
From field to fork:
HEXHAMbury
Mapping the local food web



02       From field to fork: HEXHAM 03

INTRODUCTION

A food web is a local network of links between people who buy, sell, produce and supply food. The 
concept stems from earlier research in east Suffolk,1 which showed how a thriving local food chain can 
benefit the quality of life, prosperity and landscape of an area. It also showed how local food economies 
and independent retailing are under threat from supermarket expansion and increasingly centralised 
supply chains. The research concluded that we urgently need to identify food webs elsewhere and 
nurture them so they can thrive and resist the pressures which could undermine their benefits.

This report on Hexham is part of a wider project, Mapping Local 
Food Webs, which builds on the east Suffolk research. It aims to: 

• reveal the extent, nature and benefits of local food webs in   
 other parts of England 
• increase public and policy makers’ awareness of local food   
 networks 
• identify ways to improve support for the production, supply   
 and sale of local produce around England. 

Hexham was one of 19 locations across England to be mapped. 
The Mapping Local Food Webs project is funded by the Big Lottery 
Fund through the Making Local Food Work programme.

The report’s findings come mainly from the work of a regional 
co-ordinator and local volunteers in and around Hexham in 2010. 
There were interviews with outlets, producers and local residents, 
and a public meeting. These were supplemented by further case 
study research in 2011. Residents and outlets were interviewed 
within a 2.5-mile radius from Hexham town centre. Producers 
were interviewed from the ‘local food’ supply area, which covers
a further 30-mile radius from this core study area.

This report summarises the key issues and sets out the main 
findings on the benefits of the local food web to Hexham and 
the challenges and barriers to a stronger local food system. 
The findings are divided broadly into social, economic and 
environmental themes. The report then gives recommendations 
on how to strengthen the local food web. A conclusion is 
followed by appendices explaining the national and local 
projects in more detail. 
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SUMMARY

Hexham is a small, prosperous town in Northumberland, 22 miles west of Newcastle, with a population 
of just over 11,000. In many ways it is still a traditional market town, although its retail landscape has 
undergone considerable change since 2005 with a growing supermarket presence. Despite this, local 
pride in Hexham’s quality independent shops remains and, of all the towns in the North East, Hexham has 
the lowest proportion of vacant shops.2 Relative to other local food webs studied in this project, the local 
food web in Hexham is moderately strong but with some weaknesses. For local food shopping the town 
has independent butchers, greengrocers, fishmongers,3 a bakery, a food hall in Robbs department store 
and a fortnightly farmers’ market and weekly Country Market. These give good access to locally sourced 
produce. Apart from Waitrose, supermarkets in the town stock little local produce.

Key findings

• 36 food and drink retail outlets in Hexham provide locally   
 sourced produce, supported by over 100 producers from within  
 30 miles 
• The local food system supports, we estimate, over 100 jobs at  
 Hexham outlets and 1,000 at local producers, with many more  
 in other local businesses servicing them
• Annual turnover from sales of local food at outlets is, we   
 estimate, £2.1-3.2 million
• Local food sales support a turnover of £42.5 million at supply  
 chain businesses 
• There is considerable demand for local food: shoppers want   
 to support local farmers and the local economy, value high   
 quality and traceability, and often see local food as good value
• Many small independent retailers and suppliers – over half   
 interviewed – support local good causes; many are involved in  
 educational activities
• Outlets sourcing local produce are supporting small farms and  
 sustainable farming practices.
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Challenges need to be addressed to sustain and develop the local 
food market:

• local food businesses most often commented on    
 supermarkets’ ‘stranglehold’ on food pricing, their 
 advertising clout and their convenience – free parking,   
 opening hours and everything under one roof – as the biggest  
 obstacles to competition
• marketing and signposting of local food need to improve as   
 shoppers are often unaware local food is available
• Hexham has relatively few food outlets and the rural area has  
 a low population density, both of which limit the market for   
 local produce
• the North East’s climate can limit production of local food,   
 especially fruit and vegetables
• consumers’ expectations and demands can be ill-matched to  
 the seasonal availability of local food and to what is a fair price  
 for producers.



Local food businesses
Many consumers care about where their food comes from, and 
want to buy local. Local food allows local businesses to offer 
distinctive, high-quality produce with strong, positive messages 
about how and where it is produced. Businesses should: 

• research the options and stock more local products 
 where possible 
• work together to improve marketing and signposting of local  
 food so shoppers can identify it and know its wider benefits
• explore and support initiatives such as co-operating to form a  
 local food hub or developing a ‘local to Hexham’ scheme. 

The community and individuals
Local people can contribute to a more sustainable and local food 
system in many ways. You could:

• buy local food through local shops, farmers’ markets and   
 delivery schemes 
• ask where the food you buy comes from and how it’s produced
• shop widely to encourage a variety of businesses, especially  
 those stocking local food 
• contact local councillors and planners to encourage them to  
 support your local food web – you could start by sending them  
 this report and asking them how they intend to use it. 
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Key recommendations 

Local authorities 
Northumberland County Council should ensure strong and 
effective local plan policies are in place to:

• maintain and strengthen the diversity of food outlets serving  
 the town through a clear ‘town centre first’ approach to ensure  
 new retail space is controlled, and at the right scale and   
 location, to develop the vitality and vibrancy of the centre 
• require the need for new retail space to be objectively   
 assessed, with a solid independent evidence base developed  
 to enable this  
• set a locally appropriate size threshold above which new stores  
 must be assessed for their impact on the town and the wider  
 rural area, including local food production
• support the development of new local food outlets such 
 as the farmers’ market and community provision through   
 community-supported farms, community gardening 
 and allotments.

The public sector – Northumberland County Council, local 
education authority, schools and hospitals – should buy more 
sustainable local produce through their procurement policies 
and processes. The county council should build on its success in 
the Food for Life Partnership by committing to work towards the 
Silver, then Gold standard for school food.

Public bodies should work with community and business partners 
to develop a sustainable food strategy and action plan for the area.

I found doing the interviews very interesting and I 
personally learnt and reflected a lot about local food 
production. I was surprised to find there was a lot more 
of it about than I would have guessed. For example, I had 
no idea there is a large flour-producing company of very 
high quality in the area, plus most of the butcher’s meat 
comes from a local abattoir and is raised locally. I was 
also very impressed with the cheesemaker I interviewed, 
who produces really high-quality cheese.

I think the CPRE research is a valuable piece of work. We 
need to raise awareness now of how good local shops are, 
and the need to walk the walk and go and use them.
 
Aine Kelly, Hexham volunteer



Benefits

Local food sells
Local food producers and retailers respond to demand for local 
food in Hexham. As one retailer said, ‘customers like local 
produce; there’s a growing awareness about health and the 
environment.’ Shopper surveys show people care about where 
their food comes from and want to buy local. Many local food 
outlets interviewed spoke of loyal local customers, who often 
recommend the shop to friends, as well as the many tourists who 
want a tasty souvenir. Producers spoke of a clear local identity 
adding to the character of a brand. Local is a selling point, and can 
give food businesses a marketing edge. 

 

Local food counts 
Local food is a significant part of the food economy in Hexham 
and the surrounding area. 

• Sales of local produce made up over half of annual turnover   
 for the nine independent local outlets interviewed that   
 gave figures, not including market stalls. Produce at the   
 FARMA-certified market is almost 100% local. 

• Based on interviews with six independent outlets, turnover   
 of local food outlets (excluding market stalls and    
 supermarkets) is from £3.4 million to £5.4 million* a year.5  
 From £1.9 million to £3 million* of this (52%) was attributed  
 to sales of local produce. The farmers’ market is an important  
 channel for local food sales; if annual turnover at the farmers’  
 market is included, local food sales in Hexham are estimated  
 to be from £2.1 million to £3.2 million* a year.

• Local food outlets identified in Hexham together serve 11,500  
 to 14,000* customers weekly. This figure is adjusted to include  
 some 850 customers visiting the fortnightly farmers’ market. 

• The 15 local supply chain businesses interviewed that   
 disclosed figures had an annual turnover of nearly £5.5   
 million; based on this, turnover of the 100 or more businesses  
 supported by sales directly or indirectly to outlets in Hexham  
 is estimated to be £42.5 million* a year. 
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Key figures

• 36 outlets identified as selling local food 
• Annual sales of local food: £2.1-3.2 million*
• Jobs at independent outlets in the Hexham area 
 selling local food: 80-100* 
• Weekly customer visits to local food outlets: 11,500-14,000* 

• Over 100 suppliers sell through outlets in Hexham
• Annual turnover of suppliers supported by these sales: 
 £42.5 million*
• Jobs at suppliers supported by sales into Hexham: 1,000* 
 

Please note: lower figures in range are based on data disclosed; other figures marked * 
are derived by applying average (mean) calculated from interview data disclosed to total 
number of local food outlets/suppliers identified

CASE STUDY: Northumbrian Fields 

Northumberland grower Nick Craig and Gateshead-based 
wholesalers J.R. Holland have teamed up to create a new brand, 
Northumbrian Fields, ‘to ensure they maximise the potential 
of local suppliers’ fresh produce’. Nick grows traditional crops 
for northern England (such as leeks, potatoes, cabbages and 
swedes) for the range, and J.R. Holland also sources local eggs, 
dairy and bakery products, as well as vegetables and fruit from 
other growers. J.R. Holland supplies a wide range of businesses 
and organisations. They supply Northumberland County Council’s 
school catering department for school dinners, which has helped 
the council to achieve the Bronze standard from the Food for Life 
Partnership, which encourages local sourcing.4



Local food, local jobs
Local food businesses create local employment, offer work 
experience and encourage entrepreneurship. One local producer 
summed up many others’ sentiments when they said it was 
‘important to them to be a local business and a local 
employer’. As another producer said, providing jobs in a rural area 
‘keeps people in the countryside’. 

• Based on the nine independent food outlets interviewed, such  
 outlets provided from 80 to 100* full-time and part-time jobs  
 in Hexham.

• Based on the 21 local suppliers interviewed which support   
 nearly 300 jobs we estimate sales into Hexham could help 
 to support over 1,000* full- and part-time jobs at supply 
 chain businesses.

Real value
Numerous shoppers told us that they are prepared to pay the real 
cost of high quality, locally produced food, and see local food as 
good value. A few producers and retailers commented that people 
may be eating out less, but are more prepared to spend money on 
good quality ingredients and stay in. 

Cheaper transportation costs
On top of its other benefits, local produce comes in cheaper 
for many retailers. Local production means goods have shorter 
distances to travel, which in turn means lower prices as well 
as less need for storage space. For one fishmonger, ‘locally 
sourced fish and game is fresher and slightly cheaper, so the 
advantages are passed on to customers.’ Reduced fuel and 
labour costs for delivery also benefit local suppliers. 

The wider economy
The economic links and benefits of the local food web go beyond 
food businesses. Nearly all the businesses we interviewed said 
they used local services wherever possible, from plumbers to vets 
to graphic designers. As one producer-retailer said, ‘local food 
means keeping income circulating within the local economy’. 
Others highlighted the importance of local food to the tourism 
industry. In the words of one farmer, ‘it’s good for everyone to 
have a strong local food sector.’

Small local food businesses are part of a thriving 
local economy

Food webs – from shop to shop and from farm to 
pub plate
Shoppers who go to one small shop will tend to visit others nearby. 
One butcher said people go from him to the fishmonger’s: ‘people 
are making lots of linked trips.’ There are similar links in other 
parts of the local food chain. Many producers buy their ingredients 
from local farmers – and both farmers and producers in turn meet 
the demand for local produce at pubs and restaurants.

Small businesses working well together – loyalty, trust 
and reliability
There’s a good local business network around Hexham and our 
research showed that small businesses often tend to deal with 
other small businesses. Various players support each other: 
one farmer cited their good local abattoir and butcher as a key 
advantage of trading locally. 

Working together offers clear practical benefits – for example, 
sharing deliveries or resources – but can also be based on personal 
loyalty. One retailer told us, ‘I like to support a thriving network 
of small local shops.’ We found many strong and mutually 
beneficial links between businesses, often long-standing and with 
a high degree of loyalty and trust, which means less risk. Many 
people commented that personal links often make for reliable 
transactions. As one farmer said: ‘It’s good to sell to local shops 
– it’s all built on trust and longevity of relationship – and you 
meet nice people along the way.’ 
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CASE STUDY: Moody Baker Wolf Pies 
made with Allendale Brewery Wolf Ale  

‘What’s in a Wolf Pie?’ people ask the Moody Baker curiously... No, it’s not made with a wild canine but with Wolf Ale from Allendale 
Brewery. The baker and brewer sell alongside each other at Hexham farmers’ market. The Moody Baker is a co-operative artisan bakery 
with food ethics at its core. They use local ingredients where they can, and have set up a community distribution system to help local 
businesses work together in their home town of Alston – for example by arranging for one retailer to bring back stock for another from 
markets. Allendale Brewery uses Northumberland malt and many of their ales are named after local wildlife, such as Golden Plover 
and Curlew’s Return. They’re reviving an old local tradition – the original brewery folded 120 years ago. 



Commitment to the local area
Local food businesses spoke of their commitment to the local area 
– even some who were expanding to sell beyond the local market. 
One fast-growing supplier said, ‘We want to be an inspiration to 
other local businesses, encouraging local entrepreneurship 
– not move out of the area.’ 

Challenges and barriers

Many economic challenges and barriers need to be tackled if 
the local food sector is to realise its full economic potential. The 
dominance of the main supermarket chains clearly emerges as 
the main hurdle to small local producers and retailers. This mirrors 
opinion across the country: recent research found that four out of 
five small and medium-sized retailers identified competition from 
a national retail chain as the main obstacle facing their business.6 

‘Helping you spend less every day’
Although the main supermarkets trade on providing cheap food 
and running low price promotions, they are also able to recoup 
profits on other items from the vast ranges that they offer. The 
perception that they are cheaper, however, presents a challenge 
to local traders because it enables them to reinforce their strong 
position. Supermarkets are dominant in the UK, with 97% of the 
UK’s £150 billion grocery market; Tesco accounts for £1 in every 
£3 spent on groceries.7 

Competition between supermarket chains focuses on price, 
encouraging a culture of spending as little as possible on food 
and a sense that food will become ever cheaper. Indeed, the cost 
of groceries declined 8% in real terms between 2000 and 2007, 
although recently food prices have risen in the UK and globally.8 
Smaller retailers can struggle to drive their prices as low because 
they buy in smaller volumes and lack the buyer power to demand 
price cuts from suppliers. 

A large number of shoppers saw local food as good value and fairly 
priced but others perceived it to be more expensive. The issue 
is also clouded by the high quality of much local food. Money 
worries in times of austerity may also be a reason for greater 
sensitivity to price and many local food businesses reported their 
trade being hit by the recession. 

Numerous small producers commented that it was hard to 
compete with the advertising power of the supermarkets, and 
to explain why the prices they need to charge are fair in terms 
of their costs, labour, caring for the environment and animal 
welfare. One producer-retailer said the single thing that would 
help him sell more local food is ‘better public perception of 
what is a fair price’. 

Numerous retailers and producers commented on supermarkets 
manipulating and undercutting prices and their ‘stranglehold’ 
on food. One farmer said that if supermarkets and consumers 
continue to demand cheapness, then cheap foreign imports will 
become even more of a threat to local farmers. 

He summed up the opinion of many: ‘it’s hard to know how to 
unpick the might of the supermarkets and the strength they 
wield in setting prices and convincing everyone that cheapest 
is best, when they have the ear of government.’ 
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CASE STUDY: Northumbrian 
Pedigree Milk and Cream – viability
and ‘vertical integration’  

A good handful of the businesses interviewed were long-
standing family businesses. For some, the local food market 
had given them a new lease of life and maintained the viability 
of their family business, in particular by allowing them to sell 
directly to customers. A good example is Marleycote Walls. 
This 300-acre dairy farm near Slaley used to sell to wholesalers, 
but when owner David Baynes’ sons both wanted to enter the 
business, it needed to expand to have a long-term future. 

In 2005 they began bottling the milk from their 105 pedigree 
dairy shorthorn cattle – the oldest UK registered breed of 
cattle, dating to the late 1800s – and 20 pedigree Ayrshires. 
Northumbrian Pedigree Milk and Cream’s distinctive bottles 
are now well known, and ‘selling to local outlets has secured 
the future of the business’ for David, his two sons, and four 
other local employees. The business has also been able to invest 
confidently for the future: it has recently installed a state-of-
the-art automated milking system.  
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The limitations of the local market

Limited retail
Staying local limits the retail outlets available and the potential 
number of suppliers, although many businesses are served 
perfectly adequately. One local organic lamb and beef farmer 
felt that after low returns for the past few years, he can no longer 
afford to focus on the local market and is shifting his focus to 
the ‘quality end’ of the national market. Several producers 
complained about the time needed to make deliveries of small 
quantities to small outlets.

Limited supply
Some products are naturally more limited in the North East 
than others, especially because of the climate; producers face 
competition from the south of England and beyond where items 
can be produced more cheaply. Retailers can struggle to meet 
public expectations of availability. Fresh produce, of course, is 
season- and weather-dependent. Some retailers detailed issues 
with consistency of produce and supply, problems with finding 
reliable local suppliers, and time spent dealing with multiple 
small local producers. 

Where is local food?
Despite various online listings of local food producers11 and 
several local food groups in and around Hexham, retailers and 
shoppers alike told us they did not know where to find local food, 
indicating that these fora are not visible enough. 

CASE STUDY: Hexham’s supermarkets

In 2005, a 24-hour Tesco Extra hypermarket opened on the edge 
of Hexham town centre. Since then, Waitrose and Marks & Spencer 
have replaced Morrisons and The Cooperative, and Iceland moved 
into the former Woolworths premises on the high street in 2009. 
Aldi has been in Hexham since 2002. Of these, we only found local 
food for sale in Waitrose although the Tesco website shows seven 
local products available in the Hexham store.9

A Waitrose representative said selling local food and supporting 
local producers is ‘the way the business was set up [and] 
strengthens everything that the business is about’. 
But the 13 locally sourced products on sale were outnumbered 
by Hexham’s department store Robbs, with 22 products and an 
in-store independent butcher and baker. (All the meat in 
Hexham’s Waitrose, by comparison, is sourced from its own 
abattoir in Yorkshire – beyond the 30 miles used to define ‘local’ 
in this research) 

Waitrose’s administrative procedures can be complex – one local 
producer has been ‘in the process’ of getting on the shelves for 
over two years. Secondly, its rigorous standards can challenge 
local suppliers’ capacity – in terms of quantity, but also 
packaging and presentation. Some of the retailers and suppliers 
we interviewed think the supermarkets need to do more to 
support local producers. However, several farmers’ market outlets 
see Waitrose as their greatest threat: one farmer told us that ‘the 
supermarkets just need to stay out of the local food market’. 

Whether they sell local food or not, of course, new large 
supermarkets in particular can threaten the trade of small local 
shops and market stalls leading to their closure, a loss of diversity 
and less money circulating within the local economy.10 Though 
there is still a good spread of independent small shops in Hexham 
selling local produce, there are far fewer than in the past. From 
being a characterful market town with a strong sense of its 
history, Hexham is in danger of losing its individuality 
and becoming a ‘clone town’ – one dominated by global and 
national chains. 



08       From field to fork: HEXHAM 09

Benefits

Shopper satisfaction – what shoppers want…
Local food often gives consumers exactly what they want. That 
might be to support local farmers, a local business and their local 
economy (the top reasons given by shoppers we interviewed), 
quality, traceability or individual demands, from speciality 
ingredients to traditional dishes. As one retailer acknowledged, 
‘the localness of food has got more important [to customers] 
over the last 10 years. There’s been a dramatic change.’ Our 
interviews confirmed that people want to eat good food and be 
confident where it comes from. Many retailers commented that 
customers value their individual relationships with suppliers. As 
one farmer-retailer put it, ‘people like to see the way their food 
is produced...it connects them to their roots.’ 

Shoppers valued being able to ask the person who made a product 
questions, or learn exactly how something was produced. Retailers 
were keen to respond to requests for cooking tips, nutritional 
information or recipe ideas. 

...where they want it
As one shopkeeper said, ‘people come to Hexham for the shops; 
it’s a traditional market town – they like going to the butcher, 
the baker and the candlestick maker.’ Shoppers cited the 
convenience of town centre shops, especially for the elderly; many 
enjoy going to small shops and value their friendly, personal 
service. One independent shopkeeper cited staff continuity as a 
main reason customers use his business. Most local food retailers 
had regular loyal customers. One farmers’ market retailer said 
she thought a lot came down to Hexham’s particularities: ‘It’s 
community-minded; a genuine community feel.’ 

Business ethos and pride 
Producers and retailers spoke of local food as an integral part of 
their identity. Despite long hours and sometimes low economic 
returns, people take pride in supporting local businesses, being 
a local employer and their commitment to the local area. Several 
producers liked selling directly to the public – one farmer-retailer 
said his role as a ‘local farmer selling direct to local people’ 
was the ‘basis of his whole ethos’. Another retailer was proud to 
feel that people shopped with him because of the ‘honesty of his 
product and ethos’.

Good for individuals 
Social hubs: many retailers spoke of their premises as 
being ‘social hubs’ and good meeting points – particularly 
for elderly customers. 

Home deliveries: smaller retailers are often best placed to meet 
more specialist customer needs. One bakery has a van which goes 
to 30 outlying villages, and is very popular with elderly people. 
Small deliveries to one or two individuals can be loss-making but 
demonstrate a high level of commitment to customers. Many 
producers interviewed also make to order or offer a free delivery 
service. One producer who delivers her homemade pies to a local 
housebound woman every week recognised that the social 
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contact was as important as the food: ‘Tesco may be able to do a 
delivery service, but the food isn’t the most important thing.’ 

Social aims: for several retailers and suppliers, social aims were 
central to their operations. One business described itself as ‘much 
more than an equal opportunities employer’, employing people 
of all ages who ‘might struggle to be employed elsewhere’. 
Another was pleased to be offering ‘understanding and flexible 
part-time employment, working from home’ for young mothers 
and single parents. 

Good for the wider community
Supporting good causes: well over half of the independent 
smaller retailers and suppliers offer support to local good 
causes, donating in cash or kind to local charities, schools and 
community events.

Educational activities:  many retailers and producers 
interviewed took pride in their educational activities. Many 
businesses give talks in schools, universities and local clubs. One 
farmer, for example, teaches children at the local school about 
milling. Others have school visits and open days at their farms 
‘educating people about the realities of farming’. 

Each day, around 30 adults with learning disabilities experience 
the ‘therapeutic value of horticulture’ by growing vegetables 
with charity Northumbria Daybreak. 

One satisfied customer is greengrocer Justin Smart, who takes 
pride in buying from local people with learning disabilities. His 
‘more discerning’ loyal customers come to him for the ‘quality, 
friendliness and price’, and he believes the fresh, local produce 
from Northumbria Daybreak is the best around. 

However, Justin worries that ‘fruit and veg is a dying industry’, 
and bemoans the lack of local suppliers: North East suppliers 
can’t compete with those from the south.When asked what local 
initiatives could help his business, Justin replies without missing 
a beat, ‘not giving planning permission to Tesco’. Literally in 
the shadow of the giant 24-hour Tesco, Justin says he’s minded to 
put up a sign outside his shop, proclaiming ‘Better quality and 
cheaper than Tesco!’.12

CASE STUDY: Greengrocer Justin Smart 

Challenges and barriers 

Ease, convenience and habit
Shoppers acknowledged that their food ideals were often 
overridden by the ease and convenience of supermarkets, 
especially long opening hours, free parking, and everything under 
one roof. 



Supermarkets dominate grocery spend but there is 
demand and support for local16

Interviews with a range of shoppers at different locations in 
Hexham show the following: 

Q: Where do you do your main food shops and why?

• 64% of main food shopping was at supermarkets; top reasons  
 were convenience (47%), quality (26%) and proximity/ease of  
 access (23%) 

Q: Where do you do any extra shopping for food?

• 58% of extra food shopping trips were to local independent   
 shops and markets; main reasons included to buy specific   
 items and the quality of the produce

Q: What do you understand by the term local food?

n	From within 30 miles    35%
n From the region   30% 
n From the county (Northumberland)  15%
n	From a local shop   9%
n	Other    9%
n	From England    2%

Q: Do you buy local food? (based on local as 
produced within 30 miles of the store)

n	Yes    84%                	No    0%               n	I don’t know    14% 
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Q:  If you buy local food what are the three main 
reasons you choose to buy it?

Supporting the local economy  58%
Quality     58%
Supporting local farmers and producers 55%
Reducing food miles   48%
Taste     37%
Seasonal food    25%
Health     12%
Animal welfare     12%
Reducing waste and packaging   9%
Value for money    9%
Other      6%
Protecting the local countryside  4%
 
Q: Why don’t you buy more local food? 
    
Convenience or time issues   30%
Availability/choice   32%
Affordability (price)   23%
Other (not a priority, grow own, buy enough) 18%
Accessibility    9%
Awareness (information)   2% 

Q: How much do you spend on food per week and 
how much on local food per week?

The 35 shoppers who answered both questions spent on average 
around £74.50 a week, of which just over a third (£25.70) was on 
local food.  

As nationally, supermarkets take the lion’s share of food spending 
in Hexham, though this is lower than in some of the other locations 
surveyed. The convenience, quality and ease of access/proximity 
draw people to supermarkets. Nevertheless, small independent 
shops and markets remain important, accounting for over a third 
of main shopping trips and almost three-fifths of top-up visits. 
Shoppers visited these outlets to buy specific items and for the 
quality of the produce.  

Almost all shoppers interviewed buy local food, for a wide range 
of reasons, notably to support the local economy, farmers and 
producers and for its quality and taste, as well as environmental 
reasons such as reducing food miles. Local food accounts for a 
significant amount of their weekly spend – around one-third on 
average. Outlets also confirmed the demand for local food and 
mentioned that customers ask about provenance, production 
methods, certification, animal welfare and ingredients. 
Convenience, limited availability and cost were major reasons 
preventing shoppers from buying more local produce. 

Understanding of what was meant by ‘local’ was divided between 
a 30-mile definition or from the region. The county definition 
was much less relevant and this may reflect the relatively 
sparse population of the area and the need for produce to come 
from further afield. The National Farmers’ Retail and Markets  
Association (FARMA) for instance extends its usual definition of 
local from within 30 miles up to 50 miles for the North East.  

One in seven shoppers were unclear whether they bought local food 
or not. This suggests there is a need for local food to be defined and 
labelled clearly to improve awareness among shoppers of what local 
produce is available.

Most shoppers surveyed did their main shop at a supermarket, 
with independent shops or market stalls used for extra or top-up 
shopping. Some retailers bemoaned the lack of loyalty among 
customers, especially younger shoppers. Many long-standing 
retailers spoke of changes in shopping habits and trends. One 
baker felt more supported by older shoppers – ‘younger people 
tend to go to [national bakery chain] Greggs.’ One greengrocer 
felt uneasy that ‘local is a fashionable word, but people don’t 
always understand the reality’ with customers expecting local 
apples all year round. 
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Hexham farmers’ market has a great range of high-quality local 
products, including rare-breed pork, lamb and beef; smoked fish 
and game; free-range chicken; bread made from locally grown 
and milled grain; cheese; honey; pies and cakes; rapeseed oil; 
hot soup; beer; cordial; and a wide range of preserves, from 
greengage jam to rhubarb. All primary produce has to be ‘home’ 
produced from within a 50-mile radius (the FARMA-accepted norm 
for the north of England, where production and population are 
more dispersed), but most comes from within 30 miles. All other 
products must have locally grown ingredients wherever possible.13 
The stallholders have grown, reared, picked or made the product 
they are selling. 

Customers at the farmers’ market minimise the environmental 
impact of their food, including in its production and its 
transportation, and directly support local producers, the local 
countryside and the local economy. Interviews with shoppers 
showed they value the high quality and the face-to-face contact 
with friendly stallholders. One stallholder commented that 
farmers’ markets ‘educate people in seasonality and food 
from field to plate’. There are clear benefits to stallholders: 
customers move from stall to stall, stallholders buy from each 
other, and entry costs are low. One stallholder said she was ‘proud 
of being part of a local community market in a traditional 
market town’.

However, the market has to work hard to stay viable. Covering 
costs is a challenge and budgets, such as for advertising, have 
been severely restricted. It’s hard to please everyone: some 
stallholders want more markets, some want fewer; some want 
bigger markets and some are already worried about the number of 
stalls, especially meat producers. Markets take up a huge amount 
of time for farmers, and more than one admitted they need to ‘get 
better at retailing’. There is opposition from some shopkeepers, 
while some stallholders wish for better local council support, such 
as better signage. 

CASE STUDY: Hexham farmers’ market  

FARMERS’ MARKET CASE STUDIES

Local flour power

Hexham-based bread maker Louise Davis of Simply Kneaded 
makes her bread using Gilchesters’ organic stone-ground flour, 
grown and milled in nearby Stamfordham. Simply Kneaded 
customers like to know where the flour has come from, and that it 
hasn’t travelled far to get on to their table. It’s turned into a great 
range of products including walnut bread, focaccia and ciabatta, 
and speciality seasonal products such as stollen. 

Tasty happy sausages
Ann Grey’s middle white pigs get their snouts dirty in the fields 
around her Gateshead farm, are fed on home-grown beans and 
barley and butchered by her at the farm. The hams are processed 
with homemade cures. Ann supplies various local pubs and 
restaurants. The end product tastes fantastic: one online review 
says Ann’s sausages are ‘possibly the best...I’ve ever tasted’.14

Northumberland drizzle
A Northumberland family farm has increased output by growing, 
pressing and selling culinary rapeseed oil at the farmers’ market 
as well as in local shops, delis and restaurants. Yellow Fields 
cold-pressed rapeseed oil contains half the saturated fat of olive 
oil and 10 times the quantities of ‘healthy fat’ omega 3.15 As their 
website says: ‘if you care about food miles then get out your old 
school atlas and if you find you live nearer to Northumberland 
than the Mediterranean then join the growing number of people 
discovering the earthy goodness of cold-pressed rapeseed oil’.
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Hexham’s core study area and 
location of main local food outlets

Hexham’s local supply chains

Map showing location of producers and 
range of foods supplied into the town
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Meat Beef, chicken, lamb, mutton, pork 

Rare-breed 
meat

Pork (middle white, Tamworth, saddleback, Oxford 
sandy and black), lamb (Clun Forest Shropshire  
cross-breed)  

Game Duck (including mallard, wigeon and teal), grouse, 
hare, partridge, pheasant, pigeon, squirrel, venison, 
wild rabbit   

Processed 
meat

Bacon, game pâté, sausages, rare-breed sausages, 
wild game sausages and burgers

Fish and 
seafood

Crab, fish, mussels, oysters

Dairy Cow and goat cheese, cream, ice cream, milk

Rare-breed 
dairy

Cream, milk (from pedigree dairy shorthorns and 
pedigree Ayrshires)

Eggs Free range and caged

Vegetables Asparagus, beans, beetroot, broccoli, cabbages, 
carrots, cauliflowers, chillies, herbs, leeks, 
mushrooms, salad leaves, potatoes, pumpkins, 
radishes, spinach, swedes, turnips

Fruit Apples, blackberries, blackcurrants, elderberries, 
gooseberries, grapes, greengages, pears, plums, 
raspberries, redcurrants, rhubarb, strawberries, 
tayberries 

Preserves Chutneys, honey, jams, jellies, pickles

Drinks Beer, fruit cordials, gin, spring water

Baked 
goods

Fruit pies, jam tarts, meat pies, tray bakes, sausage 
rolls  

Cereals Barley, oats, semolina, spelt, wheat flour 

Other Mustard, rapeseed oil, soup  

Local products typically supplied 
into Hexham

Boundary of core 
study area

Boundary of local 
food supply area

Settlements

Supply chain links

Area of Outstanding 
Natural Beauty 
(AONB)

Multi-stage supply 
chain links (samples)

National Park 

Key

Meat/processed meat 

Dairy

Fruit/vegetables

Eggs

Fish/shellfish

Drinks

Preserves

Baked goods

Cereals

Other products

Local food producers/
suppliers



Benefits

Reduced food miles
The relationship between food miles and the carbon footprint 
of food is a complex one and a subject of debate. Yet food miles 
resonates as an issue with the wider public. A majority of local 
food retailers and suppliers interviewed cited reduced food miles 
as one of the key advantages of local food because of the resulting 
decrease in greenhouse gas (GHG) emissions. For nearly half of 
shoppers (48%) it was a main reason to buy local food.

A 2005 government report estimated that transporting food 
within, to and around the UK produced 19 million tonnes of 
CO2. Of this, 10 million tonnes related to road transport. This 
amounts to nearly 2% of all UK CO2 emissions, and nearly 9% 
of emissions from the road sector.17 18 The costs associated with 
food transportation have been estimated at £9 billion annually 
in congestion, GHG emissions, accidents, air pollution, noise and 
other problems.19 Reducing the unnecessary transport of food 
represents a common-sense way to address a wider range of 
issues than carbon alone.

Seasonality
Lower food miles go together with seasonality, as eating local food 
means eating what can be grown in each season in your locality. 
While seasonality charts can help to guide shoppers, buying local 
food is likely to be a more straightforward way for most shoppers 
to find seasonal food and to learn about it directly by seeing what 
is available. Many local producers are also pleased to be able to 
meet growing local demand for seasonal produce, and to have the 
opportunity to educate consumers further about what is in season 
locally. As one retailer said, ‘there’s potentially less choice, but 
people are now genuinely more interested in seasonal local 
food and less in “exotics” than before.’ 

Local varieties and traditional breeds
Several of the farmers and growers we interviewed focused 
on unusual varieties. One greengrocer especially likes to sell 
traditional British varieties of fruit and vegetables, including 
buying from a 72-year-old local grower who supplies traditional 
fruit varieties from the orchard that his grandfather planted. 
Another local vegetable supplier grows ‘all the traditional 
crops for northern England – leeks, potatoes, asparagus’. One 
retailer is proud to offer Craster and Seahouses kippers (from the 
Northumberland coast) and Northumbrian crab, as well as local 
game, including squirrel – ‘Northumbrians were pioneers in 
trapping grey squirrels – and we sell the meat!’ Lamb, pig and 
dairy farmers interviewed raised rare-breed livestock including 
lambs from a cross-breed of Clun Forest ewe and Shropshire ram, 
and pedigree dairy shorthorns and pedigree Ayrshires. 
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LOCAL FOOD AND THE LOCAL ENVIRONMENT 

CASE STUDY: Fontburn Rare Breeds 
and Bywell Fish and Game Smokery 

Fontburn Rare Breeds have Tamworth, saddleback, Oxford sandy 
and black, and middle white pigs. All are numerically rare and 
most are listed as UK native rare breeds by the Rare Breed Survival 
Trust, with middle whites being classified as ‘vulnerable’. The 
family who run the RSPCA Freedom Food-registered business are 
proud to be part of their local traditional farming countryside. 
They like supporting local businesses such as the abattoir and 
butcher, although they would like to see more butchers ‘prepared 
to pay a bit more for free-range rare-breed pork’. 

They supply Hexham farmers’ market retailer Bywell Fish and 
Game Smokery with pork products, which are transformed into 
such delicacies as smoked bacon and sausage and pancetta. 
Bernard Lynch at the smokery likes ‘dealing direct’ with the 
producers who supply him, and ‘keeping money within the 
community’. But he also feels that small producers need help to 
raise their profile, and that there needs to be ‘more education 
about good food’.

Local food often goes hand in hand with sound environmental practice. Awareness of food miles 
(understood as the distance food travels to get to our plates) is high among producers, retailers and 
consumers, but the environmental benefits of local food often go far beyond the reduced emissions that 
can come from less transportation. 
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Traditional farming
The local food network in Hexham can clearly be seen to support a 
myriad of small and medium-sized enterprises, family businesses 
and traditional livelihoods. Many local food businesses we spoke 
to referred to the role of local food in supporting traditional 
farming in Northumberland. The 15 farms interviewed for this 
research ranged from two 40-acre farms to three with over 1,000 
acres. Most of them were family farms, with more than one 
member of the family working on the farm, and many had been 
in the family for generations. One butcher who buys direct from 
Hexham Auction Mart said, ‘We’re just traditional butchers in 
a traditional market town – buying meat from local farmers 
and supporting traditional upland lamb farmers.’ Another said 
that ‘Northumberland is a farming community – the landscape 
needs farmers.’ A producer at Hexham’s Country Market spoke 
of the organisation’s role in supporting ‘the local tradition of 
smallholders’. 

Conservation and land management 
Some farmers interviewed have incorporated increased 
conservation efforts into their local food businesses: tree planting, 
wetland management and dry stone wall renovation, for example. 
One farmer felt that his local food business fitted in well with the 
landscape just outside the North Pennines Area of Outstanding 
Natural Beauty (AONB). Another, located on the urban fringe, 
commented that his farm ‘gives people an open space full of 
wildlife where they can walk their dogs’, despite his farm being 
prey to arson attacks and problems with bikers using the wildlife 
corridors along hedge boundaries as motorbike tracks. 

Animal welfare
Many of the businesses interviewed placed high value on 
animal welfare and were aware that this was important to many 
consumers. Many linked animal welfare to good environmental 
practice, all leading to a higher quality end product. For these 
reasons they avoid intensive production methods which can 
drive down the price but at the expense of animal welfare and 
of quality. 

Waste and environmental policies
Many of the local food businesses interviewed had environmental 
policies in place, ranging from reducing and recycling packaging 
to providing biodegradable carrier bags or ‘bags for life’. One 
greengrocer and supplier said: ‘We’ve been giving away re-
usable bags for free long before Sainsbury’s!’ In most cases 
local food is transported relatively short distances so does not 
need the protective packaging used for long-distance transport 
which, without comprehensive plastic recycling, mostly goes 
to waste. There were other examples of good practice such as 
producers reducing their use of carbon-intensive energy by 
investing in biomass boilers, heat exchangers, solar panels, 
geothermal heat and high levels of insulation.

Challenges and barriers 

Availability 
Local food’s seasonal availability is ill-matched to consumer 
expectations and demand. This dependence on the time of 
the year and weather patterns is especially relevant in north-
east England. Some retailers spoke of struggling with public 
expectations of availability, but others believed that many 
consumers were becoming increasingly conscious of the 
environmental costs of their food, and more interested 
in seasonality.

Restrictive regulations 
A few local food retailers and suppliers found various regulations 
restricted their environmental aspirations. One spoke of her 
frustration at the lack of systems in the UK for returning and re-
using glass bottles. Another complained that she could no longer 
reduce her wastage by taking leftovers (in this case home-made 
cakes) to her local hospice. 

Expense  
For a few people, cost was the limiting factor when it came to 
environmental aims. One retailer said she would ‘love to do more 
towards green energy’ but found the experience of looking for 
funding a serious barrier.
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Local authority planning policies: 
strengths and opportunities

The Tynedale LDF Core Strategy defines a Primary Shopping Area 
for Hexham as well as other regional centres24 and Policy RT1 sets 
out principles to:
- ‘Maintain and enhance the vitality and viability of Primary 
Shopping Areas
 - Only seek to accommodate additional floorspace for retail and 
other town centre uses where it would not adversely affect the 
vitality, viability, historic or environmental character of Primary 
Shopping Areas or the main towns or local centres generally.’25

A stated aim is ‘to build on particular strengths of centres in 
Tynedale – such as a range of smaller independent and specialist 
shops and their attractive environments and historic character’. 
This is welcome recognition of the value of smaller independent 
outlets and the market to the character of local centres. 

The Core Strategy, which was formally adopted after the 
development of the Tesco hypermarket, concluded that Hexham 
‘is well served for convenience goods shopping’ and, with reference 
to the 2006 Tynedale Retail Study, ‘foresees no significant need 
for further such floor space during the period covered by this 
Strategy’. 

Saved policies from the Tynedale Local Plan (that have not been 
superseded by the Tynedale LDF Core Strategy) include:
- Policy RT3, which states that ‘proposals for large-scale 
convenience retailing which cannot be located in, or on the edge 
of, Hexham’s Commercial Area will not be permitted’
- Policy RT8, which states that ‘small-scale retail and other 
shopping centre uses will be permitted outside the Commercial 
Areas identified on the Proposals Map provided that the proposal:
(a) will not undermine the vitality and viability of existing 
Commercial Areas...and
(b) is not more than 100 square metres in floor area.’

The LDF states that ‘proposals outside Primary Shopping Areas 
will be assessed against the tests of need, scale, sequential 
approach, impact and accessibility in national planning policy in 
Planning Policy Statement 6, Planning for Town Centres.’26 This 
clearly recognises the importance of keeping retail development 
in, or closely connected to, the town centre. Integration with the 
town centre is needed to maintain footfall in the centre where 
many smaller food shops selling a high proportion of local food, 
including markets, are located. 
 

Finally, saved policy RT10 states that ‘outside settlements, 
proposals for farm shops and other small-scale retail outlets will 
be permitted’ provided certain criteria are met, principally related 
to impact on local village shops and other impacts.27 This support 
for farm shops is welcome.

LOCAL FOOD AND LOCAL POLICY  

CASE STUDY: Northumberland 
Town Centres and Retail Study28 

This study assesses town centres across Northumberland 
to form part of the evidence base for the Northumberland 
LDF. In its principal findings and recommendations there 
is recognition of Hexham as a main town centre within the 
regional hierarchy and of it ‘being a vital and viable centre 
with a low vacancy rate and a good mix of independent 
and national multiple retailers’. There is a welcome 
reference also to the ‘strong presence of independent 
retailers which, whilst adding to the overall mix of retailers 
found within the town, add a quality of service which 
commands a loyal catchment’.29 

The study identifies an over-provision of retail space for 
‘convenience’ or ‘everyday’ goods (which includes food) 
for the centre, perhaps reflecting the presence of a Tesco 
Extra, Aldi and Waitrose supermarkets as well as an M&S 
and Robbs department store. It concludes that there is 
no short- to medium-term development pressure on the 
town but opportunities for the longer term post-2019 for 
development of space to sell ‘comparison’ goods (i.e. non-
everyday items). This development, it suggests, could be 
from the town centre out towards the current Tesco Extra 
and Waitrose. In light of this it is important that LDF policy 
ensures new retail space for comparison goods supports 
trade across the town centre and maintains parking 
provision for the town centre to encourage competition 
and footfall across the centre and not concentration of 
trade in one or more large stores. 

In April 2009, seven local authorities including Tynedale, which covered Hexham, merged to form Northumberland County Council as a 
unitary authority. Northumberland County Council is the planning authority for the area and is currently working on its Local Development 
Framework (LDF). The Core Strategy is the main development plan document. It will set out a strategic vision and a spatial strategy for 
development in Northumberland over the next 15 years and draw on evidence-based studies, including a Northumberland Town Centres and 
Retail Study published in February 2011.

While the new LDF is in preparation, planning policy for Hexham remains based on the Tynedale LDF (in particular the Core Strategy20) and 
old policies ‘saved’ from the Tynedale Local Plan.21 22 A 2006 retail study informed the Tynedale LDF23, which has several policies that provide 
general support for the local food web.



Local authority planning policies: 
weaknesses and threats

The Tynedale LDF states that ‘Tynedale’s proximity to major 
retail centres such as Newcastle and the Metrocentre means 
that inevitably significant expenditure flows out of the District. 
The principles set out here are based on seeking to stem future 
leakage of expenditure from the towns and possibly “claw back” 
some past leakage.’ However, there is a danger that the claw-back 
argument can be used to justify larger developments, especially 
food superstores. While these can attract trade back from larger 
retail centres, if they draw trade from other smaller towns nearby 
without such stores they in turn suffer leakage. Also, a different 
form of leakage may occur if such stores in turn undermine and 
displace other smaller outlets. These outlets contribute much 
more to the local economy per pound of expenditure in store. They 
use more local services and local food outlets source much more 
of their produce from local suppliers, underpinning the economy 
of the wider rural area. The claw-back argument needs to take 
into account the impact of major changes to the retail space and 
character of a town on the wider local economy 

CPRE believes town centres need diversity, not domination by 
a few retail giants. The forthcoming Northumberland-wide LDF 
needs to ensure that town centre policies are not undermined by 
narrow assessments of clawed-back revenue, as can be seen in 
assessment of the Tesco hypermarket.30

It is disappointing that explicit support for street, covered 
or farmers’ markets is absent from the Tynedale Core Strategy, 
despite their potential to support the vitality, viability and 
character of the town centre. Markets have a clear role to 
play in the diversification of retail provision as well as the 
potential to support rural diversification, innovation, 
commerce and agriculture. 

The LDF also misses the opportunity to recognise the role local 
food can play in the rural economy through diversification, tourism 
and supporting sustainable and more self-reliant settlements. 
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CASE STUDY: Public 
procurement in Northumberland 

The health of a local food web depends ultimately on local 
demand. The public sector, including local education authorities, 
schools and hospitals, should be part of that demand and can 
strongly support small and local producers by developing more 
sustainable procurement. 

In 2005, the New Economics Foundation (nef) and 
Northumberland County Council collaborated on a study into the 
wider potential of local sourcing. It found that local suppliers in 
Northumberland re-spent on average 76% of their income from 
contracts with local people and businesses, while suppliers from 
outside Northumberland spent only 36% in the area. The report 
continues: ‘This means that every £1 spent with a local supplier is 
worth £1.76 to the local economy, and only 36 pence if it is spent 
outside of the area. That makes £1 spent locally worth almost 
400% more. A 10% increase in the proportion of the council’s 
annual procurement spent locally would mean £34 million extra 
circulating in the local economy each year.’31

Northumberland County Council aims to use local food suppliers 
where possible and tries to source all its food from within a 
100-mile radius, with most coming from much closer. It has 
already committed to some local sourcing for its school meals,32  
achieving a Bronze standard from the Food for Life33 programme, 
which promotes local food. The Council has the opportunity to 
blaze a trail by becoming the first Gold standard local authority 
caterer in England. 
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RECOMMENDATIONS TO STRENGTHEN
THE LOCAL FOOD WEB  
The recommendations below reflect issues identified in the Hexham research as well as CPRE’s 
views. They may apply elsewhere depending on local circumstances. Recommendations for national 
Government are the focus of a national report published in 2012.

What 
are the 
issues?

The new Local 
Plan needs to 
retain strong 
policies from 
Tynedale LDF 
to protect town 
centres and 
retail diversity

Planning policies 
fail to make the 
link between 
retail diversity in 
town and local 
centres and the 
health of the 
economy in local 
rural areas

Supermarket 
chains continue 
to expand and to 
develop out-of-
centre sites34

Retail diversity 
is under pressure 
from the market 
dominance of 
national chains 

Retail policies 
can promote 
choice and 
competition but 
fail to address 
wider issues 
relating to 
food including 
health, land use, 
sustainability 
and resilience

Why does it 
matter?

Planning policies are vital 
for shaping how the area 
develops, including how the 
town centre maintains a 
choice of shops and essential 
services

New out-of-centre 
superstores could threaten 
trade in Hexham, local 
centres and villages and 
undermine smaller local 
shops which serve those 
without cars or act as local 
community hubs
 
National chains stock low 
percentages of local food 
so reduce access and the 
benefit to the economy of the 
local rural area

Through planning, local 
authorities can play a vital 
role in shaping development 
to meet a range of 
community needs 

Retail diversity offers a real 
choice of where to shop and 
type of shop
 
Markets offer access to fresh 
local food and enable people 
to support local producers

Community-supported farms 
and allotments aid healthy 
engagement in where food 
comes from and how it is 
produced 

Put in place strong policies to 
support retail diversity in Hexham 
and outlets on which wider rural 
business networks and communities 
depend by: 
- maintaining an effective town-
centre-first policy to prevent large-
scale out-of-centre retail weakening 
the town centre 
- setting a local floorspace threshold 
for new food stores (lower than 
national default of 2,500m2) above 
which impact must be assessed 
- assessing the impact of new 
stores on the town centre and the 
wider area, including village stores, 
farm shops, markets and local 
food producers in Hexham’s rural 
hinterland
- defining small food stores as 
‘essential local services’ with 
proximity criteria for access for local 
residents and restricting change of 
use from Class A1 (shops) if these are 
not met35

Put in place specific policies to 
increase diversity in food provision 
and the wider range of benefits it can 
bring by: 
- supporting the improvement of 
existing markets, and if needed, 
encouraging new ones, ensuring 
they are well promoted, in a suitable 
location, attractive and competitive36 
- encouraging the provision of land 
for community-supported farms and 
allotments near to Hexham
- supporting farm shops where they 
do not undermine existing village 
shops and can provide essential 
access to food
- supporting on-farm diversification 
into local food production to support 
small-scale employment and local 
rural businesses

Supermarket 
chains should 
support strong, 
diverse high 
streets by 
working with 
local authorities 
to develop 
town centre 
formats and halt 
out-of-centre 
expansion 

Contact your local 
planning authority 
and your local 
councillors to bring 
the findings in 
this report to their 
attention. Ask them 
to show strong 
support for your local 
food web in their 
policies

Get involved with any 
consultations on how 
the Local Plan for 
your area and your 
neighbourhood are 
developed

Support a range 
of outlets in your 
community by: 
- spreading your 
spending across 
different outlets and 
supporting those that 
stock high levels of 
local food
- shopping at your 
local farmers’ market: 
find out when 
they are and try to 
schedule regular 
visits37  

- joining a local 
community-
supported agriculture 
scheme38

What needs to be done and how?
By local authorities By 

businesses
By community groups 

and local people
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Why does it 
matter?

Local sourcing in the 
public sector: 
- could enable it to act 
as a beacon of good 
practice for eating 
more sustainably
- offers a vital 
opportunity for local 
producers to expand 
the market
- provides the freshest 
high-quality food at 
equal or reduced cost
- supports jobs in 
rural areas which find 
it difficult to grow or 
attract other industries
- cuts leakage of 
spending from the area 
and re-circulates more 
money through the 
local economy 

Out-of-season food air 
freighted or glasshouse 
grown is energy 
intensive 

Year-round food erodes 
awareness of what is 
seasonal 

Buying local because it 
is seasonal is a simple 
way to eat with less 
environmental impact 

Northumberland County 
Council should build on its 
success in achieving the 
Food for Life programme 
Bronze standard by 
committing to achieving the 
Silver then Gold standard for 
school food39

Public procurement officers 
can increase opportunities 
for small local producers by:
- setting specifications for 
the freshness, seasonality 
and frequency of delivery of 
produce
- splitting larger contracts 
into lots, for example 
into product groups or by 
distribution area

These opportunities need 
to be properly advertised 
to local producers through 
the competitive tendering 
process. These measures 
are permitted by European 
Union Directives, though 
specifying local produce is 
not40

Local producers should work 
together to:
- build contacts with 
procurement officers in the 
public sector 
- find out where contract 
tenders are advertised/notified 
- bid for contracts collectively 
as they are renewed

Highlight the advantages of 
eating locally and seasonally:
- food at its natural best for 
freshness, quality and taste
- lower prices
- less energy needed from field 
to fork  
- distinctiveness of seasonal 
English produce, including 
local and heritage varieties
- eating more sustainably 

Buy local and 
seasonal food as a 
way of eating more 
sustainably 

Ask in outlets which 
food is seasonal and 
encourage them 
to highlight local 
seasonal produce

Cut down on 
customer and food 
miles by walking 
or cycling to local 
shops to buy local 
food

What needs to be done and how?
By local 

authorities
By 

businesses
By community groups 

and local people

What 
are the 
issues?

Much more of 
the millions the 
public sector 
spends on food 
for schools 
and hospitals 
could be spent 
on fresher, 
more locally 
and more 
sustainably 
sourced food

Local food is 
not available all 
year round
 
Shopper 
expectations 
are increasingly 
shaped by 
global supply 
chains 
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What 
are the 
issues?

The main 
environmental 
benefit of local food 
is seen as lower food 
miles – but this has 
been challenged 
as a measure of 
environmental impact 
for GHG emissions
 

Many shoppers 
interviewed said that 
they were not always 
sure what food was 
local 

‘Local food’ is not 
legally defined

An understanding of 
the meaning of ‘local 
food’ varies between 
Hexham shoppers

Why does it 
matter?

Food miles are not just 
about GHG emissions

Assessing 
environmental impact 
of local food on GHG 
emissions alone can 
be misleading. There 
are other important 
benefits

Better awareness of 
wider benefits may 
build stronger support 
for local food 

Poor or inadequate 
labelling of local food:
- stops shoppers 
identifying local food 
they want to buy
- affects perception 
of whether local is 
available or not 
- reduces choice for 
those who shop for 
freshness or personal 
values
- enables others to call 
regional or national food 
‘local’, undermining its 
values 
- is a lost chance to 
promote distinctive 
produce

Work with local 
business and 
other networks 
to promote 
the area as 
a local food 
destination, 
including 
developing 
a ‘local to 
Hexham’ label 
and brand

Use simple messages to explain 
wider environmental benefits of 
local food such as: 
- ‘Local food producers help 
look after the beautiful 
Northumberland countryside 
and its wildlife’
- ‘Buying local food from local 
outlets supports fair prices for 
local producers’

Wider benefits to promote 
include:
- reducing waste
- helping smaller and traditional 
farms stay viable and keeping 
local farming diverse
- supporting less intensive 
farming
- protecting wildlife habitats and 
important landscapes 
- maintaining traditional 
breeds and distinctive fruit and 
vegetable varieties
- reducing air and road freight, 
congestion, air and noise 
pollution and need for more 
infrastructure (roads, ports, 
airports)

Co-operate through business 
networks to define ‘local’ for 
Hexham by:
- developing a well-defined ‘local 
to Hexham’ brand 
- clearly defining ‘local’ 
by mileage (e.g. within 30 
miles) or by area (e.g. from 
Northumberland) 

Outlets could draw attention to 
their local produce by:
- setting up a local section in 
store or using on-shelf signs
- using a blackboard to list 
local, seasonal products and the 
distance they have travelled
- stating their buying policy 
and highlighting local products 
in publicity, and, for cafés or 
restaurants, on menus

Support outlets which 
stock and clearly 
define local food

Support farmers’ 
markets (if FARMA–
certified, all produce 
is normally from 
within 50 miles in the 
North East) and farm 
shops 

Ask outlets including 
supermarkets to 
clearly define local 
food and display their 
buying policy 

What needs to be done and how?
By local 

authorities
By 

businesses
By community groups 

and local people
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Hexham is a handsome market town 
on a hill, but dominated by the Tesco giant that 

nestles at its foot, along with an Aldi and a Waitrose. 
Where there are now supermarkets, there used to be 

orchards and market gardens. It must be a struggle for any 
independent retailer in the town to make a living. A lot of 
people use the Tesco, with the free car park, for just about 

everything they might physically need.

So it is a marvel and a delight to see that the Hexham farmers’ 
market is surviving and that there is a good amount of 

passionate food producers and independent purveyors in this 
area. The baker that I interviewed particularly displayed a 

co-operative spirit that benefited other small businesses in his 
town as well as the local school and went some way to

lowering all their transport costs. If this study does 
anything to help towards encouraging this kind 
of community co-operation to help combat the 

enormous power of the big retailers it 
will be a good thing.

                                
Lisa Armour-Brown, Hexham volunteer

What 
are the 
issues?

Smaller outlets can 
struggle to buy enough 
to get discounts 

Dealing with many 
suppliers is time-
consuming for outlets 
and vice versa 

Lack of availability 
could be reducing 
potential sales of local 
food

Why does it 
matter?

Businesses could 
compete better if they 
could:
- secure discounts to 
reduce prices 
- increase availability 
and consistency of 
supply 
- have more time to 
market their local 
produce

Work together to establish 
a local ‘food hub’ – an 
intermediary between producers 
and business customers41 – to:
- share and reduce costs (admin 
and transport costs)
- increase opportunities 
for outlets and producers 
to network and collaborate 
e.g. on marketing, product 
development, sharing resources 

What needs to be done and how?
By local 

authorities
By 

businesses
By community groups 

and local people



Some people are upbeat about Hexham’s ability to survive and 
prosper, but there were countless comments from retailers and 
producers about the negative impact of the supermarkets on their 
businesses and the local food economy as a whole. We found 
most supermarkets to be stocking negligible amounts of locally 
sourced produce. Yet, despite consumers’ growing interest in 
local food, understandably many find it hard to resist the ease of 
finding everything under one roof and the free parking they offer. 
There were multiple comments about the might the supermarkets 
wield in setting prices and the challenges that a ‘cheap food 
culture’ presents for producers, particularly for those who operate 
at a small to medium scale and who wish to maintain standards, 
traditions and quality while earning a fair return on their work. 

This report illustrates some of the benefits that a diverse local 
food network brings to Hexham as a community. These include 
providing the fresh, high quality, sustainable food that more and 
more consumers demand; a closer connection between customers 
and where their food comes from; and the contribution local 
businesses make to social and community life. The businesses in 
this web provide valuable local jobs in Hexham and, by sourcing 
local produce, outlets are supporting small farms and sustainable 
farming practices in the surrounding rural area. In turn, these rural 
businesses keep farmland and the local countryside productive 
and diverse. Outlets and suppliers also value being associated 
with a market town and a beautiful surrounding landscape. By 
offering local produce, they undoubtedly contribute to Hexham’s 
particular character and attractiveness for tourism.

We all need to work hard to protect the existing local food 
networks in and around Hexham, and ensure that the benefits to 
the local economy and community they offer do not disappear. 
Local planning policy should provide stronger protection for 
a diverse retail mix to safeguard essential local food outlets 
– generally smaller independent ones and alternative outlets 
such as markets and community enterprises – to meet people’s 
everyday food needs and broaden access and choice. The new 
unitary authority also needs to put in place a strong ‘town-centre-
first’ policy with impact assessment extending to the impact of 
large food store developments on the wider rural economy. 
Public procurement policy also offers a way to engage smaller 
local producers and so develop a stronger, more sustainable 
supply chain. 

Local produce needs to be better promoted generally. Businesses, 
especially those servicing the tourist trade, could improve the 
signposting of local food, highlight its use and give people 
information on where to find it. A ‘local to Hexham’ brand could 
promote the environmental credentials of locally produced 
food. Finally, shoppers need to seek out and support local food 
businesses and enjoy the distinctive local produce they offer to 
ensure that the local food web – and the people and landscape 
that make it up – survive and thrive, today and for years to come. 

CONCLUSION

Hexham has a strong reputation as a market town with quality independent shops and regular 
markets. Despite local pride in Hexham’s shops, however, the supermarkets – in particular the Tesco 
Extra hypermarket – dominate food retail. As a result the local food web is moderately strong but 
weaker than for similar-sized towns studied in other regions including Totnes, Otley and Ledbury 
with notably fewer food outlets.   

22       From field to fork: HEXHAM 23



22       From field to fork: HEXHAM 23From field to fork: HEXHAM

APPENDIX A
Information about the area

History
Hexham has long been a market town, and the market place 
still used today dates back to the Middle Ages. The town retains 
many of its historical features, including the abbey, founded 
in AD674. Hexham Auction Mart has been auctioning livestock 
and agricultural equipment (and other items) for over a century. 
It acts as a central hub for the widespread farming community 
around the town. 

Local government
Hexham was the administrative centre for the Tynedale district 
in Northumberland until April 2009 when the responsibilities of 
Tynedale District Council were moved to a new unitary authority, 
Northumberland County Council. Since 1981, the county council 
has been based in Morpeth. 

Culture
In 2005 Hexham was named ‘England’s Favourite Market Town’ by 
Country Life magazine. In January 2009, it became the first town 
in Tynedale to be awarded Fairtrade Town status by the Fairtrade 
Foundation.43 Transition Tynedale44 is an active member of the 
Transition Towns network, and has regular stalls at the bi-monthly 
farmers’ market. 

Geography and land use
Hexham’s local food supply area – defined for this project as 
within 30 miles of the 2.5-mile core study area centred on 
Hexham’s market square – covers a varied landscape. The east 
and south-east of the study area, which includes Newcastle-
upon-Tyne, Sunderland, Durham and South Shields, is heavily 
urbanised. The north-west of the study area includes the 
Northumberland National Park – over half of the total area of the 
park is found within the study area, including Hadrian’s Wall. 
To the south is the North Pennines AONB and to the north-east, 
the Northumberland Coast AONB. It is an agricultural landscape 
with arable and cattle farming on lower land merging with sheep 
farming on higher land and moorland to the west.45

Economy
Farming still dominates a large part of the landscape around 
Hexham, although DEFRA found that of the eight English regions, 
the North East has the lowest income from farming at £436 
million annually. This income consists of 59% livestock farming 
(23% cattle, 15% sheep, 8% milk), 20% cereals and 13% other 
crops and horticulture.46 Northumberland agriculture was badly 
affected by the 2001 foot-and-mouth outbreak, which was traced 
to a pig farm in Heddon-on-the-Wall, 13 miles east of Hexham. 
Services now make up Northumberland’s highest proportion of 
gross regional value, followed by industry and then farming. 
A major source of income within the region is tourism – the 
county annually receives 1.1 million UK visitors and 50,000 
foreign tourists.47

Population
Nearly two-thirds of the population of Northumberland (63%)
is of working age and nearly 73% of these are in employment, a 
slightly lower proportion than for Great Britain as a whole (76.1%). 
There is a higher population of retired people than the national 
average (at 24.5% against 16.9% nationally) but a broadly similar 
pattern of educational qualifications to national levels.48

Hexham, the largest town in west Northumberland, sits on the banks of the river Tyne, just off the A69 
main Newcastle-to-Carlisle road. Northumberland is the northernmost ceremonial county in England. 
It borders Cumbria to the west, County Durham to the south, Tyne and Wear to the south-east and the 
Scottish Borders to the north. Home to a little over 300,000 people (2001 census), its population density 
is the lowest for any county in England.42
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APPENDIX B
National project overview 

Background
The concept of a local food web stems from the work of Caroline 
Cranbrook. In 1998 Caroline grew concerned about the impact 
of a proposed superstore on her local market town of 
Saxmundham in east Suffolk. She researched the local food 
network and showed its importance to Saxmundham, and 
the surrounding towns and villages.

Caroline found that local food producers, wholesalers and outlets 
depended upon each other and also supported local businesses 
such as builders and electricians. Local outlets provided an 
accessible market for new food business start-ups. Keeping local 
shops open gave people access to good, affordable food and 
places to meet. By providing a market for their produce local 
outlets enabled farmers to raise livestock which, through grazing, 
maintains important nature reserves and beautiful Suffolk river 
valleys such as the Alde.

CPRE published Caroline’s findings in Food Webs (1998) and in 
The Real Choice: how local foods can survive the supermarket 
onslaught (2006), which shows how the local food web has 
prospered since the superstore development was turned down.

This research suggested local food networks with similar benefits 
exist elsewhere, but further evidence was needed.

Aims of the national project
Mapping Local Food Webs is a national project led by CPRE, 
supported by Sustain, and funded from 2007 to 2012 by the 
Big Lottery Fund through the Making Local Food Work 
programme. The project engages people in researching their 
own local food web in up to three towns and cities in each of 
the eight English regions.

The project aims to increase the local community’s understanding 
of the size and importance of the local food web and its impact 
on local people’s lives, livelihoods, places and the countryside. 
It explores the relationships between what people buy and eat 
and the character of their town and the surrounding countryside. 
Finally, it aims to increase support for greater local food 
production and better supply in local outlets, and to strengthen 
and secure local food webs across the country.

Individual mapping projects have been running since early 2009 
in 19 towns and cities across the country. We selected each on 
population size (below 10,000, 10,000-30,000, over 30,000) and 
to achieve broad coverage of the relevant region. In each location 
we established a core study area defined by a 2.5-mile radius 
circle usually centred on the town or urban area. Beyond that, we 
defined a 30-mile radius circle as the local supply area.

The project employed regional co-ordinators to recruit and 
support local volunteers to research shoppers’ attitudes to local 
food, identify and interview outlets selling locally sourced food 
in the core study area, and interview a sample of their suppliers. 
We held open public meetings and workshops to involve local 
residents and businesses in the project, to raise awareness of the 
issues and to gather information on barriers and opportunities to 
local food.

Definition of a local food web and local food
A local food web is the network of links between people who buy, 
sell, produce and supply food in an area. The people, businesses, 
towns, villages and countryside in the web depend on each other, 
and this interdependence benefits livelihoods, quality of life and 
the quality of places.

This project defines local food as raw food, or lightly processed 
food (such as cheese, sausages, pies and baked goods) and its 
main ingredients, grown or produced within 30 miles of where it 
was bought.

The people I interviewed – a cake-maker, 
a honey farmer, a fishmonger and the owner of 

one of the first and most successful farm shops in 
Northumberland – all work incredibly hard and for long hours. 

The recession, accelerating food prices, supermarkets and 
increasing competition by other aspirants in their fields means 

there is no let up, no arrival at some pleasant plateau of profit 
and viability. Undaunted, all of these producers are as dedicated 

to their businesses as ever. Enthusiasm for their professions 
is great. No suggestion of a life change or retirement. I was 

interested and impressed by all of them. 
                               

Jane Torday, Hexham volunteer
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APPENDIX C
Overview of the Hexham project 

Area covered
The core study area in Hexham (2.5-mile radius circle centred on 
the market square) covers all of Hexham as well as surrounding 
areas including Acomb to the north. The 30-mile supply chain 
area extends across Northumberland, Cumbria, County Durham 
and the ceremonial county of Tyne and Wear. It reaches north to 
Alnwick, into the Scottish Borders to Jedburgh, west to Carlisle and 
Penrith and south to the edge of the Yorkshire Dales and south-
east and east to South Shields, Peterlee and Darlington.

Main project activities 
These were: 
• identifying 43 retail food outlets (shops, market stalls and   
 supermarkets, but not food service outlets) and screening to  
 identify 36 selling locally sourced food (11 independent   
 stores, 24 market stalls and one supermarket) 
• interviewing 33 outlets (nine independent stores, one   
 supermarket, 23 market stalls)50 on aspects of their business,  
 including its economic, social and environmental impact, and  
 to identify their main local suppliers
• interviewing a sample of 21 businesses (21%) of 104 suppliers  
 identified in the local supply chain as part of simple (direct) or  
 complex (multi-stage) supply chains51

• interviewing 70 food shoppers on attitudes to local food and  
 purchasing habits 
• holding a public meeting with 25 people attending
• researching case studies
• briefing local media.52

Scope and limitations of the research 

Data collection
Local volunteers carried out field research using questionnaires 
and workshop models developed by a university research team 
and pilot-tested in six locations. 

The approach was:
• for food outlets – to identify and screen for local food sales; to  
 interview as many local food outlets as possible, with retail as  
 the priority
• for suppliers/producers – to interview all businesses in the   
 supply chain of two products in each of seven main product   
 types (meat, processed meat, dairy, eggs, fruit, vegetables,   
 preserves) with a target of seven simple (single stage or direct)  
 and seven complex (multi-stage) supply chains
• for food shoppers – to sample shoppers in a range of locations  
 including streets, markets and community venues. To achieve  
 a broad sample of ages and income levels, we set a minimum  
 of 20 respondents in each age and income band with an   
 overall minimum of 120 surveys. Guidance was given   
 on achieving gender diversity and good representation of   
 ethnic minorities, although targets were not set.53

In general, the achievement rates for outlets and suppliers were 
high: we interviewed 87% of outlets identified and in excess of 
target for both simple and complex supply chains for all main 
product types. For shoppers time constraints prevented the target 
being reached. In total, we surveyed 69 shoppers in Hexham 
across all age bands except 15-24, but with a majority over 45: 25-
34 (4 shoppers), 35-44 (6), 45-54 (17), 55-64 (18), 65+ (7) and no 
answer (27). For income, coverage was higher across bands from 
£10k or less up to £40K, but lower for higher ranges: £10K or less 
(7 shoppers), £10-20K (13), £20-30K (7), £30-40K (6), £40K-50K (3), 
£50K-60K (4), £60K-70K (2), over £70K (2) and no answer (25). 

Data analysis
CPRE staff and volunteers collated and analysed statistical and 
qualitative data (mainly answers to open questions or workshop 
comments) which underpin the findings in this report. 

We interviewed a high percentage of local food retail outlets so, 
though samples were not randomised or stratified and are not 
strictly representative, we believe they strongly illustrate trends 
and issues. Unless a different source is given statistical evidence 
derives from direct answers from businesses interviewed with 
mid-point figures used where answers are given as range data. 
We note where statistics are produced by extrapolation to a larger 
population. Supply chain businesses were selected on the basis of 
product type and to this extent selection was randomised. 

Qualitative findings are drawn from comments organised and 
coded by theme then corroborated by several interviewees 
(usually five or more) and where possible cross-referenced to 
comments from other surveys and the workshop/public meeting. 
In general, we give greater weight to businesses than shoppers, 
as we interviewed a much higher percentage of the total business 
population. Shopper surveys were analysed both thematically 
and statistically. 

Where we refer to ‘local’ or ‘locally sourced’ food or produce we 
have relied upon information supplied by outlets, but we have 
independently confirmed the location of supply chain businesses. 
It was beyond the scope of this research to verify whether produce 
is entirely or partially locally grown or raised, although many 
suppliers are identifiable as primary producers (mainly farmers 
or growers).

Hexham was one of two locations in the North East and one of the smaller towns (population 10,000-
30,000) researched nationally. Regional co-ordinator Lara Marsh recruited and supported a team of 
local volunteers and the project ran in Hexham from March to June 2010.49
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1 Cranbrook, C, The Real Choice, Campaign to Protect Rural   
 England, 2006
2 Recent research commissioned by the BBC found Hexham to  
 have the lowest proportion of vacant shops (5%) among the   
 North East towns surveyed. www.soultsretailview.   
 co.uk/2011/01/26/new-mountain-warehouse-reaffirms-  
 hexhams-status-as-a-retail-hotspot/
3 The fishmonger’s has since left its fixed premises and operates  
 from a mobile unit.
4 www.foodforlife.org.uk/
5 This figure excludes supermarkets, because of generally low  
 local food sales, and market stalls, whose turnover may relate  
 to the wider business and sales at markets outside Hexham.
6 ResPublica, The Right to Retail, April 2011 
7 Ibid. 
8 The Competition Commission, The supply of groceries in the  
 UK market investigation, 2008 
 http://www.competition-commission.org.uk/our-work/  
 directory-of-all-inquiries/groceries-market-investigation-and- 
 remittal/final-report-and-appendices-glossary-inquiry
9 Despite repeated phone calls to the Tesco store, no one could  
 confirm they stocked locally sourced food; the Tesco website  
 enables searching for local produce within 30 miles of   
 the Hexham store which revealed seven local products   
 at the time of writing (August 2011): free-range eggs, milk,   
 ice cream, Nettle cheese, chilli sauce and beer. See www.  
 tesco.com/greenerliving/greener_tesco/faqs/qa_local_
 sourcing.page? 
10 The Competition Commission’s research showed the clear   
 correlation between supermarkets opening and independent  
 shops closing. See The Competition Commission, 2008 above.
11 These include national websites such as www.localfoodadvisor. 
 com and www.bigbarn.co.uk and more local sites such as www. 
 tastenortheastengland.co.uk, www.atasteofnorthumberland. 
 co.uk and www.made-in-northumberland.co.uk
12 Justin has now left the business, which has been renamed   
 Tweddles Fruit and Veg. The new proprietors still buy from   
 Northumbria Daybreak and remain keen to stock local   
 produce.  
13 We only interviewed those farmers’ market producers selling  
 products from within our own defined ‘local’ radius of 32.5   
 miles from the market square (although this excluded only   
 one producer).
14 www.geograph.org.uk/photo/170671
15 Omega 3, as a ‘healthy fat’, may reduce the risk of developing  
 heart disease and some types of cancer.
16 All percentages given are based on the number of shoppers   
 answering the specific question except for the main and   
 extra food shopping destinations where the percentages given  
 are based on the total number of responses where interviewees  
 gave one or more answers.
17 DEFRA, The Validity of Food Miles as an Indicator of   
 Sustainable Development, July 2005, p(ii) http://archive.  
 defra.gov.uk/evidence/economics/foodfarm/reports/  
 documents/foodmile.pdf
18 The issues around food miles are not clear cut: transportation  
 is not the biggest contributor to the greenhouse gas emissions  
 of the food industry. See the Food Climate Research Network  
 website (www.fcrn.org.uk) and publications for    
 more information, especially the report Cooking up a storm:  
 Food, greenhouse gas emissions and our changing climate   
 www.fcrn.org.uk/fcrn/publications/cooking-up-a-storm
19 www.independent.co.uk/life-style/food-and-drink/news/  
 supermarkets-shun-seasonal-british-food-1990557.html
20 Tynedale Council, Local Development Framework – Core   
 Strategy, (adopted October 2007). All quotations from the Core  
 Strategy below are from Section 9 Town centres    
 and retailing, pp. 46-50. See p.6 for details of Local Plan   
 policies which are superseded by the Core Strategy.  www.  
 planvu.co.uk/tc/written/cpt10.htm

21 Tynedale Council, Tynedale District Local Plan – Schedule   
 of Adopted Policies (effective from October 2007). All   
 quotations from the Local Plan below are from pp. 40-42. 
 www.northumberland.gov.uk’ 
22 Department for Communities and Local Government, Protocol  
 for handling proposals to save adopted Local Plan, Unitary   
 Development Plan and Structure Plan policies beyond the 3   
 year saved Period: ‘Under the Planning and Compulsory   
 Purchase Act 2004, unless expressly replaced by a ‘new’ policy,  
 ‘old’ policies (adopted local plan, unitary development plan   
 and structure plan policies) are saved for 3 years’.
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 pdf/160454.pdf
23 www.northumberlandinfonet.org.uk/economic_prosperity/  
 town_centres/documents/Other/TynedaleRetailStudy_2006.  
 pdf
24 Core Strategy, p.49: Policy RT2 defines Hexham, Prudhoe   
 and Haltwhistle as main town centres and Allendale,   
 Bellingham, Corbridge and Haydon Bridge as local centres.
25 Core Strategy, p.47
26 Core Strategy, p.49. Note that: Planning Policy (PPS6) was   
 superseded by PPS4 in 2009 and it in turn was replaced by the  
 new National Planning Policy Framework in March 2012’.
27 The criteria are: 
 ‘(a) the enterprise does not undermine the vitality and   
  viability of Commercial Areas... or put at risk a near-by  
  village shop; and
 (b) the development is not more than 100 sq.m. in floor area;  
  and 
 (c) the scale, design and landscaping of new or converted  
  facilities does not detract from the visual amenity of   
  their surroundings; and 
 (d) no detriment would be caused to highway safety; and 
 (e) such facilities should be developed within the curtilage  
  of an existing group of buildings.
 Where an unrestricted use of a farm shop or rural outlet   
 could have an adverse effect on the vitality and viability of   
 a Commercial Area or a nearby village shop, conditions may  
 be imposed in respect of the type and range of produce to be  
 sold. ‘Tynedale District Local Plan, p.42’
28 WYG Palling & Design, A Study of Retail, Leisure and Other   
 Town Centre Uses in Northumberland – Final report,   
 February 2011. www.northumberland.gov.uk/default.aspx  
 ?page=11871
29 Ibid, p.212, paragraph 50-51
30 The 2006 retail study states: ‘In terms of main food shopping,  
 the study concludes that Tynedale does not have a main   
 market share, it only retains 30.1% of the market share for the  
 study areas as a whole. The study demonstrates that of the   
 main food shopping trips retained by facilities in Tynedale,   
 55% of the overall retention are by facilities within defined   
 centres, most notably Hexham. The remaining 45% of   
 the main food shopping trips are retained by Tesco, located in  
 an edge-of-centre retail park within Tyndedale.’
31 www.neweconomics.org/press-releases/buying-local-worth-  
 400-cent-more
32 www.northumberland.gov.uk/default.aspx?page=8864
33 www.foodforlife.org.uk
34 CPRE research on supermarkets’ own expansion plans reported  
 in the press in 2010 indicated the main national chains   
 including Waitrose would expand their retail floorspace by   
 20-25% in the next four years (2011-2015) – equivalent   
 to another leading supermarket chain joining the market.
35 The London Borough of Hillingdon has planning policies   
 which ‘seek to ensure that all residential areas are within   
 half a mile of at least five essential shop uses’ which include  
 a chemist, post office counter, grocer, baker, butcher,   
 greengrocer and newsagent. See London Assembly Planning  
 and Housing Committee, Cornered Shops – London’s small   
 shops and the planning system, July 2010, p37
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36 Department for Communities and Local Government,   
 National Planning Policy Framework (March 2012)   
 requires local planning authorities to ‘retain and enhance   
 existing markets and, where appropriate, re-introduce
 or create new ones, ensuring that markets remain attractive  
 and competitive’.
37 www.hexhamfarmersmarket.co.uk
38 www.soilassociation.org/Takeaction/Getinvolvedlocally/  
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 Default.aspx
39 www.foodforlife.org.uk
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 Practice in Sustainable Public Food Procurement, June 2006 
41 See Morley, A, Morgan, S and Morgan, K, Food Hubs: the   
 ‘missing middle’ of the local food infrastructure, BRASS   
 Centre, Cardiff University, 2008: ‘A Food Hub…may be thought  
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 hands of retailers, food service firms, public sector buyers and  
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 (p3) www.brass.cf.ac.uk/uploads/Food_HubKM0908.pdf
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43 www.hexhamtowncouncil.gov.uk/?page_id=522
44 www.transitiontynedale.org
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47 en.wikipedia.org/wiki/Northumberland

48 Office for National Statistics/NOMIS, Labour Market   
 Profile Northumberland. www.nomisweb.co.uk/reports/lmp/  
 la/1967128601/report.aspx?town=Northumberland 
49 The project was begun in July 2009 but did not make sufficient  
 progress by December 2009. It was restarted in 2010 with Lara  
 Marsh as the new regional co-ordinator.
50 Market stalls were harder to categorise, as they were often   
 both retailer and supplier.
51 Simple chains are one local grower/rearer/producer supplying  
 one local retailer, such as Simply Kneaded bread made with   
 Gilchesters’ flour. Complex chains involve a chain of one,   
 two or even three suppliers within the 30-mile radius feeding  
 into a retailer in central Hexham. For example, Grant’s 
 eggs in Throckley supply Billy Bell’s general stores in   
 Haltwhistle. The eggs are bought by Border Homebake   
 down the road in the Hadrian Business Park for their 
 traybakes, which are then sold in Robbs food hall in Hexham. 
52 www.hexhamcourant.co.uk/news/news-at-a-glance/hexham- 
 network-is-food-for-thought-1.737276?referrerPath=news
53 Some gender bias was expected as more women than men do  
 food shopping. In Defra’s 2007 Survey of Attitudes  and 
 Behaviours in relation to the Environment, 70% of the main   
 food decision-makers were women. Therefore it was deemed  
 not unreasonable for the sample to contain more women than  
 men with a split of roughly 70% women, 30% men. 



Making Local Food Work is a five-year £10 million programme funded by 
the National Lottery through the Big Lottery Fund. It helps people to take 
ownership of their food and where it comes from by supporting a range of 
community food enterprises across England. Community food enterprises 
are businesses run by communities for their benefit, which are involved in 
at least one part of growing, harvesting, processing, distributing, selling or 
serving local food. Examples include farmers’ markets, community-owned 
shops, community-supported agriculture, country markets, food co-
operatives and many others. www.makinglocalfoodwork.co.uk 

The Big Lottery Fund’s Changing Spaces programme was launched in 
November 2005 to help communities enjoy and improve their local 
environments. The programme is funding a range of activities from local 
food schemes and farmers’ markets, to education projects teaching 
people about the environment. Full details of the work of the Big 
Lottery Fund, its programmes and awards are available on its website:                                   
www.biglotteryfund.org.uk

CPRE fights for a better future for England’s unique, essential and precious 
countryside. From giving parish councils expert advice on planning issues 
to influencing national and European policies, we work to protect and 
enhance the countryside. We believe a beautiful, thriving countryside is 
important for everyone, no matter where they live. Nationally, we don’t own 
land or represent any special interests. Our members are united in their 
love for England’s landscapes and rural communities, and stand up for 
the countryside, so it can continue to sustain, enchant and inspire future 
generations. 
We aim to:
• Influence land use in town and country for people and nature
• Protect and enhance beauty, tranquillity and local distinctiveness
• Increase and harness public and political support for the countryside.

Campaign to Protect Rural England 
5-11 Lavington Street, London SE1 0NZ 
Tel: 020 7981 2800  Fax: 020 7981 2899 
info@cpre.org.uk  www.cpre.org.uk

CPRE is a company limited by guarantee, registered in England, number 4302973.
Registered charity number: 1089685.
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