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Key questions  

• Does Bristol need a local food brand of some sort? 

• Should this just focus on locality/provenance or include the way food is 

produced, in line with the values of the Bristol Good Food charter? 

• Could we consider a two-tier approach that covers both the urban and 

rural areas? 

• Is it really feasible to develop a local food brand and not consider 

logistics? Maybe a larger initiative combining both is required eg a 

campaign or a local supply chain/food hub initiative? 
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Concept diagram by Mike Merilie, Whisk (based on discussions) 

 

 
 

1. What are we trying to achieve? 
 

1.1 Overarching purpose & links to Bristol Good Food plan:  

The idea of an Eat Bristol brand is to create a mechanism to help increase the 

market for local produce. The brand could help increase visibility and awareness 

of local food. Food grown, raised and processed in and around Bristol could be 

clearly identified, and the brand underpinned by transparent criteria based on 

the Good Food Charter. There are two important angles that link to the Bristol 

Good Food Plan to consider in this brand discussion.  

• How to increase the amount of food grown, processed and sold within 

Bristol 
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• How to increase the volume of staple foods from the city region sold into 

Bristol  

 

  
 

 

1.2 Bristol Good Food Charter principles 

It is also important to consider the Good Food Charter, from which the Bristol 

Food Plan flows. The charter explains what is meant by good food. ‘Good food is 

vital to the quality of people’s lives in Bristol. As well as being tasty, healthy and 

affordable, the food we eat should be good for nature, good for workers, good for 

local businesses and good for animal welfare.’  At the moment there is no specific 

mechanism for how ‘Good Food’ can be identified or good food supply chains 

developed. An Eat Bristol brand could potentially contribute to and compliment 

work on developing more local supply networks.  

 

 

2. How does an Eat Bristol brand fit in with current local food 

supply? 
 

2.1 Potential food production within Bristol  

The ‘Who Feeds Bristol’ report identified that if all available allotments were 

used to their optimum, some 4-5% of fresh fruit & vegetables could be supplied 

to the city; and if all available land in the city (approximately 2000 hectares) was 

used for horticulture, up to 15% of the city’s annual requirement (by volume) of 

fruit and vegetable could be produced. There is no available data on how much 

food is currently produced in the city. 

 

2.1.1 Allotments and community gardens – role of a brand 

There are 3800 allotment plots with over 60 active allotment associations and 

some 40-50 community food growing initiatives. For the ‘grow-your-own’ scale, 

an Eat Bristol brand could help support and increase the number of very small-

scale growers and processors within Bristol. A linked marketing plan could also 

explore the business case for market stalls - modeled on the Country Markets 

template - to support the added value that honest processing brings to fresh 

produce and raw ingredients, and to inspire and educate more people to grow 

more for themselves, and to cook from scratch with seasonal produce. 
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Challenges: 

• The volumes of surplus at this scale of food production are very low.  Very 

few individuals or groups have any spare produce to consistently sell over 

any length of time.  

• Chefs are interested to use Bristol-grown produce but need consistent 

supply. 

• This angle is nevertheless an important one to consider because an Eat 

Bristol brand could also act as a driver to encourage more community 

level food growing, seasonal preserving and cooking from scratch around 

the city. 

2.1.2	Market	garden	or	small-holder	scale	–	role	of	a	brand	

Currently, there are very few market garden-scale initiatives producing 

vegetables and salads commercially within the city: Severn Project and its three 

sites; Sims Hill Shared Harvest and its greenhouse production on the Feed Bristol 

site; Greens Market Garden in Hartcliffe. Of these only Severn Project is 

producing any significant volumes. Bristol has four city farms, all of which are 

involved in some level of small-scale food production. The City Council owns 

smallholdings and tenant farms which are leased out. There are at least two 

other farms within the city boundary that produce food – Elm Tree Farm (27 

acres) that sell at the Corn St Farmers Market and Cherry Tree Farm in Coombe 

Dingle (30 acres – current food production unknown). As above, an Eat Bristol 

brand could be valuable in identifying Bristol grown produce both to the chefs 

and the public. It could also act as a driver for encouraging more urban food 

production at a market garden-scale.  

 

Challenges: 

• Current lack of any significant food production to generate sales, brand or 

no brand 

• The need to increase the number of operational market gardens 

• Commercial viability of such enterprises 

• Availability of skills and know-how 

• Lack of a food production strategy and growers network 

 

 

2.2.	Staple	foods	from	the	region	supplied	into	Bristol	–	role	of	a	brand	

Analysis of available data on local food supply in the four West of England 

unitary authority public food registers, local food directories and local food 

websites suggests that across the city region only 3% of registered food 

businesses are specifically known to supply food from the local region.  At least 

40% of the independent bakers, 30% of the independent butchers and 7% of 

fishmongers are specifically noted for sourcing locally. The 39 farmers markets 

across the region provide regular trade for somewhere between 350-700 food & 

drink businesses.  Somerset Local Food Direct provides a bespoke home delivery 

service providing the distribution and retail service to some 60 Somerset food 

and drink producers. In season, some regionally produced fruit and vegetables 

are traded through the St Philips wholesale market. There are 9 Soil Association-

licenced organic fruit & vegetable box schemes, 6 of which also supply meat and 
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other products. The majority of these companies reported that they provide 70-

80% of produce in their boxes from their own farms or from a local growers 

group and the rest is imported due to the UK shorter growing season. Results of 

an on-line survey to farmers, publicised through the NFU regional office, 

indicated that there is fairly strong interest from larger scale primary producers 

to supply direct into Bristol, particularly meat, poultry and dairy.  

In the case of regional staples, an Eat Bristol brand could be valuable in 

identifying food grown, raised or processed in region surrounding the city, of 

interest to both chefs and the public; and also potentially of interest to public 

sector caterers. A brand could also act as a driver for encouraging increased 

supply of staples into the city. 

 

Challenges 

• The Who Feeds Bristol report shows that the market routes for staples 

from the region supplied into the city are hard to identify.   

• Promotion of ‘local’, transport and distribution, limited supply capacity 

for smaller scale businesses, and lack of a distribution point (hub) were 

some of the challenges identified in Who Feeds Bristol survey work.  

• Overall the research findings suggest that the main barriers to increased 

direct supply of locally produced food are practical distribution logistics 

and consumer support rather than a lack of supply. (Section 8, Who Feeds 

Bristol)	

	

	

	

3.	How	does	an	Eat Bristol brand fit with other existing brands 

and initiatives? 
 

3.1 The two catering accreditations to consider are: 

• Food For Life Catering Mark  (www.soilassociation.org/cateringmark). A 

Soil Association accreditation scheme for catering organisations that want 

to showcase commitment to serving ethical, healthy food.  It offers 

customers a unique guarantee that items on menu are freshly prepared, 

free from undesirable additives and better for animal welfare. The 

Catering Mark offers three tiers: bronze, silver and gold, which help 

caterers to make step-by step progress towards using more local, 

fairtrade, free range and organic ingredients. Food carrying an Eat Bristol 

brand could potentially help caterers to identify locally sourced 

ingredients. 

• Sustainable Restaurant Association (http://www.thesra.org/). SRA offer a 

sustainability rating for restaurants focusing on 14 areas, within 3 areas; 

sourcing, environment and society, to achieve a 1 – 3 star rating and 

listing on their on-line directory. As above, food carrying an Eat Bristol 

brand could potentially help caterers to identify locally sourced 

ingredients. 

 

3.2 Other Bristol logos, brands and campaigns to consider 

• Bristol Good Food Charter promoted by Bristol Food Policy Council and 
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from which flows a resilient food plan 

http://bristolfoodpolicycouncil.org/ 

• Good Bristol website and a campaign led by Green Capital: Includes a 

‘Guide to Good Living’ http://goodbristol.com/type/food/ 

• Bristol Pound: focus is on business to business networking and short 

supply chains to support the local economy; there is a strong interest 

from food-related businesses. 

http://bristolpound.org/directory?keyword=food&tradercatid= 

• The Mayor's proposed 'Made in Bristol' brand: This has already been 

developed for pop-up shops and markets; is all art/craft/maker, no food 

http://madeinbristol.blogspot.co.uk 

• Good Food Awards (nothing to do with the Bristol Good Food charter): this 

is the most confusable brand - give out stickers and the use of logos online 

to their winners: http://www.bristolgoodfood.co.uk 

• The Bristol Shop - doesn't include food http://www.thebristolshop.co.uk 

 

4. Work to date on an Eat Bristol brand 
 

The discussion on the pros and cons of an ‘Eat Bristol’ brand have taken place at 

three meetings (15th Nov 2012, 31st Jan 2013, 12th March 2013). There have been 

additional meetings with various members of the Bristol Pound team. To take 

the ideas any further a wider consultation will be required. 

 

4.1 Stakeholder interests in and concerns about developing a brand for 

locally produced food 

 

4.1.1 Bristol Growers 

• HEAGG would like to get a cash crop (income stream) from the market 

garden (currently grant funded). 

• Severn project have three large growing sites, commercial sales into 

restaurants and are looking for more markets. 

• Overall, there is very little commercial scale production and therefore 

very little Bristol-grown produce to brand. 

 

4.1.2 Chefs 

• We want more restaurants to achieve local sourcing but it is very hard to 

find local supply  

• Lack of distribution and infrastructure make it even harder  

• Restaurants are making locally grown claims without real integrity – so 

need to develop a trusted brand. 

• Community cafes may be interested. What about top end restaurants eg. 

Bordeaux Quay? 

• Would sourcing and provenance claims of an Eat Bristol brand be in 

competition with FFLP Catering Mark / Sustainable Restaurant 

Association? 

• Would it actually be valuable for restaurants to have local sourcing 
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credibility and could they pass any extra costs onto customers?   

• Caterers need ‘easy to buy’ food grown in and around Bristol; food of an 

assured provenance; kitchen staples and seasonal specialities; consistent 

quality and easy to access through existing supply chains.  

• Urban produced and regional differentiation are both points of interest 

and value 

 

4.1.3 Retailers (no retailers have yet taken part in this discussion) 

• We want more independent food retailers to sell locally sourced items but 

it is very hard for them to find local supply (Who Feeds Bristol report). 

 

 

4.2 Issues to consider 

 

4.2.1 What could a local food brand achieve? 

• A food-labelling scheme that identifies provenance and ideally also 

indicates that the food is produced in a way that is in line with the 

principles of the Good Food charter. 

• Process of developing a local brand is a good way to raise public 

awareness of what local food is available. 

• Good way to engage restaurants in the process of sourcing local food and 

providing healthy eating options for children and families. 

• Encourage more people to get back to basics - healthy cooking, seasonal 

ingredients – brand can help to support this. 

• It could be backed up by a campaign to increase urban food production 

and regional supply of staples to help scale up supply and demand. 

• How could a joined up sustainable brand be developed in broadest sense 

for retail and catering that could bring together the ‘Bristol Good Food’ 

charter brand with the ‘Eat Bristol’ idea eg. Local Food Plus (Toronto 

accreditation system based on a mixture of local and sustainable food, 

providing labelling and distribution into the city)  

 

4.2.2 Effectiveness 

• There are so many different labelling schemes, it will only be of value if 

everyone uses it. 

• The brand needs recognition & credibility; it is not just about a logo.  

• A brand would need to be accessible, not elitist i.e. to be based on clear 

criteria that everyone understands.  

• Need to avoid developing something that competes with, or confuses 

existing catering accreditation schemes.   

• Ways suggested to avoid this are to keep the criteria simple and focussed; 

possibly just focus on provenance and to have clear process and objectives 

that support supply and demand of local and sustainable food produce in 

and around Bristol.     

 

4.2.3 Audience 

• There are two very different producer audiences – community food 

growers and commercial scale producers.   
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• Need to define the boundaries. Most market gardens are outside of the 

city boundary.  

• Restaurants and retailers need to be engaged to use and promote it. 

• We need to have good contacts with the producers, and sufficient 

available local produce to develop this further. 

 

4.2.4 Boundaries 

• Bristol Pound farm link initiative covers 50 miles of Bristol (same area 

identified in ‘Who Feeds Bristol’ report as defining the wider city region – 

effectively the West of England region). 

• A two tier system would be needed – Bristol’s immediate region (urban), 

and the wider region (rural). 

• Need to identify what is already being produced in the city. 

 

4.2.5 Distribution & logistics 

• There are lots of different layers to this work eg. Brand development; 

website; production; distribution.  

• It may not be enough to just have a brand. It has to be underpinned by 

efficient distribution and perhaps a food hub.  

• Developing a food hub and logistical network could/should be the focus. 

• The brand could be attached to a depot & online directory (eg 

FoodTrade). 

• The logistical distribution network will need attention; there are various 

conversations going on in the city - more connections between these are 

needed.  

 

4.2.6 Other comments   

• We have not yet found a good example of a city wide brand to help us. 

• Could/should ‘Bristol Good Food’ be the overall brand rather than ‘Eat 

Bristol’? 

• Given limited time and resource should we start just with a focus on 

Bristol produce and a pilot branded market stall? 

• The campaigning side of an Eat Bristol brand is important and will need 

resources. 

 

 

 

5. Findings of the Eat Bristol working groups: Criteria, 

Provenance, Produce, People, Research 
Following the second meeting, it was agreed to form smaller work groups to 

explore specific issues in more detail and report back. 

 

5.1 Values/criteria – what are the options? (Kristin Sponsler, Tamarind Falk) 

This work group looked at different local food schemes with regard to 

operations. Many local food labeling schemes are low cost and have very broad 

principles which people sign up to. Therefore we should consider whether the 

Bristol Good Food Charter has the principles that could be used for a brand. This 
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needs to be discussed and agreed with the Food Policy Council. (See analysis of 

criteria in appendix 3, separate document) 

 

5.1.1 The Bristol Good Food Charter  

• Good Food is tasty, healthy and affordable;  

• Good Food is good for Nature,  

• Good for workers, local businesses and animal welfare  

• Good Food is fresh, seasonal and local;   

• Good Food is good for people and communities 

5.2 Provenance – how to define meaningful boundaries?  (Misty Tunks, 

Shannon Smith & Mike Merelie) 

 

5.2.1 Some assumptions 

• There is no obvious, non-contentious definition for local food (if there 

was we’d use it!) 

• The geography of Eat Bristol needs to be easily understood by customers, 

chefs, retailers and restaurateurs (avoiding terms like bioregion) 

• There is value in two-tier system that defines food ‘grown in the city’ and 

‘grown next to the city’ (dark blue and light blue) 

 

5.2.2 Defining boundaries – 3 main options 

 

i) Radius: How far? 10 miles? 30 miles? 50 miles? From where? BS1? The 

Hippodrome? The Soil Association office? City Hall? Expressed in miles (too old-

school for some) or kilometres (too new-fangled for others). Would customers 

be able to visualise this?  

 
 

 

ii) Isochrones/iso-distances: How far can a delivery van or bike or courier or 

wheelbarrow go in 30 minutes? 60 minutes? What does 10miles, 30 miles or 50 

miles over the road network look like? Would this be any easier to visualise than 

a radius?  
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iii) Administrative boundaries  

Postcode areas, districts and sectors? Census boundaries? County and city 

boundaries? Which make most sense? Is there a sensible cluster of admin 

boundaries that defines a realistic area for Eat Bristol? The city and its 

neighbouring counties, perhaps? 

 

 
 

 

5.2.3 Suggested boundaries  

City and county boundaries are understood by most people (those that pay 

council tax or business rates!). These boundaries are permeable (commuting to 

and from, visitors travelling through) and similar in area to a 30 (hopefully) 

agriculturally ‘meaningful’.  A 50 mile radius boundary roughly coincides with 

the West of England – all of Gloucestershire, Somerset and Wiltshire. 

 

5.2.4 Important boundary issues to resolve 

• Bath has active organisations of local growers with political sensitivities – 

need to talk to them quickly if this will affect their produce sales in 

Bristol. 

• £B farmlinks – using a 50 mile radius boundary that equates to the old 

administrative boundaries. 

• Distance vs place?  A brand needs a sense of place. 

 

5.3 Produce – sources of information on producers and produce 

The Who Feeds Bristol research collated information on producers. The Bristol 

Pound team is building up lists of producers. Previous work funded through SW 

Food and Drink included producer databases. The various Local Authority public 

food registers list food businesses in the West of England. In short there are 

various sources of information but no single website.  

George Freeman of Tangled Roots is developing a website with the aim of 

tracking produce from source through the supply chain to the end sales outlet.  
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Agrantec are also developing a website that tracts meat products from farm to 

fork. http://agrantec.com/ (Attended the Eat Drink Bristol Fashion event on 13th 

May.) FoodTrade is developing databases and website that will highlight location 

of food producers and foster networking links between food businesses in 

shared localities. http://www.foodtrade.com/ (Attended the Eat Drink Bristol 

Fashion event on 13th May.) 

 

5.4 People – who else should be engaged in this discussion? 

Without resources this idea cannot be developed any further. Given that there 

are several initiatives in the city that might be interested in the idea of an Eat 

Bristol or Bristol Good Food brand, more discussion is needed with a wider 

group.  

• Bristol Food Policy Council – need to discuss their endorsement of ‘Good 

Food’ being used as part of a brand based on the Good Food Charter - next 

meeting on 3 July (KS raising this issue; Supported by TA?). 

• Gus Hoyt, Mayoral Cabinet Member with food in his portfolio. Mayoral 

Food Conversations due to happen May 20/21.   

• Eat Drink Bristol Fashion, May 13th ‘Sustainable Food Summit’ aimed at 

chefs and caterers to get them thinking about the practicalities of 

sustainability food sourcing. 

• Bristol Green Capital - promoting a Good Living brand; ‘Live Local’ 

collaboration discussions 4th June  

• Happy City initiative - Liz Zeidler (also Vice Chair, Green Capital) is keen to 

help develop more joined up cooperation  

• Producers – how best to proceed? A consultation will be needed.  Possible 

article on ‘Eat Bristol’ or ‘Bristol Good Food’ brand in next Bristol Food 

Network newsletter?  (ACTION  KS and JS ?)  

• Caterers - Can we work with caterers who already source local 

ingredients?  

 

5.5 Research  - who can we learn from? (Traci Lewis, Joy Carey, Tamarind 

Falk, Kristin Sponsler) 

There are some other local provenance schemes that might help shed light on 

what would work well for Bristol. (See also appendix 2 &  

• Levels Best http://www.levelsbest.co.uk/ 

• Local to Ludlow http://www.localtoludlow.org.uk/  J 

• New Forest   www.newforestproduce.co.uk/index/about-the-marque   

• Various local ‘made in’ schemes(see appendix 1)  

• Eat Somerset project, http://www.sustainweb.org/eatsomerset/  

• Another geographical branding scheme http://www.levelsbest.co.uk/ 

• And this is also quite nice! http://www.dorsetfamousfive.co.uk/ 
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5.6 Learning from research (Joy) 

 

5.6.1 StroudCo  - social enterprise using on-line ordering   (similar to Mike’s 

diagram) – could help to inform a city wide distribution and marketing system, 

software available to use (http://www.stroudco.org.uk/; Youtube film 

http://www.youtube.com/watch?v=AJyYH8OJoww and webpage link to full 

StroudCo review, August 2012) 

 

5.6.2 Local to Ludlow  - A brand with a campaign focus aimed at eating out 

venues, B&B’s, markets and retailers; focus is on provenance within a radius of 

30 miles; no wider sustainability criteria; based on a website; organisation also 

runs cooking and growing projects, farm open days; received an initial start-up 

grant, now runs with voluntary administration. (See appendix) 

 

5.6.3 Growing Communities – their approach is part of a much wider food 

production and distribution enterprise than just a brand and might well be 

something we want to look at re wider plans for urban food production in Bristol 

and making links with farms in the hinterland. 

http://www.growingcommunities.org/about-us/key-principles/ 

http://www.growingcommunities.org/start-ups/what-is-gc/our-key-principles/ 

 

5.6.4 Spin farming - the spin farming approach is quite interesting though there 

is no mention of a principles-based brand on this website 

http://www.spinfarming.com/whatsSpin/ 

 

5.6.5 Shop stickers - There have been all sorts of local food brand initiatives 

over the last 15 yrs or so but a principles-based urban grown food brand is 

relatively new. Using stickers in shops to identify the availability of local produce 

has been tried in various places including Lewes. 

http://www.transitiontownlewes.org/lfb.html 

 

5.6.6 Direct from Dorset is a brand which highlights products made using raw 

materials directly linked to the soil of Dorset. Producers who meet the criteria 

can join as Full Members and display the distinctive Direct from Dorset logo on 

their products. Hotels, restaurants, shops, galleries, pubs – in fact anyone who 

sells or serves a range of Direct from Dorset accredited products are also eligible 

to join as Associate Members and can display the logo too. This means that 

customers can easily identify businesses where they can enjoy local foods and 

local products. 

 

5.6.7 Levels Best - The Levels’ Best is a Community Interest Company which is 

governed by its own Charter (Download Charter) covering 114 parishes 

(download map) across approximately 260 sq. miles. It manages a website and 

The Levels Food and Drink Business Network for the mutual benefit of 

producers, consumers, conservation, local food & drink and tourism industries 

across the Somerset Levels and Moors as well as businesses further a field 

directly associated with Levels’ Best. It uses a logo. http://www.levelsbest.co.uk/ 
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5.7 What form might a brand for Bristol take? 

From the research, it is clear that initiatives are not limited to just a brand, but 

there are always accompanying activities to promote and make best use of the 

brand. There are broadly three tools used.  

 

i) A label on food products – eg Levels Best or Made in Kent  

 
 

ii) A membership website showing what produce is available from where and  

offering some kind of ‘where to buy’ directory eg Made in Kent, Direct from 

Dorset 

 

iii) A label for retailers and eating out places including B&B’s, and a 

requirement on them to make clear where they source their food products – eg 

Local to Ludlow. 

 

 

6. Where next 
Various discussions have steered towards the following points and options and 

areas needing further investigation or discussion. 

 

6 .1 Key points arising from discussion over three meetings 

• A 2-tier Bristol branding, with a deep (Bristol) blue for produce from 

within the city boundaries, and a pale blue for hinterland suppliers 

(which could cover the fringes of the city, or the whole of the West of 

England area, or a 50 mile radius). 

• As yet unresolved about the pros and cons of either an Eat Bristol brand 

(perhaps just focused on provenance) or a Bristol Good Food brand 

(which combines provenance with the Good Food values of the charter – 

but see point in 6.5 about making the local angle very clear). If a brand is 

to be developed it will be very important to find the right wording. 

• An Eat Bristol brand could allow small-scale inner city producers to pool 

their produce together into more saleable quantities, all with the 

reassurance that it's been Bristol-grown. This could be via market stalls, 

or via a hub of some sort (we need more info about the proposed hub at 

Creative Commons). 

• A wider focussed brand like Bristol Good Food could become a trusted 

label which shoppers would know guaranteed that produce or sourcing 

was genuinely local, and guaranteed good animal welfare, and fair 

conditions for workers involved. 

• It could be a sign-up scheme for producers, restaurants, caterers and 

shops, who would have to make various self-declarations against 



Joy Carey on behalf of the Bristol Food Network ‘Eat Bristol’ working group 

 

sustainability criteria determined by the Good Food Charter. These 

declarations would be published via a website, and left open to public 

comment (via a moderator). It could be a points-based system whereby 

businesses signing-up would have to score a certain amount across a 

variety of criteria, or at the other extreme it could be like the Sustainable 

Restaurants Association, where restaurants just have to promise to be 

moving in a positive direction. 

 

6.2 Linking with the Bristol Good Food charter 

Is the Food Policy Council happy to support the exploration of using the Bristol 

Good Food charter to underpin a local food brand in some way? Would it be 

possible to work with the Bristol Pound Farmlink initiative as well, as a way to 

help "brand" businesses who wish to sign up to some sort of local sustainable 

food principles?  This would need to be developed into a properly resourced 

initiative. 

 

 

6.3 Linking up with other brands – needs further discussion 

• An Eat Bristol or Bristol Good Food logo could badge companies or 

producers who've signed-up to the Bristol Pound. 

• An Eat Bristol or Bristol Good Food logo could be added to participating 

businesses within the Guide to Good Living food pages. 

• The most confusable brand is the Good Food awards. They could be asked 

to tighten up their criteria on line with the Good Food charter and thus 

help to underpin an Eat Bristol or Bristol Good Food brand.  

"Live Local: A call for collaboration on food, independent traders and 

associated marketing" June 4th 

This is a meeting called by Green Capital to discuss collaboration between the 

various brilliant local initiatives such as Bristol £, Local Independents, Good 

Bristol, Visit Bristol and other 'made in Bristol' initiatives. How can we do more, 

what projects might we work on together, how might we ensure that there is 

greater understanding of the various brands so that we can broaden the appeal 

more widely?  The meeting is an initial discussion to explore  ideas, with a 

view to presenting back to George/Zoe as part of the Green Capital delivery 

plan. It will be important to have representation of the Eat Bristol discussion at 

this meeting. 

 

6.4 Bristol Pound ‘Farmlink’ initiative and a local food brand 

The Bristol Pound team are interested and keen to be partners in a properly 

resourced project to develop a brand (and most likely, look into distribution 

issues) if that were to be agreed as a way forward, but they are not expecting to 

build such an initiative into the current farm link plans. They would be keen to 

be partners in a local brand project but not necessarily want to lead such an 

initiative. For now the focus of Farm Link is to identify and sign up more primary 

producers and provide business to business networking opportunities. This can 
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work in parallel to any development of a brand to identify food that is produced 

locally/regionally. 

 

‘Our aims are to support the development of a local food system that provides 

fresh, local food to all sectors of people in and around the city. We see that our 

Farmlink programme can actively facilitate relationships between primary 

producers in the city region (50 miles) and Bristol pound businesses that are 

looking to source local produce. These include cafes, restaurants that are already 

members, local buying groups that we are looking to bring into existence, and, 

large scale procurement through local councils and NHS providers. We know 

that primary producers welcome help in selling into the city and that Bristol 

Pound is well placed to ‘match-make’ between primary producers and the food 

retail sector. 

 

We recognise that a local brand of some sort might facilitate our overall aims in 

the development of a local food system, by providing a system of trust, 

associated with spending according to values, and would be willing to develop a 

partnership with a local branding initiative providing that: 

• Such branding headlined the concept of ‘local’ (or Bristol)  – this should 

not be a subtext as in the Good Food brand 

• Such branding was conceived as a major campaign, properly funded, in 

partnership with the City Council, and of which the Bristol Pound 

Farmlink initiative was an integral part with its own dedicated funding 

stream.   

We would not require that all those using the local brand were members of the 

Bristol Pound. The Farmlink initiative can attract businesses on its own merit. 

We recognise that a local food brand would also need some ethical guidelines 

about methods of food production and would be willing to consider ideas such as 

‘good for nature’, ‘good for workers’, ‘good for animal welfare’ etc that are 

currently part of the Good Food concept. We agreed that these would not be 

formulated in a strict, detailed legal sense as in the ‘Organic’ brand, but would be 

worked up as a more open positive affirmation, whereby only notoriously 

abusive businesses would likely be excluded. We will consider putting these 

boundaries to our members at a general meeting when they have been worked 

up into a coherent overall proposal focussed on the local brand and Farmlink 

partnership. 

We are cautious about proposals to schematise distribution systems between 

primary producers and retailers at the outset of this process, recognising the 

minimal margins available, especially in the veg sector, and favouring the 

evolution of distribution systems as our members and others work out the most 

efficient relationships.’  

(These draft notes by Chris Sunderland.) 
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6.5. Next steps, Autumn 2013 

 

6.5.1 Farmlink and the Good Food Charter 

Discussions are in progress with Farmlink to explore a way of building the Good 

Food Charter into that scheme. Work needs to be done on wording of the charter 

to fit with the Farmlink ‘offer’; potentially it enables primary food producers who 

sign up to Farmlink to say more about how they help to supply Good Food. 

A focus group will be planned to help move this discussion on, based on some 

pilot work undertaken in September 2013; organized jointly by Bristol Pound 

and Bristol Food Network. 

 

6.5.2 Ongoing discussion about a local food hub/brand 

This report sets out the issues that need to be taken on board so will provide the 

basis to ongoing discussions in Bristol that are happening amongst various 

different players.  

 

 

 

 

 

7. Appendices 
 
Appendix 1 - More detail on Local to Ludlow 

 
 

What is Local to Ludlow? 

• The ‘Local to Ludlow’ campaign promotes the sale and consumption of food and 

drink produced within 30 miles of Ludlow.  

• The ‘Local to Ludlow’ definition of ‘local’ is food or drink that is grown, reared, 

caught, brewed, smoked or processed within 30 miles of Ludlow. 

• ‘Local to Ludlow’ is also trademarked logo/brand 

 

What does Local to Ludlow offer? 

• Website: www.localtoludlow.org lists producers, shops and B&B providers who 

sell or use local food and drink.  

• Eating Out: Local to Ludlow offers listings and use of the trademarked logo to 

qualifying restaurants and other establishments that offer lunchtime and/or 

evening meals. If accepted, businesses are also specially identified in a Chamber 

of Commerce guide.  

• Ludlow Local Produce Market: A large, twice-monthly farmers' market selling a 

wide range of everyday and specialist food and drink produced within 30 miles 

of Ludlow. Producers have to satisfy the criteria set out in the market rules and 

are encouraged to use the Local to Ludlow logo. 

• Growing and cooking: Local to Ludlow runs 2 projects working with schools and 

local communities 

• Farm open days: On three days in July local artisan producers of food and drink 

in the beautiful countryside in and around Ludlow open their doors to the public 
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as part of the new Local to Ludlow Open Days. This event includes cycle tours, 

guided tours and mini-bus tours 

 

Application for eating out venues 

1. List what local produce you regularly use, with its provenance i.e. where it is 

actually grown, reared or otherwise produced, not where you buy it. 

2. Please give us examples of typical dishes from your menu that contain local 

produce as a main ingredient. We would expect examples of starters, main 

courses, puddings and drinks. 

3. Tell us how you promote and highlight your use of local produce e.g. by stating 

provenance on the menu, staff knowledge, putting on special events etc.  

 

Appendix 2 – Other local food branding schemes (f3 local food consultants) 

(See separate document on other local food branding schemes) 

 

Appendix 3 – Criteria of other branding schemes (Tamarind Falk) 

(See separate document on other schemes criteria) 

 

Appendix 4 – Photo reports from 13th May Sustainable Food Summit discussions 

(See separate document – interest in web-based information on where to buy local and 

some kind of brand that will help increase local supply and make it more visible.) 

 

Appendix 5 – Draft business plan template, not yet completed 

 

Appendix 6 – Proposal for a Bristol Good Food brand – ideas that emerged as a 

result of this report, for further consultation 


