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1 Executive Summary 

Why did Cwm Harry get involved in developing a Food Cooperative? 
 
Cwm Harry sets up and runs businesses that make ecological sense and build local 
economic resilience. Currently we collect food wastes, run a composting plant and pilot 
Wales‟ Zero Waste activities.  In the early days in 1998 green waste was collected at 
Tregynon by volunteers, composted and food was grown and distributed to local people 
through a box scheme - this was Community Supported Agriculture. Cwm Harry 
continued in food production and ran a veggie bag scheme for years to come. Alongside 
this our food waste collections and composting grew and today Cwm Harry employs 17 
local people, services 12,000 homes and produces hundreds of tonnes of compost. Yet 
our veggie bag sales remained dormant. Why? We had not found a way to make our 
veggie sales into a regional and profitable venture as we had done with food waste 
services.  Our organisation could not continue to subsidise veggie bag sales without a 
coherent business plan which could show longer term financial viability. We became 
interested in the wider issues which prevented veggie bag sales growing...we were not 
the only ones struggling to expand our sales. Anecdotally we knew our growers and 
local producers faced similar challenges...we don‟t have time to market, distribution is 
expensive, there is not enough storage space. . . It became evident that we could only 
develop local food production by addressing the wider issues and challenges faced by 
producers in the area. We were driven by the desire to deliver practical solutions to a 
local problem - the supply chain was clearly ineffective, to develop the local food sector 
the chain needed improving. The following is a summary of how we set about finding 
the most effective developments for our local supply chain. 
 
Methodology: 

We presented our ideas to local funders Glasu and were tasked with finding a way to 
develop the local food sector. The aim was to find solutions which suited the producers 
in the area and which were informed by market research and best practice from across 
the UK. The strong evidence we were generating was necessary for future funding and 
investment applications. We employed a number of people to assist us; Helen 
Fairweather (Resources for Change) led best practice research and helped us write the 
business model, Richard Pitts (Richard Pitts Associates/ F3) led the market research 
and we employed a local producer to assist in market research collection.  
 
We conducted: market research with consumers, producers and retailers to find out 
what improvements they deemed as necessary • Best practice research from across the 
UK to find out about the business models which succeed elsewhere • Consultation with 
partner organisations to avoid duplicating existing work • An economic feasibility to 
ensure proposed developments were financially viable. 
  
Research was necessary for a strong evidence base; however this work was never 
intended as a „paper exercise‟. Our organisational history demonstrates that it is 
practical solutions to local problems which we seek. Our aim was to deliver a real 



Towards a Montgomeryshire Food Cooperative 

 5 

improvement to the supply chain which would manifest as improved local food 
businesses. 

To assist the collection of market research we ran a local produce market stall with free 
tasters and cookery demonstrations at local events over the summer. More importantly 
we held 5 „producer‟ meetings (with both producers, retailers, distributers) involving 
guest speakers, facilitated discussion and lively debate. We struck a balance in the 
meetings of drawing out ideas and experience from the producer group by facilitating 
the sessions, married with information from our research findings so that 
 

Key themes began emerging and included; retail outlets as a popular source for 

purchasing local produce • quality as the biggest consideration for consumers • 
regularity of supply and convenience as key for consumers and retailers • marketing 
as there was huge potential for producers to expand should a market be secured • 
distribution and storage was identified as a crucial factor • gluts were seen as 
problematic • 

 
Producers and retailers were most interested in working together on distribution and 
marketing - which is when the word cooperative began to feature more widely in 
discussions. Wholesale distribution was considered the most needed form of 
distribution for retailers - a centralised point for distribution would make „shopping 
local‟ more convenient for them. Local expertise already existed; Shop Newtown were 
running an online ordering and home delivery service and have experience in 
developing and running the software and the necessary back systems. Home delivery 
could not be completely abandoned - consumers wanted convenience as well as a 
„customer experience‟. Growing needed coordinating to ensure a regular supply for 
retailers and consumers.  The producers were passionate about quality and this would 
need to feature in the values of the new venture.  
The wholesale distribution model fitted well with market research findings, retailers 
wanted a more convenient way of purchasing produce. Retail outlets were the most 
popular source for purchasing local produce so it was necessary to maintain their 
prominence in the local economy. Setting up another retail outlet would pose direct 
competition for existing outlets. However ensuring that a home delivery service was 
providing convenience to customers was also identified as necessary. 
 

Proposed Business Model Summary - in response to the findings the following was 
proposed; 
 
Formal cooperation between producers and retailers so a producer-retailer owned 
cooperative is proposed. It will focus on the wholesale distribution of local produce 
balanced with the marketing necessary to build the market place and to enshrine the 
quality essential to the long term success of the cooperative. It will sell from producer 
members to retailer members (and any other buyers) in Montgomeryshire and more 
widely as opportunity arises. Set up as a CIC or IPS depending on voting rights.  
Employ the staff who will do the day to day operations of marketing and distribution. 
Focusing on marketing first, moving towards distribution as sales increase. Retailers 
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order online, manager organises orders from producers who deliver to a central point. 
Distribution organised from a central point to retailers. To include a home delivery arm. 
 
Benefits are increased sales and profits for producers • lower distribution and 

marketing costs • new customer relationships • consumers get better access to fresh 
local produce • retailers and hospitality trade have an efficient source of local produce • 
town centres are more sustainable and attractive • carbon reduction. 

 
 
Cwm Harry received backing from the producer group to drive the coop forward 
because producers and retailers lacked time to do this and considered the role to fit 
well with the organisation.  
 
Conclusions: 

1. Producers and retailers want to work cooperatively; it is lack of time which prevents 
them from achieving their full potential.  This is why there is enthusiasm for a third 
sector organisation to drive it forward - Cwm Harry will do that driving and have 
committed to coordinate the planning (further development of the business plan) 
and reconvene the producer group (in order to formally establish the cooperative). 

2. Wholesale distribution with a home delivery service is what the coop will do - we 
have a business model we can use to deliver this and we have market research 
and best practice research to support the chosen business model. 

 
It is important to note that this intensive piece of work has established some necessary 
developments for the sector - this is the beginning however and further development 
work will be required to form the coop. 

 
Next steps: 

 The producer group will meet again early in the New Year to begin the task of 
agreeing the coop rules and values.  

 Cwm Harry will work on the business plan and income forecast for the coop linking 
in with the relevant funding bodies to assess potential funding for the start up costs 
for the new venture.  

 
In a separate but linked project Cwm Harry are also delivering an outreach program 
aimed at increasing local interest in and consumption of local food-in essence building 
the market place for the coop. 
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2 Introduction 

This is the second part of research conducted by Cwm Harry Land Trust aimed at 

developing the local food sector in Montgomeryshire. In part one producers identified 

parts of the supply as problematic, namely the cost of distribution, lack of time for 

marketing, lack of storage space and lack of market demand. In part 2 we revisited the 

supply chain map with our producer groups, through our market research and our best 

practice research. This was to confirm that the problems were as we had been informed 

in part one, and to establish what sector developments or business venture could 

improve the chain. The questions we had were what type of distribution/ marketing 

initiative would work in this area, how could it be structured, what would it cost, could it 

be financially viable? Our experience told us that success would lie in finding solutions 

which were market led, backed by a significant number of local producers, 

complementary to existing initiatives and economically viable. This is a summary of the 

findings, the extensive background research can be found in the appendices. 

 

3 The role of Cwm Harry Land Trust 

The role Cwm Harry would play in the future of local food was very much in the balance 

at the start of this work.  Our commitment was to develop the sector, it was not clear if 

there would be a role for our organisation in these future developments neither were we 

attached to a particular outcome. What mattered to us was finding a practical solution 

for our supply chain problems-this was never intended as just a „paper exercise. 

 

4 Background  

Cwm Harry aims to demonstrate that we can create a sustainable system of food 

production and food-waste management of benefit to the community and the 

environment – and so it is involved both with developing the local food-producing 

economy and the collection of food-waste for processing. The two activities together 

enable local natural resources to be used and recycled again and again for our benefit 

and that of future generations. 

The local economy 

The development of a local food-producing economy is to the advantage of both the 

consumer and the grower. 

    * Consumers benefit by receiving fresh local food from a known source. They have a 

chance to learn about who produces the food, and the skills involved in doing so. 
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    * Growers become reservoirs of husbandry skills – keeping alive once familiar 

knowledge for their own purposes but also able to pass it on to others. 

    * In buying locally produced food consumers have an opportunity to re-discover our 

fundamental connection with the earth: how all our food derives from plant material and 

how the local landscape and weather conditions affect the nature of what can be grown. 

    * Regional distinctiveness can re-surface and be appreciated for its character. People 

start to realise that they belong to place. 

As people become more aware of the food which they eat they are likely to better 

understand the environmental consequences of mainstream food production: the 

damage to the soil itself and the unsustainable use of petroleum-based fertilisers. 

In the early days in 1998 green waste was collected by volunteers and transported to 

the Cwm Harry farm in the village of Tregynon.  This was then composted and food was 

grown directly in it and the fresh produce distributed to local people through a box 

scheme.  This was Community Supported Agriculture in its youngest years.   Cwm 

Harry continued in food production and running a veggie bag scheme.    Food waste 

collections grew, today Cwm Harry employs 17 local  people and collects food waste 

from over 10,000 houses, however, veggie bag sales remained dormant. Why? We had 

not found a way to make our veggie sales into a regional venture as with food waste 

collections. The organisation could not continue to subsidise veggie bag sales without a 

coherent business plan which could show longer term financial viability. We became 

interested in the wider issues which prevented veggie bag sales growing...we were not 

the only ones struggling to expand our sales. Anecdotally we knew our growers and 

local producers faced similar challenges...we don‟t have time to market, distribution is 

expensive, there is not enough storage space... It became evident that we could only 

develop local food production by addressing the wider issues and challenges faced by 

producers in the area. We were driven by the desire to deliver practical solutions to a 

local problem-the supply chain was clearly ineffective, to develop the local food sector 

the chain needed improving.  

 

5 Methodology 

We presented our ideas to Glasu, a rural development partnership providing assistance 

and support to businesses, individuals and community groups in Powys. After 

discussions we became tasked with finding a way to develop the local food sector. We 

of course, had many ideas as to what those developments should be. It was however 

necessary to put our ideas to one side.  It was clear what is needed is a clear rationale 

and evidence for any proposals we were going to make, developing or own ideas would 
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not be sufficient. The work was broken up into a number of strands to ensure delivery of 

any developments which reflected what producers and consumers in the area wanted 

and which could be backed up with evidence. 

To do this several local consultants Helen Fairweather (Resources 4 Change) & 

Richard Pitts (F1) were brought in and through their organisations market research, best 

practice research and an economic feasibility were completed this led to the formulation 

of the business model. 60 consumers, 22 producers and 13 retailers were interviewed in 

this second part of the research as well as 13 producers in part 1.To support market 

research collection we attended local events and ran a local produce stall over summer 

which included cookery demonstrations and free tasters. Market research was 

conducted with consumers, producers and retailers at these events and also by phone 

interviews and individual meetings at retail outlets. This research was collected in part 

by a local producer whom we employed as we wished to draw on their first hand 

experience of the issues. Best practice research was done with 14 ventures from across 

the UK, 8 were interviewed, the 6 most relevant were; Plough to Plate, Local to Ludlow, 

Stroudco Food Hub, The Organic Fresh Food Company, and Heart of England Fine 

Foods. 

The producer meetings ranged from one to one meetings to discuss specific questions 

about the project to a large gathering s of  between 19 and 40 which involved facilitated 

workshops and lively discussions. We promoted these meetings widely in the local 

press and through our local networks. The market research findings and best practice 

findings were communicated to those involved through the producer meetings. We 

struck a balance in the meetings of drawing out ideas and experience from the producer 

group by facilitating the sessions, married with information from our findings so that 

producers could make informed decisions about what developments they wanted. This 

combination led to lively debate and interest in the plans. 

 

5.1 What did our market research tell us? 

Consumer research: Which involved consumers that already make a point of 

purchasing local food and those that don‟t.  Local retail outlets are the most popular 

source for purchasing local produce underlining their importance for the local food 

economy. Consumers would consider buying any product from a local source and 

quality is the biggest consideration for consumers when buying food. Regularity of 

supply, convenience and price savings could encourage more people to purchase local 

food. 

 

Producer research: The majority of producers are able to provide a continual supply of 

produce through the year. Producers are aiming for the premium end of the market. 
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Retail outlets, food fairs and farmers markets are the outlets most producers sell 

through and over half the producers work with other producers and distributors. There is 

huge potential for expansion and job creation and marketing is the biggest setback to 

expansion. 

 

Retailers source from wholesalers and distributors. There is enthusiasm for selling local 

food. The evidence indicated that „enthusiasm would increase if a mechanism that 

makes ordering it and maintaining a better continuity of supply more easily were to be 

put in place‟.  

 

5.2 What were our best practice findings? See appendix 2 

Eight ventures and initiatives were interviewed.  The seven most relevant were 

Pembrokeshire Produce Direct, Stroudco Foodhub, Land Life and Livelihoods, The 

Organic Fresh Food Company, Heart of England Fine Foods, Plough to Plate and Local 

to Ludlow. Based on the interviews the following factors for success emerged: 

 

5.2.1 Success Criteria 

 Give customers the best possible experience –Cafe, music, crèche, new things, 

make it fun. 

 Make it easy and visible –Constant publicity & marketing online service are vital. 

 Use range of produce and renew- Innovation is the key to success, wide range of 

produce required. 

 Quality essential – high standards and attention to detail. 

 Education and awareness raising aimed at consumers – Events, farm tours, 

courses, meet the grower/ farmer. 

 Advice and training for producers - business mentoring & marketing advice etc. 

 Efficient and enterprising – driven, ready on time. 

 Producer support –producer coop growing program, pricing above wholesale 

prices/ below retail. 

 Know customers/customer awareness-find out what they respond to eg. Local as 

in town, county or country? Create opportunities to find out about customers eg. 

Meet the buyer events. 

 

 

 

5.3 Producer meetings- A summary of the workshop discussions  

Distribution:  
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 One hub required, centralising a wide range of local produce.  

 Regular supply essential.  

 Retailers can purchase more easily from a centralised hub which guarantees supply.  

 Distribution hub can do delivery for the cooperative (can Shop Newtown be involved 

in this?). 

 Close relationship with producers.  

 Marketed at foodies and non foodies, distributor facilitates marketing. 

 Home delivery service.   

 Consolidate Cwm Harry Foodco.  

 There is not enough produce in local shops.  

 One point, one person. 

 

Retailers:  

 Get more produce in local shops, retailers do not know all the small scale producers. 

 Producers and retailers in the same organisation.  

 Retailers have large overheads and need to add percentage to price.  

 Surplus is a problem – retailers have strict stock levels and cannot always accept an 

unexpected glut. 

 Gluts could be sold at wholesale and/ or used for value added.  

 Link what retailers can sell with what is grown. 

 Improve communication between retailer/ grower.  

 Grow your own can compete with shops.  

 Riverford is a good example.  

 A distribution hub could save costs.  

 Common goal - a local cooperative which values quality. 

 

Marketing:  

 Small producers have not got enough clout/ budget. 

 Producers need a cooperative that does the ordering and distribution. 

 Create a brand and market it continually.  

 Market to the hospitality trade.  

 Pubs are struggling-they could benefit by promoting local food more. 

 Regular supply key for pubs. 

 

Which led to a discussion about a Cooperative....here are some quotes from the 

discussion; 

 

Producers don’t have the time-got to be someone independent • Would producers sign 

up to a cooperative? Yes, that is why we are here • To have a say, to have a stake • Got 
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to make money to pay independent manager • Central person coordinating • Fits Cwm 

Harry to drive it forward • Both consumer and producer? No, a producer and retailer 

cooperative driving force, credible, Montgomeryshire, brand, loyalty. • Pembroke model 

closest to what we want or Stroud. 

 

Note on procurement 

The meeting was attended by Gary Leatherland and Mary Sharman from Powys County 

Council Procurement team. Although no promises could be made regarding future 

public sector contracts, the advice to the group was „to get organised‟ and that PCC 

would like to support food local businesses and is doing so to some extent. PCC  are 

restricted by the EU tendering process. An organised group of producers who could 

guarantee a regular supply and meet the legislation requirements would be eligible to 

tender. In further discussions with partner organisations we found that the tendering 

process could be made more suitable for local businesses by focusing on freshness-

local food producers who can distribute efficiently are more able to supply fresh produce 

than producers in the rest of Europe due to the food miles generated. 

 

The market research, producer meetings and best practice research generated 

evidence of what was needed to improve the chain. Drawing on the results of the recent 

meetings and research, and previous consultation and research, the following business 

model is proposed for a new producer and retailer co-operative. It is important to note 

that this model is proposed based on our findings, it is not however „set in stone‟. For 

example further development work will be required to establish the coop rules, values 

and membership. Therefore we expect that these aspects may alter as the coop is 

further developed. 

 

6 Business Model  

7  

7.1 Values 

The core principles of the co-op are quality and sustainability. 

7.2 Vision 

The vision is: 

 Local, seasonal, fresh produce readily available to consumers in shops, markets, 
cafes, restaurants, pubs and other outlets throughout Montgomeryshire and beyond. 

 Secure livelihoods for local food producers. 
 Increased consumer interest in small independent retailers leading to vibrant, viable 
town centres. 

 Reduced food miles and therefore carbon output from food distribution and 
consumption. 
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7.3 Objectives  

 Increase demand for and use of local produce by consumers and food businesses. 

 Strengthen the supply chain to ensure good availability direct to consumers and in 
all possible outlets. 

 Strengthen the sustainability of local producers and town centre retail businesses. 

 Keep more money in the local economy. 

7.4 What the co-op will do 

 Distribute local produce from producer members to retailer members and other 
outlets in Montgomeryshire and more widely as opportunities arise. 

 Market and promote local produce in Montgomeryshire and the wider area. 

 Plan growing and production to meet market demand. 

 Operate a home delivery service. 

7.5 Main benefits to members will be: 

 Local producers experience increased sales and profits, lower distribution and 

marketing costs, and build new customer relationships. 

 Independent town centre shops and markets acquire more customers, higher sales, 

efficient supply system. 

7.6 Main benefits to non-members will be:  

 Consumers (general public) get better access to fresh local produce and livelier 
more attractive town centres. 

 Retail and hospitality trade has an efficient source of local produce and can attract 
new customers. 

 Town centres become more sustainable and attractive. 

 Communities become more sustainable and prepared for a low-carbon future. 

7.7 How it will work 

The proposed model will plan for a steady build-up of trade from initial membership. A 

manager will run the day-to-day operation of the venture.  Beginning with more time 

spent on marketing and shifting towards distribution as business builds.   

7.8 Ordering 

Retailer members will place orders weekly, or as required, the co-op will organise these 

incoming orders into a collated order for each member producer.  Producers will deliver 

to a central point with agreed frequency.  Producers will update their stock lists online. 

There will also be a facility for members of the public to order online, with a suggested 

minimum order.  Co-op workers will sort the orders and deliver first to retail members 

then outside of the co-operative as demand requires. 
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7.9 Premises 

The co-op‟s initial base, for distribution and office functions, could be at Cwm Harry‟s 

premises on the edge of Newtown.  There are further possible short term answers such 

as; utalising Shop Newtown / Three Two One‟s premises in the centre of Newtown.  

Sharing of other more dedicated premises i.e. Brake Bros. Distribution hub near 

Montgomery.  Other more suitable dedicated locations will need to be identified, costed 

and researched as the business grows.  Involvement of officers from the councils 

Environmental Health department should be arranged when any new premises are 

identified.  The cost of premises needs to be factored in, but at present may be donated 

as funding in kind.   

7.10 Training and support 

Currently some producers do not use IT for ordering or general admin. Support will be 

needed to allow them to be fully participating members.  Possible ways forward are:  

 Partnering with another nearby producer to carry out this function, with an 
appropriate incentive for the partner. 

 Training and ongoing support to bring off-line producers into the online community. 

 Offering admin support as part of the membership package. 
 

These, or other alternatives will need to continue as new producers join.  

 

Induction, training and support will also need to be regularly available to members, to 

ensure that:  

 The co-op‟s systems are understood and used effectively. 
 Expectations are always clearly understood – everyone knows what they are going 
into. 

 Opportunities are available for training in technical areas such as food hygiene, 
packaging, health & safety, as well as building networks and understanding between 
producers, retailers and consumers. 

7.11 Sourcing, distribution & marketing 

The co-op will source produce in priority order, with the prime aim of supplying 

customers with a full range of produce and products and to meet demand: 

 First from member producers • 

  Second from other local producers •  

 Third further afield, from the most sustainable sources. 
 

7.11.1 Distribution 

 First to retailer members and online direct customers. 

 Second to other outlets. 
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In each case members will have preferential terms so long as the values agreed by the 

co-op are adhered to. 

 

7.11.2 Growing  

In order to meet market demand efficiently, retailer members will forecast what they want to 
purchase and commit to purchasing, subject to their quality criteria being met. Grower and 
producer members will co-ordinate to meet this demand, and even out shortages and gluts as 
far as possible 

7.11.3 Marketing 

Marketing is at the core of the co-op‟s activities, along with distribution. The strategy will 

include: 

 A brand and logo identifying local produce with consumer and community benefits • 
Web presence well linked in to websites of targeted groups and communities • 
Presence in other networking sites and online applications • Promotion through local 
media with weekly mini-stories • Attendance at events, festivals, markets and 
seminars. 
 

 Targeting Independent retailers in the main towns of Montgomeryshire • local 
communities through affinity groups (food co-operatives, sustainability groups) 
general community groups and community and town councils • smaller villages 
without shops, in the vicinity of the co-op‟s base •Other wholesaling and buying 
groups likely to be responsive, eg Spar. 

 
Targeting will be focused on the retailers and other groups offering the best chance of 
success, taking note of the in-depth research of East Anglia Food Links, which shows 
that there may be little room for replacement of existing supplier arrangements in retail 
and other outlets. 

7.12 Ownership 

Producers and retailers will own the co-operative, purchasing a £1 membership share 

and electing a board of directors which is responsible for directing the co-op. The board 

should be made up of equal numbers of producers and retailers, and members‟ votes 

will be weighted to ensure an equal voice for each group. 

7.13 How decisions are made 

Day-to-day running will be decided by an employed manager, and overall direction 

decided and performance monitored by the board. Significant changes to structure or 

purpose will be made by a large majority of the whole membership. 
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7.14 Structure  

The legal structure will be a company, regulated as a Community Interest Company, if 

voting rights are weighted as suggested above. If the structure was to be as an 

Industrial and Provident Society (designed and particularly suitable for co-operatives), 

voting rights would be equal between all members. 

7.15 Running costs 

The co-op‟s income after start-up will be generated by the difference between the price 

it buys at, from producers, and the selling price to retailers and direct customers. The 

co-operative will need to decide the margin it works at: case study experience ranges 

from 8% to 30% but some similar organisations aim for closer to 50%.  

7.16 Finance and Start-up funds 

It is clear that to enable such an organisation to stand on its own two feet and become a 

financially viable business a significant amount of investments will be required.  

Potential sources of funding include; Public funds (through grant assistance), private 

investment, soft loans and in kind donations.  Further information can be found in 

Appendix Five.  

7.17 Role of Cwm Harry 

Cwm Harry has the role of honest broker in nurturing the co-op to full viability, acting as 

a channel for funding and offering premises for the co-op‟s first base. Cwm Harry has 

been running the veggie bag scheme from its base in Newtown, but this has recently 

become a separate business, and this will probably become a retail member of the co-

op. 

7.18 Success Criteria 

 Reaching business sustainability in 4 - 5 years. Ideally it could be sooner, but 
experience and forecasts from case studies indicate this is realistic. 

 Increased availability and use of local produce, measured by customer perception. 

 Increased vibrancy and viability of town centres, measured by customer and 
business perception. 
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7.18.1 Outputs and Outcomes 

Year Outputs Outcomes 
1 Manager appointed 2 days/week 

Premises set up with all necessary 

hygiene & H & S approvals 

Start-up equipment in place 

Producer members 

Retailer members 

Direct sales customers 

Online ordering system 

Marketing- logo & branding in place 

     - schedule of publicity outlets 

Efficient and effective 

systems 

Producers achieving savings 

and increased sales 

Retailers seeing increased 

sales 

Customers satisfied 

2 Building numbers of members and 

customers 

Increased profitability 

Continued Marketing 

Employment of new staff as expansion 

permits 

Dedicated premises established 

Explore options of operating a retail 

outlet 

Compile and disseminate figures for 

funders and other interested 

organisations 

 

Good recognition by 

customers 

Business growing 

 

3 - 5 Profits allow expanding markets Reaching viability 

Town centres increased 

liveliness and footfall 

Reduced food miles and 

carbon 
 

 



Towards a Montgomeryshire Food Cooperative 

 18 

8 Conclusions 

This feasibility has  

3. Producers and retailers want to work cooperatively, it is lack of time which prevents 

them from doing which is why there is enthusiasm for a third sector organisation to 

drive it forward-Cwm Harry will do that driving and have committed to coordinate the 

planning and reconvene the producer group. 

4. Wholesale distribution with a home delivery service is what the coop will do-we have 

a business model we can use to deliver this and we have market research and best 

practice research to support the chosen business model. 

 

This model is designed to meets the requirements of local producers, retailers and 

consumers and draws on the market research and best practice findings. Local 

consumers are interested in convenience and quality-the coop will need to deliver on 

both of these. A home delivery arm to the coop will suit consumers as will increased 

local produce in the town centre-local food will be conveniently available to them with 

the added benefit of improving town centres. It will be important to ensure that the home 

delivery and retail distribution are not in direct competition. 

 

There is a question over online purchasing vs customer shopping experience, we have 

seen evidence for the need for both. Best practice research particularly highlights the 

need for an online service where as many customers showed preference for a 

„shopping experience‟ and for convenience. The coop should consider working with 

retailers on marketing produce-to make it fun and interesting. For example we found the 

cookery demos to be a good way to engage people on our stall and best practice 

research highlights the importance of giving customers the best possible experience. 

Existing retail outlets could provide that shopping experience. 

 

For wholesale distribution to be successful it will be necessary to coordinate growing 

locally to ensure regularity of supply. This will resolve the problem of gluts and improve 

communication between the grower and retailer, a coordinator will need to ensure 

growing is market led and balanced with seasonality.  

 

9 Next steps 

Cwm Harry received backing from the producer group to drive the coop forward 

because producers and retailers lacked time to do this and considered the role to fit well 

with the organisation. Best practice research highlights the following as obstacles the 

group may face and ways of overcoming them: 
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What’s hard – 

barriers & how 

to overcome 

them 

Taking a clear-sighted look at potential difficulties, below we‟ve 

summarised what informants said about barriers to success, and how 

they are tackled 

What? How? 

Distribution Delivery to shops is very Just In Time, demanding 
Use existing (Blakemore) wholesaler, hub & spoke system 
Considering with Ludlow Food Centre, SASTAK  
Piggyback Calon Wen, home deliver nearish, Palletetline wholesalers – 
a lot of time & effort – „no such thing as free delivery‟ 
An initiative in Yorks brokers distribution 
Use good wholesaler if there is one 

Producer 
professionalism, 
engagement, 
collaboration 

Admin poor, paperwork inaccurate – we do a lot of free mentoring 
Difficult to get engagement, someone must do it actively. Need quick 
results to keep producers on board 
We run training workshops, eg packaging 

Start-up costs & 
preparation 

Build in more margin, fuel costs, producers must be trained & ready, 
clear on expectations 
Vehicle costs, watch costs & overheads 
Storage – need to chill down to send out 
Market research is vital 

Selling to big 
retailers 

Morrisons – one of better ones but nightmare 
Mid-Counties Co-op biggest customer – consolidated distribution very 
important 
Regional/international trade team making links eg to Tesco 

Procurement 
policies 

Eng Heritage abandoned local food for Bookers 
Study, partnering Sandwell (food desert). Supply side needs 1 invoice, 
so need a collaborative network. Public procurement dismal.  
Successful in Cornwall with hospitals, Roy Heath. 
Subcontracts for Herefords schools, but Shrops is better; Redbridge 
wholesaler is good.  

Marketing & 
education 

Food directory eg Herefords 
Customers price-driven, so we keep below supermarket prices. We 
don‟t do enough marketing 

Community 
engagement 

We support community food & Co-ops – Sustain W Mids. Need 
community champions/entrepreneurs  
Grow cook & Share new venture 
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It is important to note that this intensive piece of work has established some necessary 

developments for the sector-this is the beginning however and further development 

work will be required to form the coop. We strongly recommend that the momentum is 

maintained over the coming months. This will be a challenging time-the resources and 

finances will have to be found to maintain this momentum. Cwm Harry have committed 

to seek the necessary resources to continue the work which has begun and to 

reconvene the group. This work is essential to deliver a practical solution and to avoid 

this feasibility fading into another paper exercise.  

 

 The producer group will meet again early in the New Year to begin the task of 

attracting members to the Co-op. 

 Cwm Harry will work on the business plan and income forecast for the coop linking 

in with the relevant funding bodies to assess potential funding for the start up costs 

for the new venture.  

 

In separate but linked project Cwm Harry are also delivering an outreach program 

aimed at increasing local interest in and consumption of local food-in essence building 

the market place for the co-op. 

 

Anyone interested in The Montgomeryshire Food Cooperative, or other activities of 

Cwm Harry can contact 01686 626234. 
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10 APPENDIX 1 - Market Research:  

 

10.1 Consumers 

  Results and Headline findings 

 

60 were questioned, of which 20 (1/3) were questioned whilst shopping at Local food 

outlets such as farmers market, farmshop and specialist local food shop 

 

Questioning took place on: 

4th and 9th July at Llanidloes and Welshpool Farmers Market respectively,  

30th July at Montgomery (Square), Guilsfield and two locations in the centre of 

Welshpool,  

10th August at two locations in Newtown (1 supermarket and 1 town centre) 

13th August at Caersws. 

 

Key 

LPF&D = Locally Produced Food & Drink 

„Shoppers‟ refers to people who were questioned at local food outlets, shopping for 

LPF&D 

„Non-shoppers‟ refers to people who were questioned outside „conventional‟ food retail 

outlets such as supermarkets. 

 

Postcode 

 

For all responses:  Number of responses 

SY5 Minsterley, Shrops  1 

SY10 Oswestry   2 

SY15 Montgomery   6 

SY16 Newtown   14 

SY17 Caersws   6 

SY18 Llanidloes   4 

SY19 Llanbryn Mair   2 

SY21 Welshpool   20 

SY22 Llanfechain   2 

HR9 Ross on Wye   1 

LL37 Llwyngwril   1 

WS3 Walsall   

 1 
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Question 1 

How many times have you shopped for LPF&D in the last month? 

 

 All (n=60) Shoppers 

(n=20) 

Non-shoppers 

(n=40) 

Daily 3 2 1 

2 or 3 times week 15 7 8 

I once a week 18 6 12 

2 or 3 times a month 9 5 4 

Maybe once 4 0 4 

I don‟t know/buy local 

food 

12 0 12 

Total 61* 20 41* 

* one respondent ticked two boxes 

Overall, one fifth of people surveyed are not actively shopping for LPF&D.  Amongst 

those that do, the majority of people are shopping for LPF&D between once and two or 

three times a week.  

 

Looking at the different categories, it seems that shoppers are shopping for LPF&D 

more regularly than the non-shoppers (13 out of 20 between at least once and three 

times a week) . However almost three quarters of the non-shoppers perceive 

themselves as shopping for LPF&D at least once a month. This high figure needs to be 

tempered by the comments arising from many respondents about seeking local food but 

not necessarily finding it, especially in supermarkets, and the number of respondents 

that stated they always bought British (or sometimes always Welsh) meat and veg when 

in supermarkets. The undefined use of the word „local‟ may have contributed towards 

this. 

   

Question 2 

Where do you buy locally produced food and drink? 

 All (n=60) Shoppers (n=20) Non-shoppers 

(n=40) 

Supermarket 23 10 13 

Local Shops 43 15 28 

Farmers 

Market 

23 13 10 

Veg Box 3 1 2 

Online 1 0 1 

Farm Gate 19 10 9 

Other 4 3 1 
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The importance of local shops (such as butchers, bakers etc) as a source for LPF&D is 

underlined here. It may be said that the score for Supermarkets is an over estimate as 

several respondents stated that they sought „local food‟ in supermarkets and/or always 

bought British, (or sometimes Welsh) products, particularly meat (See Q1 above). 

 

Question 3 

Are there any particular products that you regularly buy ? 

 

 All (n=60) Shoppers (n=20) Non-shoppers 

(n=40) 

Cider & beer 7 5 2 

Other drinks 8 0 8 

Meat 35 13 22 

Fruit & Veg 50 14 36 

Eggs 16 5 11 

Bread & Bakery  9 4 5 

Cheese 11 4 7 

Dairy (inc Ice 

Cream) 

13 6 7 

Fish 1 0 1 

Preserves 3 3 0 

 

There does not seem to be any surprises here: fruit and veg are the most popular 

followed by meat for all categories. This question was an open one so all responses 

were noted and then aggregated into the headings shown here. 

 

 

Question 4. 

If you buy LPF&D Are there any particular foods or drinks that you would not buy 

from a local source?] 

The answer to this question was an almost universal „No‟, meaning that there is 

potentiallynothing people wouldn‟t consider buying from a local source. 

 

 

Question 5. 

For food shopping in general, please assign a percentage of your monthly food 

shopping to the different sources listed below:    

       

% (approximate) All (n=60) Shoppers Non-shoppers 
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(n=20) (n=40) 

Supermarket  51 35 68 

„Local‟ supermarket (eg 

Spar) 

10 8 11 

„Local‟ shop (eg butcher, 

baker) 

21 31 16 

Farmers Market 7 15 3 

Online 2 0 3 

Veg box 1 1 0.5 

Garden/Allotment 4 3 4 

Other 2 2 2 

  

For all responses surprisingly only 51% of monthly shopping is accredited to the 

„multiple‟ supermarkets. This is increased to 60% if the privately-owned, franchised 

stores are added. 31% of food (10 + 21) is arising from „local‟ sources (franchised 

supermarkets and local butchers etal).  

 

Another surprise here is that, for „shoppers‟, only 19% of their food is being sourced 

from alternative sources (such as farmers markets, veg boxes etc). For these 

consumers the local, privately owned shop (31) is as important as the supermarket (35), 

which again underlines the prominence of this source in the local food economy.  

 

For „non-shoppers‟ the % arising from both kinds of supermarkets rises to a whopping 

79%. For these customers the local shop is far more marginal and, much as to be 

expected, sustainable sources even more so. 

 

This question above all others seems to underline quite starkly the marginality of 

alternative or sustainable sources of food in the Montgomeryshire area. Amongst all 

respondents 12% of food comes from farmers markets, veg boxes or gardens and 

allotments and amongst LPF&D „shoppers‟ themselves less than a fifth (19%) is 

sourced in this way. Whilst a fifth may suggest that such sources are certainly not 

wholly failing, it does seem that the best way to reach these customers in particular is 

via the locally owned shops such as butchers, greengrocers and bakers etc. 

 

Another clear outcome from this study is the relative unpopularity of online shopping 

services amongst respondents. Many people went out of their way to make negative 

verbal responses (“I don‟t do computers”, “I don‟t like shopping online”) when this 

source was mentioned, whereas other sources weren‟t commented upon at all. At least 

half of the 2% accredited to „online‟ sources involved the multiples so in effect this 2% 

could be added to the 51% share that these receive. 
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In summary I think this question reveals quite a complex picture. On the one hand 

supplying local shops may be an effective means of reaching more „shoppers‟, however 

this may lead to even more marginalization of local food for the „non-shoppers‟. 

 

Question 6  

In considering where to buy your food which (generally) are the top five most 

important considerations for you (please try and rank the top five categories 

below:  1 = most important) 

 

 All 

(n=60) 

Rank Shoppers 

(n=20) 

Rank Non-shoppers 

(n=40) 

Rank 

Ease of access 91 10% 21 7% 70 12% 

Habit 25 3% 5 2% 20 4% 

Trusting the 

provider/maker of 

the food 

117 13% 62 20% 55 10% 

Need to save time 50 6% 6 2% 44 8% 

Reducing your 

environmental 

impact 

58 7% 22 7% 36 6% 

Price 74 8% 19 6% 55 10% 

Social Opportunities 

(meeting 

friends/shopkeepers) 

14 2% 9 3% 5 1% 

Quality 187 21% 59 19% 128 22% 

Parking 48 5% 11 3% 37 6% 

Knowing where it 

has come from 

107 12% 52 16% 55 10% 

Supporting local 

producers 

117 13% 51 16% 66 12% 

       

 

Ran

k 

All (n=60) Shoppers (n=20) Non-shoppers (n=40) 

1 Quality 21% Trusting the provider 

… 20% 

Quality 22% 

2 Supporting local 

producers 13% 

Quality 19% Supporting local 

producers 12% 

3 Trusting the provider Knowing where it‟s … Ease of access 12% 
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… 13% from 16% 

4 Knowing where it‟s .. 

from 12% 

Supporting local 

producers 16% 

Trusting the provider 

10% 

5 Ease of access 10% Reducing enviro 

impact 7% 

Price 10% 

6 Price 8% Ease of access 7% Knowing where it‟s 

…from 10% 

7 Reducing enviro 

Impact 7% 

Price 6% Need to save time 8% 

8 Need to save time 6% Parking 3% Reducing enviro 

impact 6% 

9 Parking 5% Social opportunities 

3% 

Parking 6% 

10 Habit 3% Habit 2% Habit 4% 

11 Social opportunities 

2% 

Need to save time 2% Social opportunities 

1% 

 

Amongst all shoppers „Quality‟ is clearly a massive determinant of where they choose to 

shop, however quality is subjective and the idea of what quality is will certainly vary 

between individuals  and the „shoppers‟ and „non-shoppers‟. It is tempting to suggest 

that with the advertising budgets available to the multiples etc that they are in the best 

position to dictate and communicate ideas of quality for their customers, whereas for the 

„shoppers‟ they are  perhaps more likely to arrive at their own definitions. If this is the 

case then the other important considerations chosen by the „shoppers‟ (eg trust and 

knowledge etc) may provide some insight into what helps them to define quality. 

 

Interestingly the „shoppers‟ chose many of the typical strengths of local food (trusting 

the provider, knowing where it has come from, supporting the local producers and 

reducing environmental impact) amongst their top five considerations, whilst the „non-

shoppers‟ placed ease of access and price above knowing where it has come from and 

reducing environmental impact. 

 

Price on it‟s own does not appear to be as significant as one might expect with either 

categories, especially in such straightened times, however this may be self-biasing in 

which case it is more important than people are prepared to let on. 

  

The fact that habit scores so lowly may imply that new sources of food may be at least 

tried out, thus providing an opportunity for any new ventures to tempt customers away 

from existing sources. Social opportunity also does not appear to be a significant 

consideration for either group.  
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Question 7 

What for you is the most enjoyable aspect of food shopping? 

For all responses (53 in total) 

9 (17%) responses listed social aspects (eg. „meeting others‟, „gossip‟) 

16 (30%) responses were negative (eg. „hate it‟, „loathe it‟, „chore‟, „finishing it‟ 

15 (29%) included the word „choice‟, „choosing‟ or „variety‟ 

8 (15%) included the word „eating‟ or „tasting‟ 

2 (4%) included the word „cooking‟ 

12 (23%) included words related to taking time (eg. „haggling‟, „meeting‟, „chatting‟, 

„browsing‟) 

2 (4%) included words related to saving time (eg. „accessible‟, „quick‟) 

 

for shoppers (20 responses) 

6 (30%) responses listed social aspects 

3 (15%) responses were negative. 

6 (30%) responses included the word „choice‟, „choosing‟ or „variety‟ 

6 (30%) responses included the word „eating‟ or „tasting‟ 

1 (5%) response included the word „cooking‟ 

7 (35%) responses included words related to taking time 

0 (0%) responses included words related to saving time 

 

for non-shoppers (40) 

3 (8%) responses listed social aspects 

12 (30%) responses were negative. 

9 (23%) responses included the word „choice‟, „choosing‟ or „variety‟ 

2 (5%) responses included the word „eating‟ or „tasting‟ 

1 (3%) response included the word „cooking‟ 

5 (13%) responses included words related to taking time 

2 (5%) responses included words related to saving time 

 

(NB: % will equal more than 100% as more than one thing was cited in many 

responses.) 

 

Clear differences emerged here between the „shoppers‟ and „non-shoppers‟, with 

„shoppers‟ able to make far more positive comments, and far fewer negative comments 

than the „non-shoppers‟. Indeed most „non-shoppers‟ had to spend a little while thinking 

of anything (if at all) that they liked about food shopping, whereas most „shoppers‟ found 

it much easier. Shoppers were far more interested in the social aspects of shopping, 

were more interested in choosing their food. Many more shoppers were interested in 
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eating  their food than were non-shoppers and seem to be much more interested in 

taking their time to shop for food. 

 

Non-shoppers largely found the experience more negative and were marginally more 

interested in saving time. They seem to be much less interested in the social dimension, 

marginally less interested in choice but much less interested in eating. 

 

Question 8 

What for you is the least enjoyable aspect of food shopping? 

For all responses (57) 

7 (12%) responses mentioned „carrying‟ or „loading‟ 

11 (20%) responses talked of the „time‟ it took 

10 (18%) responses mentioned „paying for it‟ or „price‟ 

14 (25%) responses quoted „queues‟, „people‟ or „congestion‟ 

6 (10%) responses cited „doing it‟ 

5 (9%) responses mentioned „parking‟ or „traffic‟ 

8 (14%) responses mentioned some aspect of the „supermarket‟ 

Other less frequently cited responses included „lack of choice (in supermarkets)‟, 

„hassle‟, „taking the kids‟ and „boring‟ or „mundane‟   

 

For shoppers (20) 

1 (5%) response mentioned „carrying‟ or „loading‟ 

3 (15%) responses talked of the „time‟ it took 

3 (15%) responses mentioned „paying for it‟ or „price‟ 

3 (15%) responses quoted „queues‟, „people‟ or „congestion‟ 

5 (25%) responses cited „doing it‟ 

2 (10%) responses mentioned „parking‟ or „traffic‟ 

3 (15%) responses mentioned some aspect of the „supermarket‟ 

Other less frequently cited responses included „lack of choice (in supermarkets)‟, 

„having to wait another month for the market‟ and „don‟t; know‟ and „none‟. 

 

For non-shoppers (40) 

6 (15%) response mentioned „carrying‟ or „loading‟ 

8 (20%) responses talked of the „time‟ it took 

7 (18%) responses mentioned „paying for it‟ or „price‟ 

11 (28%) responses quoted „queues‟, „people‟ or „congestion‟ 

1 (3%) responses cited „doing it‟ 

3 (8%) responses mentioned „parking‟ or „traffic‟ 

5 (13%) responses mentioned some aspect of the „supermarket‟ 
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(NB: % will equal more than 100% as more than one thing was cited in many 

responses.) 

For all respondents queuing, people and congestion seem to rank highest in their 

dislikes, followed closely by the time it takes and having to pay for it. (This latter point 

may counter previous assertions by respondents that price was not an issue). After this 

the physical aspects (such as carrying , sorting and loading it) followed by a general 

dissatisfaction with various aspects of the supermarket experience were also unpopular. 

It is also the case that for most of the respondents the other dislikes such as queuing, 

congestion, time it takes and the physical aspects were all related to the supermarket 

visit. One could be left therefore with the conclusion that the only reason many people 

go to a supermarket is the convenience of having it all in one place, as these results 

seem to suggest that other aspects are not as popular as the supermarkets may have 

us believe. 

 

Generally speaking the results here do not seem significantly different between 

shoppers and non-shoppers. The one exception is perhaps a slightly anomalous one as 

many more shoppers (25%) appear to dislike „doing‟ the shopping than do non-

shoppers (only 3%). This may just be down to semantics and the specific use of the 

phrase „doing it‟. 

     

Question 9 

Which two things would encourage you to purchase more locally produced food?  

               

 All  

(n=60) 

Shoppers 

(n=20) 

Non-

shoppers 

(n=40) 

Information about the benefits 

(local economy, environmental 

etc) 

10 

 

17”% 5 25% 5 13% 

Information about the producer  18 30% 8 40% 10 25% 

Greater convenience  23 38% 5 25% 18 45% 

Regularity of supply 31 52% 11 55% 20 50% 

Price savings 15 25% 5 25% 10 25% 

Loyalty Schemes 5 8% 3 15% 2 5% 

Online Information 0 0% 0 0% 0 0% 

Newsletter or equivalent 4 7% 0 0% 4 10% 

 

For all respondents regularity of supply (52%) was the most significant consideration in 

encouraging people to buy more local food, particularly amongst shoppers who may be 

speaking from experience of frustration in this respect. This is followed by greater 
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convenience (backing up one of the possible conclusions from the previous question 

perhaps) and knowledge of the producer. Price savings comes in as fourth. The other 

considerations figured as a lot less significant. 

 

For non-shoppers, exactly the same considerations apply but with much less 

prominence given to knowledge of the producer 

  

For shoppers the picture is almost the same considerations apply, however information 

about the producer ranks second with information about the benefits, knowledge of the 

producer and price savings all ranking equal third. 

 

Which two things would encourage other people to purchase more locally 

produced food?  

               

 All  

(n=60) 

Shoppers 

(n=20) 

Non-

shoppers 

(n=40) 

Information about the benefits 

(local economy, environmental 

etc) 

9 15% 3 15% 6 15% 

Information about the producer  11 19% 2 10% 9 23% 

Greater convenience  19 32% 5 25% 14 35% 

Regularity of supply 8 14% 4 20% 4 10% 

Price savings 20 34% 7 35% 13 33% 

Loyalty Schemes 1 2% 1 5% 0 0% 

Online Information 4 7% 0 0% 4 10% 

Newsletter or equivalent 1 2% 0 0% 1 3% 

 

Price savings here is seen to score very highly as a consideration that respondents felt 

other people would be influenced by, much more so than for themselves. (perhaps this 

says more about the power of advertising telling us that price is important?). Also for 

shoppers regularity of supply is again of more significance to them than the other 

respondents, suggesting that this is a real issue for people who actively shop for 

LPF&D. 

 

Would you like to be kept informed of the work we are doing? Yes 

 15 

 

Would you like to take further part in the work we are doing? Yes 

 7 
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10.2 Market Research: Producers 

 

Results and Headline findings 

22 were questioned, between the dates of 9th July and early September. This 

represents the large majority of recognised producers operating in Montgomeryshire 

 

 

1. What type of produce do you grow/rear/make? 

 

Vegetables    8 

Meat     10 

Fruit     4 

Dairy     0 

Alcohol    4 

Soft Drinks    1 

Value Added  7 

 

Clearly several producers are involved in more than one type of product. However, as to 

be expected, meats are the commonest produce, with vegetables, value added, alcohol 

(2 breweries, I liqueur and a cider producer) and fruit also popular products. The value 

added producers included a maker of pies and cakes; breads and antipasti; jams and 

smoked products; preserves; sausages, burgers, pies and pasties; cut flowers. 

 

2. How often is your produce available? 

 

By Order   4   

Daily    4 

Weekly   2  

Monthly   1  

All Year   11 

Seasonally   2 

Other    1 – just setting up so not sure 

 

The majority of producers (11) are providing their produce all year round. As only two 

ticked the „seasonal‟ box it could be assumed that the 10 producers involved in „by 

order‟, „daily‟, „weekly‟ and „monthly‟ availability are also doing this on a year round 

basis, so with the exception of the one producer who is starting out 86% of these 

producers are geared towards more or less continuous supply (allowing for obvious and 

usually unavoidable seasonal variability in outputs, such as inclement weather etc). 
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3. What market place are you aiming at?    

Premium         15 

Middle         11 

Budget         1 

Other:    2 

 

Some producers stated they supply more than one market place, however there is a 

clear bias towards the premium end of the market. This could just manifest itself in pride 

in the quality of the produce as well as the higher price bracket such foods might 

command. Indeed at least one producer stated that they offered a premium product but 

at a medium budget price. If the bias towards premium products is manifested in higher 

prices then this will obviously make it difficult to supply cheaper markets within 

Montgomeryshire. The two that replied as other both stated that they aimed at „all 

markets‟ and „anyone‟. 

 

4. How many people, including family & volunteers are involved in producing 

your product? (circle all that apply)       

   Numbers of respondents  People employed 

1 Fulltime       9     9 f/t 

2 F/t        6     12 f/t 

3 F/t        2     6 f/t 

Other ........       1     17 f/t    44 f/t 

1 Parttime       5     5 p/t  

2 P/t        3     6 p/t 

3 P/t        4     12 p/t 

4 P/t        2     8 p/t 

5 P/t        0     0 p/t 

Other .........    2     unspecified + 20 

 51 p/t 

 

On the face of it these figures suggest that 44 people are currently employed in a full 

time capacity and at least 51 other people employed in a part time capacity. These 

include family members and volunteers. Altogether therefore up to 69.5 full time 

equivalent posts (44 + (51/2 =) 25.5) may exist in either paid or voluntary employment 

with these 22 producers. However due to the wording of the question it is not clear that 

this is so. For instance many producers stated that no one was employed, when clearly 

someone, presumably themselves are engaged in production. When this occurred a full 

time person was assumed to be present. Secondly „part-time‟ may not equate to exactly 

half the hours of full-time. Part-time could obviously mean 1 or 2 hours a week. Hence 
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the figures may not be entirely reliable. Also a number of respondents included butchers 

as their part time workers and 1 „other‟ stated that from time to time contract labour was 

involved. This latter did not specify the numbers or status of these workers.  

    

5. Through what outlets do you sell your produce? (Circle all that apply) 

 

   no. of respondents 

Wholesaler/Market      6 

Honesty Box       1 

Retail Outlet       14 

Online        7 

Farmers Market       13 

Street Market       2 

Veg Box   4 

Direct Sales       9 

Restaurants       11 

Cafe        8 

Farm Gate       7 

Food Festivals       12 

Other    4 - „local customers‟, „Telephone‟, „wherever we can‟ 

  

 

For these producers (of largely premium products) the role of retail outlets and farmers 

markets is clearly most important. Perhaps as to be expected for such products Food 

Festivals are also really important, but a higher than expected number are successfully 

making inroads with supplying Restaurants. Looking at the „alternative‟ outlets (Online, 

Farmers markets, veg box, direct sales and farmgate) then 17 of the 22 producers are 

involved in supplying them. It is interesting to note the importance of retail outlets. It is 

safe to assume that for the vast majority of producers retail outlets here means local 

and privately owned shops and not the large multiple supermarkets. This chimes 

significantly with the findings from the customer market research. 

 

6. What other producers or distributors do you already work with 

 

This question was not asked to 7 of the respondents so the results here are incomplete 

and subsequently inconclusive. Of the 15 producers that did answer it 8 replied with 

„none‟ (ie they are not using any other producer or distributors, 1 used 1 other producer 

or distributor, 2 used 2  others, 2 used 3 others and 2 used 10 or more other producers 

or distributors. 
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The producers or distributors listed were as follows: 

Agrico (seed potatoes) 

Berriew Cider (x2) 

Bob Bleasdale (Welsh Mountain Cider) 

Quick Keg,  

6 other beer wholesalers 

Ivor Humphreys (Wagyu Beef) 

Gram [?] cattle feed 

Cwm Harry (x2) 

Sheriffs Wood Eggs 

Montgomeryshire Honey 

Porth Farm Foods 

Williams Family Butcher, Llanidloes 

Ready to Eat 

Sarah Cullon-Jones, Cakes 

Myriad Organics 

Phil More, Craven Arms 

 

 

 

7. a) Do you have the desire/potential to produce more if a market was secured?             

 Yes  17  If „yes‟, by how much not answered 1 

        x1/4   1 

        x1/2    3 

        x2   4 

        x3   1 

        x4   0 

        x5   3 

        more than x5 4 

 

 No 5 

 

The answers to this question reveal many interesting features. More than two thirds of 

the producers (17 out of 22) questioned revealed that they would be able to expand, 

and 9 of these thought they could at least double their current capacity. No less than 7 

of the remaining 8  felt that they could expand at least by 5 times their current capacity. 

Cross referring these responses to the numbers of people (very roughly) estimated to 

be employed by these same producers then these expansion estimates hint that a total 

of 118 full time equivalent posts may be created if such expansion were possible. 

Subtracting the existing the 69.5 full-time equivalent posts from this figure suggests that 
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such projected expansion may end up creating an extra 48.5 full time equivalent jobs, 

which amounts to a 69% increase over the current numbers employed in these 

businesses. These figures are obviously very crude and can only be on the „back of an 

envelope‟ as the current workforce may not be (and in fact almost certainly aren‟t) 

getting paid for all the hours they put in. Nor are the current roles necessarily at 

maximum capacity, which means the expansion factor may not be  directly transferable 

in terms of numerical jobs created. So whilst 118 jobs may be an exaggeration it is clear 

that there is probably considerable scope for further employment if these expansion 

estimates can be realised. 

 

In terms of the things that are holding back this expansion the following reasons were 

presented:  

 

b) What most prevents you from expanding? (circle all that apply …) 

 

Lack of Demand       4 

Storage space        5 

Transport        3  

No Time to Plan       3 

No time for marketing       6 

Lack of investment   5 

 

The problems of marketing, followed by a lack of investment and storage space were 

seen to be the three most important reasons holding back further expansion in the 

sector. Lack of demand only appeared in the lower half of this list of reasons, and this 

perhaps represents the a degree of optimism that explains their belief in their expansion 

potential. Most of the storage requirements involved producers handling or stating a 

need for chilled or temperature controlled facilities. (Altogether these 3 barriers effected 

just over half (13) of the 22 producers questioned. 

 

The questionnaire then asked respondents to go into more detail regarding these 

particular barriers 

 

8. Lack of Demand  

a)   Do you currently advertise/promote your products, if yes how (please list the 

techniques/media) 

 

17 producers provided no answer here but 5 producers listed the following techniques 

for marketing or promoting their produce: 

     no of respondents 
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 Word of mouth   2 

 Food Fairs    2 

 Electronic media   2 

 Magazine advertisements 1 

 Themselves    1 

 Farmer‟s Market   1 

 Social Media   1 

 TV     2 

 Awards    1 

 

b)  Can you give an indication of the approximate budget you spend on 

advertising/promotion                                         

Answers to this question were inconclusive. 1 respondent cited £300, whilst others 

stated „very little‟, „not much‟ and „all done by myself‟. When looking at the responses 

individually 4 out of the 5 respondents are engaging in personal promotion techniques 

(ie relying on personal presence such as at markets, word of mouth etc). The 

relationship between small or non-existent marketing budgets and any subsequent lack 

of demand or awareness doesn‟t need to be underlined. 

 

9. Storage Space 

a)   Would your product require any special storage conditions or 

considerations? 

16 producers provided no answer here but 6 producers answered question 9. Answers 

included two that specified temperature controlled/chilled, one, a brewery, said „yes‟ but 

didn‟t specify what was needed, another said „no‟ and another said that without mains 

electricity they relied on the butcher for storage. 4 out fo the 6 respondents involved 

meat and fruit and veg production so it can be assumed that they all require chilled 

facilities. 

 

b)  Would you be happy to trust your product to a third party for storage         

  Yes    2        

 Possibly         3 

 No   1 

 

10. Transport 

18 respondents did not answer this question  

a)   What transport do you currently use (type/size/numbers etc) ? 

4 producers answered question 10.  All specified a van and one a chiller van.  

 

b)  Is there spare capacity/space on the vehicle/s you use?                                  
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 Yes    2         

 Possibly        0 

 No    2 

 

Two respondents said that there was spare capacity on their vehicles. The other two 

said there wasn‟t 

 

11. No Time to Plan  

18 respondents did not answer this question. 

a)   Would you be interested in working with others on food business planning? 

Four respondents answered question 11. Two said they would be interested in working 

with others on business planning whilst the remaining two said „possibly‟ 

 

b)  Is there one thing that would help you with your business planning? 

One respondent stated „computing skills‟, another stated „unknown at present‟, a third 

said „more training on marketing‟ and a third said „its OK‟. 

 

12. No Time to Market  

15 respondents did not answer this question 

a)   Do/have you received advice and support for marketing your product?                

Seven respondents answered question 12. Three of them have received advice and 

support for marketing but four have not received any at all. 

 

b)  Do you have any ideas on how you could increase the amount of marketing for 

your business? 

Solutions here included „finding the right person to do the marketing‟, „marketing 

requires novelty‟, „physically get out and do it‟, a fourth stated that they „need ideas‟, a 

fifth said „yes‟ they did have an idea – „more time required‟. A sixth also said they had 

„no‟ ideas as time was reuired which I don‟t have. Much of these comments strike at the 

heart of the problem for many producers who are fully engaged in production and simply 

do not have the time or expertise to carry out successful marketing. 

 

c)  Would a mark/logo/symbol help you to market your produce locally?                   

Yes   2 

No   3 

Don‟t Know  1  

Didn‟t answer  1 

Of the „no‟s‟ two stated that they had their own logo so couldn‟t see the need for a 

further one, Of the „yes‟s‟ one said „possibly‟ and another said that it would work if it was 

well marketed, ie people should know what it meant.  
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13. Lack of Investment 

18 respondents answered this question 

a)   Have you pursued any investment options (see below) in the last 12 months?    

Six respondents answered question 13. Of these no fewer than five said they had not 

pursued any investment options in the last 12 months. The one that said yes had 

applied for a grant/s to pay for expansion via premises and capital. This application/s 

had been unsuccessful due to a failure to meet all the criteria for the funding. It would 

be interesting to understand more about why investment has not been pursued – is it 

because funding options simply aren‟t available or do other reasons act on this pattern 

 

Would you like to be kept informed of the work we are doing                           

 Yes  14 

 No 4 

 

10.3 Market Research: Retailers 

 

13 were interviewed, 5 in Llanidloes, 3 in Newtown, 3 in Welshpool, 1 in Llanymynech, 

and 1 not recorded. 

 

1. Which heading most accurately describes your shop: 

         no of respondents 

 % 

Local Supermarket (eg. Spar, Premier, Costcutter , etc)         1 

  8 

Local Shop (eg. Butcher, Baker, Greengrocer)        7 

  54 

Forecourt Shop  (eg. Petrol station)     0  

 0 

Specialist Food Shop  (eg. Deli, Luxury, Garden Centre)  2 

  15 

Tourist Location (eg. Gift shop, venue, T.I. etc)   2  

 15 

Didn‟t specify        1   8 

 

The 1 local supermarket could also be described as a forecourt shop as it was based 

at a petrol station (and acted as a post office as well). 1 shop didn‟t specify which 

category it belonged to, but from personal knowledge it could be described as either a 
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local shop or a specialist shop (Great Oak Foods). 

 

2. Please tell us who currently supplies your shop with produce? (please list)

  

 

This  revealed that 10 (77%) of the 13 respondents listed some kind of wholesaler, with 

Birmingham Wholesale Market being listed three times and the phrase „several…‟ or 

„other wholesalers‟ used by four others. 2 Butchers  stated that they did sell Danish 

bacon which was similarly obtained via a wholesaler.   

 

There seemed to be comparatively little duplication amongst the suppliers. In fact 

virtually the only instances where the same suppliers were mentioned by more than one 

retailer were the wholesalers mentioned above. All suppliers listed included: 

 

Suma Eggs – Nantclwyd Organics? 

Good Food Distributors Penarth Vineyard 

Tree of Life Vinceremos 

Calon Wen (x2), Waen Brewery 

Daioni Welsh Mountain Cider 

Doves Farm Flour Dunkertons 

Birmingham Wholesale Market (x3) Hean Valley Juices 

Other fruit and veg Wholesalers Welsh Farmhouse Fruit juices 

Cheshire Bacon Yamana 

Danish bacon from Wholesalers (x2) Several Wholesalers (x3) 

Phoenix Wholesalers English Pork 

Organic Fresh Foods Lampeter Mainly local 

Caws Cymru Fabulous Cake Creations 

Rawcliffes Wolverhampton Market  

  

  

3. If you already sell locally produced food and drink, please provide some detail 

about which locally produced food and drink products you sell: 

 

Again perhaps surprisingly there was very little duplication of products or suppliers 

mentioned in response to this question. In fact even less than with the previous 

question, only 2 sources were mentioned more than once and this was „local gardens‟ 

and „Chris Rendall‟. The full list of responses is as follows: 

 

Bacheldre Mill Jamie Ward 

Wendy‟s Preserves Eggs – Hayford Shrewsbury 
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Local Welsh Honey Steve Roberts 

Sneads Queenshead Fish 

Bryndu Eggs Rowley Farm 

Chris Rendall (x2) Local Gardens (x3) 

Richard Powell Pigs Dulwen Beef & Lamb 

Tulujia Orchards Montgomeryshire Honey 

Bryn Derw Poultry Leon‟s Cooking Suaces 

Emma Maxwell Local Beef 

Beryl Smith Lamb from Welshpool Cattle Market 

Hazel Beale Pork from Bridgnorth 

Catherine Moore Celtic Pride Welshpool 

Jana Peach No Answer 

Maia Wells (Local farmers beef and lamb) 

Neuadd Fach Baconry (other small scale producers) 

 

Many of these listed are sources rather than actual products and in a number of cases 

they are personal names of small scale growers of vegetables and fruit. This underlines 

the rather informal, or adhoc nature of much of the local food and drink supply chain.  

  

 

 

4. Please use the headings below to describe your attitude towards locally 

produced food and drink:  

 

In this question 1 respondent ticked two categories and two respondents didn‟t specify, 

so the twelve responses were distributed as follows  

 

Sell lots, it‟s always popular, I always/nearly always make sure it‟s in my shop. 5 

I sell a bit always/sometimes. Could probably sell more.   

  6 

Don‟t know, Not sure about it, havent thought about it.    

  0 

Don‟t often sell it. Sell it occasionally. Difficult to sell    

 0 

Avoid it, don‟t sell it           1 

 

This yields an overwhelmingly positive attitude towards the selling of local food and 

drink. The one apparent dissenter followed this up with the comment „Would sell - if we 

could get local produce at a reasonable price‟, so even this negative score hides a 

willingness to sell it if the price was right for them. 
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It could be argued that these results perhaps hide the real attitudes, as people may be 

biasing their response with questioner expectations but the following comments that 

were solicited seem to back up the positive attitudes: 

 

Please use the space below to explain why you ticked that particular box 

 

 Not always the things the shop needs are provided locally [Specialist shop] 

 Would sell – but would have to branded local and „gift‟ type products [Tourist 

location] 

 Difficult to source English [… fruit and veg] 

 People now ask for it – advertised on board outside shop [Butcher] 

 Sells well, would like more plus consistency of supply [local supermarket] 

 Cannot get local veg reliably or at good price, local does sell well when I can get it 

[Greengrocer] 

 Would sells all local as customers like it and ask for it [Butcher] 

 Require ease of ordering and consistency of supply [Specialist shop] 

 Would sell if we can get local produce at reasonable price [Greengrocer] 

 Always sell local where possible[Butcher] 

 Not a lot of space – mainly tourist type produce  [Tourist location] 

 Could sell it but cannot get hold of it – desperately require local produce 

[Greengrocer] 

 

5. Please provide your name and details below .... 

 

 If you would like to be kept informed:      10   

 

 If you would like to take further part in it  0 

 

 Didn‟t answer      3 

 

Conclusions 

 

The sample size is not big enough to draw anything statistically significant from these 

results but there is plenty of anecdotal evidence here to suggest that local shops in 

particular; 

are used to dealing with wholesalers and distributors,  

are already getting local produce from a fairly wide variety of different sources, which  

are typically based on more informal arrangements.  
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There also seems to be a very clear enthusiasm amongst the retailers questioned, 

particularly the locally owned shops, for selling local produce. The comments above 

indicate that this enthusiasm would increase if a mechanism that makes ordering it and 

maintaining a better continuity of supply were to be put in place. 
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11 APPENDIX 2 -  Best practice research 

11.1 CASE STUDIES  

We set out to investigate different types of organisations with different perspectives, but 

particularly producer co-operatives. We interviewed 8 relevant ventures and initiatives in 

detail, and researched many others online, of which the 7 most relevant are listed.   

Co-operatives: 

Pembrokeshire Produce Direct  

Stroudco  

Seikatsu Club 

Producer owned companies: 

Heart of England Fine Foods  

The Organic Fresh Food Company 

Independent businesses: 

Plough to Plate 

Whitmuir  

Riverford Organics 

Shop Newtown 

Community groups and initiatives: 

Local to Ludlow, including Grow Cook & Share 

Land Life & Livelihoods 

Landscape Partnership Scheme: 

Grow with Wyre 

Campaigning/advising/funding organisations: 

Bulmers Foundation 

East Anglia Food Links 

One planet food  
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We asked:  

o What‟s working well & reasons for success?  
o What has not worked so well & what would you now do differently? 
o Basics of your operation & how it works? 

 

The following descriptions show: 

 Thumbnail sketches of the five most relevant case studies, grouped by the type 
of organisation. 

 Brief notes on ventures and initiatives less immediately comparable to the 
proposed co-op, but offering valuable insights and experience. 

The notes are drawn from conversations and website information, summarised and 

paraphrased to draw out the most relevant points. 

11.2 Co-operative models 

Pembrokeshire Produce Direct 

http://www.pembrokeshireproducedirect.org.uk/  

Now in its second year. 

Aims 

Benefit local producers, increase use of local fresh produce, strengthen local economy 

How does it work? 

„Online food superstore‟ – it works as a virtual marketplace. Co-op of food producers, 

now 80, with 3000 products, 1200 customers registered.  

Customers order online, order is delivered weekly. 

Weekly order cycle, producers deliver to PPD once a week; and they operate a Just in 

Time system, don‟t hold stock but deliver straight out 

Small producers use it to advertise, rather than being their main route to market 

Customer core is local consumers, 800 are ordering; also, catering and retail trade 

customers. Deliver to West Wales, and all over UK (to Pembrokeshire ex-residents and 

visitors) by courier. 

They send out an email newsletter every week.  

Managed by two employed staff. 

http://www.pembrokeshireproducedirect.org.uk/
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Who owns it? 

Co-operative of local producers, forming a board of directors.  

How are decisions made?  

Board advised by general manager. It‟s important to be impartial; the manager needs to 

be strong to keep focus on what customers want. It helps that the manager is a 

distribution specialist, not a producer. 

Start-up funds, financial viability? 

They have funding from WAG for 5 years, and are in 2nd year and achieving targets, but 

not yet sustainable. Also a lot of support from local authority; eg help with marketing. 

General reflections and factors for success  

 Have to be strong with producers/directors to ensure the business does what 
customers want.  

 It must give customers what they want, be as easy to deal with as Tesco, and not be 
too precious about only local produce 

 Volume of lines is vital, not all can be local – keep customers coming back: „if we only 
had Pembs produce we wouldn‟t have a business – when you add to the range you 
increase sales‟ – but careful to fit any new products with range 

 Benefits to producers include low risk, only transport costs 

 Good advertising is vital  

 Online customers stock up the freezer, whereas they shop for one or 2 meals at a 
farmers‟ market, where they can‟t get everything. 

 

They are strong in local producers, with good diversity, and people want to support it 

with good customer feedback.  

Stroudco Food hub 

www.stroudco.org.uk 

First year‟s trading 

Aims 

Provide affordable, locally-produced food to people in Stroud 
Give producer members a local market at higher than wholesale prices. 
Build links between producers and consumers 
Develop food culture and community strength 

 

How does it work? 

http://www.stroudco.org.uk/
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Producer members:  

 Supply food for sale at lower than retail prices 

 Give 8% of what they sell through Stroudco to Stroudco for running costs, the 
most significant of which is the manager‟s wage.  

 Enter and update their stock lists online and specify which trading days they will 
provide for  

 Receive a single collated order in advance and deliver to the central hub (a 
school hall) on a Saturday morning. They are paid on delivery 

 Hold an annual event inviting consumer members to help with their work, picking 
fruit, haymaking, fencing, farm open day, camping, host a bring and share meal, 
etc 

 Provide a service to other producer members such as shared deliveries, loan of 
equipment, loan of labour, etc. Offers to have a roughly equivalent financial 
value.  

There are restrictions on producer membership. Criteria include strict animal welfare 

standards but do not require producers to use organic production methods. 

Stroudco has 200 consumer members who  

 Pay membership of £24 per year (£12 concessions) 

 Build up to buying an average of £24 of food and drink per month through the 
Hub within 3 years. 

 Contribute at least 2 hours of voluntary work per year such as food packing, farm 
labour, administration  

 order online and pay in advance  

 collect their order on Saturday afternoon, or choose to pay a charge to have it 
delivered to their home 

A web-based administration system enables the handling of multiple orders.  

The manager and volunteers sort the orders for each consumer member to. 

 

Who owns it? 

Co-operative of producers and consumers, Community Interest Company (CIC) limited 

by guarantee without shareholding. Voting rights are structured so each group has an 

equal voice, though there are more consumer members than producers 

How are decisions made?  

The day to day running of the hub is done by an employed manager. Overall direction is 

controlled by a board elected from the members, half producers, half consumers. The 

principle was to set up a group where producers and consumers worked for mutual 

benefit, seeking shared solutions, with neither seeking to profit from the other.  
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Start-up funds, financial viability? 

Rural Enterprise Gateway grants and an Awards for All lottery grant covered initial 

development work. Local Food Funding has covered capital start up costs and running 

costs until the enterprise is self-sufficient. Once there are 200 consumer households 

spending £24 per month each the hub will break even. Projections are that Stroudco will 

be supporting a part time employee as a viable, not-for-profit business within 3 years. 

General reflections 

Member involvement is key to the success of Stroudco because it keeps costs down, 

develops relationships between producer and consumer members and increases 

understanding and control of food production and the management of their 

enterprise. 

The early signs are that co-operation between producers and consumers has been very 

good. 

11.3 Producer-owned companies 

The Organic Fresh Food Co. 

http://www.organicfreshfoodcompany.co.uk/  

In its 3rd year, base is a retail shop in Lampeter 

Aims 

(Inferred) To make fresh organic produce and other organic products widely available 

How does it work? 

50 producers in UK, growing to programme – CSA 

The company buys from producers & sells to retailers - margin varies according to 

customer. Buy in priority order, from: 

a. Shareholders 
b. Local producers 
c. UK producers 
d. Abroad 
Distribute & market throughout Wales, with wholesale customers all over UK: 

restaurants, hotels, schools, colleges. Deliver through Palletetline for wholesale. 

http://www.organicfreshfoodcompany.co.uk/
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Also do home delivery from Chepstow to Cardiff by piggybacking with Calon Wen 

A lot of time & effort goes into transport & distribution – „no such thing as free delivery‟ 

Storage is important - need a chiller to chill down produce to send out 

Retail shop is at the centre of the operation 

Who owns it? 

Private company with 5 shareholders, 4 of them growers, throughout Wales 

An initiative in Yorks brokers distribution 

Start-up funds, financial viability? 

Growing the business slowly, e.g. home delivery is new. 

General reflections and factors for success  

 Vehicle costs, watch costs & overheads.  

 Don‟t undersell, don‟t work for nothing 

 Constant publicity & marketing - we don‟t do enough marketing 

 Attention to detail, good growers & produce  

 Customers are price-driven, so we keep below supermarket prices.  

 Customers are very aware, loyal, teach us, ask for things (observation – customers 
for organic food are likely to be more aware, committed). 

Heart of England Fine Foods 

12 years trading. 

Aims 

To help food and drink producers and processors in the HEART of ENGLAND fine 

foods region, develop profitable and sustainable markets for their products utilising 

regional strengths and expertise. 

How does it work? 

100 producers, 400 customers. Mid-Counties Co-op is their biggest customer. 

Three main areas of activity:  

 Marketing the brand across the region, strong use of technology and innovation – 
market research, establishing production standards and producer accreditation 

 Supply chain development, regular events introducing producers to new markets, 
regional & national trade team making links eg with supermarkets. 
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 Delivery to wholesale trade with a logistics partner (Blakemore), with a hub & spoke 
system 

Who owns it? 

Private not for profit company, with a board of producers from all the counties of the 

region, and advisor directors from the public sector. 

Start-up funds, financial viability? 

Supported by the regional development agency, for which they also manage the West 

Midlands Food Partnership, the public face of the Food and Drink Cluster, which 

delivers a range of services to the private sector. 

General reflections and factors for success  

 Starting up, market research is the most important thing 

 Later – supply chain development, product innovation. Producers have to meet the 
standards 

 Consolidated distribution is very important 

 People want local produce – it‟s 4th out of top 10 requests to retailers 
 

11.4 independent businesses 

Plough to Plate 

8 years trading. 

Aims  

 Work with producers of high quality Cornish products to market and distribute their 
produce across the whole of Cornwall and beyond  

 Bring in money and jobs for small local businesses 

 Shorter journeys for fresh food and drink 

 Boost to Cornwall‟s growing reputation for excellence in food. 
 

How does it work? 

Buy in from 150 producers, deliver to shops & restaurants in Cornwall – 50:50 retail & 

food service. Producers are not tied in to a contract. 

Produce a brochure, price list, attend trade fairs – marketing Cornish produce. Now 

supplying Morrisons. 

Transparent pricing, don‟t give discounts. 
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Send staff into Eden Project to order for them, and merchandise. Now doing the same 

in Morrisons. 

Very tight market – eg we were supplying English Heritage, now they are buying from 

Booker & saying it‟s local. 

Don‟t spend a lot on advertising, now we‟re a member of Guild of Fine Food. 

Next year we‟re running 9 „meet the buyer‟ seminars and taking the range out of county. 

Who owns it? 

Private company 

General reflections and factors for success  

 Got to be driven & entrepreneurial 

 Key is staff training, producers trained and ready, onside before the start 

 Problem with some small growers & producers not being professional – paperwork & 
admin not up to scratch, mistakes. A lot of mentoring is needed. 

 Range is vital - if customers go to, eg a small shop and can‟t get the range, after 
trying for a while they go back to the supermarket. 

 Shops want to keep as little stock as possible, ordering one cheese at a time – 
makes distribution difficult.  

 It‟s a very difficult market unless you‟re in the middle of a city. 

 Margin needs to be a minimum of 25%, aim for 50%. 

Shop Newtown – a special case 

First year of trading 

Aims  

To support local shops. Started home delivery from local shops intending to be ahead of 

the arrival of Tesco, which would be offering home delivery. 

How does it work? 

Customers order from website, online. They can order by 4.30 for next day delivery. 

Web automatically splits order up & prints pick list for suppliers. 

They collect & collate orders, deliver daily Tuesday to Saturday. Customer pays same 

price as shops plus delivery charge - £7.75 for a small order & £6.75 over £20. Average 

order is £50 – 60, range from £30 - £100. 

Commission from retailers is 10% 

Two staff/directors work on SN part-time while running web business. 
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Who owns it? 

Private business operated by Three to One web design co. 

Start-up funds, financial viability? 

Own investment only – not eligible for grant support 

No money for marketing 

Biggest cost is premises & refrigeration 

This area doesn‟t offer a big enough market in home delivery for viability 

General reflections and factors for success  

Need around 100 orders a week for viability.  

Communication with suppliers is vital – make sure technology works, & tailor system to 

each supplier‟s needs. 

They put in a lot of work with suppliers. Difficult to manage! Keep number down to 

manageable level. 

Competing with Brake Bros! 

Should market heavily to villages with no shops 

Future: considering mail-order generally, and specifically Ales of Wales, and satellite 

businesses.  

Intending in second year to: 

 Expand to hotels & pubs  
 Distribute local produce. Need to show retailers that local produce sells more, and 
enable marketing, eg posters for retailers/pubs about local produce. 

 Distribute wholesale to village shops, from more enterprising of local retailers.  
Re local produce and the new co-op:  

Technology for producers involves much more complexity than their current system 

Spar regional manager is very open to local produce. 

Keen to be part of new co-op & support development. Their assets: 

 Experience 
 Customer knowledge 
 Technology 
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 Premises 
 Van 

Shop Newtown should play an important role in the new co-op. 

11.5 Community groups and initiatives 

Local to Ludlow 

Running 10 years 

Aims  

To reduce the environmental cost of food production and to support the local food 

economy. 

How does it work? 

LtL has a number of inter-connected activities. They:   

 Promote and support producers, shops and businesses producing/using local food  

 Teach cookery classes with a mobile kitchen trailer. 

 Re-connect people with the land through farm visits and re-skilling local communities 
in growing and cooking – now boosted by a new funded project, Grow Cook & Share 

 sell compostable jute shopping bags 
 

These notes focus on Ludlow Local Produce Market, run twice a month, with 43 stalls 

when full.  

One paid market manager, who also runs the outdoor café. A band of volunteers put up 

banners, staff their own stall, set up tables, chairs, umbrellas (which are always there in 

all weathers). 

Publicise all the time – produce a leaflet with all the dates & hand out hundreds (TIC is 

very helpful) – get regular stories in the press. 

All the other activities work in synergy – eg Local to Ludlow leaflet features all local 

shops using local produce, they pay £10 to be in. Bags have sold 5,000, mostly in the 

local shops – subsidises other activities. 

To start the market, they wrote to all the producers at the Ludlow Food Festival and 

attended others, invited producers they wanted & picked up ideas. Now traders contact 

them – careful not to have too many the same, and often turn down ones that don‟t 

meet the criteria, but ensure a good range. Turnover of stalls – on average one new one 

a month. Over 10 traders have been there more than 7 years. They bend the rules (on 
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distance) for the fish stall, from Usk – good provenance of fish and very popular, brings 

people in. 

Tish, the market manager is a fountain of knowledge, always on the lookout for good 

new traders & ideas. 

Constantly thinking of new things to encourage customers. Most days there‟s music – a 

violin student at the moment. Offered a shopping crèche, & trolley with 6 bags – little 

demand, but keep new ideas coming. 

Profile of customers – mostly local, with some regulars making a day out from eg 

Birmingham. Ludlow Food Centre doesn‟t damage their trade – their customers are 

mostly visitors, passing trade. 

The future – thinking about distribution, linking perhaps with Ludlow Food Centre, also 

talking to SASTAK, the local machinery ring and rural employment agency. 

Start-up funds, financial viability? 

Now paying its way, no subsidy 

Who owns it? 

Non-profit voluntary group 

General reflections and factors for success  

Some farmers‟ markets don‟t do well because they are not getting constant attention. 

Hot food & drink is very important 

Persistence and courage – started well, then went down for 2 years & picked up in 3rd 

year. It takes time for customers to get used to it. 

We must have some traders from Powys, would welcome a link with Monty group, 

happy for group to visit. 

 

Land Life & Livelihoods 

Five years of activities 

Aims  

aims to explore and demonstrate how farmers and the Clun Forest community can work 

together to sustain their strong sense of community, their quality of life, unique 
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environment, landscape and wildlife and thriving healthy farms for everyone‟s future. 

Based on a concern for the viability of small upland farms. 

How does it work? 

Started (by AONB Blue Remembered Hills Project) by interviewing all farmers and 

setting up activities to address their concerns – eg local cross-compliance workshops, 

support & advice that is relevant and accessible. Lots of events, for farmers and local 

community. 

Lots of local people involved, talks to groups, local directory created by a resident, 

schoolchildren & pre-schoolers involved with visits.  

Who owns it? 

Voluntary group 

General reflections and factors for success  

A lot of people are not on broadband, don‟t understand official language. 

A wide range of local people are involved, farmers, locals, incomers. 

Spin-offs eg linked local organic farmers to organic shop in Ludlow. 

11.6 notes on other organisations 

East Anglia Food Link 

www.eafl.org.uk 

Delivering practical projects and policy development for a post-oil, low-carbon food 

system.  

EAFL focuses more broadly on food sustainability rather than local food (which they 

headline as a „red herring‟). They have  spent several years working to broker local and 

regional food supply chains into "conventional" markets such as schools, hospitals, 

retailers, pubs, restaurants and farm shops. Recently they have evaluated and 

researched this work. Conclusions include: 

 The market for local food is much smaller than is generally assumed - retailers and 
restaurateurs are reluctant to provide local food consistently. Suppliers are "locked 
into" current purchasing arrangements.  

 Local food is not necessarily lower in greenhouse gas emissions, nor more resilient, 
than non-local food  

 Regional self-sufficiency, however, should be possible, looking at each main group of 
foods separately. 

http://www.eafl.org.uk/
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 Another approach is to envision a resilient, low-carbon food system, and then 
consider what parts of the current local food system could grow into that system.  

 Producers of expensive, niche foods are unlikely to survive the oil peak, but basic 
primary processors such as millers, bakers, brewers, butchers and dairies will be 
needed in greater numbers than ever and should generally be located close to the 
consumer, not close to the primary producer. In this sense "local food" means 
supporting bakers, brewers, butchers and dairies in every neighbourhood, town and 
village.  

 However, until the effects of peak oil are fully felt, it may still be better to buy produce 
locally than imported or from the other end of the country. 

Riverford Organics 

www.riverford.co.uk  

National organic fresh food delivery 

A business delivering organic fruit, veg and meat boxes and other fresh food from a 

network of five farms across England, with a franchise system. Each farm is part of a 

local grower group who work together to fill the boxes each week. 

Whitmuir  

www.whitmuirorganics.co.uk  

Farm business developing community supported agriculture 

A farm near Edinburgh run as a trading partnership, with a range of enterprises and a  

community supported agriculture scheme. Each Supporter decides on a monthly regular 

amount to pay, and  their account can be used to shop, dine or buy tickets for Whitmuir 

events.  Supporters within 20 miles of the farm have access to personal shopping and 

home delivery service. 

Supporters join for quality produce, to help a local business, for health reasons or want 

to learn about farming and food production.  For others being a Whitmuir Farm 

Supporter enables them to be part of a growing movement of people who care about 

the food they eat and the place they live. Activities and enterprises include: 

 Food hall and farm shop,  

 Licensed restaurant   

 Art gallery 

 Food & Farm events & farm walks 

 Visits from schools, agricultural students and community groups and talks to local 
groups  

 Tipi with a programme of events and plans for regular story telling 

http://www.riverford.co.uk/
http://www.whitmuirorganics.co.uk/
http://www.whitmuirorganics.co.uk/shop.htm#foodhall
http://www.whitmuirorganics.co.uk/eat.htm#restaurant
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 Whitmuir Initiative, a charitable Trust which has secured a lottery grant to fund 
The Scottish Bee Project, for local beekeepers  to run 8 bee hives, an 
observation hive and a programme of educational work on bee keeping. 

 Medicinal herb garden in development 

One planet food Fife 

www.centreforstewardship.org.uk/oneplanetfood.htm 

Encourages a sustainable, healthy and inclusive food culture through partnerships 

across all sectors  

Started by Falkland Centre for Stewardship and Carnegie UK Trust. Sustainable means 

eating well but with much less impact on the planet.  

One Planet Food works by: 

 Providing advice and encouragement to local food initiatives which involve 
communities in growing food themselves and sourcing it from local producers 

 Researching and developing regional policies and projects promoting sustainable 
food systems 

 Influencing national food policy, linking issues of food security and sustainable 
food production in Scotland with the global debate on food sovereignty and 
climate change.  

Bulmer Foundation 

www.bulmerfoundation.org.uk 

Charity in Hereford, promoting more sustainable food supply chains. 

The Foundation runs projects which aim to help localise the food supply chain and 

encourage more sustainable food production. These include initiatives to improve food 

provision, education about food, and working with the public sector in the West 

Midlands to encourage Hospitals and Councils to source more fresh, local and organic 

produce.  

They are championing a proposal to build Food and Drink Business Incubation units in 

Leominster, to support farmers and other small scale food and drink producers, in 

developing viable businesses. 

With the Sustainable Development Advocacy Programme, 

http://www.advocatingchange.org.uk, run an experiential MA programme offering 

practical, real-life learning about personal and organisational change. 

Produce a food directory www.herefordshirefoodlinks.org.uk and support collaborative 

distribution 

http://www.centreforstewardship.org.uk/oneplanetfood.htm
http://www.bulmerfoundation.org.uk/
http://www.advocatingchange.org.uk/
http://www.herefordshirefoodlinks.org.uk/
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General reflections and factors for success  

 Education programme is ongoing (above)  

 Public sector food procurement has met with little success. It‟s a big market with 
a lot of barriers. Other projects in Cornwall (hospitals) and Shropshire (schools) 
are more successful 

 Producer engagement is difficult – someone has to drive it.  

 Getting the local community engaged is vital to change people‟s habits, and 
needs community champions/ entrepreneurs 

 A good wholesaler could be the solution to distribution problems – as for example 
HEFF (above) 

Wyre Community Land Trust 

www.forestry.gov.uk/growwithwyre  

www.wyreclt.org.uk 

Orchard restoration and management, part of Landscape Partnership Scheme. 

 

Working to restore the traditional landscape of orchards and meadows in the Wyre area. 

The CLT currently manages 500 acres in small fields in and around the forest. 

Plan to:  

 Produce fruit for a community co-operative 

 Encourage other landowners by example, to restore their orchards.  

 Organise school study visits where they are situated near to settlements. 
The skills they have identified which are critical to success are: 

 Management 

 Finance 

 Marketing 

 Technical 
Grow with Wyre Landscape Partnership Scheme, led by the Forestry Commission, 

works  to restore the unique landscape of Wyre and celebrate its rich working history, 

and encourage more people to engage with the landscape and gain a better 

understanding of its environmental importance. 

Seikatsu Club 

www.seikatsuclub.coop/english  

Japanese consumers’ co-operative and community supported agriculture scheme 

started very small, now huge.   

http://www.forestry.gov.uk/growwithwyre
http://www.wyreclt.org.uk/
http://www.seikatsuclub.coop/english
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Aim to develop safe food at a fair price. 

Seikatsu Club Consumers‟ Co-operative Union is an association of 29 consumer co-

operatives active across Japan, with 307,000 members, most of whom are women. 

There are 9 associated companies such as a milk factory. 

It develops, purchases, distributes, and inspects consumer materials (food, general 

daily goods, clothes, publications), operates a mutual assistance fund, and publishes 

PR and ordering information for pre-order collective purchase.  

The union as a whole works on problems such as GMOs and the environmental 

hormones issue.  

Funding is from the members, whose monthly contributions average £720 a year.  

Key elements are: 

 60% of consumer goods are basic foodstuffs such as rice, milk, eggs, frozen fish 
and vegetables. 

 Only one or two choices of any item, to hold down costs and waste while 
maintaining quality.  

 Encouraging a variety of cooking techniques which combine the limited materials. 

 Developing consumer goods which are nutritious and tasty, and can be efficiently 
produced, distributed, consumed and disposed of, while considering the 
environment.  

 Agreements and reliable relationships between producers and the union, 
featuring full freedom of information to the public and thorough discussions 
regarding quality, manufacturing methods, and methods of storage and 
distribution. 

 Prices are determined according to the producer cost guarantee system, in which 
all producer costs from production to distribution are made public. In this way, the 
producer‟s livelihood and business are secured. 

 Pre-order collective purchase system, so producers and consumers share 
reduced costs, understanding each other‟s position, and maintaining trusting 
relationships.  

Food for Life Partnership  

http://www.foodforlife.org.uk/  
A network of schools and communities across England committed to transforming food 
culture.  
Led by the Soil Association, the Food for Life Partnership brings together the practical 
expertise of the Focus on Food Campaign, Garden Organic and the Health Education Trust. 
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11.7 Key success criteria 

Drawing from the experience reported in case study interviews, a number of main 

factors for success emerged. They are listed in the table below, with the source of the 

information, giving the particular context of each observation. 

 

What? How? Source 

Give customers the 
best possible 
experience  

Café, music, new things, offers – shopping 

crèche, trolley (even if they don‟t work) – 

making it fun 

LtL 

Customer awareness 
 

They respond to local town, county, Wales – 

not region 

Customers very aware, teach us, ask for what 

they want 

Brand recognised across region, eg by hotels 

& pubs 

PtP 

 

TOFFCO 

 

HEFF 

Make it easy & visible 
 
 
- technology 

Website info good, updated, easy to use 

Constant publicity & marketing 

We carry out ordering and merchandising for 

chefs, eg at Eden 

Online service vital 

LtL 

TOFFCO, PtP 

PtP 

 

HEFF 

Range of produce, 
renewing 

Always looking for new stalls, ensure not 

over- competing. We bend rules for fish – 

very popular 

„if we only had Pembs produce we wouldn‟t 

have a business – when you add to the range 

you increase sales‟ 

Product innovation key to success 

LtL 

 

PPD 

 

 

HEFF 

Quality Set criteria, turn down 

Attention to detail, good produce 

LtL 

TOFFCO 
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Producers have to meet standard HEFF 

Know customers Profile mostly local, some day out 

Very aware, loyal 

Supply chain development key to success, eg 

meet the buyer events.  

Access to very high level data online 

LtL 

TOFFCO 

HEFF 

Producer support Producer co-op growing to programme 

Producers use to advertise, not their main 

route to market 

Prices above wholesale, below retail 

 

TOFFCO 

PPD 

 

Stroudco 

Awareness/education 
consumers/community 

Events, wide range of local community incl 

farmers, people not on broadband  

Farm tours (not now), now Grow Cook & 

Share 

Land LL 

Advice/training 
producers 

eg Clun Forest Organic 

Mentoring, getting ready for market 

Land LL 

PtP 

Enterprising/efficient Driven, everything ready on time PtP 
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12 APPENDIX 3 - Barriers 

 

What’s hard – barriers & how to overcome them 

Taking a clear-sighted look at potential difficulties, below we’ve summarised 
what informants said about barriers to success, and how they are tackled 

What? How? 

Distribution Delivery to shops is very Just In Time, demanding 
Use existing (Blakemore) wholesaler, hub & spoke system 
Considering with Ludlow Food Centre, SASTAK  
Piggyback Calon Wen, home deliver nearish, Palletetline 
wholesalers – a lot of time & effort – „no such thing as free 
delivery‟ 
An initiative in Yorks brokers distribution 
Use good wholesaler if there is one 

Farmers’ 
markets 
struggling 

Need courage, persistence – grew after 3rd year 

Producer 
professionalism, 
engagement, 
collaboration 

Admin poor, paperwork inaccurate – we do a lot of free 
mentoring 
Difficult to get engagement, someone must do it actively. Need 
quick results to keep producers on board 
We run training workshops, eg packaging 

Start-up costs & 
preparation 

Build in more margin, fuel costs, producers must be trained & 
ready, clear on expectations 
Vehicle costs, watch costs & overheads 
Storage – need to chill down to send out 
Market research is vital 

Selling to big 
retailers 

Morrisons – one of better ones but nightmare 
Mid-Counties Co-op biggest customer – consolidated 
distribution very important 
Regional/international trade team making links eg to Tesco 

Procurement 
policies 

Eng Heritage abandoned local food for Bookers 
Study, partnering Sandwell (food desert). Supply side needs 1 
invoice, so need a collaborative network. Public procurement 
dismal.  
Successful in Cornwall with hospitals, Roy Heath. 
Subcontracts for Herefords schools, but Shrops is better; 
Redbridge wholesaler is good.  

Marketing & 
education 

Food directory eg Herefords 
Customers price-driven, so we keep below supermarket prices. 
We don‟t do enough marketing 

Community 
engagement 

We support community food & Co-ops – Sustain W Mids. Need 
community champions/entrepreneurs  
Grow cook & Share new venture 
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13 APPENDIX 4 - Notes on Local Retailers by Michele Becker 

 

Llanidloes  

 1.The Tourist information Centre in Llanidloes would like to have local produce for sale 

but it has to go to committee first. The main problem is lack of space and only certain 

items would be sold eg. fudge, honey etc. the items that would be bought by tourists. 

They have found one problem with tourists in that they appear to buy items with Cymru 

or Llanidloes etc. and they have to be quite cheap eg. 50p items for the children, so 

even if they sell local produce cannot guarantee it will be purchased. 

They also state that if local accomodation is offering local produce in its meals ( see 

enclosed leaflet on „Rock Villa‟ Bed and breakfast) then tourists are interested in staying 

there. 

2. The local fruit and veg shop buys most of his veg from the markets in Birmingham but 

will sell local produce when it is offered to him -- obviously not enough is being offered. 

3. The butchers always use local suppliers when possible and advertise which farmers 

meat they are selling on a board outside their shop - the only problem they may have is 

if a particular farmer cannot provide them with meat that is consistent in quality and then 

they have to look for another supplier. 

4. The health food shop -- here they have an awful lot of stock and is therefore not easy 

to list all suppliers but they do take local where possible eg. Becheldre flour and local 

eggs.  

Retailers from Welshpool and Newtown 

1.  Tourist Information  

The Vicarage gardens Car park 

1 Vicarage Gardens  

Welshpool  

01938 552043 

 

They do stock local produce in the form of Bara brith and other cakes by Fabulous Cake 

creations. Would take honey eyc. but are limited for space. They also sell alot of local 
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crafts. They do not buy from the producer but allow them space for free and take 20% of 

sale price. 

They also state that people are very interested in where to find local produce eg in the 

Farmers market etc. They have had a lot of leaflets eg.”Mid - Wales Food and Drink” 

produced by tourist partnership and also eg. “Community Farms and Gardens”  But 

have found that although tourists are keen to have these leaflets that when the grant 

money has run out for their production they cannot any longer get hold of them. This is 

seen as a real problem as they cannot promote local producers etc. if they do not have 

the information to give out. 

2. Rikki Lloyd Butcher 

39 High street 

Welshpool 

SY21 7JL 

tel: 01938 552683 

email - rikkilloyd.co.uk 

 States he purchases local beef - reticent on from whom.  

Buys local lamb at Welshpool Cattle market. His pork comes from Bridgenorth in 

Shropshire. 

He also uses Danish bacon and Welsh dry cured bacon. 

He has no problem in getting his supplies or in selling the produce but predicts beef will 

be in short supply in the New Year as there is not much about! 

 

3. Alan Price Wholesale fruit and Vegetable Merchants 

5 Berriew Street 

Welshpool 

01938 555056 
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He was not there but spoke to employee. Do not buy local veg. all comes from 

Birmingham market.  The main reason is on cost as they think local produce is too 

expensive.  

They do sell bits that the public bring in from their gardens. 

 

4.Coed Y Dinas 

Welshpool 

SY21 8RP 

email- sales@coed-y-dinas.co.uk 

 

Went into coed - y - Dinas but did not get a chance to talk to a supervisor as all tills 

were down due to computer fault and they were rather busy! But did have a look at what 

they sold- could see local produce from a.Jamie Ward pork, bacon etc. from Oswestry  

b.other meat from Welsh meat online which comes from the “Welsh Centre of 

Excellence for Butchery in Welshpool. 

c. cakes etc. from Pencader Bakery Hoel-y-Fin, Pencader 

 

Newtown. 

1. Cracked Wheat Organics 

Waterloo House 

Longbridge street 

Newtown 

SY16 2BJ 

tel: 01686 627637 

 

email - sales@crackedwheat.co.uk 

Spoke to Leon 
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They sell Montgomeryshire Honey  and cooking sauces from Leons - Upper Litton 

Knighton but no other local produce. 

Would sell other local produce but it so much easier to deal with a wholesaler and local 

produce lacks consistency of supply and quality. Like the idea of a local co-op type 

distribution as it would even out consistency of supply and be easier to deal with than 

with numerous local producers. 

 

2. Ian Cooke butcher 

Ladywell centre  

Newtown 

SY16 1 AT 

tel: 01686 627346 

email-cooketaffy@aol.com 

Has been in business here for one month - sources local lamb and beef from Dolwen 

but finds difficulty in obtaining pigs as he cannot get the quantity and they have to come 

from Bishops Castle which it proves unviable. Therefore his pork is English. 

Local produce sells well and his customers do ask where it has come from 

 

3.Juicy Fruits Fruit and Veg. 

Unit 1 Ladywell Centre 

Newtown 

SY16 1AT 

tel: 01686 627290 

Barcley and Dianne Thomas 

Only spoke to employee- but get Veg from Wolverhampton and only sell local veg from 

gardens. This is due to not being able to get hold of local veg. from a commercial 

grower and would buy and sell it if they could.  
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4. Martin Rutter  - green grocer 

Stall by Lion cafe 

 Newtown 

(Have just moved to this location and the employee was not sure of exact address!!) 

tel: 01686 610078 

Main veg comes from Birmingham but do sell from local people from their gardens. 

Cannot get enough local veg. and it does sell well when they can. 

 

Also called into local shop in Llandrinio 

this is the post office/ service station/ shop. 

RJ andJE Lewis 

Lewis of LLandrinio 

Llanymynech 

SY22 6SB 

tel:01691 830102 

 

Spoke to Jenny 

They buy in as much local produce as they can. Sells very well and thinks it is of high 

quality . One problem is duplication of produce and if selling one type of produce eg. 

pork from one supplier often difficult when another supplier asks for them to sell theirs. 

Like the idea of a central co-op type of supply as they would be able to have more and 

would not be having to turn away suppliers.    

Suppliers - Neadd Fach baconry 

Jamie Ward - pork 

Celtic Pride Welshpool - beef 

eggs - Hayford shrewsbury 

Potatoes - Steve Roberts - Rowley farm 

Queenshead fish - Oswestry 

awaiting welsh honey 
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14 APPENDIX 5 – Financial Forecasts 

 

Please see separate PDF file – Montgomeryshire Food Coop Financial Forecasts 

 

 

 

    

   


