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EXECUTIVE SUMMARY

Opening the Gate was a nine-month project that sought to build knowledge of marketing 
approaches for local agribusinesses that are looking to grow their business. By shining 
a light on the marketing success stories on our doorstep, Opening the Gate creates 
connection between agribusinesses in our region, and offers key insights into marketing 
strategies for those looking to tackle the next phase of their business growth.

Our project champion, the G21 Agribusiness Forum, has identified marketing as a key 
issue that agribusinesses are struggling to address adequately. Whilst the region is 
well-known for its farming and production processes, unlocking this potential through 
successful market development is one of the key ingredients to capitalising on the region’s 
potential to benefit from the local agribusiness sector. 

Eight team members across different professions and industries came together for the 
Opening the Gate project, which was executed by connecting with, interviewing and 
reporting on the marketing strategies employed by eight G21-based agribusinesses 
of diverse sizes and product bases, who employ a range of marketing strategies 
successfully. No two businesses are the same, and ensuring input from a broad cross-
section of the industry meant that we have been able to develop business profiles diverse 
enough to offer food for thought for every business owner.

From social media and editorial, to crowdfunding campaigns and print advertising, the 
eight businesses studied as part of Opening the Gate provide insight into the multi-faceted 
ways businesses are reaching audiences in a changing communication climate. The 
profiles showcase the way local businesses are using the tools available to them to market 
their business, none of which require a degree in marketing.

Important patterns were identified across the sample, including recognition of shared 
challenges and constraints including transport and infrastructure, as well as shared 
key values including the importance of creating a brand, the importance of customer 
and industry engagement, and the exciting potential of regionalism as an identity. This 
improved knowledge will complement the G21 Agribusiness Forum’s initiative to create an 
Agribusiness Innovation Roadmap for the region.

As part of the Opening the Gate project scope, a film was created. The film, which 
features four of the profiled agribusinesses, will continue to act as an engaging and 
informative promotional tool for the G21 Agribusiness Forum as it seeks to develop the 
Roadmap and build on the library of information that now exists. 

The Opening the Gate film and business profiles can be found online at: http://
g21agforum.com.au/resources-and-events/innovation-hotspots/
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INTRODUCTION

The Opening the Gate project is an initiative developed to inspire agribusinesses in the 
Geelong region to pursue growth opportunities by sharing local success stories.

The project was instigated by the G21 Agribusiness Forum’s application to the Committee 
for Geelong’s “Leaders for Geelong Program” for a project team to research local 
agribusiness success stories, and develop a series of case studies, with the objective of 
providing inspiration and guidance to other agribusinesses in the Geelong region.

Operating across the G21 local government areas of the City of Greater Geelong, Golden 
Plains Shire, Colac Otway Shire, Surf Coast Shire and Borough of Queenscliff, the G21 
Agribusiness Forum is an industry network that aims to assist the growth and development 
of the Geelong region’s agribusinesses. With current priorities including Connecting 
agribusinesses, Facilitating collaboration, and Building entrepreneurial and innovative 
capacity, the Opening the Gate project is perfectly suited to assist with driving these 
priorities, and enhancing the Geelong region’s economic prosperity.
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BACKGROUND

The agribusiness sector in the Geelong region has always contributed significantly to 
the region’s economy. There is a wide range of agribusinesses operating in the Geelong 
region, many with the capacity to grow and further increase economic contribution in the 
region. 

The scale of the opportunities becomes clear when the size of the current agribusiness 
sector is fully appreciated.

Based on research done by the G21 Agribusiness Forum, agribusiness in the G21 region: 
• employs more than 10,000 people;  
• accounts for 37% of manufacturing employment in the region; 
• generates around 9% of the annual value of output in the region ($2.7 billion);  
• accounts for around 18% of the value of manufacturing output in the region; and  
• contributes to around 11% of local expenditures. 

The main agribusiness industry sectors in the G21 region are:

Horticulture and Viticulture: - Fruit, Vegetables, Wine and Olives
The region has a significant market garden, production nursery, hydroponics, vineyard 
and orchard farm sector, and distributors of fruit and vegetables. Despite a long history 
as an Australian wine region (dating back to the mid‐nineteenth century), the G21 region 
has, relatively recently, had a re‐birth in wine production and an increasing reputation 
as a region for fine cool climate table wines. Olive production and processing is also 
an emerging sub‐sector in the region. There are several small gourmet berry and fruit 
producers establishing in parts of the region, especially in Golden Plains Shire.

Grains, Legumes and Oilseeds: - Bulk commodities, milled, steamed and rolled 
products, Bakery products.
Geelong is the base to two of Australia’s largest malting companies, which have malt 
manufacturing operations in the City of Greater Geelong; these two companies have 
a combined sales turnover of $76 million. Grain consolidation, distribution and export 
is also focused around Geelong, servicing Western Victoria and the Wimmera. The 
baking industry, encompassing bread, biscuits, cakes and pastries, is the second largest 
food sector in Australia. All three components of the baking sector are represented by 
manufacturing companies in the G21 region.

Other Beverages: - Microbreweries, Juices
Microbreweries and cideries have become new agribusiness investment areas in recent 
years, and some G21 region businesses have been at the forefront. Juice production and 
other beverages (cordials and carbonated drinks) are also produced in the G21 region.
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Seafood: - Aquaculture, Managed wild catch
G21 region has a substantial, but restructuring, seafood industry. It is the base for 
Victoria’s blue mussel industry and there is an important wild catch sector, as well as 
fledgling abalone, oyster and eel aquaculture sectors, and several seafood processing 
and marketing companies.

Poultry and Meat: - Beef, Lamb, Pork, Chicken meat, Table eggs, Game
This is a large agribusiness sector in the G21 region. The major food companies in the 
region are in this sector, with diverse production, processing and value-adding in poultry 
(broilers and layers), beef, lamb, pork and some game.

Dairy: - Milk, Milk products
The dairy industry is one of Australia’s and the G21 region’s most significant rural 
industries. There is a high level of value-adding to farm dairy products and therefore it has 
a high regional economic multiplier for local economies. The bulk of the industry is located 
in Victoria (more than 65% of all milk production) and 32% of Victoria’s milk production (or 
2.1 billion litres) is produced in the Western Region of the state (including the G21 region), 
and processed at seven regional milk receival factories. Liquid milk, milk powders, butter, 
cheese, yoghurt, whey and casein are all important dairy product areas. Around 62% of 
manufactured products are exported.

In each of the G21 region agribusiness sectors, there are multiple value chains based 
around:

• Range of products (such as premium fresh, dried, frozen, co‐products)
• Production environment (e.g. intensive, organic, free range, indoor, hydroponic, 

biodynamic)
• Niche segments (such as goat dairying, and indigenous plant flavours)
• Market destination (e.g. farm gate outlet or cellar door, market, retail, food service, 

export).

Marketing has been identified by the G21 Agribusiness Forum as a key issue that 
agribusinesses struggle to address adequately. Whilst the region is well-known for its 
farming and production processes that are high in yield and quality, unlocking this potential 
through successful market development is one of the key ingredients to capitalising on the 
region’s potential to benefit from the local agribusiness sector. 

With the public having an ever-increasing interest in high-quality food products, and 
the Geelong region’s growing recognition as a food destination, the Opening the Gate 
project offers local agribusinesses inspiration, guidance, collaboration and networking 
opportunities to capitalise on these trends, and increase the sector’s contribution to the 
Geelong Region’s economic prosperity.
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OBJECTIVES

The Opening the Gate project will provide a better understanding of the constraints faced 
by small and medium enterprises involved in agribusiness across the region, including 
farm producers and small processors. This will complement the G21 Agribusiness Forum 
initiative to create an Agribusiness Innovation Roadmap for the region.

Specific outputs delivered to the G21 Agribusiness Forum include a report that brings 
together the lessons from and experience of existing small and medium agribusinesses, 
and presents a number of case studies that outline successful marketing strategies for 
agribusinesses.  

The case studies and knowledge gained are to be used for educating and inspiring 
agribusinesses as part of the development of the G21 Agribusiness Forum’s Innovation 
Roadmap, with the broader objectives of:

• Developing a consistent food brand for the Geelong Region – Building the region’s 
reputation as a food destination to enhance tourism potential, and create branding for 
selling into wider markets.

• Promoting consumers to purchase local produce – Increasing awareness and 
marketing of local foods to local consumers.

• Developing new marketing chains – Identifying growth opportunities by exploring 
markets that are non-traditional or newly developing.

At a regional level, this project and the undertakings of the G21 Agribusiness Forum 
support the broader civic benefits of:

• Infrastructure utilisation and development – Increased utilisation of and further 
development of key assets such as Avalon Airport, Geelong Port, and rail 
infrastructure.

• Economic Growth, Prosperity and Innovation – Encouraging new industries and 
increasing the capacity of existing industries, thus increasing innovative activities, 
economic output and employment opportunities.

• Healthy, Skilled and Connected Communities – New industries and increased 
collaboration providing opportunities for employees to learn and develop new skills.  
Greater awareness of local fresh produce improving eating and lifestyle choices.

• Sustainability – Developing industries that increase the diversity of the region’s 
economy, thus enabling them to weather macro-economic conditions more effectively.  
Development of land and marine use strategies and practices that recognise 
and protect the environment to maximise the ongoing value of these assets into 
perpetuity.
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METHODOLOGY

Map sourced from www.enterprisegeelong.com.au

‘Opening the Gate’ should be understood simply as a project that aims to produce an 
honest assessment of the constraints experienced by small to medium agribusinesses in 
the Greater Geelong and Barwon area, with a specific focus on marketing strategies and 
the potential for growth or scaling-up. The core of the project was to ensure diversity and 
seek out enterprises across different industry segments. Profiling these businesses would 
require industry engagement and seeking out the cooperation of businesses, industry 
representatives, and other key stakeholders such as the G21 Agribusiness Forum (http://
g21agforum.com.au/ ). Project team members sought to undertake a consistent approach 
to the interviewing and analysis to ensure clarity around the particular themes.

The strategy to engage with regional businesses and to ensure a breadth of input from a 
broad cross-section of the community was underpinned by a mix of project team members 
with different professional backgrounds, who live in different regional locations and are 
more familiar with businesses close to their homes.

The representation of the key findings would be in the form of case studies and a short 
film. Using both printed material and a digital format would enable easier dissemination 
and a greater distribution of the case studies and the resultant ideas.

Geographical scope:
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Literature Review

Approach

Project team members sought to better understand the agribusiness sector and the 
common pitfalls of creating a business and endeavouring to grow that agribusiness into a 
viable commercial operation. A breadth of literature was reviewed from both domestic and 
international settings.

Undertaking to compile a list of potential enterprises suitable for profiling, the project team 
worked from a select list of 35+ agribusinesses operating at different levels to a provisional 
list of 12. The selection was based on:

• Industry segment e.g. produce growers, dairy products, meat and livestock, alcohol 
production and further processers etc.; 

• The size of the enterprise - some businesses were deemed too big or beyond the 
scale of a legitimate small to medium enterprise1; 

• The project team’s estimation of the success and/or failure of the enterprises; 
• Businesses simply not feasible or prepared to engage in the project (upon preliminary 

enquiry).

The final project captured the success stories of eight businesses covering a number of 
industry sectors as shown in Table 1. Attachment A provides a summary of each producer.

Business Industry Sector

Wes Eggs Poultry and meat

Sage Choice Poultry and meat

Casuarina Farm Horticulture and viticulture

Pennyroyal Raspberry Farm Horticulture and viticulture

L’Artisan Cheese Dairy

Basils Farm Horticulture and viticulture

Bellarine Smoked Fish Company Seafood

Camilo Olives Horticulture and viticulture

Table 1 – Businesses and industry sector

1 Our definition of small to medium business: less than 20 employees and < $2million turnover. Opening the Gate 12



Interview

Through consultation with Mark Kelly (Secretary, G21 Agribusiness Forum) and Nicole 
Newman (The Food Purveyor) and analysis of earlier case studies, an interview guide 
was developed, incorporating standardised questioning and lines of enquiry designed to 
encourage open communication, but not necessarily designed to hone in on trade secrets, 
specific sales volumes or existing operational strategies.

The project team hoped to engage the participants to talk openly and candidly about the 
trials and tribulations of getting to the level of their present-day operations and seeking out 
themes and ideas that would help others going through the same process.

Interviewees’ responses would be electronically recorded for veracity against interview 
notes and observations made by project team members during site visits and tours. 
Photos were also garnered with the permission of participants and intended to visually 
support the case studies, with clear branding and to introduce the innovative people 
behind the operations. 

Selected enterprises were formally invited to participate and meetings were coordinated  
at times convenient to the participants.

The project team worked to consolidate findings and key constraints shared by small to 
medium agribusinesses and publish case studies in a practical format so that they may 
be easily read and interpreted by growers and producers from the various sectors of 
agribusiness. Amelia McBride Baker (professional subeditor/copywriter) and Todd Murphy 
Design were commissioned to ensure consistency in the text and case studies with visual 
appeal. 

Film

To further express the views and opinions of the people represented in the case studies, 
the project  team sought to capture film across a minimum of four agricultural locations 
throughout the Greater Geelong and Barwon region, and have the business owners and 
operators talk to the points highlighted in earlier interviews. 

Justin Belcher was provided with the brief and Opening the Gate participants were 
encouraged to find a mutually convenient time to undergo film capture and other stills.
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KEY FINDINGS

The breadth of producers provided an opportunity to identify common threads across the 
products and where individual approaches were evident.

There is one overarching theme that stands out: All of these producers have a strong 
underlying passion and commitment to produce a high-quality product for their customers. 
This theme was clearly evident to all the members of the Opening the Gate project team 
as they interviewed the producers.  

The drive shown by the producers was underlined by an authentic commitment to their 
underlying values in why and how they conducted their business and engaged with their 
customers. With authentic leadership being one of the key principles brought to us by the 
Leaders for Geelong, it was good to see business growth and leadership underpinned by 
this same principle.

The project uncovered 11 common research themes, which were then analysed to identify 
five key marketing concepts critical to the successes experienced by the businesses that 
participated in the project (Table 2).
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Key Marketing Concepts

Common Research Themes

Businesses identified a unique market opportunity to embrace ●

Businesses focused on producing unique high quality products, locally ● ● ●
Many businesses employed ethical and sustainable farming practices when producing their 
product ●
Businesses aimed for deep engagement with their customers. Communicating a lot about the 
business (often via social media) and seeking customers’ ideas and contribution to further refine 
and develop the business. 

●

Multiple businesses applied for awards to help build the brand and business ● ●
More than half of the businesses focused on diversifying and expanding their offering to grow and 
differentiate their business, e.g. Basils Farm’s diverse offerings, Wes Eggs home deliver, Sage 
added butchery etc.

● ●

Multiple businesses have incorporated agri-tourism as part of their offering. Agri-tourism has also 
assisted in engaging customers and ensuring transparency of sustainable ethical production 
practices 

● ●

Businesses focused on building and protecting their brand ●
Many businesses mentioned tapping into consumers increasing interest in the origins and 
production of their food, and people’s desire to ‘support local’. ● ●
Businesses leveraged the fact the Geelong region is fast becoming a food destination in 
marketing strategies ● ●
Almost all businesses heavily used social media (Facebook, Twitter, Instagram) for marketing and 
engagement with customers ●
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Table 2 – Common research themes
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Business Strategy

These success stories illustrate the benefits of a clear business vision and strategy. It was 
evident that the producers had, in the early stages of their business development, identified 
a strong direction and purpose. While many of these reflected the underlying philosophy of 
the businesses’ creators, it provided the core goal around which they could create and grow 
a business. Casuarina Farm emphasised that what you want your business to provide gives 
the clear direction in which to keep striving.

Strategies were also based around the identification of gaps and opportunities in the market 
for quality produce. This required understanding the industry. Pennyroyal Raspberry Farm 
considers that taking the time to learn as much as you can provides the ability to identify 
opportunities and challenges. Bellarine Smoked Fish identified that the niche existed for the 
supply of a quality product. Basils Farm realised it could not just be another cellar door, and 
had a strategy to diversify its product and experience. It was the challenges with competing 
domestically that drove Camilo Olives to explore opportunities in the export market. 

Within the overall business strategy, producers considered that a marketing strategy was 
important in growing their business. SAGE Choice considered this their main advice to new 
agricultural businesses, which includes the need to consider seasonal changes and adjust 
their marketing plans accordingly.

While business strategy may have directed their development, the producers remained true 
to their product.

Creating a Brand

Creating a strong brand appears to be a common theme between the producers. Much of 
the branding appears to ensure that the business is identified with high quality production 
methods, which the producers stand by. L’Artisan identified the need to put effort into 
building a trusted and recognisable brand.

Another key element is that for a number of producers, there are key people who provide 
an association with the brand. For L’Artisan, this is Mathieu, who spends a lot of time with 
customers and is the face of the brand. 

With many businesses starting and/or continuing to use farmers’ markets as a key selling 
opportunity, the producers who attend will give the initial impression of the company and 
the branding.

Another opportunity to establish the brand has been utilised with great effect by Bellarine 
Smoked Fish, L’Artisan Cheese and Camilo Olives. They have recognised the value that 
food awards provide in developing brand recognition. In addition, food awards provide an 
opportunity to benchmark themselves against similar products and producers.
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Customer Engagement

Whilst supply is one side of the equation, on the other we 
have the necessary demand from customers to enable 
business sustainability and growth. 

A common thread is creating a connection between the 
customer and producer. Important to developing this 
connection for many is the match between the philosophies of 
the customer and producer. A number of producers identified 
a consumer trend toward accessing a high-quality and ethical 
product. It appears important that the producers engage in 
regard to this.

This customer engagement allows the producer to show the 
authenticity of what they do to create the produce. 

Farmers’ markets provided many of the businesses the 
starting point for their business development, and remain 
a key outlet. These provide the opportunity for direct 
engagement with customers. As well as showcasing the 
product, they provide opportunities to communicate the 
producer’s values and strengthen customer appreciation and 
understanding around the creation of the product.

Social media is a tool that many of the producers have used 
with great success. SAGE Choice shares the journey from 
paddock to plate. WesEggs utilises a quirky and interesting 
social media presence to create engagement. It also provides 
an opportunity for customers to promote the business via 
word of mouth through sharing social media content. A 
number of producers identified the continued importance of 
word of mouth recommendations.

WesEggs used a Pozible crowdfunding campaign that not 
only provided finance but created ongoing connections with 
customers.

Casuarina Farm sends out a weekly newsletter that provides 
information on what they are doing, as well as broader 
information on what fruits and vegetables are in season 
across the markets, and nutritional information.

Customers are also looking for an experience, not just a 
product. Basils Farm identified the need to expand its offering 
to get people in the door and to also create an experience 
which encourages people to return.
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Regionalism

The producers see the benefit of a regional food identity. 
Pennyroyal Raspberry Farm suggested that producers should 
celebrate their products’ provenance. The need for localism 
was identified by producers as being driven by increasing 
interest by the public in the origins of their food products.

A regional identity also provides an opportunity for producers 
to utilise farm gate sales. Basils Farm commented on the 
sales they have achieved through the farm gate by being in an 
already-established food and wine area.

There are also existing networks that producers can leverage 
off. These may be industry, business and tourism groups 
set up that can help in a new business’ success. Pennyroyal 
Raspberry Farm recommended that other producers should 
seek these groups out and become active participants.

Wholesale and Industry Engagement

Many of the producers have expanded to the point where 
their production levels require wholesale distribution. 
However, some producers, depending on their product and 
circumstances, will continue to undertake this themselves.

The relationship between the producer and distributor is 
important. L’Artisan Cheese identify the strong relationship 
they have with their distributor.

Meeting international wholesale customers was identified as 
an important element for Camilo Olives in developing their 
export markets. Without the person-to-person contact, they 
would not have been able to build the relationship and trust 
required to allow them to access the restaurants and retailers 
they now supply. 

Industry and regional events are another method for 
producers to access a broader range of wholesale customers. 
Camilo Olives made the comment that while not every event 
will be worthwhile, they can reveal that key connection that 
leads to major growth.
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OUTCOMES

The champion of Opening the Gate, G21 Agribusiness Forum, will publish the case 
studies, shown in Attachment B, and video on their website. This will provide a continued 
presence of the project outcomes and give G21 Agribusiness Forum a resource to 
promote and educate successful agribusinesses in the region.

The Opening the Gate outputs provide a focus on the successful development of 
agribusinesses. These discoveries provide existing and prospective business owners with 
a number of valuable insights into the mindset and methodologies of others who have trod 
that path successfully. 

G21 Agribusinesses Forum is working toward developing further programs designed to 
create new and advance existing agribusiness in the region. The Opening the Gate project 
has provided valuable content to facilitate regional agribusiness growth. 
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RECOMMENDATIONS

In delivering the Opening the Gate project, the project team developed a library of case 
studies and video content capturing some of our region’s agribusiness success stories and 
providing learning outcomes about what marketing actions have led these businesses to 
succeed.

These outputs will now feed directly into the G21 Agribusiness Forum’s development of an 
Agribusiness Innovation Roadmap for the region.  

The two distinct ways the Opening the Gate case studies and findings can be used is to:
1. Educate local agribusinesses, and 
2. Educate customer groups.

Educating local agribusinesses will require the G21 Agribusiness Forum to identify how 
best to communicate the case studies and findings to local agribusinesses, and also to 
facilitate training opportunities in line with the findings. These case studies represent 
an excellent opportunity to connect local agribusinesses and create a collaborative 
environment for sharing and learning. Communicating the case studies and findings can 
initially happen via the G21 Agribusiness Forum’s website, but other opportunities should 
be sought, such as email distribution to G21 Agribusiness Forum members or making 
printed material available at industry events. Businesses who participated in the Opening 
the Gate project could be invited to participate in knowledge-sharing events, allowing 
agribusinesses to connect directly and learn from their peers.
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Separate to the networking and peer learning opportunities, 
there is also the opportunity to identify common marketing 
strategies for success and facilitate training events for 
local agribusinesses. From the case studies, a number of 
key findings and themes have emerged that have been 
instrumental to the success stories shared through the project. 
The G21 Agribusiness Forum may choose to source training 
providers or seminars in line with these themes, and offer 
them to agribusinesses in the region. By way of example, 
the use of social media for marketing and engagement with 
customers is present in almost all of the case studies. Training 
in the use of social media in a business environment may 
be of great benefit to agribusinesses in the region that may 
struggle with harnessing this platform.

Customer education is also a clear opportunity for the 
G21 Agribusiness Forum to contribute to the growth of the 
agribusiness sector in the region. There is a growing trend 
of people wanting to know about the origins of their food and 
the practices used to manufacture and/or deliver everyday 
food stuffs and less-frequently-eaten gourmet products. 
The conventional practice of rocking up to a mainstream 
supermarket and grabbing any old products or fresh food is 
breaking down, and while it will never be obsolete, the well-
informed and the curious will continue to seek out more local 
products, either for health reasons or simply for a better taste 
and overall customer experience. Large organisations are 
failing to connect with customers at a grassroots level, and 
this is where the small to medium enterprises are thriving. The 
G21 Agribusiness Forum has an opportunity to work in parallel 
with the region’s agribusinesses to create and promote a 
Geelong Region food brand. As an industry group, the G21 
Agribusiness Forum is well-positioned to create regional 
promotion partnerships with local tourism industry groups 
and state government tourism bodies such as VisitVictoria to 
achieve this end.
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ATTACHMENT A: PARTICIPATING BUSINESSES



WesEggs
Industry Sector – Poultry and meat
www.weseggs.com.au

WesEggs’ focus on producing high-quality eggs starts with 
providing the chickens with a high-quality living environment. 
The farm is set on a picturesque 12 hectares of rolling green 
hills in Maude. With less than 1600 chickens, WesEggs has 
the lowest stock density of any egg farm in the region. This, 
combined with the use of sustainable agricultural practices, 
results in high-quality, chemical-free, locally-produced eggs. 
The demand for these eggs is so strong that, just 12 months 
after the company officially launched, there was a waiting 
period to become a WesEggs customer.

Sage Choice
Industry Sector – Poultry and meat
www.sagechoice.com.au

SAGE Choice currently runs 35 – 45 head of cattle on a 100 
acre property at Bannockburn, with two or three processed 
per week. Chris maintains a bull with the herd year-round, 
retaining the natural herd structure to ensure there are calves 
growing throughout the year and there is always stock ready 
for processing and sale. The calves are passively weaned 
from the cows, and kept in a natural herd structure until going 
directly to slaughter. Lambs are also bought in from other 
small producers for fattening, and are processed at the rate of 
about 10 – 12 per week,

SAGE Choice has a strong commitment to ethical, sustainable 
farming, producing 100% grass-fed and low stress stock, and 
making use of every part of the animal—no wastage. 
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Pennyroyal Raspberry Farm
Industry Sector – Horticulture and viticulture
www.pennyroyalraspberry.com

Pennyroyal Raspberry Farm is situated in the picturesque 
hills of Pennyroyal in the Otways. During berry season 
(December to January), the farm is open for pick-your-own 
berries; the property’s tea house hosts hundreds of visitors 
per day in this peak business period.

Outside of this period, the business harvests and supplies 
berries and a range of preserves to many local restaurants 
and retailers, runs a bed and breakfast on the property, and 
increasingly producing apple ciders and berry infused gins.

The basis of their mission is to provide products that are 
“real and honest, with integrity and clear provenance. This 
mission has seen continued healthy growth, leveraging the 
public’s ever-increasing interest in quality local produce, and 
improved access to the area with the opening of the ring road 
around Geelong.

Casuarina Farm
Industry Sector – Horticulture and viticulture

Casuarina Farm occupies 50 acres of farmland in Wurdi 
Buloc, and is part of an original family farm. The business 
started small, with a letter drop in their local community 
advertising a weekly service delivering boxes of mixed 
vegetables organically grown on their farm. The initial 
response saw 20 customers taking up their offer, and 
demand has grown strongly into a customer base that now 
sees over 200 boxes per week being delivered to customers 
from Lorne to the Bellarine Peninsula, and north into the 
Golden Plains district. Additionally, up to 100t of potato, 
onion, cauliflower and brassicas are sold through a distributor 
at the Epping Markets.

Driven by a desire to share good quality produce and provide 
foundational health benefits, Casuarina Farm’s reward is the 
chance to provide good quality food to improve health.
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L’Artisan Cheese
Industry Sector – Dairy
www.lartisancheese.com.au

L’Artisan cheese, based in Geelong, produce a range of 
organic French style cheeses with the most traditional 
techniques and recipes that third generation cheese maker 
and owner Matthieu Megard has brought from his home 
country. They only use local organic milk and are enthusiastic 
about making sure that our products reflect the Great Ocean 
Road “Terroir”.

Their commitment to fine cheese is characteristic of an 
artisan’s commitment to his craft. It has also seen success 
with sales numbers now ten times greater than when the 
business was founded in Timboon in Western Victoria.

Basils Farm
Industry Sector – Horticulture and viticulture
www.basilsfarm.com.au

Since its humble beginnings as a cellar door in 2013, Basils 
Farm has endeavoured to grow its services, facilities and 
activities to attract a broader audience. From the wine, to the 
extensive permaculture garden and the picturesque location 
(which provides stunning panoramic views of Swan Bay), 
Basils Farm offers something for everyone.
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