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Introduction 
This on-line event opened at 10.00am with some 47 delegates viewing. The event was presented by 
broadcaster Chris Jones who having welcomed all participants introduced the various speakers throughout 
the day and chaired the two Q&A sessions. In addition to the main plenary meeting, there were four 
breakout sessions, each chaired by a facilitator. 
 

The Programme 
The event was opened by Helen Minnice-Smith – Welsh Government’s Head of Rural Economy, Rural 
Economy and Legislation Division, who provided detail on the day’s activities, followed by:   
 
Andrew Martin, Head of Business and Market Development, Food Division, who presented the Food 

COVID Recovery Plan and Wales’ response to the pandemic.  

Gail Merriman, Circular Economy and Resource Efficiency Division, gave an update on Welsh 

Government policy objectives with regards to Green Recovery and the Circular Economy   

 

Peter Davies, a Member of the Green Recovery Delivery Partnership, chaired by Sir David Henshaw.   
The Group reports to the Minister for Environment, Energy and Rural Affairs’ “Roundtable Wales”.   
 

First Q&A session 
There followed the first of two Q&A sessions addressed by the panel of Helen Minnice-Smith, Andrew 
Martin, Gail Merriman and Peter Davies. Kate Hamilton of the Food & Farming Commission also joined the 
panel. Discussion revolved around three broad areas: 
 
Moving from strategy to implementation 
It was felt that Wales had produced many economic and rural strategies over the years, but now was the 
time to focus on delivery and implementation, bringing together the parties that can make the ideas that 
have been generated a reality. 
 
Wales’ performance against other countries was discussed and it was felt that other countries seemed to 
have more added value in their primary sectors which may suggest they are more joined up. 
 
While it was acknowledged that there was lots of work going on to join up regional initiatives across Wales, 
we might benefit from the development of a framework that would connect all these strategies to help chart 
a way of joining production right through to consumption. 
 
Communication 
There was great emphasis placed by the panel members on the need to avoid the silo mentality - work 
together to achieve multiple objectives and true sustainability.  
 
Although conversations were taking place, there could never be enough of them. We need to look across 
UK and international borders to good examples to broaden our horizons to inspire ourselves. Food has no 
boundaries. 
 
It was suggested that one of the big outcomes of the COVID pandemic has been the importance of 
community/local response, and we need to harness that. If we can capture the spirit of cooperation of the 
response to COVID we will be on to a winner – the joining up and partnership approach is key. 
 
To assist this, a data analysis project being developed by Monmouth Council was mentioned that was 
cataloguing land, soil types, the location of farms, who’s growing what, to provide information that would 
link the farmer/grower to suppliers and businesses. 
 
Innovation and commercial opportunities  
In the context of moving to an implementation phase, we need to identify innovative ideas, and find ways 
of bringing the parties together to turn them into reality. 
Ideas identified were: 
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 apple orchards 

 forest gardens 

 non timber forest products 

 agri-forestry opportunities, mixing livestock with trees 

 wider use of wool in products like PPE 

 bee keeping to generate supplies of wax  
 
A need for innovation in supply chains was also discussed. In order to be truly sustainable, food and drink 
producers needed to be aware of the origin of their ingredients, e.g.: palm oil and soya, the cultivation of 
which was environmentally damaging. 
 
The solution is supply chain substitution, finding different raw materials, or growing or making them 
ourselves rather than importing them – growing tea was cited as an example. 
 
It was suggested that we could do well to look back to our past to see what local, sustainable products 
were in much wider use in generations gone by that we could return to as the foundations of new 
commercial opportunities, e.g.: beeswax, wool. 
 
It was also felt that Wales needed to capitalise commercially much more on Welsh provenance, 
developing a brand which evidenced to the world that we are green and sustainable. 
 
It was stated that post-Brexit, Europe should not be considered a threat but an opportunity to establish 
new commercial partnerships. Wales, it was agreed, was small enough to be agile in the new post-Brexit 
world. 
 
 

Project presentations 
 
Following the Q&A session project presentations were made by:  
Dafydd Gruffydd, of Menter Mon;  
Neil Burchell, of Total Food Marketing;   
Lucy Kew & Maria Wilding, the project & programme managers of Dewis Gwyllt.  
 
 

Second Q&A session 
There followed the second of the two Q&A sessions which explored some examples of best practice and 
how companies needed to operate in the post-COVID world. 
 
It was acknowledged that times are difficult for companies both large and small, but particularly for the 
latter. But Welsh Government had many support programmes for companies to tap into to help them adapt 
and develop products and open new sales channels – in fact Wales’ very high levels of support compared 
to many other countries. 
 
A number of projects were mentioned as exemplars of new ways of developing harvest product markets: 
 

 A scheme looking at vertical farming, growing crops through the year using less power and less 
water, sited close to local markets such as restaurants, schools and hospitals. 

 

 A pilot project looking to offer home delivery of a range of fresh produce, based on the Wiltshire 
Farm Foods and Hello Fresh models. 

 

 A producers’ co-operative which was successfully running a “click and collect” service for boxes of 
food and drink produced locally. 

 

https://businesswales.gov.wales/farmingconnect/news-and-events/technical-articles/vertical-farming-new-future-food-production
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 A project which had created a network supporting 94 community woodlands, managed by and for 
community, to develop their capacity and manage their woodlands. Working together rather than in 
silos gave them a greater voice, sharing knowledge, information and increasing impact. 

 
The panel agreed that there were opportunities out there for companies, but they had to be fast, flexible 
and non-traditional. They had to engage closely with consumers and match their offer to what’s happening 
in the new world, to what the customer wanted. 
 
Building networks, communicating with others, looking for links, and making connections was all-important, 
as opportunities may come up at any time. 
 
Following a short lunch break, delegates moved into four breakout rooms to debate four key questions: 

1. What are the key opportunities for the Welsh food & natural harvest supply chains?  
2. What are the key barriers to development for the Welsh food & natural harvest supply chains?  
3. Communication - how can we continue to build momentum and capitalise on the current awareness 

of Wales’ food and natural harvest supply chains?  
4. What are the business development needs for the Welsh food and natural harvest supply chains?  

 
Following the breakout sessions, the four facilitators reported back to the plenary. (See annex for narrative 
from breakout sessions). 
 
The final presentation of the day came from Gail Merriman who addressed future funding opportunities. 
 
Finally, Helen Minnice-Smith thanked all participants and brought the event to a close. 
 
 

Conclusion 
 

Key messages 

 We need to respond to climate change and the decline in biodiversity – green options can’t be 

choices, they have to be embedded. 

 

 To achieve success in the green economy, we must work together collaboratively, engaging with 

our local communities and local supply chains to find solutions.  

 

 Think differently – innovate. We can compete in the post-Brexit environment with high quality rather 

than low cost. 

 

 Companies need to be flexible and fast moving for the future and focus on what the customer 

wants. 

 

 Capitalise on “Brand Wales” – the provenance of local food. 

 

 Network and share – no one person has all the answers. No more ‘silo mentality’. 

 
Next steps 
The sense of ambition and of everyone pulling in the same direction was acknowledged, and it was 
recognised that this had to continue. 

 
Helen Minnice-Smith, Head of Rural Economy, Rural Economy and Legislation Division, Welsh 
Government thanked all participants. She said the session had helped Welsh Government gain a good 
grasp of the sector’s needs, and she committed to absorbing all responses as they continued to plan 
the way forward. 
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She said the sector was at the start of a new journey and invited all companies and organisations 
involved to continue on it with them. 

 
As a key next step, businesses were urged to get creative and come forward with applications for 
financial support for innovative and collaborative projects via the funding programmes described during 
the session. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 



Optimising Wales’ Food and Natural Harvest Supply Chains  

 

7  

ANNEX. 1 
Breakout Sessions 
Each of the breakout rooms discussed the following four questions: 

1. What are the key opportunities for the Welsh food & natural harvest supply chains?  
2. What are the key barriers to development for the Welsh food & natural harvest supply chains?  
3. Communication - how can we continue to build momentum and capitalise on the current awareness 

of Wales’ food and natural harvest supply chains?  
4. What are the business development needs for the Welsh food and natural harvest supply chains?  

 

Breakout room 1 
Chaired by Chris Jones. 
 
1. Key Opportunities 
Pandemic has shown how companies can sell directly to the public by embracing the likes of on-line sales 
via websites, food forums, food hubs etc. Technology needs to be explored in the search for solutions. 
 
We need to look at what is imported and see if it can be replaced by home grown products, in order to 
reduce carbon footprint and to be more sustainable. 
 
Opportunities for companies to buddy-up. Join forces with a complementary company in “co-opetition” – 
co-operating while remaining competitive. Opportunities to build new food models – to think differently and 
source new solutions. 
 
Need to think of creating short supply chains. Because of COVID and the long-term impact of climate 
change supply chains need to be as short as possible to remain competitive and sustainable. 
 
Make better use of the products and materials we already have in Wales. Wool being a good example. 
 
 
2. Key Barriers 
While Climate change might be seen as a barrier it also presents opportunities to grow food we could not 
in the past, for example: tea. 
 
The attitude “I’ve always done it this way” and holding on, unnecessarily to tradition, holds us back. Need 
to have a can-do attitude and to be operating from same agenda – work together, which we are not always 
good at in Wales. 
 
Small food producers are discouraged by the fact that they cannot get a fair price for their products from 
the major retailers, who are keen to hold down prices. 
 
Food is too cheap. Quality of food and what it should cost not always appreciated by the consumer, who 
need to be better educated. 
 
3. Communication 
Carry on networking and building confidence. 
 
Promote the value of local producers and suppliers. COVID saw the consumer relying on local shops. This 
trend needs to be encouraged and developed. 

 Ideal example - http://217.199.187.190/caetancsa.org/en/ 

 
4. Business Development Needs 
Make sure you create products that are needed – consumer led, not producer driven. 
See value of small independent producers, 
Raise business skills. 

http://217.199.187.190/caetancsa.org/en/
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Support local activity. 
Capitalise on digital skills. 
Make use of combined knowledge. 
Increase and improve marketing. 
 

Breakout room 2 
Chaired by Tim Hartley. 
 
1. Key opportunities 
Processing closer to home. 50% of Welsh produce goes out of Wales to be processed and we are losing 
the value added. More preparation and processing should happen closer to home. 
 
Wales has good product innovation in food but not in the wider natural harvest markets.  
 
The Area Statements have a range of stakeholders and are spread across 7 different places. However, 
they all have food in common and there is potential here to build a network/s of stakeholders. 
 
Dairy producers sign up to the Red Tractor scheme. This gives them the Union Jack not Y Ddraig Goch on 
their produce. Is there an opportunity here? 
 
Sustainable farm assurance. People want food they can trust but beware a plethora of accreditation and 
red tape. Can we make this easier? Artisan producers may feel differently about this as the provenance of 
their produce is key. 
 
Accreditation/attribution. The example of Welsh wool was given. How much wool do you need in a product 
before it is a ‘Welsh wool’ product? Clogau Gold has very little Welsh gold in it. If it can work with wool 
then why not roll out to other sectors? When is a beef pie a ‘Welsh’ beef pie? When it has 50 percent local 
meat? 
 
Some supermarkets (Co-op and Aldi were mentioned) do stock a lot of Welsh products and sign them as 
such. Can this trend be extended? If Tesco needs volume from Welsh suppliers to keep the shelves 
stocked then how do we come together to ensure their needs are fulfilled? 
 
There are other players too - there is no Welsh gin in Wetherspoons. 
 
Should planning and investment decisions for suppliers, new retailers etc., be dependent on a certain 
percent 
age of Welsh produce being offered? 
 
Public sector procurement in schools and hospitals could provide big markets. Could the Welsh 
Government look again at where they source their supplies? 
 
2. Key barriers 
There seems to be a lack of ambition. Compared to the rest of the UK we don't shout loudly enough about 
what we have to offer. 
 
The ‘corporatisation’ of food is an issue. We no longer know what quality foods are or where to get them. 
 
As a country we are not good at self-promotion and should learn lessons from this webinar. “I clicked on 
local producers on the Open Food Network website this morning. There was nothing near me!” 
 
There is ignorance of the added value of localising. It’s possible to mark up a simple ‘Welsh’ breakfast by 
15 percent because it has, say, Llety Farm’s bacon and Anni Jones’s jam. Brand it as local and explain it 
to the customers. We need to educate tourism and hospitality about this. 
 
This agenda must be industry driven. A visit to Ireland was referenced where the producers there all had 
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the same message. A lot of money is put into marketing and promotion across the Irish Sea. Are we doing 
enough? 
 
We need to be aware of and be ready to address current environmental issues like ‘meat is bad for you.’  
 
3. Communication 
We are not visible! Channel 5 looks like the ‘Yorkshire Channel’ sometimes - they are always featuring 
walks, buildings and the like. Why not us? 
 
Local businesses, restaurants and tourism should all be included and communicated with rather than 
target a specific sector or partner. 
 
Visit Wales and the tourism industry needs to advertise more and push the Food and Natural Harvest 
sectors. 
 
We should be playing the true Welsh ‘Green Card.’ Organic, sustainable, local, low carbon. Just say it! 
 
Wales needs a unique selling proposition. What is the brand personality of Wales? Our initiatives are 
disparate, and we need a more holistic look at the supply chain. The Royal Welsh Show is sorely missed 
but the Welsh Government and the industry must lead this together. 
 
Standards are similar across the UK so ‘what makes it Welsh?’ 
 
4. Business development needs 
Extend and deepen training so that people see the value of this agenda, from schoolchildren learning there 
is more to a great meal than a takeaway, to restaurants which source with only the bottom line in mind. 
 
We need to shorten supply chains, create links between producers and suppliers and where those already 
exist, strengthen them. 
 
Build a platform that links producers and suppliers to raise awareness of the opportunities on offer. 
 
We need a questionnaire to find innovative ways to make the links we all talk of. Many businesses are 
simply not aware of the opportunities out there. 
 
There is a need to build critical mass/es. For example, even in a small market town, producers need to 
club together to maintain supplies.  
 
Any new or further accreditation needs to be light touch.  
 
Can local supermarkets and big chains stock more regional, sub Wales-wide, products? 
 
We need to break down the silo mentality between players and sectors as well as concentrate on the 
biggest wins first. Tesco is not our enemy… if we up our game! 

 
 

Breakout room 3 
Chaired by Mel Doel 
 
1. Key opportunities 
Opportunities 
Contributors felt that people in lock down treated local food as a “treat”. They were happy to spend more 
on it. It was felt that there was a need to maintain the momentum of local food buying.  
 
A campaign encouraging people to buy local would be welcomed. A focus on mapping local producers 
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would be useful. Local community development officers can add value in that way. But lessons must be 
learnt as some producers put the cost up too much resulting in some purchasers saying they would never 
go back to buying local again.  
 
At this time flexibility is needed to find and develop new markets. The pandemic has led to new markets 
opening which could be a target for the future.  
 
One example was how local producers needed to get lamb into the local market and a garden centre 
turned its business model around turning its focus away from plant selling to local produce. 
 
The Welsh brand was considered to be very important.  
 
2. Key barriers  
It was deemed important to help people to understand that being green or sustainable can save costs and 
improve business. 
 
While there was a lot of advice for businesses and producers, there was very little money available for 
startups. It was felt the situation was disparate and not joined up enough and there was need for a 
database explaining who people could speak to, helping to provide a catalyst and to incentivize people.  
 
Food poverty was deemed an issue particularly during the pandemic.  
 
It is important to provide niche products. Producers need to know just what people want and whether they 
can afford what they produce.  
 
3. Communications  
Communications were key but complex with a greater need to ‘tell our story’ with a need to concentrate on 
who the target audience should be and what the message was.  
 
More information was needed about provenance on menus and in shops.   
 
More collaboration between food producers and those cooking or preparing our food would be greatly 
beneficial.  
 
Food producers must take on the responsibility of marketing themselves so that holiday makers and 
visitors to festivals and markets are given more leaflets telling people where they can continue to get the 
produce when they get home.  
 
We need to look more closely at adding value from other natural harvest supply chains - things like leather 
and wool which can be used in so many ways including packaging, duvets and compost.  
 
Go back to basics with a need to concentrate on where food comes from and its journey. Children were 
considered key and need to be growing and learning more about local food and nutrition so they take the 
message home, enhancing sales.  
 
4. Business development needs  
Some in the industry are ‘missing out’ on support and advice and feel there’s a need for an online central 
point, with easy access, signposting people to information, advice and finance.  
 
Cost was one of the biggest issues and suggested that more collaboration and working together between 
producers could see costs cut.  
  
Too many small projects that last for about 12 months and don’t have a long-term impact and which 
spread limited financial support too thinly. Longer term projects may have more benefit.  
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Breakout room 4 
Chaired by John Geraint. 
 
1. Key opportunities 
Changing consumer behaviour in response to the pandemic has created opportunities for suppliers to 
cooperate in the local marketplace. 
 
The Cowbridge Food Collective’s online market, a development of the physical farmers’ market, has grown 
from c.30-50 regular customers pre-COVID to a more diverse churn of 150 customers per week now, and 
is operating at maximum capacity.  
 
Distribution is a big issue for the small producer, both in terms of transport and packaging.    
 
There is a wealth of information and resource available to support you when you know where to look, and 
networking relationships are enormously valuable once links are made. But you have to understand where 
support is available,  
 
The lack of an all-in-one central location for information (with click-through links to other sites) makes this 
difficult for small suppliers who are necessarily focused on their daily ‘to-do’ task lists.  

 
2. Communication 
In communicating with peers and support agencies, you have to find “the thing that sings to you” – e.g.: 
peer support and sharing of the right scale for your business. 
 
In communicating with customers, a common trap is to make the marketing message too broad, rather 
than tailoring it to the target segments. 
 
3. Business Development Needs 
Many rural businesses develop from a passion, or from roots in a place.  
 
The developmental needs of the business will change as the business develops, so you have to be flexible 
and ready to evolve. 
 
Technology seems to drive producers to “make things big”; conversely, environmental and recent 
(pandemic-driven) consumer pressures favour smaller scale operations. Not everyone is a “farmer” – 
smallholders have different needs. 
 
Gaps in facilities can develop/manifest themselves, gaps that are difficult to fill given the scale of Wales’ 
rural economy (e.g.: the closure of a livestock market, the local (non-)availability of a commercial kitchen to 
prepare raw produce for sale) and finding the right Welsh Government portal to address such distribution 
issues can be problematic, even for established agencies. 
 
“Networking is everything”. 
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ANNEX. 2 
Useful links: 
Community Food Network Cymru 
 
Cynllun Neges Project 
 
Cynllun Neges Project ppt 
 
Home page – Wye Valley Producers 
 
https://www.arranland.org/about 
 
https://businesswales.gov.wales/foodanddrink/food-and-drink-industry-board 
 
https://businesswales.gov.wales/foodanddrink/how-we-can-help/innovation-centres 
 
https://businesswales.gov.wales/foodanddrink/ 
 
https://fuw.org.uk/en/news/y-tir-newspaper/14327-welsh-lamb-at-its-best  
 
https://gov.wales/rural-grants-payments 
 
https://naturalresources.wales/about-us/news-and-events/news/taskforce-launches-action-plan-towards-a-
green-and-just-COVID-19-recovery-for-wales/?lang=en 
 
https://openfoodnetwork.org.uk 
 
https://openfoodnetwork.org.uk/map 
 
https://public.govdelivery.com/accounts/UKWALES/subscriber/new?topic_id=UKWALES_82  
 
https://siop.io  
 
https://sizeofwales.org.uk/education/deforestation-free-nation/ 
 
https://wcva.cymru/new-round-of-active-inclusion-now-open/ 
 
https://www.cowbridgefoodcollective.co.uk/ 
 
https://www.ernaehrungswandel.org/…/food-system-chang…/about 
 
https://www.fordhallfarm.com/ 
 
https://www.hillholtwood.co.uk/about 
 
https://www.landworks.org.uk/landworks-prisoner-training/ 
 
https://www.mentermon.com/en/priosectau/tech-tyfu/ 
 
https://www.peterstontea.com/ 
 
https://www.thestop.org/ 
 
https://welcometoourwoods.org/ 
 

https://www.facebook.com/groups/607198213528720
https://www.youtube.com/watch?v=PMg8Jg_LZmA
https://www.dropbox.com/s/m94oo1xhnurvesz/Neges%20Presentation%20for%20Mon%20Larder%20%28without%20film%29.pptx?dl=0
https://www.wyevalleyproducers.co.uk/collections/frontpage
https://www.arranland.org/about
https://businesswales.gov.wales/foodanddrink/food-and-drink-industry-board
https://businesswales.gov.wales/foodanddrink/how-we-can-help/innovation-centres
https://businesswales.gov.wales/foodanddrink/
https://fuw.org.uk/en/news/y-tir-newspaper/14327-welsh-lamb-at-its-best
https://gov.wales/rural-grants-payments
https://naturalresources.wales/about-us/news-and-events/news/taskforce-launches-action-plan-towards-a-green-and-just-covid-19-recovery-for-wales/?lang=en
https://naturalresources.wales/about-us/news-and-events/news/taskforce-launches-action-plan-towards-a-green-and-just-covid-19-recovery-for-wales/?lang=en
https://openfoodnetwork.org.uk/
https://openfoodnetwork.org.uk/map
https://public.govdelivery.com/accounts/UKWALES/subscriber/new?topic_id=UKWALES_82
https://siop.io/
https://sizeofwales.org.uk/education/deforestation-free-nation/
https://wcva.cymru/new-round-of-active-inclusion-now-open/
https://www.cowbridgefoodcollective.co.uk/
https://www.ernaehrungswandel.org/vernetzen/food-system-change-congress/about
https://www.fordhallfarm.com/
https://www.hillholtwood.co.uk/about
https://www.landworks.org.uk/landworks-prisoner-training/
https://www.mentermon.com/en/priosectau/tech-tyfu/
https://www.peterstontea.com/
https://www.thestop.org/
https://welcometoourwoods.org/
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Our Food: Growing food locally, sustainably and profitably (our-food.org)  
 
Wales. A Food Destination - Food Skills Cymru 
 
Welsh Breakfast (Visit Wales) - Food Skills Cymru 
 
Will Allen's 'Good Food Revolution' (entrepreneur.com)  
 
www.llaisygoedwig.org.uk 
 
 
 

 

https://our-food.org/
https://www.foodskills.cymru/wales-a-food-destination/
https://www.foodskills.cymru/wales-a-food-destination/wafd-toolkits/welsh-breakfast/?doing_wp_cron=1611067580.7062740325927734375000
https://www.entrepreneur.com/article/223589
https://www.llaisygoedwig.org.uk/

