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Level 3: Future Proofing Strategies 
Conscious Valley Worksheet
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Teacher Note:

Level 3:  Future Proofing Strategy Worksheet
This worksheet is a Future Proofing Strategies exercise based on “Conscious Valley” 
Conscious Valley is a premium, ethical red meat brand based on a family farm in the Ohariu Valley, just outside Wellington, New Zealand. Founded by Hamish Best, it focuses on producing local, sustainable, and high-quality lamb and beef that reflect strong values around animal welfare, environmental responsibility, and transparency.
Rather than exporting meat, Conscious Valley aims to supply the Wellington region directly through farmers’ markets, restaurant partnerships, and soon, an online sales platform. The business uses licensed processors and butchers to ensure food safety and traceability, while its local model reduces food miles and supports conscious consumption.
Resources
· Link to Country Calendar episode on Conscious Valley https://www.tvnz.co.nz/shows/country-calendar/episodes/s2025-e26
· Link to “Conscious Valley” website
· PDF article









The Level 2 powerpoint, “Conscious Valley” is a PESTLE analyse activity which can be used future as prior learning if required.










Watch the Country Calendar episode on Conscious Valley and read the PDF article “Conscious Valley”.
As a class discuss the questions below. 
Discussion Questions
1. What is the main idea behind the Conscious Valley brand?

2. How does Hamish’s decision to sell meat locally in Wellington help make the business more sustainable?

3. Why is the connection with Wellingtonians important for Conscious Valley’s success?

4. How does the way the animals are raised on the farm contribute to the brand’s values?

5. How does using a local meat processor and butcher help the business?

6. What are some of the benefits of selling meat directly at the Sunday market instead of through large supermarkets?

7. Hamish is planting 40 hectares of lucerne, how might that help the farm in the future?

8. How does the Conscious Valley brand encourage customers to make a “conscious” decision when buying meat?

9. Why does Hamish believe it is important to focus on eating quality rather than just growth in his animals?

10. What are some other ways Hamish could sell their meat to reach more customers?

11. How could technology help Conscious Valley grow its brand and sales?

12. What kind of partnerships or collaborations could they explore to build a stronger local presence?

13. How could they prepare for challenges like climate change, rising costs, or changing customer tastes?

14. How might they use social media or online platforms to tell the story of their farm and connect with more people?

15. How could they ensure a steady supply of meat all year round, even with the challenges of hill-country farming?

Discussion Answers

1. What is the main idea behind the Conscious Valley brand?
Conscious Valley aims to create a local, high-quality red meat brand that Wellingtonians can identify with and feel proud to support. It emphasizes animal welfare, environmental care, and a direct connection between farmers and consumers.

2. How does Hamish’s decision to sell meat locally in Wellington help make the business more   sustainable?
Selling locally reduces transport costs and emissions, supports the local economy, and  
allows Hamish to capture more value from each carcase by selling directly to customers 
rather than exporting or going through middlemen.

3. Why is the connection with Wellingtonians important for Conscious Valley’s success?
The brand relies on local buy-in. Wellingtonians recognising the meat as a local product and  
choosing it to represent their region. This emotional and geographical connection builds  
brand loyalty and encourages repeat customers.

4. How does the way the livestock are raised on the farm contribute to the brand’s values?
Livestock are raised with a focus on natural, stress-free living, understocking the farm to avoid overgrazing. The farm prioritizes animal welfare, environmental sustainability, and aligns with the “conscious” element of the brand name.

5. How does using a local meat processor and butcher help the business?
Using local facilities like Taylor Preston (10 minutes away) helps streamline logistics, reduce 
transport time, keep meat fresher, and lower costs. It also supports local businesses and 
ensures a high degree of control over the processing.

6. What are some of the benefits of selling meat directly at the Sunday market instead of through large supermarkets?
· Direct customer feedback and connection.
· Higher retail margins (no middlemen).
· Social interaction for Hamish.
· Brand storytelling opportunity.
· Builds a loyal customer base.

7. Hamish is planting 40 hectares of lucerne, how might that help the farm in the future?
Lucerne would allow more flexible grazing, especially for twin-bearing ewes or lambing 
hoggets, which could improve productivity and animal health. It is a way to optimise pasture 
use and adapt to changing conditions.




8. How does the Conscious Valley brand encourage customers to make a “conscious” decision when buying meat?
By highlighting their animal welfare practices, local production, and environmental care,
Conscious Valley asks customers to think about where their meat comes from and make
ethical and informed choices, especially since meat is seen as a luxury item.

9. Why does Hamish believe it is important to focus on eating quality rather than just growth in his animals?
Because eating quality differentiates the brand from commodity meat and provides a 
premium experience for consumers. It aligns with Conscious Valley’s quality-first philosophy.

10. What are some other ways Hamish could sell their meat to reach more customers?
· Launch an online store - already planned.
· Get stocked in Moore Wilson’s - also a goal.
· Supply more restaurants or cafes.
· Partner with food delivery services.
· Offer subscription meat boxes.

11. How could technology help Conscious Valley grow its brand and sales?
· E-commerce platform for online orders.
· Social media marketing to tell their story.
· Customer relationship tools to manage orders and feedback.
· Analytics to track buying patterns and optimise production.

12. What kind of partnerships or collaborations could they explore to build a stronger local 
        presence?
· Collaborate with local chefs and restaurants.
· Partner with food festivals or events.
· Work with local schools or culinary programs.
· Collaborate with environmental or conservation groups, like the Capital Kiwi Project.

13. How could they prepare for challenges like climate change, rising costs, or changing 
       customer tastes?
· Diversify forage (e.g. lucerne) for drought resilience.
· Invest in efficiency and sustainable practices such as Halter smart collars.
· Explore value-added products or carbon certification.

14. How might they use social media or online platforms to tell the story of their farm and 
connect with more people?
· Share behind-the-scenes farm content.
· Highlight animal care practices and environmental work.
· Post recipes and cooking tips.
· Feature customer testimonials and local chef collaborations.
· Promote weekly market updates or offers.

15. How could they ensure a steady supply of meat all year round, even with the challenges of 
hill-country farming?
· Use lucerne to support lambing and extend grazing seasons.
· Flexible hogget mating to stagger supply.
· Work with neighbouring farms to manage seasonal supply gaps.


Future Proofing Strategy Questions

Using the information, you have on Conscious Valley and your own knowledge, answer the following questions.

1. What are the future needs of Conscious Valley?

2. What is Conscious Valley doing or planning to do to meet these future needs?

3. What are the influences impacting the Conscious Valley?

4. Using one of the influences from the list above, explain one strategy that the Conscious Valley has used to mitigate that influence?

5. [bookmark: _Hlk208317655]Using another strategy that the Conscious Valley has implemented, explain how that has mitigated a different influence for the business?

6. How have these strategies ensured Conscious Valley’s long-term viability?

7. For one other influence named in Question 3, explain a new strategy that would mitigate or solve the influence, to ensure long-term viability of Conscious Valley.



Future Proofing Strategy Answers

Note: Student will have other answers for these questions.

1. What are the future needs of Conscious Valley?
· Year-round and consistent meat supply despite seasonal farming challenges.
· Expansion of customer base through online sales.
· Increased brand recognition locally and nationally.
· Financial sustainability despite fluctuating costs.
· Adaptation to climate change and environmental pressures.
· Maintaining compliance with growing food safety and welfare regulations.
· Operational efficiency to balance farming and retail roles.
· Continue to make direct-to-consumer sales financially viable, especially given schedule price fluctuations.

2. What is Conscious Valley doing or planning to do to meet these future needs?
· Planting 40ha of lucerne to improve drought resilience and productivity for more consistent supply.
· Developing an online sales platform for home delivery, pre-orders, and subscription meat boxes.
· Building strong relationships with local restaurants and loyal market customers to boost brand awareness.
· Focusing on selection for eating quality and carcase yield to add more value per animal.
· Using licensed local abattoirs and butchers to meet regulatory requirements while maintaining control.
· Marketing through social media and direct storytelling to connect with conscious consumers and promote the brand’s values.

3. What are the influences impacting Conscious Valley?
· Social: Growing demand for ethical, local, and sustainable food.
· Technological: Need for e-commerce and cold chain infrastructure.
· Economic: Fluctuating meat prices, processing costs, and limited scale.
· Political: Strict meat processing and environmental regulations.
· Environmental: Climate change, droughts, and sustainability expectations.
· Legal: Food safety, traceability, labelling, and animal welfare regulations.

4. Using one of the influences from the list above, explain one strategy that Conscious Valley has used to mitigate that influence.
Influence: Environmental
Strategy: Conscious Valley has introduced lucerne pasture to improve sustainability and  
climate resilience. 
Lucerne is drought-tolerant and high in nutritional value, making it ideal for supporting ewes and young lambs during dry periods. This helps mitigate the impact of climate change and seasonal feed shortages, ensuring more consistent production.

5. Using another strategy that the Conscious Valley has implemented, explain how that has mitigated a different influence for the business.
Influence: Technological.
Strategy: Conscious Valley is developing an online selling platform to expand beyond physical markets. 
This mitigates the reliance on weekend markets and helps meet changing consumer preferences for convenient, digital shopping experiences. It also allows for year-round sales, pre-orders, and wider customer reach, improving business resilience and revenue potential.

6. How have these strategies ensured Conscious Valley’s long-term viability?
The combination of these strategies has strengthened Conscious Valley’s ability to survive and grow in a changing market:
· Lucerne planting increases feed security and production consistency, reducing climate risk.
· Online sales diversify income streams and improve access to customers year-round.
· Ethical branding and regulatory compliance build trust and loyalty with customers who value transparency and sustainability.
· Efficient supply chains using local processors reduce emissions and ensure food safety.

Together, these strategies help the business remain adaptable, profitable, and aligned with consumer values, ensuring long-term viability and growth in a competitive market.

7. For one other influence named in Question 3, explain a new strategy (not in the article) that would mitigate or solve the influence, to ensure long-term viability of Conscious Valley.
Influence: Economic – Fluctuating meat prices, high processing costs, and limited production scale
New Strategy: Introduce a Cooperative Supply Model with Other Local Farmers Conscious Valley could partner with a small group of like-minded local farmers to create a "Conscious Valley Collective". 

This cooperative approach would allow them to:
· Pool livestock supply to meet year-round demand and reduce supply gaps.
· Share costs for logistics, processing, cold storage, and marketing.
· Negotiate better rates with abattoirs and butchers due to higher volume.
· Expand the product range, offering cuts or specialty products that appeal to a wider audience.
· Increase resilience against meat price fluctuations by securing a more stable supply chain.

How this might mitigate the economic influence includes:
· Reduces per-unit costs, improving margins.
· Increases supply reliability, which supports restaurant and online sales.
· Spreads financial risk, making the business model more sustainable.
· Creates economies of scale without needing to purchase more land.

Together these would help ensures long-term viability by:
· Making Conscious Valley more competitive and profitable despite being a small-scale producer.
· Allowing the brand to grow sustainably while staying true to its ethical and local values.
· Strengthening its position as a trusted regional supplier with a consistent and scalable offering.
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