
The price we pay 

The strategy of competing on the world market on price forces farmers to cut 
costs, take short cuts and create an inferior end product. 

 

It also compromises our environment, the land, our farms, the viability of  
some regions and the well being of our people. 



“Growth in agriculture has been responsible 
for much of the loss of biodiversity and 
habitats and of regulating ecosystem 
services.” 



Are we Farming Sustainably? 
• Water quality issues  

• Damaging our soils 

• Dependence of pesticides and herbicides 

• Loss of biodiversity, monocultural industry based on one 

predominant pasture species 

• Poor understanding of ruminant nutrition and the impact on 

productivity and health 

• Diminishing Reproductive Performance 

• Increasing sales of antibiotics 

• Epidemics of lame cows 

• Productivity growth not reflecting investment 

• High staff turnover 

• Farms are no longer about cows!! 

 



Farm Industry Survey 2008 

• Based on concerns that what ‘we are doing’ (the industry) is not working 

and a need to better understand the issues 

• 92 large dairy herds throughout NZ.  

• Selection of regions, herd size, and ownership/management structure. 

• A single HR specialist conducted the entire survey. 

• Separate questionnaire and data base of information for managers and staff. 

• Confidential separate interviews with managers and 2 staff members from 

each farm. 

 



Objectives of the Survey 
1. To determine issues within large herd dairying which may compromise 

performance and productivity. 
 

2. To develop an understanding of the standard of staff management 

 practiced within the large herd dairy industry and the impact on 

 animals, people, environment, farm productivity, and profitability. 
 

3. To determine the reasons why people leave the industry. 
 

4. To identify ways to attract new talent (skilled and educated people). 
 

5. To explore ways to improve the public perception of large herd 

 dairying. 



Key Issues Identified 
Herd and Farm 

 

• Increasing cow numbers. 
• Farm not set up for cow needs. 
• High potential for damage (cows, people and environment). 

 

Business 
 

• Poor understanding of business. 
• Businesses about land acquisition rather than productive outcomes. 
• High risk of non compliance in resource management, welfare, and health and safety. 

 

People 
 

• Lack of basic farm skills. 
• Lack of leadership. 
• Poor management skills. 
• Capability, especially ‘stockmanship’. 
• No structured people development. 
• Culture and values not consistent with industry needs. 
• Lost connection with ‘What Good Looks Like’. 



Employment Practices 

Getting the ‘right’ people 
 

• Only 55% of staff had been thoroughly interviewed and reference 

checked. 
 

• Nearly 25 % of staff had made no conscious choice to work on 

dairy farms. 
 

• Employing what's available; little matching of skills to roles. 
 

• Poor understanding of the capability requirements to effectively 

run a farm. 

 



Pilot Study 
•A two year study to address the issues identified in the survey 

•Funded by Caring Dairying; DairyNZ and SFF 

•Involved large herds in Southland and in Canterbury 

•Intensive input from Subject Matter Experts in the fields of  

•People,  

•Husbandry, 

•Infrastructure and environment 

•Business and Finance 

•To work with staff on farm at all levels 

•To see what they see through their eyes and 

• to create a frame of reference – ‘what good looks like’ 

 

 



Farm Business Health Check Tool 

• The objective is improved  
 business outcomes. 
 
• The purpose is to accurately 

diagnose the situation on farm  
 and is the first of multiple steps  
 to achieve the objective. 
 
• Remove subjectivity and higher 

degree of consistency. 
 
• Credibility; a successful outcome 

requires farmers to engage in  
 the process and feel it adds value. 
 

• Outcome focused, needs to take 
the time required. 

 
• Process has to include interviews 

and validation through: 
o Documentation and observation; 
o Other systems/databases; 
o Other people. 
 

• Consider skills of people 
conducting BHCs: 
o Current; 
o Required; 
o Developing capability. 

Developed for the Pilot to Assess Current Status and to Evaluate 
the Farm Business in a Standard and Consistent Manner 



Pilot Study Results 
• There is a marked resistance to change at all levels especially at 

manager/owner level 

• Even when good practice is demonstrated it is very hard to sustainable 
change practices until a direct impact can be proven.  This is hard to 
achieve as it challenges long held beliefs 

• A degree of trust is required if advice is to be followed – this can take 
some time to establish as many farm owners and managers are protective 
of their practices. 

• Staff will take on good practice once they can see and understand there is 
a benefit and that it takes no more effort.  However this change is often 
not supported by owners who don’t see the value of this change. 

• The big barriers are at the level of culture, values and leadership at farm 
and industry level 

 

 

 



The Need to Change 

The change required is: 

 

• A change in the status of people and animals. 

 

• A change in the way we work with our ecology 

 

• A change in values and a ‘culture of caring’ within dairy farming.  

 

• A preparedness to change by farm owners and industry. 

 

Sustainability has become a buzz word; what does it mean? 

 









The Caring Dairying Process 
• It is a farming method  that puts 

the cow at the centre of the 
process. 

• If you care for the cow, the milk, 
the land and people then you will 
have a great product. 

• Caring Dairying is about ‘whārite’ 
or balance. We want to infuse 
more cultural and social values 
into dairy practices. 

• The ‘tikanga’ and many of the 
individual practices have been 
trialed and tested here in New 
Zealand and around the world. 

• This is not a theory, it is a proven, 
working  farming model that 
produces extraordinary milk. 

 
 



Good Dairy Farming Practice 
• Caring Dairying has developed these to provide the frame of reference against 

which farm operations can be measured 

• These define 'what good looks like’ in a sustainable farming business 

• Defined as a series of benchmarks within each of the foundation sectors of:  

o People; 

o Husbandry 

o Environment and infrastructure 

o Business and finance  
 

• These benchmarks represent accepted industry good practice within each of 
these sectors; this is dynamic and they are under constant review.  

• Achievement of Caring Dairying status and the eligibility to use the mark 
requires dedicated effort from the farmer with support of qualified rural 
professionals. 



The Caring Dairying Audit 
A Farm Business Health Check Tool 

The process by which a farm business is certified as eligible to use the mark 



The Caring Dairying Mark 
• An internationally recognised mark  
• It provides the provenance of the product 
• It tells the consumer a story about the origins of the milk 
• and provides assurance as to its ability to satisfy their buying 

demands 
• guarantees that  the farm of origin has been audited and certified 

that it adopts defined “Good Dairy Farming Practices”  
 

• The farm has been audited by a defined and robust audit process 
conducted by registered rural professionals 

• The audit has certified the farm as a “Caring Dairying Farm” 
• Only milk from Caring Dairying farms is used in product which shows 

this hallmark on the label. 

• the product has been processed through a facility complying with 
the requirements of Caring Dairying product. 
 
 



The face of a new brand 
 

The primary design is hand etched representing the artisan 

nature of our products. Ata Milk is the product of people you 

can trust, people who care deeply about others and the 

world we live in. It is a mark of great strength and respect 



  

• Produced in New Zealand (clean and green) 

• It will claim its regional origin (as with 
Bordeaux or Champagne)  

• It will be produced using the ‘Caring Dairying’ 
process Whārite (holistic, sustainable and 
ethical).  

• It will be certified as meeting very high 
standards to support its market position. 

• It has to be delivered to specification along the 
entire ‘production chain’ (soil to shop). 

• It will carry the unique Caring Dairying marque 
(just like the heart tick). 

• It must meet established cultural values and 
protocols ‘tikanga’. 

The Ata brand 



Asian markets are asking for a very different milk 

New consumers are emerging. They are willing to pay a premium to purchase 
milk with the following qualities: 

  

• It has to be wholesome and healthy 

• It has to taste sweeter.  

• It has to be pure (without contaminants). 

• It has to come from a pristine environment. 

• It has to come from within an ethical culture. 

• It has to have integrity, all these things must be guaranteed 

• It has to be sustainably produced. 

 



LOWEST VALUE  - COMMODITIES: BULK VOLUME 
FARMING AND PROCESSING DRIVEN 

CARING DAIRYING CLIENTS RECOGNISE 
THE VALUE OF OUR PRODUCE 



MID VALUE - REFINED 
PRODUCTS: PROCESSOR 

DRIVEN 

LOWEST VALUE  - COMMODITIES: BULK VOLUME 
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CARING DAIRYING CLIENTS RECOGNISE 
THE VALUE OF OUR PRODUCE 



MID VALUE - REFINED 
PRODUCTS: PROCESSOR 

DRIVEN 

LOWEST VALUE  - COMMODITIES: BULK VOLUME 
FARMING AND PROCESSING DRIVEN 

CARING DAIRYING CLIENTS RECOGNISE 
THE VALUE OF OUR PRODUCE 

HIGH VALUE   



CARING DAIRYING:  REALISING HIGH 
VALUE 

  

HIGH VALUE = 

 

MEASURED QUALITY + 

CERTIFIED METHODS + 

PROVENANCE / FARM STORY  













The assets that we will build together 
 

sustainable land use high value products richer communities 





If we think of the new milk as ‘Champagne’ then we 
recognize that a number of crucial elements give it a 
unique place amongst the all other milk products: 

  

• Its place of origin - Rotorua 

• The story behind the milk (ethical, indigenous, 
holistic and sustainable) 

• Its reputation for consistent quality (pure milk).  



The story and value of the Champagne brand is  
assumed or understood.  

Champagne is synonymous as much with quality and 
expense as it is with celebration.  

Ata has its own story to tell and it is one rich with Maori 
legend, ritual and values; a blend of good practice and the 
‘old ways’.  

We will take you back to the  future! 






