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Synopsis

Introduction (1):  Setting the study in context of the Northern Ireland (NI) organic sector and DARD policy (1.1 and 1.2). Statement of the study objective, brief and approach (1.3).

Current Development of the Organic Sector (2): Comprehensive overview of the current development of the organic sector in the EU (2.1), UK (2.2), NI (2.3) and Republic of Ireland (RoI) (2.4).

The Potential for Growth (3):. Review of consumer attitudes (3.1) and trends in retail distribution (3.2). Projections for market growth and long term viability of organic farming (3.3). Outcome of consultation with agri-food stakeholders in NI (3.4). Review of available support measures in NI (3.5). SWOT Analsysis of NI organic sector (3.6).

Mission, Strategic Goals and Potential Areas for Action (4).

Strategic Action Plan (5):  Ten key action points proposed with indicative costs and key participants (5.1); proposed timetable for action (5.2); specific proposals for additional supporting action are made (5.3). Action points (P=Policy; I=Infrastructure; CB=Capacity Building; MD=Market Development):

1. Establish and launch a new "lead group" for organic sector development in Northern Ireland to provide a representative cross-sector forum, subsuming the existing SADG and OFLG.  (I)

2.  DARD should seek to ensure that the Organic Farming Scheme (OFS) is administered to provide continued and even funding throughout the year.  (P)

3.  Establish an "Organic Business Centre" to enhance the provision of specialist services to all organic producers, as well as other businesses in the organic sector. (I)

4.  Enhance the provision of appropriate educational, training, advisory and business development (including market information) services. (CB)

5.  Establish and undertake a targeted R&D programme to provide sound technical and economic information on the operation and management of organic systems in the specific conditions of NI. (CB)

6.  Promote strategic development of organic commodity marketing groups to avoid duplication of effort and to assist the orderly and sustainable development of markets from which consumers and producers can benefit. (MD)

7.  Increased promotion and allocation of capital and revenue grants (e.g. Marketing Development Scheme and other rural development grants, including cross-border funding) available for organic production, processing and market infrastructure development. (P)

8.  Introduce a capital grant scheme to support the improvement of production facilities on organic and in-conversion farms to meet organic livestock standards. (I)
9.  Develop and implement a generic organic campaign to promote greater awareness of organic produce amongst NI consumers and the development of the domestic market for organic food. (MD)

10. DARD should begin devising proposals for the restructuring of organic farming support in NI and the development of an appropriate Organic Stewardship Scheme.

Executive Summary

1.  Introduction 
The organic sector is very strong, although in comparison to other parts of the UK, Northern Ireland (NI) has relatively fewer organic farmers and a less well developed local market for organic food. 

The need for a strategic development study was identified by the Organic Farming Liaison Group who proposed that DARD commission the study. 

The objective was to identify the nature and scale of the opportunities that confront the NI organic sector, the brief agreed at the outset involved collecting base line data on the organic sector and the views of stakeholders in the agri-food sector in NI. 

2.  Current Development of the Organic Sector

EU Organic Sector (2.1) 

Organic farming is one of the most rapidly growing sectors of the agricultural industry, both in the UK and Europe.  From a base of less than 0.1% of the total EU agricultural area in 1985, the area of land under certified organic production has increased 30 fold to over 2% involving a total of almost 140,000 producers on 3.5 million ha.

It is estimated that over 70% of the expansion in organic production over the last 6-7 years can be attributed to:

· the implementation of the various EC Regulations defining organic food production 

· the widespread adoption by Member States of organic support schemes as part of the implementation of national and regional agri-environment programmes.

UK Organic Sector (2.2)

Organic food also continues to be one of the fastest growing segments of the European food market.  The value of organic food sales, £1.5 billion in 1990 increased to £6 billion in 1999/2000.  Over the last few years the annual growth rate has been in the range of 20-30% depending upon the product category.

The UK organic market for organic food is also strong at the moment.  Total retail sales of organic food were an estimated £600 million in 2000 - approximately 1% of the total UK food market - and a six-fold increase compared to the £100 million total sales in 1993.  Consequently, with the conventional farming sector currently suffering such severe economic difficulties, interest amongst farmers in conversion to organic production has never been greater.

A key feature of the UK organic food sector is the shortfall between domestic supplies and consumer demand.  Despite the growth in UK production, levels of imported organic food are very high and increasing.

Northern Ireland Organic Sector (2.3) 

The uptake of organic farming in Northern Ireland has been very low compared to other parts of the UK and Europe.  In November 2000, a total of only about 100 farms and almost 3,500 ha (0.3% of agricultural area) were being managed organically in NI. 

The organic sector in NI therefore remains noticeably less developed than in other areas of the UK and Europe, although there are some excellent initiatives in place and much potential for growth.

Republic of Ireland Organic Sector (2.4)

Similar to the trend in other European countries, the amount of land farmed organically in the Republic of Ireland (RoI) has increased substantially in recent years.  Current estimates suggest that a total of 32,000 ha are farmed by organic methods ‑ approximately 0.7% of total agricultural area – a significant increase since 1995.  The number of organic producers has also increased dramatically from 300 in 1995 to over 1,000 in late 2000.

In 1999, the retail value of the organic food market in Ireland was estimated to have been worth between £20 - 25 million (approximately 0.5% of total food sales).  This is well-below that of other EU Member States suggesting that the market is at an early stage of development and that further growth is a reasonable expectation.

3.  The Potential for Growth
The potential for growth of the organic sector in NI – including both an expansion of production and increase in the domestic market - will be influenced by a number of factors including:

· consumer attitudes (3.1) - it seems reasonable to assume that those factors observed to influence consumer demand for organic food in other countries and regions will also operate in the context of NI.  These include positive market growth factors that help to boost sales of organic food, as well as a number of negative market constraints that work against development of the organic market;

· trends in retail distribution  (3.2) - to-date most sales of organic food in NI have been through farm shops and box schemes with some sales through independent retailers.  Very little NI produced organic food is sold through supermarkets since the current production base is too small and the necessary infrastructure is poorly developed.  

This situation is likely to change rapidly as both the organic production base increases and the UK multiples continue to expand their operations in NI.  There is considerable optimism for growth in the NI organic market amongst multiple retailers and a stated commitment to source more local organic products as the market develops;

· projections for market growth (3.3) - the UK organic market continues to grow at an estimated 40%, with supply growing at over 25% per annum, consequently the UK continues to rely on imports to satisfy consumer demand.  Over 70% of organic sales come from imported goods, including a sharp increase in imported dairy products despite continued growth in domestic organic milk production.   Many (but certainly not all) of the current imports could be produced domestically, consequently there is significant potential for further expansion of production in the UK, including NI;

· long-term viability of organic farming  (3.3.1) - with such dynamic growth of the organic market in recent years, coupled with the increasing pressure on conventional farmers and a favourable policy climate, a generally optimistic view is emerging of the future development of the organic sector.  

However, the long-term viability of organic farming will depend upon whether continued market demand sustains the market value of organic produce and thus provides a sufficient financial return to organic farmers.  In the recent years of rapid market expansion, returns to organic production have been generally better than conventional.  However, although projections of increases in market size of five or even 10-fold may be justified, the long-term future for organic systems as demand and supply converges remains unknown.  

· attitudes of the agri-food industry in NI  (3.4) – consultation with the major stakeholders in the NI agri-food sector was an important element of this strategic study and commonly revealed a convergence of views around key technical, economic and policy issues influencing the potential growth of the sector;

· adequacy of available support measures (3.5) - the organic sector has benefited from some support via agri-environmental payments under the Organic Farming Scheme (OFS) and some additional assistance from rural and market development measures.  The impact of this support could have been greater and there is much potential for enhancing the support measures available.

SWOT Analysis of the Organic Sector in NI (3.6) 

A full SWOT analysis of the organic sector was undertaken to inform the development strategy proposed.  This analysis clearly identifies the:

· 'internal' strengths of the existing organic sector that should be built upon to encourage expansion of the sector

· 'internal' weaknesses of the existing organic sector that need correcting to assist expansion of the sector

· 'external' opportunities for the organic sector that might be exploited to encourage sector expansion 

· 'external' threats to the expansion of the organic sector that ideally need countering.  

4.  Mission and Strategic Goals and Potential Areas for Action
Mission (4.1)

Agriculture lies at the heart of the rural economy in NI and accounts for around 15% of local employment in most rural District Council areas.  In many smaller rural communities especially the importance of agriculture and associated agri-food businesses to the local economy is profound.  Farm incomes, however, have been steadily falling since 1995 and in 1999 were at their lowest real level for 20 years.  There is also evidence from recent Agricultural Censuses of an increasing rate of decline in the number of full-time farmers in response to low product prices.  

It is suggested that the mission statement underpinning the proposed Development Strategy could be as follows:

"To establish the role of organic farming and organic food production as an agent of sustainable rural development in Northern Ireland that can contribute towards:

· maintaining the vitality and social fabric of rural areas by enhancing farm incomes and increasing employment opportunities both on-farm and in other sectors of the rural economy

· conserving and enhancing the natural resources and rural environment of the region

· increasing the range of diversified rural activities and associated employment opportunities in the region, including “pluriactivity” by farmers (i.e. combining farming with off-farm employment or on-farm diversification)

· enhancing the competitiveness of the region's agri-food industry, whilst protecting Northern Ireland's image as an environmentally-friendly and extensively-farmed region

· delivering appropriate environmental outcomes relevant to international, EU and UK policy obligations regarding sustainable development, water quality and biodiversity"

Strategic Goals (4.2)

It is proposed that the Organic Sector Development Strategy for Northern Ireland should have five key strategic goals:

A.   To significantly increase the organic production base in Northern Ireland by 2006

B.   To promote the orderly development of a diverse range of market outlets and effective supply chains for organic food produced in Northern Ireland

C.  To increase the competitiveness of all organic producers (converted and in-conversion) in Northern Ireland by increasing their technical and managerial capacity for effective production and marketing 

D.   To develop the capacity of appropriate agencies and organisations to service the needs of the organic sector in Northern Ireland

E.   To secure greater collaboration between organisations to achieve appropriate and coherent action for sector development in Northern Ireland

Potential Areas for Action (4.3)

The Organic Farming Scheme remains the principal policy instrument for encouraging the uptake of organic farming in NI, but this must be complemented by other strategic actions that: 

· capitalize upon links with other relevant policy areas/initiatives

· help producers exploit the growing market opportunities for organic food

· develop appropriate infrastructure for organic sector development (including the removal of  specific 'bottlenecks' to sector development) and 

· provide new and existing businesses with access to appropriate support

An integrated development strategy is proposed for adoption in Northern Ireland – namely a strategy that promotes both the 'push' of pertinent Government policy and the 'pull' of market development and is supported by an appropriate programme of sector infrastructure development and capacity building.

5.  Strategic Action Plan (2001-2006)
’10 Point’ Action Plan (5.1)

Ten priority action points (focussing on either policy, market development, infrastructure or capacity building) are proposed for implementation alongside the Organic Farming Scheme (OFS) during the six-year period from 2001-2006.  Indicative costs include a total of up to £350,000 per year (for action points 1, 3-6 and 9) plus a capital grant scheme (£500,000 per year for five years from 2002) for improvement to livestock housing in line with organic standards (action point 8). 

The proposed action points take account of the recent deliberations of the Northern Ireland Assembly Agriculture and Rural Development Committee. This Committee underlined the importance of on-going support for organic farmers in addition to the existing conversion support scheme and the need to provide adequate advice, research and development support to producers and others. The recommendations in the House of Commons Select Committee on Agriculture report on organic farming (HoC, 2001) have also been considered. 

	1
	INFRASTRUCTURE ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Establish and launch a new "lead group" for organic sector development in Northern Ireland to provide a representative cross-sector forum, subsuming the existing SADG and OFLG.

	New Lead Group
	£15,000 per year for six years

from 2001
	Administration

	2
	POLICY ACTION 
	Delivery
	Annual

Costs
	Spending

Areas

	DARD should seek to ensure that the Organic Farming Scheme (OFS) is administered to provide continued and even funding throughout the year.


	DARD
	No extra costs
	

	3
	INFRASTRUCTURE ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Establish an "Organic Business Centre" to enhance the provision of specialist services  to all organic producers, as well as other businesses in the organic sector.  


	“Lead Group”

Partner Organisations
	£80,000 per year for 6 years from 2001


	Premises, staff and running costs

	4
	CAPACITY BUILDING ACTION 
	Delivery
	Annual

Costs
	Spending

Areas

	Enhance the provision of appropriate educational, training, advisory and business development (including market information) services.  This should include:

· funding for additional advisers to provide post-conversion technical assistance

· specialist training courses, technical seminars and computer-aided learning packages

· other appropriate information technology

· development of a demonstration farm network with possibly a college based unit

· introduction of organic mentoring scheme


	Greenmount and Enniskillen College

Organic Business Centre (and Partner Organisations)

Specialist Trainers and Advisors

Producer Groups
	£50,000 per year 

£30,000 per year 

£15,000 per year 

All for 5 years from 2002


	Post-conversion advice

Training & information

Demo-farm & mentoring

	5
	CAPACITY BUILDING ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Establish and undertake a targeted R&D programme to provide sound technical and economic information on the operation and management of organic systems in the specific conditions of NI.  


	DARD

Greenmount Enniskillen College

Queens University

Other Appropriate Organisations


	£50,000 per year for 5 years from 2002


	Project Funding

	6
	MARKET DEVELOPMENT ACTION 
	Delivery
	Annual

Costs
	Spending

Areas

	Promote strategic development of organic commodity marketing groups to avoid the duplication of effort and to assist the orderly and sustainable development of markets from which consumers and producers can benefit.


	“Lead Group”

Organic Business Centre

Producer-led 

Marketing

Initiatives

Processors

Multiple Retailers & 

Symbol groups


	£60,000 per year for 5 years from 2002


	Technical support to feasibility studies,

training, 

specialist advice (e.g. marketing plans) and assistance with staff costs

	7
	POLICY ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Increased promotion and allocation of capital and revenue grants (e.g. Marketing Development Scheme and other rural development grants, including cross-border funding) available for organic production, processing and market infrastructure development.


	Organic Business Centre

DARD

Other Agencies
	No extra cost
	

	8
	INFRASTRUCTURE ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Introduce a capital grant scheme to support the improvement of production facilities on organic and in-conversion farms to meet organic livestock standards 
All organic livestock farmers (existing and in-conversion) with housing in need of improvement should be eligible for support.  


	“Lead Group”

DARD

Organic Business Centre
	£500,000 per year for 5 years from 2002


	Grants

	9
	MARKET DEVELOPMENT ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Develop and implement a generic organic campaign to promote greater awareness of organic produce amongst NI consumers and the development of the domestic market for organic food to complement and extent the promotion and support for NI export markets


	“Lead Group”

DARD

Organic Business Centre

Other Agencies

Private Sector


	£50,000 per year for 4 years from 2003


	Promotional campaign; local market strategy; assistance for NI local food sector and NI export

	10
	POLICY ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	DARD should begin devising proposals for the restructuring of organic farming support in NI and the development of an appropriate Organic Stewardship Scheme


	DARD
	No extra costs
	


Planning for Action (2001-2006) (5.2)

A time schedule for the Action Plan is included..

Additional Supporting Action (5.3) 
Some additional areas of action relating to policy and market development were identified during the preparation of the Action Plan, but were considered to be secondary or supporting to the main Action Points.  

Policy
1 The future growth of the organic sector in Northern Ireland will inevitably depend on further policy intervention and expenditure of public money.  Attention should therefore be paid to "building a body of informed opinion" concerning the benefits delivered by public support for organic farming.  

2 Promote the integration of local organic food production and consumption into other policy areas, such as local/regional economic development, local authority planning policy and health promotion.  Other policy makers should be made aware of the socio-economics benefits delivered by organic farming.

Market Development
1 Effective development of the domestic market in NI may benefit from dedicated consumer research on consumer perceptions of organic food and farming, and specifically of "organic food from Northern Ireland".

2 Develop and promote a range of initiatives for developing the local food sector and the direct marketing of locally-produced organic food in NI.

3 The contemporary debate concerning the relationship between organic certification and farm assurance schemes should not be dismissed in NI.  This issue is unlikely to be resolved quickly. The costs an benefits of the integration of organic production status into APHIS to enhance the traceability of NI produced organic carcasses within the food chain should be considered.

Planning for action (5.2)

	
	Time Schedule for Action Plan 
	2001
	2002
	2003
	2004
	2005
	2006

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	Establish and launch a new "lead group" for organic sector development in NI by expanding the SADG and OFLG
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	2
	DARD to seek to ensure that the OFS is administered to provide continued and even funding throughout the year
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	3
	Facilitate the establishment of an "Organic Business Centre" to enhance the provision of specialist services to all producers
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	4
	Enhance the provision of appropriate educational, training, advisory and business development (including market information) services
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	5
	Establish and undertake a targeted and well-funded R&D programme to provide sound technical and economic information
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	6
	Promote strategic development of organic commodity marketing groups to assist the orderly and sustainable development of markets
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	7
	Increased promotion and allocation of available capital and revenue grants available for organic production, processing and marketing
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	8
	Introduce a capital grant scheme to support the improvement of production facilities (housing) on organic & in-conversion farms 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	9
	Develop and implement a generic organic campaign to promote greater awareness of organic produce amongst NI consumers
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	10
	DARD to begin devising proposals for development of an appropriate Organic Stewardship Scheme for NI
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Development
	
	Implementation
	
	On-going Development and Implementation
	
	


1 Introduction

1.1 Overall Context

1. Organic farming is one of the most rapidly growing sectors of the agricultural industry, both in the UK and Europe.  Recent reform of the CAP and implementation of Agenda 2000 now present new possible incentives for environmentally friendly farming systems, such as organic farming, especially in regions of the EU which have geographic and climatic disadvantages.

2. The UK organic market is especially strong whilst the conventional sector is currently suffering severe economic difficulties.  At the same time, interest amongst conventional producers in organic production has never been greater.

3. The organic food industry in NI, however, is still relatively undeveloped and very small-scale compared to conventional beef, lamb and dairy production in the region. To-date most locally-produced organic food has been sold through farm shops, independent retail outlets or box schemes.  Some trade in organic beef and lamb has also developed with the Republic of Ireland (RoI).

4. The uptake of organic farming in NI has been low compared to the rest of the UK. By mid 1998 only 18 producers were registered as full symbol holders farming approximately 176ha of land.  In 1999 1,920 were registered under the Organic Farming Scheme and by the end of 2000, 446ha had completed conversion and approximately 2800ha were in conversion. In total, 100 farms (January 2001) are being managed organically in NI. As of January 2001, it was estimated that a further 1,800 ha are being actively considered for conversion. 14 processing enterprises are also currently licensed to handle organic food. The Organic Farming Scheme in NI reopened on 1st March 2001. 

5. The organic sector has already benefited from some support via agri-environmental payments under the Organic Farming Scheme (OFS) and the funding of specific initiatives under Objective 5b and LEADER.  

6. Under Measure 1 (Agri-environment Programme) of the Rural Development Regulation Plan (Accompanying Measures) for Northern Ireland, 2000-2006 a target has been set of 1,000 organic farmers in NI by 2006 with 30,000 ha under organic management. Average organic unit size, if this target is reached would be 30 ha. 

7. The principal policy instrument employed to achieve this target will be the Organic Farming Scheme (OFS).  The OFS aims to:

· aid conversion to organic farming

· encourage the development of the organic production sector in NI

· help farmers adjust to new market opportunities

· achieve enhanced environmental benefits through the reduced use of artificial fertilizers, pesticides and herbicides

8. The OFS is one of three agri-environment measures in the Rural Development Plan.  The other two are:

· Environmentally Sensitive Areas (ESA) Scheme - the aim of the ESA Scheme is to encourage environmentally-friendly farming practices in order to maintain and enhance designated areas of the countryside where the landscape, wildlife or historical heritage is of particular importance.  20% of NI is designated as ESA and just over 4,500 farmers participate in the Scheme

· Countryside Management Scheme (CMS) - the CMS is a recently devised Scheme aimed at encouraging farmers in the 80% of land area outside of the designated ESA areas to positively manage habitats, improve water quality, enhance the landscape and protect heritage by integrating their farming practices with care and protection for the environment.  

9. All three agri-environment measures will play an important role in the conservation and enhancement of the rural environment and will all contribute to the income of farmers, thereby supporting the sustainable development of rural areas in NI.

10. However, it is important to note that the OFS will not actually be presented to farmers as an agri-environment measure.

11. The OFS will instead be presented as a measure relating to farm diversification and the promotion of alternative economic activity. This is an important distinction.  The adoption of an alternative enterprise involves a series of business management decisions that are very different from the decisions associated with a voluntary commitment to agri-environmental undertakings.

12. By taking this position, DARD hopes to attract only the most forward thinking and viable farm businesses into the OFS - the kind of businesses that are essential for pushing organic farming into the mainstream food sector. DARD wishes farmers to view organic farming as a business opportunity with environmental benefits rather than an environmental scheme with market opportunities.

13. This market focus, involving business people with the energy and vision to actively participate in a range of sectoral initiatives, is a key aspect of the proposed development strategy. Producers and processors must be clearly orientated towards the consumer market to ensure that their efforts are rewarded with strong and secure demand.

14. During the course of the study, the Northern Ireland Assembly Agriculture and Rural Development Committee met to consider organic farming and the opportunities and barriers that may exist for the development of the sector in NI. It was recognised that to achieve the potential required a strategic development plan and thus the production of this strategy was timely. The comments made by the Assembly Committee were noted and their desire for ongoing support for organic farmers and for adequate research, training and advisory provision have both been accomodated within the recommendations of this report. 

15. The House of Commons Agriculture Select Committee also reported on their deliberations on organic farming during the course of the study (HoC, 2001). The Committee made several recommendations, these have been considered in the context of the development of this strategy and have been taken note of in the formulation of the Action Plan.

1.2 History of Strategy

16. On 31 October 2000 the Minister for Agriculture and Rural Development, Mrs Brid Rodgers MLA, announced the commissioning of a strategic study of the future development of the NI organic food and farming sector.  The study researched and identified the opportunities for the organic sector and proposed a development plan which will realise its potential.

17. Mrs Rodgers said:

"It is clear that organic food is a growing market opportunity.  The UK market for organic food is estimated to be worth some £500 million and is increasing rapidly.  Over 70% of organic food sold is imported.  I wish to encourage the development of a vibrant organic sector in NI.

However, the development of the NI organic sector must be progressed in a strategic way.  Therefore I am commissioning consultants to undertake a study on how best to do this".

18. The commissioning of this study took up a recommendation of the Organic Farming Liaison Group.  This group was established in 1997 and draws its membership from the organic sector, the Ulster Farmers Union (UFU), the NI Agricultural Producers Association (NIAPA), as well as officials from the Department of Agriculture and Rural Development.

19. Consultants from Elm Farm Research Centre, Berkshire, collaborated with local consulting company, Gateway Services to complete the study and consulted with key organisations and businesses in the NI food and farming sector to obtain their views on the way forward.  This is critically important if the proposed organic sector development strategy is to be meaningful, practical, realistic and have genuine support from the industry.

1.3 Study Objective, Brief and Approach

The study objective, brief and approach were defined at the outset as follows:

20. Objective:

· To produce a strategic study to research and identify the nature and scale of the opportunities that confront the NI organic sector and to draw up a development plan which will enable it to realise its potential. 

21. Brief:

· The strategy document will include general information on the organic sector in NI, the rest of UK and other EU countries. It will provide background information on the infrastructure for the sector and identify the need for an organic development plan. Potential market growth will be considered. 

· The study will provide an analysis of the strategic opportunities and barriers for the NI organic sector; considering the various market sectors. The requirements of the developing sector will be considered based upon a SWOT analysis of the sector. Consideration will be given to capital investment needs, grants and incentives for producers and the impact of competitive areas on the development of the organic sector in NI. 

· The structure and component of the development plan will be based upon an identification of the main issues affecting the development of the NI organic sector, including a consideration of existing support measures and services. The plan will identify and justify any further measures and actions necessary on the part of the sector, the agri-food industry and Government to support the development of the sector. 

22. Approach:

· Analysis of available information on the sector in NI, the rest of the UK and other EU countries particularly the RoI will form the major component of the study. 

· Consultation with key stakeholders will be completed through interviews, discussion and focus groups. 

· The study will be under the direction of the Organic Farming Liaison Group (OFLG), which will constitute the steering group for the project. Members of the OFLG will be requested to provide insight based upon their experience and knowledge of the development of the sector. 

· DARD will provide background information on the policy context and the progress of the development of the organic sector over recent years. 

2 Current Development of the Organic Sector 

2.1 EU Organic Sector 

2.1.1 Production and Market 

1. In recent years there has been a rapid growth in organic farming in EU.  From a base of less than 0.1% of the total EU agricultural area in 1985, the area of land under certified organic production has increased 30 fold to over 2% involving a total of almost 140,000 producers on 3.5 million ha.

2. Organic food also continues to be one of the fastest growing segments of the European food market.  The value of organic food sales, £1.5 billion in 1990 increased to £6 billion in 1999/2000 (Soil Association, 2001).  Over the last few years the annual growth rate has been in the range of 20-30% depending upon the product category - with some of the strongest growth claimed to be in the organic milk sector and in processed food in baby foods which have 40-60% penetration.

3. However, these figures do conceal considerable variability - both between and within countries.   Those countries with well-developed infra-structure and supportive organic farming policies have the highest proportion of land under organic management - in 2000 these countries included Austria (8.4%), Finland (6.3%) and Denmark (6.0%).  In specific regions of some countries (e.g. some German Länder) more than 30% of agricultural land is under organic management.

4. In terms of the retail market for organic food, Germany has by far the largest market with organic food sales valued at almost £1.6 billion in 1999.  Organic food has the highest share of the total food market in Austria (9.6%) and Denmark (4.5%) where the market is boosted especially by very strong sales of organic dairy products.  Retail data for other selected EU Member States are shown in Figure 2.1.  

Figure 2.1:  Retail data for selected EU Member States, 1998/1999 (source: various)
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5. The European market currently continues to be dominated by primary food products (although this  situation is beginning to change):

· Fruit and vegetables - account for an estimated 40% of total organic food sales in the EU.  The main suppliers across the EU are the Netherlands, Italy and Spain, with Germany and the UK importing the greatest amount.  A growing proportion of produce is however being imported from non-EU sources.  Vegetables are the largest sector with potatoes and carrots accounting for more than 60% of sales.

· Dairy products - currently account for 18% of organic food sales in the EU.  The importance of dairy products varies widely between countries, but organic milk tends to be the product with the highest market share in most countries (e.g. reaching up to 20% of the overall milk market in Denmark).  However, in some countries the supply of organic milk is greater than demand and it is estimated that up to 50% of organic milk in some Member States is currently sold at conventional prices.  

· Meat - represents 12% of the market with sales increasing strongly over recent years, especially since the BSE crisis.  Sales are far stronger in Northern European countries, with beef accounting for 80% of sales followed by lamb at 12%.  Organic beef and lamb remain considerably cheaper for consumers to purchase than organic pig and poultry meat. 

6. A key feature of the organic food sector in Europe remains the shortfall between domestic supplies and consumer demand.  Consequently, the levels of imported organic food in many Member States are very high (Figure 2.1).  The main suppliers of organic food products within the EU are Italy, Spain and the Netherlands.  However, considerable volumes of organic food (including fruit, vegetables and livestock products) are also being imported from non-EU, so-called 'third countries', such as Argentina, Chile, New Zealand and South Africa.  

7. EU enlargement and the growing interest in organic food production in central and eastern Europe (CEE) is also likely to have a significant impact upon EU organic trade flows in the next 5-10 years.  The growth in organic production area in some CEE countries is already in parallel to the EU.  For example, the area under organic production in Hungary increased by over 30-fold from 1,000 ha in 1988 to 34,500 ha (0.5% of total agricultural area) in 1999.  Over 90% of all organic food produced in Hungary is exported!

8. Since the early 1990s, the nature of organic food retailing in the EU has changed significantly with a shift from specialist outlets to the increasing involvement of the multiple retailers.  

9. This trend has accelerated particularly in the last 5 years and the multiples are now involved in organic food sales in most EU countries.  Their share of business is highest in Denmark and Sweden where they account for 90% of all organic food sales and in the UK where they account for over 70% of sales.  With their increasing interest and involvement in the organic food market, the multiple retailers have been instrumental in the development of the organic sector of many Member States.

10. With the increasing number of multiple retailers moving into the organic food market, it is inevitable that the nature of organic food products offered for sale will also begin to change.  

11. There is already a strong move towards the increased involvement of large food processors in the organic market and the introduction of an increased range of processed organic food products.  For example, many multiple retailers have been working very closely with their suppliers to develop a wider range of products in terms of both own-label and brand name products.  Industry observers have noted especially that the rapidly increasing proportion of new organic products being introduced as own-label products by the multiple retailers (e.g. Tesco in the UK) is a strong indication that organic foods are finally entering the mainstream food market.

2.1.2 EU and Member State Policies

12. It is estimated that over 70% of the expansion in organic production over the last 6-7 years can be attributed to:

· the implementation in 1993 of EC Regulation 2092/91 (and subsequent amendments/additions) defining organic food production 

· the widespread adoption by Member States of policies to support conversion to, or the continuation of, organic farming as part of the implementation of national agri-environment programmes (under EC Regulation 2078/92).

13. The former has provided a secure basis for the agri-food sector to respond to the rapidly increasing demand for organic food across Europe.  The latter has provided the financial basis for farmers to overcome the real and perceived barriers to conversion.  However, the payment rates, eligibility criteria and conditions of the national support schemes introduced by Member States vary widely and inevitably this has contributed to the differing rates of organic sector expansion observed in different countries.  

14. At a local, regional and national level, organic farming projects have also received support under Objectives 5b and 1 of the EU structural funds and the EU LEADER programme in a total of 9 Member States.  This includes support for a variety of activities including direct marketing, promotion of regional products, research, technical advice and training.

2.2 UK Organic Sector

2.2.1 Production and Market 

15. At the end of 1997 over 100,000 ha were being managed organically in the UK representing 0.5% of the total agricultural area.  By April 1999 this figure had more than doubled to 240,000 ha - 1.3% of the total agricultural area.  Of this 60,000 ha were fully organic, with the remaining 180,000 in conversion.  By September 2000, a total of 472,500 ha were managed organically, with 143,500 fully organic, 170,400 in second year conversion and 158,600 ha in first year conversion. 

16. There has also been a marked increase in the number of registered organic producers.  In April 1997, a total of 828 producers were managing all or part of their land organically and by April 1999 this figure had nearly doubled to 1,568 with a further doubling recorded by September 2000 with a total of 3,182 registered organic producers (farmers and growers).  Inquiries to the Organic Conversion Information System (OCIS) also rose by 250% in England and Wales during 1999, indicating a groundswell of interest in organic conversion amongst conventional producers - especially sheep and beef producers.

17. In April 1999, 79% of the 60,000 ha registered as fully organic were grassland (permanent pasture, temporary leys and rough grazing).  The vast majority of the land in conversion is also grass, due to the requirement for fertility building during the conversion period. 

18. Only 21% of organic land was classed as ‘cropped’ (arable, horticultural and fruit production).  Whilst the area of organic crop production has grown significantly (with wheat accounting for 42% of total arable production last year) it is not increasing as fast as the area of grassland.  The apparent reluctance of arable farmers to convert, combined with the large increases in organic livestock production, will further increase reliance on imported organic cereals.

19. Beef, lamb and poultry output all rose substantially in 1998/99, however pork production showed the greatest increase from 7,000 to 12,000 head.  A 17% rise has also been seen in the production of organic milk, much of which was processed primarily for the organic yogurt market.  Egg production has also grown significantly with a two-fold increase witnessed in the last year.  

20. These increases in output have enabled significant rises in the farm gate sales value of all organic products (Table 2.1).

Table 2.1: UK organic production levels and farm gate value 1997/8 -1998/9
	
	1997/8
	1998/9
	

	Product
	Number
	Farm gate value (£m)
	Number
	Farm gate value (£m)
	% increase in farm gate value

	Dairy (million ltrs)
	23
	6.81
	27
	8
	18%

	Beef
	3,400
	1.96
	4,200
	2.50
	28%

	Lamb
	23,000
	1.04
	26,000
	1.40
	35%

	Pork
	7,000
	0.96
	12,000
	1.80
	88%

	Poultry (table birds)
	125,000
	0.77
	190,000
	1.20
	56%

	Eggs
	37.5m
	3.0
	75m
	6.0
	100%

	Horticulture (tonnes)
	131,300
	19.35
	137,101
	20.22
	4%

	Arable (tonnes)
	31,121
	5.62
	33,500
	6.05
	7%


Source: Soil Association, 1999. Welsh Organic Industry Working Group, 1999. 
Figure 2.2: UK Sales of Organic Foods (£ million) 
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21. Total retail sales of organic food in the UK were an estimated £600 million in 2000 - approximately 1% of the total UK food market - and a six-fold increase compared to the £100 million total sales in 1993.  

22. The upsurge in consumer demand for organic produce has led the major retail outlets to recognise the potential of the organic sector and to stock an increasing quantity and range of organic products.   An estimated 60% of organic sales to over 70% of organic consumers are through the supermarkets (Figure 2.3).

Figure 2.3:  UK Organic Market by Sales through Different Outlets - 1999
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Source: Soil Association, 2000

23. Direct marketing of organic food through box schemes, farm gate sales, market stalls etc. is another significant outlet and there are many businesses that have build successful organic production units around servicing local demand.  The so-called "local food links" sector increased in value by 18% during 1999 to reach almost £58 million and demand for local produce far outstripped supply.  Substantial future growth in this sector is anticipated.

Table 2.2:  Imports of Organic Food (UK Market Share %) - April 2000

	Organic Product
	% imported of UK market
	% domestic supply of UK market

	Fruit, vegetables, herbs
	85
	15

	Cereals/Baked
	75
	25

	Dairy
	40
	60

	Meat
	30
	70

	Eggs
	0
	100

	Babyfoods
	65
	35

	Multi-ingredient
	80
	20

	Beverages
	85
	15



Source:  Soil Association, 2001

24. The number of businesses licensed for the processing of organic foods in the UK has risen from just over 500 at the end of 1997, to over 800 by April 1999 and 1861 in September 2000.  This includes businesses licensed to process for both human consumption and animal feed, it also includes licensed importers/exporters, distributors/packers and wholesalers of organic products.

25. Many of the registered processors deal with a range of products and have several enterprises listed on their licence.  An analysis of licensed processors by enterprise type and location reveals they are not evenly distributed around the UK.  For example, the greatest number of licensed animal feed suppliers and abattoirs are concentrated in the main livestock regions of England.  This results in a less well developed infrastructure in some of the other important livestock areas of the UK.  Other licensed processors for whom location is less important (eg. conserves, condiments etc) tend to be more evenly distributed around the UK.

26. Consistent with the low level of organic production in NI the processing infrastructure is also very limited.  Scotland and Wales also have fewer facilities than all the regions within England.  The most commonly listed enterprises by licensees are packing/distribution and fresh produce.  The highest concentration of processing facilities clearly reflects the areas with the highest concentration of organic production.

27. The UK organic market remains highly dependent on imports (Table 2.2).  Despite the growth in UK production, the level of imports is still increasing.  The import of dairy products has increased from about 10% to an estimated 30% since 1997/98.  Despite the increased UK production of organic milk, the requirements are such that imports are increasing particularly for butter and liquid milk for processing.  Likewise imports of organic meat in 1997/98 were negligible, but have now risen to over 4%.  The imports are predominantly pig and poultry meat.

28. In organic fruit and vegetables the sector remains most dependent on imports.  More than 80% of all organic fruit and vegetables sold in the UK are imported.  While a proportion of this could not be produced in the UK, there is clearly potential for a considerable increase in the domestic production of vegetables.  Some wholesalers of organic fruit and vegetables highlighted the considerably higher rates of conversion aid offered in some EU countries, particularly for perennial fruit crops, as a cause of low rate of conversion by fruit growers in the UK. 

29. There is also an increasing requirement for imported cereals.  While the import of cereals for human consumption remains at about 50%, there is a rapidly growing need for imported cereals for animal feeds.  Given the rapid growth in organic livestock and the relatively slow growth in organic arable production in the UK, the requirement for imports is expected to increase further.

2.2.2 Government Policy 

30. MAFF currently spends over £3 billion each year on supporting agriculture, but only 3% is spent on the agri-environment budget (compared to an average eleven percent across Europe).  Only eight percent of the agri-environment budget is currently spent on organic farming (£6.2 million).  This works out at 0.2% of the total UK spending on agriculture. 

31. Payments are limited to the first five years of organic management consequently producers who have completed conversion receive no direct support from government.  Other agri-environment programmes can be used to support the conservation practices on-farm.

32. In December 1999, Government announced intention to implement the "modulation" option of the Agenda 2000 policy reforms.  An increasing percentage of CAP support payments to all farmers is now directed to fund UK agri-environment schemes.  This increased support for organic farming, the five year conversion scheme, from £9 million to an average of £20 million commenced annually from 2000 to 2001. 

33. The Organic Conversion Information Service (OCIS) helpdesk is funded by Government.  The service consists of dedicated helpline, written information packs, and free farm advisory visits provided by Greenmount College in NI.  

34. The growing interest in conversion to organic production has been reflected in the growth of OCIS clients by almost 250% in England and Wales during 1999, with a similar trend in NI and in Scotland.  Demand for advice on organic conversion has increased substantially over the last two years, primarily because of buoyant organic product prices while conventional prices continue to fall.

2.3 Northern Ireland Organic Sector

35. The uptake of organic farming in NI has been low compared to the rest of the UK. By mid 1998 only 18 producers were registered as full symbol holders farming approximately 176ha of land.  In 1999 1,920 were registered under the Organic Farming Scheme and by 2000, 446ha had completed conversion and approximately 2800ha were in conversion. In total, 100 farms (January 2001) are being managed organically in NI. As of January 2001, it was estimated that a further 1,800 ha are being actively considered for conversion. 14 processing enterprises are also currently licensed to handle organic food. The Organic Farming Scheme in NI reopened on 1st March 2001. Detailed information on organic and in-conversion land is included in Table 2.3.

Table 2.3: Organic and in-conversion land in NI in November 2000

	Main enterprise
	Production area

(Ha)
	Number of organic units
	% land
	Ave. size (ha)

	Beef & sheep
	1631
	28
	58.2
	58

	Dairy
	1197
	15
	36.7
	80

	Vegetables
	98
	16
	3.0
	6

	Table poultry
	71
	20
	2.6
	4

	Eggs
	62
	12
	2.2
	5

	Turkey
	16
	5
	0.5
	3

	Pigs
	10
	1
	0.3
	10

	Camphill
	173
	3
	5.4
	58

	Total
	3258
	100
	100
	33


36. Applications have been made for the Organic Farming Scheme on 1,920 ha of land during 1999 and during the same year the Organic Conversion Information Service in NI responded to 475 telephone inquiries and made 100 farm visits.  Three organic development groups are currently operating within the dairy, beef and sheep, and vegetable sectors in order to assist sector development. 

37. Five organisations (organic sector bodies) are responsible for certification in NI, three UK (Soil Association, Organic Farmers and Growers, Demeter) and two in the RoI (Irish Organic Farmers & Growers Association and Organic Trust). The majority of certified organic producers are with Organic Farmers and Growers, and the majority of their existing organic producers are involved in table poultry and egg production. No organic sector body maintains an office in NI. 

38. In NI, approximately 17% of land is AAPS eligible, although eligible crops are only grown on approximately 4% of the land in each year (it is unlikely that crops are grown on ineligible land). However, the applications made for organic conversion support under the Organic Farming Scheme show that farms converting under the OFS have more land registered under the AAPS than the average - in the case of beef/sheep farms, approximately 36% and in the case of dairy farms, 22%. 

39. The organic sector in NI is noticeably less developed than in other areas of the UK and Europe.  

40. Most sales are direct through farm shops and box schemes with some sales through independent retailers.  Currently very little NI produced organic food is sold through supermarkets principally as levels of production are so small.  There is real potential for import substitution within the meat, dairy and vegetable sectors of which there is currently very limited production within the region.  There are also excellent opportunities for developing specialist production and processing.   

2.3.1 Current policy support and infrastructure for the organic sector in NI

41. The following sections provide a brief overview of the support available for organic farmers and the organic agri-food sector through various policy instruments and the already developed infrastructure.

42. Except for the Organic Farming Scheme, the other government policies are not targeted specifically at organic or converting producers or food businesses, however, they all could provide support to businesses which meet the specific eligibility criteria. In most cases, it is possible for the schemes to be combined. 

Organic Farming Scheme

43. The key policy measure in support of organic farming in NI is the Organic Farming Scheme (OFS), as operated in other parts of the UK, with an allocation of £3.5 million over 3 years and a total of £9 million to 2006 proposed under the NI-Rural Development Plan (RDP). This provides financial support over the first five years of the organic conversion. Payment rates vary with land status and are 'front loaded'. Land entered into conversion eligible under the Arable Area Payment Scheme (AAPS) will receive a total of £450/ha (year 1: £225/ha; year 2: £135/ha; year 3: £50/ha; year 4: £20/ha; year 5: £20/ha). Land not eligible under AAPS (whether arable or improved grassland) will receive a total of £350/ha (£175/ha; £105/ha; £40/ha; £15/ha; £15/ha). Land classified as unimproved will receive a total of £50/ha (£25/ha; £10/ha; £5/ha; £5/ha; £5/ha). 

Countryside Management Scheme (CMS)

44. This scheme provides the main environmental support payments available to the majority of farmers outside designated Environmentally Sensitive Areas (ESA - see below). These schemes can be combined with the Organic Farming Scheme and provide area payments for priority habitats and features as well as payments for a range of other optional habitats and specific conservation measures. A wide range of habitats and features are included, ranging from species-rich grassland; traditional hay meadows; breeding and feed sites for specific birds; provision of wild bird cover and buffer strips adjacent to lakes.

Environmentally Sensitive Areas (ESA) Scheme

45. Approximately 20% of NI is designated as Environmentally Sensitive Areas (ESA) including the Antrim Coast Glens and Rathlin; Erne Lakeland and West Fermanagh; Mournes and Slieve Croob; Slieve Gullion and Sperrins. The specific requirements and payment rates vary according to the priorities in the designated region and the ESA scheme payments may be combined with payments under the Organic Farming Scheme. Within each region, there may be a range of tiers, with the higher tiers receiving higher payments in return for greater restrictions to achieve the desired environmental benefit. 

Marketing Development Scheme

46. This is a non-capital grant scheme that aims to help the agri-food industry develop efficient marketing structures and seeks to improve marketing and commercial expertise. Support is available for projects that encourage greater integration and collaboration between producers, processors and others in the food chain. Under the Scheme 50% funding is provided towards the costs of setting up, recruiting members and the salaries of key staff. Subject to approval of the NI Operational Programme for 2000-2006 it is anticipated that additional funding will be available to encourage the marketing of quality agricultural products. Providing organic projects meet the criteria of the scheme, they may be eligible for funding. 

Processing and Marketing Grants

47. This grant scheme is currently closed, but it has been included in the NI Operational Programme 2000-2006 and subject to approval by the European Commission may be opened later in 2001. Any scheme is likely to include potential support for the processing and marketing of organic produce. 

Peace and Reconciliation Funds

48. The purpose of these funds is to encourage peace and reconciliation of society in NI following 30 years of civil unrest. The funds can apply to rural communities and a wide range of activities can be funded providing that they can demonstrate tangible benefits in relation to peace and reconciliation. DARD are currently finalising a proposal for use of such funds in the agri-food industry. Projects involving organic farming and food could be included, though they must meet the criteria in terms of peace and reconciliation. 

LEADER II

49. The EU LEADER II Initiative was introduced in 1995 and designed to encourage innovative approaches to rural development.  The implementation of LEADER II in NI has been an important part of the Northern Ireland Rural Development Programme in offering funding and autonomy to local people and communities to develop their own ideas for dealing with rural problems such as rising unemployment, increasing economic insecurity and the loss of services.

50. At 31 December 1999, the end of the 5 year programme and closing date for final commitments to projects, LEADER II had provided over £14 million of financial assistance to more than 2000 innovative local projects.  This included technical support for feasibility studies, assistance for small firms, innovative agricultural marketing, farm diversification and environmental projects.

51. LEADER II was arguably something of a lost opportunity for the NI organic sector.  Many applications for assistance with innovative organic farming projects were initially rejected by Local Action Groups and it was not until March 1999 that a decision was endorsed to allow aid to be granted to organic farming projects.  The areas identified for potential LEADER II funding at the time included:

· capital expenditure upon organic farms, such as the conversion of cattle housing and improvement of manure handling facilities;

· staff costs involved in the development of organic producer groups etc.;

· small-scale organic marketing and processing facilities not eligible for funding under the Processing and Marketing Grant Scheme operating at the time.

52. The number of organic projects that subsequently applied for LEADER II funding was not ascertained during this study.  Local Actions Groups were requested to invite previously rejected organic farming projects to re-apply, but again the outcome of this is unknown.

Education, Advice & Extension 

53. The DARD infrastructure in support of the organic sector includes advisory and education provision, notably at Greenmount College with four specialist organic advisors implementing (providing free initial conversion advice to producers) and providing ongoing advisory support and extension services. Food processing advice is also available (for example on dairy products at Loughry). There are also two part-time organic supply chain advisors within DARD. Close collaboration with the sector is maintained.

54. Greenmount College provides the focus for provision of organic education, advice and extension with a team of four specialist organic advisors covering all aspects of crop and livestock production. They work closely with the established organic sector and have strong links with many organic producers. 

55. The Organic Conversion Information Service (OCIS) scheme, implemented by Greenmount College is funded by DARD to provide free advisory visits to eligible farmers interested in organic production. The scheme has been well adopted, although the closure of the OFS last year reduced interest amongst farmers. 

56. In 2000, the Organic Conversion Information Service responded to 475 telephone inquiries and made 100 farm visits. To assist in the delivery of cost effective extension services for sector development, three Organic Development Groups are currently operating within the dairy, beef and sheep, and vegetable sectors. 

57. The college has identified several areas of the core programme with relevance and potential benefit to the organic sector. These include the development of conversion and marketing plans, support for the improvement of business management and marketing, including the 'benchmarking' of organic production in NI (and with other producers in the UK). A priority is placed on integration in the organic food chain to facilitate import substitution, in part through the support and promotion of cooperative and collaborative ventures.

58. Several courses under the People Development Programme are being developed aimed at competence development. Students on higher and further education courses receive and awareness of organic systems. The potential to develop an organic vegetable production course is being investigated. Short introductory courses aimed at interested producers will present enterprise and conversion specific information in all sectors, and it is proposed that computer aided learning packages are developed. 

59. Organic Development Groups have been established to facilitate the exchange of information, the provision of demonstration facilities and the opportunities for development.

60. North West Organic Producers Group (NWOPG) have initiated farm visits and other group activities with members and collaborating with other organisations to support the organic sector.

Research and Development

61. Greenmount College; Queens University and the Universities of Ulster and Coleraine have an ongoing agriculture research programme. Organic research opportunities are being explored, including the potential for collaborative links with other organisations. Currently, no funds are allocated from DARD Science Division to organic R&D, although MAFF's research programme includes an annual spend on organic R&D of £2M. The majority of this work has relevance to organic and converting producers in NI as well as to DARD's policy needs. 

Organic Sector Bodies and Surveillance

62. Five organisations are responsible for certification in NI, three based in the UK (Soil Association, Organic Farmers and Growers, Demeter) and two in the RoI (Irish Organic Farmers & Growers Association and the Organic Trust). Of the five organic sector bodies operating in NI, none currently maintain an office in NI.

63. UKROFS (with a Secretariat in MAFF) is responsible as the certifying authority; required to establish a common UK standard; advise MAFF and agriculture departments on policy and undertake surveillance of the operation of organic sector bodies through a sample inspection of operators. There is one representative from NI on the UKROFS Board and there is close cooperation between UKROFS in MAFF and DARD. There are two UKROFS inspectors within DARD.

2.3.2 Other initiatives

64. There are a range of other interesting initiatives in NI that do not address organic food directly, but rather integrate it into broader strategic action relating to local community development and health promotion.

Armagh and Dungannon Health Action Zone (HAZ)

65. In April 1999 the Armagh and Dungannon district council areas were designated a Health Action Zone (HAZ) by the Department of Health and Social Services.  The area is largely rural in nature with a complex profile of severe deprivation compounded by geographical isolation.  The impact of the “Troubles” in this border area has had a profound effect on the health and well-being of individuals and communities living within it.

66. Through its Healthy Food and Local Regeneration Project, the HAZ will provide a training programme to promote healthier eating and a greater awareness of local produce.  This will include the promotion of organic food and organic growing methods.

67. Where possible projects are run at a local level, raising awareness and encouraging local partnership across the whole community.  The HAZ project team is attempting to develop comprehensive links in the area and are currently hoping, for example, to become involved in the UFU's 'Buy Local' campaign.  

Friends of the Earth Local Food Project

68. Friends of the Earth NI are planning research and action around stimulating the local food economy in NI as part of their Real Food Campaign. This will link with the other local initiatives identified below and will provide additional support and incentive for some organic producers with a shared perspective.

Belfast Food Co-op

69. The Belfast Food Co-op was founded in 1997 with the aims of both providing a supply of organic food to the general public and to create a local market for organic growers.  Membership of the co-operative currently stands at around 120, but unfortunately a regular supply of fresh organic produce has not been possible to arrange.  The co-operative remains a potentially useful player in any urban-based health promotion campaign involving fresh, local, organic produce.

Dungannon and South Tyrone's Food Futures Project

70. Food Futures is a national partnership programme initiated by the Soil Association and part-funded by the National Lottery Charities Board in eleven different parts of the UK including three areas in Scotland, one in Wales and one in NI.

71. In South Tyrone, Food Futures is being supported by and run in conjunction with many local organisations - including Dungannon and South Tyronne Borough Council, Armagh and Dungannon Health Action Zone, the Rural Development Council, DARD, UFU and NIAPA.

72. Food Futures aims to get more local, including organic, food to local people by supporting the development of an active local food sector network and associated sustainable local food economy.  This ambitious programme is based on full and effective community participation and development of active partnerships involving all levels of the food supply chain including producers, distributors, retailers and consumers.

Farm Enterprise Enhancing Diet (FEED) 

73. Farm Enterprise Enhancing Diet (FEED) is a scheme devised by traders in the Belfast Farmers Market to enable underprivileged members of the community to receive fresh, quality produce to enhance their diet.  The concept was developed originally by the Farming and Retailing Movement (NI).  It is proposed that the scheme will initially cover the Belfast area and then extend throughout NI.  The relevance of organic production will depend on price and availability and should be explored in the context of understanding the costs of organic production. 

2.4 Republic of Ireland Organic Sector 

2.4.1 Production and Market 

74. Similar to the trend in other European countries, the amount of land farmed organically in the Republic of Ireland (RoI) has increased substantially in recent years.

75. Currently estimates suggest that a total of 32,000 ha are farmed by organic methods - 22,000 ha of which is fully organic with the remaining 10,000 ha currently in conversion.  This represents approximately 0.7% of total agricultural area and has increased by over 25,000 ha since 1995.  The number of organic producers has also increased dramatically from 300 in 1995 to over 1,000 in late 2000.

76. The majority of organic farms are located in the west and south-western regions of the country (e.g. nearly 30% of all organic farms are located in Clare and Cork).  There are relatively few organic farms on the east coast.  The average size of organic farms in the Republic is approximately 34 ha which is similar to average conventional farm size.  

77. Livestock production tends to be the main enterprise on most organic farms - 64% of farms have beef production as their main farm enterprise and 22% lamb production.  Findings from the Bord Bia report, Prospects for Organic Food in Ireland, suggest that in December 1999 there were around 7,400 suckler cows on organic farms in the Republic (less than 1% of the national suckler cow herd) and in the region of 6,500 calves/yearlings and 2,800 finished animals.  

78. According to the report, organic beef production is strongly seasonal with most producers selling their animals during April - November at approximately two years old (average liveweights of 500kg for steers and 440 kg for heifers).  Finishing over-winter is very expensive relative to the high price and scarcity of organic feedstuffs.

79. Bord Bia also estimated that there were 15,000 organic breeding ewes in the Republic in December 1999 (less than 1% of the national breeding flock) with estimated sales of 19,000 finished lambs during that year.  The average weight of finished organic lambs was given as 38kg for early lamb and 40kg for main crop lamb.

80. There are a wide range of outlets for organic beef and lamb in the RoI with approximately one-third sold to wholesalers/factories.  Other outlets for organic beef and lamb include butchers, producer co-ops, finishers and livestock marts (including a significant proportion sold at conventional prices).  Another very important outlet for organic meat are box delivery schemes.  

81. The estimated break down of total organic food production in Ireland is as follows (Table 2.1):

Table 2.1:  Irish organic food production, 1999

	Type of Enterprise
	Production (tonnes)

	Beef
	800-900

	Lamb
	200-220

	Vegetables
	1,500-1,800

	Fruit
	130-160

	Herbs
	20-25

	Milk (gallons)
	350,000-450,000

	Cereals
	1,200-1,500


Source:  Bord Bia

82. In 1999, the retail value of the organic food market in Ireland was estimated to have been worth between £IRL20 - 25 million (approximately 0.5% of total food sales).  This is well-below that of other EU Member States (see Figure 2.1) suggesting that the market is at an early stage of development and that further growth is a reasonable expectation.

83. Fruit and vegetables occupy the largest share (45%) of the domestic organic food market, followed by organic beef (20%) and lamb (4%).  Organic grocery products (e.g. branded and processed organic food products) account for much of the remaining market share.

84. Supermarkets are the principal outlet for organic food in the RoI with 62% of organic food consumers purchasing from these outlets.  Health food and specialist shops account for 14% of purchases with independent retailers and direct sales representing the remainder.  However, consumers still perceive health food/specialist shops as the principal outlets.

85. The number of organic product lines being stocked by Irish retailers has increased strongly over the last few years, with most retailers seeing a 50% increase in product lines stocked.  The majority of these products continue to be primary products including fruit and vegetables, meat and milk.  There has however been a steady rise in the number of processed/value added products available.  

86. Industry informants, including retailers, wholesalers and processors, suggest that the current growth rate of 25-30% per annum of the Irish organic food market could continue for at least another five years.  If this estimate is realised, the market could more than triple in size by 2006 (e.g. £IRL60 - 90 million).  

87. The current shortfall between domestic production and demand results in imports accounting for up to 70% of most organic product sales in the RoI - except that is for organic beef and lamb.  The priority for Irish producers over the next 5 years is therefore likely to be to minimise the level of imports by increasing the range and supply of Irish organic produce that is available on a year-round basis.  

88. It seems unlikely that they will be concentrating upon increasing exports - although clearly producers in the Republic will be in a strong competitive position to supply the UK/NI market if they have sufficient supplies available (especially of organic beef and lamb).

2.4.2 Government Policy 

89. Irish organic producers and processors converting to organic farming are well supported by agri-environment payments and a dedicated capital grant scheme.  The support available can be summarised as follows:

Area Payments

90. Supplementary Measure 6 of the Rural Environment Protection Scheme (REPS) provides additional payments to farmers participating in REPS who wish to convert to or continue with organic farming methods.  

91. Producers must be inspected by an approved inspection body and register with the Department of Agriculture.  They must also farm in accordance with a five year agri-environment plan drawn up by an approved REPS planning agency.  Producers must however commence conversion to organic agriculture at the start of their five year REPS plan.  

92. In addition to the £IRL122/ha basic payment under the REPS scheme, farmers participating in the organic farming supplementary measure are eligible for the following extra payments:

· farms over 3 ha - annual payment of £IRL142/ha (up to a maximum of 40 ha) during the two years of conversion reducing to an annual payment of £IRL71/ha for the remaining three years of the REPS plan

· farms less than 3 ha - annual payment of £IRL190/ha during the two years of conversion reducing to an annual payment of £IRL95/ha for the remaining three years of the REPS plan (provided that at least 1 ha is under organic fruit or vegetables)

Grant Aid

93. Under the National Development Plan agreed by the Government in 1999, a total of £IRL6 million was allocated to a Scheme of Grant Aid for the Development of Organic Farming during the period 2000 - 2006.  

94. Final details of the Scheme are not yet available, but it is believed to focus upon:

· assisting on-farm investment in equipment and facilities to improve the marketing of organic produce and 

· the development of processing facilities and marketing capabilities of businesses involved in the organic food sector.

3 The Potential for Growth 

1. This section reviews the potential for growth of the organic sector in Northern Ireland (NI) from a number of key perspectives, these include:

· consumer attitudes in the EU and UK

· trends in retail distribution in the EU and UK

· projections for market growth in the EU and UK

· long-term viability of organic farming in the EU and UK

· survey of the agri-food industry in NI

· SWOT analysis of the organic sector in NI

2. The outcome of this process of consultation provided the basis for the formulation of strategic goals and action plan.

3.1 Consumer Attitudes

3. The increasing number of food scares over recent years has led to a strong rise in consumer demand for products that have been produced without the use of pesticides or other chemicals.  More recently this has also come to include products free from genetic modification.  

4. This has meant that increasing numbers of consumers in the EU have been turning to organic food because it is perceived to be of better quality and healthier.  Given the trends in market growth over the last few years, this is a development that seems likely to continue (if not accelerate) over the next 5-10 years.

5. While there is not a "typical" EU organic consumer, in most Member States they do tend to share similar characteristics - namely:

· they tend to be wealthier
· they tend to be well educated 

· they are more likely to be town/urban dwellers,

· they are more likely to be in the 35-65 age group,

· a significant majority have a common "drive" for consuming organic food products, principally their concerns about the environment, their health (including the health of their children) and food safety
· they mainly purchase organic food products from supermarkets
6. These characteristics are 

	a) consumers have the highest awareness of environmental/health issues; 

b) consumers have above average disposable income, and; 

c) the multiple retailers have played the most active role in organic sector development




7. Similar characteristics to those listed above have been observed amongst consumers purchasing organic products in both mainland GB and the RoI
, and it seems reasonable to assume that they will also be found amongst consumers in NI.

8. Consequently, it also seems reasonable to assume that those factors observed to influence consumer demand for organic food in other countries and regions will also operate in the context of NI.  These include positive market growth factors that help to boost sales of organic food, as well as a number of negative market constraints that work against development of the organic market.  

9. These factors are summarised in Tables 3.1 and 3.2.  

10. An awareness of them is essential to the formulation of any national/regional organic development strategy. 

Table 3.1:  Market Growth Factors
	Growth

Factor
	Impact

	Health and 

Food Safety
	The perception of organic food as a healthier option than conventional foodstuffs is a major driver of consumer demand.  The UK and other EU Member States have been plagued by a number of food scares over the last 10 years, including Salmonella, Listeria, E Coli and, perhaps most significantly, BSE.  These have all contributed to greater consumer awareness, and concern, about how food is produced.  



	Media Coverage and Public Awareness
	Media interest has created greater awareness amongst consumers about both intensive food production methods (e.g. since 1992 sales of free range eggs have increased by more than 250% primarily in response to the consumer reaction against battery farming methods) and the benefits of organic farming methods.  

There is certainly evidence to suggest that the media interest in GMOs has increased levels of demand for organic products in some countries (notably Germany, Austria and the UK) and it is likely that the GMO debate is an issue that will continue to run for many years.



	Consumer Profile
	There is no longer a ‘social stigma’ attached to buying organic foods.  Though the stereotypical ‘sandal-wearing hippie’ continues to buy organic, he/she has been joined by mainstream consumers.  This has opened up the market considerably.



	Product Range and Availability
	An increase in the range and availability of organic products is an important factor in promoting market growth and many retailers and processors are now working together attempt to offer the consumer maximum product choice in outlets which are as accessible to consumers as possible.



	Environment
	Consumers, and particularly children, are increasingly more educated and aware of environmental issues such as pesticide residues, recycling, sustainable agriculture, air/water pollution, etc.  Consequently they are beginning to question intensive conventional farming methods and to look for alternative forms of food production.  Associated with this is the 'feel good' factor of supporting positive ways of promoting the environment, producers and the local region.



	Animal welfare
	Consideration for animal welfare is an important factor in the choice of organic livestock products, associated with high standards of animal welfare.



	Credibility
	The development of private and state-run certification schemes operating within the legal framework of EC Regulation 2092/91 has given consumers, processors and retailers considerably more confidence in the authenticity of organic products.

The introduction of organic foods into multiple retailers has also not only increased consumer awareness of the products, but – through their common image as suppliers of "quality" foods – has helped to create confidence in the foods themselves.



	Taste
	Many traditionalists would argue that greater demand for organic food has also been generated because organically-grown products - particularly fruit, vegetables and meat - taste better than conventionally grown products.




Table 3.2:  Market Contraints

	Constraint
	Impact

	Price Premium
	A proportion of consumers who currently buy or would be interested in buying organic food products recognise the need for a higher price to cover additional costs involved with the production and distribution of these products. However, many would not be aware of the reason for higher prices.

The occurrence of extreme price premiums (e.g. up to 200%) seems unreasonable to many consumers and acts as a major obstacle to purchase.  If excessive price premiums are maintained, growth in consumer demand will quickly slow down; whether due to shortage of supply or for example due to greater costs of production or supply (e.g. due to high on-farm production costs, poor economies of scale amongst processors or high fragmentation of the industry).

Unacceptably high price premiums are also a problem for wholesalers and retailers since they lead to slow product turnover and consequently high levels of waste, which in turn have further price implications.

Consumer research across Europe suggests that consumers are generally willing to pay an average price premium of up to 20-25% over the average conventional price for organic food, although clearly there are many exceptions to this rule.

In many cases, conventional prices are far too low to provide an adequate return to producers and this exaggerates the difference with organic prices, where in a generally undersupplied market a better return would generally be achieved.



	Product Range and Availability


	Consumers are now accustomed to purchasing a comprehensive range of products whenever they need them.  If the product is not available they will look for an alternative.  Insufficient consistency of supply is therefore potentially another major obstacle to development of the organic food market.

Limited supplies of fresh produce and raw materials also increases the wholesale price and works against the development of economies of scale therefore increasing the cost of production, processing and distribution which can further constrain market development.



	Quality and Appearance
	Consumers may view the quality and appearance of fresh organic products especially as inferior to conventional produce and decline to buy.  It is important therefore that consumers are informed about broader issues of food quality and encouraged not to simply equate attractive cosmetic appearance with "good quality".



	Promotion and Branding
	Although there has been growing media coverage relating to organic food, there has been relatively little advertising of individual products and there are consequently relatively few organic brands that are recognised as such.  



	Cynicism and Confusion 
	Some consumers continue to display cynicism about the authenticity of organic and are especially reluctant to pay premium prices for food products they still perceive as 'conventional'.  This problem is compounded by the confusion amongst consumers caused by the proliferation of quality assurance schemes and especially the emergence of so-called "half-way house" products that claim to be produced "naturally" or in an "environmentally-friendly".  Consumer education is very important to address this particular market constraint. 



	Negative Media Coverage
	Although generally news stories on organic issue are positive, or not overtly critical, there are counter views and potential media interest in more negative stories which could destabilise consumer confidence. 


3.2 Trends in Retail Distribution

11. As already noted, the retail distribution of organic food has changed significantly over the last 10 years with the organic food market following a similar pattern of development to the conventional food market and multiple retailers becoming an increasingly important outlet - particularly in Northern Europe.  

12. Table 3.3 shows the retail spend pattern of organic consumers in the UK, where 57% of the retail value of organic food is purchased by 7% of consumers purchasing at least once every two weeks. Conversely, the majority (43%) of organic food purchasers buy only two or three times per year. 

Table 3.3:  Organic market in the UK: Buying occasions and organic retail spend

	
	Number of organic food purchaser buying occasions

 - per year

	
	26+
	14-25
	7-13
	2-3
	1 only

	% total retail organic food spend
	57.1
	18.1
	11.4
	11.7
	2.5

	% organic food buyers
	6.5
	8.0
	13.2
	43.1
	29.5


Source: Taylor Nelson Sofres plc (2000)

3.2.1 Multiple Retailers

13. The emergence of supermarkets as the predominant outlet for organic food (approximately 70% of organic food is sold through multiples in the UK) in many countries has resulted in a number of key developments regarding the supply and demand within the EU and national organic food sectors. These include:

	a) introducing organic food to large numbers of potential consumers that other outlets or distribution channels would not have been able to;

b) highlighting the presence of an alternative to conventional food for those consumers with concerns about the safety of conventional products;

c) building relationships with organic food producers and/or processors to develop the range of organic `products available in order to provide the maximum choice for consumers;

d) highlighting the supply problems that exist within the sector as they are not able to source sufficient volumes on a consistent basis to satisfy consumer demand, and;

e) importing significant volumes of organic food. This is helping imports get established in the market and makes it more difficult for domestic supplies to develop.




14. Table 3.4 highlights the impact of multiple retailers on the organic food industry in general and upon growers specifically.

15. Approximately half the population of NI lives in the Greater Belfast Conurbation, and two thirds of the total population live within a thirty mile radius of Belfast with the remainder spread throughout the province. Consumer spend on grocery through food retail outlets mirrors that in the rest of the UK, but there are a greater proportion of independents and 'symbol groups' in NI compared with GB, this may offer more opportunities for local supply arrangements. 

16. Most organic food sold in multiples in NI is not sourced from within NI as the current production base is too small, there are too few organic producers and the infrastructure is poorly developed. The rapid expansion in the production base will change this situation over the next two years as converting producers achieve organic status. 

Table 3.4:  Impact of Multiple Retailers
	Issue
	Demand from multiple retailers
	Impact on grower

	CCQ
	Multiples want dedicated suppliers who can guarantee continuous, consistent quality in large quantities


	Growers need to engage in joint marketing initiatives so that they can guarantee the quality and quantity demanded

	Margin squeeze
	Multiples want to reduce price and, therefore, create even stronger demand – one way to do this is to reduce margins


	The squeeze on margins will be most keenly felt by growers, importers and distributors rather than the retailers themselves

	Product availability
	Multiples want to be able to offer their customers an organic alternative to all conventionally produced products.  But, they do not want to alienate their existing supply base


	Even if multiples use their existing manufacturers, demand will still increase for raw ingredients which creates opportunities for new suppliers to enter the market

	Retailer own label
	Multiples are looking to develop their own range of organic foods in order to increase customer loyalty
	If growers (or grower groups) can meet the high specifications set out by the multiples, opportunities exist to supply the own label market



	Seasonality/variety
	As with the conventional market, multiples want to offer year-round supply of fresh fruit and vegetables, and a full choice of varieties


	Growers (or grower groups) should try to supply more than one variety of any fruit or vegetable, above those that are already sold

	Promotion
	Multiples want to promote their products with support from their suppliers
	One way of encouraging multiples to stock your product is to provide monetary support for promotional campaigns.  This may be difficult for an individual to achieve, so might be more effective if promoted under a regional banner or with producer groups




17. In NI, the major UK multiples have rapidly expanded their operation, rapidly gaining market share (Table 3.5). There is considerable optimism for growth in the organic market amongst multiple retailers with some taking targeted steps to secure an increased share in the market. Although current NI sourced organic food sales in multiples are low, there is a desire to increase local supply of food generally and of organic food specifically. For example, Sainsbury's has implemented an initiative to encourage conversion amongst beef producers with ABP Newry. 

Table 3.5  Retailer share of NI grocery market
	Retailer
	% share NI grocery market
	No of stores

	Tesco
	28.9
	35

	Safeway
	11.7
	12

	Sainsbury
	8.2
	7

	Iceland
	7.1
	32

	Symbol Groups
	6.0
	Spar  235

Vivo  117

	Dunnes
	5.6
	15

	Co-op
	5.5
	30

	NISA
	4.5
	30

	Super Valu
	4.1
	29

	Marks & Spencer
	4.0
	7

	Others (including Lidl)
	15.3
	NA


3.2.2 Farm shops and direct supply  

18. There is certainly a closer physical proximity of consumers in NI to the countryside and farming compared with the large population centres in GB. This may encourage a small number of consumers to establish and use direct links to producers, and this could form the basis of direct supply arrangements but will not substitute for the multiple retail sector. In NI, sales of organic food through the independent and speciality retailers may account for 15% of total organic food purchases.

19. Farm shops and direct supply offer particular advantage to organic producers although total market share  through these is small (15%), it represents good practice and can strengthen local economies and enhance rural livelihood outcomes.

20. There are approximately 20 members of the Farm and Retailing (NI) Movement (FARM) in NI with a further 30 farm shops who are not members of FARM. Although FARM is primarily aimed at conventional farm shops, general as well as specific support could be provided where organic farm shops are planned or are already operating. In addition a further 10-15 producers sell through the Belfast Farmers Market. The shops sell a wide range of grocery items and it would appear that the butchery outlets fair best in terms of turnover – given the higher value of their product. No reliable estimate is available of the gross figure for the value of the farm shop retail market in NI.

21. There are four established 'box schemes', providing regular delivery of seasonal vegetables to households. These schemes are currently rather better developed in other parts of the UK, with operations encompassing producer owned direct local supply and extending to regional and national supply schemes operated by larger companies. In some cases these have developed into large businesses but started from individual producers.

3.3 Projections for Market Growth and Future Developments

22. Over the last ten years the annual rate of growth in total organic production area across the EU has been 25%.  If this growth rate continues then it is conceivable that 6% of agricultural land in Western European will be organic in 2005 and 19% by 2010 (Table 3.6) - significantly greater than previously supposed.  

Table 3.6:  Implications of 25% annual growth in EU organic production area (source: Welsh Institute of Rural Studies)
	
	2000
	2005
	2010

	Total area under organic production (million ha)


	3.0
	9
	28

	Proportion of agricultural land (%)


	2.1%
	6.4%
	18.7%

	Number of holdings ('000)


	114
	800
	2,500


23. Meanwhile, the strong growth in demand for organic food across Europe is also forecast to continue with latest estimates predicting that organic food will account for up to 7% of the total food market by 2005 - an expected total retail value of organic food sales of £20-£30 billion.

24. The UK organic market continues to grow at an estimated 40%, with supply growing at over 25% per annum, consequently the UK continues to rely on imports to satisfy consumer demand.  Over 70% of organic sales come from imported goods, particularly fruit and vegetables, last year also saw a sharp increase in the percentage of dairy products imported despite continued growth in the domestic sector.   Many of the current imports could be produced domestically, consequently there is significant potential for growth of the sector in the UK.  

25. The largest growth in organic production will result from new entrants rather than existing producers increasing output.  There is huge potential to produce and manufacture organic products in each sector with continuing increases seen on an annual basis

3.3.1 Long-term Viability of Organic Farming

26. With such dynamic growth of the organic production base and the organic market in recent years, coupled with the increasing pressure on conventional farmers and a favourable policy climate, a generally optimistic view is taken of the future development of the organic sector.  However, the extent to which the market is linked to economic cycles, a more recessionary economic climate may lead to a downturn in market growth, or at least the rate of growth. 

27. Long-term viability of organic farming depends upon continued market demand sustaining market value and thus providing a sufficient financial return to the organic farmer. Supply and demand factors will dictate whether this is achieved in the future. Although projections of increases in market size of five or even 10-fold may be justified, it is necessary to consider the long-term future for organic systems as demand and supply converges. A further factor affecting long-term sustainability is the potential for conventional production systems to improve sufficiently to satisfy consumer concerns from the human health or environmental point of view that hitherto had been met by organic food. 

28. In the recent years of rapid expansion, returns to organic production have been generally better than conventional. However, long-term viability of organic farming depends not only on market value of the organic products, but also on farm policy and subsidy regimes. 

29. Financial organic farm models developed by Welsh Institute of Rural Studies (University of Wales, Aberystwyth), suggest that the enterprise Gross Margin (GM) becomes a less important component of the overall financial return to the farm following organic conversion. This is illustrated with one example for the lowland livestock mordel farm (Figure 3.1; Padel, 2000). On the converted organic farm, the organic premium and environmental support payments become more important than they were prior to the conversion. This may place the organic farm at a greater risk, depending on policy and market circumstances. 

Figure 3.1: Financial Returns* (£/ha) - Lowland Livestock model farm (180ha) 
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* Financial Return defined in this model as an extended Gross Margin with some adjustment for fixed costs, but not to be considered as a Net Farm Income

Conv = Conventional farming; Trans = In Conversion to organic farming; Organic = Organic farming
Source: Padel (2000)

30. There is very little information available on the financial performance of organic farms in NI - detailed monitoring and benchmarking of organic farms, as well as those going through conversion would provide more information on which to base conclusions as to the long term viability of organic systems in NI. This is currently ongoing.

3.4 Survey of the Agri-food Industry in Northern Ireland

31. Consultation with the major stakeholders in the food and farming sectors in Northern Ireland has been a fundamental and continuous element of this strategy document. Many of the stakeholder positions are interdependent and there is often a convergence of views. Consultation has involved a combination of desk research, face-to-face interviews, and focus and discussion groups, reflecting the food chain at all levels across the main agricultural sectors. The Organic Farming Liaison Group (Annex A) provided background information. A full list of contacts is provided in Annex B. The following summaries (sections 3.4.1 - 3.4.9) reflect the results of the consultation process on a sectoral basis. The views of individual producers were summarised by the team of organic advisors at Greenmount college and this was complemented through further detailed discussions with 16 individual producers (section 3.4.10).

3.4.1 Multiple Retailers

32. Given the demographic profile of Northern Ireland, with a high concentration of the population resident in the Greater Belfast area, it is likely that multiple retailers, rather than direct retail supplies, will spearhead any potential growth in the marketing of organic produce.  These retail outlets are an integral part of the infrastructure in Northern Ireland, ranking among the largest employers.

33. The views of those interviewed, regarding consumer awareness varied.  Generally it is believed that the Northern Ireland consumer is aware of food safety issues, with closer links to the countryside and farming than their counterparts in many parts of GB.  Many are of the view that increased regulation has reduced the gap in quality between conventional produce and organically produced food.  Research undertaken by one multiple retailer revealed that consumers believed that organic produce was not readily available in Northern Ireland and that the cost of organic food was, generally, too expensive.   This was the experience of all organisations interviewed in the multiple retail sector.

34. On the part of the multiples there is a desire and willingness to promote and increase the sales of organic produce.  In GB this has been consumer driven and sales-led.  While it has been acknowledged that “consumers in all regions have a preference for locally produced food”, without exception, those consulted expressed difficulty in sourcing locally produced organic produce in Northern Ireland.  Nonetheless, it is the policy of those consulted to source local produce, where possible. Sainsbury's, for example has increased the NI supply base for conventional produce from 17 to 100 suppliers, whilst they have also introduced a scheme to encourage supply of organic beef.  

35. The major retailers already have well-established links with suppliers of conventional produce and are therefore fully aware of the production and supply issues within Northern Ireland.  However, some expressed a lack of clarity about the supply base and, more importantly, the potential for supply in Northern Ireland. 

36. Northern Ireland is inhibited by economies of scale.  It is indeed a recognised problem that “indigenous producers are finding it difficult to meet economies of scale demanded by the recently arrived retailers”.  As supplier’s costs of preparation and packing are therefore considerably higher than other parts of GB it was felt that any future strategy needed to look at opportunities for collaborative ventures and joint marketing initiatives.  

37. The multiples are quite clear that they do not need to increase the number of suppliers, instead, farmer producers are encouraged to form collectives and so gain more leverage with multiples.  All of those consulted expressed the benefits of producer groups and collaborative working on the supply side. 

38. A recurrent observation was that the most successful organic suppliers, with the most lucrative businesses, were those which had been trading successfully on the conventional front before or along with conversion.  This was due not just to the scale of operations, but to commercial acumen, at every stage of the supply chain.

3.4.2 Local Direct Retailing Sector

39. It was acknowledged by this sector that there was a limited range and volume of supply of organics in Northern Ireland.  However, there was agreement that multiples appear content to continue importing organic produce and seem unwilling to give a real commitment to sourcing local produce.

40. Those consulted expressed a genuine fear of legislation and regulations and commented that the flow of advice could sometimes be lacking and confusing.  It was widely recognized that local markets allowed the producer to obtain the maximum return on produce, by cutting out the wholesaler and retailer.   

41. Education is needed for both producers and consumers in order to achieve a greater understanding of the various standards.  There is a clear synergy between local and organic and the existing local markets structure could be used to develop this potential.  However, investment is required within the sector in terms of providing better sites and facilities throughout Northern Ireland. 

42. Although more financial support is required to encourage the growth of local markets, greater marketing advice and information for producers was seen as a key priority.  Greater protection of the words ‘local produce’ would be welcome, so that they apply solely to goods produced, not just packaged in Northern Ireland although this raises the question of 'how local is local'? and what constitutes optimum supply chain distances for different types of product.

3.4.3 Red Meat Processors

43. Within this industry there were many different and often contrasting views on the potential for organically produced meat.  However, the majority of meat plants are fully equipped and built to the highest standards, which could readily accommodate any organic meat expansion.

44. The majority of plants had, or were, in the process of receiving UKROFS accreditation.  Those that had not taken this step had researched the marketplace and had concluded that there was simply not the local supply of organic beef and lamb to justify involvement.  

45. Feelings towards the standards were mixed, as some processors had no problem with meeting the required standards, while others found the process difficult and impractical, particularly in light of the already stringent EU legislation and regulations, which control conventional meat processing.

46. A few plants had begun processing organic and in-conversion stock and were pleased with the progress they were making.  However, the volumes involved are still only a fraction of both customer demand and the necessary critical mass for specialised processing and packaging.

47. An element within the sector indicated that export to mainland Europe offered a greater potential market for organic meat, than the UK market.  Processors worked closely with farmers and felt that technical support in helping producers through the process of conversion was essential to increase production.  One processor felt that the skills and experience of existing organic farmers could be utilised to help those in conversion.  

3.4.4 Poultry Meat Processors

48. A number of the plants consulted had received organic accreditation.  While one saw no difficultly in meeting the required standards, others had concerns that in the future compliance would become increasingly difficult.

49. One plant already had a large number of organic producers with a huge volume of supply while another had a number of producers seriously considering the organic poultry option.  While recognizing that there is a demand from retailers for organic poultry the volume required is still very small in the overall context of poultry production. 

50. A genuine concern amongst all the poultry processors was on the topic of organic feed and the general cost of production.  Although feed mills were producing an increasing range of organic rations, these were costly to purchase and therefore increased the cost to the consumer of organic poultry.

51. For the poultry meat sector to grow there is a realisation that the price factor is a key barrier. The requirement for poultry litter to be spread on organic certified land is perceived as a barrier but will be achieved with the land already in conversion. 

52. Other issues regarding implementation of EU Regulation 1804/99 (Livestock Standards) in the UK were noted as a potential problem, where higher NI standards could lead to lower price imported product coming to NI market destabilising the developed marketing arrangements. The general issue of 'gold-plating' standards is one with particular impact on poultry (meat & egg) production for several structural reasons. 

3.4.5 Egg Producer/Packers

53. Of the two organisations interviewed, both were organically certified while the other was undertaking the final inspection stage of certification.

54. Both groupings had several producers who were currently in the conversion process.  There was recognition of the great demand for organic eggs from retailers, local shops and smaller packers seeking to offer a full product range.

55. In relation to meeting the organic standards there was concern at the frequently changing requirements in regard to stocking rate and medication.  This was further compounded by having to change to laying chickens more suitable for organic production, but which are also associated with a lower output of eggs.

56. As with the poultry meat sector, the price point is an important barrier. Also, though perceived as a problem, the disposal of chicken litter on organic land will be achieved with the increased land area converting to organic production. Other future concerns included the high cost of production and the availability of suitable feed rations, as well as the potential competition from cheaper EU imports.

57. Furthermore, the issues with regard to interpretation of EU Regulation 1804/99 (see No. 52 above) were also noted as of particular relevance to the UK organic egg production. 

3.4.6 Animal Feed Supplies/ Feed Mills/ Compounders

58. There was recognition from all those questioned in this sector, that an increase in organics will present a major challenge for the grain trade and its related industries.

59. All of those interviewed had either already received organic accreditation or were viewing it as a potential option for the future.  Accredited millers were slowly trying to build up their range of organic rations while non-accredited organisations tended to concentrate on producing non-GM rations.

60. In terms of the standards, there was agreement that the different standards required from each of the accreditation bodies was confusing, and that organic regulations must not become too strict, to the extent that they become unworkable.  

61. It was acknowledged that feed rations must continue to contain the required protein and micronutrient elements necessary to ensure animal health and performance. Looking to the future, vertical integration, as in the poultry industry, was seen as a useful model to move forward this sector.  

62. The future availability of inputs, it was felt, would be greatly assisted by government support, such as FEOGA funding.

3.4.7 Fresh Vegetable Processors/Packers 

63. On the producer side it was felt that conversion was too expensive to make it profitable.  In this sector it was felt that there needed to be a process of informing and educating the consumer about organic produce.  Consumers needed to be aware that the appearance of the produce was not always as good as that which had been conventionally produced,  and likewise the multiples may need to adjust tolerance levels regarding the cosmetic appearance of produce.  For this reason it was felt that some organic produce did not lend itself to the prepared, pre-packed market.

64. While some crops, such as cabbage, are easier to produce organically than others the labour intensive nature of organic production was seen as a major drawback.   Many dismissed organics as a niche with production costs which would not be sustainable.  With ongoing research by chemical companies into more eco-friendly and less damaging sprays, and regulatory influence, some considered that in ten to fifteen years conventional fruit and vegetables would be on an equal footing with organics from the point of view of safety. Others considered that the potential benefit from the exclusion of prohibited agro-chemicals in organic systems may remain a perceived consumer benefit. 

65. While there is a demand for, and a willingness to supply, the organic potato sector, this is severely limited by the lack of accredited organic land.  There is certainly local demand for organic potatoes and producers need greater encouragement to become involved.

66. The control of potato blight was highlighted as a particularly urgent issue in view of the derogation on the use of copper based fungicides expiring in 2002, although allegedly effective alternatives exist, they are not registered for use in the UK and have not been proven to be effective under NI conditions. This issue is of considerable importance - many producers consider that organic potato production is impossible without recourse to copper based fungicides. The period of derogation is under review by the EU Commission and UKROFS has fed into this review process. 

3.4.8 Dairy Processing Industry

67. Contact with the milk processing industry has revealed that there is a substantial unsatisfied demand for organic milk, butter and cheese, as well as other value added products from the retailers. There is also potential to supply markets outside NI.  

68. Organic milk supply will increase rapidly within the next two years as dairy farmer members of the United Irish Organics producer group complete conversion - the first producer has been supplying since mid-2000, further producers will have completed the organic conversion by July 2001.

69. United Dairy Farmers, NI’s largest co-operative milk supplier have not yet witnessed a strong demand from processors for organic milk or of suppliers would wish to convert.  However, United Dairy Farmers remain open-mined about the organic milk sector and will continue to monitor and review the marketplace.

3.4.9 Organic Producer Organisations

70. The North West Organic Producers’ Group (NWOPG) is a well-established producer group made up of organic and in-conversion farmers, from different enterprise types, throughout Ireland.   Established in 1999, the group has approximately 80 producer members, with 20 located in NI and 60 in the RoI.

71. The group stresses the ability of organic producer groups to act as a catalyst and deliver future growth within the sector.  They believe this could be assisted by greater 'on-farm' research and a commitment of government funding for at least a three-year period.

72. The group believe that it is “ vital that producers retain the ability to market their own produce, enabling effective promotion of organic food in Ireland” (NWOPG Market co-ordinator), and are committed to selling their produce direct, and not exclusively to supermarkets.  A strong partnership has been developed with a major meat processor and the group currently supplies 20 cattle and 200 lambs per week.  Prices are stabilised through close liaison with the Organic Livestock Marketing Cooperative (based in England). Further marketing initiatives have been developed with the oat processor, Speedicook and group marketing of potatoes has recently been initiated with Glens of Antrim. 

73. During the year 2000, NWOPG with the assistance of W.D. Meats, organised a series of farm walks dealing with a variety of organic issues such as re-seeding, potato production and fresh vegetables.  The initial event of the farm walks programme was attended by 140 farmers from throughout Ireland, of which 56% have since begun conversion towards full organic status.

74. On farm trials and evaluation has been undertaken by NWOPG members in many aspects of organic production, this work has been self-funded.  The group believes that the skills, knowledge and experience of existing organic producers could be used to help establish a mentoring scheme, to guide in-conversion farmers through the process.

75. United Irish Organics, is a group of dairy farmers, currently in the conversion process, and intending to supply organic milk to a multiple retailer, through a Northern Ireland based processor. This group of farmers is working closely to achieve a substantial increase in dairy production through effective marketing and supply chain development. United Irish Organics represents an important initiative within the organic and conventional dairy sector, as well as more generally.  

76. The Sustainable Agriculture Development Group is a membership body for organic producers and organisations. The group has been closely involved with the development of the organic sector in NI and seeks to facilitate improved services for organic producers, working with organic sector bodies (for example the Soil Association) and DARD.

3.4.10 Producers

77. The DARD Organic Development Advisers have been providing advice to NI producers through the Organic Conversion Information Service (OCIS), as well as through the support of farmer groups, open days and workshops. In the following eight sections the producer perspective is summarised. This summary has been prepared in collaboration with the DARD organic advisors and following discussion with six organic and 10 conventional producers during the completion of the study. Further informal liaison with producers took place at two technical producer meetings organised by Greenmount College and attended by members of the consultancy team. The Organic Farming Liaison Group included producers and thus also contributed to the 'producer view'.

78. The NI farming population is aging and relatively isolated, with relatively low morale and a lack of 'get up and go' which may be necessary to initiate organic conversion. Labour availability is becoming more of a problem, a factor which may be particularly important where the organic system requires a greater labour input per unit of output than is the case for conventional production. 

79. Due to the increasing economic pressures, there is a trend for farming to become a part-time activity - particularly on smaller farms. In these situations the added complexity of systems coupled with the costs and bureaucracy of organic certification may act as a deterrent. 

80. Market stability and opportunity

· Need for long term stability in the market place – conversion of livestock farms is a long term process and the financial viability of the converted organic system is dependant on obtaining premium prices in the long term.

· Currency exchange rates and the strength of sterling is understood to be an important factor in making imported organic produce financially attractive and reducing the competitive position of NI produciton.

· The credibility of organic production must be maintained and this depends upon strong links with consumers and the continuing provision of relevant information to consumers and market makers. 

· Local market for organic food is believed to be small, whilst the poorly developed infrastructure and costs associated pose barriers to the development of export markets. The opportunity for increasing the access to local markets through supermarkets must be exploited. 

· A mechanism for trading between organic producers needs to evolve.

· Current lack of ‘added value’ opportunities for organic food due to the rather poorly developed infrastructure in NI.

81. Organic standards, certification and verification

· Some NI producers consider that organic standards are not well suited to the particular farm structure, climate and soil conditions of NI. Producers in some sectors (poultry meat and eggs) were aware of the impact of the implementation of EU Livestock standards in the UK and were uncertain over the status of imported product produced to different standards.

· The restrictions on the use of slats for cattle and wire mesh for sheep in organic standards present a particular problem in NI where these systems predominate and where generally there is a shortage of bedding materials. The change in standards which now allow 50% slatted flooring will undoubtedly assist in limiting the extent of this problem but there may still need to be a need for capital expenditure. 

· Organic standards make it very difficult for farms to expand using conacre (arable or grass land on annual rental agreements), which is the norm for access to additional land in NI – within the spirit of the current standards UKROFS could make amendments to facilitate utilisation of first year conversion grassland.

· Concerns about conflicting information provided by organic sector bodies.  Producers indicate that they can be given different answers to the same question, which makes it very difficult for them to know what action to take.

· Bureaucracy of the certification and standards system appears to producers to result in an overload of paper work, however any reduction in the detailed verification and surveillance would reduce the integrity of the high standard of organic assurance, which inevitably necessitates adequate documentation.

· Need for sector bodies to be strong enough and well enough organised to handle registrations and certification effectively. 

· Many NI farms are very small and the on-going annual registration costs may be prohibitive for example, an average suckler herd with 18 cows could have to pay the equivalent of the value of two calves each year to pay organic certification. 

· Uncertainty surrounding poultry standards presents difficulties for organic poultry producers.

82. Organic Farming Scheme - conversion support and other subsidy mechanisms

· Uncertainty over funds available through the OFS has made conversion planning difficult for farmers. Some means of giving assurance of payment would be helpful. 

· OFS payments are considered to be insufficient to encourage farmers into organic production in many cases. 

· Provision of ongoing financial support for organic farms (stewardship payments), as offered in most EU countries, would provide additional security to the converted farmer, although it is possible to claim some environmental payments in addition to the conversion support under OFS. 

· Organic farming is currently recognised as a reason for access to national reserve, however it is far down the list of priorities. Priority access to quota from national reserve would assist producers adopting new enterprises. In certain cases this can contribute to the balance of an organic farm. 

· Many farms in NI are all-grass specialist livestock farms with no arable production. The lack of AAPS eligibility makes it less attractive for livestock producers to consider growing organic cereals and to develop a rotation.  

· Producers express concern over the better position in other EU member states. The proximity of the RoI is perceived as resulting in additional pressures, especially with regard to standards and financial support. However, the proximity of a potentially valuable export market is also seen as important. 

83. Capital investment requirements

· Lack of capital to invest due to the general pressure on farming can inhibit development of organic systems where additional investment in equipment, housing and stock may all be desirable or essential for organic conversion. 

· Lack of capital investment for specialised machinery for vegetable crop production.

84. Advice, research & development

· The availability of free advisory and education services has been of considerable assistance to those farmers considering conversion, although it is often taken for granted. There is an on-going need for credible advice. 

· Although there is some need for specific R&D appropriate to NI situations, better access to GB based research information would assist development of organic systems. 

· The small number of experienced organic farmers in NI limits opportunities for on-farm visits and demonstration.  

· Veterinary information and advice appropriate to organic production is necessary both for farmers and for the veterinary profession.

85. Livestock production 

· Beef and sheep returns very strongly linked to subsidy, therefore reducing stock numbers requires substantial premium to justify conversion, this is associated with long term concerns re pricing.

· Scarcity of local supplies of raw materials e.g. feed, store animals. 

· Current problems associated with valuation of animals taken for compulsory slaughter from organic farms.

· Dairy herds with high yielding genetics are not likely to be suitable.

· NI dairy farms are generally highly stocked on permanent grass farms, therefore potential large financial impact of moving to clover-based systems.

· There is a belief that individual animal performance is likely to suffer considerably even for average yielding cows.

· The majority of dairy farms depend on purchased concentrates and there is a lack of awareness of the limited allowance for the use of conventional feed. 

· The restriction on slatted floors in organic standards poses a major problem on many farms. Conversion of livestock housing will require capital investment to meet standards which state that up to 50% of the floor area may be slatted. 

· In many cases, manure handling and storage facilities would require improvement, organic standards require best practice.

· Where a new enterprise is introduced as part of the conversion plan there is a need for new buildings to accommodate new enterprises e.g. introduction of livestock onto arable farms.

· Producers doubt the reliability and productivity of clover under NI conditions. DARD funded research in NI has pioneered appropriate varieties and demonstrated that clover can be successfully grown in many parts of NI. Trials under similar conditions in other parts of the UK suggest that appropriate varieties are available.

· Docks are a major problems on conventional dairy units where herbicides are available – how would they be controlled without herbicide use?

· The requirement for excess organic manure to be spread only on other organic land is a problem for existing poultry units with relatively little land available. 

86. Veterinary support

· There is a general need to provide support to veterinarians with organic or converting clients, there is little experience with organic livestock production and veterinary management. 

· There is scepticism over the use of complementary or alternative treatment methods. 

· There is a lack of awareness of the allowance to use veterinary inputs in organic systems, under closely controlled conditions. 

· There needs to be assistance in the interpretation and application of organic animal health standards and the production of animal health plans. 

· More information on the range and efficacy of alternative or complementary remedies and treatments is required. 

· Detailed advice and support for farmers is necessary on the following issues:

· Stock management without routine use of medications 

· Mastitis control 

· Nutritional deficiencies and metabolic diseases. 

· Specific relevant approaches to control of fluke - a particularly problem in NI due to rainfall and soil type

· Implementation of clean grazing for control of internal parasites

· Control measures for external parasites

87. Crop and vegetable production

· Lack of availability of organically produced seed combined with high prices and lack of varieties proven in NI conditions - currently derogated to 2003. There is considerable effort by the organic sector and commercial companies (including the established seed suppliers and new organic seed supply businesses).

· There is a common belief that the climate and soil types are not suitable for organic production. Limited scope to grow a wide range of crops, especially legumes, with subsequent limitations in crop rotations.

· Reduced windows of opportunity for cultivation and weed control due to soil type, climate and lack of specialist machinery.

· Weed control in vegetable crops is perceived as a particular challenge under the prevailing soils and climate conditions. 

· Although there is clearly demand for grain and pulse crops, arable production is perceived to be difficult under soil and climate conditions. Financially viable stockless systems suitable for NI are likely to be hard to develop given the climate, heavier soils and shorter growing season.

· Many regions do not have contractors with combines or drying facilities, a further barrier to starting cereal production.

· The predominance of annually rented land (conacre) in conventional production in NI does not lend itself to organic conversion. 

· Many crops that ripen naturally in England require a desiccant (not permitted in organic standards) in NI.

· There are few opportunities for stockless organic systems, it is more likely that arable crops (cereals) and vegetables will be grown on mixed farms.

· If copper sprays finally lose their derogation in 2002 then potato production becomes a very high risk crop. Potatoes are traditionally very important in NI

· Current blight resistant varieties such as Sante are not ideal in NI from a cooking quality point of view, as there is a greater desire for high dry matter varieties than in GB

3.5 Available support measures

88. The support measures identified in section 2.3.1 will play an important role in the development of the organic sector in NI and together will determine the extent to which the potential for growth is realised over the period of the Action Plan. The various measures are briefly reviewed below from the point of view of their adequacy to support the development of the organic sector in NI.

3.5.1 Organic Farming Scheme 

89. The key policy measure aimed at directly supporting conversion to organic production is the Organic Farming Scheme (OFS). Rates of payment are at a level equivalent to the average in the EU. Payments are front loaded over a five-year period, varying according to land quality as defined by eligibility for Arable Area Payments (AAPS) and quality of grazing. Payment rates have been set on the basis of estimates of 'income foregone' for the UK as a whole. They have not been separately calculated as appropriate to NI (or any other part of the UK).

90. OFS payments do not reflect the costs of conversion of more intensive horticulture or livestock units, and thus there is insufficient incentive to encourage conversion of these production systems. In particular, they do not reflect the conversion costs of livestock housing to comply with organic standards, which in NI (as in some other parts of the UK) include slatted-floored systems that are restricted to 50% of the floor area in organic standards. 

91. Furthermore, insofar as OFS is a conversion support scheme, ongoing maintenance payments are not made.  This is in contrast to other member states, including RoI where ongoing payments are made. In view of the shared land border with RoI and hence the relatively easy cross border trade, it is important to note that NI organic producers may be at a significant disadvantage without maintenance payments.

92. Following the launch of the OFS in the UK, there has been rapid uptake of the available resources, leading to closure of the scheme early. Although uptake in NI has been generally lower than in other parts of the UK the early closure has disrupted conversion plans amongst NI producers until the scheme was reopened. 

93. The fact that the OFS payment rates do not necessarily reflect conditions in NI (particularly with regard to the use of slatted-floored housing systems for livestock) and do not differentiate between horticulture and other farming systems pose a barrier to organic sector development. 

94. A conversion support scheme such as the OFS, funded at average rates is causing competitive disadvantage and may be in need of review and integration into a more comprehensive scheme - for example an organic stewardship scheme as commended for consideration by the House of Commons Agriculture Select Committee (HoC, 2001).

3.5.2 Countryside Management and Environmentally Sensitive Areas Schemes

95. The two environmental schemes (Countryside Management Scheme - CMS and Environmentally Sensitive Areas Scheme - ESA) are open to organic and conventional farmers alike, and together provide a range of measures to achieve specific environmental outcomes. Rates of payments are set to cover the costs of the specific measures, or to provide a significant contribution to costs. Therefore in some cases the producer must also make a greater financial or management commitment than would normally be the case to ensure that the scheme requirements are met.

96. Both CMS and ESA requirements are usually reasonably compatible with organic farming practices - so in general the schemes may be more attractive to organic than conventional farmers where the required changes may have a greater impact on husbandry, management and profitability. CMS and ESA payments can be used in conjunction with OFS payments, thus the converting organic farmer can be in receipt of environmental payments after the completion of the conversion period. However, usually these payments do not provide any net financial benefit, and will usually be associated with some additional cost. 

3.5.3 Marketing Development Scheme

97. Grants available under the Marketing Development Scheme could provide important support for development of organic marketing initiatives. The importance of a coherent market orientation for the development of the organic sector in NI has already been emphasised and the specific funding to encourage marketing quality agricultural products could be particularly relevant to the organic sector.

3.5.4 Processing and Marketing Grants

98. This scheme is currently closed, however, to achieve orderly marketing of organic products in NI may require development of infrastructure which is beyond the available capital of individual (or groups of cooperating) producers. Availability of grants could be important to assist in the orderly development of the sector. 

3.5.5 Peace & Reconciliation Funds

99. Where eligible organic food and farming projects can be developed, the resources available through Peace & Reconciliation Funds could have an extremely beneficial, if localised, impact on the organic sector. 

3.5.6 LEADER+

100. The NI LEADER+ Programme will focus upon increasing the economic contribution and employment opportunities that very small businesses, including small farms, make to the rural economies.  Partnerships between businesses will be encouraged to test out new approaches to micro-business development.

101. It seems unlikely that LEADER+ will generate any significant opportunities to support development of the organic sector, although inevitably some individual businesses are likely to benefit (e.g. those involved in farm diversification, promotion of local food etc.). 

3.5.7 Education Advice and Extension

102. Resources for education, advice and extension at Greenmount College can continue to support the development of the organic sector - with particular opportunities under the business and people development programmes. In collaboration with organic producer groups, organic sector bodies and other institutions, there is the opportunity to enhance the services provided to organic producers. 

3.5.8 Research & Development

103. The lack of specific research and development appropriate for NI conditions could be addressed through funding from the DARD Science Division. However, the available research results from organic R&D ongoing and completed in the rest of UK (funded by MAFF and undertaken by a wide range of research institutions) should be reviewed to identify knowledge gaps where NI specific solutions are required. Without targeting resources in these areas, the development of the NI organic sector is likely to be held back. 

3.5.9 Organic Sector Bodies, Standards and Surveillance. 

104. An increase in the organic production base (primary producers and processors, packers etc) will necessitate enhanced local inspection, certification and surveillance services. During the completion of this study, the view was expressed that there should only be a single inspection/certification body. However, it is beyond the scope of current government policy to limit the number of certification bodies. 

105. Minimum standards, the role of UKROFS standard and the status of the UKROFS standard with regard to EU Regulations is a key factor, notably in the poultry sector (both meat and egg). The implementation of EU livestock Regulation varies across member states, the need for a 'level playing field', and the definition of production systems have not yet been agreed.

3.6 SWOT Analysis of the Organic Sector in NI

3.6.1 Strengths

106. These are the 'internal' strengths of the existing organic sector that should be built upon to encourage expansion of the sector:
· existing organic farmers are proving by example that organic production is a viable option for NI producers

· technical experience amongst existing organic farmers is good, in particular existing producers are demonstrating the viability of grass-clover livestock systems

· there is a developed advisory, extension and education provision in Greenmount College with specialist organic advisory staff and an ongoing programme supporting organic business development

· conventional producers in NI are currently indicating that 1920 ha are likely to enter conversion subject to the reopening of the Organic Farming Scheme and a viable organic conversion plan 

· existing organic farmers are demonstrating the viability of local and direct marketing as an outlet for locally-grown organic produce

· demand for organic produce amongst consumers in NI is demonstrably greater than supply

· organic producers are achieving price premiums for their products

· there are examples of some good partnerships within the sector at present with much potential for expansion and development

· there are also examples of some good networking between the organic sector in NI and the sectors of the Irish Republic and mainland Britain with much potential for the development of further collaboration and strategic alliance

· there has been significant enhancement of advice and training services for organic producers in NI since 1996 and the availability of this has been of considerable assistance to those producers considering/undertaking conversion in recent years

· there is ample available capacity for livestock slaughtering with organic registered abattoirs able to take short to medium-term production 

· the relatively small size of the sector means that it is easier to manage change at this stage of its strategic development

3.6.2 Weaknesses

107. These are 'internal' weaknesses of the existing organic sector that need correcting to assist expansion of the sector:

· although a small number of successful organic farmers in NI are demonstrating the viability of organic production, the sector is generally fragmented and shows poorly developed cooperation between key players at present 

· although existing organic producers have good technical experience, there is evidence of shortfalls in experience concerning appropriate manure and slurry management under local conditions, appropriate livestock feeding regimes, issues of animal health and housing, and crop pest and disease control 

· the current balance of conventional enterprises is not optimal for organic conversion (e.g. all grass with no arable cropping combined with an imbalance between numbers of beef and sheep for clean grazing) and this is reflected in the structure of the existing organic production base.  There is particular concern that an on-going shortage of organic feed and bedding may significantly limit organic livestock production in the region

· there is very little means or opportunity for trading between organic producers at present

· there is no locally based representative of a UK organic sector body in NI, this limits direct contact and information on certification and verification for producers and processors. Although advisory support is  available, organic certification necessitates producer and processor liaison with the sector body - improved delivery would limit potential for confusion amongst producers

· some aspects of organic production are believed to be difficult to implement in the specific context (farm structure, climate and soil conditions) of NI.  For example, there are particular concerns regarding:

a)
livestock housing; the prevalence of slat and mesh systems and the shortage of appropriate bedding materials 

b)
the exclusion of arable and grass land on annual rental agreement (conacre) 

c)
the difficulty of organic potato production once copper sprays lose their existing derogation in 2002

d)
the reduced windows of opportunity for cultivations and mechanical weed control due to local soil type and climate

e)
the lack of availability of organically-produced seed, especially of varieties proven in the conditions of NI

f)  standards and implementation particularly of EU Regulation 1804/99 (livestock production)

· many organic farms in NI are small and the cost of organic certification is proportionally higher than on larger units.  This may be a significant obstacle to the conversion of these units

· the uncertainty of funds available through the Organic Farming Scheme has made conversion planning difficult for farmers 

· the conversion payments available under the Organic Farming Scheme are lower than in other Member States, including the neighbouring RoI 

· there is no on-going financial support for organic farmers in NI as offered in many other Member States, including neighbouring RoI

· there is a lack of developed marketing outlets (and negligible supply chain development) for organic produce in NI.  Although the multiple retail sector is increasing rapidly (and is commonly associated with organic sector development), there are fears that the purchasing policies of the multiples now emerging in the region will not necessarily lead to increased sales of organic food that has been produced in NI

· under-supply of local organic produce will lead to supply from rest of UK as well as imports from other countries, once established, replacement with local supply should be a priority 

· there is a significant lack of organic feed, bedding and store animals

· the requirement for excess organic manure to be spread only on other organic land is a problem for the existing small organic poultry farms. Cooperation with other organic farms for manure recycling will become easier with increasing rates of conversion

· there is a lack of experience amongst organic livestock producers concerning the use of alternative and complementary animal health treatment methods 

· there is a lack of existing research and development appropriate to the NI context including access to, and interpretation of, appropriate information from mainland GB

· the small number of established organic farms provide relatively few opportunities for on-farm visits and demonstration

· there is a potential shortfall in the capacity of existing training and advisory services to provide for the needs of a rapidly expanding production base

· there is concern about the possible lack of appropriate resources to enhance the capacity of DARD, associated agencies and organic sector bodies to service the needs of the sector during a period of rapid expansion in producer numbers and production area

· existing marketing arrangements may limit opportunity for organic market and supply chain development where there is a reluctance to exploit opportunities

3.6.3 Opportunities

108. These are 'external' opportunities for the organic sector that might be exploited to encourage expansion of the sector:

· the potential for uptake of traditional mixed farming systems is good provided that the present bias within conventional production towards specialist livestock systems can be effectively addressed 

· the greater use of clover necessary for organic livestock production systems should be achievable in NI conditions, with appropriate choice of varieties

· farmers in NI generally have a positive attitude towards change, although the diffusion and adoption of innovation by farmers may be limited to some extent by the traditional structure of the family farming sector (i.e. ageing and relatively isolated)

· the regional and national food supply chain (including multiples) can offer good returns to organic producers

· the existing "export" orientation of agriculture in NI is a good opportunity for organic producers and appropriate marketing support is available, although in the case of beef (an important organic product), this can only be exported to GB

· the demand for organic produce amongst consumers in NI is increasing and there is good potential for substitution of certain "imported" organic products (notably beef, lamb and vegetables) with local organic products

· there are possibilities for organic farmers to add value to local organic production through on-farm processing and direct marketing activities, although the development of these opportunities will require targeted support 

· there is an awareness of a "local food sector" in NI that offers good potential for better linkage to organic production.  The increased consumption of fresh "local" and "organic" food are already integrated within local health promotion campaigns and initiatives and there is good potential for further development of this

· there are good opportunities for the organic sector to take advantage of its existing positive links with DARD officials

· the switch in LFA payments from headage to area payments is an opportunity for organic livestock producers 

· the environmental and social benefits of organic farming are potentially very good for developing public and political support for organic production, although there is a lack of the "full cost accounting" of conventional food production needed to demonstrate these benefits 

3.6.4 Threats

109. These are 'external' threats to the expansion of the organic sector that ideally need countering to assist expansion of the sector:
· the predominance of specialist livestock systems may hinder the adoption of mixed, organic rotations by converting producers.  For example, the lack of eligibility for arable area payments (AAPS) is a disincentive to specialist livestock producers considering the introduction of cereals onto their farms as part of a mixed organic crop rotation 

· despite the availability of organic premiums at present, producers considering conversion are inevitably apprehensive about the sustainability of organic price premiums and adequate farm returns as the production base expands (i.e. the classic danger of oversupply within a niche market).  Beef and sheep returns especially are strongly linked to headage payments and the reductions in stocking rate required upon conversion require substantial premium prices to compensate for this

· due to the general state of agriculture in NI there is general lack of capital available for investment in the equipment, housing and livestock desirable for organic production

· the availability of well-trained and well motivated additional labour may also be a potential problem for some organic producers

· there is an unresolved conflict in the UK between established quality assurance schemes and organic standards/certification

· there is evidence of some public confusion in the UK about the specific characteristics of organic food and the risk of on-going competition from so-called "half-way" house labels

· there is concern that resistance amongst NI consumers to purchasing organic food may limit domestic demand

· despite the opportunities provided by the multiple retail sector there is also considerable suspicion about supermarkets amongst organic producers regarding issues such as their quality standards, the commitment of some chains to sell organic food at equivalent to conventional prices and the lack of commitment of the multiples to local and regional produce

· there is a significant potential threat to NI organic farmers from imports of organic goods produced at lower (or more highly subsidised) costs in other regions and/or Member States.  This includes particular concern about the very much higher rates of support available for organic producers in the Irish Republic; this threat is particularly acute in poultry (meat & eggs) where perceived 'gold-plating' of standards is seen as a threat to the costs and returns of production in NI

· currency exchange rates make import of organic produce particularly attractive, particularly where the local organic production is small and relatively fragmented

4 Mission, Strategic Goals and Potential Areas for Action 

4.1 Mission 

1. Agriculture lies at the heart of the rural economy in NI.  Although it is no longer as significant an employer as it once was, it is still important and accounts for around 15% of local employment in most rural District Council areas (ranging from 7% in Ballymena to 25% in Moyle).  In many smaller rural communities especially the importance of agriculture and associated agri-food businesses to the local economy is profound.

2. Farm incomes, however, have been steadily falling since 1995 and in 1999 were at their lowest real level for 20 years.  There is also evidence from recent Agricultural Censuses of an increasing rate of decline in the number of full-time farmers in response to low product prices.  If low farm incomes prove to be a lasting phenomenon there is the danger of a ‘knock-on’ effect to other sectors of the rural economy, including a reduction in the viability of rural communities and their associated services.

3. It is suggested that the mission statement underpinning the proposed Development Strategy could be as follows:

"To establish the role of organic farming and the production of organic food as an agent of sustainable rural development in Northern Ireland that can contribute towards:

· maintaining the vitality and social fabric of rural areas by enhancing farm incomes and increasing employment opportunities both on-farm and in other sectors of the rural economy

· conserving and enhancing the natural resources and rural environment of the region

· increasing the range of diversified rural activities and associated employment opportunities in the region, including “pluriactivity” by farmers (i.e. combining farming with off-farm employment or on-farm diversification)

· enhancing the competitiveness of the region's agri-food industry, whilst protecting Northern Ireland's image as an environmentally-friendly and extensively-farmed region
· delivering appropriate environmental outcomes relevant to international, EU and UK policy obligations regarding sustainable development, water quality and biodiversity"
4.2 Strategic Goals 

4. It is proposed that the Organic Sector Development Strategy for Northern Ireland has five key strategic goals (A-E):

A
To significantly increase the organic production base in Northern Ireland by 2006

5. Lack of critical mass is a significant obstacle to the development of the organic sector in Northern Ireland at present.  Without a substantive production base there can be no development of scale, efficiency, viability and ultimate sustainability within the sector.  As the market grows and supplies grow, economies of scale will develop within the sector – especially within the organic processing and distribution systems.  

6. The measurable targets detailed under Measure 1 (Agri-environment Programme) of the Rural Development Regulation Plan (Accompanying Measures) for Northern Ireland, 2000-2006 are:

· to increase the number of organic farmers in Northern Ireland to 1,000 by 2006 through the conversion of viable, forward looking enterprises

· to increase the organic production area in Northern Ireland to 30,000 ha by 2006

7. Increased scale of production is essential if Northern Ireland is to take maximum advantage of the opportunities offered by the growing market for organic food.  Although there is uncertainty about the rate of growth of the organic food market over the next few years, there is little doubt that it will continue to expand significantly.  

B
To promote the orderly development of a diverse range of market outlets and effective supply chains for organic food produced in Northern Ireland

8. Northern Ireland producers must sell from a position of strength to establish their position within the organic market.  This means that they should not excessively fragment their marketing effort at this crucial stage of sector development.  Nonetheless, there are clear advantages to the encouragement of a diverse range of marketing outlets from multiple retailers to direct sales.

Multiple Retailers

9. Multiple retailers are increasingly supportive of organic food and are keen to encourage its growth.  In recent years the UK supermarkets have put huge effort into marketing organic produce and into meeting the demands of their customers for expanded ranges and organic versions of their conventional products.  The challenge facing them now is to secure reliable supply chains that can provide consistent volumes of consistent quality products.  

10. Lack of scale is the principal obstacle facing the development of organic supply chains and commonly leads to problems of inconsistency of supply (quality and volume), high levels of wastage, reduced processing efficiency and complex management logistics.  All these factors reduce the efficiency and effectiveness of supply chain operation.  

11. As supplies increase, many of these problems are overcome.  Supply chain development in Northern Ireland will therefore benefit greatly from an increased number of producers who can supply the market with the volumes and quality of produce that is demanded.  There will also need to be strategic management of the resultant supply chain to optimise its effectiveness.  For example, to co-ordinate the chain and to drive those processes, such as the aggregation of produce, which deliver the benefits of greater efficiency to all businesses in the chain.

12. At the moment, the supermarkets must fight for scarce supplies of organic produce to meet the demands of customers.  It is not surprising therefore that they are responding to this pressure by setting up special arrangements with the organic sector such as funding for research and development, direct assistance for conversion and the establishment of long-term partnerships with suppliers.  

13. However, these efforts have not removed all suspicions within the organic sector about the motives of the multiple retailers and of their ultimate impact upon the development of organic production in the UK.  There is concern especially that supermarkets will revert to their “traditional” methods of sourcing and selling products once supplies are more in balance with demand.

14. It is essential therefore that the organic sector works with the multiple retailers to ensure that its needs and special requirements are recognised.  This is an opportunity that the organic sector in Northern Ireland should not hesitate to explore and exploit.  This might extend to the involvement of the supermarkets in the design of, and possible co-funding of, future initiatives to encourage organic conversion.

Direct Sales Outlets

15. Involvement with the supermarkets will not suit all producers - indeed, many will actively avoid such involvement - and marketing initiatives such as box schemes, farmers markets and other direct sales outlets (e.g. e-commerce and internet sales) must be also actively promoted.  

16. The growth of local, direct sales may be limited in the longer term due to the relatively limited choice offered and increasing pressure from the mainstream retail sector.  However, they are in keeping with the organic ethos of encouraging local food production for local people and if carefully managed they deliver benefits to the farmer in terms of increased profit margins, benefits to the local community in terms of employment opportunities and benefits to the consumer in terms of fresh organic produce and immediate traceability to the farm of origin.

17. Although arguably destined to be a niche activity for the foreseeable future, the direct marketing of organic food is increasingly acknowledged by government, local authorities and regional development agencies as playing a more complex social and economic function within the local community than simply the supply of food - especially where integrated within local community development and health promotion initiatives.

C
To increase the competitiveness of all organic producers (converted and in-conversion) in Northern Ireland by increasing their technical and managerial capacity for effective production and marketing 

19. The provision of publically-funded technical assistance to organic and potential organic farmers in Northern Ireland should be increased in the interests of enhancing the competitiveness of organic producers.  This assistance should focus upon:

· filling the "information gap" suffered by many organic producers - particularly concerning the application of organic principles and practice, and the implementation of organic standards, within the specific circumstances of their own farm, locality and region.

20. The existing provision of organic training and advice in NI is good, but will need to be significantly increased to meet the demands of the rapidly expanding number of new organic farmers.  

21. Traditional barriers to the dissemination and adoption of technical advice should also be examined and possibly addressed through techniques such as the mentoring of new organic farmers.  Information technology, especially the internet, should be exploited to the full to provide greater access to freely available knowledge.

· addressing key technical and marketing issues that are likely to hinder the competitiveness of the Northern Ireland organic producers.

22. For example, an obvious answer to encouraging economies of scale in dealing with the supermarkets is the development of supplier partnerships or co-operatives – this might involve the establishment of new co-operatives or the collaboration of existing smaller co-operatives into larger marketing groupings.  

23. These arrangements strengthen the position of the farmer who is no longer working in isolation and can make use of common facilities and combined negotiating power.  They are also welcomed by supermarkets who find it easier and more advantageous to contract with a group of farmers rather than individuals.  There have been some notable successes in creating such co-operatives within the UK organic sector (e.g. the Organic Milk Suppliers Co-operative was set up in response to the lack of processing capacity for organic milk and is now the major player in the organic milk sector).

D
To develop the capacity of appropriate agencies and organisations to service the needs of the organic sector in Northern Ireland

24. Without increased scale of production there is no justification for development of the necessary infrastructure for servicing the needs of the organic sector - this is most apparent in Northern Ireland with the very poorly developed presence of the UK organic sector bodies.  Consequently there is very little first-hand information and advice available on standards implementation under local conditions and much potential for confusion amongst producers.

25. A further key issue with respect to building the capacity of agencies and organisations to service the needs of the organic sector is the availability of sound technical and economic information relating to the operation and management of organic systems in the specific conditions of Northern Ireland.  

26. It is important that the capacity building of agencies and organisations does not just address the needs of farmers considering or entering conversion, but also existing producers, processors, retailers, consumers and other important groups within the agricultural sector such as the veterinary profession.  

E
To secure greater collaboration between organisations to achieve appropriate and coherent action for sector development in Northern Ireland

27. The organic sector in Northern Ireland currently lacks both scale and co-ordination.  If significant and sustained growth is to be achieved it is essential that collaboration is sought from a wide range of public and private sector organizations.  Organic food should be seen as an extension of the conventional food sector - any hint of a "them and us" mentality within the organic sector will be counter-productive and must be avoided from the outset.

28. The organic sector in Northern Ireland would benefit from having a recognized lead group to co-ordinate its strategic development.  The activities of this lead group should also extend to the co-ordination of lobbying activity - particularly regarding communications to the Northern Ireland Assembly.  Lobbying could be more cost effective and potentially more influential if partnerships are formed with other organisations that are suitably committed to organic agriculture.

29. A key issue, of course, is the composition of such a group.  Its members must be representative of the organic sector and capable of engaging with each other on a regular basis.  Ideally the composition of the group should also reflect the need for balance and equity in the relative power of producers, processors, retailers, sector organisations and state agencies in making decisions about the strategic development of the sector.

30. It is also important that this new lead group should aim to build upon the existing work of groups such as the Sustainable Agriculture Development Group (SADG) and the OFLG.

4.3 Potential Areas for Action  

31. There is a growing “organic trade gap” in the UK as demand continues to outstrip the rate of conversion.  It currently stands at around 70%, although this varies between sectors.  Given the dominance of fruit and vegetables in the organic market, there is need for some caution in interpreting this “trade gap” in the context of NI.  Nonetheless, it is clear that there is a huge opportunity for Northern Ireland producers to expand into organic farming to meet a ready market in the UK, including the more local market in NI.

32. The Organic Farming Scheme remains the principal policy instrument for promoting organic farming in NI, but this must be complemented by other strategic actions that: 

a)
capitalize upon links with other relevant policy areas/initiatives

b)
help producers exploit the growing market opportunities for organic food

c)
develop appropriate infrastructure for organic sector development (including the removal of  specific 'bottlenecks' to sector development) and 

d)
provide new and existing businesses with access to appropriate support

33. Many countries (e.g. Denmark) and regions (e.g. Wales) are increasingly adopting integrated strategic plans for the future development of their organic sectors.  

34. It is proposed that such an approach is also adopted in Northern Ireland by promoting both the 'push' of pertinent Government policy and the 'pull' of market development, supported by an appropriate programme of sector infrastructure development and capacity building.

35. This model of integrated sector development can be summarised as follows:


36. The following Strategic Action Plan lists a range of potential actions/interventions and identifies each under the heading of:

· policy

· market development

· infrastructure and

· capacity building

37. Many of the action points included take account of the conclusions of the recently published report on Organic Farming from the House of Commons Select Committee on Agriculture, (HoC, 2001) as well as the more recent deliberations of the Northern Ireland Assembly Committee for Agriculture and Rural Development.

5 Strategic Action Plan (2001-2006)

5.1 '10 Point Action Plan'

1.    Ten priority action points (focussing on either policy, market development, infrastructure or capacity building) are proposed for implementation alongside the Organic Farming Scheme (OFS) during the six-year period from 2001-2006.  Indicative costs include a total of up to £350,000 per year (for action points 1, 3-6 and 9) plus a capital grant scheme (£500,000 per year for five years from 2002) for improvement to livestock housing in line with organic standards (action point 8). 

2.    The proposed action points take account of the recent deliberations of the Northern Ireland Assembly Agriculture and Rural Development Committee. This Committee underlined the importance of on-going support for organic farmers in addition to the existing conversion support scheme and the need to provide adequate advice, research and development support to producers and others. The recommendations in the House of Commons Select Committee on Agriculture report on organic farming (HoC, 2001) have also been considered.

	1
	INFRASTRUCTURE ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Establish and launch a new "lead group" for organic sector development in Northern Ireland to provide a representative cross-sector forum, subsuming the existing SADG and OFLG.

The organic sector in Northern Ireland would benefit from having a recognized lead group to co-ordinate its strategic development.  The establishment and launch of a representative cross-sector forum - a new "lead group" is a high priority. The new lead group should subsume the existing Organic Farming Liaison Group (OFLG) and Sustainable Agriculture Development Group (SADG).  The precise functions of this forum need further discussion, but its basic purpose would be to:

· continue the work started by the SADG and OFLG

· determine priorities for the development of the NI organic sector

· facilitate communication between the organic sector and other agencies

· provide a basis for partnership between the organic sector and other agencies

· represent the regional organic sector to the Northern Ireland Assembly etc.

The composition of the forum will need careful consideration to ensure an appropriate balance in the representation of producers, processors, retailers, sector bodies, other NGOs, enterprise agencies, DARD etc.  This will need closely defining to ensure that the forum does not become too large and unwieldy for effective discussion and decision-making, although the establishment of working/advisory groups within the forum would permit additional members to join the forum as appropriate – for example, to provide specialist expertise or to increase the representation of different interest groups on specific issues (e.g. policy development or marketing strategy).
	New Lead Group
	£15,000 per year for six years

from 2001
	Administration


	2
	POLICY ACTION 
	Delivery
	Annual

Costs
	Spending

Areas

	DARD should seek to ensure that the Organic Farming Scheme (OFS) is administered to provide continued and even funding throughout the year.

The uncertainty over funds available through the OFS has made conversion planning difficult for many farmers as they have been forced to phase their conversion to match periods of funding availability and in some cases then suffered delays in the receipt of OFS funds.  This ‘stop-start’ approach to support has limited sector development by delaying the conversion of many farms and eroding the confidence of other agri-food businesses in the organic sector.

The continuous and assured availability of OFS funding in Northern Ireland will greatly enhance the competitiveness of the organic sector in the region.


	DARD
	No extra costs
	


	3
	INFRASTRUCTURE ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Establish an "Organic Business Centre" to enhance the provision of specialist services  to all organic producers, as well as other businesses in the organic sector.  

The purpose of the Centre will be to enhance the specialist services (including organic inspection and certification) available to all organic producers in the region, as well as other businesses developing primary processing and/or marketing activities.  

The Centre should aim to provide a "one-stop-shop" providing support for organic businesses 

on production, processing, marketing, business development, standards and certification issues.  This would be complementary to the existing education, training and advisory focus provided by Greenmount.  It would also draw upon other appropriate specialist advisory and training services (e.g. food hygiene etc.) as necessary.

The Centre would consist of serviced office premises and a small management team, consisting initially of:

a) full-time Organic Business Officer – responsible for developing and providing a range of organic farming and business information services, including the co-ordination of specialist technical/business services and advisers; support for producer-led initiatives (as required); development of a demonstration farm network, programme of farm walks and technical seminars, and, introduction of a mentoring scheme;

b) part-time Grants Officer – responsible for promoting awareness of and access to the grant funding available to benefit organic producers and other businesses in the organic sector;

c) part-time Administrator – providing full administrative and accounting support to the Centre.    

Partners in the Centre would be complementary and not competitive with clearly defined roles for all, including agricultural organisations such as:

· the Ulster Farmers Union (UFU) and Northern Ireland Agricultural Producers Association (NIAPA)

· organic sector bodies such as the Soil Association, Organic Farmers & Growers (OF&G) and the Organic Advisory Service (OAS)

· producers groups such as the North West Organic Producers Groups (NWOPG) and United Organic Irish (UIO)

· DARD

· Rural Development Council for Northern Ireland (RDC), and

· key providers of specialist business advice.  

The partners would be represented on the Advisory Board for the Centre and also be invited to place at least one representative on a regular basis in the Centre within 12 months of its establishment.  

Establishment and running of the Centre will require funding, but it is anticipated that it would come to continue its activities through a mixture of income generated through seminars and events, possible levies on marketing group members, specialist advisory work and continued significant support from public and private sector bodies with a specific interest in developing organic farming and a diversity of associated businesses (e.g. business sponsors and regional development agencies).

An appropriate legal structure and constitution for the Centre will have to be agreed.  Other existing organisations founded with regional and rural development funding (e.g. Family Farm Development Ltd. Funded) might provide a useful model for the Centre.  


	“Lead Group”

Partner Organisations
	£80,000 per year for 6 years from 2001


	Premises, staff and running costs


	4
	CAPACITY BUILDING ACTION 
	Delivery
	Annual

Costs
	Spending

Areas

	Enhance the provision of appropriate educational, training, advisory and business development (including market information) services.  This should include:

· funding for additional advisers to provide post-conversion technical assistance

· specialist training courses, technical seminars and computer-aided learning packages

· other appropriate information technology

· development of a demonstration farm network

· introduction of organic mentoring scheme

The existing provision of appropriate education, training and advice on organic farming in NI is very good, but will need to be significantly increased to meet the demands of the rapidly expanding number of new organic farmers.  The provision of on-going advice to established organic farms is also a major issue.  

While there is scope to use existing providers to provide general advice on issues such as grazing management or livestock finishing, there will be an increasing demand for specific technical assistance on organic husbandry.  Consideration should therefore be given to the funding of additional advisers for post-conversion technical assistance.  

A culture of “lifelong learning” should be encouraged in the organic farming community through the provision of: 

· short-term training courses on specialist enterprises

· technical seminars, and

· computer-aided learning packages

The training needs of others working in the sector, such as specialist and general advisers, inspectors, administrators and DARD staff should also not be forgotten and there is a need for the provision of short specialist courses about developments in organic farming and the implications for their activities.  Such courses could be conducted in collaboration with appropriate organisations.

Information technology, especially the internet, should be exploited to the full to encourage greater communication (e.g. e-mail discussion groups) and to easily access to freely available knowledge.  

The specialist Organic Development Groups (Dairy, Beef and Sheep, Horticulture) initiated with DARD/Greenmount assistance should continue to be supported.  The value of informal farm visits and discussion groups should also not be overlooked, especially as the number of organic producers and diversity of enterprises increases.  

“Seeing-is-believing” and the development of a local facility for the on-farm demonstration of organic husbandry would provide a valuable ‘window’ on good practice and innovation in organic farming in NI.  With appropriate supporting materials, a network of organic demonstration farms could be used to underpin many other educational and training activities as well as contribute to any programme of awareness-raising amongst producers, consumers and others.   Demonstration farms can also be usefully integrated with on-farm research activities and the dissemination of research results.

A preliminary demonstration farm network should aim to include:  

Lowland mixed dairy farm

Lowland beef and sheep farm

Upland beef and sheep farm

Intensive vegetable holding

Mixed livestock/arable/vegetable holding

The organisation of demonstration farms should be seen as a high priority within the overall enhancement of education, training and advisory support to the organic sector in NI and could be usefully co-ordinated by the proposed Organic Business Centre (Action Point 3).

Traditional barriers to the dissemination and adoption of technical advice should also be examined and possibly addressed through techniques such as the mentoring of new organic farmers.  A mentoring scheme (e.g. co-ordinated through the proposed Organic Business Centre) would provide the opportunity for converting or newly converted organic producers to regularly visit an established organic farmer or grower for on-going contact with, and ‘hands on’ experience of, a similar farm type and enterprise mix to their own.  


	Greenmount and Enniskillen College

Organic Business Centre (and Partner Organisations)

Specialist Trainers and Advisors

Producer Groups
	£50,000 per year 

£30,000 per year 

£15,000 per year 

All for 5 years from 2002


	Post-conversion advice

Training & information

Demo-farms & mentoring


	5
	CAPACITY BUILDING ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Establish and undertake a targeted R&D programme to provide sound technical and economic information on the operation and management of organic systems in the specific conditions of NI.  

This is a high priority.  Research should focus upon the following areas:
· removing the specific constraints to organic conversion in NI;

· production-targeted R&D aimed at improving yields, quality, weed and disease control and overall production efficiency under local conditions in NI, and;

· providing information on the economics of organic production in NI.

Greater attention should also be paid to the interpretation of “conventional” research of relevance to the organic sector.  This needs to begin with increased awareness of, access to and interpretation of relevant research conducted in mainland Britain – particularly relevant information from Northern England and Scotland.

DARD should consider increasing its budget for organic research and development to take account of its expectations for a significant growth in production.  Consideration should also be given to the possibility of enabling farmer-controlled marketing groups to collect levy for market research and development.


	DARD

Greenmount and Enniskillen College

Queens University

Other Appropriate Organisations


	£50,000 per year for 5 years from 2002


	Project Funding


	6
	MARKET DEVELOPMENT ACTION 
	Delivery
	Annual

Costs
	Spending

Areas

	Promote strategic development of organic commodity marketing groups to avoid the duplication of effort and to assist the orderly and sustainable development of markets from which consumers and producers can benefit.

This should include the development of appropriate "mid-chain" businesses to co-ordinate supply chain development for key commodities.  If competing groups develop they should be encouraged to work together on certain issues, such as abattoir registration for the slaughtering and processing of organic meat, or cooperation to ease the supply chain in the dairy, vegetable and arable sectors.

Where new groups are formed they should be formally constituted so that members can benefit from the protection afforded by mutuality.  

Each group should aim to either employ directly (or contract in the services of) at least one field officer.  All field officers should be properly trained in the production and marketing of organic produce and able to deliver a number of services to group members, including general technical advice, general financial advice (e.g. grants), product selection and market liaison, some market development (e.g. development of store livestock marketing), as well as other possible services such as bulk buying. 

New groups will require some funding assistance to start with.  However as the total number of organic producers increases, group membership should increase to the point where the farmers can finance the field officers themselves by levying their marketing activities.  

The further development of joint investment in storage, distribution and marketing facilities should be encouraged in order to aggregate production and supply the market with sufficient volumes of acceptable produce.  This could be done by providing revenue support to existing or new marketing groups (e.g. the North West Organic Producers Group or United Irish Organics).


	“Lead Group”

Organic Business Centre

Producer-led 

Marketing

Initiatives

Processors

Multiple Retailers

Symbol groups - local independent retailers


	£60,000 per year for 5 years from 2002


	Technical support to feasibility studies,

training, 

specialist advice (e.g. marketing plans) and assistance with staff costs


	7
	POLICY ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Increased promotion and allocation of capital and revenue grants (e.g. Marketing Development Scheme and other rural development grants, including cross-border funding) available for organic production, processing and market infrastructure development.

As a priority, this should include the increased promotion and allocation of funding for:

· the development of supplier partnerships and farmer-controlled co-operatives in the organic sector

· the integration of organic production with other farm diversification options, notably on-farm processing, farm shops and agri-tourism

· the specific encouragement of local marketing schemes, such as farmers markets and box schemes.

The proposed Organic Business Centre (Action Point 3) should also employ a part-time Grants Officer specifically to support applications from the organic sector, including ensuring that businesses are fully aware of the rural development funding available for assistance to organic producers, processors, marketing groups etc.  

A key issue remains the early identification of funding opportunities within grant programmes and confirmation of the eligibility of organic producers and processors to apply for funding.  


	Organic Business Centre

DARD

Other Agencies
	No extra cost
	


	8
	INFRASTRUCTURE ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Introduce a capital grant scheme to support the improvement of production facilities on organic and in-conversion farms to meet organic livestock standards 
This is a very targeted action aimed at removing specific obstacles to the expansion of the sector – 

Notably the modification of slatted housing for livestock (there may also be need for improvements in the associated pollution control facilities).  

All organic beef and sheep farmers (existing and in-conversion) with housing in need of improvement should be eligible for support.  


	“Lead Group”

DARD

Organic Business Centre
	£500,000 per year for 5 years from 2002


	Grants


	9
	MARKET DEVELOPMENT ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	Develop and implement a generic organic campaign to promote greater awareness of organic produce amongst NI consumers and the development of the domestic market for organic food

Northern Ireland organic producers should attempt to differentiate their produce from imported products as much as possible.  A generic organic campaign to promote greater awareness of Northern Ireland organic produce amongst Northern Ireland consumers could be very effective.  

This might include the development of a stronger linkage between "local" and "organic" food in the region to exploit the apparent interest amongst consumers in purchasing more locally-produced foods.  Care should be taken, however, to carefully avoid any antagonism between “local food” and “local organic food” – the promotion of local consumption of locally-produced organic food should not carry any inference that local non-organic products are in any way inferior.  

The development of a “Northern Ireland organic brand” to add to the plethora of existing labels in the market place should probably be avoided.

Effective development of the domestic market in NI may also benefit from other additional actions (see 5.3), including:

· dedicated consumer research on consumer perceptions of organic food and farming, and specifically of "organic food from Northern Ireland"

· development and promotion of a range of initiatives for supporting the local food sector and the direct marketing of locally-produced organic food in NI


	“Lead Group”

DARD

Organic Business Centre

Other Agencies

Private Sector


	£50,000 per year for 4 years from 2003


	Promotional campaign; local market strategy; assistance for NI local food sector


	10
	POLICY ACTION
	Delivery
	Annual

Costs
	Spending

Areas

	DARD should begin devising proposals for the restructuring of organic farming support in NI and the development of an appropriate Organic Stewardship Scheme

An Organic Stewardship Scheme would pay fully converted organic farmers on an on-going basis in recognition of the environmental benefits they provide.  This would meet the long-standing demand for a scheme to provide on-going support for organic farmers and growers, whilst effectively removing the need for maintenance payments which are subject to criticism under the World Trade Organisation agreement.  

There are many details which would have to be worked out before any proposals could be put to consultation with the farming industry (including the relationship to other agri-environment measures such as the Countryside Management Scheme). The Northern Ireland Assembly Agriculture and Rural Development Committee considered that this issue was of importance. Proposals for an Organic Stewardship Scheme that is appropriate to the specific NI context should be developed and presented during the Government’s review of organic farming support in 2003.


	DARD
	No extra costs
	


5.2 Planning for Action (2001-2006) 

	
	Time Schedule for Action Plan 
	2001
	2002
	2003
	2004
	2005
	2006

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	Establish and launch a new "lead group" for organic sector development in NI by expanding the SADG and OFLG
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	2
	DARD to seek to ensure that the OFS is administered to provide continued and even funding throughout the year
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	3
	Facilitate the establishment of an "Organic Business Centre" to enhance the provision of specialist services to all producers
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	4
	Enhance the provision of appropriate educational, training, advisory and business development (including market information) services
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	5
	Establish and undertake a targeted and well-funded R&D programme to provide sound technical and economic information
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	6
	Promote strategic development of organic commodity marketing groups to assist the orderly and sustainable development of markets
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	7
	Increased promotion and allocation of available capital and revenue grants available for organic production, processing and marketing
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	8
	Introduce a capital grant scheme to support the improvement of production facilities (housing) on organic & in-conversion farms 
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	9
	Develop and implement a generic organic campaign to promote greater awareness of organic produce amongst NI consumers
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	10
	DARD to begin devising proposals for development of an appropriate Organic Stewardship Scheme for NI
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Development
	
	Implementation
	
	On-going Development and Implementation
	
	


5.3 Additional Supporting Action 

1. Some additional areas of action relating to policy and market development are identified below.  These were identified during the preparation of the Action Plan, but were considered to be secondary or supporting to the main Action Points.

Policy

2. The future growth of the organic sector in Northern Ireland will inevitably depend on further policy intervention and expenditure of public money.  Attention should therefore be paid to "building a body of informed opinion" concerning the benefits delivered by public support for organic farming.  

3. In the short-term, the objectives of the OFS could certainly be more clearly defined and widely publicised in order to clarify the justification for public support.  Does the Scheme aim to reduce the gap between the supply and demand of organic produce?  To enhance the competitiveness of the organic sector?  Or, to secure public goods (socio-economic or environmental benefits) from an increase in organic farming? 

4. Promote the integration of local organic food production and consumption into other policy areas, such as local/regional economic development, local authority planning policy and health promotion.  

5. For example, the south-west chapter of the England Rural Development Plan (ERDP) has identified the local food sector, including farmers’ markets, as being able to deliver a range of social, environmental and community benefits.  The Rural Development Regulation Plan for Northern Ireland also acknowledges the increased employment opportunities associated with the integration of organic farming and farm diversification (including direct marketing) and concludes that “…it is, consequently, clear that any increase in the area under organic farming will have the result of increasing these positive effects”.  

6. Other policy makers should be made aware of the socio-economics benefits delivered by organic farming.

Market Development

7. Effective development of export markets to GB and RoI should emphasise the benefits of 'organic food from NI'. In addition development of the domestic market in NI may require specific NI consumer research on perceptions of organic food and farming, and specifically of "organic food from NI".

8. Develop and promote a range of initiatives for developing the local food sector and the direct marketing of locally-produced organic food in NI.  Potential initiatives for NI include:

· Targeted Development and Support of Farmers' Markets - farmers' markets continue to be high profile events for the promotion of locally-produced food, for the development of better consumer/producer links and for raising awareness of sustainable (notably organic) production methods.  Once established, however, they do need committed organisers to maintain the initial momentum and enthusiasm.  Organisers can be supported through revenue funding, assistance with business management and the "sympathetic understanding" of local planning authorities and environmental health services

· Training and Apprenticeship Programme - a very interesting initiative is the development in conjunction with local training providers of local apprenticeship programmes in the production, processing and marketing skills specific to the local food sector.  Apprentices work on local farms and holdings with day release to participating colleges.  Their wage is commonly subsidised to compensate for training provided by the unit and the time taken for more formal training.  Such apprenticeship programmes allows local farmers and growers to increase their labour force whilst developing a very much stronger local skills base.

· Sub-regional Processing Facilities - many local producers, particularly organic, are unable to develop products for the local market due to the lack of organically registered butchering, processing and packing facilities available at a sub-regional level.  Providing these facilities removes one of the largest obstacles for the expansion of the sector. 

· Local Authority Purchasing Policy - purchasing policies for Local Authorities, schools and hospitals can be developed to give preference to local products, including local organic products.  Evidence from elsewhere suggests that institutional attitudes to sourcing food can be changed (including the greater association of fresh, wholesome food with health) in favour of local producers, provided that the producers can assure the necessary continuity of supply.  

· Development of Links with Tourism - food fayres/weeks, food trails etc. can be successfully developed in conjunction with the tourism industry.  Events based around local food aimed at the tourism sector give producers access to additional markets and, with the increasing use of internet sales, the possibilities for repeat purchases even after returning home.  Hotels, restaurants etc. can also be encouraged to purchase local products since this is often a useful additional selling point for marketing their business.

9. The contemporary debate concerning the relationship between organic certification and farm assurance schemes should not be dismissed in NI.  

10. Although the organic and farm assurance sector have different priorities, cover different issues and implement different standards, their coverage is increasingly converging at a farm level and it is now common to find farmers who are both certified organic and farm assured.  There would therefore be clear advantages to both organic and farm assurance schemes if organic inspectors were also authorised to verify farm assurance schemes.  

11. The costs and benefits of the integration of organic production status into APHIS to enhance the traceability of NI produced organic carcasses within the food chain should be considered.

A. Contacts and Meetings

	Type
	Organisation
	Address

	Retailers (Multiples)
	Tesco
	Clarendon Dock, Belfast BT1 3BW

	
	Sainsburys
	Forestside, Upper Galwally, Belfast 

	
	Safeway 
	6 Millington Road, Hayes, Middlesex. England. UB3 4AY

	
	Supervalu
	Fort William Business Park, Dargan Road Belfast

	
	N.I Co-op
	Carrickfergus Industrial Centre, 75 Belfast Road Carrickfergus Co.Antrim

	
	Iceland
	264 Newtownards Road, Belfast BT4 1HD

	
	Marks & Spencer
	Baker Street, London

	Retailers

(Direct)
	Country Markets
	Draperstown Co.Derry

	
	Farm & Retail Movement
	100 Comber Road, Newtownards Co. Down

	
	Belfast Food Co-Op
	16 Packenham St, Belfast BT7 1AB

	
	Dungannon District Council
	Circular Road, Dungannon, Co Tyrone BT71 6DT

	Red Meat Processors
	Foyle Meats
	Donegal Plant

	
	WD Meats
	Lower Newmills Road, Coleraine Co. Derry BT52 2JR

	
	ABP Newry
	Greenbank Industrial Estate, Warrenpoint Road, Newry Co.Down BT34 2PD

	
	Linden Foods
	Unit 5, Granville Industrial Estate, Dungannon, Co. Tyrone BT70 1NJ

	
	Dungannon Meats
	Granville Industrial Estate, Dungannon, Co. Tyrone BT70 1NJ

	
	Moyallon Foods
	76 Crowhill Road, Lurgan, Co. Armagh BT66 7AT

	Poultry Meat Processors
	Moy Park
	Moy Park, Carn Industrial Estate, Portadown, Craigavan, Co Armagh BT63 5RH

	
	O'Kane Poultry
	170 Larne Road, Ballymena, Co Antrim BR52 2PB

	
	Farm Fed Chickens
	3 Gateside Rd, Coleraine, Co Londonderry, BT52 2PB

	Dairies
	Oakdene Dairies
	125 Strabane Road, Castlederg, Co Tyrone

	
	Golden Cow Dairies
	25-29 Artabrackagh Rd, Portadown, Craigavon, Co Armagh BT62 4HB

	
	United Irish Organics
	

	
	United Dairy Farmers
	456 Antrim Road Belfast

	
	Dromona Quality Foods
	456 Antrim Road Belfast BT15 5GD

	
	Dale Farm Dairies
	Peenybridge Indust Est, Ballymena Co.Antrim

	Pork
	Eastbrook Farm Organic Pigs
	Bishopstone, Swindon, Wiltshire SN8 5PW

	
	Mourne Country Meats
	Unit 24A Greenbank Industrial Estate, Newry. Co.Down

	Poultry Egg Producer/ Packers
	Skea Egg Farms
	146 Pomeroy Rd, Donaghmore, Dungannon, Co Tyrone BT70 2TY

	
	Farm lay Eggs
	58A Hamiltownsban Rod, Armagh, BT60 1HW

	Producer Organisations
	United Irish Organics Ltd 
	189 Castleroe Road, Coleraine Co. Derry BT52 2PB

	
	North West Organic Producers Group
	Colpey, Muff Co. Donegal Ireland

	
	NI Meat Exporters Association
	24 Ballydown Road, Banbridge, Co.Down

	
	NI Grain Trade Association
	Cooley Lodge, 3 Drumart Road, Tandragee Co.Armagh BT62 8HT

	Farm Unions
	Ulster Farmers Union
	475 Antrim Road, Belfast BT15 3DA

	
	Northern Ireland Agricultural Producers Association
	15 Molesworth Street, Cookstown Co Tyrone BT80 8NX


	Education & Training
	Greenmount College
	22 Greenmount Road,  Antrim BT41 2PU

	
	Sustainable Agriculture Development Group
	Brackfield Farm, 268 Glenshane Road Killaloo, Co. Derry BT47 3SN

	
	Agricola Solutions
	10 Bell Road, Urney, Strabane, Co Tyrone, BT82 9RS

	
	Friends of the Earth
	40 Wellington Park, Belfast, BT9 6DN

	
	Family Farm Development
	C/o Gateway Services, Portadown, BT62 3DB

	
	Taste of Ulster
	Elderslie House, 18 Ashley Avenue, Belfast BT9 7BT

	Animal Feed supplies/Feed mills/ compounders
	Hoey's Animal Feeds
	212 Moorfields Road, Kells, Ballymena Co. Antrim BT42 3EG

	
	John Thompson & Sons (ABN)
	35-39 York Road, Belfast, BT15 3EG

	
	McLarnon's Feeds
	126 Moneynick Rd, Randalstown, Co. Antrim BT41 3HU

	
	Fane Valley Co-Op Agricultural & Dairy Society
	Alexander Rd, Armagh, BT61 7JJ

	
	Moore's Animal Feeds
	116 Carnalbanagh Rd, Ballymena, Co. Antrim, BT42 4NT

	Vegetable Processors / Packers
	Willowbrook Foods
	50 Whiterock Rock, Killinchy

Newtownards Co.Down BT23 6PT

	
	Helen’s Bay Organic Garden
	Seaview Terrace, Holywood, Co.Down BT18 9DT

	
	Sparky Pac Ltd
	3 Moat Road, Comber, Co Down

	
	Avondale Foods
	Chestnut Farm, Dukestown Lane. Lurgan Co.Armagh

	
	Glens of Antrim
	118 Middle Park Rd, Cushendall, Co. Antrim BT44 0SH

	
	Wilsons Country
	33 Mahon Rd, Portadown, Craigavon       Co. Armagh



	Republic of Ireland
	Department of Agriculture, Food & Rural Development (ROI)
	Johnstowncastle Co. Wexford, Ireland

	Fertilisers and supplement nutrients
	Irish Certified Organic Nutrients
	Derrylee House, Derrylee, Dungannon. Co.Tyrone BT71 6NX

	
	C & R Pogue
	54-58 Milltown Rd, Benburb Dungannon, Tyrone, BT71 7ND

	Bakers and Oat products
	Speedicook
	Oatmill Mills, Scarva Rd, Tandragee, Craigavon Armagh BT62 2BZ

	
	Ormeau Bakery
	307 Ormeau Road, Belfast

	
	Lakeland Home Bakery
	Ely Place, Irvinestown Rd Enniskillen, Co Fermanagh, BT74

	Funding Body
	Northern Ireland LEADER Network
	Bank Parade, Newry Co. Down BT35 6HP
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� In 2000, Bord Bia commissioned the MRBI to conduct the first complete survey of consumer attitudes to organic food in the Republic of Ireland
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		MINTEL REPORT DATA - PUBLISHED NOV. 97																										dc calculations based on 260m

																1992				1994				1996				1997												FARMGATE								ASSUME

		YEAR		£ million		INDEX		£ AT 92 PRICES		INDEX				SECTOR		£		%		£		%		£		%		£		%						MINTEL/RE		MINTEL/WH		UK GROWN		UK WHOLE		UK RETAIL		DISCREPANCY		IMPORT		IMP%		COMMENT

		1992		93		100		93,000,000		100				VEGETABLE		46,000,000		49%		57,000,000		42%		88,000,000		44%		98800000		38%				FRT/VEG		140400000		70200000		12116000		24232000		36348000		104052000		104052000		74%						MINTEL RETAIL - MINTEL WHOLESALE =								0.5		FG - WHOLESALE VALUE=						2

		1993		105		113		103,000,000		111				FRUIT		21,000,000		23%		26,000,000		19%		36,000,000		18%		41600000		16%				MEAT		36400000		18200000																												WHOLESALE - RETAIL =						1.5

		1994		121		130		118,000,000		127				MEAT		9,000,000		10%		12,000,000		9%		26,000,000		13%		36400000		14%				DAIRY		26000000		13000000		4,600,000		12,567,260

		1995		140		151		131,000,000		141				DAIRY		4,000,000		4%		20,000,000		15%		14,000,000		7%		26000000		10%				CEREALS

		1996		200		215		179,000,000		192				OTHER		13,000,000		14%		20,000,000		15%		36,000,000		18%		57200000		22%				MULTI-ING		57200000		28600000

		1997		260		280		228,000,000		245		ESTIMATE		TOTAL		93,000,000		100%		135,000,000		100%		200,000,000		100%		260,000,000		100%				OIL/FATS

																																		CONDIMENTS

																																		CONFECTIONERY

																																		SPREADS

																																		READY MEALS

																																		BEVERAGES

																																		BAKED PRODUCTS

																																						UK ORIGIN		TOTAL

																																		OUR DATA		FARMGATE		WHOLESALE		WHOLESALE		RETAIL				% imports

																																		FRT/VEG		12116000		24232000		48906797		97813594				50%

																																		MEAT		5060000		4228688		5998560		11997120

																				EGGS														EGGS

				Supermarkets		60																												DAIRY		4600000		12,567,260		12,567,260		25134520

				Farms gate/box schemes		20																												CEREALS		4867000		8,444,694		8,949,022		12492068.98		TOTAL

				Independents		15																												MULTI-ING						16207151		32414302

				Market stalls		2																												OIL/FATS						TOTAL		179851605.248252

				Mail order		3																												CONDIMENTS

																																		CONFECTIONERY

																																		SPREADS

																																		READY MEALS

																																		BEVERAGES

																																		BAKED PRODUCTS
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OVERALL

																																								MULTI-INGRED

				T/O		INCREASE?		L		S		L		S		L		S		L		S		L		S		L		S		L		S		L		S		L		S		L		S		L		S		L		S		L		S		L		S

								FRUIT		FRUIT		VEG		VEG		TOTAL FP		TOTAL FP		FROZEN		FROZEN		DAIRY		DAIRY		MEAT		MEAT		BAKED		BAKED		PROCESS		PROCESS		BABY		BABY		SAUCE/CON		SAUCE/CON		DRIED		DRIED		BREAKFAST		BREAKFAST		DRINKS		DRINKS		GROCERY		GROCERY

		SAINSBURY		20,000,000		100%		10		391		35		389		45		389-391		0		0		32		378		22		36		10		384						52		271																		21		375

		TESCO		12,000,000		FRT/VEG ONLY										25		250-550

		WAITROSE		To call 10/6

		SAFEWAY		To call 10/6				3		90-265		8		90-265		11		90-265		0		0		14		90-265		0		0						5		90-265		39		90-265		0		0		0		0		0		0		7		90-265

		ASDA		TRIAL ONLY

		M & S		NIL

		COOP		350,000												18		0-490						2		0-490

		TOTAL MULTIPLE



&A

Page &P



FRUIT

		MARKET REPORT										CALENDAR YEAR 1997																MARKET

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		PRICE		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		STAFF NOW		INC?		COMMENT

		ORGANIC ROUNDABOUT		FRUIT/VEG				FRUIT/VEG		1200		BOX						428122				0		0		0		1

		ORGANIC FARM FOODS SCOTLAND		FRUIT/VEG				FRUIT/VEG										3531322

		ORGANIC FARM FOODS		FRUIT/VEG				FRUIT/VEG										20000000																		NO INFO

		CONGELOW		FRUIT/VEG				FRUIT/VEG										98802																		91/92

		ORGANIC MARKETING COMPANY		FRUIT/VEG				FRUIT/VEG		NO DATA								98802

		ORGANIC CONNECTIONS INTL		FRUIT/VEG				FRUIT/VEG		219		T						464575

		GOOSEMOORGANICS		FRUIT/VEG				FRUIT/VEG		NO DATA								379000

		CHINGFORD FRUIT PACKERS		FRUIT/VEG		2		FRUIT/VEG		YEAR 1								50000				0		0		1		0

		EMPIRE WORLD TRADE		FRUIT/VEG				FRUIT/VEG		YEAR 1								NO DATA

		SAPHIR PRODUCE		FRUIT/VEG				FRUIT/VEG		0								0																		estimate

		ENZA		FRUIT/VEG				FRUIT/VEG		90000		KG		133		P/KG		120000				0.1		0		0.9		0		100%		3		Y

		DARLOWS		FRUIT/VEG		1		FRUIT/VEG		300		T										0		0		1		0		SMALL						NEED GUARANTEE OF BETTTER QUALITY

		G'S MARKETING		FRUIT/VEG		1		FRUIT/VEG		78		T						200,000

		SUPERIOR INTERNATIONAL		FRUIT/VEG				FRUIT/VEG										EST 60000

		WORLDWIDE FRUIT		FRUIT/VEG				FRUIT/VEG		37842		KG						310667																		ALL IMPORTED

		RUSH POTATOES		FRUIT/VEG				FRUIT/VEG		1000		T		240		£/T		240000				0		0		1		0		20%		10		Y

																		26272488

		BARKSTON HEATH MUSHROOMS		FRUIT & VEG				MUSHROOMS		NO QUANTITIES								622605

		ABEL AND COLE		BOX SCHEME				YEAR 1

		MEAT MATTERS		BOX SCHEME		171		MIX										201000				0		0		0		1

		ASPALL		FRUIT/VEG				APPLE JUICE		5420		L						66406

		ASPALL		FRUIT/VEG				CIDER VIN		20711		L						240798

		ASPALL		FRUIT/VEG				CIDER										0

		AINSWORTH AND BURGESS		FRUIT/VEG

		ABBYVALE FOODS		FRUIT/VEG				YEAR 1

		GERBER		FRUIT/VEG				FRUIT JUICE		6175		L						37366												INSPECTIO						95/96

		UNITED FOOD INTERNATIONAL		FRUIT/VEG				FRUIT JUICE		INSPECTION

		SEDLESCOMBE		FRUIT/VEG				FRUIT JUICE										48918

		ALVIS BROS		DAIRY				CHEESE		231		T						1096114				0		Y		Y		0						Y		EXPORT IN 98

		ALVIS BROS		DAIRY				BUTTER		0.3		T						1281

		YEO VALLEY		DAIRY		9		YOGHURT		3245.195		T						6381954				0		0.1		0.9		0								RETAIL VALUE = £12M

		RACHELS DAIRY		DAIRY				YOGHURT										1900000				0.2		0.2		0.6		0

		RACHELS DAIRY		DAIRY				CREAM										100,000												0.1		40		Y

		NORDEX  FOODS		DAIRY				CHEESE														0.8				0.2				0.1

		NORDEX  FOODS		DAIRY				BUTTER														0.3		0		0.7		0		0.5

		ROCOMBE FARM		DAIRY				ICE CREAM										641726

		WILL BEST		DAIRY				MILK

		ASSOCIATED CO-OP CREAMERIES		DAIRY				MILK		81000		L		0.49		P/L		40000								1				<0.5		4		Y

		MEADOW FARMS		DAIRY				MILK		760,000		L				L		350000				1								0.7		10		Y		NO SUPPLY PROBLEMS -		GROWTH DEPENDENT ON PROSPERITY

		MEADOW FARMS		DAIRY				CREAM		400000		L				L		500000								1				0.4		10		Y

		ABERGAVENNY FINE FOODS		DAIRY				CHEESE		18112		KG						122500

		NORDEX FOODS		DAIRY				CHEESE										339964

		MILK MARQUE		DAIRY				MILK										850000				1		0		0		0		0.33		12		Y		MAJOR GROWTH FOR SHORT TERM

		WELSH ORGANIC FOODS		DAIRY				CHEESE		INSPECTION

		BEECHDEAN DAIRIES		DAIRY				YOGHURT/DESSERT		863.225		L						2721

		DALGETY AGRICULTURE		CEREALS/PRODUCTS				CEREALS		311		T						59597

		DOVE FARM FOODS		CEREALS/PRODUCTS				FLOUR										1171841				0.8		0.05		0.15		0		INCREASING		20				CONFIDENT FOR LONG TERM

		DOVE FARM FOODS		BAKED PRODUCTS				BAKED

		SHIPTON MILL		CEREALS/PRODUCTS		3		FLOUR		2906		T		370		£/T		1080920				0.7		0.3		0		0

		MORNING FOODS		CEREALS/PRODUCTS

		GLEADELL BANKS		CEREALS/PRODUCTS				WHEAT		5000		T		185		£/T		138696?				1								0.75		3		Y

		GLEADELL BANKS		CEREALS/PRODUCTS				BARLEY		500		T		185		£/T						1								0.75		3		Y

		GLEADELL BANKS		CEREALS/PRODUCTS				OATS		2000		T		150		£/T						1								0.75		3		Y

		GLEADELL BANKS		CEREALS/PRODUCTS				TRITICALE		300		T		175		£/T						1								0.75		3		Y

		GLEADELL BANKS		CEREALS/PRODUCTS				RYE		200		T		200		£/T						1								0.75		3		Y

		GLEADELL BANKS		CEREALS/PRODUCTS				PULSES		250		T		208		£/T						1		0		0		0		0.75		3		Y

		ALLIED MILLS LTD		CEREALS/PRODUCTS				FLOUR		600		T		250		£/T		150000				0.1		0		0.9		0		<5%		40		N		SMALLPART OF BUSINESS

		WESTMILL ORGANIC FOODS		CEREALS/PRODUCTS		3		FLOUR		240		T		265		£/T		111746				0		0		1		0

		BARBER CHESTERGATE		CEREALS/PRODUCTS

		BACHELDRE WATERMILL		CEREALS/PRODUCTS				FLOUR		40		T		500		£/T		20000				0.6		0.4		0		0		<1%						6M

		AGGLOMERATION TECHNOLOGY LTD		CEREALS/PRODUCTS				YEAR 1

		WATERMILL		CEREALS/PRODUCTS				FLOUR		209055		??						81834

		WATERMILL		WHOLEFOODS				DRY GOODS		14322		?						23332																		YEAR 1

		NR STOATE		CEREALS/PRODUCTS				FLOUR		97		T		420		3/T		35749				0.7		0.3						<1%				Y		LONG TERM GROWTH

		W JORDAN		CEREALS/PRODUCTS				CEREAL		52		T						113762

		ALARA WHOLEFOODS		WHOLEFOODS				DRIED GOODS										52523																		93/94

		COMMUNITY FOODS		WHOLEFOODS

		INFINITY FOODS		WHOLEFOODS

		SUMA		WHOLEFOODS				DRIED GOODS		51114		KG						158974																		423473

		ESSENTIAL TRADING		WHOLEFOODS																										2 VALUES?

		EQUAL EXCHANGE		WHOLEFOODS

		ARJUNA WHOLEFOODS		WHOLEFOODS				DRIED GOODS		32698		KG						42832																		95/96

		QUEENSWOOD NATURAL FOODS		WHOLEFOODS				DRY GOODS										104078

		PRO SOYA		BEAN PRODUCTS

		ABP		MEAT				BEEF		22100		KG		260		P/KG		689520								1						5

		ANGLO DUTCH MEATS		MEAT				BEEF		52		HD		270		P/KG		36504						1

		ANGLO DUTCH MEATS		MEAT				LAMB		20		HD		290		P/KG		1044						1						VV SMALL

		DAWN CARDINGTON		MEAT				NO DATA

		GRAIG FARM		MEAT				BEEF		60		HD		1000		£/HD		297679?				0.5						0.5								TO CALL

		GRAIG FARM		MEAT				LAMB		450		HD		85		£/HD

		GRAIG FARM		MEAT				PORK		3500		HD		200		£/HD

		GRAIG FARM		MEAT				CHICKEN		5500		HD		320		P/KG

		FMS		MEAT						YEAR 1

		JOSEPH MORRIS		MEAT

		LLOYD MAUNDER		MEAT				BEEF		1000		ANIMALS						253384								100				>30				Y

		LLOYD MAUNDER		MEAT				LAMB		5000		ANIMALS						253384								100				>30

		ST MERRYN MEAT		MEAT						YEAR 1

		EASTBROOK FARM		MEAT		60		MEAT PROD										2000000				0		0.75		0.25		Y								93/94

		WELSH HOOK MEAT CENTRE		MEAT				BEEF		500		HD		30%				2420758

		WELSH HOOK MEAT CENTRE		MEAT				LAMB		2500		HD		30%

		WELSH HOOK MEAT CENTRE		MEAT				PORK		1000		HD		30%

		WELSH HOOK MEAT CENTRE		MEAT				CHICKEN

		ANGLIA OILS		OILS				OLIVE OIL		1.25		T						6138				0.5		0.5		0		0

		ANGLIA OILS		OILS				SUNFLOWER OIL		14		T						20801				0.5		0.5		0		0

		ANGLIA OILS		OILS				PALM OIL		233		T						185828				1		0		0		0

		HARLEY FOODS		FATS & OILS				MARGARINE		YEAR 1

		CALEDONIAN BREWERY		BOTTLING				BEER										292496

		DUNKERTONS CIDER		BOTTLING				CIDER										61638

		H WESTON AND SONS		BOTTLING				CIDER		45000		L						70324				0.5				0.5				50%				Y

		SEDLESCOMBE						WINES										53427

		COW & GATE		BABY FOODS				BABY FOODS		196728		?						40795

		BOOTS		BABY FOODS				BABY FOODS

		ORGANIX		BABY FOODS				BABY FOODS		381212		CASES						2155145

		HIPP		BABY FOODS				BABY FOODS										1268599																		IMPORTED

		CLIPPER		BEVERAGE				TEA		2370		KG						12831

		KEITH SPICER		BEVERAGE				TEA		8330		KG						49356

		JUST COFFEE		BEVERAGE				COFFEE		691		KG						3910

		PAULIG LTD		BEVERAGE				COFFEE		19.5		T						136825						0.5		0.5

		TWIN TRADING		BEVERAGE				COFFEE		0								0

		OXFAM ACTIVITIES		BEVERAGE				COFFEE		43896		KG?						103495

		OXFAM ACTIVITIES		WHOLEFOODS				DR FRUIT		32832		KG?						29220

		OXFAM ACTIVITIES		CONSERVES/CONDIMENTS				HONEY		40872		KG?						75613

		D.R.WAKEFIELD		BEVERAGE				COFFEE		60		T?						11360

		DUNCAN MACNEILL		BEVERAGE				TEA		INSPECTION

		ENGLISH HOP PRODUCTS		BEVERAGE				HOPS		700		KG						8369

		ALLINSON LTD		BAKED PRODUCTS														0																		NO PRODUCTION

		ORGANIC ROUNDABOUT		BAKED PRODUCTS				BREAD										8799

		BOTTON BAKERY		BAKED PRODUCTS				BREAD		9264		?

		BOTTON BAKERY		DRY GOODS				MUESLI		23		?

		BOTTON BAKERY		CEREAL PRODUCTS				FLOUR		2691		?						40344																		TOTAL

		SOYFOODS LTD		BAKED PRODUCTS		472		NO AR										1032009

		NEALS YARD BAKERY		BAKED PRODUCTS		7		BREAD		156000		LOAVES						136333				0		1		0		0						Y

		NICHOLAS & HARRIS		BAKED PRODUCTS		8		BREAD		1894903		UNITS						884000				0		0		1		0						Y

		R.MAYALL & DAUGHTER		BAKED PRODUCTS				INSPECTION

		KIPPAX		BAKED PRODUCTS				BISCUITS										19172

		INFINITY RETAIL		BAKED PRODUCTS				BREAD										52374

		CELTIC BAKERS		BAKED PRODUCTS		20		BREAD		254245		UNITS						258264				0		1		0		0				9		Y

		VILLAGE BAKERY		BAKED PRODUCTS		80		BREAD										1300000				0.3		0.3		0.4		0

		ACONBURY SPROUTS		CHILLED FOODS

		ACONBURY SPROUTS		CHILLED FOODS				SPROUTS		24707		KG						48956																		95/96

		DRAGONFLY FOODS		CHILLED FOODS				CHILLED FOODS		50326		?						198886

		QUIET REVOLUTION		CHILLED FOODS				SOUPS										29889

		PLAMIL FOODS LTD		CONFECTIONERY				CHOCOLATE		1591		KG?						12526																		94

		BUXTON FOODS		CONFECTIONERY				CHOCOLATE		INSPECTION

		A&G ORGANICS						YEAR 1

		ARTHURS WHOLEFOODS						DRIED GOODS		7887		KG						3832

		NEALS YARD REMEDIES		HERBAL PRODUCTS				HERBAL PRODUCTS										191046																		94/95

		HAMBLEDEN HERBS		HERBS/SPICES				HERBS/SPICES										261477																		1996

		NATUROPATHIC HEALTH & BEAUTY		HERBS/SPICES				SPIRULINA		DATA AVAILABLE - UNITS								51196

		SCOTTISH HERBAL SUPPLIES		HERBS/SPICES				HERBS										3750						0.9		0.1

		ISLAND ORGANICS		SUGAR				SUGAR		5		T						9044

		AVALON FOODS		CONSERVES/CONDIMENTS				CONSERVES		52458		KG

		AVALON FOODS		CONSERVES/CONDIMENTS				BISCUITS		5439		KG						275959

		MERIDIAN FOODS		CONSERVES/CONDIMENTS				OILS		72396		L

		MERIDIAN FOODS		CONSERVES/CONDIMENTS				FRUIT SPREADS		35133		KG

		MERIDIAN FOODS		CONSERVES/CONDIMENTS				SAUCES		21370		KG

		MERIDIAN FOODS		CONSERVES/CONDIMENTS				AJC		5586		L						386837																		TOTAL

		FLAVOURBURST		CONSERVES/CONDIMENTS				FRUIT FLAV		50930		KG						127767

		HJ UREN		CONSERVES/CONDIMENTS						TO CALL								22489																		94/95

		GR SPINKS		CONSERVES/CONDIMENTS				CONSERVES		INSPECTION								40220																		94/95

		TROPICAL FOREST PRODUCTS		CONSERVES/CONDIMENTS				HONEY		INSPECTION

		WHOLE EARTH FOODS		CONSERVES/CONDIMENTS				BEVERAGE										827141

		WHOLE EARTH FOODS		CONSERVES/CONDIMENTS				SAUCES										177259

		WHOLE EARTH FOODS		CEREAL				CEREAL										4494

		WHOLE EARTH FOODS		MULTI ING				MULTI ING										236347

		AVALON VINEYARD		ALCOHOL				WINE/CIDER										3249																		95/96

		ASPALL		CONSERVES/CONDIMENTS		2		CID/VIN		10000		L										1		0		0		0		90%

		AUTHENTIC BREAD COMPANY		BAKING																																NO DATA

		G,BALDWIN AND CO																																		YEAR 1

		J&J BANNISTER																																		YEAR1

		BARLEYCORN WHOLEFOOD						FRESH PRODUCE										2658

								DRIED  GOODS										862

		BATCHLEY MILL						ANIMAL FEEDS										40694

		BEANO WHOLEFOODS								NO DATA

		BEESON GROUP						DRIED GOODS		YEAR1

		BEE ORGANICS						BOX SCHEME		YEAR 1

		BELLS BUTCHERS								NO DATA

		BEST OFTHE WEST						DRIED GOODS		YEAR 1

		THE BETTER FOOD CO						PREPACKER		NO DATA

		BETTER TASTING  SNACK FOODS						POTATO SNACKS		NO DATA

		BIO LINE								NO DATA

		BIO MILK						MILK		NO DATA

		E S BLACK LTD						POTATOES		NO DATA

		BLENDEX								?

		BOOTS AND CO PLC		WHOLEFOODS				MUESLI		70382		?						119107																		94/95

		BOWERINGS ANIMAL FEEDS						ANIMAL FEEDS		YEAR 1

		HIGHER HACKNELL FARM						MEAT		YEAR 1

		BREWHURST HEALTH FOOD SUP						CHOCOLATE		NO DATA

		THE BRILLIANT BREAD CO						BREAD		NO DATA
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DAIRY

		MARKET REPORT 1997		FRESH FRUIT/VEG HANDLING																						MARKET

		TOTAL NUMBER SA LICENSEES =				OTHERS =				TOTAL UK =

		1997 UK FRUIT/VEG PRODUCTION  APPROX =						34000		T		FARM/GATE				12116000

		COMPANY		LINES		PRODUCT		QUANTITY SOLD		UNIT		PRICE		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		Imported		Domestic		STAFF NOW		INC?		COMMENT		OK?

		PRIMARY

		CHINGFORD FRUIT PACKERS		2		FRUIT/VEG		50		T						50000		0.1%		0		0		1		0										Y

		CHOICE ORGANICS		80		FRUIT/VEG		2500		T						2500000		6.6%		0.85				0.15						0.35		0.65		little				Need more glasshouse production. Emphasises

		CONGELOW		45		FRUIT/VEG		8000		T						8320000		22.0%												0.75		0.25						Need more of better quality						96-97 increase = 30%				Imports direct

		DARLOWS		1		FRUIT/VEG		300		T						300,000		0.8%		0		0		1		0		SMALL										NEED GUARANTEE OF BETTTER QUALITY

		EMPIRE WORLD TRADE		0		FRUIT/VEG		0								0		0.0%																						Y

		ENZA		1		FRUIT/VEG		90		T		133		P/KG		120000		0.3%		0.1		0		0.9		0								3		Y				Y

		G'S MARKETING		1		FRUIT/VEG		78		T						200,000		0.5%		0		0		1		0

		ORGANIC CONNECTIONS INTL		120		FRUIT/VEG		219		T		?????????				464575		1.2%																		Y

		ORGANIC FARM FOODS		60		FRUIT/VEG		20000		T						20000000		52.8%		0.1		0.1		0.8						0.7		0.3

		ORGANIC FARM FOODS SCOTLAND		50		FRUIT/VEG		7500		T						3531322		9.3%

		ORGANIC MARKETING COMPANY				FRUIT/VEG		7000		T						1839684		4.9%

		RUSH POTATOES		1		FRUIT/VEG		1000		T		240		£/T		240000		0.6%		0		0		1		0		20%						10		Y

		SAPHIR PRODUCE		0		FRUIT/VEG		0								0		0.0%																						Y

		SUPERIOR INTERNATIONAL		0		FRUIT/VEG		0								0		0.0%

		WORLDWIDE FRUIT		4		FRUIT/VEG		37.8		T						310667		0.8%												1		0						ALL IMPORTED

		OTHERS				FRUIT/VEG

								46775

		TOTAL PRIMARY FRESH FRUIT/VEG														37876248				809.757561764		T

		BARKSTON HEATH MUSHROOMS				MUSHROOMS		CALL								622605

		CHESSWOOD				MUSHROOMS										507944

		TOTAL MUSHROOMS														1130549

		TOTAL PRIMARY FRESH PRODUCE														39006797

		SECONDARIES

		GOOSEMOORGANICS		100		FRUIT/VEG										421000		1.1%				0.45				0.55

		ORGANIC ROUNDABOUT				FRUIT/VEG		62400		BOX						428122		1.1%		0		0		0		1

		CALCULATION		BOX & SHOPS		HOUSEHOLDS		WT KG		WKS						T BOX SCHEMES		£/T		RETAIL		WHOLESALE

		FROM WHERE TO BUY		600		100		4		50						12000		1250		15000000		9900000

						T		VALUE		£/T

		uk PRODN				36839		14050000		381.3892885257		FG

		wASTE		0.25		9209.75		3512500

		SALEABLE				27629.25		10537500

		DIRECT		0.5		13814.625		5268750

		WHOLESALER				13814.625		5268750

		TOTAL WHOLESALE				48906797
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CEREAL

		MARKET REPORT		DAIRY PROCESSING PRODUCTION								CALENDAR YEAR 1997

		1997 UK MILK PRODUCTION  APPROX =								16500000		L		FARM/GATE				4600000

																								MARKET						MARKET		STAFF

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		PRICE		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		SHARE		NOW		INC?		COMMENT

		ALVIS BROS		DAIRY				BUTTER		0.3		T						1281

		NORDEX  FOODS		DAIRY				BUTTER														0.3		0		0.7		0		0.5

		TOTAL BUTTER								0.3		T						1281		0.01%

		ABERGAVENNY FINE FOODS		DAIRY		4		CHEESE		18.1		T						122500

		ALVIS BROS		DAIRY				CHEESE		231		T						1096114				0		Y		Y		0						Y		EXPORT IN 98

		NORDEX FOODS		DAIRY				CHEESE										339964				0.8				0.2				0.1

		WELSH ORGANIC FOODS		DAIRY		4		CHEESE		2.5		T						180,000						1

		TOTAL CHEESE								251.6								1738578		13.83%

		MEADOW FARMS		DAIRY				CREAM		400000		L				L		500000								1				0.4		10		Y

		RACHELS DAIRY		DAIRY				CREAM										100,000												0.1		40		Y

		TOTAL CREAM								400000								600,000		4.77%

		ROCOMBE FARM		DAIRY		18		ICE CREAM										641726				0.25		0.25		0.25		0.25

		REAL ICE CO		DAIRY		1		ICE CREAM		32000		UNIT						61000

		TOTAL ICE CREAM								32000								702726		5.59%

		ASSOCIATED CO-OP CREAMERIES		DAIRY				MILK		81000		L		0.49		P/L		40000								1				<0.5		4		Y

		MEADOW FARMS		DAIRY				MILK		760,000		L		0.46		P/L		350000				1								0.7		10		Y		NO SUPPLY PROBLEMS -		GROWTH DEPENDENT ON PROSPERITY

		MILK MARQUE		DAIRY				MILK								P/L		850000				1		0		0		0		0.33		12		Y		MAJOR GROWTH FOR SHORT TERM

		WILL BEST		DAIRY				MILK								P/L

		OTHERS		DAIRY				MILK

		TOTAL MILK								841000								1240000		9.87%

		RACHELS DAIRY		DAIRY				YOGHURT										1900000				0.2		0.2		0.6		0

		YEO VALLEY		DAIRY		9		YOGHURT		3245.195		T		1.9665856751		CALC		6381954				0		0.1		0.9		0								RETAIL VALUE = £12M				3.69/KG

		BEECHDEAN DAIRIES		DAIRY				YOGHURT/DESSERT		863.225		L						2721

		TOTAL YOGHURT								4108.42								8284675		65.92%

		OTHERS		DAIRY

		BIOMILK

		TOTAL DAIRY PROC								1277360.32								12,567,260		100.00%

		EST RETAIL VALUE																25000000

				MILK				MILK		CREAM		YOG		CH

		ASSOCIATED CO-OP		81000				81000

		MEADOW FARMS		800,000				760000		40000

		MILK MARQUE		4000000		EST		3000000				1000000

		WILL BEST		500,000		EST		500000

		RACHELS DAIRY		1700000						34000		1666000

		YEO VALLEY		4600000								4600000

		ALVIS BROS		4784000										4784000

		OTHERS

		IMPORT

				16465000				4341000		74000		7266000		4784000		16465000

								26%		0.4%		44%		29%		OF MILK PRODUCED
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BAKED

		MARKET REPORT		CEREAL PROCESSING PRODUCTION										CALENDAR YEAR 1997

		1997 UK CEREAL PRODUCTION  APPROX =										31121		T		FARM/GATE				4867000

		EST. HUMAN CONSUMPTION =										10500		T		FG VALUE =				1761000

																										MARKET						MARKET		STAFF

		COMPANY		SECTOR		LINES		PROD		PRODUCT		QUANTITY SOLD		UNIT		PRICE		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		SHARE		NOW		INC?		COMMENT

		DALGETY AGRICULTURE		CEREALS				CEREAL		CEREALS		311		T						59597

		GLEADELL BANKS		CEREALS				CEREAL		BARLEY		500		T		185		£/T														0.75		3		Y

		GLEADELL BANKS		CEREALS				CEREAL		OATS		2000		T		150		£/T														0.75		3		Y

		GLEADELL BANKS		CEREALS				CEREAL		PULSES		250		T		208		£/T						0		0		0				0.75		3		Y

		GLEADELL BANKS		CEREALS				CEREAL		RYE		200		T		200		£/T														0.75		3		Y

		GLEADELL BANKS		CEREALS				CEREAL		TRITICALE		300		T		175		£/T														0.75		3		Y

		GLEADELL BANKS		CEREALS				CEREAL		WHEAT		5000		T		185		£/T		138696												0.75		3		Y

		DOVE FARM FOODS		CEREALS				GRAINS/FLOUR				2780		EST						1028241

		SHIPTON MILL		CEREALS		3		FLOUR		FLOUR		2906		T		370		£/T		1080920				0.7		0.3		0		0

		TOTAL CEREAL SALES										14247								2307454

		ALLIED MILLS LTD		CEREALS				FLOUR		FLOUR		600		T		250		£/T		150000				0.1		0		0.9		0				<5%		40		N		SMALLPART OF BUSINESS

		BACHELDRE WATERMILL		CEREALS				FLOUR		FLOUR		40		T		500		£/T		20000				0.6		0.4		0		0				<1%						6M

		DOVE FARM FOODS		CEREALS				FLOUR		FLOUR										1171841				0.8		0.05		0.15		0				INCREASING		20				CONFIDENT FOR LONG TERM

		R.MAYALL & DAUGHTER		CEREALS				FLOUR		FLOUR		65		T						32500

		NR STOATE		CEREALS				FLOUR		FLOUR		97		T		420		£/t		35749				0.7		0.3								<1%				Y		LONG TERM GROWTH

		WATERMILL		CEREALS				FLOUR		FLOUR		209		T						81834

		WESTMILL ORGANIC FOODS		CEREALS		3		FLOUR		FLOUR		240		T		265		£/T		111746				0		0		1		0

		OTHERS		CEREALS				FLOUR		FLOUR				T

		TOTAL FLOUR PRODUCTION										1251								1603670

		TOTAL CEREAL PROC.										15498								3911124

		FEED MARKET																																																FINAL USE

																																														RETAIL				GREAT BIG TOTAL

		Crop		Tonnage		Price/t		Value £m				FARM				£M		TRADE		TRADE T				TRADE £/T		TRADE £		PROC £/t		VALUE		%NOTFLOUR		VALUE NOT FLOUR		%RETAIL		RETAIL T		RETAIL £		VALUE				TOTAL

		Milling Wheat		8621		175		1.509		45%		0				0		1		8621				195		1681095		500		4310500		0.7		3017350		0.3		2586.3		1000		2586300				5603650

		Feed Wheat		10537		163		1.718		55%		0.25				0.4295		0.75		7902.75				180		1422495		216		1194895.8				1194895.8

		Milling Oats		1339		125		0.167		20%		0				0		1		1339				150		200850		625		836875		0.1		83687.5		0.9		1205.1		1250		1506375				1590062.5

		Feed Oats		5354		125		0.669		80%		0.5				0.3345		0.5		2677				150		401550		180		337302				337302												7193712.5

		Processing/malting Barley		500		170		0.085		20%		0				0		1		500				195		97500		350		175000				175000

		Feed Barley		1999		150		0.3		80%		0.5				0.15		0.5		999.5				175		174912.5		210		146926.5				146926.5

		Triticale		1039		155		0.161				0.5				0.0805		0.5		519.5				175		90912.5		210		76366.5				76366.5

		Feed Rye		401		130		0.052				0.3				0.0156		0.7		280.7				160		44912		192		37726.08				37726.08

		Mill Rye		328		160		0.053				0				0		1		328				180		59040		500		164000				164000

		Spelt		426		130		0.055				0.7				0.0385		0.3		127.8				150		19170		180		16102.8				16102.8

		Beans		507		185		0.094				0.5				0.047		0.5		253.5				200		50700		240		42588				42588

		Peas		71		200		0.014				0.5				0.007		0.5		35.5				215		7632.5		258		6411.3				6411.3

		Total		31121				4.867								1100000				23584.25						4250769.5				7344693.98				5298356.48												7193712.5				12492068.98

								FARMGATE						VALUE OF WHAT										VALUE OF WHATS TRADED						VALUE

														STAYS ON FARM																AFTER

																														PROCESS

																		Grand total (farm + trade) = £5.35m

																		Grand total (farm + proc)= £8.45m						8444693.98		FEEDS		assume		mark up

																										on farm		0.3		0

																		WHEAT								compounders		0.7		1.2

																		IMPORTS = 30%				0.3		504328.5		£

																								2586.3		T

																				GRANDTOTAL		£		8949022.48

																						T		26170.55
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DRY

		MARKET REPORT		PROCESSING								CALENDAR YEAR 1997

																				MARKET						MARKET

		COMPANY		SECTOR		LINES		PRODUCT		QUANTITY SOLD		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		SHARE		INC?		COMMENT

		BARBER CHESTERGATE		BAKED				BAKED								0.0%

		MORNING FOODS		BAKED		1		BKFAST		450		T		250000		5.9%		0.15		0.1		0.75						STABLE		CONTRACT GROW OATS

		DOVE FARM FOODS		BAKED				BAKED						143600		3.4%

		W JORDAN		BAKED				BKFAST		52		T		113762		2.7%

		BOTTON BAKERY		BAKED				BREAD		9264		?				0.0%

		BOTTON BAKERY		BAKED				MUESLI		23		?				0.0%

		BOTTON BAKERY		BAKED				FLOUR		2691		?		40344		1.0%														TOTAL

		SOYFOODS LTD		BAKED		472								1032009		24.4%

		NEALS YARD BAKERY		BAKED		7		BREAD		156000		LOAVES		136333		3.2%		0		1		0		0				Y

		NICHOLAS & HARRIS		BAKED		8		BREAD		1894903		UNITS		884000		20.9%		0		0		1		0				Y

		KIPPAX		BAKED				BISCUITS						19172		0.5%

		INFINITY RETAIL		BAKED				BREAD						52374		1.2%

		CELTIC BAKERS		BAKED		20		BREAD		254245		UNITS		258264		6.1%		0		1		0		0				Y

		VILLAGE BAKERY		BAKED		80		BREAD						1300000		30.7%		0.3		0.3		0.4		0

		WHOLE EARTH FOODS		BAKED				CEREAL						4494		0.1%

		WHOLE EARTH FOODS		BAKED				MULTI ING						236347		5.6%

		TOTAL PROCESSED												4229858		100%
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MEAT

		MARKET REPORT		DRY GOODS

																				MARKET								MARKET		STAFF

		COMPANY		SECTOR		LINES		QUANTITY SOLD		UNIT		SALES VALUE		%		Wholesale		Manufact		Independent		Multiple		Public		Export		SHARE		NOW		INC?		COMMENT

		WATERMILL		DRY GOODS				14.3		T		23332		1%																				YEAR 1

		ALARA WHOLEFOODS		DRY GOODS						T		52523		2%																				93/94

		COMMUNITY FOODS		DRY GOODS		400				T		1750000		78%		0.25		0.2		0.3		0.1				0.15		0.7

		INFINITY FOODS		DRY GOODS						T				0%

		SUMA		DRY GOODS				51.1		T		158974		7%																				423473

		EQUAL EXCHANGE		DRY GOODS						T				0%

		ESSENTIAL TRADING		DRY GOODS						T

		ARJUNA WHOLEFOODS		DRY GOODS				32.7		T		42832		2%

		QUEENSWOOD NATURAL FOODS		DRY GOODS						T		104078		5%																				95/96

		BREWHURST		DRY GOODS						T

		BOOTS AND CO PLC		DRY GOODS				70.38		T		119107		5%

		TOTAL DRY GOODS						98.1				2250846		100%																				94/95



&A

Page &P



BEVERAGE

		MARKET REPORT		MEAT PROCESSING								CALENDAR YEAR 1997

		UK MEAT PRODUCTION APPROX =								2000		T				FARM GATE =				5060000

														CALC												MARKET

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		WT (t)		PRICE		UNIT		SALES VALUE				Wholesale		Independent		Multiple		Public		MARKET SHARE EST		STAFF NOW		INC?		COMMENT

		ABP		MEAT				BEEF		540		HD		22.1		2.6		£/kg		365040								1						5

		ANGLO DUTCH MEATS		MEAT				BEEF		52		HD		13.5		2.7		£/kg		36504						1

		ANGLO DUTCH MEATS		MEAT				LAMB		20		HD		0.36		2.9		£/kg		1044						1						VV SMALL

		DAWN CARDINGTON		MEAT				NO DATA

		GRAIG FARM		MEAT				BEEF		60		HD		15.6		1000		£/HD		60000				0.5						0.5								TO CALL

		GRAIG FARM		MEAT				LAMB		450		HD		8.1		85		£/HD		38250

		GRAIG FARM		MEAT				PORK		350		HD		245		200		£/HD		70000

		GRAIG FARM		MEAT				CHICKEN		5500		HD				3.2		£/KG		30800

		FMS		MEAT						YEAR 1

		JOSEPH MORRIS		MEAT

		LLOYD MAUNDER		MEAT				BEEF		1000		HD		260		2.55		£/KG		663000								100				>30				Y

		LLOYD MAUNDER		MEAT				LAMB		5000		HD		90		2.76		£/KG		248400								100				>30

		ST MERRYN MEAT		MEAT						YEAR 1

		EASTBROOK FARM		MEAT		60		BEEF		887										600,000				0		0.75		0.25		Y								93/94

		EASTBROOK FARM						LAMB		5747										300,000

		EASTBROOK FARM						PORK		4626										800,000

		EASTBROOK FARM						POULTRY		31000						3.5				300,000

		WELSH HOOK MEAT CENTRE		MEAT				BEEF		500		HD		130		3.05		/kg		396500

		WELSH HOOK MEAT CENTRE		MEAT				LAMB		2500		HD		45		3.25		p/kg		146250

		WELSH HOOK MEAT CENTRE		MEAT				PORK		1000		HD		70		2.47		p/kg		172900

		WELSH HOOK MEAT CENTRE		MEAT				CHICKEN		0										0

		TOTAL MEAT VALUE												899.66						4228688				WHOLESALE PRICE						NO.		£

																								£/HEAD						CALC		CALC TOTAL

		BEEF								3039										2,121,044				697.94		PRODUCTION =				3424		2389751.44981902		40%

		LAMB								13717										733,944				53.51		PRODUCTION =				22823		1221171.09513742		20%

		PORK								5976										1,042,900				174.51		PRODUCTION =				7190		1254760.8768407		21%

		CHICKEN								36500										330,800				9.06		PRODUCTION =				125000		1132876.71232877		19%

																				4228688												5998560.1341259		100%

		ASSUMPTIONS		dwt kg

		BEF		260

		LAMB		18

		PORK		70

		CHICKEN		1.75

		EGGS																								NO EGGS		PRICE		FG		PACKING COSTS				RETAIL

		EGGS		LAYERS		NO/YR		TOTAL																-15%		SOLD		PER EGG		VALUE		£/EGG		VALUE		£/EGG		VALUE

		STONEGATE		38000		290		11420000																1713000		9707000		0.085		825095		0.029		1106598		0.233		2660860

		STONEGATE EST. 25% MARKET SHARE

		EST. TOTAL MARKET		152000		1160		45680000																6852000		38828000		0.34		3300380		0.116		4426392		0.932		10643440
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CONSERVES

		MARKET REPORT		DRINKS SECTOR								CALENDAR YEAR 1997												MARKET

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		STAFF NOW		INC?		COMMENT

		CALEDONIAN BREWERY		BEVERAGE				BEER						292496		16%

		DUNKERTONS CIDER		BEVERAGE				CIDER						61638		3%

		H WESTON AND SONS		BEVERAGE				CIDER		45000		L		70324		4%		0.5				0.5				50%				Y

		SEDLESCOMBE		BEVERAGE				WINES						105160		6%

		VINCEREMOS		BEVERAGE				WINES

		CLIPPER		BEVERAGE				TEA		2370		KG		12831		1%

		KEITH SPICER		BEVERAGE				TEA		8330		KG		49356		3%

		JUST COFFEE		BEVERAGE				COFFEE		691		KG		3910		0%

		PAULIG LTD		BEVERAGE				COFFEE		19.5		T		136825		7%				0.5		0.5

		TWIN TRADING		BEVERAGE				COFFEE		0				0		0%

		OXFAM ACTIVITIES		BEVERAGE				COFFEE		43896		KG?		103495		6%

		OXFAM ACTIVITIES		WHOLEFOODS				DR FRUIT		32832		KG?		29220		2%

		OXFAM ACTIVITIES		CONSERVES/CONDIMENTS				HONEY		40872		KG?		75613		4%

		D.R.WAKEFIELD		BEVERAGE				COFFEE		60		T?		11360		1%

		DUNCAN MACNEILL		BEVERAGE				TEA		INSPECTION						0%

		WHOLE EARTH FOODS		CON/CON				BEVERAGE						827141		44%

		ENGLISH HOP PRODUCTS		BEVERAGE				HOPS		700		KG		8369		0%

		ESSENTIAL TRADING		BEVERAGE				COFFEE						80000		4%

		TOTAL VALUE DRINKS												1867738		100%
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OILSFATS

		MARKET REPORT		CONSERVES/CONDIMENTS ETC								CALENDAR YEAR 1997												MARKET

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		STAFF NOW		INC?		COMMENT

		AVALON FOODS		CON/CON				CONSERVES		52458		KG				0%

		AVALON FOODS		CON/CON				BISCUITS		5439		KG		275959		26%

		MERIDIAN FOODS		CON/CON				OILS		72396		L				0%

		MERIDIAN FOODS		CON/CON				FRUIT SPREADS		35133		KG				0%

		MERIDIAN FOODS		CON/CON				SAUCES		21370		KG				0%

		MERIDIAN FOODS		CON/CON				AJC		5586		L		386837		37%																TOTAL

		FLAVOURBURST		CON/CON				FRUIT FLAV		50930		KG		127767		12%

		HJ UREN		CON/CON						TO CALL				22489		2%																94/95

		GR SPINKS		CON/CON				CONSERVES		INSPECTION				40220		4%																94/95

		TROPICAL FOREST PRODUCTS		CON/CON				HONEY		INSPECTION						0%

		ESSENTIAL TRADING		CON/CON				HONEY						8000		1%

		WHOLE EARTH FOODS		CON/CON				SAUCES						177259		17%

																0%

																0%

		AVALON VINEYARD		ALCOHOL				WINE/CIDER						3249		0%																95/96

		ASPALL		CONSERVES/CONDIMENTS		2		CID/VIN		10000		L				0%		1		0		0		0		90%

		TOTAL SALES VALUE												1041780		100%



&A

Page &P



BABYFOODS

		MARKET REPORT		OILS/FATS								CALENDAR YEAR 1997												MARKET

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		STAFF NOW		INC?		COMMENT

		ANGLIA OILS		OILS				OLIVE OIL		1.25		T		6138		3%		0.5		0.5		0		0

		ANGLIA OILS		OILS				SUNFLOWER OIL		14		T		20801		10%		0.5		0.5		0		0

		ANGLIA OILS		OILS				PALM OIL		233		T		185828		87%		1		0		0		0

		HARLEY FOODS		FATS & OILS				MARGARINE		YEAR 1		T				0%

		TOTAL SALE VALUE								248.25		T		212767		100%

				95/96

				94
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CHILLFROZ

		MARKET REPORT				BABYFOODS						CALENDAR YEAR 1997												MARKET

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		STAFF NOW		INC?		COMMENT

		COW & GATE		BABY FOODS				BABY FOODS		196728		?		40795		1%

		BOOTS		BABY FOODS				BABY FOODS								0%

		ORGANIX		BABY FOODS				BABY FOODS		381212		CASES		2155145		62%

		HIPP		BABY FOODS				BABY FOODS						1268599		37%																IMPORTED

		TOTAL VALUE BABYFOODS								577940				3464539		100%
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CONFECT

		MARKET REPORT		CONSERVES/CONDIMENTS ETC								CALENDAR YEAR 1997												MARKET

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		IMPORT		DOMESTIC		STAFF NOW		INC?		COMMENT

		ACONBURY SPROUTS		FROZ/CHILL				SPROUTS		24707		KG		48956		15%																				95/96

		DRAGONFLY FOODS		FROZ/CHILL		41		CHILLED FOODS		50326		?		250000		76%				1

		QUIET REVOLUTION		FROZ/CHILL				SOUPS						29889		9%

		TOTAL VALUE FROZEN/CHILLED												328845		100%
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MULTI

		MARKET REPORT		CONSERVES/CONDIMENTS ETC								CALENDAR YEAR 1997												MARKET

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		SALES VALUE		%		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		STAFF NOW		INC?		COMMENT

		PLAMIL FOODS LTD		CONFECT				CHOCOLATE		1591		KG?		12526		100%																94

		BUXTON FOODS		CONFECT				CHOCOLATE		INSPECTION						0%

		TOTAL CONFECTIONERY												12526		100%
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Sheet15

		MARKET REPORT		CONSERVES/CONDIMENTS ETC								CALENDAR YEAR 1997														MARKET

																		% OF

		COMPANY		SECTOR		NO.LINES		PRODUCT		QUANTITY SOLD		UNIT		SALES VALUE		%		MI TOTAL		Wholesale		Independent		Multiple		Public		MARKET SHARE EST		STAFF NOW		INC?		COMMENT

		OILS/FATS

		ANGLIA OILS		OILS				OLIVE OIL		1.25		T		6138		3%				0.5		0.5		0		0

		ANGLIA OILS		OILS				SUNFLOWER OIL		14		T		20801		10%				0.5		0.5		0		0

		ANGLIA OILS		OILS				PALM OIL		233		T		185828		87%				1		0		0		0

		HARLEY FOODS		OILS				MARGARINE		YEAR 1		T				0%

		MERIDIAN FOODS		OILS				OILS		72396		L

		SKOULIKAS		OILS				OLIVE OIL						54646

		SPARTA		OILS				OILS

		TOTAL OILS/FATS								248.25				212767		100%		1.3%

		CONDIMENTS

		MERIDIAN FOODS		CONDIM				SAUCES		21370		KG

		ASPALL		CONDIM		2		CID/VIN		10000		L		240798		58%				1		0		0		0		90%

		WHOLE EARTH FOODS		CONDIM				SAUCES						177259		42%

		GEORGE SKOULIKAS		CONDIM				TAHINI/OLIVES						64872		16%

		TOTAL CONDIMENTS												418057		100%		2.6%

		CONFECTIONERY/SNACKS

		PLAMIL FOODS LTD		CONFECTIONERY				CHOCOLATE		3000		KG		23000		41%																		94

		BUXTON FOODS		CONFECTIONERY				CHOCOLATE		INSPECTION				32488		59%

		WHOLE EARTH						CHOCOLATE								0%

		BETTER TASTING		SNACKS												0%

		SKOULIKAS		SNACKS										70410		127%

		TOTAL CONFECTIONERY												55488		100%		0.3%

		SPREADS

		AVALON FOODS		SPREADS				CONSERVES		52458		KG		262161		26%

		MERIDIAN FOODS		SPREADS		TO COME		OILS		72396		L				0%

		MERIDIAN FOODS		SPREADS		TO COME		FRUIT SPREADS		35133		KG				0%

		MERIDIAN FOODS		SPREADS		TO COME		SAUCES		21370		KG				0%

		MERIDIAN FOODS		SPREADS		TO COME		AJC		5586		L		386837		38%																		TOTAL

		FLAVOURBURST		SPREADS				FRUIT FLAV		50930		KG		127767		13%

		OXFAM ACTIVITIES		SPREADS				HONEY		40872		KG?		75613		7%

		HJ UREN		SPREADS						TO CALL				22489		2%																		94/95

		GR SPINKS		SPREADS		TO COME		CONSERVES		INSPECTION				40220		4%																		94/95

		TROPICAL FOREST PRODUCTS		SPREADS				HONEY		INSPECTION						0%

		EQUAL EXCHANGE		SPREADS				HONEY						8000		1%

		COTSWOLD SPEC.		SPREADS				HONEY						88979		9%

		TOTAL SPREADS												1012066		100%		6.2%

		READY MEALS

		BABYFOODS

		COW & GATE		BABY FOODS				BABY FOODS		196728		?		40795		1%

		BOOTS		BABY FOODS				BABY FOODS		70.38		T		119107		3%

		ORGANIX		BABY FOODS				BABY FOODS		381212		CASES		2155145		60%

		HIPP		BABY FOODS				BABY FOODS						1268599		35%																		IMPORTED

		OTHERS

		TOTAL VALUE BABYFOODS								578010.38				3583646		100%		22.1%

		CHILL/FROZEN

		ACONBURY SPROUTS		FROZ/CHILL				SPROUTS		24707		KG		48956		18%																		95/96

		DRAGONFLY FOODS		FROZ/CHILL				CHILLED FOODS		50326		?		198886		72%

		QUIET REVOLUTION		FROZ/CHILL				SOUPS						29889		11%

		CARLEY & CO

		CLEAN BEAN TOFU

		SOURCE FOODS

		TOTAL VALUE FROZEN/CHILLED												277731		100%

		READY MEAL TOTAL												3861377				23.8%

		BEVERAGES

		PRO SOYA		BEVERAGE				SOYMILK

		CALEDONIAN BREWERY		BEVERAGE				BEER						292496		16%

		DUNKERTONS CIDER		BEVERAGE				CIDER						61638		3%

		H WESTON AND SONS		BEVERAGE				CIDER		45000		L		70324		4%				0.5				0.5				50%				Y

		SEDLESCOMBE		BEVERAGE				WINES						53427		3%

		VINCEREMOS		BEVERAGE				WINES								0%

		CLIPPER		BEVERAGE				TEA		2370		KG		12831		1%

		KEITH SPICER		BEVERAGE				TEA		8330		KG		49356		3%

		JUST COFFEE		BEVERAGE				COFFEE		691		KG		3910		0%

		PAULIG LTD		BEVERAGE				COFFEE		19.5		T		136825		7%						0.5		0.5

		TWIN TRADING		BEVERAGE				COFFEE		0				0		0%

		OXFAM ACTIVITIES		BEVERAGE				COFFEE/TEA		43896		KG?		103495		6%

		D.R.WAKEFIELD		BEVERAGE				COFFEE		60		T?		11360		1%

		DUNCAN MACNEILL		BEVERAGE				TEA		INSPECTION						0%

		WHOLE EARTH FOODS		CON/CON				BEVERAGE						827141		44%

		ENGLISH HOP PRODUCTS		BEVERAGE				HOPS		700		KG		8369		0%

		EQUAL EXCHANGE		BEVERAGE				COFFEE						80000		4%

		ASPALL		FRUIT/VEG				APPLE JUICE		5420		L		66406		4%

		AVALON VINEYARD		ALCOHOL				WINE/CIDER						3249		0%																		95/96

		AINSWORTH AND BURGESS		FRUIT/VEG												0%

		ABBYVALE FOODS		FRUIT/VEG				YEAR 1								0%

		GERBER		FRUIT/VEG				FRUIT JUICE		6175		L		37366		2%										INSPECTIO						95/96

		UNITED FOOD INTERNATIONAL		FRUIT/VEG				FRUIT JUICE		TO CALL						0%

		SEDLESCOMBE		FRUIT/VEG				FRUIT JUICE						48918		3%

		MERIDIAN FOODS		FRUIT/VEG				FRUIT JUICE		5586		L

		TOTAL VALUE DRINKS												1867111		100%		11.5%

		BAKED PRODUCTS

		AVALON FOODS		CON/CON				BISCUITS		5439		KG		13797		5%

		MORNING FOODS		BAKED		1		BKFAST		450		T		250000		5.3%				0.15		0.1		0.75						STABLE		CONTRACT GROW OATS

		EUROPEAN OAT MILLERS		BAKED				BKFAST						300,000		6.4%

		DOVE FARM FOODS		BAKED				BAKED						143600		3.0%

		W JORDAN		BAKED				BKFAST		52		T		113762		2.4%

		BOTTON BAKERY		BAKED				BREAD		9264		?		40344		0.9%

		SOYFOODS LTD		BAKED		472		NO AR						1032009		21.9%

		NEALS YARD BAKERY		BAKED		7		BREAD		156000		LOAVES		136333		2.9%				0		1		0		0				Y

		NICHOLAS & HARRIS		BAKED		8		BREAD		1894903		UNITS		884000		18.8%				0		0		1		0				Y

		KIPPAX		BAKED				BISCUITS						19172		0.4%

		INFINITY RETAIL		BAKED				BREAD						52374		1.1%

		AUTHENTIC BREAD		BAKED				BREAD						30,000		0.6%

		CELTIC BAKERS		BAKED		20		BREAD		254245		UNITS		258264		5.5%				0		1		0		0				Y

		FINE LADY BAKERIES		BAKED				BREAD						138202		2.9%																SHIPTON MILL

		VILLAGE BAKERY		BAKED		80		BREAD						1300000		27.6%				0.3		0.3		0.4		0

		WHOLE EARTH FOODS		BAKED				MULTI ING						240841		5.1%

		TOTAL BAKED												4711857		100.0%		29.1%

		DRY GOODS

		WATERMILL		DRY GOODS						14.3		T		23332		1%																						YEAR 1

		ALARA WHOLEFOODS		DRY GOODS								T		52523		1%																						93/94

		COTSWOLD HEALTH		DRY GOODS

		COMMUNITY FOODS		DRY GOODS		400						T		1750000		43%				0.25		0.2		0.3		0.1				0.15		0.7

		CLEARSPRING		DRY GOODS												0%

		DAY PLUS ONE		DRY GOODS

		INFINITY FOODS		DRY GOODS								T				0%

		OXFAM ACTIVITIES		WHOLEFOODS				DR FRUIT		32832		KG?		29220		2%

		SUMA		DRY GOODS						51.1		T		158974		4%																						423473

		ESSENTIAL TRADING		DRY GOODS				TO CALL				T				0%

		ARJUNA WHOLEFOODS		DRY GOODS						32.7		T		42832		1%

		QUEENSWOOD NATURAL FOODS		DRY GOODS								T		104078		3%																						95/96

		BREWHURST		DRY GOODS								T		1400000		34%

		BLENDEX														0%

		NEALS YARD REMEDIES		HERBAL PRODUCTS				HERBAL PRODUCTS						191046		5%																94/95

		HAMBLEDEN HERBS		HERBS/SPICES				HERBS/SPICES						261477		6%																1996

		NATUROPATHIC HEALTH & BEAUTY		HERBS/SPICES				SPIRULINA						51196		1%

		SCOTTISH HERBAL SUPPLIES		HERBS/SPICES				HERBS						3750		0%				0.9		0.1

		TOTAL DRY GOODS								32930.1				4068428		100%		25.1%																				94/95

		MULTI-ING GRAND TOTAL												16207151
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