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A t a time when suppliers 
could hardly have more 
on their plates, dealing 
with stubborn retail 
buyers who are 

determined to keep their price down is 
the last thing they need. 

That’s why it’s more important than 
ever to be prepared and understand 
how to tackle those complex 
negotiations, and one consultancy is 
offering growers a crash course in how 
to survive and prosper in this most 
stressful of situations. 

Ged Futter has more than 26 years’ 
top-level experience in retail, having 
been a senior buying manager at Asda. 
He has worked in a range of high-
profile categories, and his consultancy, 
The Retail Mind, which he runs with 
fellow FMCG veteran David Miles, has 
organised a series of workshops in 
collaboration with the NFU to help 
arm growers with the tools to achieve 
the price rises they need.

Inside the 
retailer’s mind

Supermarket buyers are doing all they can to keep 

prices down, but as retail expert Ged Futter tells Michael 
Barker, well-prepared suppliers may now hold the aces

Price negotiations

“Growers are being hit by three 
things in particular right now – labour, 
fuel and fertiliser,” Mr Futter says, 
“and the increases are at a scale that 
have never been seen before”. 

He adds: “It’s important that costs 
are realised further up the supply 
chain, particularly with the retailers, 
because growers cannot absorb those 
levels of cost. If they’re not realised, 
what we’ll end up with is growers 
choosing not to plant, and then we’ll 
be facing an even bigger crisis.”

Retailers can’t fail to acknowledge 
that costs are going up, but that 
doesn’t mean to say they will hand out 
increased returns without a fight. 

Mr Futter says buyers are adopting 
all manner of tactics, from delaying 
requests, to escalating them to other 
teams and even ignoring them 
altogether. “They will use every tactic 
possible to delay, reduce or remove the 
increase,” he explains. 

Gaming the negotiation
The workshop puts participants 
in real-life scenarios, with Mr 
Futter playing the role of 
buyer so the supplier can 
practice presenting their 
case. Preparation is key, 
and being able to show 
exactly where costs 
are increasing and 
why a rise is needed 
is fundamental to a 
successful 

Two more of The Retail Mind’s 
workshops are scheduled for 
this year, taking place on 4 
October and 6 December. NFU 
members can access a 
workshop at a 40% discount of 
£300 + VAT per person.

Find out more on NFUonline  
or ring NFU Callfirst on  
0370 845 8458. 

negotiation. “What we do is we 
demystify what it’s like being a buyer, 
and we demonstrate where the power 
actually sits,” he says.

 “It’s a process that anybody can 
follow. It’s not about huge amounts of 
documents, but if you do the preparation 
and the planning beforehand then you 
are going to be more successful getting 
the inflation that you need.”

If price negotiations feel like a case 
of David versus Goliath, Mr Futter has 
a surprising message for UK growers 
right now. With energy costs in Europe 
going through the roof – and gas even 
being rationed in some countries – 
alongside huge transport cost 
increases, supermarkets simply don’t 
have the option of importing cheaper 
produce from abroad. 

That means domestic growers are 
ideally placed to achieve the increases 
they need. The situation may even lead 
to more of the longer-term, three-to-
five year contracts that are starting to 
be handed out in categories including 
potatoes and eggs.

Quite simply, Mr Futter says price 
rises are on the way – and he doesn’t 
have much sympathy for retailers who 
are posting hundreds of millions, or 
even billions of pounds’ worth of 
profits. “Price rises are inevitable – it’s 
just a case of how much,” he stresses. 
“And when you see shortages, you see 
prices going up.” P

Autumn 2022 19

1667879.indd   191667879.indd   19 08/09/2022   15:47:2008/09/2022   15:47:20

HORTICULTURE MEMBERS BY SECTOR

5,500
MEMBERS RECEIVE 

HORTICULTURE
QUARTERLY

ACRES BY REGION

NORTH EAST - 18.20%

NORTH WEST - 4.54%

EAST MIDLANDS - 20.21%

WEST MIDLANDS - 15.06%

EAST ANGLIA - 27.50%

SOUTH EAST - 6.75%

SOUTH WEST - 6%

WALES- 1.74%

NFU Horticulture has a 
well-earned reputation as 
the authoritative 
publication for the 

horticulture industry.
Published four times a year it is 

circulated nationally to the 
horticultural members of the National 
Farmers' Union.

These members are the top 
professional growers of fi eld 

vegetables, potatoes, 
protected crops, 
ornamentals, plant 
raisers, soft and top 
fruits.

As members of the NFU they tend to 
be the larger, progressive growers.

NFU Horticulture is more than the 
voice of NFU policy, each issue 
contains news, views and analysis 
across the sector plus interviews with 

key fi gures and a balanced insight into 
the industry.

This publication is an exclusive 
benefi t of membership and provides 
advertisers with an unparalleled 
opportunity to reach an exclusive cross 
section of the entire horticultural 
market.         
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It’s the only magazine out there that 
covers the whole potato and edible 
and ornamental horticulture industry 
from a growers perspective, and it’s 
current format means it gets passed 
around and read by several people in 
the business. It’s good to have an 
informative publication that you can 
sit down and read, with a cup of tea, 
away from the computer screen

Guy Poskitt

35%
POTATOES

22%
FIELD

VEGETABLES

10%
SOFT FRUIT

15%
ORNAMENTALS

10%
TOP FRUIT

7%
SALAD
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Propelled by political, 
consumer and shareholder 

interest, retailers and big 

businesses are leading the 

charge on climate concerns 

in the food supply chain, with big 

ambitions and some big results.

A deep dive into corporate 

sustainability strategies reveals several 

key themes. Amongst them, that not all 

net zero targets are equal and that, by 

carrot or stick, suppliers will be 

expected to measure and report on 

carbon emissions, if they aren’t already.

So, how do the retailers’ 
targets stack up?
Cutting carbon is a major priority for 

every major supermarket and food 

business. All retailers and big food 

companies have targets (of some form) 

for reducing and removing emissions 

and understanding them, and the 

implications for suppliers, is important 

for growers. However, an inspection of 

corporate sustainability plans 

published in 2021/22 reveals huge 

inconsistencies in the targets. 

There are several examples of targets 

that do not satisfy the Science-based 

Targets (SBTi) standards for net zero 

(see panel), and others where 

communications around targets are 

Who’s the greenest 
of them all?

Hayley Campbell-Gibbons takes a deep dive into the sustainability plans  

of the horticulture sector's biggest customers

Supply chain

Supply chain

lacking in clarity and might be accused 

of ‘greenwashing’.
That’s not to say that any of the 

sustainability goals are wrong, as it’s 

an unregulated market. However, it’s 

safe to say that some aren't as good 

as they initially sound. 

The good
The Cooperative 
gets the gold star 
for having the 
clearest plan and a 
target for 
achieving net-zero 
across all scopes by 
2040. It clearly 
distinguishes between 
carbon neutral, emissions 

reduction and net zero in its 

sustainability plan, and at no point 

makes a claim to be net zero ahead of 

the end point. A detailed strategy is in 

place to reduce as much carbon, and 

other GHGs, as possible from its own 

operations (scopes 1 and 2) and its 

supply chain (scope 3) before offsetting 

any residual emissions that cannot be 

reduced before 2040. 
Marks and Spencer is committed to 

a net zero target of 2040. It does 

include an early net zero target for its 

own business for 2035, which is out of 

scope 3 is concerned. Based on the best 

available information, their actual net 

zero target is 2050. Waitrose and 

Morrisons have since announced that 

they are re-establishing targets for all 

scopes in line with the SBTi standard.

Tricky territory
In fairness to retailers, they are all 

having to move fast when it comes to 

climate policy and carbon impacts. 

Targets that may have seemed 

reasonable two years ago can quickly 

become out of date, and understanding 

scope 3 requirements and emissions 

measurement is a mammoth task. 

Most companies covered in this 

report acknowledge that their targets 

will need to be reviewed regularly. 

There is also a recognition that 

companies with large scope 3 emissions 

tails linked to food and farming need 

guidance and flexibility on how to 

calculate, measure and mitigate 

emissions. The SBTi is publishing 

specific guidance, due later this year.

Several retailers are focused on 

‘working with’ suppliers to reach their 

climate and sustainability goals, with 

the livestock sectors perhaps further 

ahead. Yet, large suppliers who 

represent 75% of a category are also 

being obliged by retailers to make 

significant progress independently on 

carbon as a condition of future business. 

To this end, suppliers are already 

being tasked with setting their own 

science-based targets to help retailers 

reduce scope 3 emissions. The bottom 

line is that, whether by a carrot or stick 

approach, pressure on big business to 

decarbonise will filter down to 

suppliers, who will be expected to 

lower their own impacts in turn. P

line with the standards. However, M&S 

doesn’t lead with this, and overall the 

targets are transparent, with a more 

detailed roadmap due in 2022 with 

clear targets across all three scopes.

Lidl GB is committed to reaching net 

zero by 2050, through its parent 

company. The retailer has a 

straightforward 
emissions strategy and 
GHG reduction 
milestones for each 
scope of its business 
ahead of the target 
end date. The retailer’s 

scope 3 reductions are 
being tackled through a 

‘supplier-led’ approach.

Scope for improvement
Asda is partially there on its climate 

targets, with the right vision for 

reaching net zero, but much more work 

to do on data, delivery, and measuring 

and target setting for scope 3. It’s 

worth noting that former owners 

Walmart came under fire in the US for 

its sustainability targets. 
Tesco, Sainsbury’s, Morrisons and 

Waitrose all publicise their climate 

plans with a very early net zero target 

of 2035. Yet, this only applies to scopes 

1 and 2, with insufficient detail where 

Corporate climate targets explained:

Know your scopes
Greenhouse gas emissions are categorised into three groups or 

‘scopes’ by the most widely-used international accounting tool, the 

Greenhouse Gas (GHG) Protocol. Scope 1 covers direct emissions 

from a business’s own sources (such as transport). Scope 2 covers 

indirect emissions from the generation of purchased electricity. 

Scope 3 includes all other indirect emissions that occur in a 

company’s value chain, including those associated with producing 

the products they purchase and sell, e.g. from farming and growing.

The Science-Based Targets initiative (SBTi) 

This has become the globally-accepted standard for companies 

setting carbon reduction targets. The SBTi is a partnership between 

the United Nations Global Compact, World Resources Institute (WRI) 

and the World Wide Fund for Nature (WWF). It promotes best 

practice in emissions and net-zero targets and independently 

assesses and approves companies’ targets, in line with strict criteria.

Net zero
Net zero is the point at which all greenhouse gases emitted into the 

atmosphere are equivalent to the greenhouse gases being removed 

from the atmosphere on a global scale. However, this is open to 

interpretation in different ways and the SBTi is concerned that 

corporate net zero targets are being approached inconsistently, in 

particular, the range of emission sources and activities included in 

the target – is it all scopes, or just 1 and 2, for example? 

For most retailers and food businesses, 75-99% of their total 

carbon footprint lies in scope 3. As such, any target that doesn't 

include this is pretty meaningless. To address this problem, in 

October, just ahead of COP26, the SBTi launched the world's first 

corporate 'net-zero standard'. To satisfy this, a target must include:

• Rapid, deep emissions cuts across scopes 1, 2 and 3 in line with 

keeping global temperature increase below 1.5°C.

• Near and long-term reduction targets; namely a requirement to 

halve emissions by 2030, and cut 90-95% by 2050, before any 

residual GHGs are removed and net zero reached. 

• If scope 3 emissions make up over 40% of total emissions, which 

they will for grocery retailers, food service companies and big 

food brands, then at least two-thirds of scope 3 emissions must 

be included in the short-term target, increasing to 95% in the 

long term.

• Lastly, but importantly, no net zero claims should be made until 

the long-term targets are met.

Carbon neutral
Any company and any product can achieve carbon neutral status 

by calculating carbon emissions and compensating for what is 

produced via carbon offsetting projects in line with an 

internationally-recognised standard, PAS 2060. The boundary of a 

carbon neutral claim can refer to a specific product or operation, 

instead of encompassing all scopes of an organisation's value chain 

(scopes 1, 2 and 3), as in the case of net zero.

Tesco,  
Sainsbury’s, 

Morrisons and 
Waitrose all 

publicise their 
climate plans with a 
very early net zero 

target of 2035
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My teapot
Every single day must start with a 
proper cup of tea, unless I’m going for 
a run, in which case it comes after 
that. It has to come from a proper tea 
pot, it’s Yorkshire Tea, of course, and 
it is fully ca� einated. It’s the very fi rst 
thing I do, before I feed any animals, 
or my children for that matter!

I can't live without...

Since returning to the industry in 2013 after a successful 
career outside of agriculture, NFU Horticulture and 
Potatoes Board member Louise Wright has been a key 
part of the Knapton family farm team, growing 120 acres 
of packing potatoes and arable crops on the edge of 
the Lincolnshire Wolds

Headphones
So many of my jobs on the farm are 
solitary, be that walking fi elds, 
checking the store or washing up 
spuds, and I’m always listening to 
something. It varies from music to 
farming and business podcasts, 
dramas and various news apps; 
there’s plenty of great content out 
there to keep me entertained.

My diary 
I know the cool kids amongst us 
moved to digital formats ages ago, 
but I just can’t advance from my 
trusty paper version. I detail 
everything in there; meetings, social 
engagements, weekly food planning, 
the children’s swimming lessons, 
gymnastics, football... and that’s 
before I log lorries, deliveries, 
planting/harvest dates. The list 
is endless… 

Since returning to the industry in 2013 after a successful 
career outside of agriculture, NFU Horticulture and 
Potatoes Board member 
part of the Knapton family farm team, growing 120 acres 
of packing potatoes and arable crops on the edge of 
the Lincolnshire Wolds
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T he dual crises of labour 
shortages and spiralling 
inflation were the big issues 
on everyone’s lips at Fruit 
Focus in Kent in July. 

The topics dominated the agenda in 
the NFU Fruit Forums, where a series 
of industry heavy hitters discussed the 
current challenges facing the UK 
horticulture sector.

Martin Emmett, chair of the NFU 
Horticulture and Potatoes Board, 
outlined the scale of the problem 
facing production horticulture, with 
the NFU estimating a current worker 
shortage of around 19,600 people. 

“The trouble is we can’t characterise 

Fruit in focus
Two big challenges facing growers were top of the agenda at the recent Fruit Focus 

event. Horticulture journalist Michael Barker reports

Fruit

that shortage in terms of them 
being jobs that you can see 
exist and aren’t being 
filled,” he explained. 
“Instead, it’s a case of 
crops that aren’t being 
picked or not being 
planted. It’s a very 
cryptic effect, but we 
estimate the overall 
deficit is 19,600.”

Missing expertise
One of the problems growers currently 
face, according to Mr Emmett, is not 
just securing enough labour, but the 
level of productivity that is derived 

from each individual. As such a 
large percentage of seasonal 

workers last year came 
from Ukraine, labour 
agencies have had to 
recruit from further 
afield and use 
previously untapped 
sources. 

That reduction in 
returning labour means 

having to train new staff 
from scratch, while a further 

unforeseen issue is that workers from 
many of those new-stream countries 
are less inclined to work the same levels 
of overtime as more established 

19,600
The estimated

worker shortfall in 
UK horticulture
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A t Great Oakley in North 
Essex, you could be 
forgiven for thinking 
you’d taken a wrong turn 
and somehow ended up 

in the Mediterranean. Olive groves, 
lemon trees and fi gs are all on display 
at Brook Farm, where grower and NFU 
member Pete Thompson is determined 
to prove that location is no barrier 
when it comes to fresh produce supply. 

Mr Thompson is one of an increasing 
number of UK growers who are trying 
their hand at crops not traditionally 
grown here, as a combination of 
climate change and varietal 
developments opens up tempting new 
avenues for adventurous producers.  

Essex fi gs
Brook Farm has been running a 
long-term fi g trial on a one-hectare 
block, with one or two varieties 
showing particular promise and 
cropping annually. The company says it 
has the potential to be a commercial 
crop, but would require a partner to 
invest to make it worth the risk. 

The crop pioneers
Michael Barker meets growers who are pushing the boundaries of British production

Innovation

It also planted a multi-variety trial of 
olives fi ve years ago, with a second 
grove going in last year and an 
encouraging level of set fruit. Working 
with ingredients company Belazu, the 
business plans to make olive oil this 
winter, with the potential for fresh 
eating olives further down the line.

The most advanced of Thompson’s 
trials is on citrus, with Meyer lemon 
trees producing fruit successfully 
during the past three years. 

“It’s a crop that’s got real merits on 
its own in terms of the eating quality,” 
Mr Thompson explains. “It’s not just 
an English alternative – it’s something 
really good that you’d want to buy 
wherever it comes from. The fact that 
it’s English and local is even better.”

The ultimate goal of the trials, of 
course, is to make them more than a 
side hobby, but detailed conversations 
have already taken place with a retailer 
about the lemons, and the hope is that 
they could one day be sold in stores.

Apricots acclimatise
Elsewhere, prolonged warmer 
weather has seen British watermelon 
production become viable in recent 
years. Growers such as Oakley Farms 

in Wisbech and Watts Farms in 
Kent have set the standard and 

there looks to be potential for 
further development. 

Meanwhile, British apricot 
production may not be new, 
but it is a crop that is now 
reaching signifi cant volumes 
and, this year, David Moore, 
of Home Farm in Kent, 

produced a record 
136 tonnes, which 

he is selling to 
Tesco. 

“Production has really improved in 
the past 10 years and we are now far 
better prepared for the changeable 
British weather,” he says. 

“Ironically, the cooler British night-
time temperatures produce very high 
quality apricots as the fruit grows more 
slowly, resulting in a more intense and 
sweet taste plus a stronger, richer colour 
than imported varieties.”

Both Mr Thompson and Mr Moore 
agree that suffi  cient light levels are 
critical to success in non-typically 
British crops. And while for fi nancial 
reasons growers do not want to be 
adding artifi cial heat, crop covers are 
essential to combat the uncertainties of 
the British climate. 

Ultimately, novelty is all well and good, 
but the numbers have to stack up too. 
“You’re not going to change the 
fundamentals that customers are looking 
for at the moment – convenience and 
price,” says Mr Thompson. “So it’s got to 
be something  easy to eat and aff ordable. 

“If you then need to establish a 
commercial area, that’s going to be 
another big lump of capital before you 
get a return.”

It’s a long-term undertaking, but for 
those willing to take the risk, at a time 
when food security is under scrutiny like 
never before, it could just pay off . �

British fi gs are being trialled

The most advanced of Thompson’s trials is on 
citrus, with Meyer lemon trees producing fruit 
successfully during the past three years 
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