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1.0 Executive Summary 

 

This review seeks to evaluate and assess the impact of recent Rural Development 

grant funding on the Island’s food sector and identify some of the key factors which 

will shape the sector in the future. It is intended to inform areas for future 

investment. 

 

Recent national research indicates that the economic downturn has accelerated the 

trend for buying locally sourced food with an increase from 39% of shoppers in 2010 

to 43% in 2011 and that those people specifically buying locally produced foods are 

more prevalent among older (particularly those aged 65+) and more upmarket 

shoppers. In view of its demographic profile, higher number of older people, the 

Island should be benefiting from this trend. 

 

The main reasons for buying local food appear to be:  

- to support local farmers and producers 

- quality   

- support the local economy 

- taste   

- to reduce food miles  

- value for money  

- seasonality 

 

Buying local has strong economic, social and environmental benefits, but on the Isle 

of Wight the sector has not been supported by public procurement or national 

supermarket policies. 

 

Since 2007 there have been various on- and off- Island groups supporting the food 

sector, some producer-led, and some providing outside assistance. Island groups 

have not to date been too successful, but an industry survey in 2009 indicated that 

there was a desire for a group to provide support, training and marketing assistance. 

Based upon the experience of the ongoing food groups in Hampshire some form of 

public sector support/funding is a requisite for sustainability. So far the necessary 

funding for this activity on the island has not been forthcoming. 

 

From the consultation work undertaken for the current Rural Development 

Programme for England (RDPE) – LEADER (2007 – 2013), adding value to crops, meat 

and milk and the absence of key infrastructure such as an Island abattoir and a fallen 

stock facility, were indentified as key strategic issues.   

 

During the last five years, there has been a solution bought forward to the Island’s 

fallen stock problem, although access to abattoirs remains an issue. Two local food 

hubs have been developed; the number of farm shops has increased along with an 

increase in the number of festivals/events celebrating Island food. Most of the 
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Island’s cereal farmers are members of Isle of Wight Grain Storage Limited, which 

has benefited from increased levels of investment and LEADER support.  

 

The Isle of Wight LEADER programme sought to encourage farmers and growers to 

develop niche and high value products and shorter supply chains in order to offset 

some of the extra costs of severance. The AONB Management Plan (2009-14) 

supported diversification but noted the need for better infrastructure and a co-

ordinated approach to the provision of advice and help, to encourage sustainable 

practice by the farming community.  

 

LEADER has supported a number of farmers to produce new niche Island products 

including jam, ice cream yoghurt and biltong. It also helped with the expansion of 

flour milling, asparagus production, tomato processing, meat processing and cheese 

making. Three farmer’s co-operatives have been supported (one established and two 

new).  In addition a number of initiatives have been supported to help producers get 

their goods direct to their markets. As a result 20 LEADER products are now on sale 

in the Island’s supermarkets. The AONB sought to help the Island’s producers by 

financial support through their SDF fund for the Island Food and Craft Association.  

 

Notwithstanding the national trends towards online retailing there is only minimal 

evidence of online selling activity in the local food sector.  

 

In line with the Mainland, the number of agricultural holdings on the Island has 

significantly reduced over the last few years. From the Agricultural Census figures it 

would appear the rate of contraction on the island has exceeded the national 

average. As an example in the 1960’s there were in excess of 300 dairy farms, now 

there are fewer than 20.  

 

Currently Island dairy farms produce approximately 20 million litres of milk, of which 

almost 80% is transported off the island where it becomes a homogenous product. A 

high-profile campaign by the local dairy industry on the island has led to a proposal 

to market Isle of Wight branded milk. Isle of Wight Dairy Farmers now aim to 

establish a co-operative with processing facilities. 

 

It is apparent that the links along the meat sector food chain have strengthened with 

a number of producers now working closely with the wholesale and retail sectors to 

bring their branded products to the market. However there appears tremendous 

scope for this to increase further. Based upon evidence from other similar areas the 

Island’s meat sector would benefit from an identified island brand working alongside 

the existing individual branded products. 

 

The Island supplies most horticultural products, although often in limited numbers, 

and far from self-sufficiency. Wight Salads supply around 55% of all UK grown 

organic tomatoes. They have extensive production within the Arreton Valley where 

they have over 260,000 m
2 

of glasshouses. Lettuce and cucumbers are not grown 

locally in any great quantity.  
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The Island’s sea-fishing sector appears to be under threat from the cost of licences 

and setting up, rising fuel charges and the lack of young people entering the 

industry. We have been unable to ascertain the nature of the island’s sea fishing 

industry, and recommend that it would be useful to explore this further in order to 

maximise the potential of any government or European support. Future EU funding 

for the sector is likely to be aligned to the next round of Rural Development support, 

under the Common Strategic Framework. 
 
 

In the supermarket sector Southern Co-operative provide outlets for a wide range of 

Isle of Wight produce. Some local produce can also be found in Waitrose and Tesco. 

In most cases the produce is on special local displays rather than on normal shelves 

alongside other brands. The disadvantage of this is that unless the consumer finds 

the display, they will not buy the product, however, it can mask a price differential 

and supermarket policies do not always allow anything else. 

 

There are a number of Island food producers who have the desire to, or already get a 

lot of value from retailing their products on the mainland. A few are supplying 

supermarkets, but most retail through specialist shops and markets, using 

provenance as a selling tool. Not all producers have a desire to sell off-Island or to 

supermarkets. 

 

Overall, the food sector is dominated by relatively small businesses, many with 

products in their infancy. Therefore engagement with the supermarket sector has 

proved to be difficult and challenging. In view of the structure of the sector trade 

with the less demanding independent retail outlets looks to be a better match of 

approach, outlook and business ethos. 

 

In view of their size, individual businesses often struggle to provide effective and 

extensive distribution of their products and therefore the work undertaken to 

develop co-operative food hubs and distribution networks should continue to be 

supported and where possible developed. 

 

Since the demise of the Regional Development Agencies and the regionalisation of 

Business Link Services producers do not have access to free business advice or 

mentoring. The private business advice sector on the island is relatively small and 

limited. 

 

Some producers have expressed a wish for better support and advice with regards to 

statutory legislation and / or achieving industry standards. the IOW food producers 

are often not as developed in branding and marketing as their counterparts in 

Hampshire who operate in a more competitive environment, but who also have 

access to a wider customer base without the barrier of the Solent. It is also 

apparent that support with primary market research and intelligence is an area, 

which would assist new product and business development. 
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Trade with restaurants, hotels and wholesale businesses continues to appear to be 

under-developed and therefore are considered to be areas of opportunity. The 

private residential home sector also offers similar opportunities. 

 

Southern Co-operatives state that they need different approaches to the marketing 

of staple Island products to the more ‘delicatessen’ ones they stock. This distinction 

should also be recognised by outside agencies wishing to support the sector. 

 

Opportunities for new product development within the local food sector can be 

divided into three categories: the re-packaging of existing products for new markets; 

adding value to existing produce; and identifying new produce. There is a strong 

case, based on the New Forest experience, to develop and promote a local branding 

scheme. This brand can not only be used to promote individual products that meet 

the criteria, but also collections of products such as high-end hampers. Smoking and 

curing of meat offers opportunities to add value to existing products, and there is a 

belief that the added-value fish market could be further developed.  

 

Cowes Primary School provides an excellent example of how local produce can be 

better used within the public sector. This could be rolled out to other primary 

schools and high schools, possibly using a cluster-based approach.  

 

Nationally, town and village centres are facing a decline in footfall. Supermarkets 

offer delivery schemes which also affect the number of people who might have 

visited town centres for food shopping. The Island Plan, the Isle of Wight’s core 

development strategy supports Small Rural Regeneration Areas and Rural Service 

Centres, to promote sustainable economic development. 

 

This review focused on a Small Regeneration Area, Freshwater, and examined how 

support for the local food sector could be developed. The link with the retail and 

tourism sectors identified a range of opportunities. Some form of facilitation is seen 

as key to overcoming barriers, perceived or actual. These actions could be tied in 

with training opportunities and business development support, and also profile-

raising within the town and on its websites. 

 

There are a number of ways that the local food sector could benefit from trends 

within the tourism sector. Development of a local breakfast is the most obvious, and 

is the chosen route of a number of similar destinations which feel that the 

relationship between the landscape and food is to be celebrated. However there is 

also potential to develop off-Island tourism opportunities, based on our closeness to 

Hampshire, or further a field, based on quality and provenance.  

 

Quality and provenance are also key to the development of sales through markets, 

often in affluent areas. A few local producers have cracked this sector, and could give 

guidance to others wishing to enter this arena. However, selling through markets 

also produces logistical challenges and so is not suitable to all producers, or all 

products. 
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Finally this report examines the current fascination with foraging. There are a 

number of celebrity chefs and eating establishments that are promoting their 

foraging credentials, but at present there is no area that is promoting itself as a 

‘Foraging Capital’. The Isle of Wight has the right climate to offer this, but it would 

require a strategic and holistic approach. 

 

1.1 Recommendations and proposed actions 

 

1. It would appear that there continues to be support for the formation of a 

food group, or at least for an organisation to perform certain functions 

such as market research, training and marketing assistance. Realistically, 

for such a group to be established and sustained some form of public 

funding or outside support will be required. 

 

2. The absence of an Island local food brand continues to be a missed 

opportunity. It is known that an Isle of Wight Food Brand or Marque, 

possibly along the lines if the New Forest marquee is being discussed and 

this merits further consideration.  

 

3. The link between the food and tourism sectors has developed over recent 

years but there appears to be plenty of scope for this to develop further. 

The creation of the Tourism Destination Management Organisation, as a 

conduit for the tourism sector, is seen as an opportunity to help 

strengthen these links. 

 

4. Supply to the tourism sector is under-developed and offers potential. 

There are a number of actions which could be developed, but a relatively 

simple and high profile one would be for local businesses and 

organisations to work together to develop and promote an Isle of Wight 

Breakfast. 

 

5. There are a growing number of food festivals and events on the island 

and these should be supported and encouraged. There is merit in 

someone establishing an overarching strategy for the individual events to 

ensure all parts of the market is covered, duplication is limited and they 

align with the key tourism messages. 

 

6. In the meat sector there is a need to continue to strengthen the on-going 

issue of access to abattoirs. Support should be given to help develop 

viable strategic proposals to address this issue. 

 

7. The Isle of Wight LEADER programme is nationally recognised as being 

very successful and the Island should continue to build on this reputation. 

One of the key reasons for its success has been the effective engagement 

of all the key organisations in a joined up manner. This has resulted in 

benefit beyond the LEADER programme. This focused partnership 
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approach should be maintained in the future. 

 

8. The AONB Sustainable Development Fund was key in supporting the 

development of a food group. It could be proactively promoted to 

support further projects that help deliver Management Plan objectives 

e.g. development of an Isle of Wight Breakfast and an Isle of Wight 

Marque. 

 

9. The Island’s fishing sector appears to be under pressure, but is not widely 

understood. An exploratory meeting of interested bodies is 

recommended to explore the issues further and identify possible support. 

 

10. There are few synergies between national chain supermarkets and most 

local producers. Where local producers show a desire to supply 

supermarkets, they should be supported. However, notwithstanding the 

high market share commanded by the supermarkets, this area does not 

warrant significant time and effort. A better fit appears to exist between 

local food producers and the independent retail and tourism sectors. 

 

11. The work undertaken to develop co-operative food hubs and distribution 

networks should continue to be supported. 

 

12. Local in and out-of-town food retailers will continue to be important to 

the Island’s food sector. Support should be given both to retailers wishing 

to expand their local food range, and to local producers wishing to 

increase their outlets and product range. 

 

13. The on-line selling of local food is not well developed on the island.  In 

line with national trends there appears to be opportunities for individual 

producers to market more of their products via the internet. 

 

14. Both at an individual business level and as a sector there would appear to 

be merit in increasing the support for the analysis of sector trends, best 

practice, market research and business intelligence. This dedicated 

support could possibly be as part of a food group – see above. 

 

15. Some producers have indicated they are seeking mentoring support. This 

requires engagement with individuals with sector knowledge and 

experience. This would help recipients to expand into the restaurant and 

wholesale sectors. Some Island producers have cracked these sectors, 

and also niche mainland markets and therefore there are local people 

with the knowledge and experience to provide this mentoring support. 

 

16. There are opportunities to focus on specific geographic areas on the 

Island to test ideas and launch initiatives to promote the local food 

sector. Any such project would require good baseline data, and close 

monitoring in order for best practice to be brought forward. A willing 



 

 11

partner Parish/Town Council should be sought, and an action and delivery 

plan produced. When established, successes and initiatives could then be 

rolled out across the whole island. 

 

17. There are supply difficulties for large-scale public sector organisations. 

However, in line with the supermarket sector, smaller scale operations 

such as schools would offer useful outlets for local produce, as well as 

seeking to educate the next generation.  

 

18. Local residential care homes also offer outlets for good quality local food. 

Sector partners should be sought to initially develop a pilot with the view 

to roll out further in due course. 

 

19. Marketing of the Isle of Wight food sector is variable and often focuses on 

an elitist element. Future messages should support the range of products 

from every-day staples to the deli range. 
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2.0 Project Brief 

2.1 Description of brief 

Building on the work undertaken in the Food Survey Report 2009, and the 

investment which has taken place under the Rural Development Programme for 

England 2009-2013 LEADER programme and the current AONB Management Plan, 

there is a need to evaluate and assess the resultant expenditure along with some of 

the key factors which will shape the local food sector in the future. 

 

This review will look to assess the impact of recent developments and to identify and 

inform possible areas for future investment in order to maximise the potential 

benefits arising from the next round of rural development funding. 

 

During the last three years it is apparent that the local food sector has expanded and 

matured, however, with the advent of an increasingly significant supermarket sector 

on the Island there is now a need to review this expansion and assess some of the 

factors which will in future impact on the island’s rural food related small businesses.  

 

Sector growth, product development, value for money, return on capital, added 

value, business confidence and employment are considered to be key measures of 

success. 

 

This assessment will also consider the wider impact on the environment, social 

cohesion and local services. 

 

 

2.2 Report Objectives 

 

- Assess the recent key trends and developments in the local food sector. 

This will include the economic, environmental and social impacts 

 

- Evaluate the impact of the investment made under the RDPE LEADER and 

AONB SDF programmes  

 

- Build a better understanding of the IOW PLC food sector to include an 

outline balance of trade assessment and a spatial mapping exercise 

 

- Review current local food supply chains to identify gaps and opportunities 

for future investment  

 

- Assess one key rural settlement (Rural Service Centre) and how it could 

more proactively support the local food and related sectors 
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- Consider the potential opportunities for new product development in the 

food sector 

 

- Consider how the local food sector can benefit from the trends and 

activities in other related sectors e.g. tourism and retail 

 

2.3 Terms of reference 

We have decided to use a baseline of 2008 for this report. This date has been chosen 

as it was the year the LEADER Local Development Strategy (LDS) was adopted, and 

also the year that the Isle of Wight AONB team were consulting on their current 

Management Plan. Both gave a high prominence to supporting local producers. As 

these are both about to conclude, we are reviewing their impact on the sector and 

identifying future opportunities. 

 

In national terms ‘Local Food’ is defined as raw food, or lightly processed food (such 

as cheese, sausages, pies and baked goods) with its main ingredients, grown or 

produced within 30 miles of where it was bought. For the purpose of this report we 

have used the same definition but geographically produced on, or in the surrounding 

waters of, the Isle of Wight. 

 

It has not been assumed that the best use for local food is always within local retail 

outlets or local businesses. This report will examine all options for supporting and 

enhancing the Island’s food sector.
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3.0 Assessment of recent key trends and developments in 

the local food sector 

3.1 Trends and policies 

Recent research
1
 indicates that the economic downturn has accelerated the trend 

for buying locally sourced food with an increase from 39% of shoppers in 2010 to 

43% in 2011. Research indicates that this is due to economic drivers (supporting local 

producers, supporting local shops and keeping jobs in the area) and ethical drivers 

(supporting local / British producers). 42% of shoppers claim they are prepared to 

pay extra for local produced foods.  

 

The research found that those specifically buying locally produced foods are more 

prevalent among older (particularly those aged 65+) and more upmarket shoppers. 

The researchers believe that this profile looks set to continue with 65+ year olds 

expressing the greatest intention to increase their purchasing of local foods even 

further. 

 

We have been unable to ascertain local trends but with a higher than average age-

profile, the Island should be well placed to take advantage of these trends. One 

Island farm shop participating in the ICE consumer awards programme which 

provides statistics notes that they are seeing more young people (age 25-40), but 

that the older people are better customers. They have also noted that the recession 

has increased the number of people cooking at home. 

  

3.1.1 Economic Impacts 

To put some figures on this, the CPRE
2
 estimate that local food sales supports 61,000 

jobs across the country, serving 16.3m customers per week and that sales could be 

£2.7 billion annually. Because money spent in food networks is more likely to spent 

within local economies for longer, this could contribute £6.75 billion to local 

economies. 

 

Again there are no local statistics, but if we were to extrapolate from the above, the 

Island should have 35,000 local food customers per week and over £0.5 m of sales 

annually. These figures cannot be verified but provide a benchmark to whether the 

Island is punching above or below its weight. 

 

3.1.2 Social Impacts 

The same CPRE research showed that nationally supermarket chains dominate 

grocery spending (77% of all main shopping trips). Shoppers gave convenience (44%), 

proximity/location (36%) and price (24%) as the main reasons they use 

supermarkets. However 20% of grocery shoppers used independent stores for all or 

                                                      
1
 Institute of Grocery Distribution Shopper Tends 2011, 

[http://www.igd.com/index.asp?id=1&fid=1&sid=8&tid=30&cid=1489] 
2
 CPRE, From field to fork: The value of England’s local food webs (2012) ,  
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part of their main shopping; and 60% of extra or ‘top-up’ shopping visits. The main 

reasons for using smaller independent stores were: quality/freshness/taste (46%), 

specific products (32%) and local produce (19%). 

 

CPRE found that shoppers’ main reasons for buying local food were: supporting local 

farmers and producers (56%); quality (54%); supporting the local economy (51%); 

taste (41%); food miles (34%); value for money (19%); seasonal food (19%). 

These are key messages for those wishing to establish local food retail outlets and 

could account for the growth in numbers and popularity of Island farm shops in 

recent years. 

 

Local food webs extend choices of where to buy the freshest high quality food, 

enable people to shop to support local producers and the local economy, to reduce 

food miles and to eat seasonally. Nationally, outlets selling local food are often 

smaller local shops anchored in their local community: acting as social hubs, 

although this does not appear to be the case on the Isle of Wight. 

 

3.1.3 Environmental impacts 

CPRE found that the concept of ‘food miles’ resonates with shoppers and businesses: 

34% of shoppers gave reducing food miles as a main reason to buy local food. Local 

producers detailed how local sales reduced transport costs and pollution, and help 

keep food fresh. Our local research echoed these findings. 

 

By definition, local food is also seasonal food and thus reinforces an understanding 

of seasonality; it helps people to buy food that needs less energy to produce. It is 

often less packaged. Local food production and sales help underpin local diversity in 

the scale and type of farming in the area from livestock to cheese to fruit cropping. 

This is particularly important to the Isle of Wight AONB with its ‘patchworked’ 

landscape a result of varied and largely small-scale farming practices. 

 

3.1.4 Public Procurement 

The Public Sector spends about £2 billion annually on food and catering. Public 

sector procurers are not allowed under the European Treaty to restrict purchases to 

specific countries. However by specifying food that is seasonally available, buyers 

should be able to achieve value for money by buying in-season products at 

competitive prices without contravening EC rules. 

 

In October 2012 new standards setting out what patients should expect from NHS 

hospital food were announced by Health Secretary Jeremy Hunt. These focused 

more on quality, nutritional content and choice, rather than local procurement
3
.  

 

The two largest public sector food consumers on the Island are the NHS and HM 

Prisons. The former does not have strong local procurement, although it did 

                                                      
3
 Department of Health [http://www.dh.gov.uk/health/2012/10/hospital-food/]. Accessed 18.10.2012 
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participate in the 2009 study detailed in Section 3.4.5 and the latter has none at all, 

with all suppliers being mainland-based. The Isle of Wight Council does not have a 

specific policy on purchasing local island produce, and its direct expenditure on food 

is relatively small. Schools are a large consumer, the majority of them contracting 

with Chartwell.  

 

3.1.5 Supermarket policies 

As a result of the increase in interest on local food, in 2010-11 Sainsbury’s added a 

number of new locally sourced lines to its range, and now sells over 3,000 private 

label and branded local products. This helped increase sales of its local products by 

over 15%. Sainsbury’s continues to drive growth in this area and plans to extend 

these ranges further and support local producer to develop their businesses. 

However, Sainsbury’s aim is to develop local products for regional or national 

distribution rather than have local products specific to their local stores.  

 

Marks and Spencer have a similar policy to Sainsburys. Tesco’s have adopted a 

regional sourcing scheme, although the main driver appears to be to reduce 

transport costs and CO2 emissions. 

Waitrose define 'local' as products made within a 30-mile radius of the branch where 

they are sold. Local products include fruit and vegetables, sausages, bacon, ice 

cream, wines, cheeses, sauces, and honey. At present, more than 2,500 local 

products from 600 local suppliers are available in nearby branches. They have a small 

producers charter to support suppliers of local and regional food. 

Southern Co-op do not publish a policy regarding local food. However, they do have 

a strong commitment to it, and have gone further than any other supermarket chain 

in trying to establish local food in their 12 Island stores. In 2007 they launched a new 

local produce range - Local Flavours - offering a selection of fresh vegetables, dairy 

produce, condiments, baked goods, refreshing drinks and alcoholic beverages and 

even ice cream.  

 

Asda state ‘Local sourcing is about being at the heart of the local community’. They 

have a dedicated local sourcing team to work with small suppliers to enable products 

to be supported in stores. They also work with regional food groups. 

The rest of the main chains support British rather than regional food. Morrison’s 

have a ‘British First’ policy, but with no specific local or regional criteria. Lidl 

currently have a ‘Love Meat, Love Lidl’ campaign to promote own brand British meat 

and also support the Red Tractor Campaign. Aldi claim that over 45% of their 

products are produced within the UK by UK suppliers. 

Supermarket supply opportunities are limited not only by the procurement policies 

of many of the supermarkets, but by the ability of local producers to fit the chains’ 

supply criteria, and also to supply goods in sufficient quantities. Other limiting 

factors include difficulties with cash flow, desires to avoid key dependencies and the 
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ethos of potential local suppliers. Whilst some of the supermarket chains have teams 

to support local producers, and special arrangements for small local suppliers, it can 

still be onerous and costly for local producers to comply with requirements.  

The following is an example of Asda’s checklist of requirements for prospective local 

producers: 

- a product that is recognised as being 'local' or make sure it fits with the ASDA 

definition of local 

- a product with a barcode 

- third party technical approval 

- a broadband internet connection to receive orders 

- a fax machine to receive accounts communications 

 

Whilst supermarket floor-space is expanding, it does not necessarily mean they are 

all expanding their food sales. Over a third of supermarket floor space is now 

allocated to non-food sales
4
.  

 

The effects of these policies on the Island retail scene are examined in Section 6. 

 

 

3.2 Food Groups 

Until 2011, Regional Development Agencies (RDAs) put a great deal of effort and 

money into promoting regional food groups. Since the demise of the Development 

Agencies most of these have become not-for-profit companies funded by 

membership fees. The next tier down are local food groups, often based at a County 

or Landscape level, for example Hampshire Fare or New Forest Marque. Many of 

these received RDA and local public funding, but again have needed to re-align to 

membership fees as public funding has decreased. Sustainability continues to be a 

challenge and in the main they still require some form of public funding to survive. 

 

There is also an increasing number of community-led very local organisations that 

have grown up to promote locally grown food.  

 

3.2.1 Regional and County Food Groups 

Hampshire Fare is a not-for-profit community interest company backed by 

Hampshire County Council and with about 200 members, including a few from the 

Isle of Wight. 

 

Taste South East is another group with a more regional remit, including London. At 

present there are no Island members, but 36 Island producers are on their database. 

 

                                                      
4
 Department for Business, Innovation and Skills/Genecon and Partners, Understanding High Street 

Performance, (2011) 
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3.2.2 Isle of Wight Food Groups 

To date there have been a number of attempts to establish a sustainable food group 

on the Island, some more successful than others. The Isle of Wight Food and Craft 

Association (IFCA) was formed in 2006 and had the aim of increasing the level of 

local food and craft produced. However, IFCA failed to establish itself as an effective 

conduit for food sector development funding.   

 

In November 2007, Taste of the Wight project was established to develop the food 

sector; the core of the project was funded by SEEDA with further project specific 

funding from other public and private sector agencies including the Isle of Wight 

Council. The project’s funding from the Isle of Wight Council was withdrawn in 

March 2009 and as a result, Taste of the Wight folded. 

 

In 2009 SEEDA provided further funding to finance a food sector survey.
5
 Despite, 

the previous history, 70% of farmers / growers and 80% of processors supported the 

creation of a food group.  Respondents considered that the Isle of Wight Food Sector 

needed an Island Food Group to give the sector a clear identity and would like the 

group to focus on;  

specialist advice 

networking 

marketing support and  

collaboration opportunities 

 

Despite this strong support, local organisations have not been able to secure funding 

to establish a food group, and the industry has not sought to fund or run a group 

itself. 

3.2.3 Other Isle of Wight-based Food Groups and Projects 

There are a number of other Isle of Wight-based food groups and products. These 

tend to have social rather than economic impacts. Most are very small and if 

anything have a direct negative impact in that they may divert people away from 

local food purchasing. However, indirectly their impact is positive in that they 

highlight the importance of local fresh produce. 

Incredible Edible Wight is an active network of individuals and groups on the Isle of 

Wight growing and campaigning for local food through business, community and 

education. The project aims to provide access to good local food for all, through 

working and learning together and by supporting local businesses.  

Incredible Edible Wight promotes all the beneficial aspects of local food growing – 

healthy eating, active lifestyles, mental health and well-being, celebrating food 

cultures, community cohesion, as well as supporting the local economy and 

enhancing the Island’s environment. It encourages increased access to unused land 

across the Island to be made available for growing food for local people and works as 

an umbrella term for projects and businesses that already exist on the Island linked 

to local food, including producers, suppliers, farmers and allotment holders.  

                                                      
5
 Isle of Wight Economic Partnership, Isle of Wight Food Sector Survey Results (2009) 
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Growing Spaces is a community based raised bed project on the Isle of Wight 

delivered by Medina Housing Association and Growing Ideas. In its first year the 

Growing Spaces project helped 49 households in Pan to grow their own fruit and 

vegetables. It was so successful that Medina Housing, after winning funding through 

the Big Lottery Local Food Grants Scheme extended the project up to the end of 

2010. Growing Spaces has installed nearly 250 raised beds since March 2009 and 

have had a further Big Lottery funding award to enable delivery to continue for three 

years beyond 2010. 

The Isle of Wight Council has 23 Allotment sites on the Isle of Wight. It is their policy 

to encourage town / parish councils and community associations to take over the 

running of these. Many of the sites are popular and some have waiting lists. 

The Adopt-A-Garden scheme was launched on the Isle of Wight in 2008 and is an 

innovative idea which seeks to bring together two types of people; the person who 

has a garden they can no longer look after and the individual who wants a growing 

space. The householder gets their garden looked after for free and the gardener gets 

a free allotment in return.   

The Isle of Wight Orchard Group was set up in 2011 to conserve, promote and 

celebrate orchards and fruit and nut trees on the Isle of Wight. Their first priority is 

to help bring at least one orchard back into production.  

Isle of Wight Foodbank provides emergency food and support to local people in 

crisis. This is achieved through the public donating food either at Collection Points or 

Supermarket Collections. Food is then sorted and distributed to the Distribution 

Centres. Frontline care professionals such as health visitors, jobcentre etc give 

foodbank vouchers to people in crisis and these can be exchanged for three days 

worth of non-local food at a foodbank Distribution Centre.  

 

3.3 2009 Isle of Wight Food Sector Survey Findings  

268 farmers, growers and food processors were contacted between September to 

November 2009. The survey had a response rate of 19%, and the main findings were: 

- An improved understanding of the food products available on the Island had 

been established but it was important that this continued to be developed  

- Key supply chains and linkages existed along the food chain although they 

appeared to be somewhat limited 

- 43% of farmers / growers indicated plans for expansion. All the main 

agricultural sectors were represented although the highest level of confidence 

and plans for expansion came from the livestock sectors. The development of 

direct supply was a feature of the expansion plans 

- 80% of processors had plans for expansion, stimulated by the increased 

demand for local produce 

- For those businesses considering scaling down operations, pressure on returns 

was stated as a key factor.  
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- 70% of farmers / growers and 80% of processors supported the creation of a 

food group  

- There was a call for greater facilitation and co-ordination of local and regional 

food events 

- Producers who had moved along the food chain in the main supported Farmers 

Markets and/or their own farm shop. Over 40% of the respondents used one of 

the Farmers Markets as an outlet for their produce.  

- There was only minimal evidence of businesses selling direct to non farming 

outlets such as restaurants and pubs.  

- Some evidence of linkages existed between tourism accommodation and 

attractions and Island food, although this appeared greatly under developed. 

- Wholesale outlets were dominated by off-island businesses especially in the 

livestock sectors, reflecting the absence of an Island abattoir.  

 

3.4 Developments in the Isle of Wight Food Sector since 2009 

3.4.1 Fallen Stock 

The appropriate disposal methods for fallen stock were an issue in 2009.  

 

Following a court decision that DEFRA and the Isle of Wight Council had failed to 

“ensure that adequate arrangements exist to guarantee the collection and 

transportation of fallen stock”, DEFRA re-classified the Isle of Wight as  ‘remote’ in 

order to allow on-farm disposal. This was a temporary arrangement to allow a 

permanent solution to come forward. 

 

The Fallen Stock Committee on the island, which includes all the main partners, has 

worked diligently and in 2010 Defra and IW LEADER joint funded a review of the 

viability of establishing a collection and incineration fallen stock service. Volumes 

and costs were quantified and the principle was established that Island livestock 

keepers should not be expected to pay fees in excess of their counterparts on the 

Mainland. 

 

After the completion of a pilot scheme, at present a private operator is servicing the 

island under the National Fallen Stock Scheme. Notwithstanding the virtual 

monopolistic position created by EU legislation the current contracted charges are 

comparable to the Mainland and the service appears to be working well. 

 

The Minister of Agriculture has been asked to remain vigilant of this situation should 

the current arrangements not be continued beyond the current contracted period.   

 

3.4.2 Access to Abattoirs 

As indentified in the original RDPE LEADER consultation exercise the absence of an 

island abattoir and associated facilities is a key issue for the livestock sector. At the 

time of writing this report, the Isle of Wight LEADER executive are working with New 
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Forest LEADER and New Forest National Park to assess the feasibility of a “locally” 

based abattoir. At present the nearest abattoir is at Laverstoke. 

 

The capital intensity of establishing such a facility, livestock throughput, viability and 

operational management are all significant issues which challenge the delivery of a 

sustainable solution to this issue. 

 

3.4.3 Food Hubs 

Southern Co-operatives use their Mill Hill Road store in Cowes as a depot. Local 

suppliers are able to deliver to this central point, and the co-op provides a collection 

service. The co-op then distributes across its Island network. 

 

With assistance from the Rural Development Programme for England, a food hub 

was established at Farmer Jacks farm shop. This supplies three main outlets – Vestas, 

Ventnor Botanic Gardens an Quay Arts with regular deliveries on behalf of up to 10 

local producers. The system works alongside the farm shop, but can be time-

consuming. Expansion is limited by the capacity of their cold store. This is discussed 

further in Section 3.4.5 below. 

 

3.4.5 Public Procurement Project 

In 2009 SEEDA via Sustainable Food and Farming Network funded an assessment of 

the Island’s ability to link public sector consumers with local producers. It found that 

there were no systems in place to allow the direct supply of locally produced food, 

most public sector organisations purchased through central contracts or from 

recommended suppliers. The project identified barriers as: 

- Use of central contracts allows year round supply of a complete range of 

products from a single supplier 

- It is easier to be supplied by a few large companies than by a number of 

smaller ones. 

- Local is perceived as expensive/overpriced  

 

The project found that there was a limited supply of fresh produce on the Isle of 

Wight and all fresh produce (as would be expected) is seasonal limiting the range at 

certain times of the year. Seasonality was not embraced within the public sector; 

customers are used to having what they want when they want it. Supply was also 

limited by the small number of vegetable, fruit and salad growers on the Isle of 

Wight. 

 

To facilitate the supply of the public sector a hub system for sales, ordering and 

billing needed to be in place. This system would allow a single point of contact for 

the public sector reducing one of the perceived issues of local supply lots of small 

invoices. The system would also enable the communication of availability of produce 

as the seasons changed as well as a level of quality control.  
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Large public sector consumers put supply contracts out to tender, and it is very 

difficult for local suppliers to tender. Information on the quantities of produce 

consumed by the public sector would allow producer and consumer to be paired and 

flag up opportunities for local supply.  

 

Public sector customers seemed to find it difficult to buy into local procurement for a 

number of reasons while ignoring the facts that it could be beneficial. The project 

targeted the Isle of Wight College’s catering department as a building block towards 

local supply, the theory being if the next generation of chefs are trained using quality 

local seasonal produce then they will take this into the work place. The College were 

also offered the opportunity to bring students out to a number of farms and 

processing units to gain a understanding of the production process.     

 

Seasonal change in the products on offer and the price changes due to these (early 

and late season produce commands a high price) needed explanation. This meant 

that menus and orders must change accordingly and required a level of 

communication between supplier and customer. Locally sourced food is not only 

fresher but should cut the cost of transport, shorten the supply chain and be 

competitively priced.  

 

The project did not succeed with the public sectors organisations within the pilot. 

However, Quay Arts and Vestas (both private sector) did engage and are now being 

supplied by a local hub with two deliveries a week of local produce in plastic 

returnable creates and one bill per month. Local meat is supplied by Island Foods 

using meat from local farms. 

 

 

3.5 Greater awareness of food provenance  

3.5.1 Support for national promotions 

Farmhouse Breakfast Week first took place in 2000 and it has been going strong for 

the past 13 years, the campaign reminds people of how important it is to have a 

healthy breakfast. It has a good tie-in with local food and takes place each January. 

In recent years it has been supported by some local farmers, community 

organisations and local schools. 
 

Open Farm Sunday is an opportunity for everyone to enjoy the living, vibrant 

countryside. Each event is unique with the own activities based around the host 

farm’s own individual story. Activities during the day may include a farm walk, nature 

trail, tractor & trailer rides, pond dipping, activities for kids, mini farmers market or 

picnics. Island farmers support this event. 

3.5.2 Local food festivals 

There are a number of annual Island events that have a connection to local produce. 

These include the County Show (June), Garlic Festival (August), Sweetcorn Fayre and 

Apple Days (September) and Hop and Ale Festival (October).  



 

 23

3.5.3 Growth in farm shops 

On the Isle of Wight overall there has been an expansion in outlets selling local 

produce. Since 2008 at least 8 new local produce retail outlets have opened, 

although two existing ones have closed. This is discussed further in Section 6. 

3.5.4 Farmers Market 

The Isle of Wight Farmers Market is held every Friday in Newport and every Saturday 

in Ryde. The Vectis Food and Craft Market is no longer operational. 

3.5.5 Local Reviews  

‘Matt and Cat’s Eating Out Guide (http://mattandcat.co.uk) was established in 

November 2005. Since then it has reviewed 431 eateries, the vast majority Island-

based. Since its establishment it has received 5,697 comments and the total number 

of times individual reviews have been viewed is 10,439,368. This illustrates a growing 

trend for use of the internet for guidance and recommendations regarding food (and 

other retail) sectors. Facebook analysis of their page (which will be skewed by the 

type of people using Facebook) shows that over 76% of viewers are aged between 25 

and 54 with only 10% above this age. Whilst most viewers were from the Island, 20% 

were from London.  

 

The Matt and Cat website categorises eating places under a number of different 

themes – one such is ‘local food’. Whilst some of the reviews in this category do 

specifically relate to specific local food stuffs, the relationship is not always clear, and 

we have mentioned the website here as we believe it is a potential media to develop 

local brand awareness further.  

3.5.6 Isle of Wight County Press – ‘Wight Taste’ 

The Isle of Wight County Press has regular features promoting local food under the 

‘Wight Taste’ banner. These are usually accompanied by a recipe from a local 

celebrity chef. Whilst the features are very good in that they seek to raise awareness 

of local food, they tend to promote the more expensive and niche produce, rather 

than every day produce. For example The County Press of 30
th

 November 2012 

(picked at random) includes a feature on local lobster and a somewhat complicated 

recipe from Robert Thompson involving two mallards, celeriac, beetroot and 

rosehips. Presumably at least one of these are local, although there is no indication 

which, and where to purchase, and the recipe needs to be started the night before. 

This re-enforces an elitist perception of local food. It would be nice to 

counterbalance with easy, cheap and quick recipes using more basic island 

foodstuffs. 
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4.0 Evaluation of the impact of investment made under 

RDPE LEADER and AONB SDF grant programmes 

4.1 Qualitative baseline data 

The LEADER LDS was also informed by research into agricultural business confidence. 

This indicated that only 12% of businesses were involved in secondary processing.
6
 It 

also found that: 

� There were significant barriers to farmers and growers venturing into 

secondary processing of agricultural products; 

� The age of farmers and growers was a significant barrier to investment in 

modernisation and diversification within the industry;  

� Collaboration was less common in the livestock sectors than in other sectors;  

 

As a result of the research the LEADER programme sought to encourage farmers and 

growers to develop niche and high value products and shorter supply chains in order 

to offset some of the extra costs of severance.  

 

The AONB Management Plan (2009-14) noted that 80% of farmed land was farmed 

by 20% of the farmers. With the volatility of agricultural markets and falling subsidy 

levels smaller farmers were increasingly looking towards other forms of business to 

support their farming businesses. Such ‘diversifications’ involved the conversion of 

farm buildings, starting new enterprises on the farm or renting or contracting out 

their land to larger operators and seeking work outside of the holding. They also 

noted that Island farmers faced additional disadvantages through the lack of local 

supportive infrastructure.  

 

On a positive, the Management Plan discussed how the successful local farmers’ 

market also offered a new outlet for local produce, and helped to link local people 

with local landowners and farmers, with other local food initiatives and the increase 

in farm shops also having an impact, albeit small. It called for a co-ordinated 

approach to the provision of advice and help to encourage sustainable 

farming practice by the farming community.  

 

As a result of consultation, the following policies that are relevant to the food sector 

were adopted within the plan: 

- To promote the importance of farming to the landscape to all audiences 

- To ensure that farming practice within the AONB which conserves the area is 

encouraged and supported  

- To ensure the development of local skills, markets and processing facilities to 

safeguard the economic viability of farming within the AONB 

                                                      
6
 Laurence Gould Partnership Ltd, An assessment of agricultural business confidence on the Isle of 

Wight (2008) 
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4.2  Quantitative Baseline data 

 

The LEADER LDS utilized data from ‘State of Rural Wight’
7
 document. This noted a 

strong agricultural presence, including sheep and dairy farming and the growing of 

arable and horticultural crops in 2006
8
  

 

Farm Types (number of farms) 

Cereals General 

Cropping 

Horticulture Specialist Pigs 

& Poultry 

Dairy Grazing 

Livestock 

Mixed & 

Other 

57 19 43 25 39 164 366 

 

Land Use (2006) 

Crops & bare 

fallow 

Temporary 

grass 

Permanent 

grass 

Rough grazing Woodland 

Area 

(ha) 

Number 

of 

Holdings 

Area 

(ha) 

No. Area 

(ha) 

No. Area 

(ha) 

No. Area 

(ha) 

No. 

8,623 194 2,453 131 10,447 436 1,300 119 1,101 165 

 

Agricultural Labour Profile 

Farmers 

(fulltime) 

Farmers 

(Part-time) 

Agricultural 

Workers (f/t) 

Agricultural 

Workers (p/t) 

Casual 

Workers 

Total Labour 

303 479 361 308 76 1,607 

Table 1. Selected Isle of Wight data from 2006 DEFRA Agricultural Census 

It noted that traditional agricultural commodities had to seek markets off of the 

island incurring costs, but farmers had managed to successfully exploit some 

specialist and high value markets. One of the most successful agricultural sectors was 

the growing of crops under cover, particularly salad crops.  

 

Table 2 shows Isle of Wight AONB agricultural holdings by type and year. 

 

Year 
1990 1995 2002 2005 

     

Census Item     

Farm type - cereals 34 30 32 38 

Farm type – general cropping 9 ## 6 8 

Farm type – horticulture 22 15 15 8 

Farm type – pigs & poultry 5 ## 6 7 

Farm type – dairy 34 29 13 15 

Farm type – cattle & sheep 

(lowland) 

65 64 79 83 

                                                      
7
 Rural Priorities Group, State of Rural Wight (2008) 

8
 Department for Environment, Food and Rural Affairs, Agricultural Census, (2006) 
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Farm type -  mixed 19 20 23 25 

Farm type – other 30 52 102 111 

Size less than 5ha 46 47 122 125 

5 to <20ha 55 60 53 59 

20 to <50ha 39 42 30 45 

50 to <100ha 43 41 30 - 

100ha or > 35 28 35 45 
 
 
 

Table 2. Isle of Wight AONB agricultural holdings by type and year 
 
 
 

The following trends were affecting agriculture within the AONB: 

- A marked decrease in dairy farming. 

- Although there is an increase in the number of holdings for cattle and sheep, 

the overall stocking level of livestock is in decline. 

- An increase in farm types classified as ‘other’. This category covers all small 

land holdings, including those that are not actively farmed because of 

retirement or diversification activities. 

 

 

4.3 Progress against qualitative baseline data 

The current LEADER programme has helped 

- 10 farmers and growers venture into secondary processing of agricultural 

products; 

- by investing £139,000 into projects that involve the modification of agriculture 

in respect to food production 

- 2 new collaborative ventures (fruit and dairy) to become established. In 

addition an existing co-op (IW Grain) has received significant LEADER 

investment to upgrade its facilities and a co-operative farmers’ shop has been 

supported 

 

The LEADER programme has helped a number of farmers and growers to develop 

niche and high value products and shorten supply chains in order to offset some of 

the extra costs of severance.  New niche products developed have included: 

- Jam 

- ice cream 

- yoghurt 

- biltong.  

 

LEADER has also helped with the expansion of flour milling, asparagus production, 

tomato processing, meat processing and cheese making.  Many of these have been 

recipients of regional and national quality awards. 

 

The LEADER programme has also proactively tried to support projects that have tried 

to shorten the local supply chain, both in traditional and innovative ways. As a result 

the following have all been supported: 

- 4 new farm shops (with another one assisted by the parent RDPE programme),  
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- Farmers Market and Vectis Food and Craft Market 

- other distinct retail outlets to include Quarr Tea Rooms, Made on the Isle of 

Wight and the Taverners Public House at Godshill.  

- a number of delivery vehicles to help producers get their goods direct to 

market. 

 

LEADER supported three farmers to form a co-operative to market soft fruit, and is 

currently supporting the Isle of Wight Dairy Farmers to form a co-operative to 

process and market local milk, a project which the AONB have also been keen to 

support. Much support has been directed to Isle of Wight Grain as supporting this 

organization directly benefits most of the Island’s cereal producers. The Isle of Wight 

LEADER Local Action Group hosted a Ministerial visit in December 2012; DEFRA 

selecting the Island because of the quality of its programme, and the degree of co-

operative working amongst producers. 

 

Our supermarket survey (see section 6) found 8 LEADER supported producers 

retailing through Southern Co-op; 2 through Waitrose and 2 through Tescos. Over 20 

LEADER supported products were on sale. 

 

Farm Diversification has been a key theme for a long time. LEADER + and SDF 

supported the European Island Farm Landscapes programme, which encouraged 

farmers and support agencies from many European Islands to shares ideas and 

experiences. This opened doors for the Isle of Wight Economic Partnership to work 

with Isle of Wight farmers to develop ideas for the new LEADER programme.  

 

Individual LEADER diversification projects include café’s, educational facilities and 

niche holiday accommodation. The LEADER programme has also supported the Isle 

of Wight Country and Farm Holiday Group to improve their marketing and sales. 

 

AONB have sought to help the Island’s producers by financial support through their 

SDF fund for the Island Food and Craft Association. There was not an easy 

relationship between the two sectors or with personalities within the food sector 

and project ultimately folded. Unfortunately there does not appear to have been a 

post-project review so it is difficult to assess its achievements. 

 

Through the LEADER Local Action Group and AONB SDF Board the two programmes 

have, where appropriate, set out to align its support and focus. As a result LEADER 

has supported the AONB Management Plan with the following food-sector related 

achievements: 

 

Promotion of the importance of farming to the landscape to all audiences: 

- 4 education facilities funded on Island farms 

- Successful European Island Farm Landscapes project 

 

Ensuring that farming practice within the AONB which conserves the area is 

encouraged and supported 
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- Support for livestock farmers to process and retail their own produce 

 

Ensuring the development of local skills, markets and processing facilities to 

safeguard the economic viability of farming within the AONB: 

- Support for local food groups and networking 

- Support for two farmer’s markets 

- Support for farm shops and other local food retail outlets 

- Infrastructure support for the Isle of Wight Grain group 

 

4.4 Progress against quantitative baseline data 

 

In comparison to the baseline 2006 Agricultural Census figures the most recent 

Census in 2010
9
 has indicated that there has been a significant structural change to 

the island’s agricultural sector. 

 

Farm Types (number of farms) 

  

Cereals General 

Cropping 

Horticulture Specialist 

Pigs & 

Poultry 

Dairy Grazing 

Livestock 

Mixed 

& 

Other Total 

2006 57 19 43 25 39 164 366 713 

2010 39 61 18 * 19 181 36* 354 

 

Land Use 

  

Crops & 

bare fallow 

Temporary 

grass 

Permanent 

grass 

Rough 

grazing 

Woodland  Total 

area 

(ha) 

  

Area (ha) Area (ha) Area (ha) Area (ha) Area (ha) 

  

2006 8,623 2,453 10,447 1,300 1,101 23,924 

2010 7,677 2,368 10,814 1,051 1,365 23,275 

 

Agricultural Labour Profile 

  

Farmers 

(Full time 

(f/t)) 

Farmers 

(Part-

time 

(p/t)) 

Salaried 

Managers 

Agricultural 

Workers 

(f/t) 

Agricultural 

Workers 

(p/t) 

Casual 

Workers 

Total 

Labour 

2006 303 479 * 361 308 76 1,607 

2010 247 288 85 749 89 86 1,628 

Table 3. Selected Isle of Wight data from 2006 and 2010 DEFRA Agricultural Censuses 

                                                      
9
 Department for Environment, Food and Rural Affairs, Agricultural Census, (2010) 

[http://www.defra.gov.uk/statistics/foodfarm/landuselivestock/junesurvey/junesurveyresults/] 
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It is difficult to fully quantify these changes but in comparison to the All England 

figures they appear to be representative of the changes which have taken place 

across the whole of the country, but at a slightly quicker pace. Namely: 

 

- The total number of island farms has reduced by 50%. Nationally this compares 

to a reduction of 47% 

- there has been a shift from specialist cereal farms to general cropping, with the 

area of cereal crops and bare fallow reducing 

- number of horticultural farms has reduced 58% - nationally 50% 

- area of grassland has slightly increased (temporary and permanent combined) 

- 51% reduction in the number of dairy farms on the island compares to 38% 

nationally 

- an increase (1%) in lowland grazing slightly less than the national average 

(1.5%) 

 

* the movement in Mixed and Other Farms has been ignored believing it to be a 

classification change. A reduction of 90% was seen both locally and nationally. 

 

The above structural change is also reflected by the AONB data
10

. 

 

Year 1990 1995 2002 2005 2007 2008 2009 2010 

                  
Census Item                 
Farm type - cereals 34 30 32 38 41 43 39 24 
Farm type – general 

cropping 

9 * 6 8 

6 7 8 24 
Farm type – 

horticulture 

22 15 15 8 

13 17 8 * 
Farm type – pigs & 

poultry 

5 * 6 7 

* 8 * * 
Farm type – dairy 34 29 13 15 5 * * * 
Farm type – cattle & 

sheep (lowland) 

65 64 79 83 

90 93 66 89 
Farm type -  mixed 19 20 23 25 20 15 15 19 
Farm type – other 30 52 102 111 125 127 33 * 
Size less than 5ha 46 47 122 125 134 135 18 12 
5 to <20ha 55 60 53 59 56 63 43 45 
20 to <50ha 39 42 30 45 42 40 40 34 
50 to <100ha 43 41 30 - 38 41 37 36 
100ha or > 35 28 35 45 39 40 40 42 
Total Holdings 218 218 270 274 309 319 178 169 

Table 4. Isle of Wight AONB agricultural holdings by type and year 

                                                      
10

 Department for Environment, Food and Rural Affairs, Agricultural Census, (2010) 

[http://www.defra.gov.uk/statistics/files/defra-stats-foodfarm-landuselivestock-june-results-aonb-

series-110803.xls] 
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These figures indicate that: 

- The total number of farms had reduced dramatically (by 50% at Island level 

and by 38% at AONB level) – as a comparison, at England level between 2005 

and 2010 the number of farms decreased from 195908 to 105,449 

- Average farm size has increased drastically (2006 = 33.55ha; 2010 = 65.75 ha) 

- The total number of holdings for dairy and livestock, and amount of permanent 

grass and rough grazing land has not changed significantly indicating a shift 

from dairy to beef and sheep 

- There is a small increase in the total amount of labour, but with a re-profiling 

of the type of labour 

- Whilst the total number of horticultural enterprises has reduced, further 

analysis of the census shows that both the vegetable and salad, and the fruit 

hectarage has increased 

 

In 2008 a map was produced by the Isle of Wight Council which spatially displayed 

farm types. This is re-produced in Figure 1. We have been unable to ascertain from 

the Isle of Wight Council the data source but it does provide a visual representation 

of the Island’s agricultural sector. 

 

4.5 Analysis of LEADER achievements with reference to the Island’s 

food sector 

 

In terms of the local food sector the LEADER Local Development Strategy (LDS) 

priorities are: 

 

• Modernisation of Agricultural Holdings 

• Adding Value to Agricultural Products 

• Development of new products, process & technologies in agriculture & food 

sectors 

• Creation & development of innovative & enterprising rural micro businesses 

that support the wider economy 

• Encouragement of Tourism activities, particularly niche, green & collaborative 

activities 

 

The focus on the land-based industries has been underpinned by a strong 

concentration on supporting projects which will have an impact on the wider rural 

economy and deliver the following objectives: 

 

• Improving processing & storage facilities 

• Encouraging farmers & growers to diversify into non-agricultural activities 

• Encouraging start-up and growth of rural micro-businesses 

• Introducing new technology 

• Enhancing environmental performance 

• Encouraging sectoral co-operation 
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• Encouraging green or niche tourism 

 

The local food sector has received significant LEADER support with 42 projects (40% 

of total LEADER projects) being food related, through production, retail, marketing or 

other co-operation / support.  Over £800,000 LEADER funding has been invested in 

these food related projects which has generated a total investment of over £1.8m
11

 

as at 31 December 2013.  

 

In summary: 

 

IW LEADER  

Priorities 

No of food 

related LEADER 

projects  

LEADER Funding 

Invested 

Total 

Investment 

including 

leverage 

Modernisation of 

agricultural holdings 
6 £139,819 £377,550 

Adding-value to 

agricultural and forestry 

products 

8 £136,001 £378,955 

Development of new 

products 
2 £23,865 £29,265 

Diversification into non-

agricultural activities 
15 £264,333 £551,649 

Support creation and 

development of micro 

businesses 

11 £268,506 £556,166 

Total 42 £832,524 £1,893,585 

Table 5. Summary of LEADER supported projects 

 

Modernisation of Agricultural Holdings 

The 6 projects supporting modernisation of agricultural holdings have focused on 

improving the value of products through introduction of technology and improving 

facilities.   

 

Adding Value to Agricultural Products 

Directly adding value to agricultural products is a key area for local food sector, with 

LEADER projects supporting milling operations, jam production, expansion of crop-

based products, and the livestock sector having also been supporting through 

funding of small butchery, chillers & cutting rooms.  

 

Examples of projects funded under this measure include the Tomato Stall’s projects 

which aim to support expansion of their range of products.  

                                                      
11

 This includes actual and contracted funding & project match. 
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Local fruit growing company, The Fruit Bowl has been supported to move its jam-

making facilities out of a home-kitchen into purpose built storage and processing 

unit on-site.  This project has achieved impressive growth and sales figures and 

increased demand has led to an increased planting area.  The jam is sold mainly 

wholesale to farm-shops and B2B direct to restaurants, hotels, B&Bs and bakers.   

 

The project is also an example of LEADER’s commitment to encouraging 

environmental awareness and reducing use of finite resources.  The project’s aim is 

to be completely self-sufficient in energy use and has currently installed a mixture of 

solar PV and solar thermal hot water, a heat pump and rainwater harvesting 

resulting in a product marketing itself as ‘totally green jam’! 

 

Calbourne Water Mill’s funding under this measure is related to new and restoration 

of milling equipment to enable year-round operations and offset difficulties being 

caused by falling water levels for the water-powered mill.  The investment will also 

support expansion of the product range to include milled oats.  This business, whilst 

having a tourism element, is also a key support to local cereal growers, and will 

provide other local processors increased access to local flours.  Again this project has 

a key environmental element with the new mill being powered by bio-diesel made 

on site from waste cooking oil.   

 

Diversification into non-agricultural activities 

Diversification to non-agricultural activity has been an important feature of LEADER 

and impacted the local food sector on the island.  Support for all aspects of farming 

has seen the introduction of new products: ice cream, cheeses, yoghurt, meat and 

game sausages & pies, biltong, jams & chutneys, bakery and breakfast products.  

These products have also been supported through the simultaneous development of 

sales outlet opportunities for local food products.  Not only the 4 new farm-shops 

and famer’s markets supported by LEADER, but also those pre-existing LEADER, the 

local supermarkets increased stocking of local produce and island wholesalers, such 

as Island Foods and Medina Food Services.  These businesses have all benefited from 

availability of an extended range of high quality locally produced products, and have 

contributed to the wider impact of LEADER funding.  

 

The 4 farm shops funded by LEADER, whilst all having a good range of produce and 

products from across the island also demonstrate several varying approaches to 

bringing local produce direct to the customer.   

• Mottistone is perhaps the most traditional of the four with its own meat 

being a key focus – it also provides a seasonal food delivery service to local 

tourist accommodation and has an outlet for trees & plants.   

• The Dairy Deli, again has a focus on its range of Calbourne Classics range 

products and therefore has an increased range of dairy-based products, 

including LEADER funded yoghurt.  The addition of a small café area lends 

itself to promoting these and other products which can be eaten on site or 

purchased.  It also aims to provide more of a ‘corner-shop’ service to its local 

community being located in a former garage forecourt shop which had 

provided some basic products in that vein.   
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• Kings Manor Farm shop and café has developed a different strategy again, 

with a focus on its bistro’s menu and generally carrying a smaller range of 

other produce.   

• Finally the Garlic Farm which as part of a larger project, had an extension of 

its shop funded by LEADER was a well established farm-shop but forms part 

of a wider integrated offer.  There is an emphasis on a whole visitor 

experience focussed on its famous garlic and garlic products and includes 

education/heritage, opportunities to buy seed/crop lifecycle info, 

café/restaurant and a range of gifts and processed products as well as an 

element of the more traditional farm-shop stock.   

 

Whilst there has been some local debate on the ability of the island to support an 

ever-increasing number of farm-shops as well as two weekly Farmers’ markets, the 

strategic approach of the Local Action Group has mitigated a proliferation of directly 

competing outlets.   

 

This can also be demonstrated in the 2 café/tea room projects funded under 

diversifications – Bluebells at Briddlesford Lodge Farm and Quarr Abbey 

tearooms/shop.  Whilst both focus on local produce Briddlesford’s adjacent farm 

shop offers a wider range of products and highlights the relationship between the 

eating and the shopping experience more overtly.  Quarr’s range of bought-in 

products is smaller and offers more of a one-off or gift based products rather than 

specifically home-farm or locally produced.  Bluebells also has facilities within the 

café for meetings and educational groups which can directly and indirectly raise 

awareness of the range and quality of local food as well as extend knowledge of food 

provenance.  Again, whilst on paper very similar projects the two have developed 

different approaches with Bluebells being very much farm-based and rooted in its 

farming heritage, whilst Quarr, still farm-based but notwithstanding its apiary 

developments, highlights its heritage in terms of its ethos of serving the local 

community.   

 

Support for the creation and development of rural micro businesses.  

LEADER funding of food related projects, has resulted in 42 individual projects 

directly investing in 24 businesses (13 farm-based; 11 non-farm) plus 5 organisations 

which represent multiple businesses (IW Grain, Vectis Food & Craft, IW Farmers 

Market, IW Dairy Farmers & IW Fruit Group).  Whilst these are the businesses 

hosting projects and therefore in control of the total investment made and benefits 

delivered, the number of business benefiting more indirectly has a large multiplier 

effect on the impact of funding.   

 

Whilst there is no restriction on businesses applying for individual funding, or a lower 

limit of the amount of funding applied for, demonstrating the wider impact of the 

proposed funding, and strategic impact on the island’s economy has been a feature 

of the Local Action Group’s approach to appraisal and approval of projects.  Apart 

from those in ‘group’ organisations an example of this is Island Foods, which is a 

wholesale butcher specialising in supply of local meat to restaurants, cafes, hotels 

and more recently is moving into the residential home sector.  The business also 
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provides small meat producers with access to mainland abattoir trips so as well as 

providing new markets for island meat facilitates smaller producers to process their 

animals and access the same markets as larger businesses.   

 

The LEADER food projects have so far recorded a total of 265 businesses being 

impacted, which is over 400% of the total LEADER target for businesses growing 

activities as a result of LEADER funding.  Although this does include some anomalies 

as for example, most farm shop projects will record IW Cheese as a supplier, more 

obvious instances have been identified and removed pending further analysis.  For 

example, the four IW Grain projects each directly impact the now 51 members of the 

IW Grain group, but have only been counted once – as an additional 150 businesses 

would appear to give an inaccurate indication of numbers of businesses, whilst still 

however being a fair reflection on the number of interventions achieved by the 

funding.   

 

In the early years of LEADER this additional benefit was not captured but ongoing 

monitoring has aimed to pick up these additional figures with later projects being 

asked to provide details of suppliers and customers.  Whilst the current figures 

include some of these outputs there is on-going work being carried out as part of the 

programme closure which will capture further details of this extended impact to the 

local economy.   

 

Included also in the group of food related projects are not only producers but 11 

non-farm-based businesses which either utilise local products in their own products 

or bring them to market.   Made on the Isle of Wight as an example, is a niche 

retailer with 100% of its stock being produced on the island.  It has a section of its 

retail space specifically set aside for local food products and also serves local 

products in its small café area.  The Taverner’s project provided retail space within 

the pub, which is award-winning and well known for its concentration on local 

seasonal produce, and sells its own sauces and during the summer, other home 

made food is sold take-away style, which like the main gastro-pub menu uses local 

produce.  Island Foods, a key business in this group has been outlined above.  These 

types of business contribute significantly to the wider impact of funding with their 

expertise effectively used to benefit all stakeholders, encouraging the sector to work 

together to bring products to an extended market.   

 

Creation / development of micro businesses 

Whilst direct support of land-based businesses is a key focus of LEADER the food 

sector has significantly benefited from support for other rural micro businesses, not 

only with established businesses but through 3 food related businesses being 

created.  Isle of Wight Biltong uses local meat to produce a new product and not only 

demonstrates adding value, is also based on a farm site in converted buildings, so 

indirectly supports that farm with additional income.  Isle of Wight Ice Cream is a 

new venture bringing together a farm-based and a food distribution business to 

provide a local alternative to the basic ice-cream cone market.  The third, Made on 

the Isle of Wight has been outlined above.   

 



 

 35

The availability of project funding has been a key feature in establishing these 

businesses with two of these start-ups and other young businesses making 

applications stating that without the LEADER funding the investment would not have 

been possible.  Availability of funding has been cited as an issue for applicants, and 

even having draft contracts offering 50% funding has not been sufficient to secure 

commercial loans for some projects.  Young businesses, especially those without the 

benefit of established land-based operations from which to diversify in particular 

face challenges in raising the 100% upfront capital as well as the longer-term match-

funding required for LEADER applicants.  The scale of risk associated with young 

businesses, even with evidenced orders and growth potential, is not currently 

attractive to the commercial market and often it is only with a combination of 

private funds, family support and locally available funding such as IW Lottery Loans & 

LEADER, has it been possible for some small businesses to make successful 

applications.  Historically, risk had been encouraged as a significant element of the 

LEADER funding, however in practice it is not always the case.   On-going monitoring 

and case studies of businesses such as these LEADER start-ups will be a valuable tool 

for fully evaluating the impact of LEADER funding and in particular further analysis of 

the amount of risk undertaken by funders would be useful to inform new 

programme development. 

 

Jobs created & safeguarded related to LEADER food sector projects 

The 42 food related projects have so far reported the creation and safeguarding of 

52.84 fte jobs. (33.72 created & 19.12 safeguarded), with 96% of these being located 

in the LEADER area.  On-going monitoring of all outputs will continue until the end 

December 2013 but the recording of safeguarded positions has changed during the 

lifetime of the programme and is particularly likely to be under-calculated within 

these figures, and this is currently being reviewed as part of programme closure.   

 

The significance of job creation in the local food sector for LEADER is high as these 

represent 53% of the target for the whole programme, but for the businesses the 

significance is the importance of capital investment in allowing businesses to support 

on-going employment opportunities.  The closedown monitoring of numbers 

employed as a result of LEADER funding will therefore be important, not only for 

meeting targets but for evidencing the sustainability of those businesses funded in 

the earlier years of the programme.  

 

Of the 52.84 jobs, 8.25 positions are in the new start up businesses both as new 

employees and as providing owners with paid positions following development of 

new enterprises.  57% of projects have either created or sustained positions directly 

from LEADER funded activities with the majority of positions being part time (11 

projects report part time and occasionally seasonal jobs)  

 

6 of the farm-based businesses are being led by second and third generations of 

farming families, sustaining positions through development of new products, 

processes and diversifications and helping address the age barrier to investment 

referred to above at 4.1.  There are also other examples of younger generations 



 

 36

becoming involved in this sector’s rural businesses, such as IW Biltong and Island 

Bakers – the latter also employing an apprentice baker.   

 

Encouragement of Co-operation  

Whilst the Local Action Group has concentrated on maximising the wider impact of 

funding allocated for all projects, support for organisations representing multiple 

businesses not only encourages sectoral co-operation but contributes to the 

strategic role of LEADER which the Local Action Group has been keen to highlight.   

 

As already mentioned above this has been the case with IW Grain, where 51 farming 

businesses are impacted by investment in the co-operative group, there are other 

projects which impact a number of businesses and address common issues faced by 

businesses through formal co-operation – The IW Fruit Group and IW Dairy Farmers.   

The IW Fruit Group is a joint marketing and sales venture helping to secure a market 

for soft fruit on the Isle of Wight and providing a co-operative structure for other soft 

fruit growers on the Island to join and benefit from collaborative marketing.  It has 

also allowed local shops, catering outlets and wholesalers to deal with a central 

organisation facilitating access to a wider market.   

 

The IW Dairy Farmers has recently been approved and offers the opportunity to fund 

the setting up of a “co-operative” farmer owned business to market local milk direct 

to retailers.  There has been a local campaign to stimulate support for this and 

LEADER will provide support to set up the necessary legal and formal structure to 

allow this venture to meet demand and sustain the benefits to the local dairy sector.  

This is part of a current national movement to support the dairy industry and has 

been recognised by Defra as the type of project that could deliver real benefits to the 

local industry and in turn could provide renewed stimulus to the local food sector 

generally.  Such innovative projects are not without risk however and again this is 

perhaps an example of the strategic and innovative projects, strongly based on local 

demand and knowledge that the LEADER approach is particularly well suited to 

support.  

 

Encouragement of Tourism activities 

There are no tourism projects funded that directly relate to the local food sector 

however the Royal IW Agricultural Society’s project which incorporated development 

of a three year plan for the IW County Show offers opportunities to profile island 

food– this year the Members Pavilion highlighted local food in its lunch menu and 

ways to promote and feature local produce are part of planned developments in 

subsequent years of the Show’s business planning. 

 

Chessell Pottery Café is tourism related and was funded to upgrade kitchen facilities 

and extend the café’s season by installing a wood-burning stove.  The café uses local 

food and is particularly well known for its cream teas which are home-baked and use 

local jam and cream.  Although part of a wider project the support for local food and 

raising awareness of local products is a key part of the ethos of the business in terms 

of its café.  
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Similarly, whilst Calbourne main priority is the development and expansion of the 

watermill, this will both expand its range of products and will become part of the 

tourist attraction, contributing to raising awareness of the food chain, food 

provenance and the heritage of locally produced food.   

 

There are also 6 tourism accommodation related farm diversifications which are 

encouraged to promote local produce to their guests.  For example, the Eco-Lodge 

Project at Tapnell Farm promotes local food through their welcome packs, publicity 

of local food delivery service and using local produce for organised activities held on 

site.  Other holiday accommodation projects have similar welcome packs and the 

Local Action Group encourage projects to include raising awareness of local food 

wherever appropriate to the project activities. 
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5.0 The Isle of Wight food sector 

 

In 2009 an assessment was made of the Island’s ability to supply the public sector by 

Ben Brown, with funding from SEEDA. This took into account seasonality and supply. 

Table 6 shows the Island’s ability to supply the pilot project (IW College, Riverside 

Centre, St Mary’s Hospital and IW Council ex schools), rather than the ability to 

supply the whole of the sector, or the whole of the Island. Ben considers that the 

Island’s ability to supply some salad products has decreased since the time of the 

review. 

 

Figure 1 is a map provided by the Isle of Wight Council, detailing farm types on the 

island. We have been unable to determine the data behind this. 

 

In the absence of reliable data it has not been possible to calculate the Island’s 

balance of trade for the specific parts of the food sector and therefore we have 

analysed the key trends. 

 

5.1 The arable sector 

Most of the Island’s cereal farmers are members of Isle of Wight Grain Storage 

Limited, which is the farmers’ co-operative on the Isle of Wight which accredits, 

stores and ships grain from 94% of the Island’s cereal farmers and transports grain 

for two of the other three farmers producing grain.  The co-operative is a strategic 

resource for farming on the Island. Medina Wharf is owned by PD Ports, and IW 

Grain leases a substantial portion of the wharf side for reception, analysis and 

storage and subsequent shipping of grain grown on the Island. 

 

IW Grain has 13 storage silos with a total capacity of 14,500 ton. There is an 

additional 3,000 ton of holding space and annual throughput is circa 30,000 ton with 

a value of circa £6m. Most grain produced on the Isle of Wight is destined for 

markets on the mainland and in Europe. 

 

There is one flour mill on the Isle of Wight – Calbourne Water Mill. This produces 

flours, mueslis and baked goods for sale in its own shops, plus other farm shops and 

Southern Co-op. It is also available wholesale. 

 

The Agricultural Census figures (chapter 4) indicate that the arable sector has slightly 

contracted. Continued pressure on margins and the absence of successors have been 

cited as reasons for this decline although Increased prices over the last two years 

may have helped to reverse this trend although profitability has continued to be 

undermined by rising fertiliser and transport costs.  In normal years most cereal 

production on the Island goes for human consumption (bread, cake biscuits etc), 

rapeseed (cooking oil), and malting barley. 
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Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Product

Cauliflower

Cabbage Savoy

Cabbage Tundra

Cabbage Round

Cabbage Red

Potato Red

Potato White

Potato New

Potato Chipping

Parsnip

Beetroot

Leeks

Kale

Sprouts

Sprout Top

Spring Green

Purple Sprouting

Asparagus

Sweetcorn

Squash

Pumpkin

Broad Beans

Runner Beans

Artichoke

Lettuce Cos

Lettuce Iceburg

Lettuce Gem

Lettuce Raddicio

Lettuce Fancy

Mixed Salad Leaves

Cucumber

Tomato Round

Tomato Vine

Tomato Cherry

Tomato Mixed/colour

Courgette

Marrow

Strawberry

Raspberry

Cherry

Gooseberry

Current

Blackberry

Apricot

Plum

Full Supply 2011

Limited Supply 2011

Table 6. Results of public procurement pilot project 

 

 

.  



 

 

Figure 1. Isle of Wight Council map of farm types  



 

 

Isle of Wight Grain is now proposing a bio-digester which will encourage farmers to 

plant maize as a break crop between wheat. This will reduce the amount of other 

break crops e.g. beans grown. 

 

5.2 The dairy sector 

In the 1960’s there were in excess of 300 dairy farms, now there are fewer than 20. 

Since 2006, the Agricultural Census figures indicate the number of dairy farmers has 

halved in number.  

 

Currently Island dairy farms produce approximately 20 million litres of milk, of which 

currently almost 80% is transported off the island where it becomes an homogenous 

product
12

. 

 

Nationally, the dairy industry is struggling with rising costs expected to increase the 

average cost of production to approximately 31ppl
13

 , well above the average sales 

price. Locally the cost / price squeeze is exasperated by the additional costs 

associated with moving milk off the island and also transporting feed on to the island 

to feed the cows.   

 

A high-profile campaign by the local dairy industry on the island has led to a proposal 

to market Isle of Wight milk as a branded product. With over 4,000 signatures, the 

campaign has had a largely positive reaction from the island’s supermarkets. The 

dairy farmers now aim to establish a co-operative with processing facilities. 

 

With approximately 2.2 million visitors to the IW plus 140,000 residents and an 

assumption of 1.6 litres of milk consumed per head per week the group have 

assessed that there is tremendous potential to increase the consumption of island 

milk.  

 

Other Island milk processors include Briddlesford Lodge Farm who bottle a small 

amount of their total Guernsey milk, Queensbower who produce guernsey milk for a 

milk round and cheese-making, Coppidhall Farm who bottle under the ‘Wight Milk’ 

name, Three Gates Farm who also produce yoghurt, ice cream and cream, and 

Chilton Farm who produce ice cream.  

 

 

5.3 The meat sector 

Over the last few years links along the supply chain appear to have strengthened 

with a number of producers now working closely with meat wholesalers and 

retailers. The expansion of the farm shop sector has also helped bring local meat to 

the consumer. 

                                                      
12

 Isle of Wight Dairy Farmers, October 2012 
13

 Kite Consulting ‘Difficult times ahead..’, July 2012  
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The absence of an abattoir on the island remains a key issue, although effective 

alternative integrated solutions appear to a certain extent to have addressed this 

issue. So much so there appears little impetus for the sector to undertake the 

investment and commitment required to re-establish killing and meat cutting 

facilities on the island. The New Forest has similar issues and at present the New 

Forest National Park is leading a review to re-visit this issue. 

 

Feedback from the wholesale and retail butchery sectors suggest that the supply of 

quality local meat exists to meet current demand but if more were available there is 

an expectation that demand would soon match this increased supply.  

 

Notwithstanding the development of a number of strong individual brands the 

overall meat sector on the island continues to miss the growth opportunities that 

would be expected from an effective island band or marque, similar to the New 

Forest Marque. 
 

5.4 The horticultural sector 

This sector consists of a small number of individual farmers, and large companies 

such as Wight Salads and Staples. Most employ off-Island picking gangs. 

 

The Wight Salad Group is a leading UK supplier of top quality tomatoes to many of 

the major retailers. Focus is on special varieties with extra taste. They supply around 

55% of all UK grown organic tomatoes. They have extensive production within the 

Arreton Valley where they have over 260,000 m
2 

of glasshouses. Packing takes place 

in Chichester. The group are a stakeholder in The Tomato Stall who supply the local 

market. 

 

Staples have a large Island presence, particularly in West Wight. They both own and 

lease land and have a team of local staff.  

 

The Island can and does supply most horticultural products, although often in limited 

numbers, and is far from self-sufficient. Lettuce and cucumbers are not grown locally 

in any great quantity.  

 

5.5 The fish sector 

The main fishing ports on the Island are Yarmouth, Ventnor and Bembridge. There 

are a decreasing number of boats, although the market size probably has not got 

smaller. Threats include the cost of licences and setting up, rising fuel charges and 

the lack of young people entering the industry. There is now a Needles Fisherman’s 

Co-operative. 

 

In the summer the Island can use most of the catch, but off-season a lot is sold to the 

West Country or abroad. The Spanish will also take fish that are not used locally such 

as cuttlefish and spider crab. 
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We have been unable to ascertain the nature of the island’s sea fishing industry, and 

recommend that it would be useful to explore this further in order to maximise the 

potential of any government or European support. 

 

The Island Fish Farm produces fresh trout, smoked trout and trout pate. These can 

be purchased from their own premises at Brighstone, or from Newport Farmers’ 

Market.
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6.0 Review of Isle of Wight food webs 

6.1 Local food webs 

CPRE
 
define local food webs as the network of links between people who buy, sell, 

produce and supply food in an area. The people, businesses, towns, villages and 

countryside in the web depend on each other 

6.1.2 Are local food webs the way forward? 

There are a number of Island food producers who have the desire to, or already get a 

lot of value from retailing their products on the mainland. This section will discuss 

Isle of Wight food webs but also identify how the Island’s food sector can make the 

most of the opportunities to extend their sales beyond the Solent. 

 

6.2 Local food retailing through local supermarkets 

In order to ground-truth supermarket policies, we conducted a survey of the main 

supermarkets in October 2012. Table 7 details the results. The main points of 

interest are: 

- Three stores, Marks and Spencer, Morrisons, Sainsburys, had no local produce 

whatsoever, although Sainburys own brand vine, cherry and organic tomatoes 

were from the Island, and Morrisons stock Tomato Stall tomatoes but were 

sold out 

- Tesco stated that they had reduced their display due to Halloween and 

Christmas promotions 

- With the exception of Southern Co-op, there is very little local food in Island 

supermarkets, and what there is, is supplied by very few producers 

- Most food appears in individual ‘local food’ stands rather than alongside other 

brands on shelves 

- Southern Co-op in Cowes had 5 separate local food stands 

6.2.1 Local produce stands or on the shelves?  

In an ideal world local products would be on special local displays (to catch the 

tourists and special interest shoppers) and on normal shelves alongside other brands 

(for the everyday shopper). The disadvantage with having all products on a ‘local 

produce’ display is that unless the consumer finds the display first, they will not buy 

the product, and if they already have another brand in their basket, they will not 

always go to the bother of picking up the IW brand, and walking back to the other 

shelf to put the alternative brand back. However, it is not always advantageous to 

supply local produce alongside the general brands as sometimes this can highlight a 

high price differential. Another limiting factor can be supermarket policy.  
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Co-op  

Cowes T.R 

M & S 

(Newport) 

Morrisons 

(Newport) 

Sainsburys 

(Newport) 

Waitrose 

(E. Cowes) 

Tescos 

(Ryde) 

Apple Juice (Sharon Orchard)             

Barbeque Sauce (Garlic farm)             

Beer / Ale (Goddards)             

Beer / Ale (Island Brewery)             

Beer / Ale (Yates)             

Biscuits (Rew Valley)             

Bread (Island Bakers)             

Bread (The Isle of Wight Bread Co)             

Butter (Rew Valley)             

Cabbage             

Cakes (Calbourne Classics)             

Cakes (Scarrotts Lane)             

Chilli Sauce (Tomato Stall)             

Chilli Sauce (Garlic Farm)             

Cheeses Assorted (IW Cheese Co)             

Chutney – Assorted (Garlic Farm)             

Chutney – Assorted (Tomato Stall)             

Crab (Best ressed Crab)             

Cream – clotted (Three Gates)             

Cream – double (Rew Valley)             

Eggs (Brownrigg)             

Eggs (Island Maid)             

Flour – assorted (Calbourne Water Mill)             

Gammon – ckd, cured on IW (Hamiltons)             

Garlic – loose             

Ketchup (Tomato Stall)             

Leeks             

Mayonnaise (Garlic Farm)             

Muesli (Calbourne Water Mill)             

Milk (Rew Valley)             

Mustard (Garlic farm)             

Mustard – Assorted (IW Mustard Co)             

Oil (Oil of Wight)             

Pasty (Hamiltons)             

Pork Pie (Hamiltons)             

Potatoes – loose              

Potatoes – packaged (Farmhouse Fayre)             

Salad Dressing – Assorted (Wild Island)             

Sausage Roll (Hamiltons)             

Soft Drinks – Assorted (Wight Crystal)             

Steak and Ale Pie(Hamiltons)             

Tomatoes – loose             

Tomatoes – Packaged (Tomato Stall)             

Tomatoes- packaged as own brand     *       

Tomatoes – Roasted, assorted (T/Stall)             

Tomato Juice (Tomato Stall)             

Tomato Sauce (Tomato Stall)             

Water – Assorted (Wight Crystal)             

Wine (Rosemary Vineyard)             

Yoghurt ( Calbourne Classics)             

Key   Display   Shelves   Both 

Table 7. Island food products available in Island supermarkets  
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6.2.1 Opportunities and barriers for producers 

Southern Co-operatives, Waitrose and Tesco all have special arrangements for local 

suppliers to supply their local stores. However, this does not mean that the suppliers 

can deal with local staff. For example Tesco have a 95 page local supplier manual and 

audit their suppliers. As Table 7 illustrates, Southern Co-op are making great efforts 

to engage local producers. They have a local food hub in Cowes that operates as a 

collection and distribution services to their Island branches. 

6.2.2 Case Study: Southern Co-operative 

Southern Co-operative has 300 stores across Hampshire, Dorset, Surrey and Sussex, 

with 12 stores of varying sizes on the Island. All Island stores stock some local 

produce, but only Cowes and Freshwater have the full range. In each county they 

employ someone to develop the range of local food specific to the area. 

 

The ‘Local Flavours’ range was introduced in 2007 and saw an increase in sales for 

the first few years before dropping back, The reason for this decrease is not 

completely clear, it could be due to reduced demand, but lack of development 

probably also played a part. Although still a very minor part of overall sales, it is now 

reinvigorated and the Island is up 21% year on year, this year. Southern Co-operative 

tries to make it as easy as possible for producers to come into the fold. They do not 

insist on SALSA accreditation, they apply normal margins and take the hit on 

wastage. They also understand when producers have difficulties with consistency of 

supplies. 

 

The Island stores support 30 local suppliers. The island business is very different from 

the mainland counties both in terms of products supplied and customer base.  The 

Island producers have not had the benefit of support groups such as Hampshire Fare, 

and therefore in some case their products lack commitment to branding, packaging 

and promotion. They are also slower to react to trends. 

 

The other great difficulty for both Southern Co-op and their producers, is the 

customer base. On the Island it is massively seasonal, indicating that it is reliant on 

holiday-makers. Local people are not buying sufficient quantities to sustain 

consistent production throughout the year. This also means there is logistical stress 

in the summer. 

 

Southern Co-operative is affiliated to the national chain of co-operative shops. This 

means that their store managers have to adhere to certain marketing agreements 

negotiated nationally, and it is not always possible to place local products alongside 

national brands. The rules are slightly more flexible for staple food such as milk, 

vegetables and eggs, and co-op find that when these Island products are placed 

alongside their national competitors, they sell very well. It should also be noted that 

these products are competitively priced, and often cheaper than the competition. 

 

Jackie Phillips, who organises Southern Co-operative’s Local Flavours range on the 

Island notes that Isle of Wight products can be divided into two separate categories 

– the delicatessen range and the staple food range, and that it would be better to 
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Outlet for Farmers' Products 
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adopt a different approach for each. The staple food range can sit happily alongside 

national products, whereas the delicatessen range often has a large price differential 

and sells better when marketed as niche. 

 

6.3 Supermarket supplying beyond the Solent 

Wight Salads produce own brand tomatoes for Marks and Spencer, Waitrose, 

Sainsburys and Booths. These are not sold as ‘Isle of Wight’ tomatoes, although the 

Isle of Wight is mentioned as provenance. Supermarkets are very precious about 

their own brands and have large lists of criteria which must be met during 

production. 

 

The Tomato Stall supplies some of the Hampshire Southern Co-operatives. As a rule, 

once a producer wishes to supply beyond the local branch, additional criteria such as 

SALSA accreditation and BRC membership tend to be required. 

 

Although Southern Co-operatives policy is to focus on produce that comes from 

within each county, where a product cannot be supplied, the network of Local 

Flavour facilitators are able to help engagement further afield. This is illustrated later 

in the Isle of Wight Biltong case study. 

 

6.4 Local food retailing through farm-related shops and markets 

 
On the Isle of Wight overall there has been an expansion in outlets selling local 

produce. Since 2008 several new local produce retail outlets have opened, although 

two exiting ones have closed. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Outlets for Farmers’ Products, 2008 
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The Farmers Market has expanded to Ryde on Saturdays, but the Vectis Food and 

Craft Market has closed. The 2009 Food Survey
14

 (see figure 2 above) asked farmers 

about the outlets for their products and 45% distributed through the farmers 

markets. However, the Farmer’s Market has seen a recent decline in both stall 

holders and customers, and the majority of stall holders are now ones who do not 

have their own retail outlets. 

 

Discussions with local producers revealed that, on the whole, whilst gross margins 

can vary between local convenience stores, local supermarkets, farm shops and the 

farmers market, once direct costs have been attributed, the net margins are much 

the same. The most profitable place for a producer to sell should be their own farm 

shop if they are lucky enough to have one. 

 

6.5 Local food retailing through specialist shops and markets and 

markets beyond the Solent 

Some local producers are supplying mainland shops and farmers markets. However, 

transport costs appear to be a major barrier, and often when successful, it is where 

local suppliers work together to share costs. For example, The Tomato Stall 

informally acts as a conduit between Island producers and Hampshire outlets by 

distributing boxes at Hampshire Farmers Market. 

 

6.5.1 Case Study: The Tomato Stall 

The Tomato Stall has been very successful at building both their island and mainland 

business and currently the split is 30% / 70%.  They started their mainland strategy 

by being at the right places e.g. Borough Market but have broadened London 

delivery across a number of weekend farmers’ and other markets, to maximise the 

potential sales using at first one vehicle, and now three. Utilising Island and London 

staff, they currently have a presence at Borough Market, Broadway (Hackney), 

Pimlico Road, Wimbledon, Notting Hill, Hampstead, Parliament Hill, Ealing, 

Twickenham, Barnes, Marylebone, Queens Park, Parsons Green, Blackheath, 

Islington and Walthamstow. 

 

They have additional vehicles serving Bath Farmers’ Market and West Country 

retailers and Hampshire and Surrey. In all instances they are promoting quality and 

brand, rather than the place of origin. The West Country, Hampshire and Surrey 

delivery rounds were developed by touring farm shops, delicatessens and garden 

centres with free samples and the promise of weekly deliveries. 

 

Business is currently expanding at 40% year on year and The Tomato Stall still 

believes that there is the market capacity to expand within the Home Counties for 

another 3 or 4 years. In addition to carrying their own products, they are also able to 

offer delivery space to high value products including A. E. Brown’s asparagus, Wild 

Island dressings and IW Mushrooms. 
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On the Island, as well as supplying the Farmers’ Market and local farm and food 

shops, The Tomato Stall also supply pubs, wholesalers and up-market restaurants. 

The percentage of island sales versus mainland sales is increasing. 

 

By increasing sales of their manufactured products such as sauces and pickles, The 

Tomato Stall have been able to counteract the seasonality of tomato production and 

sales, and maintain staff throughout the winter. 

 

In order to maintain a relationship with their outlets, The Tomato Stall employ 

delivery people with friendly persona, utilise Facebook and Twitter (704 followers) 

and have a London P.R company shared with Wight Salads. 

 

6.5.2 Case Study: Isle of Wight Biltong 

Isle of Wight Biltong are a micro partnership company in their second year of 

operation. They use lean beef from Kemphill Farm and Cheverton Farm and cure 

with sea salt and other flavours to create a unique texture. 

 

The business stayed small and mainly local in its first year, but succeeded in winning 

national awards. Realising that they needed to expand their sales beyond the Island, 

they initially explored the deli and farm shop market believing that their Great Taste 

Award winning hand-made charcuterie was the right product. However, whilst being 

accepted for sale, the footfall and turnover in the shops in the current recession was 

not enough to support their growth. 

 

A meeting with Palmer and Harvey in Telford has led to IW Biltong’s involvement 

with their Plus Extra Catalogue that is aimed at the snack market and sent to 6,000 

retailers and forecourts.  P&H guarantee payment and issue and pay one invoice. 

 

There is a huge national snack market, but retailers must invest in packing that 

conforms. To test the market they have trialled sales in Southampton University 

Students Union shop. In three weeks the one shop sold over 10 times the number of 

packets they would sell from Island farm shops. The catalogue is released early 2013 

and they hope sales will be repeated across the country. 

 

6.6 Gaps in the Island’s supply web 

6.6.1 Desire to trade with supermarkets 

The number of producers that are supplying Southern Co-operative indicates that 

there is strong support from the retailer for local producers who wish to supply 

them. However, coverage beyond Southern Co-operatives is patchy and limited to a 

few key suppliers. Discussions with local producers indicated a number of reasons 

for this, and several producers did not want to expand beyond Co-op for ethical 

reasons. Others felt that it would divert customers from their own outlets. Other 

limiting factors could be a hesitance to rely on a sole large outlet, and inability to 
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supply sufficient produce on a regular basis, although these factors were not 

mentioned by the suppliers we spoke to. 

6.6.2 Confidence and knowledge to establish a new product / outlet or expand an 

exiting one 

Since the demise of the Regional Development Agencies and the regionalisation of 

Business Link Services, there are no locally-based people to give free advice or 

mentoring to local producers. 

 

Some producers have expressed a wish for better support and advice with regards to 

statutory requirements and / or achieving industry standards. 

 

Southern Co-operatives have noted that on the whole Island producers are not as 

savvy as Hampshire producers when it comes to branding and promotion, with 

Hampshire products looking more sophisticated. They also note that some producers 

are not keeping up with perceptions and trends – what is popular, what is coming 

into fashion. 

6.6.3 Case Study: Wild Island 

Wild Island is a new company producing a range of oils, dressings and vinegars. 

These can be purchased direct from their website 

(http://www.wildislandstore.co.uk/about), through Southern Co-operative, or 

through a number of farm shops. 

 

Having established a quality product the owner now wishes to focus on expansion. 

However with the demands of expanding production they really need support from a 

mentor to help them with SALSA accreditation (food safety certification scheme for 

small and micro suppliers who are looking to supply national buyers on a local or 

regional level) and with the other skills that used to be supplied by Business Link 

such as accounting, book-keeping linking with business angels and legal advice. 

 

Other areas where they highlight needs are a wider range of food-related courses 

from the IW College and the lack of small business production units. 

6.6.4 Distribution services 

Distribution of local food seems to be rather ad-hoc. This does not appear to create a 

problem for producers who wish to supply the Island market, but can be a major 

issue to distributing off-island.  

 

Packaging for distribution can be expensive. This is particularly an issue with low 

value produce.    

6.6.5 Selling to restaurants and wholesale 

In 2009 the Isle of Wight Food Survey
15

 found that there was only minimal evidence 

of businesses selling direct to non farming outlets such as pubs and restaurants. 
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There is a growing number of establishments that market local food credentials (e.g. 

Taverners at Godshill), but this still appears to be an area with capacity for further 

growth and development. It was found that wholesale outlets were dominated by 

off-island businesses, especially in the livestock sectors. 

 

6.7 Opportunities for future investment 

6.7.1  Increasing confidence and knowledge 

The Isle of Wight Council have multi-skilled officers who are able to give advice on 

trading standards, environmental health, environmental protection and licensing. 

They also have close links with planning officers. 

 

Planning officers prefer businesses to engage with them at early stages of any 

development and offer mentoring sessions where they feel there is a need by a 

specific business. Businesses are assessed for visits according to a risk matrix or if 

there have been complaints. 

 

Whilst there are no mentors available free of charge, it may be possible to find a 

small amount of funding that could pull together a number of agencies and 

individuals who can offer no-cost / low cost assistance. The Isle of Wight Council 

were keen trial multi-agency roadshows as a way of engaging with people. 

 

Local agencies should look for opportunities for revenue funding that can be used to 

provide support and co-ordination for a Food Sector Development Officer. As well as 

developing the market, this person could be tasked with advising on branding, 

promotion and certification.  

 

When it comes to off-island selling, provenance becomes more important – in fact 

two local retailers stressed that more people are looking for provenance and quality 

now, rather than just local food. SALSA accreditation will be critical for suppliers 

wishing to supply to mainland outlets. There are probably only a small number of 

producers who have the desire and capacity to expand in this direction and it would 

be useful to work with these. Off-Island group visits would help expand their vision.  

6.7.2  Improving distribution 

There still appears to be market capacity to extend food hubs on the Island. Farmer 

Jack’s have been limited by lack of space. There must be other outlets similar to 

Quay Arts and Ventnor Botanic Gardens which would appreciate local food being 

supplied in one delivery and by one invoice. 

6.7.3  Improving links with restaurants and wholesale 

Earlier suggestions regarding increasing confidence should help Island producers to 

increase their direct selling to restaurants and wholesale. However, this should also 

be accompanied by ‘meet the buyer’ events which, along with introductions, allow 

the parties to discuss business specifics. 
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It could be useful to identify producers with potential for expansion and take them 

to speciality food fares where they have the chance to see the quality, range and 

marketing of other products.  

 

Producers of quality, speciality produce could also be introduced to celebrity chefs. 

Some Island producers are already working with Jamie Oliver’s 15 programme, and 

this could offer an introduction to further opportunities. 
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7.0 Rural settlements and their relationship with local food 

7.1 National context 

7.1.1 Decline of town and village centres 

The majority of research relates to market towns rather than the settlement size 

found within the Island’s AONB. However, much is still relevant. The Isle of Wight’s 

rural towns are less affected by the widespread failure of high street household 

name businesses, including Woolworths and Barratts, but are more vulnerable to the 

recession affecting the few Island business chains. Whilst the food sector may not be 

directly affected by closures, when towns go into decline it means that less people 

visit, and thus footfall to the local butchers and bakers etc drops. 

 

Town centre vacancy rates average 14% nationally
16

, though they vary considerably. 

As well as the effects of the recession, other trends behind this include the growth of 

out-of-town stores. The decline in spending on the high street as a percentage of 

total retail spending illustrates the long-term nature of the problem: from 49.4% in 

2000 to 42.5% in 2011, to a projected 39.8% by 2014. The overall impact of this 

decline is fewer shoppers, spending less. This is coupled with a relentless increase in 

supermarket floor space on the Island. In recent years Morrisons and Sainsburys 

have expanded and we have seen the arrival, or imminent arrival of Waitrose, Lidl, 

Aldi and Asda. Anecdotally, it is claimed that we have more supermarkets per head 

than anywhere else in the country, although we have been unable to find a source 

for this statement. 

7.1.2 Changes in shopping habits 

Online shopping is growing rapidly. CPRE state that internet sales of all goods have 

doubled since 2000 from 5.1% to 10.2% in 2012, and they anticipate internet sales 

could reach 12.2% by 2014 and 20% by 2020. Shopping on mobile devices (m-

commerce) is another emerging trend. There is no research to indicate how 

vulnerable local food is to this trend, but what it does do is again reduce real footfall 

in town centre.   

 

With regards to food, the trends in e-commerce are most reflected in the trend for 

supermarket on-line ordering for local delivery. Sainsbury’s, Waitrose and Tesco’s all 

offer this service Island-wide. However there are also locally run delivery schemes. 

One local farm runs an on-line delivery service for a variety of local foods including 

bakery, dairy, meat and fish, and there are at least two vegetable box schemes. 

7.1.3 The Localism Act 2011 

The Localism Act encourages communities to take a greater role in planning strategy, 

such as allocating sites for development etc. Neighbourhood plans can only be made 

by one of two groups: town or parish councils or neighbourhood forums and must be 
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in general conformity with the local development plan. In the Island’s case, it would 

be the Island Plan Core Strategy.  

7.1.4 Case Study: The East Suffolk Food Web 

In 1997, threatened by the opening of a large supermarket, local organisations 

surveyed a large number of local producers, wholesalers and retail outlets
17

. The 

main conclusion of the report was that virtually all food businesses start on a small-

scale - but that this is almost impossible without small retailing outlets. They are part 

of an interdependent web and also underpin a wide range of other businesses, such 

as banks, electricians and accountants, as well as providing considerable local 

employment. The local planning authority therefore adopted a proactive policy to 

support small-scale retailing. The same businesses were surveyed 8 years later and it 

was found that not only had most survived, in many cases they had expanded and 

there were more of them. There were more places to buy locally sourced food, more 

locally sourced dishes in pub and restaurants, more producers and a greater range of 

food on sale. 

 

7.2 The Island context 

7.2.1 The Island Plan Core Strategy 

The Island’s local development spatial plan whilst recognising that focus is given to 

economic regeneration within the Key Regeneration Areas, also recognises that 

there is a strong community feeling that it is important to ensure that villages and 

hamlets continue to thrive and meet the commercial and community needs of rural 

areas. 

 

Policy SP3 provides clear support for sustainable growth in rural economies and it is 

also clearly stated the Council will be supportive of proposals for locally sustainable 

economic development across the Rural Service Centres and the rural Wight when 

proposals are broadly compliant with the development management policies, 

particularly DM8 – Economic Development and DM10 – Rural Service Centres and 

Wider Rural Areas.  

 

Economic Development - Policy DM8 states that the Council will support proposals 

for: 

- Rural economic development opportunities and farm diversification 

schemes that contribute to the sustainability of the wider countryside; 

- The conversion and re-use of existing buildings. 

 

Rural Service Centres and Wider Rural Areas - Policy DM10 deals primarily with rural 

villages/hamlets and provision of services.  It does however recognise however that 

farm shops can have a role to play in rural economic activity and that it is not 

necessary for such facilities to be located within the defined settlement boundaries. 
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The Island has two Small Regeneration Areas (Freshwater / Totland and Ventnor) 

and eleven Rural Service Centres (Arreton, Bembridge, Brading, Brighstone, Godshill, 

Niton, Rookley, St Helens, Wootton, Wroxall and Yarmouth). These locations were 

selected by the appliance of a rural sustainability  matrix, which scores against the 

presence of shops, transport network, schools, health and services. 

 

7.2.2 Rural settlement selection 

Although much of the discussion below could be applied to any of the Island’s rural 

settlements we have decided to focus on one, Freshwater, part of a Small 

Regeneration Area surrounded by the AONB, to identify specific factors and 

observations.  

 

In August 2012 Freshwater embarked on its Neighbourhood Plan which it hopes will 

be adopted by Autumn 2014. It is currently in its research stage and the work 

undertaken as part of this review is to be used by the Freshwater Neighbourhood 

Plan team. As their Plan takes shape and their evidence base develops their findings 

will be shared. 

 

Freshwater is a settlement that has a reasonably sized High Street that has a number 

of empty properties. In 2012 a survey of retail premises extending from Honnor and 

Jeffreys in Afton Road through to the Co-op at Avenue Road showed that of 89 

premises 10 were empty or not trading and there were 7 charity shops
18

.  

Freshwater has a baker, fishmonger and butcher. It also has four banks, a sports 

centre, a primary school, a post office and two medium sized supermarkets.  

 

It has a parish population of 5,751 (2009) and working age population of 3,000.  At 

69.7% the economically active percentage of the population aged 16-64 is below the 

Island (72.2%) and the GB (74%) average. A significant factor is the relatively high 

number of early retired individuals. This combines with the disproportionately high 

level of people aged 60+.   

 

A higher than average percentage of part time working, both sexes, prevails and the 

population is typically employed in the lower grade occupations, with lower level 

qualifications i.e. GCSE’s O Levels, A levels, NVQ 1-3.   

 

Freshwater is a central service centre to a number of villages within the West Wight. 

The three main business sectors are retailing, tourism and leisure and professional 

services. It is an area with a large amount of tourist accommodation, mostly self-

catering or bed and breakfast (at the time of writing 18 of these are within the AONB 

‘Our Land’ programme). 
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Two farm shops are on the outskirts of town at Kings Manor Farm and Afton 

Nurseries. Southern Co-op have their busiest Island store slightly outside the main 

shopping area and this is set to significantly increase in size.  This development of the 

Freshwater “out of town” shopping area will have a significant impact on the other 

retail provision in the town and it will be important that the local spatial strategies 

recognise this and policies are pro-actively developed to enhance the impact of this 

development.   

 

Freshwater has a weekly County Market housed at the Sports Centre. It is part of a 

national co-operative social enterprise which offers high quality home-made 

produce including baked goods, preserves, honey, eggs, fruit and vegetables. 

 
 

7.3   Potential opportunities within Freshwater 

7.3.1 Maximising local produce within local food retailers 

From the preliminary observations there are a relatively small number of multiple 

independent food retailers but a number of dedicated food outlets i.e. baker, 

butcher, fishmonger. It is proposed that a detailed retail survey is undertaken to 

determine recent trends and to ascertain the attitude of the prime movers. A local 

facilitator could then work with the retailers and local suppliers maximising the 

opportunities to develop the local food chain.  

 

Southern Co-operatives, who are already active and are set to expand their floor 

space, offer the greatest potential supermarket outlet and are keen to increase their 

local suppliers. They would therefore welcome a co-ordinated approach of 

introductions to new suppliers who have the potential capacity to trade with them.  

7.3.2 Maximising the use of local produce within the tourism sector 

The tourism sector offers numerous opportunities to increase local food, but some 

measures require facilitation and / or co-operation. 

 

With regards to hotels, the largest are the Albion, and Freshwater Bay House. 

Neither mention local food within their websites, and both offer opportunities for 

the marketing of local food.  

 

In addition, Freshwater Bay House is part of an international chain of walking 

holidays (HF). The HF website features a number of holidays centred around local 

food. These include:  

- A Taste of the Cotswolds (http://www.hfholidays.co.uk/holidays/tours-food-

lovers)  

- Ludlow Food Festival (http://www.hfholidays.co.uk/holidays/ludlow-food-

festival) 

- Glynde Food and English Wine Festival 

(http://www.hfholidays.co.uk/holidays/glynde-food-english-wine-festival) 
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Local support could be given to HF to design a food or drink themed holiday within 

their Isle of Wight programme. 

 

The idea of an Isle of Wight breakfast is discussed later however in view of the 

importance of bed and breakfast establishments they could be encouraged to 

market a West Wight breakfast. There are local producers of sausages, bacon, eggs, 

muesli, bread, milk, honey, preserves and fishcakes. The producers could be 

encouraged to participate in joint marketing and maybe procurement and delivery.  

 

Local food links with tourism providers do not need to stop at breakfasts, but it does 

require a degree of facilitation to encourage co-ordination. Tourism providers are 

busy and need simple ordering mechanisms. Likewise, holiday-makers are used to 

ordering on-line and will not have the inclination to source items separately. 

 

The self-catering tourism providers could also be encouraged to market pre-

orderable arrival packs to include local produce.   

 

Freshwater Parish Council (and other bodies / businesses) could be encouraged to 

feature local producers and local retailers on their websites. A good example of a 

tourism providers are already doing this is Coast and Country Holidays 

(http://coastandcountry.eu/index.php/About-us/West-Wight-Food-File.html). 

7.3.3 Maximising the use of local produce by other large users 

Other large users within Freshwater include West Wight Swimming Pool, All Saints 

Primary School and various Nursing / Care Homes. These all have specific 

requirements and would require a one-to-one approach to see how barriers could be 

overcome and opportunities maximised. Section 9.1.1 describes how Cowes Primary 

School overcame barriers to local food procurement. 

7.3.4 Maximising training and job creation opportunities 

There are empty premises in the centre of Freshwater that could provide a social 

enterprise or business with catering, retail and training opportunities. Local young 

people could be trained to cook and serve food, similar to what is offered by the Isle 

of Wight College and other providers. However, an emphasis could be placed on 

procuring and cooking local foods and on seasonal menus. This could also be tied in 

with a supported apprenticeship programme for local tourism and food production 

businesses. 

 

This measure would require major investment, but with an emphasis on skills and 

job creation, it is possible it could attract support from grant funders and 

government initiatives.  

 

In addition, the Royal Isle of Wight Agricultural Society offer bursaries to help young 

people from the Island further their studies in agriculture and related subjects 

(http://www.riwas.org.uk/?q=bursaries) . There bursaries can be highlighted through 

the library, sports centre, youth centre and other community outlets. 



 

 58

7.3.5 Supporting Island food producers who may wish to enter a new market or 

expand production 

Cowes Enterprise College is one of the main schools covering the catchment of 

Freshwater. It states that its curriculum will ensure that it blends ‘the acquisition of 

academic, applied and vocational qualifications with the development of 

independence, creativity and wider competencies and skills’. It has a business and 

enterprise specialism and through its Learning Centre it offers work experience and 

has developed a Directory where business organisations can work together to offer 

young people work experiences, apprenticeships and important contacts. In 

addition, local providers such as HTP, IW College and SMART all offer various 

hospitality and catering apprentice schemes. A local business mentor could work 

with local producers to identify their needs and liaise with local schools and training 

companies to maximise opportunities for both employers and potential local 

trainees.  

 

Within the new Island Plan Core Strategy the planning policy framework is in place to 

promote growth. However, anecdotal evidence indicates that local producers and 

retailers often believe that the Local Planning Authority, Environmental Health and 

the AONB team are barriers to development of expansion. Whether this is 

perception or reality is not so clear, however, there is need for support to enable 

entrepreneurs to navigate through red tape.  

 

The Neighbourhood Plan working groups contain active professional people and the 

Parish Council may wish to develop a ‘red carpet’ service to guide and support 

businesses to expand and employers wishing to increase employment within the 

parish. 

 

The Isle of Wight Council provide a ‘one stop shop’ for advice on trading standards, 

environmental health, environmental protection and licensing issues. They are keen 

to talk to producers in the early days of planning their projects, and where 

appropriate as are the AONB Planning Officers. They are also willing to provide 

advice sessions within a more extensive event.  

7.3.6 Raising the profile of local food to local residents and visitors 

In 2007 Wight Link produced a ‘Wight Taste Trail’ that can be downloaded. However, 

it is surprisingly short of West Wight producers 

(http://www.wightlink.co.uk/upload/media/105332/wighttastetrail-2009.pdf). 

 

In 2010 Natural Enterprise and West Wight Landscape Partnership produced ‘Taste 

the View’, a booklet featuring three walks that explore the relationship between 

food and the landscape in the West Wight. It was available free of charge from ferry 

terminals and some information points. It was not made downloadable. Booklets are 

still available for distribution from Natural Enterprise. 

 

An easy way to raise the profile of local food would be to have the ‘Taste the View’ 

booklet made downloadable, and have links to them both from at least the following 

websites: 
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- Freshwater Parish Council (http://www.freshwater-parish.org.uk/) 

- Our Land (http://www.our-land.co.uk/holidays/the-isle-of-wight) 

- West Wight Marketing Group (http://westwight.com) 

 

Accommodation providers could also be encouraged to include links to these from 

their website. 

 

The West Wight Sports Centre is developing it position as a community hub, which 

includes a number of food related events. Its Farmhouse Breakfast Event, 

organised with Natural Enterprise and sponsored by Royal Isle of Wight 

Agricultural Society and National Farmers Union is now in its fourth year. It 

embraces local food, local food producers, healthy eating and exercise. Other local 

events could also be held to celebrate local food. 

7.3.7 Support for these measures 

Realistically, many of these measures will require facilitation to enable them to 

happen. The different measures will neatly form the basis of an action plan to 

support a holistic grant application. Alternatively, certain actions can be separated 

out and could form smaller individual funding bids. 

Potential sources of funding include: 

- Prince’s Countryside Fund (http://www.princescountrysidefund.org.uk/) 

- AONB SDF (http://wightaonb.org.uk/sustainable-development-fund/) 

- Esmee Fairbairn Foundation http://esmeefairbairn.org.uk/apply-for-

funding/guide-to-applying/select-your-fund/food-strand/ 

 

The Plunkett Foundation are able to provide specialist support as part of their 

Making Local Food Work programme which continues to July 2013. This support 

includes business advice, mentoring, study visits and advice on governance and legal 

structures. Their website also gives much advice 

(http://www.makinglocalfoodwork.co.uk/).  
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8.0 Potential opportunities for new product development in 

the local food sector 

 

Opportunities can be divided into three categories: 

- Re-packaging of existing products for new markets 

- Adding Value to existing produce 

- Identifying new products 

8.1 Re-packaging of existing products for new markets 

8.1.1 An ‘Isle of Wight’ product - Local Branding 

A Marque is a scheme with a recognised logo that clearly identifies produce that has 

been produced in a certain area. Producers, processors and sellers can apply to be 

licensed to use the marque if their business is based within the scheme criteria or 

processes produce from the marque members.  

8.1.2 Case Study: New Forest Marque 

The New Forest Marque is managed by New Forest Produce Ltd. The Board of 

Directors operate in a voluntary capacity and are made up of Marque members and 

non-voting public sector representatives from the New Forest National Park 

Authority and New Forest District Council. The New Forest Marque is funded by 

membership fees, public sector contributions including a grant from the New Forest 

National Park Authority and generated income.  

 

The Marque was set up to: 

- give businesses a distinctive 'New Forest' banner under which to sell their 

goods and services 

- help customers identify quality New Forest produce 

- encourage people to ‘buy local ‘ and reduce the environmental impact of 

transporting food long distances 

- help sustain the New Forest’s local economy by supporting local businesses 

and employment. 

 

A product is only licensed to use the Marque® if: 

- it contains at least 25 per cent New Forest produce 

- it has met stringent standards according to its particular speciality (for 

example, meat producers must show that high standards of welfare and good 

husbandry have been applied at all times). 

 

The New Forest Marque scheme was established in 2004. It had a few problems at 

the start as the criteria were established but now it has 130 members (about 110 are 

food, rather than craft-related) and the membership is still slowly growing
19

. 
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 Personal correspondence from Sarah Hunt on behalf of New Forest Marque 31.10.2012 
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Members clearly see the benefits of traceability, and the marque is well supported 

by chefs specialising in local food. 

8.1.3 An Isle of Wight Marque? 

The principles of the New Forest Marque could be adopted by the Isle of Wight. The 

IW Council are keen to support the scheme and it is know that the Royal Isle of 

Wight Agricultural Society has had a preliminary discussion with the New Forest 

Marque Officer to discuss how an associated Isle of Wight Marque could operate. 

The operation of a local marque independent of the Isle of Wight Council would 

remove any conflicts of interest the Council may have with its enforcement role. 

 

However even after its initial start-up, it is unlikely that the scheme will be able to be 

completely self-funding, so some financial support will be required from the public 

sector or outside bodies. 

8.1.4 Quality Box Schemes 

The Isle of Wight has a vegetable box scheme produced by Horringford Gardens 

http://www.horringford.com/boxscheme.htm,  a lamb box scheme produced by 

Dunsbury http://www.dunsburyfarm.co.uk/buy_dunsbury_lamb.asp and a bread 

box by Divine Crust http://www.divinecrust.co.uk/bread-box.php. However there are 

many opportunities that could be picked up by Island producers. The following are 

products that are sold across the country but are based on quality and local 

provenance. With regards to meat, Eblex offer kits for producers to start up 

schemes. 

Examples include: 

- Beef http://www.meadowsweetfarmshop.co.uk/box-scheme.html 

- Pork http://www.elmhurstfarmfreerange.co.uk/farm/pork-meat-box-scheme/ 

- Venison http://www.newhousegame.co.uk/index.php  

- Game http://www.purtonhouseorganics.co.uk/25-game-boxes-now-available/  

- Fish http://thecornishfishmonger.co.uk/fresh_fish_boxes/monthly_fish_boxes  

- Cheese http://www.thecheeseworks.co.uk/cheese-shop/cheese-hampers-and-

gifts/  

8.1.5 Case Study: Divine Crust 

Divine Crust is a micro-bakers based in Shanklin. At the moment it is not using local 

flour and has therefore been included as a case study to highlight opportunities. 

Unable to source the required flour locally, European flour is imported and milled on 

site. The bread is marketed in boxes to local people through a hub distribution. In 

order to highlight the product, the baker is also offering bread courses. 

(http://www.divinecrust.co.uk/)  

 

It may be possible to work with both the bakery and Island millers to see whether 

suitable flour could be produced locally. Also the owners could be supported to 

develop the tourism potential of the product. 
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8.2 Adding Value to Existing Products 

This is a theme which benefited greatly from LEADER funding between 2007 and 

2012 (See Chapter 4). Rather than focussing on the general type of project funded 

(e.g. farmers adding value by producing sausages or pies), the following sections 

examine opportunities which we feel still remain under-developed on the Island. 

8.2.1 Smoked and Cured meat 

Other than biltong and trout (produced by IW Biltong and the Island Fish Farm 

respectively), there are very few Island farmers or fisherman who are adding value to 

their meat by curing or smoking. A look at the Artisan Smokehouse website 

(http://www.artisansmokehouse.co.uk/content/about-us), the Rannoch Smokery 

website (http://www.rannochsmokery.co.uk/about-us) and Red Poll Meats website 

(http://www.redpollmeats.co.uk/index.htm?oc=rel&di=desc&subj=curedmeatsbaco

n)  reveals a wide range of products available.  

8.2.1 Developing the fish sector 

In 2008 CATCH started working to raise the profile of fishing in the West Wight. By 

2012 they had opened a pop-up restaurant in Yarmouth in the summer, and were 

manufacturing fish cakes, crab cakes, fish bisque and fish pies, in addition to offering 

a fish catering service. (http://www.catchisleofwight.co.uk/). CATCH feel that there is 

the opportunity to develop fish sector further, particularly if government aid could 

support expanded production facilities.  

 

There would also be the opportunity to tie an expanded sector with tourism 

opportunities (fishing trips, eating experiences) and skills training (fishing, boat-

building etc). 

 

8.3 Identifying new produce 

This is the most tricky category as collection of produce from the Island’s countryside 

can lead to over-exploitation. The Island’s country and coast is heavily designated 

and collection can also be a criminal offence if regulations are not followed. 

Similarly, introduction of novel creatures for farming can also be hazardous should 

the animals escape into the wider environment. For example, the Isle of Wight has 

wonderful woodlands that thrive because the Island does not have native deer. 

There is one deer farm on the Island and it is imperative that the livestock are 

contained, and not allowed to escape and breed in the wider environment. 

8.3.1 Black-headed gulls eggs 

Black-headed gulls' eggs can sell for up to £5 each, are a staple of top restaurants 

such as Wiltons, Le Gavroche, The Ivy and Le Caprice, gentlemen's clubs such as 

White's, Brooks's and Boodle's, and are also sold at Harrods and Fortnum and 

Mason.  

 

The eggs are growing in popularity and around 40,000 eggs a year are sold in the UK. 

Natural England issue a licence to collect the eggs and numbers taken are strictly 

controlled and can only be taken in April and May. Eggs are already collected across 
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the Solent in Hampshire. Anyone wishing to take this idea further would need to be 

careful however, as the nests are often found in European designated sites. 

 

8.3.2 Samphire (Salicornia) 

Samphire grows in the Island’s salt marshes and can be harvested in the summer and 

cooked. It goes really well with fish, so could be harvested and sold to fish shops, or 

specialist fish restaurants. Anyone wishing to take this idea further would need to be 

careful however, as it is often found in European designated sites. 

8.3.3 Island Herbs 

Fresh and dried local herbs could find a market with local people and also tourists – 

as a ‘memento’ that reflects the sunny downlands and meadow of the Island. These 

can be cultivated rather than harvested from the wild. See Section 9.4, where the 

idea of cropping dandelion and chickweed is discussed. 
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9. How the local food sector can benefit from trends and 

activities in other sectors 

9.1 Public Sector Procurement 

9.1.1  Case Study: Cowes Primary School 

Cowes Primary School has an in-house catering team, La Cocina, which prepares 

fresh delicious and nutritious school meals every day using seasonal and local 

produce wherever possible. Homemade soup, freshly cooked bread rolls, a 

vegetarian option and fresh fruit are also available daily. All the food is homemade 

using as much seasonal, local and organic produce where possible. Local food 

purchased includes eggs, meat, milk and vegetables. 

 

Cowes Primary School has been supported by The Food for Life Partnership. The 

Food for Life Partnership Cooks Network was launched in November 2009. It consists 

of 18 pioneering school cooks – two from each of the English regions, and Cowes 

Primary belong to this too. The aim of the network is to give the 18 cooks the 

confidence and skills to engage other school catering staff in their regions to get 

more involved in the school through the Food for Life Partnership and also to discuss 

topical catering issues and give advice to the Food for Life Partnership 

 

Cowes Primary School own their equipment and believe that their meals cost about 

the same to produce as they would pay a contractor such as Chartwells, despite 

catering staff being required to work for longer hours as they are cooking from 

scratch. They are happy to deal with a number of suppliers directly, but could also 

buy local food from a wholesaler if they so wished. 

 

The main difficulty that the school cook has when she devises her meals is the 

tension between the Food for Life criteria, and the school’s desire for local 

procurement. To proceed up the ‘award ladder’ the school would need to utilise 

more organic and fair trade food, much of which cannot be sourced from Island 

producers.   

9.1.2 Potential opportunities – schools 

Chartwell hold the contract to supply most Island schools. At the moment they are 

currently in discussions to work with an Island-based distribution company to 

increase their supply of local produce
20

. However this will still be limited (milk and 

dairy, eggs, seasonal fruit and vegetables, bakery goods), and it may be possible to 

work with Island meat wholesalers to increase the range of products on offer. 

 

The Food for Life Partnership is a network of schools and communities across 

England committed to transforming food culture reconnecting children and young 
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people with where their food comes from, and inspiring families to grow and cook 

food. At present only three Island schools hold awards and these are all primary 

schools (Cowes, the Bay and Newchurch). The case study above does not highlight 

any insurmountable barriers for more schools to join the Food For Life scheme. 

 

The greatest opportunity for local procurement is to encourage the Island’s six high 

schools / academies to take charge of their own procurement. These are among the 

largest purchasers of food in Cowes, Newport, Ryde and Sandown. Nationally there 

are 20 high schools who achieved Food For Life awards at silver or above, and many 

more with bronze, so whilst they may face more difficulties in getting parents and 

the community involved than the primaries, it is not impossible.  

 

Island high schools and academies are being encouraged to work in clusters with 

their feed-in primaries. As Cowes already has expertise within their cluster, this 

would seem an ideal place to start. There are further options beyond local 

procurement of the meals service. Expanding on the Enterprise theme, students 

could be encouraged to set up takeaway, hot drinks and ice cream enterprises. 

 

9.2 The residential care sector 

Much of discussion in the section above can also be applied to the residential care 

sector. Although privately owned, the opportunities and barriers are much the same 

as within the public sector. Care home owners are required to provide regular 

quality meals, usually coupled with a tight budget. We were only able to find one 

local care home which advertised that it used local produce delivered daily.  

 

This sector could be developed through facilitation with producers and owners, and 

would also benefit from a hub scheme. 

 

9.3 Tourism Opportunities 

9.3.1 The ‘Isle of Wight Breakfast’ 

The Isle of Wight appears to be in a minority of county’s who do not offer a ‘local 

breakfast’. Many County Councils accredit their breakfasts. To qualify for 

accreditation breakfasts need to include about 60% of local and seasonal ingredients. 

The Island can provide of sausages, bacon, tomatoes, eggs, muesli, bread, milk, 

cheese, butter, honey, preserves and fishcakes, so reaching this threshold shouldn’t 

be a problem.  

To encourage local businesses to partake, some local council’s publish an on-line 

‘how to’ guide. A useful example is produced for Sussex. 

http://www.lewes.gov.uk/Files/sussex_breakfast_A5_leaflet.pdf. As well as detailing 

the practicalities, this leaflet also explains the commercial and ethical advantages of 

local breakfasts and links food and tourism back to the living landscape. 

 

A ‘meet the producer’ event would be a cheap and easy way to launch this, and Visit 

Wight would hopefully prove a willing partner for its promotion. 
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9.2.2 Off-Island Tourism opportunities  

Three areas seem to offer potential for the marketing of quality Isle of Wight 

produce – New Forest, (rest of) Hampshire and London. 

 

The New Forest has a number of hotels and gastro-pubs that specialise in ‘local 

produce’, and support the New Forest marque. We tried to contact a number of 

chefs to determine: 

- Whether they used any Isle of Wight produce (past or present) 

- Their awareness of the  types of quality produce the Island could supply 

- Whether, if there were no barriers regarding delivery and food was of a 

sufficient quality, they would consider using and promoting Isle of Wight 

branded produce 

- Whether there were any particular types of produce that would be particularly 

of interest 

- Whether they considered that Isle of Wight branded produce has the same 

appeal as Hampshire or New Forest branded produce to your customers, or 

whether it would have less appeal 

- Whether they perceived any barriers to using Isle of Wight produce 

 

Unfortunately we only got one response. The chef (of The Stanwell House Hotel in 

Lymington) indicated that he would like to know more about Island produce and 

thought it would compliment New Forest fayre. His only concerns were about 

reliability of deliveries, and the logistics of providing small amounts. He was 

particularly interested in jams, honeys and vegetables. 

 

We believe that the New Forest is a potential market that is worthy of further 

investigation, particularly if local producers could work together. 

 

Hampshire also is worthy of further investigation. Hampshire is the top county of 

residence for visitors to the Island
21

 with 14% of domestic overnight visitors and 50% 

of day visitors residing in the County.  

 

London is a distinct market. A few local producers are already supplying seasonal 

produce, and these could be approached to provide mentoring to other producers 

wishing to break into this market. However, it should be noted that the number of 

producers who would be suitable would be limited, so maybe an initial seminar 

discussing the pros and cons would be useful. 

 

9.4 Farmers and Speciality Markets 

Section 6.5.1 details how The Tomato Stall are selling through a number of London 

markets, and also through markets in Hampshire, Sussed and the West Country. 

Several Island producers attend Borough Market in London. These markets 

concentrate on the provenance rather than the localness of food. It is possible other 
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producers could market this way, but logistics need to be taken into account, and, as 

with marketing to London chefs, it may be that a seminar and mentoring offer a way 

forward. 

 

9.5 The fascination of foraging 

Foraging has passed its hippy stage and is more mainstream now. Recent articles 

include a Masterchef finalist story 

http://www.thenorthernecho.co.uk/news/10094233.Foraging_chef_takes_Masterch

ef_by_storm/ , a Michelin restaurant in Nottingham 

http://www.guardian.co.uk/lifeandstyle/2011/jan/23/sat-bains-nanna-vestergaard, 

and  a luxury hotel in Nairn 

http://www.luxuryscotland.co.uk/gourmetscotlandarticle/index.html . The New 

Forest offers foraging and cookery courses with a top chef 

http://www.travelzoo.com/uk/local-deals/Southwest/Other/16971.  

 

So far, there has not been a spatial strategy to promote foraging and the time may 

be right for pushing the Isle of Wight as the foraging capital of the UK.  

 

Foraging goes further than the tourism opportunities. It may be a prompt for 

growing crops of what would have been foraging species – chickweed and 

dandelions, and also offers the opportunity to create ‘added value’ products – dried 

herbs, preserved herbs, sauces and infusions for vinegar, oil and tea etc. 

 

To achieve a ‘Foraging Capital’ status, a holistic approach would need to be adopted 

to involve the community and re-connect them to food sources. Good guides to the 

opportunities can be found at 

http://www.wildfoodschool.co.uk/urban/wfsURBANGUIDE.pdf and 

http://visitwoods.org.uk/en/visit-woods/for-nature/Pages/natures-

larder.aspx?gclid=CPmjmJSkkrQCFTDMtAodVmMAxA#.UMcdjuRFXfE. An Action Plan 

to include adult and child education opportunities would be a useful place to start. 
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