able to sell a primary product for a higher return by growing value is important to producers to ensure survival.  Businesses need to have an understanding of the whole value chain for their product to ensure present & future production.

The following are important ideas within the Big Picture:

· Understand the importance of growing value to New Zealand’s economy. 

· Understanding the value chain for both primary & secondary products within the primary sector.

· Understand how to capture more of the value of products across the value chain.

	Principles:


	Coherence: Creating links between knowledge & skills gained in business to the primary industry.

Future Focus: Enterprise & globalisation management decisions that allow producers to enhance & sustain their businesses in the primary industry.

	Values: 


	Excellence, by aiming high & by persevering in the face of difficulties.

Innovation, inquiry & curiosity, by thinking critically, creatively, & reflectively.

Integrity, which involves being honest, responsible & accountable & acting ethically. 

	Key Competencies: 


	Thinking: Make sense of information, develop understanding, make decisions, & reflect on learning.
Using language, symbols, & text: To access & communicate information & to communicate this information with others.

	NZ Curriculum Links. 

	Business Studies: Level 7

	Explore how & why large businesses in NZ make operational decisions in response to internal & external factors. 

	Economics: Level 7 & 8
	Understand how the nature & size of NZ economy is influenced by interacting internal & external factors. 

	Agricultural & Horticultural Science Curriculum Level 8:

	· Contextual Strand: Markets   
	Learning Objective 2: Examine how scientific & technological principles are applied to the life processes of plants and/or livestock in order to shape the attributes of primary products for specified markets.

	· Contextual Strand: Profitability
	Learning Objective 4: Examine a range of factors that influence the profitability of primary production in New Zealand.


Texts / Books

· Mission Dairy Energy = MDE

· Dynamic Agriculture Year 11-12 = DA.
· Horticulture Teacher Information Sheets = TIS. 

· KPMG Agribusiness Agenda 2015 Volume 1 http://www.kpmg.com/nz/en/issuesandinsights/articlespublications/agribusiness-agenda/pages/agribusiness-agenda-2015-growing-value.aspx
· Harvesting the Sun book = HTS. http://www.harvestingthesun.org/#chapter-0 or http://www.harvestingthesun.org/#chapter-3 
· The Future of Farming = TFOF

· Plant and Food – Growing Futures Case Studies = GFCS https://www.plantandfood.co.nz/growingfutures/case-studies/index/all
	Depth of coverage.
	Specific Learning Outcomes

Students understand:
	Learning Activities.
	Resources.



	What’s The Big Picture?

· Understand the importance of growing value in the primary industry to New Zealand’s economy.
	· Understand the importance of growing value in the primary industry to NZ’s economy.
	Possible brainstorming ideas may include.

· How does the understanding of glass to gate affect the primary industry?

· How does understanding the value chain in primary production, meet producer & customer needs?

· Why is growing value important to New Zealand’s economy?
	· Poster paper.

· Pens.



	Growing value.
· Growing value is about building a platform that will consistently create & capture value. 
· Firstly, the product offered is designed from a detailed understanding of the consumer & is a perfect fit for their current needs. 
· Then, through unceasing insight & innovation, the product is continually evolved to satisfy consumer requirements as their lifestyle changes. 
· Capturing this value relies on competency in many areas; but the most important include product innovation, operational excellence, & the ability to build deep customer relationships. 
· It requires world-class capability in at least one of these areas. 
· It also requires an organisational culture that is prepared to back a long-term strategy to capture greater value, perhaps the greatest issue for many companies in the agribusiness sector.

· Not just a physical product but also includes building a brand, delivering excellence service, product features & benefits, & offering convenience.   

· Why do agribusinesses want to grow value? E.g., profit, market premium, etc. 

· How do businesses create & capture value? E.g., differentiated products, cooperate with other producers, sell your story, consolidate, concentrate, innovate business processes & reconnect with consumers.   
Innovation 

· Refers to a new method, resource, idea, or product that results in adding value.  Examples include:

· transparent value chains

· biosecurity methods

· apps for digital devices

· GPS trackers and drones for delivery

· precision horticulture

· business collaborations

Products and Services.

· A product refers to an idea, information, object, good, or service created as a result of a process and serves a need or satisfies a want.


	· What growing value means. 

· What is the difference between primary & secondary products? 
· Why growing value is important to the NZ economy.

· Growing value to the producer as well as the consumer, such as offering convenience.
· Why there are many different milk products?  Milk storage. Perishability. Extending perishability (use by dates). 
· The growing value can take many forms. 
· Innovation. 
	· Read articles 
· Added value –what does it mean? 

· Adding value essential for future.

· Adding value to milk not easy.

· Adding value Case Studies. 

· Changing agri-food perspectives.

· Crunch Time 

· Discovering food from paddock to plate. 

· Field of dreams

· Food megatrends to tip farming on its head. http://bit.ly/2zjZZjr
· Fresh thinking will transform NZ farming 
· From garden gate to dinner plate https://www.stuff.co.nz/business/farming/82073977/from-garden-gate-to-dinner-plate
· Going bananas, a good fit

· GFCS e.g., Increasing value of King Salmon https://www.plantandfood.co.nz/growingfutures/case-studies/increasing-value-of-king-salmon
· Governing Value Creation and Capture in New Zealand Agribusiness Value Chains: A Case Study.  Document called Governing Value Creation Presentation and Governing Value Creation Research.  

· Governing Value Creation Presentation

· Growing Value’ from KPMG Agribusiness Agenda 2015 Volume 1 pg. 30- 33.

· High value products need a point of difference. 

· https://www.stuff.co.nz/business/farming/119049596/new-zealand-grassfed-wagyu-prized-by-us-consumers
· https://www.stuff.co.nz/southland-times/109494935/southlands-dairy-sector-likely-to-become-more-addedvalue

· Murray Gouldburn’s predicaments highlight the challenges of really adding value to products.

· https://www.stuff.co.nz/business/industries/116614801/the-italian-family-who-built-a-fishing-empire-in-gisborne
· New Zealand's Food Provenance

· NZ ripped off along the value chain. 

· Ripe for Development’ from KPMG Agribusiness Agenda 2014 pg. 50.

· The tale of 2 butters

· Transforming the dairy value chain.

· Up the Value-Add Ladder

· Value add begins behind the farm gate

· Value added goods only way for richer New Zealand. 

· Value added the right move, but it will come with challenges http://bit.ly/2jdGXCB  

· Value-add a growth business for Fonterra. 

· What do our dairy customers value? 

· Why value-added agriculture is important. 

· Value added Executive Summary

· Whipping up new ideas 

· PPTs

· Adding Value PPT 

· 1.18 Added Value

· Businesses. Topic 1.1.15 Added Value.

· Do Supermarket scoping activity from MDE pg. 46. 

· Innovations

· https://www.coastandcountrynews.co.nz/news/3242-kiwi-peel-goes-down-treat-at-fieldays.html 

· Innovation key to firm’s success

· Artisan bakery thrives on innovation

· Innovations that improve productivity

· Dropping the fences for collared cows https://play.acast.com/s/sarahs-country/3a3d253f-4085-4c07-b2be-0b58bf3791d3 

· Make a value-added product e.g., from milk make butter, cottage cheese or yoghurt.

· Go through Cheese making PPT. 

· Use resources in the Cheese folder. Dairy SS1 Making your own butter pgs. 47 

· Dairy SS2 Project Brief – New method of making yoghurt pgs. 48 – 51
· Making cheese – the cottage kind from MDE pgs. 58–59

· Making your own yoghurt from MDE pg. 57. 

· Milk storing & perishability from MDE pgs. 48 – 49.

· Cow to Cone Ice-cream https://www.youtube.com/watch?v=FBiCmoSkYPk 

· http://biotechlearn.org.nz/themes/marvellous_milk/extracting_milk_proteins
· Field trip to Tip Top factory 

· History of cheese

· http://biotechlearn.org.nz/focus_stories/cheesemaking

· http://biotechlearn.org.nz/themes/marvellous_milk
· http://sciencelearn.org.nz/Innovation/Innovation-Stories/The-FOODBOWL
· Discuss 
· Growing value to milk e.g. A1 & A2, hyper-immune milk, high value proteins.
· Added value could be the increase in value that a business creates by undertaking the production process, e.g., Fonterra – valued added products, butter, cheese, whole milk powder, & skim milk powder.  
· United Fresh with 5+ a day. https://youtu.be/AQDK382YAz8
	· 30 min Mozzarella Cheese Making WSTA meeting November 2011

· Adding value essential for future.  

· Adding value to milk not easy.

· Article ‘Ripe for Development’ from KPMG Agribusiness Agenda 2014 pg. 50

· Changing agri-food perspectives.

· Cheese making PPT

· Cow to Cone Ice-cream 
· Crunch Time 

· Dairy SS1 Making your own butter pgs. 47; 

· Dairy SS2 Project Brief – New method of making yoghurt pgs. 48–51.

· Discovering food from paddock to plate. 

· Field of dreams

· From garden gate to dinner plate. 

· Giving the milk the treatment activity from MDE pgs. 53–56.

· GFCS.

· HTS
· High value products need a point of difference article. 

· Murray Gouldburn’s predicaments highlight the challenges of really adding value to products. 

· New Zealand's Food Provenence

· Past Your Use by Date activity from MDE pg. 51–52. 

· Supermarket scoping activity from MDE pg. 46.  

· Transforming the dairy value chain.

· Value add begins behind the farm gate

· Value added Executive Summary

· Value added goods only way for richer New Zealand. 

· Value-add a growth business for Fonterra. 

· What do our dairy customers value?  
· NZ ripped off along the value chain. 

· Governing Value Creation Presentation and Governing Value Creation Research.  

· Going bananas, a good fit

· The tale of 2 butters

	Value chain of a product or service
· Refers to a set of activities in a process in order to deliver a product or service to the market from producer to consumer.  Examples include:

· processor/manufacturer

· consumer distribution

· market research

· product research and development

· promotion

· quality control 

· Value chain was developed by Michael Porter. 5 steps in the value chain give a company the ability to create value that exceeds the cost of providing its good or service to customers. Maximizing the activities in any of the 5 steps allows a company to have a competitive advantage over competitors in its industry. The 5 steps are; 

1. inbound logistics, 

2. operations, 

3. outbound logistics, 

4. marketing & sales, & 

5. service.

· Value chain includes consumer, distribution, innovation, market research, processor, producer, product research & development, promotion, quality control, storage.

· Potential value grows exponentially the closer you get to the consumer. 

· Value creation seems unevenly distributed along the supply chain with lot captured at the beginning & the end of the chain. 

· The retailer captures the majority of value.
	· What is a value chain? 

· Porter’s 5 steps.
	· Read 

· A Guide to understanding the value chain. 

· A Guide to understanding the value chain. 

· By Hoki It’s Pure

· Climbing the agri-food value chain. 

· Developing the Value Chain. 

· Enhancing value for New Zealand Farmers by improving the value chain. 

· Growing Value from KPMG Agribusiness Agenda 2015 Volume 1 pg. 34 - 35.

· How New Zealand’s dairy sector stay globally competitive.

· How to become involved in adding value.

· Influencing value creation from KPMG Agribusiness Agenda 2015 Volume 1 pg. 44- 49.

· Innovate / Accelerate – Transforming the Dairy Value Chain.

· It is time to take back the initiative. 

· pg. 425-426 of DA. 

· Silver Fern tempers ambition. 

· The Connected Enterprise

· The Food Value Chain article and diagram. 

· The Journey to You – CH 3 of HTS.

· Value Added Executive Summary

· Value-Based Leadership in New Zealand Agri-foods 

· Value Chain

· Value Chain Assessment

· Value Chain Guide

· Value or volume - farmer’s choice.

· What is value added agriculture?

· Go through Value Chain PPT. 

· Do Adding value activity

· Complete GoHort Orchard to Fruit bowl Course (1 hour) https://engine.ecampusnz.com/totara/catalog/index.php  

· Watch 

· ‘Systems within the value chain’ - Rural delivery clip on Wagyu.- reasonably new on the market, but is successfully competing internationally https://www.youtube.com/watch?v=OnBIornMQU8
· Value chain https://www.youtube.com/watch?v=x0Y1nX2zpr0
· Value Chain https://www.youtube.com/watch?v=hEeVocMBHHQ
· Coke value chain analysis https://www.youtube.com/watch?v=gN8bhTfwpdQ
· Fonterra’s Supply Chain https://www.youtube.com/watch?v=zVlsHmGmOcA 

· https://www.youtube.com/watch?v=bMFEVsGODFc 
	· https://en.wikipedia.org/wiki/Value_chain 

· http://www.fao.org/fileadmin/user_upload/fisheries/docs/ValueChain.pdf 

· https://en.wikipedia.org/wiki/Agricultural_value_chain 

· Value Chain Guide sheet.  

· Value chain PPT. 

· DA 

· Value or volume – farmer’s choice. 

· How New Zealand’s dairy sector stay globally competitive.

· By Hoki It’s Pure

· HTS http://www.harvestingthesun.org/
· TFOF

· Value-Based Leadership in New Zealand Agri-foods 

· 

	What is the difference between a value chain & a supply chain?

· A supply chain is the process of all parties involved in fulfilling a customer request.

· The supply chain comprises the flow of all information, products, materials & funds between the different stages of creating & selling a product. Every step in the process, from creating a good or service, manufacturing, transporting to a place of sale, & then selling, is a company's supply chain. The supply chain includes all functions involved in receiving & filling a customer request. These functions include product development, marketing, operations, distribution, finance, & customer service.
	· Recognise the importance the supply chain in growing value. 

· What the difference is between value chain & supply chain.

	· Read 
· Adopting science to strengthen the integrity of supply chains. 

· Horticulture supply chain. 

· pg. 425-426 of DA. 

· TFOF Solutions Ch. – The Rise of the Rural Entrepreneur & Ch. 5 - Supply Chain.  

· HTS pg. 10 - Horticulture Supply Chain & Pg. 32 - Supply Chain Cost Structure.

· Watch 

· Value Chains versus Supply Chains https://www.youtube.com/watch?v=mu9TWlcjNKk
· https://www.ruraldelivery.net.nz/stories/Eketahuna-Meat-and-Milk
	· http://www.investopedia.com/ask/answers/043015/what-difference-between-value-chain-and-supply-chain.asp
· Milk powder product protection - production chain diagram

· DA 

· HTS http://www.harvestingthesun.org/
· TFOF


	Market.

· Market = a place where buyers & sellers meet to exchange goods & services.

· Definition of a market: all the buyers & potential buyers of a product who profess some level of interest in it & who can afford it

· Identify a market’s characteristics.

· Analyse market types.

· Goods are things that we consume.

· Commodity is another term for goods & services.

· A service is a job that is done for you.

· Segmenting a market.

· Producers & consumers.

· Market Niche.

· The 5 P’s marketing - Product, Price, Promotion, Place & People.
	· Definition of a market.

· Market segmentation.

· The concept of a market:

· Producers & consumers.

· Market niche

· The 5 P’s marketing - Product, Price, Promotion, Place & People.
	· What is a market?

· Answer questions pg. 396 of DA.

· Use the http://www.dairyatwork.co.nz/industry/3d-dairy/ to see where the markets are for milk.

· Discuss the 5 P’s marketing

· Market access is the ability to sell products across borders.  For us to sell our products in other countries, the destination country needs to accept it.  The rules and requirements agreed to during these negotiations may form the basis of documents like Overseas Market Access Requirements (OMAR) and Importing Countries Phytosanitary Requirements (ICPR).

· Read articles

· NZ’s agri-qualities need championing.

· Marketing of New Zealand’s Primary Production.

· pg. 396 of DA. 

· The New Zealand Story

· Valuing the NZ farming story.

· Vision means risk and diversity.
	· DA

· NZ’s agri-qualities need championing.

· Marketing of New Zealand’s Primary Production

· The New Zealand Story

· Valuing the NZ farming story.

· Vision means risk and diversity.

	What does the market / consumer want?

· Market demands.  What do we want as a consumer?  Market dictates.  Critically important to understand the consumer needs & the solutions that they seek. 

· Market research. 

· Differentiation of the products. 

· Product features & benefits. 

· Product innovation. Niche markets targeted at premium markets. Creation of innovative products.  Diversifying the range of products. 

· Target a niche e.g., age, gender, ethnicity, religion wealth, education etc. – value can be destroyed rather than created by trying to be all things to all people. 

· Delivering excellent service. Build excellence customer relationships. 

· Quality products

· Customer behaviour, profiles & trends. 

· Key issues for consumers

· Food prices e.g., high prices, price volatility

· Food security e.g., availability.

· Food safety e.g., traceability.

· Health & wellness e.g., obesity.

Consumer Preference

· The product and its quality, quantity, timing price that consumers demand.

· Define an attribute & the fact that growers aim to produce specific attributes or range of attributes & that consumers prefer specific attributes or range of attributes.

How does the innovation meet these needs? 
	· That the consumer dictates the market.
· Why does differentiation occur?
· Niche opportunities are used to create value in the short or long term.
· That walking in our customer’s shoe provides knowledge & insight. 
· How different agribusinesses have grown the value of their product to align with consumer wants.

· Market research.

· Consumer preference


	· Read articles

· A2 ‘milk bar’ a hit with farm gate customers

· Aspiring to be Asia’s Delicatessen from KPMG Agribusiness Agenda 2014 pg. 52.

· B+L chase conscious consumers. https://www.odt.co.nz/rural-life/red-meat/conscious-foodies-sales-target
· Getting intimate with our consumers from KPMG Agribusiness Agenda 2015 Volume 1 pg. 21, also ‘Growing Value’ pg. 33. 

· Influencing value creation from KPMG Agribusiness Agenda 2015 Volume 1 pg. 44- 49.

· A woolly resting place http://bit.ly/2BzP2fp 
· Big red still needs work.  
· HTS - Customer behaviour & profiles pg. 59–61. 

· Don’t put the cart before the horse. 

· Giving consumers reasons to buy NZ meats. 

· Icebreaker brand article.

· New Zealand Inc” brand getting closer. 

· The Marketplace and consumer preference. 

· pg. 424 - 427 of DA.

· Quest to find food people want to eat.

· The rise of China’s primary industries. 

· Small firm thrives on delivery quality.

· Independent Food Safety Verification.

· A ‘Big Mac’. 

· Value in the eye of consumer.

· DI_2020 Global Marketing Trends

· Top 10 global consumer trends 2019

· Produce products consumers want

· GFCS e.g., http://www.plantandfood.co.nz/growingfutures/case-studies/pre-sliced-apples-for-convenience
· Find out what consumers want in terms of your value-added product e.g., type of butter or yoghurt.

· Watch ‘Dairy products meeting customer needs’

· Go over Developing & Designing New Product Lines & Marketing Strategies PPT and complete the activities. 

· Watch videos

· Helping people with eating difficulties at the Pure Food Co https://www.tvnz.co.nz/shows/rural-delivery/episodes/s2017-e9Apples
· Pipfruit and consumer preference https://vimeo.com/134917274 
· USA consumer preferences – Jazz bring on the snack https://www.youtube.com/watch?v=KNOKOTaU7EM&t=30s 
· French consumer preference – prefer green with a focus on stamina and vitality https://www.youtube.com/watch?v=V-9T9nQbM3A&t=20s 

· Cherries and the Chinese – New Zealand Cherry Corp https://www.youtube.com/watch?v=uo8rvQ_IaMQ&t=253s 
· Pure Pac – customer testimonial https://www.youtube.com/watch?v=sCbBV-YUWes&t=88s 
· Discuss How does the innovation meet these needs? 
	· Aspiring to be Asia’s Delicatessen’ from KPMG Agribusiness Agenda 2014 pg. 52

· Icebreaker brand.

· ‘A2 ‘milk bar’ a hit with farm gate customers’.

· Harvesting the Sun.  

· Producers must adapt to a fast-changing world

· The Food Value Chain diagram 

· DA

· The rise of China’s primary industries.

· Value in the eye of consumer. 

· Don’t put the cart before the horse.

· Quest to find food people want to eat. 

· Giving consumers reasons to buy NZ meats. 

· GFCS.

· DI_2020 Global Marketing Trends

· Produce products consumers want

· Top 10 global consumer trends 2019

	1. Inbound logistics.

· Inbound logistics includes receiving, warehousing & inventory control.
	· What is inbound logistics?
	· How do producers carry out obtaining all their inputs? 

· Understand how milk is collected prior to processing? 

· Disruption – what this means for a business? 

· Carry out activity called Track the Tanker from DairyNZ Schools resources. 

· Watch videos

· Pick up route for Tina’s tanker https://www.youtube.com/watch?v=Qg5Ksw3anyw&feature=youtu.be 

· Fonterra’s Grass to Glass https://www.youtube.com/watch?v=bMFEVsGODFc
· https://www.youtube.com/watch?v=qQtCtzxNgdQ 
· Port of Tauranga https://www.youtube.com/watch?v=tBlGMHsh4wU
· Read articles

· The peak milk highway http://www.stuff.co.nz/business/farming/84280423/Navigating-the-highway-during-peak-milk
· Year-round milk answer to more value

· Milk collection

· Fonterra pushes non-seasonal milk http://bit.ly/2BaEpAv
· http://www.newshub.co.nz/business/record-milk-flow-means-collection-problems-2011100420 
	· Milk collection article 

· The peak milk highway.

· Year-round milk answer to more value.

· Track the Tanker activity.

	2. Operations - processor/manufacturer

· Operations include value-creating activities that transform inputs into products. 

· Holistic approach to production – no by-products.

· Operational excellence.

a) Harvesting 

· Includes cleaning, trimming, surface coatings, curing or waxing if applicable.

· Timing - The timing of the harvest is essential for fruit quality and storage

· Methods are constantly evolving to ensure products are of the highest quality
· Conditions needed. 
	· The terms harvesting, cleaning & trimming. 

· That value can be grown through harvesting, cleaning, trimming, curing, waxing. 
	· Watch video 

· https://www.ruraldelivery.net.nz/stories/Whenuanui-Farm 

· Production process of kiwifruit.

· Mussel harvesting https://www.youtube.com/watch?v=1c4Hv5t5QNk 

· Avocado harvesting https://www.ruraldelivery.net.nz/stories/Apata-and-Avoco-Harvesting-and-Marketing-2017-03-29-21-31-49Z
· Adding value to waste products https://www.ruraldelivery.net.nz/stories/Wormworx 

· Read articles

· Surface coating for fruits & vegetables article.

· GFCS e.g. https://www.plantandfood.co.nz/growingfutures/case-studies/predicting-grape-production or https://www.plantandfood.co.nz/growingfutures/case-studies/selective-wildfish-harvesting
· Robotic hands gently snatch kiwifruit future 
	· GFCS

· Robotic hands gently snatch kiwifruit future

	b) Grading / quality control 

· Describe the principles of grading of horticultural produce.

· Factors which affect the quality of produce for local & overseas markets

· Sorting & Grading of products e.g., export quality, reject produce. 

· Quality & quality factors e.g., maturity, ripeness, minimal damage, fresh, sizing.

· The need to present high-quality produce for a competitive market.

· Criteria for grading.

· Methods of grading.
· Disposal of inferior products 
	· That value can be added by grading produce.

· Principles of grading fruit & vegetables. 

· Factors which affect the quality of produce for local & overseas markets.

· The need to present high-quality produce. 
	· Interpret data & apply knowledge in developing own grading system for a product such that produce may be designated export quality or reject produce.  Could use their butter or yoghurt.

· Giving the Milk the Treatment activity from MDE pgs. 53 – 56.

· Grading - Read 

· Adding value through processing.

· HTS pgs. 24 – 28 of ‘The Journey to You’.

· Grading of Fruit and Vegetables from Horticulture TIS 8. 

· Making room for added value at Greenlea.

· Marketing of New Zealand’s Primary Production pdf.

· Look through kiwifruit https://en.unitec-group.com/fruit-vegetables-technology/kiwi-processing-sorting-grading-machines-2/  

· Watch 
· https://www.ruraldelivery.net.nz/stories/Quality-Grading-System-at-Silver-Fern-Farms 
· https://www.youtube.com/watch?v=JJbu1sDesXE&feature=emb_rel_end
	· The Journey to You’ – Ch. 3 of HTS.  

· Giving Milk the treatment activity

· Halal offering adding value to NZ beef.

· Horticulture TIS 8 pgs. 30-31 – Grading Fruit and Vegetables.

	c) Processing.

· Adding value through processing
	· 
	· Read

· GFCS e.g., https://www.plantandfood.co.nz/growingfutures/case-studies/beetroot-modelling
· Adding value through processing. 

· Southern Paprika and answer questions. 

· Automating the future.

· Fruit Flours.

· Processing eggs.

· Rapid freezing for milk.

· More value cuts from new robot. https://www.stuff.co.nz/business/farming/82716975/more-higher-value-cuts-from-new-robot
· More value to come from new meat quality sensors. 

· Halal offering adding value to NZ beef. https://www.ruralnewsgroup.co.nz/rural-news/rural-general-news/halal-offering-adding-value-to-nz-beef
· Fonterra Mozzarella plant https://www.nzherald.co.nz/business/fonterras-new-240-million-mozzarella-plant-landmark-for-dairy-industry/OKQWUZNSZEXYCRZE5DAJ3JYYWM/ 

· Watch video 
· Fonterra Mozzarella innovation https://www.youtube.com/watch?v=-PwwhBPDEEk
· Greenlea Meats & their use of the Marel Streamline System for deboning & trimming beef carcasses https://www.ruraldelivery.net.nz/stories/Greenlea-Premier-Meats-2017-04-03-21-21-17Z
· Extracting more value from fruit waste at the University of Auckland https://www.ruraldelivery.net.nz/stories/Fruit-Flours
	· GFCS. 

· Southern Paprika

· More value cuts from new robot.
· Automating the future.

· Fruit Flours.

· Processing eggs.

· Rapid freezing for milk.

	3. Outbound logistics.

· Outbound logistics include activities required to get a finished product to a customer.
a) Packaging & packing.

· Functions of packaging

· Retail packaging of fresh produce

· Types of packaging, factors to consider.

· The principles of packaging design

· Packaging design & integrity – does it meet the consumer & the producer’s needs? Protect from shock, compression, & vibration.  Evaluate package design using package integrity tests.  Suggest improvements / modifications.  
	· That value can be added by packaging & packing.

· Background information on packaging design

· Functions of packaging. 

· Different types of packaging for dairy products. 

	· Fieldtrip to supermarket to look at different packaging of primary products or bring in various different packaging.  Study 3 types of packaging for fruit & vegetables & give advantages & disadvantages for each when storing or transporting the produce. Or look at their product studied e.g., butter or yoghurt.

· Do

· Design & construct packaging for their product – prototypes from Horticulture TIS pg. 51 or pg. 70 from MDE.
· Integrity tests to evaluate their package design, use pgs. 52-54 of Horticulture TIS. 
· Redesign & make an improved prototype

· Pack it activity.

· Milk on the Move activity

· Past Your Use by Date activity.

· Watch shrink wrapping for cucumbers https://youtu.be/FXEDEHJwo24 

· Read 

· HTS pgs. 28 – 29 of ‘The Journey to You’

· Packing a punch.

· Why packaging?

· Packaging Design – Horticulture TIS 11.

· Packaging Integrity – Horticulture TIS 12.

· Guidelines for Weights Measures Requirements July 2018

· Rare honey in sweet packaging. 

· Cardboard trumps drums

· Packing a punch
	· Range of common packaging materials

· Horticulture SS 2 Package Integrity Tests pg. 52 – 54

· ‘Horticulture’ TIS 11 & 12 pgs. 35 – 37 – Packaging Design & Integrity

· Pack it from MDE pgs. 64 – 66.

· Design a package pg. 70 of MDE.

· Use pgs. 2 – 3, 13 – 17, 30 – 35, 38 - 41 from ‘The Complete Package for background, functions on packaging.

· Milk on the Move activity

· ‘The Journey to You’ – Chapter 3 of Harvesting the Sun. 

· Packing a punch

	b) Cooling & storage 

· Reasons for storage - Respiration, ethylene, moisture loss, rot organisms, injuries, temperature control, increased shelf life, controlled ripening, control of perishability.

· Principles of storage. 

· Types of product deterioration

a. Internal processes

i. Over ripening

ii. Water loss

iii. Continued growth.

b. Effects of other living things

i. Yeast fermentation

ii. Bacterial breakdown

iii. Fungal infection

iv. Pest attack

· Control measures

a. Cooling

b. Heating

c. Water removal

d. Controlled atmosphere

e. Chemical treatment

f. Irradiation 

· Environmental control 

· Quality checking

· Use of control measures for deterioration. 

· Storage life. 
	· That value can be added by using cool storage.

· Types of product deterioration

· Control measures

· Background information on storage of horticultural produce


	· Read articles

· HTS pgs. 29 – 31 of ‘The Journey to You’.

· Wheat pgs. 19 – 20 of PPSTG.

· ‘Storage’ from ‘Horticulture TIS.

· Packaging & its effect on cool storage. 

· Cooling techniques applied after harvest.

· Investigate 

· Compare deterioration rates of a product stored in sealed containers with different atmospheres, e.g., 100% CO2, air, high O2, KMnO4 crystals to remove ethylene.  

· Compare the rate of product deterioration at different temperatures.

· Flower senescence e.g., response to ethylene, effect of preservations pgs. 13 – 14 of PPSTG.

· Measure changes during fruit ripening e.g., Brix test in kiwifruit, loss of starch in apples using iodine, the effect of ethylene, pgs. 11–12 of PPSTG.

· Measure water loss by weighing.

· Milk pasteurisation.

· Pest resistant packaging in selected products such as wheat.

· Salt or smoke preservation of meat pgs. 21 – 23 of PPSTG.

· Seed viability comparing fungicide treated seeds with untreated seeds.

· Honey pgs. 15 – 18 of PPSTG e.g., fermentation or properties of honey.

· Do

· Make yoghurt or cheese activity.

· Microorganism in Dairy Products activity.

· Food safety activity 

· Observe diseased fruit, e.g., brown spot in stone fruit.  

· Observe pest damaged products.
	· ‘Horticulture’ TIS 9 pg. 32 -33 – Storage

· ‘The Journey to You’ – Ch 3 of HTS. 

· Investigations from Product Processing & Storage Teachers Guide (PPSTG).

· Food safety activity 

	c) Consumer Distribution Plan

· Explain the principles of distribution of horticulture produce.

· Reasons for the distribution of specialized horticultural activities thorough out New Zealand. 

· Traceability - Tracing a horticultural product from grower to final consumer.

· Shipping & Distribution - Different places the product ends up. 

· Principles of distribution. Distribution plan for the exporting of produce. How are they transported? 

· Optimising supply chain logistics.  

· Reducing damage & spoilage in transit. 

· Transportation, temperature control, mixed loads, wholesalers & retailers, problem in distribution. 

· Perishability. Logistics & handling of food products.

· Quality - Quarantine clearance – control of pests & diseases, residues
	· That value can be added by having a distribution plan.

· Background information on distribution of horticultural produce.

· The dependence of Proximity to users or markets.
	· Brainstorm factors for distribution

· Formulate a written distribution plan for export of a primary product, including how the product will be stored & transported.

· Show Milk formula product protection chain diagram. 

· Read articles

· HTS - Traceability pg. 32

· “Influencing value creation’ from KPMG Agribusiness Agenda 2015 Volume 1 pg. 44- 49.

· Distribution pg. 34 of Horticulture TIS. 
	· Distribution pg. 97-110 of Basic Marketing.

· HTS  
· Horticulture TIS 10 pgs. 34 – Distribution. 

	4. Marketing & sales

· Marketing & sales are activities associated with getting a buyer to purchase a product. 

· 5 Ps of marketing – product, price, people, promotion, place.

· Types of marketing; advertising, media choice, publicity, sales function, direct marketing 

· Compare market types – auction, wholesale, retail, contract direct, gate sales, export & local, direct to consumers.  

· Selling Methods - direct & indirect selling

· Factors involving in marketing overseas
	· Market types

· Selling Methods 

· The 5 Ps of marketing. 
	· Read 

· pg. 397 – 399, 420-423 of DA. 

· Fresh produce from local backyard to your door. 

· Online food sales hold potential article. List the 5 P’s marketing

· 43192-Instagram-my-Food-March-2020

· Marketing of New Zealand’s Primary Production

· https://www.stuff.co.nz/business/prosper/advice/300172741/brand-purpose-your-gold-nugget-that-drives-everything 

· Answer questions pg. 399 of DA.

· Go over The Marketing Mix notes and Marketing Mix PowerPoint. 


	· DA.

· Fresh produce from local backyard to your door. 

· Online food sales hold potential 

· Marketing of New Zealand’s Primary Production.
· 43192-Instagram-my-Food-March-2020

· The Marketing Mix notes. 

· Marketing Mix PowerPoint. 

	a) Labelling.

· Describe the relevant labelling requirements for packaged fresh fruit & vegetables.
	· That value can be added by labelling.

· Give background information on labelling requirements.

· Facts on labelling.

· Bar codes.
	· Design a label for their package, taking into account the above requirements & the end use & which meets all the relevant labelling requirement. See Horticulture TIS pg. 38 on labelling. 
· Facts about labelling from MDE pgs. 67–68.

· Do What’s on a food label w/s

· Are you a label buyer? Activity

· Go over Product packaging and labelling PowerPoint. 

· Read 

· Food and you – the importance of food labelling for health.

· When to changes your logo, or not.  

· GFCS e.g., https://www.plantandfood.co.nz/growingfutures/case-studies/nutrient-information-for-common-foods
	· ‘Horticulture’ TIS 13 pg. 38 – Labelling

· Facts about labelling from MDE pgs. 67–68.

· GFCS.

· ‘What’s on a food label w/s

· Are you a label buyer? activity

· Food and you – the importance of food labelling for health.

· Product packaging and labelling PowerPoint. 

	b) Advertising, Promotion, and branding. 

· Building a brand (See AS 3.8).  
	· Branding.

· Promotion. 
	· Use 
· Branding and marketing NZ food products PPT.

· Promotion PPT. 

· Favourite Brand PPT.

· Read https://www.ruralnewsgroup.co.nz/rural-news/rural-agribusiness/nz-beef-on-show-in-beijing 

· Read and watch video  https://www.stuff.co.nz/business/industries/78418651/budget-brands--kiwis-prefer-branded-groceries-over-private-labels
· Choose a company or brand and using AURASMA make a 60 sec video of the product they sell. 

· Read MADE-WITH-CARE-NZ-STORY-FB-campaign.

· Go over What’s in a brand and do activities. 

· Watch kiwifruit ads

· https://www.youtube.com/watch?v=EKhFiHT504o
· https://www.youtube.com/watch?v=mtoaGN3UK9E
· https://www.youtube.com/watch?v=NEgCdBpSzkg 

· https://www.youtube.com/watch?v=KVyz_8FTF0I
	· Branding and marketing NZ food products PPT.

· MADE-WITH-CARE-NZ-STORY-FB-campaign.

· Promotion PPT.

· Favourite Brand PPT.

· What’s in a brand



	5. Service

· Service activities include those that maintain & enhance a product's value, such as customer support.

· Delivering excellent service, e.g., delivered on time.

· Build excellence customer relationships. 

· Scale – collaboration with other producers can ensure that supply agreements & demand are met.

· Value can be added by having excellent service.

· Value can be realised by having sufficient scale to fulfil customer’s needs.
	· Service
	· Read 

· Getting intimate with our consumers’ from KPMG Agribusiness Agenda 2015 Volume 1 pg. 30- 33.

· “Influencing value creation’ from KPMG Agribusiness Agenda 2015 Volume 1 pg. 44- 49.

· Go over PPT https://www.slideshare.net/tutor2u/aqa-bus2customerservice-12923224 
	· 

	6. Support activities.

a) Procurement: 

· The acquisition of goods, services or works from an outside external source.

· The partners that the agribusiness chooses to work with.

· Engaging with the right people. 

· Collaboration – enable agribusinesses to share risk, learn together, present customers with a wider offering than they can present individually.  

· Scale – collaboration to ensure that supply agreements & demand are met.

· Market access – FTA, mutual value. 
	· That collaboration is beneficial for agribusiness to grow value. 

· What is procurement?


	· Read 

· “Influencing value creation’ from KPMG Agribusiness Agenda 2015 Volume 1 pg. 44- 49.

· Discuss why is having good procurement systems in place, good for adding value to your business?
	· 

	b) Human Resources Management: 

· Consists of all activities involved in recruiting, hiring, training, developing, compensating & (if necessary) dismissing or laying off personnel.
	· What is human resources management? 
	· Why is having good people adding value to your business? 

· Why is having specific roles important to adding value to a product?
	· 

	c) Technological Development: 

· Product research and development

· Pertains to the equipment, hardware, software, procedures & technical knowledge brought to bear in the firm's transformation of inputs into outputs.

· Building an innovation mind-set. 

· Controlling the online experience. Integrated technology platform – customer experience – direct local food producer to the world. 

· Be aware of emerging technology.
	· That through technology value can be added to products. 
	· Read articles 

· https://www.ruralnewsgroup.co.nz/dairy-news/dairy-general-news/waikato-makes-world-s-first-tea-gouda
· A fenceless future?

· Affco’s value added foray into China. 

· Fit for purpose innovation ecosystem.

· Influencing value creation’ from KPMG Agribusiness Agenda 2015 Volume 1 pg. 44- 49.

· Packing a punch. 

· GFCS e.g., https://www.plantandfood.co.nz/growingfutures/case-studies/reducing-inputs-in-potato-production
· Is research helping farmers to add value? 

· Meet the mozzarella meister http://bit.ly/2kIKR6H

· pg. 428, 466 - 473 of DA. 

· Sanfords - leading the way in fish by-product research.

· Technology helps find gold. 

· Collars bring more than just breeding gains

· Fonterra opens engine room door

· New spray dryer to boost sheep milk industry. 

· There’s plenty of stretch in mozzarella. http://bit.ly/2Bxn161 

· How does technology add value to the business? 
	· DA

· Fit for purpose innovation ecosystem.

· Technology helps find gold. 

· GFCS

	d) Infrastructure: consists of activities such as accounting, legal, finance, control, public relations, quality assurance & general (strategic) management. 
	· That costs to add value should not exceed the revenue that the product can earn.
	· Do a cost analysis of whether growing value to a product is worth spending the money in an agribusiness & justify your decision.

· Read article “Growing Value’ from KPMG Agribusiness Agenda 2015 Volume 1 pg. 30- 35. 
	· 

	Business & growing value. 

· The additional costs to add value should not exceed the revenue that the product can earn.

· Sustainable value are long term strategies & only deliver success when a customer is prepared to pay for the attributes presented. 

· Financial implications. 

· Quadruple bottom line.  

· What are the risks & benefits associated with growing value in primary products?

· Agribusinesses need to ensure they do not fail to capitalise on the opportunities to secure a greater share of the value its products are creating round the globe.

· Gives the primary industry greater control over its future profitability & prosperity.  
· Evaluate the impact and consequences of the innovation on the whole value chain, and the ability for the selected product to meet future needs.
	· That agribusinesses need to capitalise on opportunities.

· Why growing value is important to the NZ economy.
	· Compare & contrast different growing value possibilities for a primary product that meet some or all of the agribusiness’s requirements & decide if it is financially viable.

· Read articles

· Case studies on businesses that have added value such as NZ Merino pg. 36 – 37 of KPMG Agribusiness Agenda. 

· Chapter 5 - ‘Supply Chain’ from TFOF. 

· Effectiveness and Efficiency. 

· Fonterra opens engine room door http://bit.ly/2Bvo4Dd
· Watch videos

· Finding new uses for wool at AgResearch https://www.ruraldelivery.net.nz/stories/Wool-Innovation
	· TFOF

	Assessment - AS91871 Agribusiness 3.10 Analyse how a product meets market needs through innovation in the value chain (4 credits) Internal.
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