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Executive Summary

In recent yeurs there has beenh a renewed interest and
a sighificant growth in dlternatives to the conventional
food supply chdin which dllow primary producers und
cohsumers to connect in hew and more direct ways via
outlets such us furmers’ markets, online sales, restaurant
sdles, specidlist retdilers, etc. This study involved both
desk reseurch und intensive interviews with a sample

of fiffeen farm households who dre involved o varying
degrees in short food supply chdin activity. The results
of this reseurch add to the emerging knowledye buse
on this fast-growiny sector of the food industry and
rurdl lundscupe und more specificully, sugyest how

the sector might be encouraged and facilituted to
grow und develop further. Although the experiences of
partficipants in this study have been mixed and there
remain significant challenges and barriers to short

food supply chain (SFSC) activity, dll plan to continue
operating in this sector of the food industry.

The key learning points to have emerged from this
study include:

® Unless it is to remain at u relatively simple level, with
limited potential for growth, SFSC activity appears
to require the ihputs (i.e. the skills and the labour)
of more than one member of the farm household.
It also appedars that at leust one member of the
farm households embarking on this kind of activity
will usudlly have significant off-furm work und life
experience, or un entrepreneurial background or
educuation yudlifications outside of agriculture and
farming.

@ Individuul farm households can improve the
vidability and sustainability of their farm businesses by
operuting at widely different scules within this sector,
from those who will scdle up and sell predominately
intfo proximute und/or extended chuains, to the
greater number who will consciously continue
to operate aut a more small-scale level, typically
with @ high level of confrol and with a business
model which is suited to their way of life and to the
cupucities of the farm holding and farm household.

@ There is potential for this kind of activity throughout
the country, but proximity or otherwise to population
centres and/or u receptive consumer buse uppear
to impuct strongly on how and in what way the
business evolves.

® The typical farm household which embarks on this
journey seems to ussemble und jugyle d large range
of outlets for their products, with a mdajority selling
info three or more. There was a strong awareness of
the need to spreud risk und to remuin flexible and
alert to shifts in consumer demand und behaviour
and to trends in the wider food industry.

® Each type of outlet hus its benefits and its
drawbucks and every farm household embarking
oh SFSC uctivity assembles a mix of outlets which
‘works’ for them and their operation. The fuctors
which gppeur to determine the most suitable mMmix
for each household include the location of the
farm, the type of produce, the lubour avdiluble
to the enterprise, the personal preferences of
the household with regard to selling, the level of
umbition for the enterprise und the yeneral market
conditions. Fuce-to-fuce SFSCs und proximute
SFSCs are the cuteyories which appedar to have
the greutest fraction with the farm households
which took part in this study, with the most popular
outlets being farmers” markets and locul/regional
restaurants. The more direct, face-to-face medns of
ehguaging with consumers — farmers markets, farm
shops und farm-gute sules — seem to be holdihy
up compuratively better in the current economic
environment und u level of control, agenhcy und
cush-flow clearly remains with the producer. The
retdil and restaurant trades are perhaps the most
problematic and risky in the current economic
environment and the larger retdil operations und
chdins do hot uppedr u suituble outlet for most
smuall-scule producers. On the other hand, more
locul and/or specidlity shops uppedr U better
and more lonyg-term *fit’ for the kind of businesses
involved in this study.

® The perceived over-regulution of the food sector
emerged us the issue which most exercised
pdrticipunts in this reseurch and was identified us
the single bigyest buarrier to the further development
of the sector. Other difficulties associuted with
operating in this sector of the food industry include
whdat is genherdlly seen us the limited food culture,
the price-driven nature of the market in the current
ecohomic environment, the rising costs of inputs and
the time commitment reqyuired.
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® The experience of participunts in this research of
the Rurul Development Programme (RDP) hus been
broadly positive and it has, through a range of
hard and soft supports, enubled development and
improved performance in many of the businesses
studied. Although there wads some yuestioning of the
level of bureaucracy and restrictions surrounding the
grunt application process und of the relevance of
the programme to some very small-scale enterprises,
the locul compunies which deliver the RDP remain
the most appropriate channels through which the
majority of rural-based small-scule food enterprises
cun cohtinue to be developed and supported.

® Any future rural development initiatives such as the
Rural Development Programme will continue to huve
d key role to play in encouraging und supporting
the further development of this sector of the food
industry. Activity and supfport should focus on three
key ureus;

— Work with individual farm households,
including: pre-commercial animation work;
funding of participdtion in relevant external
educdtion programmes (in hutrition, speciality
food production, orgunic growiny, etc.); provision
of ‘short und sharp’ training programmes tailored
to specific locul need; provision of grant support
for promising cupital projects where such funding
is redlly hecessary and ut a scale appropriate
to the heeds and umbitions of the individuadl
business; und continued work with small-scale
food entrepreneurs who may hever ‘scule-up’

Cr)
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or require intensive cupital support but who
contribute to overdll rurdl sustainability and a
vibrant local economy.

Work with groups of farm households, including:
orgunising und fucilituting networking events,
discussion groups, furm visits, sociul mediu, etc.
for regionul groupinys of food entrepreneurs;
supporting the development of cooperative
efforts such us producers groups; und providing
linkages between farm households where there
mauy be potentidl for collaboration.

Otherwise supporting the development of

the local/artisanal food sector, by: orgunising
activities and events which promote the
locul/artisanal food sector such us cookery
demonstrations, food truils, food festivals, talks
and conferences, themed events; supporting the
growth and development of farmers’ markets
and country markets and small-scale or specialist
food retdilers, including farm shops; supporting
food-related tourism initiatives such as food trdils,
cookery schools, links with restaurants, farm-bused
accommoddation, efc.; and using the credibility
guined from lengthy experience in this sector to
advocute for further hecessary changes which
dare outside the scope of the Rural Development
Programme, such ds a review of the regulatory
framework for smuall-scule food producers or un
appruisal of the attention given to this kind of
activity within mainstream agriculturdl training
programmes.




1. Buckyground und Context
for the Study

This discussion puper wus commissioned by the National
Rural Network to explore the issue of short food supply
chuins and to inform future policies in this areq,

1.1 Introduction

In recent years there hus been d renewed interest and
u significant growth in alternatives to the conventional
food supply chain which dllow primary producers and
cohsumers fo connect in hew und more direct ways.
This study udds to the emeryging knowledye buse on
this fast-growinyg sector of the food industry and rurdl
landscupe und more specificdlly, examines how the
sector might be encouraged and facilitated to grow
und develop further.

1.2 Overall Context for the Emergence
of Short Food Supply Chains

The Irish ayri-food sector is u key component of the
nationul economy, accounting for over 6.3% of gross
udded vdalue, ulmost 10% of exports, und approximately
10% of employment! (Teagusc, 2012)2. The sector is

ulso uhiyuely geogruphicdlly dispersed, of purticular
importance in more rural and peripheral uredus and
increusingly seen as playing a centrdl role in overdll
ecohomic recovery und development into the future.
Irelund has, of course, a small domestic food murket
und u somewhut limited food culture (Fonte, 2008;
Tovey, 2008) with u relatively smuall proportion of income
typicully spent on food?. The smull proportion of income
spent on food combined with high production levels

in key agricultural commodities meun thut Ireland

has largely pursued un intensive und export-oriented
model of uygriculture in the last half century?. In line with
internationul developments, there has also been un
auccompunying trend fowards greuter consolidution
and rationadlisation in other sectors of the food supply
chdin, with un emphusis on more integrated und

highly manhaged supply chains (Henchion & Mclnhtyre,
2007) und de-loculised und often globulised sourcing
fpractices. Within this model, lurge scule cooperatives
and processors dre the muin markets for Irish produce
while most of the more traditional direct and locual

! When employment in inputs, processing and marketing is included.

2 Teagasc website: www.teagasc.ie

links which did exist between Irish producers und Irish
consumers or between producers und intermediuries
such as locul shops, butchers, markets, etc. have been
sighificantly weukened.

However, in more recent yeurs there has been

J renewed interest und u significant growth in
alternative food supply chains which ‘short-circuit’ the
conventional supply chuin and dllow producers aund
consumers to connect in hew und more direct ways,
The rise of farmers’ markets, farm shops, community
gurdens, small-scule producers groups, online speciality
food sules, etc. in Ireland and interhationally are all
indicutive of u shift in both conhsumer aund producer
behaviour. On the one hand, there hus been

growiny societul und consumer yuestioninyg of the
methodoloygies of the conventional food supply chain
from an environmental and animal welfare perspective
and of the yuudlity, authenticity and even sufety of
some of the products of thut system (Tudyge, 2003; Suye,
2007). These heightened concerns huve led in muny
cuses to u yeurning for provenunce, uuthenticity und
tfracedbility in the food system und un increused desire
to source food locully und directly from the producer
(Bord Big, 2007). Consumer research by An Bord Bia
(2011)° suygyests u strony und yrowing consumer
support und demand for local and ‘real’ food. In 2005,
only 18% of consumers surveyed in the Republic of
Ireland suid buying locul food was “very important”. In
2011, that number ulmost doubled to 34% of consumers
who indicuted buying locul food wus “very important”
and an additional 39% suid this was " fdirly important”.

Smudill, but increusing humbers of food producers see
opportunities to increuse the viubility und lonyg-term
sustainability of their farm enterprises by engayging
with —and in muny cases, driving forward - this local
or yuulity “turn’ in agriculture. Power imbaulunces
within the conventional food supply chain® and the
ever-decreusing shure of the food-euro received by
the primary producer (Renting et al. 2003; Slee und
Kirwan, 2007) ure strony ‘push’ factors to explore
farm-level diversificution und vulue-udded projects.
Other stronyg push factors are the sharp decline in off-
farm employment in recent years in Ireland’ and the

3 The average, at around 8% of household expenditure, is one of the lowest in the European Union. Source (Tovey, 2008).

4 For example, Ireland in 2011 exported in excess of 90% of its beef output making it the largest beef exporter in the EU and 4th largest in the world. In terms of the destination of
Irish food and drink exports in 2011, the United Kingdom at around 43% remained the principal market with sales of just over €3.7 billion. Continental EU markets account for
34% of food and drink exports with a combined value in excess of €3 billion. Source: Teagasc website: www.teagasc.ie

> Bord Bia (2011) Periscope: Irish Consumers & Their Food.

¢ Many commentators have noted the shift in power up the supply chain from primary producers to large scale agri-business and in particular, to large scale retailers.
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decoupling of EU support puyments from production.
As Mulhull (2012) hotes, un increusing number of furm
households how heed to exumine internal farm aund
personul resources with a view to generating the
income needed to meet future household needs.

A range of ‘pull factors” have dlso been identified
which combine to persuade some farmers to
participate in short food supply chains (Guthrie et dl.,
2006; Smithers et dl., 2008; Bord Biu, 2007). Producers
cun typicully improve financial returns and circumvent
the rigours, inflexibilities aund power imbalunces which
cuh characterise the conventiondl food supply

chuin through selling directly to the consumer und
minimising the role of the middlemun. Farmers will

dlso typicully have greuter opportunities to interuct
directly with customers und so guin vuluuble market
information und understanding. Studies of farmer
participation in farmers” markets have highlighted

the contribution purticipution in direct sules mukes

to the entrepreneuridl development of purticipunts
(Feagan et dl., 2004; Feenstra et al., 2003.). Fuce-to-
face inferactions und personul relations huve been
found to enuble, perhups even force, fuarmers’ Murkets
stallholders to develop what Hinrichs et al. (2004)
describe as a greuter reflexivity about the form and
content of economic uctivity. Other studies of direct
sules activities huve ulso hoted the increused sense of
pride und confidence in their work thut caun come from
conhnhecting directly with consumers (Kirwan, 2004; Griffin
und Frongillo, 2003) und the increused connectivity und
cumuruderie with other furmers und food producers
which cun be found in the hetworks ussociated with
SFSCs (Kirwan, 2004).

The wider benefits of short food supply chuin activity
have dlso been increusingly recoynised by statutory
und locul/rural development actors. Support for
SFSCs is very much in tune with the post-productivist
rurul development ugendu, with its increused

focus on territorial and place-bused approuches to
development und the shiftf towards a more multi-
functional approach to agriculture (Horlings and
Marsden, 2012). Production und distribution methods
ussociuted with SFSC activities are dlso thought to play
d role in reducing the environmental impuct of the
food system und encouruyging smull scale and mixed

7 From 58% in 2007 to 51% in 2010. Source: National Farm Survey, 2011, Teagasc.

production methods. The Food Hurvest 2020 Report
has recognised the importance of encourayging smaill
scule food und urtisun producers und sugyests the
need for further initiatives und supports in this areq,

In Ireland, support hus been provided to individudl
artisun food producers under the Rurul Development
Programme via the LEADER Programme for uspects
such us reseurch, murketing und promotion. The
LEADER Prograumme hus dlso provided a range of

hard und soft supports to brouder initiatives which
promote und develop the locul food sector und the
producers within it. These include, for example, support
for farmers’ markets under the Villuge Renewdl and
Development meusure, fundiny of locul food festivals,
providing training programmes for dartisun producers,
development work with producers groups, und funding
of the Medut Mdatters initiative?, There is ulso a growing
emphusis on the contribution of locul food cultures
and locul food hetworks to the tourism mix und to

the successful branding of Ireland us the Food Islund
(Bord Biu, 2007; Grant Thornton, 2012)°. Institutions such
as farm shops, farmers’ markets, local/artisunal food
shops und restauraunts are dlso increusingly seen us
having u key role to pluy in revitalising aund enlivening
public spuce, in keeping money circulating in the locul
econhomy, und in providing locul employment (Lyson,
2004; Peurson und Builey, 2009).

1.3 Categorising Short Food Supply
Chains (SFSCs)

Short food supply chuains cun be described very

simply as the range of food production-distribution-
conhsumption configurations — farmers’ markets, farm
shops, producers gyroups, etc. — which facilitute either u
short distance und/or u smuall number of intermediaries
between producers und consumers. Within this overdill
understunding Renting et ul. (2003) huve identified
three cuteyories of short food supply chuins, the
potential of euch of which will be examined in this

puper:

1. Face-to-face SFSCs These ure the simplest aund most
direct type of chuins where consumers purchuse
products directly from the producer or processor und
authenticity and trust are mediated through personal

8 This is an inter-territorial project across a number of LEADER companies, the objective of which is to provide training support to small local abattoir owners.

° According to Fdilte Ireland, the overall vision for food tourism is that Ireland is recognised by visitors for the availability, authenticity, quality, and value of our local and regional
food experiences which evokes a unique sense of place, culture and hospitality. Source: Grant Thornton
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interaction (Renting et dl. 2002). The typicul meuns
through which these inferactions tuke place include
farmers’ markets, roudside sules, furm shops und
‘pick-your-own’. As Renting et dl. note, box schemes,
muil order und the growing areu of online sules offer
possibilities fo extend the geographical reach of
these direct links.

2. Proximate SFSCs A second cuateygory of SFSCs
extends beyond direct interaction and involves u
range of locdl institutions which act as intermediaries
in some way between the consumer und producer.
One set of exumples would be locul shops und
butchers but dlso more specidlised retdilers such
us whole-food shops, yourmet shops, etc. Ahother
importunt set of infermediaries und one of significant
importance in terms of ‘chumpioning’ locdl
producers und ucting us tustemukers are restaurants,
hotels, und cufes etc. which develop relutionships
with and fedture local producers (Duram und
Cawley, 2012). Another importunt type of proximate
SFSC which is receivihy increused attention is the
smull scule producers yroup or cooperutive which
dllows furmers to brand their products collectively
under u uniyue und authentic local brand. Irish
exumples include the Ring of Kerry Quulity Lumb
Group und Leitrim Orgunic Farmers Co-op. Because
of their cooperative structure, Country Markets
cuh dlso be clussified us proximate SFSCs. It is these
infermediaries — producer’s coops, restaurants etc.

- which take over the role of guuranteeinyg product
authenticity.

3. Extended SFSCs A third cutegory further enlarges
the reach of SFSCs to extended reldtions in time
und spuce. Here, products ure sold to consumers
outside the region of production who may have no
persondl experience of that locdlity. In most cases
products are exported from the region to nationdl
markets, but some extended SFSCs may spun large
distances covering the globe. Examples of these ure
well-known reygionul specidlities like Parma Ham or
Parmigiuno Reyyiuno cheese but ulso “fuirfrade’
products like coffee und teu. These kinds of networks
are sfill “short” food supply chuins: it is not the
distance over which u product is fransported that is
critical, but the fact that it is embedded with vdlue-
luden information when it reaches the consumer, for
exumple, printed on puckaging or communicuted at

the point of retdil. This enubles the consumer to mMuke
cohhections with the place/space of production
and, potentidlly, with the values of the people
involved und production methods employed. The Irish
food industry is ut a reldtively early stauge of exploiting
the potentidl of this type of SFSC.

1.4 Current Interest in SFSCs Amongst
Irish Farmers

Despite u growing locul food sector, the great mdajority
of Irish farmers have hot enguged with this dynamic and
remuain price-takers in commodity markets rather than
frice-setters in short food supply chains (Macken-Wualsh,
2009). Recent figures (Meredith, 2011) suggest that just
4.1% of Irish farmers have diversified and out of these,
ohly 0.4% have gone intfo uddinhy value to food. National
Farm Survey data from 2008 demonstrates cleurly the
very limited extent to which the hotion of direct selling
has penetrated the conscioushess or behaviour of the
Irish farming population. Of (849) farmers surveyed, only
5% said they would even consider producing d product
or selling existing products in a farmers’ market or furm
shop'™°,

A variety of reasons have been put forward for this
uppurent estraungement of conventional indigenous
farmers from the value-udded or differentiuted food
sector. The dominance and (yudlified) success of

the commodity-bused und export-oriented model of
ayriculture is perhaps dlso one of the stronyest, thouygh
most underappreciated barriers to the development
of a more vibrant and inclusive local foods sector.
Quite simply, the great mdajority of what is produced
in Irelund does hot reudily nor eusily lend itself to
direct selling, demunding us it does some level of
processing, refrigeration, etc. (Macken-Wdaish, 2009).
Further, substantial finuncial and other investments
have been made in existing farm systems, sometimes
over yenerutions of farm operutors, investments which
cunnot eusily or blithely be overturned (Hennessy und
Thorne, 2005). In their study of farmer engugement
with the Rurdl Development Programme (2007-2013)
Hedunue und Mucken-Wualsh (2010) dlso sugyest that
u ranyge of bureaucratic und financial obstucles, such
us compliunce with LEADER eligibility criteria, match-
fundiny requirements, etc. huve ucted us burriers to
greater engugement by farmers in entrepreneuridl

10 Of those who said they would not, the most common reasons given were; ‘not interested’ (35%), followed by ‘no suitable products’ (15%), ‘no time’ (22%), ‘too old’ (13%),
‘enterprise mix unsuitable’ (7%) and ‘not profitable’ (2%). The responses were more or less consistent across all farm-types.
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elements of the RDP, perhdps the most important
potentidl source of support.

Macken-Wualsh’s important study of barriers to
participation of farmers in local food Movements (2009)
sugyests that farmers’ occuputiondl preferences ure
strongly rooted in forms of cultural und social capitdl
that can be estrunhged from the consumer driven
economic uctivities promoted by rural development
actors. The perception of food murkets und the
production of artisun foods us beiny *hof for farmers’
and ‘hot suitable for farmers’ was prevalent in the data
collected umony furmers in Mucken-Wulsh’s reseurch.
Hednue und Macken-Wualsh (2010) dlso sugyest that a
large proportion of furm-holders are unlikely to have the
necessury expertise in processing, brunding, marketing,
advertising and distribution activities to participate fully
or independently in more entrepreneuriul uctivities.

A further barrier to farmer participation May lie in the
owhership und orientution of the locul foods movement
to dute. As humerous studies have reveuled (Moore,
2003; Tovey und Mooney, 2006), local food initiatives
have been influenced strongly — und often led - by
incomers to Ireland, by people not from fraditional
farming buckgrounds und by those who see themselves
as purt of a consumer movement as much as a rurdl
producer movement (Tovey und Moohey, 2006).

How do we encourage und fucilitate greuter farmer
participation in SFSCs than has happened to dute? The
cupucity und willingness of farmers to enguge further
with the locul foods dynumic will depend on both the
internal and external resources avdiluble to the farm
household'. The internal resources include the stock

of skills, knowledyge und entrepreneuriul capucity, the
ability to provide for succession, the physicul assets und
infrastructure, the access to financing und credit, the
locution of the farm relative to markets, etc. As Meredith
et dl. (2012) note, muny of these fuctors ure themselves
dynamic and the potentidl of the farmer and farm
household in particulur changes with auge, educution,
buckground, training, etc. Previous resedrch undertaken
by Gilg and Bettershill (1999) umongyst direct sellers in
rurdl France point to the overarching importance of
background und educdution in understanding family
farm decision-muking, followed by uttitude to profit. The
vente directe farm fumilies in their study dlso tfended

to huve distinctive or unorthodox attitudes tfowards
farming related to their persondl histories or educational
background were more likely to have worked or come
from outside the fuarminy world, und to huve spouses
from non-farminy backgrounds.

As part of this study, we interview d range of Irish farm
households who have taken the decision to enguye
(to varying deyrees) with SFSCs. This dllows us to
explore their particular decision-muking process und
development journey und to explore which factors
(such as educdtional status, lifecycle of the household,
locution, type of furm, etc.) may be ussociated with a
shift towards a more dlternative approuch to ugriculture
in an Irish context. One of the other uims of the study

is to demystify the process of participation in SFSC's

by presenting u number of illustrative und detuiled
exumples of farmer purticipution. We dlso explore
whether more collective upprouches to engaging with
the local foods sector (small scule producers’ groups/
cooperdtives, networks of producers, etc.) have u

role to play in enubling more ‘ordinary’ farmers than
heretofore to tap into the opportunities ussociated with
SFSCs in a wuy that retuins their occuputional identity,
utilises the skills they actudlly possess und is sociully und
culturdlly acceptable to local farming communities'?,

The external resources avdiluble to the farm businesses
most obviously centre on the rewards and incentives
provided by the murketplace (Meredith et al., 2012).
However, us Heunue und Mucken-Wulsh (2010) hote,
there are usudlly limits fo a farm’s intfernal cupucities,
resources und competence which reguire the furm
household to look externdlly to u ranyge of uctors for
help in innovating and/or diversifying. These externadl
actors include suppliers, customers, consultancies, other
farmers, etc. and hon-firm entities such s advisory
services, funding ugencies, government departments
und educution providers. It is outside the scope

of this study to exumine in significunt detuil every
external actor or to speculate as to how the market

for the products associated with SFSCs might be built.
However, it does focus on how the Rural Development
Progrumme — u key externul influence on und driver of
rurdl entrepreneurship — might encouruye the growth
of SFSCs und yreuter farmer purticipution in these hew
wuays of selling than hus happened to dute.,

' Studies suggest that contemporary rural development initiatives need to move beyond targeting male farmers in isolation from their spouses and families and to adopt a more
holistic family approach to encourage participation (Heanue and Macken-Walsh 2010). Accordingly, this present research takes the ‘farm household’ rather ‘the farmer’ as the unit

of study.

12 The growing body of literature on Agriculture of the Middle is of particular relevance here. See, for example, Macken-Walsh, A. (2010) Agriculture, Rural Development and
Potential for a ‘Middle Agriculture * in Ireland, Teagasc Rural Economy Research Centre Working Paper Series, Athenry.
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2. Research Aim and Methodoloyy

The overdll dim of this study has been to audd to the
emerging knowledye buse on this fast-growing sector
of the food industry and rural landscupe. Specific
objectives include:

@ To exumine the overdll experience of participunts in
short food supply chuins, including:

— Motivdtion to purticipute in SFSCs;

— Development process or journey of participants;

- Benefits of purticipution in SFSCs;

- Difficulties experienced;

— Experience of cuarrying out SFSC activity within Irish
farming culture; and

® Future pluns for SFSC activity und otherwise;

® To ussess the level und type of SFSC activity amonyst
purticipunts und to identify the positives and
negdtives ussociuted with euch individual type of
outlet;

® To identify the skills and experience ussociuted with
SFSC uctivity;

@ To exumine the experience of the puarticipunts of
the Rurdl Development Programme to dute und to
determine the lessons ledarned for future programmes/
policies;

@ To identify the kind of supports future rural
development initiutives could provide to further
exploit the potentiul presented in this areu und
encouruye greuter furmer participation thun
heretofore; and

® To identify wider changes to the externdl environment
which could be infroduced to support further
development of the sector.

2.1 Methodology

This reseurch utlised both desk reseurch and primary
reseurch umongyst furmer participants in short food
supply chuins. The lutter reseurch involved semi-
structured interviews with a sumple of 15 farmers'® who
were chosen using purposive sumpling. The goul wus to
achieve u somewhat representutive mix of participunts
with U wide range of experience but the finul sumple
included; u number of mature, successful producers
(i.e. those with d length und depth of experience in
short food supply chuins) , o number who highlight

the possibility (or hecessity) of ussembling a rahge

of outlets, a small humber operating ut a relatively
simple or smull-scule level und u humber of furmers
who dre simultauneously continuing with commodity
production and ulso purticiputing in short food supply
chuins. Although d reusondble geographic spreud wus
attempted, u more important spatial consideration

in this areu of reseurch is proximity (or otherwise) to
populution centres und high-qudlity intermediaries. The
final sumple reflected the heed to cupture the range of
experience in this regard.

The final sumple of 15 wus urrived dt using the
knowledyge und experience of u ruhye of sources,
including stuff from a sumple of LEADER compunies
und the leud reseurchers themselves. Interviews were
conducted by phone in dll but two of the cuses where
they were conducted fuce-to-fuce. Participunts were
sent u copy of the Interview schedule (See Appendix 1)
by emdil prior to inferviews.

13 The basic unit is the family farm; the participant in the research may be any representative of that farm.
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3. Findings und Analysis o

The findings und undalysis section is divided into four sub-
sections:

Section 3.1: Profile of Purticiputing Households
und Operations, Motivation and SFSC
Activities;

Section 3.2: Benefits, Chullenges uand Skills
Associated with SFSC Activity;

Section 3.3: The Environment in which SFSC Activity
Takes Pluce; und

Section 3.4: Future Plans for Participating

Households.

3.1 Profile of Participating Households
and Operations, Motivation and
SFSC Activities

Fifteen farm families participated in the reseurch and u
brief profile of euch is provided.

3.1.1 Profile of the 15 purticiputing farm
households

Lindy O’Hara produces u ranhge of venison products
from the family deer farm at Coopershill in Co. Sligo.
She hus been in operaution for 18 years und sells on-
line, seusonally through Sligo Farmers’ Market and to
U runye of specidlist retuilers und selected restaurunts
throughout the country.

Kathleen Nerney produces und sells orgunic Adoru
Flax Oil from the fumily farm in Ballyroun, Co Laois. This
innovative und relatively hew product — the only one

of its kind produced in Ireland —is largely sold through
specidlist retdilers and hedlth food shops throughout the
country.

Orla and Sean Clancy operate u mixed 235 ucre
orgunic family farm in Cloghun, Co. Offaly from which
they huve been selling their own artisun food products
for over 10 years. They sell meat and other products
directly fo consumers viu G range of outlets, most
notably their own cuatering van ‘The Organic Kitchen’
which they bring to festivals und events throughout the
country.

Tom Clancy is u former duiry farmer from Bullycotton,
Co. Cork who hus beenh selling high guality poultry
und eyys directly to consumers for the lust 6 yeurs.
He sells small amounts to selected restaurants and

hotels in the locul ared but his muin outlets are three
farmers’ markets in the Cork areu. He dlso grows some
winter wheuat, barley, maize, etc., largely for sale into
conventional channels and operates a farm-bused
holiduy let.

Nigel and Carol Harper produce luxury furmhouse
ice-creum (Crumers Grove) from their 5th generation
family duairy farm in Co. Kilkenny. The ice-creum is sold
through d range of restuurants and specidlist retailers
from Cavanhn to Cork. The ice-creum business has been
up und running since 2006 und operutes ulonyside un
extensive conventional duiry operation.

Padraig Moran runs Coorevin Furm in Borrisokane,

Co. Tipperary, u beef und sheep enterprise which is
dlso u REPS 4 Demonstration Farm. Padrdig runs a very
successful furm-bused educution centre but hus dlso
been selling his own lumb directly to the public from the
farm-gute for the pust six years.

Paddy Byrne is un orgunic farmer whose family has
farmed in Skerries, Co. Dublin for four generations. His
muin product ureus dure orgunic eyys, veyetubles, fruits
und udded-value products such us jums, chutheys, etc.
He sells ut the farm gute, through farmers’ markets and
to u small number of restaurants and since 2010, hus
grown for a Community Supported Agriculture group in
Skerries.

Brendan and Derek Allen run Castlemine Farm in

Co. Roscommon und have been selling directly to the
public since 2008. They produce their own high-quality
meut for sdle through u range of outlets. They have u
very successful farm shop in Roscommon town, but dlso
sell at u smuall numiber of furmers” murkets und through
a strategic purthership with a distributor, to a humber
of restaurants und outlets throughout the country. They
currently employ 10 people.

John Tait hus been involved in farming his whole life
and for the last number of yeurs, hus specidlised in
producing high gqudlity Aberdeen Angus beef from the
family farm in East Cork. Johnh sells through a humber
of restaurants, including Bullymaloe House und directly
via online und phone sules to customers throughout the
country.

Dominic Gryson has a small farm in Co. Meath und for
U humber of yeurs produced gout’s milk und u range
of gout’s milk products, including cheeses, ice-creum,
butter and yoghurt. These products were sold through
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u vuriety of outlets, including furmers’ markets, a large
supermurket chuin, locul shops und other cheese
makers. For u variety of reusons, Dominic is not currently
foroducing for the market but hopes to do so agdin in
the future.

Joy and James Moore run Oldtown Hill Bakehouse from
their duiry farm in Co. Kilkenhny und produce d range

of buked goods includihy bread, scones, cakes und
donhuts. In business since 1999, they sell through a wide
ranye of retdilers throughout Leinster and have four vans
oh the roud. They currently employ 18 people und have
recently opened their own bakery shop in Kilkenny.

They ulso mauintuin and hope to further expund their
conhventional dairy operation.

Claire Winters has been an orgunic grower on her
smallholding in Co. Sligo for u humber of yeurs und hus
recently started to sell her orgunic produce directly to
the public. She specidlises in high-value products such
us sulud leaves, herbs, tomatoes, gurlic, etc. which are
grownh in poly-tunnels throughout the year. She operutes
u small box-scheme, sells to a small humber of specidlist
locul retdilers und hotels und hopes to sturt selling at a
locul farmers’ market soon.

Tom and Carol Murray have been operating Earth
Angel Orgunics from their own mixed smullholding heur
Fermoy in Co Cork for ulmost u decude. Their product
range includes orgunic veyetubles, jams, chutheys,
artisunul cheeses und eyys. They currently sell ut five
farmers’ markets, one country market and at the farm
yute,

Gernry Fitzsimmons operates a suckling to beef
enterprise ut his 38 ucre farm in Mulluhoran in Co
Cavun. He is un orgunic producer since 2001 and
specidlizes in the more fraditiondl breeds of cuttle. He
has in the pust sold directly but currently sells most of his
beef to Irish Orgunic Meuts who in turn sell directly at a
number of farmers’ mMarkets throughout the horth west
of the country.

Oliver Clooney from Co. Luois grows und sells potutoes
und veyetubles und hus been in the business for 40
yeurs. Together with his wife and son, they sell to a rahge
of regionul retuilers, to a smull number of restaurants
und hotels, ut the farm yute und ut two furmers’
markets. Oliver dlso sells cattle und sheep into factories.

Seven of the fifteen farm households in this study

cume from Leinster, four from Munster, three from
Connaught and one from Ulster. Thirteen out of the
fiffeen households had inherited the core farm/land
from family members, usudilly parents. The two remuaining
purticipunts had bought their land with < view to
growing and selling their own produce aund in both
cuses, the holdings are less than 15 acres.

The decision to udopt the “farm household’ rather

‘the farmer’ s the unit of study for this reseurch has
been vdliduted by the profile of the purticipunts

which hus emerged. All but one of the puarticiputing
households hus involvement by ut leust fwo members
in SFSC activity, although the level of involvement
obviously varies. In six cuses, a minimum of two
members of the farm household are employed full-fime
in the enterprise™. In the remuining households, the
involvement of other fumily members varies from skills-
bused support around particular uspects of the business
(for exumple, web-design, or IT or marketing) to more
generdl supplementaury labour, such us helping run the
production side of the operation or filing in at farmers’
markets or doiny deliveries.

Eleven of the participating farm households had at

least one member who had been involved in farming
throughout their lives, dlthough in a small number of
cuses this may only have been on u purt-time or cusudl
busis until the deuth or incupacity of parents. Four of the
purticipating households have come into agriculture
and food production in the lust decude through either
inheritance or their own purchuse of lund.

Two of the interviewees describe themselves us having
‘just hands on” experience but ho formal qudlifications.
Amongyst the remuaining thirtfeen households, there

are fen members who could be described us having
puarticularly relevant qudlifications (i.e. in agriculture,
horticulture, specidlity food production, etc.). There are
u wide vuriety of other educutionul buckgrounds aund
yudlifications evident amonyst the farm households

in this study. There are, for exaumple, three nurses, un
enyineer, two scientists, an accountant, and a graphic
designer.

Withih the households included in this study, there ure
seven where ohe member hus hot worked outside of
farming or food production at any stage. However, in

14 In most cases, this is a husband and wife team, but in a small number of cases, it is siblings or parents and children.
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ohly two of these hus there not beenh someone else
within the household with d previous or current *outside’
job or work experience. Therefore, in thirfeen out of
fifteen cuses und in line with the yudlifications described
ubove ut leust one member of the farm household

has had significant work and life experience outside of
agriculture und food.

Although purticipunts were not directly usked their uge,
it wus possible to extrapolute upproximate uges from
conversation. Although it appedars that none of those
inferviewed wdas less than 30, approximately half were
under 45 und hdlf over 45. In the cuse of approximately
half of the latter cohort, there was involvement by one
or more adult children in the enterprise.

3.1.2 Profile of Faurm Operations

Of the fiftfeen furm-bused operutions purticiputing in this
study, six are involved in the Meut sector (Muinly beef
and lumb, but with one producer of venison) und three
in horticulture (Muinly veyetables, but with some fruit
und some udded vdalue produce , i.e. jums, chutheys,
etc. bused on the core produce). There is ohe producer
euch of buked goods, ice-creum, cheese, flux seed
and oils, und poultry/eyys und two operautions which
could best be described us mixed due to the very wide
range of products they produce und sell.

Ten of the purticipating farms have little or no sules of
produce info commodity chains, ulthough many would
have done so in the past or dlongside their more value-
added uctivities while geftting the latter estublished. A
smull number of the beef und lumb producers would still
very occusiondlly sell info conventional channels if they
had an over-supply of stock or u shortuge of fodder. The
remuining five households do routinely sell one or more
farm products into commodity chains but in all cases,
this is u separate and distinct areu of activity from their
work in SFSCs. For exumple, the on-farm bukery included
operutes ulonyside u conventionul dairy operation
where milk is sold to u conventional processor.

Six of the producers in this study dre certified organic.
Although puarticipunts were not usked directly what
acreuge they held, it could be discerned that a majority
of holdihgs could be described us small and/or marginal
in ferms of lund yudlity. Six of the farms could be
described us lurge/commerciul scule operutions or ure
in areus with very good qudlity land.

3.1.3 Motivutions to Enguge in Short Food
Supply Chuin Activity

Given the heterogeneous hature of the households
which puarticipated in this study, it is unsurprising that
a wide range of motivations underpin the decision to
enguye more directly with consumers. For a substuntial
number of households in this study the method of
selling is inextricubly linked with, und to some extent,
determined by the distinct nature of the products
they have to offer. For those selling artisanal, organic
or premium or specidlity products at u reldatively smaill
scule, more direct sales are the hatural and more
financially rewarding route to their necessarily limited
customer buse. The journey of Gerry Fitzsimmons, an
orgunic beef producer in Co Cuvan, is typicdl;

I was always interested in biodiversity and from when |
went orgunic, | started selling directly to local families...
It’s the breeds (Aberdeenh Ahgus and Shorthorh and
crosses) und the orgunic status that defermines the sdles
remium and the choice of outlets.... | would always say
that people have gotten away from where food comes
from and | like to be part of a different, | suppose more
sanhe way of doihg things.”

A further fuctor mentioned by many participants us
both a motivator for and benefit of SFSC activity is the
level of control it returns to the primary producer. As Orla
Clauncy of Clunwood Orgunic Furm in Co. Offdly put it;

"The orgunhic growihy probably came first but the main
motivation wds fo have some control over pricing and
income, to hot be subject fo the whims of prices being
offered by factories und fo confrol what's happehing
with what we produce.”

The limitations of conventional aygricultural systems and
the reyuirements to substuntiully increuse production
envisuged under Food Hurvest 2020 dlso ‘pushed’
some households in to exploring other options for their
farms and/or their products. Tom Clancy from Co

Cork was a duiry farmer who found himself unuble

to expund his herd due to the fragmentation of his
farm and the investments required under the Nitrates
Directive. Insteud, in uddition 1o tilluge, he beyun selling
foultry und egys directly fo consumers und yudlity
infermediaries. Paddy Byrhe, un orgunic veygetuble
grower in North County Dublin, used to operdate us u
market gardener ut a commercidl level but increused

mechunisation and competition led to what he
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describes us u “ruce to the botfom”, where “the guy
with 200 acres wus takehn over by the guy with 500 ucres
anhd in turn by the guy with 1000 acres.” For him, the
ohly way for him to go was back to operating a mixed,
smull-scule operution und crucidlly, selling directly to
the public; "The market turned the corner...there are
opportunities there to compete on yudlity and through
direct sdles, with ho middleman.”

As might be expected, the desire to increuse the
income und improve the economic sustuinability of the
overdll farm enterprise was u primary Motivator for many
households. For meat producers in purticular (und even
for those producinyg within guite conventionul systems)
there wus d strony desire to improve the margins on
euch unimual over und ubove the prices typicully
offered by the factories. Brendun Allen of Custlemine
Farm in Co. Roscommon explained his motivation to
start selling directly and ultimately, to open a farm shop;
* believed that the Irish fumily farm could make d living
by udding vdlue, by becominy price setters rather

than takers... | wanted to tuke some control buck. |
suw my futher strugyling his whole life und my brother
disillusioned ut un eurly stuge und | knew that it could
be different.”

A significant number of the puarticipants in this study
might be suid to come from an entrepreneuridl
buckyground or are of u haturdlly entrepreneurial “bent’
und were motivuted by the desire to run their own farm-
bused business. Kuthleen Nerney, the owner of Adoru
Flax Oil described her journey;

*I’m from ah enfrepreneurial background and have
been self-employed most of my life. We had < bottled
wdter operation on my owh home farm.... | studied
hutrition and got to khnow about flax oil and the huge
benefits of it. Though ho ohe wus growing it in Ireland,

| thought there was definitely a market for it... | thought
let’s fry and grow some.... | wanted to produce
something good, something hative that would be suited
to Irish people and that could replace imports. ”

Similarly, Nigel Harper of Cramers Grove Ice-cream
described the motivation of himself and his wife to
set up a farm-bused business ulonyside their dairy

operution;

“We started doing the ice-cream in 2006. We had just
gotten married und wanted to do something together.
My father was still involved on the ddirying side and |
had the ideu of the ice-cream in the back of this mind

since doing modules on food science at agricultural
college... it was always ah inkling | had.”

Equdlly however, u smull number of purticipunts would
describe themselves us having ‘fallen into” direct sales.
Joy Moore of Old Town Hill Bukehouse described how
she initially simply fook over from her mother-in-law

in supplying brown bread and scohes to locul shops
when the latter took ill. Along with her husbund she
now employs 18 people and both supplies baked
goods to retuilers throughout Leinster und operates

a shop in Kilkenny. John Tait in Co Cork wus breeding
Aberdeen Angus cuttle und dlthough he had a desire
to udd vulue, only sturted to do so ufter u chance visit
to Bullymaloe begun u conversution with them about
supplying consistent, good yudlity Aberdeen Angus
beef. He begun to supply them with T animal every

3 weeks und hus pursued some other options since,
including u freezer box scheme and sdles to unother
restaurant,

For some, the choice of this kind of uctivity uppeurs
strongly linked to u desire to provide furm-bused
employment for more than just the ‘farmer’ and to
establish a sustainable family business which fits in with
and is inextricably part of family life. As Joy Moore of Old
Town Hill Bakehouse expldained;

“Before | started baking | was hursing but the hours were
very errdtic and unhcertdin; | wanted to spenhd more fime
at home dround the family, for continuity and for work-
life balance.... Also the ideu of beihy self-employed
appedaled. My own family had a piggery and did their
own label pork and bacon, it was what | grew up with so
| suppose | wusn’t foo daunted.”

3.1.4 Level und Type of Short Food Supply
Chuin Activity

Using the edarlier cateyorisation developed by Renting
et ul.(2003), we cun subdivide the sules activities of the
households purticiputing in this research into face-to-
face, proximate and extended SFSCs (Tuble 1).

Although the puarticipants in this research cleurly
ussemble und jugyle u wide runge of outlets for their
products, most operute within the cutegories of fuce-
to-fuce SFSCs und proximute SFSCs. Only four of the
puarticiputing households have uny involvement in more
extended SFSCs. Within these cuteyories, the most
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Table 1: Type of Short Food Supply Chain Outlets for Producers

Type of Outlet

Face-to-Face SFSCs

Farmers” Markets

Farm-guate/farm shop

Online

Box Scheme

Community Supported Agriculture

Cutering van

Proximate SFSCs (Local/Regional)
Restaurants, hotels

Specidlist retdilers (gourmet, hedlth food shops)

Viu specidlist distributor

Locul shops, butchers, etc
Larger, hon-specidlised retdilers
Country Market

Producers Group

Extended SFSCs (National/Export)

No. of participating households

who sell via this type of outlet

8
5
4
3
2

Viu specidlist distributor to variety of distant outlets 4

Specidlist retdilers

Restaurants, hotels

popular outlets ure cleurly furmers” markets and locul/
regional restaurants and hotels. These are followed

by sdles via farm-shops or at the farm gate, sales to
specidlity retdilers, sules via specidlist distrioutors and
ohline sales. Smailler numbers ure enguged in the
remuining types of outlet.

Perhaps the overwhelming finding with regurd to short
food supply chuin activity is the sheer humber and
range of outlets info which the great mdjority of farm

households sell. Five sell into two different types of outlet,

unother five into three different types und the remaining
five into four or more types. Even within each “fype’
(e.y. farmers’ markets or restaurants) the household

will typicdlly sell into a humber of these. For example,
Tom Murray in Co. Cork who produces u wide ranyge of

orgunic goods from his smull-holding sells ut five farmers’

markets und one Country Market, in addition to some
sdles ut the farm gate.

Many of the pdarticipunts in this resedrch spoke of

the need to spreud risk and not rely overly on either
onhe type of outlet or indeed one individuaul market or
restaurant or shop, however successful. One shared

his experience of having bused his production levels
entirely on un agreement with a specidlist processor
who subsequently did hot tuke his produce. As unother
purticipant hoted;

“I've come to the conclusion thut the hotion of big
scule, of muking the big dedl, is a hoh-ruhner...you have
to spreud your risk.”

Participunts dlso emphusised the necessity of remuaining
flexible und constuntly dlert to shifts in consumer
demund und behaviour und to trends in the wider food
industry. A type of outlet thut wus once u core purt of
the business muy decline in importance and vulue while
others previously unexplored muy heed to be exumined.
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The experience of Oliver Clooney, U veygetuble grower
in Co. Luois is instructive;

“For us 20 yeurs ugo, hotels und restaurants were u bit
thing but they want their vegetables chopped und
reudy for the pot how und this hus redlly affected that
ehd of the business. We’ve just a few how and they're
hot that sighificant in the overdll business.”

The overdll conclusion to be drawn from the above
figures is that every furm household embarking on

SFSC activity ussembles u mix of outlets which *works’
for them und their operation. The factors which will
determine the most suituble mix for each household
include the locution of the farm (particularly proximity —

or otherwise — 1o u consumer buse) the type of produce,

the labour avdiluble to the enterprise, the personal
preferences of the household with regard 1o selling,

the level of umbition for the enterprise und the general
market conditions. The comparison of the main types of
outlets detuiled below therefore is deliberately broud
und coyhnisunt of the fuct that a type of outlet which is
very successful for one farm household may offer poor
returns for another. One of the Most important skills
reyuired to operute in this environment may be the
ubility to choose und balunce the correct mix of outlets
und to be flexible enough to udupt us conditions shift.

3.1.5 Compuring Different Types of Outlet

The muain outlets ure outlined o provide un insight info
the variety of routes to murket pursued by producers.

3.1.5.1 Farmers Markets/Country Markets
There wus gyenerul ugreement amonyst the puarticipunts
in this research that farmers” markets (und by extension,

Country Muarkets) huve some yuite specific advantayges,

particularly for those starting their journey into SFSCs,
those operuting ut u relutively small scule und those
selling puarticular types of products. Chief amonyst these
is the opportunity the market form provides to interact
directly with und learn from conhsumers. Although he ho
longer sells at farmers’ markets, Nigel Harper of Cramers
Grove Ice-creum describes murkets us “u stepping
stone” und un “excellent source of market resedrch”.
As he puts it, “we leurned how to sell there”. Brendan
Allen of Custlemine Furm in Co. Roscommon ugreed
with their value us g both u meauns of conductiny
immediute market reseurch but ulso as a medns

of uddinhy authenticity to the brand. As we will see

later, the more direct types of outlet such us farmers’

markets dlso typicdally have a strong social element and
dllow producers to interact with customers und other
stallholders. Oliver Clooney, a vegetable grower, shared
his thoughts;

*I find the farmers’ markets very positive, they ‘re
ubsolutely brilliant, | meet u lot of hice people und it’s
u socidl thing. I’d have some of the sume cusfomers
from when | first started. Dedlihg with the retdilers has
become dll business and the markets are different that
way.,”

For some puarticipants in this research, farmers” markets
are und will more than likely remain fundamental to their
operution. For ohe purticiputing household, farmers’
market sales constitute the muijority of their income

and a further seven sell at one or more murkets. Most

of these purticipunts referred to the importunce of

the income from farmers’ markets to their cush flow,
purticularly compured to some other outlets.

Although there wus generdl agreement umongyst
purticipunts in the research that “the good markets

dre good” some yuestioned the level of income which
cun be derived from muny markets, especidlly in the
context of the time commitment required. The followiny
comments were typical;

I wouldn’t fahcy going buck to the farmers” markets
how, | thihk they have run themselves out. It’s particularly
difficult when you’re selling things with < short shelf life.”

*I don’t think the money is redlly there to be mude in
farmers’ markets and the labour commitment is huge....
But they are a good advertisement point.”

"The way farmers’ markets in Ireland evolved is that
they dre very expensive for consumers. You often have
ohe or two core stdlls muking money but there dre
d lot of tyre-kickers too. It should be more like on the
Contihent where people are cominyg out with armfuls
of produce.... here it's more of un experience for
cohsumers.”

“The muin drawbuck is that you have to be there 52
weeks of the yedar, they are very time-conhsuming. Also,
eople think you should have supermdarket prices and |
get tired of telling the sume old story to people.”

Overdll, and notwithstanding the above, farmers’
markets uppeur to remuin purticularly relevant and
vdluuble for two different types of furm households;
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® those selling less specidlised und/or perishable
products (e.y. veyetubles, eyys, meut etc.) ut u
relatively small scule und usudlly within their own
region; und

@ uspiring food entrepreneurs wishing to test und
refine both their products and their own sales and
maurketing skills in a relatively low risk and low cost
environment.

3.1.5.2 Restaurants and Hotels

There wus u consensus umonyst those with experience
of selling into restaurants that they can be a profitable
und prestigious outlet for produce, but that sdles to
them have been hit particularly hard in the current
economic climate. As Nigel Harper put it;

"Selling into restaurants is greut when things dre going
well, but when it’s hit, it’s hit hardest,”

Apart from uctudl restaurant closures, participunts
noted u decline in the volume required und for some
of the more specidlist und high-end producers, u
reorientation in the produce sought;

"Restaurants have fallen by the wayside somewhdt...
they’re saying it’s too expehnsive and dre ohly buying
smdall quantities. In the good fimes, restaurcnts were
prepdred to buy the more expensive meats and cufts,
they’re less inclined how.”

Lindy O’Huru, Coopershill Venison, Co. Sligo

Participunts dlso noted that there is typically a high
turnover of chefs und u subseyuent difficulty with
muintdining business relationships. Tom Clancy, a poultry
und eyy producer in Co. Cork ulso commented;

"I sell fo only a small humber (of restaurcnts) and only
those | know and frust. There is u problem with some
chefs cluiming the produce is yours oh the menu when
it’s hot. Honhesty and integrity are the big thing for me.
I like to have totul control and I’m very slow to diversify
out where | don’t have that.”

A humber of meut producers dlso noted that while they
may get restaurants to take their produce relatively
eusily, they will usudlly only be interested in the more
frime cuts;

“"Mauximising the carcuss is the main thing with animals.
| could sell fo more restaurants but they ohly want the
prime cuts.” John Tuit, Aberdeen Angus beef producer

Overdll, restaurants remain a popular outlet and
high-profile part of the sules und marketing ‘mix’ for
many producers. However, they have some significant
limitations, particularly in the current economic climute.

3.1.5.3 Retail

Although the retdil lundscape is clearly very diverse
with significant differences in particular between the
smuill-scule, more specidlist retuilers and supermarkets,
the overdll picture which emerged in this research is of
an increusingly pressurised aund difficult environment in
which to do business.

The experience of dedling with smull scule locul und
more specidlist retdilers is broudly positive in terms of
the willinghess of store ownhers and managers to stock
arfisunal or specidlist products. As Kuthleen Nerney of
Adoru Flax Oil put it;

"My experience has beeh largely positive...I've had
ho problem redlly with getting shelf space. It's a high
qudlity product and it’s Irish, which is ¢ big thing at the
moment.”

Claire Winters, u producer of high-vdlue sulud leaves
und vegetubles in the Northwest of the country, has
found that although the more specidilist retailers may
have a loydlty to those dlready supplying to them, there
are sftill opportunities if u producer cun fill supply yups

or provide more hovel or unusudl products. She has dlso
found that the relutionship with such retdilers is generdlly
supportive und that feedbuack is usudlly constructive
and mutudlly beneficial. However, there waus dlso a
generdl ugreement umohnyst most participunts that
these types of retdilers, like others, dre finding frading
conditions increusingly difficult. From the producer’s
point of view, this can result in payment delays, as one
purticipunt recounted;

*In generdl retdilers are finding it very hard and it is a
constant effort you have fo put in with them. Since the
start of this year in pdarticular, it’s harder fo get pdid...
there hus been u hoticeuble incredse in difficulty over
time. Also, there’s ho compuarison between returns from
city outlets with high footfdll to that of the towns....they
are redlly struggling. ”

Although there wus u level of understanding of

the difficulties facing smualler und more speciulised
business owners, the feedbuck on dedling with larger
supermuarkets waus lurgely hegutive. There appedr to be
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significunt and ever-increusinyg difficulties with getting
puid, with time-lines of three to five months reported.
The following comments were typicul;

"Dedling with retdilers is getting more and more difficult.
Credit terms dre being sfretched out, yet the suppliers
dre more demanding with many wanting paymehnt oh
delivery. It wus a very simple system setting out, but how
we dre chusing monhey.”

“The shops are looking for a wider margin dll the time
uhd have got much slower fo pay, anything up to 3to 5
months.”

In addition to puyment difficulties, those with lengthy
experience of deuling with retdil hoted a humber of
other trends which have created difficulties for smaill-
scule food producers. Trends such as the on-going shift
towards central distribution, the increased preference
for dedling with lurge growers, processors, etc., the shift
tfowdards owh-brund goods huve dll syueezed out or are
credting un ever-diminishing share of shelf-space for the
kind of producers who took part in this study. Again, the
followiny stories are typical;

*If | was starting out how, | wouldht have a chance of
getting intfo supermarkets. But I've been selling info them
for yedrs and customers know dand look for my products.”

"There’s u growinyg trend in the likes of X to push their
owh brand stuff, with a lot of muhagemehnt decisions hot
beihg mude locdlly. We thought we might be pushed
out over time und have looked for a Plun B.”

*[ tried selling meat into X and it looked like it would
happen but in the end they sdid that medt processor
had a problem with it being on the shelf alongside their
stuff. So, they wouldn’t take it off me in the end....you
just can’t trust the supermarkets.”

Some of those who have succeeding in getting their
foroducts on supermarket shelves aund who might
themselves have once seen this wus d very positive step
for their business now uppedr yuite heygutive und juaded
by the experience;

"I don’t enjoy the shop sdles how, it’s dll business these
days aund hothing more...there’s much less goodwill than
there used to be. There’s only ohe feedbuck you get
and it’s if there’s something wronyg. There’s ho flexibility
and it’s very rigid, dll it is fo me how is just u cheque at
the end of month.”

“People think it’s dll about getting into supermarkets but
success brings its owh problems. We are listed with X how
but we haven’t pursued it ahd we may hot do so. We
have hedrd too much about how they dre to dedl with.”

“"We only dedl with good places how with whom we
have established reldationships and where we know we'll
get pdid. We’ve learhed hot be too keehn to jump at
every chance wheh someone says they’ll supply you.”

These particular participants are at least to some
deygree now shifting ‘buck’ to direct engugement with
conhsumers via their own retdil operation or farmers’
markets. Such a shift has been found to deliver both
financial benefits “cush is king” but dlso to return a
sense of ugency to the producer.

3.1.5.4 Farm Shop/Farm Gate Sales

Two of the purticipunts in this research have their own
retdil operations, both in towns proximate to the farm.
Old Town Hill Bukehouse openhed their owh budkery shop
in Kilkenny towards the end of 2012, in a sehse, going
‘back’ to direct selling ufter many years of only pursuing
sules viu other retdilers und Custlemine Farm have a
farm shop in Roscommon Town. In both cuses, the shops
have been highly successful;

"The shop hus worked well, it’s returhing some control to
ourselves. It dilso redlly helps with cash flow and you can
minimise waste.” Joy Moore, Old Town Hill Bukehouse

"The shop in Roscommon is definitely the eusiest and the
most successful of the things we do.”
Brendun Allen, Custlemine Farm

The remuining four producers who pursue this option
ygenherdlly have more informal sales at the farm gute,
where customers cull in or arrange to collect produce.
In addition to the income derived from this — with
minimal finuncidl inputs from the producer, having
people visit helps promote the farm and its produce
and yives consumers U deeper insight intfo the farm
operution.

A number of purticipunts have considered opehning their
owh on-farm shop but have ultimately concluded that it
would hot be financidlly viable;

"We have thought about an artisan shop or d farm
shop but compured to likes of UK, there’s u very smaill
market.” John Tuit, Aberdeen Angus beef producer
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*If we had our owh farm shop, the premises and stability
would be there but | think we would be d bit foo rurdl,
you would heed to udd something fo it, especidlly with
rising fuel costs. People wouldn’t come dll the way out
here just to buy food.”

Tom Cluncy, poultry and egy producer

Overdll, given the small size und widely dispersed hature
of the Irish market, it appedars that on-farm shops might
only be u viuble option for those living in u peri-urbun
dareu or where the producers have u complementary
operation such as a cufe or pet farm which will attract a
sufficient level of frade. However, the option of openiny
a farm shop in & More urban dared but in proximity to the
farm appeurs to hold more promise.

3.1.5.5 Online Sales

There wus u level of ugreement umonyst the
participunts in this resedrch that an online presence is
important, with an up-to-date and interesting website
and judicious use of social mediu playing a part in
promoting the business. The journey of Clunwood Furm
is instructive;

"We have re-branded recently and have hew
puckaging and anh improved website uhd it’s made a
big difference. People are redlly hoticing it... we find you
don’t have fo work as hard at selling it.”

Orla Cluncy, Clunwood Furm

However, given the nature of the products concerned,
fourely online sules remuin yuite limited. Most of those
who sell online hoted that while customers may come
to them viu their website, most will still usudilly phone to
discuss with the producer exactly what they want and
to arranyge delivery.

3.1.5.6 Specialist Distributors

Specidlist distributors appedar to have a very important
role to play for those with more specidlised products
und/or those wishing to sell beyond their own locdlity
unhd into more extended SFSCs. Those with more
specidlised products may simply be unuble to sell at any
kind of volume without goihy down this route because
there isn’t u sufficiently lurge locul market for what they
produce. Those businesses wishing to uccess markets
outside their loculity will, for purely practicul reusons,
dlso usudlly heed to work with a distributor;

"The sihgle most difficult thing for us is distribution so we
have u strategic partnership with a high-end distributor

who sells into restaurants in Dublin and other places.”
Brendun Allen, Custlemine Furm

Beyond their distribution function, specidlist distributors
will dlso usudlly bring market uccess und knowledyge o
the relationship;

“Having a distributor is absolutely key, they have the
contacts.” Lindy O"Hara, Coopershill Venison
"Restaurants doh‘t hecessarily want to dedl with lots

of smdll suppliers...cold-cdlling them is very difficult
especidlly outside of locdl sales. The distributor dlready
has the relationship with clients. We very much work with
the distributor... he tells us what works best, what the
customer wunts. He is a source of market intelligence for
us.” Nigel Harper, Cramers Grove Ice-cream

Some of the purticipunts in this study could be
described us reluctunt converts to the use of distributors;
while they might have origindlly envisuged cuarrying out
dll of their sules directly und persondlly, the redlity was
that this was hot feusible. Nigel Harper’s experience
encupsulutes this journey;

“We did wahnt to keep us much control of the supply
chdin as possible and we recoghised the importance of
persondl service but we cume up uguinst major chuin
of supply issues... As it turns out, middlemen have an
important role to play. You have fo find someohe you
frust... they dare hard fo come by and it’s hard fo cede
control, but you have fo.”

3.1.5.7 Catering Trailer

Although only one puarticipating farm household
operutes u cutering trdiler, it is of inferest given the
purticular advantages but dlso risks ussociuted with the
investment. Clunwood Furm operute a cutering truiler
from which they sell their own cooked meut products ut
festivals und events throughout the country. According
to Orla Clancy of Clunwood, it is certdinly the most
lucrative of their outlets with high margins and the
cupaucity to uadd value reldatively eusily. For example,
they cah charge un extra euro for a fried egg on u
burger. On the other hand, it is highly seasondl and the
cost of u pitch at u mujor event is usudlly very high. As
Orla puts it; “with charges of up to 1000 euro, you have

to shift serious volume o muke money.”
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3.2 Benefits, Challenges and Skills
Associated with SFSC Activity

While there are muny benefits for producers ussociuted
with SFSCs, certuin skills are required und challenyges
must be met.

3.2.1 Benefits und Advuntuyges Associuted
with Participution in SFSCs

Participunts in this research detdiled d range of

benefits ussociuted with this kind of economic activity.
Foremost umonyst these dre the increused marygins
generdlly uchieved when dedling directly with either
end-consumers or yudlity-focused intfermediuries.

The experience of Pudruig Moran of Coorevin Farm is
instructive; he currently achieves u premium of 35% on
his lumb over and above what he would achieve from
the fuctory. Although his lamb is ruised on gruss and
clover und is from u Bord Biu upproved furm, it does not
necessarily have the specific yudlities often ussociuted
with higher margins, such ds orgunic or rare-breed.

The improved maryin is achieved primarily through the
method of sdle, i.e. cutting out the ‘middle-mun’ and
selling directly to consumers, but dlso through the ‘good
nume’ und locul sules efforts of the farmer himself. The
more direct types of SFSC uctivity (i.e. sales at farmers’
markets, farm shops, etc.) dlso help hugely with regular
cush-flow, particularly for those households where other
income sources, such us the Single Farm Payment, grain
cheyues, milk cheques, etc. may be more infrequent.
Oliver Cloohey, who sells vegetubles und potutoes
through both locul und regional retuilers und farmers’
murkets described his experience;

"The farmers markets dre very positive and dre very
important to me... they redlly contribute to cush flow,
especidlly wheh you’re wditing for the supermarkets to
pay.”

Palpuble umonyst many of the puarticipants in this
reseurch is u sense of ugency und control over their
overdll furm operution und their eurnings which is hot
necessurily achievable within conventional supply
chdains. Brendun Allen of Custlemine Furm describes this
us “us a greater control of the vdlue that the farm can
geherate”. He describes their direct sales activities us
having “credted opportunities for us. We can confinue fto
add vdlue. Setting up d food business has beenh a great
ledrning process, we dre how more confident fo take
stuff on, we know we cuh muke u reusohuble living. ”

A further significant benefit of this kind of uctivity is the
opportunity it provides to carry out direct and very
cost-effective market reseurch amongst customers.
Tom Clanhcy, who sells poultry and eygyys at a humber of
farmers’ markets in Cork describes markets us;

"...a greut tool for market research; you khow
straight away how you dre doihg. People goihg fo
markets know dand love their food und they will tell
you immediately what they think. | have built up a
relationship with people, there’s a frust there.”

Other puarticipunts described the direct murket
infelligence which cun dlso be provided by
intermediuries such us specidlist distributors, retuilers und
chefs. Claire Winters, who sells high value vegetables and
sulad leuves in the North West described this process;

“When you have u good reldationship with d retdiler,
they’ll give you feedback oh what works and what
doesn’t. For instance, the hedlth food shop | sell to will
tell me if | got the Mmix in the salad bags foo peppery. You
cun then better meet the demaunds of their customers.”

This exchange is hot hecessurily one way; Kathleen
Nerney of Adoru Flux Oil ulso described the opportunity
tfrade shows und exhibitions provide to educute und
inform consumers und intermediuries about the value of
what you ure producing.

The more direct und personal nature of SFSC activity
dlso uppeurs to build, perhaps force a greater reflexivity
ubout whut the market demunds, ubout what the
competition is doing, und ultimutely, ubout how the
producer can do better. Gerry Fitzsimmons, an organic
beef producer in Co. Cuvun, describes the more direct
relationship as;

"...giving you more of un incentive to do better, you get
feedbuck und positive reinforcement.”

Tom Clancy in Cork reflects;

"Cork is ohe of the best places to be doing this kind of
thing. The competition is fierce but it’s good, wheh you
know you have someohe breuthing dowh your heck, it
forces you to continudlly do better.”

Those types of SFSC activity which involve producers
selling directly und often locully to end consumers cun
dlso deliver sociul und personadl benefits to those who
purticipute. A number of those who sell at farmers’
markets describe it us “a way of life” with strong
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relationships and rapport established between both
themselves und their regulur customers und with other
stallholders over the yeuars. The following comments
were typicdl;

"This kind of activity is definitely more socidl. | have
met u huge humber of people through the likes of the
farmers market, it's fun.”

(Lindy O’Huru, Coopershill Venison, Co. Sligo)

I love the distribution part, cdlling to people’s houses,

meeting people.”
(John Tuit, Aberdeen Angus beef producer)

Finally, one of the most frequently cited benefits of
puarticipation in SFSCs is the incredsed sehse of pride aund
sutisfuction usudlly ussociuted with more direct sules;

“There’s a gredt bit of pride and satisfaction too,
getting recoghition for your work.”

"In 20 years of ddirying, ho ohe ever said ‘that was ¢
hice glass of milk’, but how | have people coming up fo
me saying ‘they were lovely eggs’ or ‘| haven’t had a
chicken like that since | wus a child’.”

*It’s brilliant to see your hame oh something or listed on
a restaurant menu.”

3.2.2 Difficulties Associuted with SFSC
Activity

Although the puarticipunts in this research are broudly
positive about selling within SFSCs, most have dlso
encountered some difficulties und setbbucks which dlso
need to be brought to light. Our previous discussion

on individudl types of outlet highlighted some of the
specific difficulties (us well as advantages) experienced,
but in this section, we focus oh the more generdl
difficulties experienced by those operating within

this sector of the food industry. The issue which most
exercised the puarticipunts in this research is whut is seen
by muny as the over-regulation of small scule producers.
The following comments were typicdl;

"Over-reguldtion of food is the biggest barrier to the
development of the sector. What we have to do und

in particular what is required by retdilers even exceeds
legdl requirements and d lot is dowhn fo interpretdtion.
There is such red tape aund bureaucracy ussociated with
food processing...it’s fotdlly over the fop, people don’t

redlise the stringency. There is u huge industry in food
sufety that is just credting jobs for themselves. ”

“There is definhitely over-reguldtion in some dreus. | khnow
people who have walked away. It is a major bdarrier to
eople seeking to sell directly und especidlly the smdaller
operator.”

"Bureaucracy is just gohe mud with regard fo food
sdufety... the hormal locdl trade that people always did is
hot permitted, like ‘you buy my milk” and I’ll buy your pig.”

"Onh the ohe hand you have dll this talk about
developing u food culture und how greut dll these small
producers are...but oh the other hand the reguldtions
operdate as if they’'d be happiest if there were ohly a
few compunies dll operdting in factory-like conditions. |
guess that would muke it eusier fo monitor.”

One of the most frequently cited sources of frustration

is the blunket applicution of the sume food sufety and
hygiene regulutions und pructices to smaller operations
us to large scule processors. A humber of participunts
shared their experiences in this regard;

“You are redlly limited in terms of what you canh do

by reguldtion. For example, there dre hew labelling
requirements cominyg in where you have to give the
hutritional content. This will play havoc with small
businesses. We have always had lots of uhique flavours
anhd could meet requests, but we couldn’t afford
hutritional andlysis oh 60 types of ice-cream. Also, we
dre due hew pduckaging but others who may have
recenhtly invested will be at d loss. At ho point should
food sufety be tuken lightly but you cannot expect the
same from a two-person operdtion as a Glanbia, there
hus to be u difference. You heed u flexibility for smdller
businesses which is hot reflected in legislation. ”

"The regulations are definitely overly onerous, for example
havihg fo take samples from euch part of the ruh when
muking the likes of cheese or ice-cream. This mukes
perfect sense in large processors but is farcical in smdall
processors. Also, | hud built a breud oven with the ideu of
having people come to visit the farm for pizza evenings,
but agdin the hedlth and safety issues were enormous
and it just wouldn 't have beenh worth my while.”

A further source of dissutisfaction for some lies in the sheer
number of state bodies/authorities conducting inspections.
This uppeurs to be particularly acute for those selling ut

farmers’ markets or who have a strong public profile;
D



"Don’t get me started on reguldtion. |h the last two
months dlone, I've had six Environmehntal Hedlth Office
inspections at markets. Surely you should be able fo get
an annhudl certificate which is displayed. There have
dlso beeh humerous visits from the Revehue anhd Socidl
Protection. I'd say there’s beenh maybe thirty inspections
over 12 months between dll the markets | sell at. The
killing thing is that it puts the customers off, even if you're
in the middle of a sdle, they’ll come over.”

"I have u good reldtionship with the inspectors from

the Dept of Agriculture but because | sell directly to the
public and am fdirly well known, | feel | am very heavily
monitored and regulated. Equdily, there are some quite
dubious people who seem to munhage fo stay uhder the
radar,”

A further difficulty with operating in this sector of the
food industry is the relatively small population combined
with whdat is described by a humber of puarticipunts us a
limited food culture;

"We have u reldtively small market here in Ireland with
people having limited interest in qudlity aspects us far as
| can see.”

‘It is a percentuges gume and the people who know
about qudlity, about what’s involved, it’s miniscule.”

*I think the Irish market is very limited overdll and the likes
of Lidl and Aldi do u very good job for most people.”

The current ecohomic climate has uffected

the cupucity and willingness of consumers and
intermediuries o puy u premium for some of the More
specidlised or high-end products in particular. As hoted
previously, it hus obviously hud u hegative impuct on
sules und muaryins for most products in most types of
outlet und perhups purticulurly in proximate SFSC outlets
such us restaurants und retdil. A number of participunts
commented that while the cost of their inputs has

risen inexorably, they currently have very little room for
munoeuvre in terms of ruising their prices to consumers
und intermediuries. One beef producer shared his
experience;

*l used fo pay maybe €900 for u heifer and | could get
€1600 for the animal processed and boxed; how I'Mm
paying € 1200 for the heifer and am geftting d bit less
than €1600 when it’s boxed.”

A humber of purticipunts noted the difficulties ussociuted

with, as Orla Cluncy of Clunwood Farm put it, "getfing
the maths right”. As more than one person hoted, you
might be selling well but it is of little use unless you ure
selling ut the right price und yetting u sufficient margin.,

Meut producers in purticulur uppeur to fuce significunt
chdllenhges in muximising the vadlue they can achieve
from their animals within this sector. The experience

of John Tuit, u producer of Aberdeen Angus beef, is
illustrative of the challenyes involved;

“Maximising the carcdss is the main thing with animdis.
| could sell to more restaurants but they only want the
prime cuts... I’'m making burgers how foo. | have fried
anhd looked at lots of different options; a catering van,
going on the roud, supplying to a high end processor
of prepdred medls, etc. but | just hasn’t found the right
person to work with yet.”

This is echoed by Brendan Allen of Custlemine Farm;

“The first two or three yeadrs were very difficult, we had
plenty of fdilures and bad days too...the hardest thing is
dedling with wdste, nhot selling every part of the animdil.,
We have had to work very hard on that.”

A further difficulty associated with operdating in this kind
of environment is the sheer level of work involved in
operuting ut every stuge of the food supply chauin. The
following comments were typicdl;

“The only drawbdack is that you have to be there 52
weeks of the yedar. It’s very time-consuming. My wife and
I have to split up to go oh holidays.”

"It’s tough ahd much more involving that most people
would redlise. It’s one thihg fo produce something but
u whole other jobs worth to take it further. You have
be redilistic about the time it will take...we have had to
employ people on the furm to free us up for the other
side of it.”

A number of purticipunts in this reseurch dlso yuestioned
whether there is u level pluying field in Irish agriculture
for those operuting outside of muinstream commodity
ayriculture. Some ure excluded from the Single Farm
Payment becuuse of what they produce while others
suygyested thut orgunic producers und smaller, more
mixed enterprises ure poorly represented und supported
in the likes of CAP heyotiutions or in the overdill vision for
agriculture as represented by Food Harvest 2020.
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3.2.3 Skills und Experience Associuted
with SFSC Activity

The producers who purticipated in this research were
usked what skills they specifically brought to this kind

of work, but dlso what skills they felt are necessary for
uhyohe emburking on more direct selling. Overdl,
there wus an overwhelming consensus that a very wide
und varied set of skills were usuully heeded when you
ure effectively operuting ut every stuge of the food
supply chuin, from production right through to sdles
und distribution. It is this requirement for u ranye of

skills which at leust puartly explains the level of fumily
involvement outside of the ‘producer’ typicully found in
these enterprises. As hoted by one puarticipunt;

"There’s just ho way you could do it dll yourself, there’s
just too much involved. Onhe person wouldh’t have the
skills or even the time.”

As noted previously, dll but one of the puarticipating
households hus involvement by at leust two members

in SFSC activity, ulthough the level of involvement
obviously varies. In six cuses, u minimum of fwo members
of the furm household ure employed full-time in the
enterprise. In two of these, there is quite u cleur division
of lubour between two people where one person is
largely concerned with the production side of the
operution und the other with the operation beyond

the farm-gate. In the remaining enterprises, the level of
involvement of other family members varies from skills-
bused support uround purticulur uspects of the business
(for exumple, web-design, or IT or maurketing) to more
generdl supplementary and occusional [abour, such us
helpiny run the production side of the operdation or filliny
in at farmers’ markets or doing deliveries. As hoted by
ohe purticipunt in this research, family members will ulso
usudlly have a greater commitment to and interest in
the business that a paid staff member ever could.

Although d small humber of participunts referred to the
importunce of gyetting your product right and having un
in-depth knowledye of it, it wus uppurent that the first
stage of the supply chdin (i.e. production) is reldtively
unproblematic for most farm households. That is typically
where their core skills, experience and interest lie. All
uppeur pussionute ubout the yuadlity of what they are
foroducing und concerhed to continudlly improve what
they do und to meet consumer expectutions. The focus
of most purticipunts’ conversations on skills was on those
needed to enyuye with consumers und intfermediaries

directly und to uctuully go on to sell whut you produce
ut the correct price. As Nigel Harper of Crumers Grove
Ice-cream put it;

“You don’t get puid for making it but for selling it.
That’s the most important thing to remember. Being
able to get out there and sell, coming from ¢ farming
background, that’s where most people fall down.
You have to redlise how much other food businesses
spehd oh marketing....You have to make a huge time
commitment fo the sdles end of it.”

A humber of puarficipunts hoted that you are “selling
yourself” as much us your product. In line with this, most
purticipunts mentioned the necessity of havihg very
good socidl skills and of enjoying or at least hot mindiny
meeting with und interacting with people dll the time.
The following comments were typicul;

“You heed fo be u people person und uble to get what
you want fo say ucross to people. You heed fo be uble
to stand over what you produce und put your hame to
it.” Padruig Morun, lumb producer, Co. Tipperdary

“You have fo be a people person, if you can’t dedl with
the good, bad and indifferent customer, you’ll fdil. It’s
work every day, you have fo capture and dedl with
and retdin every customer. Return customers dre the
thing and you cunh’t have d set sdles patter, you have to
adapt constantly.... You have to sell your whole self.”
Paddy Byrne, organic vegetuble grower, Co Dublin

“You heed fo be good communhnicutor und fo be uble
to sell it. It helps if you are likeuble aund approuchable,
opehn und honest, flexible about price and able fo take
u bit of criticism.”

Claire Winters, orgunic veyetable grower, Co. Sligo

*If you donh’t have the people skills to sell it, you'd have
to have d redilly, redlly uhique product or be doing it so
much better than anyone else.”

Tom Cluncy, poultry and egy producer, Co. Cork

A number of purticipunts ulso noted the importance
of operuting with inteyrity and honesty. As Tom Cluncy
puts it;

“You are pdartly selling yourself, your integrity and your
good hume. | mude u decision that | would only

sell what | produce myself. | can see my birds going
through from start to finish. The hohesty of the product

and the producer is a big thing. The reason | am in
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Mdahon Point (Furmers” Market) is becuuse they heeded
more genuine producers.”

Other frequently mentioned skills or perhaps qudlities
were those of beiny continudlly entrepreneurial and
flexible. As Lindy O'Hara, a venison producer from Co.
Sligo put it;

"You have to be constantly entfrepreneurial and
adaptable, always looking for opportunities, thinking of
ways of maximising value... they dll add up. ”

Similarly, Brendan Allen of Custlemine Farm noted that
you heed to be “continudlly working on your business
rather than always working in your business. ” Associated
with this entrepreneuridlism is the cupucity to seek out
and to avdil of opportunities und supports which are
avdiluble. As we will see, most of the participunts in

this resedrch have avdiled of hard and/or soft supports
from LEADER dund other support agencies. However, a
significant humber of puarticipunts hoted the importance
of exercising yood judgement when it comes to avdiling
of uny opportunity;

"You heed to get out und get lots of relevant
information and aadvice. However, you heed to be
cureful who you get it from, people from u large
business background might encourdage you to spenhd
money you donh’t heed to spehd.”

"People have this idea that to get bigyer is better but
itisn’t ulways. For example, just because you get listed
with a particular retdil chdin, or get into a particular
restaurant doesh’t medn you should go oh fo supply
them.”

"You heed fo be wdary of upplying for funding fo buy
eyuikment or muchinery just because the fuhding is
there. You have to usk yourself whether you redlly heed
it.”

Given the highs und lows ussociated with the food
business, it is ulso uppurent thut those seeking to udd
value und sell more directly heed u level of foughness
and determination. As Brendan Allen of Custlemine
farm put it;

"You heed resilience and to just keep going. Setting up
the busihess is like doihg ah infehse 3 to 4 year degree
and it’s a very steep learning curve.”

3.3 The Environment in Which SFSC
Activities Operate

3.3.1 Impuct of SFSC Activity on Wider
Locul Economy

The impuct of the enterprises included in this study on
the wider locul economy obviously vary according

to their scule, type of activity, etc. but dll would feel
that they do muke u contribution to locul economic
development. As hoted previously, six of the enterprises
provide direct employment for at least two family
members. Five of the fiffeen enterprises provide part-
time or seusonul/occusionul employment on either

the production side or the sdles side of the enterprise.
Two of the enterprises ure significunt locul employers;
Old Town Hill Bukehouse employs 18 people and
Custlemine Farms employ 10 people. As Brendun Allen
of Custlemine furms notes, ull of these jobs huve been
creuted in the lust number of yeurs, huve tuken people
off the Live Reyister und ure rooted in u rural ureu,

In addition to direct employment, a number of the
enterprises included in this study have strong and
symbiotic links with other locul businesses. Orla Clancy,
for example, notes;

“There are three other locdl businesses getting d lot

of business from us, supplying bread, cheese and
vegetables for the cutering van side of the business, dll
organic. They would, in furh, buy from us.”

Similarly, Adora Flax Oil and Seeds how have three

other locdl farmers growing flux for them. According to
Kathleen Nerney of Adoryd, these farmers are gaining hot
just an income source but u renewed interest in their work;

“There is a level of enthusiasm for it, the farmers we

dre working with love the chdllenge of u hew product,
a good product... they are excited at the prospect

of growinhg something they cun see oh u shelf, that
they helped to put there. | feel we dre resuscitating an
interest in growing, in something ancient, they are rising
to the chdllenge, there dre some redlly skilled farmers
out there who get it, it’s gredat to see.”

A number of puarticipunts ulso hoted the smuall but
important contributions auny small locul enterprise will
make to the locul economy, such as buyinyg diesel for
U van, enguying u locul bookkeeper or uccountunt,
getting lubels or buys printed, using courier services,
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etc. Only one of the enterprises hus u direct link with a
conventional tourist enterprise; Coopershill Venison is un
intfegral part of the Coopershill estate, a luxury country
house hotel. However, u number of other enterprises
host Organic Farm Walks or have hosted food or farming
reluted events und tulks which would bring footfall and
business into their commMmunities. Although g number of
purticipunts mentioned the existence of Food Trails and
other fledgling locul aund regional efforts fo promote
food tourism, hone have to dute become significantly
enguged with these, dlthough some ucknowledye that
there muay be further potential to do so.

3.3.2 SFSC Activity in the Context of Irish
Farming Culture

As noted previously, the great muijority of Irish farmers
have not enguged in uny way with this added-value

or direct sules dynumic und remuain price-takers in
commodity markets rather than price-setters in short
food supply chuins. In un attempt to shed some light

oh this phenhomenon, participunts in this research were
usked whut the reaction of their fellow farmers hus

been to their SFSC uctivities and whether this reaction
has chanyged over time or with perceived success.

The reuction uppeurs to huve been somewhut mixed,
ferhups best summed up by the experience of John Tuit
when he beyun selling his Aberdeen Angus beef directly;

"I got dll sorts of reuctions from ‘best of luck’ to ‘you're
mad’ to ‘they won't pay you’, to the more fraditiondl
farmers who would have ho time for it.”

Participunts in this research articulated a hnumber of
reusons why this kind of activity hus gained limited
fraction in contemporary Irish farming culture.
Interestingly, while many suid they found the reuction

of their fellow farmers positive, with comments like
‘good on you” und ‘that’s greut’, this waus usudlly
uccompunied by the proviso ‘but it wouldn’t be for me’.
Therefore, one of the Most obvious burriers is the simple
preference of most furmers to focus on production;

"l get quite u good redction und people think it’'s u
relatively good ided, but hot for them. Most farmers
seem to be happier in the field.”

Nigel Harper, Crumers grove Ice-creum

Even umongst the participunts in this study, there
were u humber of exumples of fumily operations
where one person cleurly und huppily focused on

the production side of the operution while the other
focused on uctivities beyond the farm gute. A humber
of purticipunts dlluded to the overull focus on und
investment in commodity agriculture und the direct
puyments ussociated with it us a further key barrier to
innovation. The following comments were typicdl;

“Farmers dre still quite convenhience oriented, they see
themselves us commodity producers and are hot redlly
willing to take ai risk.”

"Over the last 20 or 30 yedars, farmers mindset has
been very influenced by the avdilability of subsidies,
there is a kind of u depenhdency culture und lack of
ehtrefpreneuridlism”,

Also ussociuted with this focus on commodity ugriculture
is what mauny some puarticipunts see us u diminished
cupducity amongst contemjporary Irish farmers to
operate a more mixed enterprise. One orgunic farmer
described this us;

"...d lost set of skills which came along with more mixed
enterprises, such ds saving grdin, or being self-sufficient
us a family. It’s hard fo describe some modern day
farmers as such, it’s very much g mono-culture.... with
over specidlisation and over production, some dare more
tractor drivers than farmers.”

There dlso uppeur 1o be some strony culturdl barriers to
enguying in this kind of activity. Much of this appeurs
ussociuted with a reluctunce to, us some puarticipunts
commented, ‘put yourself out there’. As one veyetuble
grower hoted;

"A lot comes down to pride, some people just would hot
stand on u streeft selling things. They’'d be dfrdid people
would say ‘that fella must be short of mohey”.”

A humber of the meut producers in particular
encountered what they would describe us beyrudygery
umohnyst some fellow farmers who yuestioned their
right” o promote their products over and above that of
their fellow farmers;

“The lIrish culture and psyche is ¢ hard thing to bredk,
there wus u bit of un element of ‘who does he think he
is’, and ‘my stuff is just us good us his’.”

“There wdas a bit of begrudgery initiclly but you can wear
that opinion down, especidlly by employing people. The
culturdl barrier is there but you ighore it. We were the
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talk of the meut guys for a while with a fdir bit of ‘who
do they think they are’ but how people are coming to
us looking to sell.”

As the lust comment demonstrates, success uppedars to
lend gredter credibility to the furmer who hus chosen to
sell directly. Notwithstanding the enduring practical and
cultural barriers, there was a feeling amonyst many of
the participunts that the notion of adding value und of
exploring outlets outside of commodity uygriculture now
has greater purchuse umonyst the farming community
und the wider community than might have previously
been the cuse. The following comments were typicul;

"The attitude generdilly to food hus changed hugely,
there’s much more focus on hedlth and especidlly at
the moment, on traceubility.”

"I get queries dll the time from farmers looking into doiny
something like what I’'m doinhg. ”

“Wheh we started doing this (farm-based ice-creum
production) we were probubly the only the ones ut it,
how [ think there’s ubout seventeen.”

3.3.3 Experience of Rurdl Development
Programme

Eleven of the purticiputing fumilies in this reseurch huve
received some support under the Rurdl Development
Progrumme. Of those who have not, two upplied for
grant did but were ineligible for funding und a further
two have hot sought any support. Of those who have
received fundiny, seven received (ut leust purt) funding
for capitdl projects such us food prepuration rooms,
cutering vuns, eyuipment, water freatments systems
und three-phuse electricity. Equally, some of those who
received fundinyg for some activities were ineligible
whenh they applied for grant aid for other activities. A
smaller number received grants for small expenditure
such us puckuging, getting buagys printed or labelling.

The mdjority of participunts in this research were broadly
positive ubout their experience of upplying for und
receiving yrunt did under the Rural Development
Programme. As hoted by a humber of those who
received cupitdl funding, yetting u grant wus usuully
the difference between doing something und not

und enubled them to proyress their business further
without incurring substantial debt. Most of those who

received cupitdl funding were broudly positive about
the experience. Onhe noted in particular the support
provided by stuff in facilitating grant applications;

*| found them very good to dedl with, very clear. They
laid it out hice and simple for me which | heeded. If |
had u problem with the form, they helped me.”

Four of the participunts found that the rigours of the
upplication process, including the drawing up d business
plan, wus an important source of leurning und forced
dapplicants to redlly interrogate their own business idea.
As ohe commented;

"We got capitdl fuhding at the start and were very
happy with it. Having fo draw up a business plan

wus good for us us wus meeting the committee. It
clears your heud and forces you to think everything
through. | got to hear other people’s opinion oh my
business. It wus a redlity check redlly; you’re usudilly full
of enthusiasm for the product, but it can cloud your
business judgement.”

While ucknowledying the importaunce of due diligence
in the application process, others felt that it was overly
cumbersome und bureuucrutic. As noted by one furmer
who avdiled of mentoring support but decided not to
proceed to upply for u cupital grunt, the upplicution
process itself involves u substantial investment of fime
and resources which he was reluctant to dllocate;

“The umount of red tape and hoops to be jumped
through is substantial, You heed fo get u business plan
drawh up anhd to gef the three yuotes and then time
frame is quite lony. Things dre tight enough...l didn’t
want to invest time and monhey without gredater certainty
of outcome.”

Another noted that the tferms und conditions ussociated
with grant support cun be quite onerous und recounted
his frustration at the constant warnings of the myriad
ways in which he could lose his grant. Other hotable
sources of frustration include the inubility to source
eyuipment second hand when, us hoted by ut leust
three participants, there is very good vdlue to be had
und the reyuirement to obtuin three yuotutions for
every piece of work/equipment. In uddition to the
workloud associuted with this, o humber of participants
noted that what they reyuired was so specidlised that

it might be only uvdiluble from one source. A further
criticism of the grant did avdilable under the Rurdl
Development Progrumme wus that it can in some
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cuses, its avdilubility und promotion cun encourage
upplicants to Muke investments which are beyond whut
the business actudilly requires. One farmer recounted his
experience;

"I went to LEADER becuuse | just wanted d few bob to
get brochures and labels printed and maybe a bit of
mentoring but | felt | was almost encouraged fo muke
cupitdl investments which weren’t redlly heeded.”

Another observed thaut in hindsight, he would have
grown the business more slowly if hot for the avdilability
of fundiny. These experiences highlight the need for u
highly differentiated approuch to dedling with individudil
farm households und businesses.

As hoted previously, eleven of the participunts in this
reseurch have uvdiled of the more indirect, soft supports
funded under the Rurdl Development Programme.
These include puarticipution in training programmes

und in food-reluted hetworking events, food truils

etc. orgunised by their respective locul development
compunies, participution in farmers” murkets funded
under the Village Rehewdl und Development medsure,
and avdiling of the likes of mentoring support or a
technoloyy audit or u feusibility study. As hoted by one
puarticipant;

"Once you are on their (local development company)
databuse, you get to hedar of lots of opportunities and
are automdaticdlly plugged into a hetwork and ¢ source
of support.”

A muijority of participants had very positive experiences
with the stuff of their respective locul development
compunies und with the mentors aund tfrainers
ussociuted with the more soft supports. However, u
minority argued strongly for the heed for staff and
mentors to have some on-the-ground experience

of setting up u business und therefore u yreuter
understanding of what fledgling businesses required.

A number sugyested thut peer-to-peer support und
mentoring between those who have ‘been there, dohe
that” would be more beneficidl than bringing in outside
‘experts’ who might have little practical experience.
One furmer suid he had found his locul Enterprise Board
to be "much more clued in and helpful in terms of what
businesses heed” than his locul LEADER compuny while
another argued that LEADER compdnies cun tend

to focus too much on their community development
‘side” und should insteud udopt u renewed focus on
enterprise s the key to rural economic development.

3.3.4 The Role of Externul Actors in
Ehcouruying und Fuacilitating SFSC
Activity

As hoted previously, the decision-making process
around uddinyg vulue und exploring more direct sules
options will usudlly (if hot consciously) involve unalysis
of the internul resources und external resources und
environment avdilable to the farm household. We have
discussed internal farm resources in some detdil but
whut redlistic chunyges could be mude to the externdl
environment and by the actors within it to further
enhcourage und support this kind of activity? In this
section we will focus on the three criticul areus requiring
chuange or support which were rauised in the course of
interviews with those who dare currently out there in the
marketplace.

3.3.4.1 Addressing Over-Regulation and Bureaucracy

As noted previously und us we discussed in some detdail,
the perceived over-regulation of small-scule food
producers emerged us the most frequently cited barrier
to the further development of the sector. Most of the
purticipunts in this research argued for a shift fo a more
supportive und flexible regulatory regime, which waus
consistent in its upprouch und More uppropridte to

the scule ut which most producers were operating. A
number of participunts argued for u better balunce to
be found between the dbsolutely leyitimate heed to
ensure food sufety und the equdlly important godl of
encouruying und supporting the artisunal and smuall-
scule food producer. There wus u perception umonyst
the participunts in this research that those responsible
for the former currently have little understanding of or
dre unuble to tuke into uccount the latter. As we hoted
in our discussion of the Rurul Development Progrumme,
U humber of puarticipants dlso argued that fundiny
reygimes such us the Rurul Development Programme
need to be mude less bureaucratic and rigid in order to
encouruyge wider engugement.

3.3.4.2 Building the Food Culture

A humber of puarticipunts in this reseurch hoted the

lack of u food culture in Irelaund us u barrier 1o the
development of their own businesses but dlso the
development of the sector beyond its compuardatively
low buse. Muny sugygested that greuter educution und
awdreness-ruising ubout the food system und dbout the

vulue of their uctivities within it are reqguired;
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"There’s u redl heed for more educdtion ds to how
the food system works and ubout the importance of
supporting smdall producers. Sustainability and home
growh food should become the priority. There is a redl
dedarth of knowledge out there, it’s just hot in our culture.”

"There’s u heed for unother round of educduting the
public on food, oh the hiddehn costs of chedp food, oh
the tactics of retdilers, that kind of thing. ”

The targets of these educutiondl und awdreness-raising
activities range from farmers themselves;

I find Ag students very focused on intensifying, it’s il
ubout getting bigger; their educdution should encourage
ehtrepreneuridlism, get them to think more about

whdat they have aund what they could do oufside of
commodity agriculture.”

...To the wider public;

*l had a Bord Bia food demo on the farm last year, 150
plus attended. It was amazing, we heed more of this
kind of thing...you could turn the likes of my place info a
showcuse. We heed more events like National Organic
Week, more demonstrations and things like that that so
eople cun see process behind and so you cun ruise
awdrenhess of qudlity. That’s how you build the market
for the kind of food | am producing. Support bodies, the
likes of LEADER, they should be doing more of this kind of
thing.”

Some producers such us Brendan Allen of Custemine
Farm argue for u shift away from the somewhat elitist
‘foodie’ or urtisunal tfay which offen aftaches to the
efforts of smull scule food producers. He shared the
philosophy of their operation;

"We wanted to make ourselves more mainstream, to
stay away from both the price-driven model and the
artisun/foodie thing. Our USP is qudlity food at the best
price we can offer.”

3.3.4.3 Encouraging and Supporiing Non-Commodity
Based Agriculture

As noted previously, there is u perception umonyst
some of the purticipunts in this reseurch that there is

not u level playing field for those not involved in hon-
commodity agriculture und that there needs to be
further support und encouragement in this regard. As
noted ubove, this ut leust partly involves educating and

working with current und uspiring farmers to brouden
their perspective on their options. As Brendan Allen of
Custlemine Furm hoted;

"One of the big problems for farmers is lack of
knowledge. You heed to do pre-commercial work

oh fostering credtivity. Bringing in tourism and food
entrepreneurs to tedse out idedus, peer to peer
mentoring, increasing the culture of enfrepreneuridlism;
dll of these are puart of the mix. There is redl potential for
rurdl-bused enterprises. ”

Similarly, Kathleen Nerney of Adora Flax Oil argued;

“Farmers might spend 70,000 oh d fractor but they could
set up an enterprise for that, There’s too much focus on
machinery rather than on idedus. It is hard work but there
is a redl future in it, the import substitution potentidl is
definitely there with some products. The country will only
come buck when we focus oh the things we can do
well ourselves bused on the resources we have,”

Some purticipunts sugyested that cooperutive
approuches such us smuall scule producers’
cooperutives und local arrangements between
producers could enuble more furmers to tap into the
opportunities associated with SFSCs, without hecessarily
having to fundaumentdally dlter their operation;

I think there’s potential for small groups or coops of
roducers, they could joih forces und do it bigger than
ohe mahn oh his own. If it can happen in Cohhemara or
Kerry, it can happen here, it’s all about mindset. ”

As previously noted, it has dlso been urgued that LEADER
compunies should udopt U renewed focus on enterprise
— und purticularly those bused on furming und food — Us
the key spur to rural economic development.

3.4 Plans for Future Involvement in
SFSCs

One orgunic meat producer expressed some doubt
that he would continue with his current activities in the
medium to lony term, hoting thut;

"It’s hot viable redlly and I've dlready spent guite a lot
of monhey getting it up to standard. I’'m at a bit of a
crossrouds... dnother yeuar like last year and | might stop
farming and plant forestry. | run things af a pretty good
level und am getting a good ehough price but food is
just too cheup.”
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However, dll of the remaining puarticipants in this
reseurch plan to continue with some level of uctivity

in SFSCs. Approximutely two-thirds of the participants

in this reseurch plun to confinue operating at u similar
level to that currently being pursued although o majority
of these would still have plans to ‘tweuk’ the business,
expund certdin sides of the operdation und perhups
curtdil others. The following comments demonstrate the
awaureness which exists of the heed to constuntly refresh
und re-orientute operations;

“We are currently planhing to move the production
in-house rather than sending it out of house to specidlist
butchers, smokers, efc. We will continue and we’ll dlso
try fo maximise the full value of the ahimals more by

selling the skins, untlers, etc.”
Lindy O’Haru, Coopershill Venison

"l plan to develop on-farm production and make some
geherdl improvements to yields and productivity. | also
waunt to develop the jums und chutheys side of things...
they have u good shelf life and good mdargins and

help fo cut dowhn oh wduste. I’d diso like to get more
customers on to the farm for the likes of strawberry days,

cookery days...let them see what | do.”
Paddy Byrhe, orgunic vegetuble farmer

Four of the purticipunts could be described us having
more umbitious pldans to grow aund expaund their existing
food businesses. Three of these businesses would
describe themselves us how huving u solid buse und
level of knowledye with which to go forward;

“"We will continue on this route, | think the hardest part
hus been gotten through. We are how estublished and
have credibility and d level of exposure. We will expaund
oh areus that have potential or where there are good

ideus...We are flexible and adaptable.”
Orlu Cluncy, Clunwood Farm

"We have gonhe us far us we cuh with the raw medt,
how we wdaht to increuse the value further and we have
the kitchenh how to do it. We dare umbitious for it but it’s
easier now, we have the base to work from. We can be

pdutient because we dre findlly making some profit.”
Brendun Allen, Castlemine Farm

We do plan to grow the ice-cream business but it’s a
30 yeuar plan, you heed fo think in ferms of decudes. It
heeds fo pay for itself more but we haven’t redlly over-

extended ourselves either.”
Nigel Hurper, Cramers Grove Ice-creum

Adora Flux Oil is u hewer business than many of the
others, but here too there is u strong umbition to muke
expund the business beyond current levels:

“There is a big demand for the seed product....hopefully
we will continue to mauster the growing aund production
side of it. We will be investing soon in & hew grdin drying
facility and hope to make this a three-person operdtion.
We dre lookihg for someone atf the moment to take

oh the murketing side of it. There’s ho reusoh why uny
should be imported because an Irish product is better
suited to Irish people und the Irish climate. We plan to
be widely avdilable beyond specidlity retdilers.”

Six of the purticipunts in the reseurch mentioned the
importance of muintdining the farm und the cupuacity
of the furm to provide u living (or indeed multiple

livings) for the next yeneration us u motivating factor

in continuing on the route they have taken. Oliver
Clooney who sells veygetubles und potatoes through a
variety of outlets dlready hus G son who is very involved,
interested und umbitious for the business; as Oliver
notes, he probubly wouldn’t sfill be in it if it weren’t for
that. However there wus d strony feeling amongst most
purticipunts that the hext generation would dlso have to
pursue their own interests first; this feeling was particularly
acute umongst those who had themselves gone straight
into furminy from school.

Participunts were dlso usked whether they felt there
wus potential for more farmers than heretofore to yet
involved in this kind of uctivity. Most agreed that there
wus potentiul und some went further to urgue that
farmers should be uctively encouruged to explore

how they might make better use of their internal farm
resources. When usked whether they would encouruge
fellow farmers to engage in SFSC activity, the mdajority of
purticipunts suid that they would but with some provisos.
Chief aumonyst these was the caution to start smaill

and to minimise initial investment, even where grants
might potentidlly be avdilable. Most agreed that in this
context, farmers’ markets cun provide u particularly
cost-effective testing ground for products and for the
skills und predilections of the seller. A further proviso wus
the heed to be redlistic both dbout the time and labour
involved in this kind of work and the length of time it

will usudlly take to beyin to make d reusonuble profit.

A humber of participants ulso mentioned the need

to have some sort of ‘feeling’ for this kind of uctivity
and u pussion for the product you ure offering to the

marketpluce.
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4. Conclusions, Lessons Leurned und
Recommendutions

This study has provided u hecessuary insight into

the journey, the experiences und the leurhing of u
range of Irish farm households who have embarked

oh dlternative puaths to reaching the end-conhsumer
than that offered by the conventional food system.
Although their experiences have been mixed und there
remuin significunt challenges and buarriers, dll plan to
continue operdting in this sector of the food industry. It
is hoped that this insight will provide both inspiration and
concrete leurning for other furm households thinking

of emburking on u similar journey. It should dlso be of
inferest to those professiondilly tasked with supporting
und encouruyging the growth und further development
of the sector.

We cuh summairise the key lessons from this study'® as

follows;

@ Unless it is to remuin at a relatively simple level,
with limited potentidl for growth, this kind of activity
appeurs to reyuire the inputs (i.e. the skills und the
labour) of more thun one member of the furm
household. This input ranges from minimal, often skills-
bused inputs to whole fumily involvement but it does
uppeur to be criticul. Any unimation or development
work heeds to adopt a similar upprouch in
encompussing the skills, experience, inferests and
ambitions of the furm household us a whole.

® Although no compurdtive study hus been dohe with
conventional furm households, it appeurs that at
leust one member of the farm households embarking
on this kind of activity will usudlly have at leust ohe
of the followiny; significant off-furm work und life
experience, an entrepreneurial backyground or
educution yudlifications outside of agriculture und
farming.

® |ndividuul farm households caun improve the
vidbility and sustuinability of their farm businesses
by operating ut widely different scules within this
sector. Some will wunt to scule up und expund their
businesses und sell predominately into proximate
and/or extended chuins. As this reseurch hus
demonstrated, there are perhups more who will
consciously continue to operate ut a more face-
to-fuce or smuall-scule level, typicdlly with a high
level of control and with < business model which
is suited to their way of life und to the cupucities
of the farm holding and farm household. As this
research demonstrates, the latter approuch clearly

merits support in its own right, rather than beiny
necessurily seen us u (stulled) steppinyg stone to the
former. In addition to contributing to the viability and
sustuinability of their individual farm households, those
larger numbers operuting ut this level ure widely
dispersed und cleurly a vitdl part of the economic
and socidl fubric of rurdl life.

There is potential for this kind of uctivity throughout
the country, but proximity or otherwise to population
centres und/or u receptive consumer buse uppeur
to impuct stronygly on how und in what way the
business evolves. Furm households operdating in
more marginal and less dehsely populated areas
will inevitubly have difficulty with locdl saules and
distribution if their product is highly speciulised und
will usudlly heed to explore working with hational-
level specidlist distributors, selling ohline, etc. Some
options such us furm-bused shops will be largely
closed to them due to poor volumes of customers
or pussing trade. If selling through farmers” markets,
they may heed to sell at more of these than might
u farmer selling into one or two lurge und busy
urbun markets. Furm households operdating in closer
proximity to population centres und/or u receptive
cohsumer buse muy have significantly more options
to explore but equdlly und puarticularly if located in
areus with a strony food culture such us Cork they
may face greuter competition and encounter less
customer constuncy than those selling in u mMore
limited but possibly more static market.

The typical furm household which embarks on this
journey seems to ussemble und jugyle u large ranye
of outlets for their products, with u mdjority selling into
three or more. There was a strong awdreness of the
need to spreud risk und to remuin flexible aund dlert
to shiffs in consumer demaund und behaviour and to
tfrends in the wider food industry.

Face-to-fuce SFSCs und proximute SFSCs are the
cuteyories which uppeur to have the yreutest
tfraction with the farm households which took part in
this study. Within these cuteyories, the most popular
outlets ure furmers’ murkets und locul/regiondl
restaurants. These are followed by sules via farm-
shops or at the farm gate, sales to specidlity retailers,
sdles via specidlist distributors and online sales.

Each type of outlet has its benefits and its drawbacks
und every farm household emburking on SFSC

15 Given the relatively small sample size and the qualitative nature of this study, the conclusions reached and lessons learned are necessarily tentative.
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uctivity assembles a mix of outlets which ‘works’

for them und their operdation. The factors which
appeur to determine the most suitable mix for

euch household include the locdation of the farm,

the type of produce, the lubour avdilable to the
enterprise, the personul preferences of the household
with reguard to selling, the level of ambition for the
enterprise und the yenerdl market conditions.

The decision-muking frocess uround which outlets
to explore or pursue clearly involves tfrade-offs und
compromises. The more direct, fuce-to-fuce meuns
of enguging with consumers — farmers markets,
farm shops und furm-gute sales seem to be holding
up compuratively better in the current economic
environment und u level of control, ugency und
flexibility clearly remuains with the producer. They
ulso ensure cush-flow and as we have nhoted, this is
increusingly necessary even for lurger operators in
the current trading environment. Set against this,
there ure limits to the market for the product(s) und
the overdll growth of the business (if growth is souyht)
within this model. In this context, intermediaries cun
be criticdl to success, though producers cledrly
need to be judicious und strateyic in both the type
of infermediury with which they choose to enguyge
und in developinyg the terms of that engagement.
The retdil and restaurant trades dare perhaps the
most problematic and risky, particularly in the current
ecohomic environment. Unless significant expunsion
is the goul, larger retdil operdations und chains do
not uppeur u suituble outlet for Most smull-scule
producers. On the other hand, more local and/

or specidlity shops, where there is u high degree

of locul owner control, appedar u better und more
long-term *fit" for the kind of businesses involved in this
study. Similaurly, specidlist und trusted distributors can
have diso have d role to play in endbling expuansion
und distribution and in munaying payment issues,
particularly for those with more niche or specidlist
products.

The key benefits of operating within SFSCs are
improved maryins, u return of greuter agency
und control to the primary producer, the dbility to
uccess direct murket intelligence, improved socidl
cohnectivity und an increused sense of pride und
confidence.

The perceived over-regulation of the food sector
emeryed us the issue which most exercised
puarticipants in this research and wus identified ds the

single bigyest burrier to the further development of
the sector. Other difficulties ussociated with operating
in this sector of the food industry include what is
generdlly seen us the limited food culture, the price-
driven hature of the market in the current economic
environment, the rising costs of inputs und the time
commitment required.

There was consehsus that a very broad range of
skills were needed to effectively operate ut every
stuge of the food supply chuin. Chief amongst these
are selling skills, the capucity to communicute your
message and ‘sell yourself’, the ability to work on
the business as well as in the business and an ability
to both avdil of opportunities and advice and to
exercise good judyement us to the value of these.

Businesses such us those examined in this study

make a strong contribution to locul economic
development. Some ure employers, others huve
stronyg symbiotic reldtionships with other farmers who
supply to them and dll use the services of other locul
businesses such as printers, couriers and bookkeepers.
Although linkuges with tourism development currently
uppedr weuk, most ugreed there is significant
potentidl for this to develop in the future.

The prevuiling culture of Irish furming uppeurs

to remuain firmly oriented towdrds commodity
production und conventional sules routes though
most of the participunts in this reseurch have found
their fellow farmers both more receptive to und
curious ubout their choices in recent times.

The experience of purticipunts in this research

of the Rurdl Development Programme hus been
broudly positive und it hus, through a range of

hard und soft supports, enubled development und
improved performance in mMany of the businesses
studied. Clearly, the local compunies which deliver
the RDP remuin the most appropriate channels
through which the mdjority of rural-bused small-scule
food enterprises cun continue to be developed

and supported. However, there wus dlso some
questioniny of the level of bureauucrucy aund
restrictions surrounding the grant application process,
of the relevance of the progrumme to some very
smuill-scule enterprises, but dlso us to whether those
enhyuyed to work with farm households always have

the necessury on-the-ground experience.
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4.1 Recommendations Specific to the
Rural Development Programme

Any future rural development initiatives such as the Ruradl
Development Programme will have a key role to play in
encouruging und supporting the further development
of this fust-growing sector of the food industry. There is
dlso potentiul for the people und products within this
sector to both complement und invigordate other areas
of uctivity within the RDP such us rural tourism, enterprise
development, farm diversification und village renewdl.
The results of this study would indicate that activity and
support in this sector should focus on three key ureus’s;

4.1.1 Working with Individual Faurm
Households

® Carrying out pre-commercial animation work with
farmers and other members of the furm household
which will foster credtivity und encourage farm-
bused innovation. This work would idedlly be
curried out by existing food entrepreneurs from
similar background to potentidl clients who can
both provide ‘redl-life’ insight into the process of
business development und uct us credible mentors
in feusing out ideus. It is ulso necessury to continue
to look beyond the current furmer buse und possibly
entrenched hotions of what a farmer is to work with
hew entrants to the food sector, including those
operuting infensively from very smull holdings such us
encountered in this reseaurch.

® Encouruying und funding participation in relevant
externdl educution programmes in specidlity food
froduction, nutrition, food science, organic growing
for members of farm households wishing to deepen
their knowledye buse. This reseurch hus highlighted
the role of such educution (us opposed to training)
programmes in the development journey of u
sighificant number of purticiputing farm households.

® Providing ‘short und sharp’ fraining programmes
targeted at the redl und onygoing heeds of furm
households dlready operating in this sector. Where
possible, these would uguin be delivered (or ut
the very leust, co-delivered) by practitioners with
specific experience und by industry insiders (e.g.
buyers, distributors, etc.) rather than professiondl

1o These recommendations are summarised in Table 2 on pg. 44.

conhsultants/trainers. In order to ensure that the most
knowledyeuble und credible people ure delivering
such progrummes und to enhance vulue for money it
may be increusingly necessary for LEADER compunies
to colluborate and ruh training programmes on <
more reygionul busis und/or to muke increused use of
distunce leurning methodoloyies.

@® Continued yrunt support for promising cupitdl
projects within this sector, but at u scdle uppropriate
to the heeds und umbitions of the individual business
und only where such expenditure is redlly necessary.

® Contfinued one-on-onhe Mentoring work with food
businesses which brings u ‘fresh puir of eyes” and
u level of objective judgement to the sules and
distribution aspects of supply chdin activity in
purticular.

® Acting us u locul portal through which food
businesses cun both access und be supported in
utilising the knowledye und resources developed
by other bodies und ugencies (for example, the
extensive market research or the lists of distributors
compiled by un Bord Biw).

® Continuing to work at an appropriate und
differentiated level with smuall-scule food
entfrepreneurs who may hever ‘scule-up’ or require
intensive capital support but who contribute hugely
to overdll rurdl sustainability and a vibrant local
economy. New mechunisms muy have to found to
enuble LEADER compunies to meusure, vulorise und
vulidute this sometimes less obvious ureu of their
work.

4.1.2 Working with Groups of Furm
Households

® Oryunising und fucilituting networking events,
industry-relevant talks, themed discussion groups,
farm visits and social mediu for regional groupings
of food entrepreneurs. The network of LEADER
compunies could dlso provide opportunities for
farm households with similar businesses in different
purts of the country (i.e. where they are hot
direct competitors) to leurn from ohe unother’s
experiences.
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@ Providinyg linkuyes und points of contuct between
farm households where there muy be potential
for collaboration or partherships (e.y. between
producers with complementary offerings who could
sell euch other’s products ut furmers’” markets, or
between food entrepreneurs and farmers willing to
supply to them).

® LEADER compunies huve u sighificunt role to play
in animuting, developinyg und supporting regiond
foroducers groups who may go on to sell regionally,
nationdlly or even internationadlly. Producers groups
have the potential to enuble more *ordinary’
farm households to tup into the opportunities and
increused Muryins ussociuted with SFSC activity in a
wuay that retdins their occuputiondl identity, utilises
the skills they dlreudy possess und is socidlly and
culturdlly acceptuble to locul furming communities.
Although many of the recent producers groups which
have emerged dre in the meut sector, potential may
dlso exist in other sectors (e.y. orgunic veyetubles) or
for producers groups with a mixed offering who could
sell collectively und potentidlly more eusily than
they might do as individudils into specidlist retdilers,
restaurants.

4.1.3 Otherwise Supporting the
Development of the Locul/Artisunal
Food Sector

@ As this research has demonstrated, farmers” markets
dare perhups the most significant entry point and
source of murket intelligence for fledgling food
enterprises, us well as being the main source of
income und cush flow for muny of the participunts
in this reseurch. They uct us informual hubs for
networking und knowledyge sharing amongst smaill
food businesses und cun provide u buse for further
colluboration between entrepreneurs. They dlso
have u role to play in revitdlising and enlivening
public spuce und contributing to the tourism mix.
Therefore, LEADER compunies should continue to
provide onhgoinyg financial and soft supports for the
development und strategic munagement of hew
and existing farmers’ markets. They may dlso have a
role to play in developing (or facilituting the orgunic
development of) regional groupings of furmers’
markets which may allow for u more efficient und
cost effective use of human and cupitdl resources
and for less overlup between markets.

Support for the development of small-scule or
specidlist food retdilers, including farm shops which
may go oh to provide outlets for locdl produce.

Support for activities and events which promote
the locul/artisunal food sector such us cookery
demonstrations, food truils, food festivals, talks,
conferences und themed events (e.y. strawberry
duys, colluborations with Craft Butchers of Ireland).

Support for food-related tourism inifiatives such as
food festivuls, food trails, cookery schools, links with
restaurants and farm-bused accommoduation.

Using the credibility and ‘on the ground’ experience
yguined from lenygthy experience in this sector to
udvocute for further hecessury chunges which

are outside the scope of the Rural Development
Programme. From this reseurch, these would include:
d review of the regulatory framework for smaill-scule
food producers (with relevant authorities such us

the FSAI); un uppruisul of the uttention given to

this kind of activity within mainstream agricultural
fraining programmes and amonyst agricultural
advisors (with the Depurtment of Agriculture, Food
und the Murine und Teuyusc); und u concerted und
renewed commitment to supporting and developing
this model of uyriculture within both Mauinstreum
ayricultural policy and rural development initiatives.
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Table 2 Summary of Recommendations Specific to the Rural Development Programme

Area of Activity Specific Recommendations Potential Collaborators

Working with individual
farm households

Working with groups of
farm households

Otherwise supporting
the development of the
sector

e Carry out pre-commercial animation work with
members of the farm household, delivered by
existing food entrepreneurs

e Encourage und fund puarticipation in relevant
externdl educution programmes for farmers
wishing to deejpen their knowledyge buse

¢ Provide ‘short and sharp’ training programmes
targeted at the redl and ongoing heeds of
farm households, delivered by practitioners
with specific experience und by industry
insiders

e Continue ygrant support for promising capital
projects at a scule appropriate to the heeds
and uambitions of the individuadl business

e Act us u locul portal through which food
businesses cun uccess external khnowledye
and resources

o Work at an appropriate and differentiated
level with smdall-scale food entrepreneurs who
Mmauy hever ‘scule-up’ or reyuire intensive
cupitdl support

¢ Orgunise und fucilitute hetworking events,
industry-relevant talks, themed discussion
groups, farm visits and sociul media

¢ Provide linkages und points of contuct
between farm households where there may
be potentidl for colluboration or paurtnerships

e Animate, develop und support regional
producers groups

e Continue to provide supports for the
development/strategic munagement of
farmers’ markets and other specidlist food
retdilers

¢ Support activities and events which promote
the locul/artisunal food sector such ds
cookery demonstrations, food trails, food
festivals

e Support food-related tourism initiatives such as
cookery schools, farm-bused accommodation

¢ Use the credibility and ‘on the ground’
experience to advocdate for further hecessary
chunges to the policy environment which care
outside the scope of the Rural Development
Programme

e Farm bodies (IFA, IOFGA, ICMSA,
ICSA, Macra)

o Existing food entrepreneurs und
food hetworks

o Industry insiders (buyers, distributors,
retdilers)

e Relevant trainers/consultants

¢ Relevunt educutional providers

o External bodies with particular
expertise (e.y. Bord Biu, Tuste
Council, Teagusc)

e Network of LEADER compunies

As above plus:
o Existing producers groups

As above plus:

e Faurmers’ market/country market
organisers

o Locul/specidlist food retdilers

e Restaurants, hotels, cookery
schools

e Tourism providers and industry reps

e Other State bodies, ugencies,
whose work impacts onh the sector
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Appendix 1
NRN Reseurch: Fucilituting und Encourayging
Short Food Supply Chains

Semi-structured interview schedule for participating farm families

1. BACKGROUND INFORMATION
Prompts:
® Where is your farm located?

2.

How lohy have you beehn furming?

How did you come to be involved in farming? (fumily
farm or otherwise)

Do you have any yudlifications (agricultural or non-
agricultural)?

Huave you worked outside agriculture? In what
ared(s)?

Tell me ubout your overdll furm operation, including size,

different areus of uctivity, level of diversificution, etc.

Describe activities (if any) in mainstream commodity
agriculture (i.e. sules to fuctories, cooperative, etc.)

SFSC ACTIVITY

Prompts:

What kind of uctivities are you involved in which
could be described us beiny outside of the usudl
commodity chuins und where there is u short
distfance und/or u smull humber of intermediaries
between you und the consumer;

- Selling at farmers market(s)
- Selling ut country market(s)
- Supplying to locul shops/butchers

- Supplying to locul restaurant(s), hotel(s) cookery
school(s), food service outlets, institutions, etc.

- Selling into more extended chuins (e.y. into shops,
restaurants, etc. which may be at a geoyraphical
distance from the farm but where the identity and
provenunce of the producers und the product are
still fo the forefront)

- Selling with other farmers us part of u producer
group(s)s

- Selling on-line

— Furm shop/roudside stund

- Box scheme

- Other (describe)

What products do you sell currently?

What was your original motivation in getting involved

in this sort of uctivity? How did it come about? Were
there any pdarticular push or pull factors or milestones
dlohy the way?

Roughly what proportion of the total farm income
currently comes from these kind of activities?

What hus been your overdll experience to date of
selling info short food supply chains?

Detuil benefits/pluses

Detuil neygutives/difficulties/setbacks
Detuil learning, changes in mindset etfc.
How does puarticipution contribute to:

d. Income and finuncial sustainability of the farm
enterprise (i.e. is it worth it?)

b. Your level of control/influence in murketplace

¢. Product range, quulity

d. Any other complementary dctivities (e.y. tourism)

If selling through a variety of channels, which huve

you found to be the most successful for you? Detdil

why.

Whut skills do you bring to this kind of uctivity?

Whut skills und resources do you think ure heeded to

engaye in this kind of activity?

Describe the umount und type of fumily involvement

in the operation

Whdat is this contribution ‘worth” in terms of endbling

the farm to puarticipute in short food supply chains?

What hus been the reaction of your fellow farmers to

your uctivities? Hus that changed over time?

Whuat effect, if uny, does your operation have on the

wider locul economy (e.y. providing employment,

contributing to greater economic activity,

contributing to tourism mix, etc.)

Whaut opportunities for networking with other farmers

und food producers, for the development of locul

food ‘clusters’ huve emerged from the kind of
uctivities you are how involved with?

Did you receive uny funding from LEADER to get this
uctivity off the ground?

If so, what wus that experience like? If not, were there
reasons for this?

What was your experience of the soft supports/
udvice, efc. provided by LEADER?
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3.

Prompts:
(]
(]

PERSPECTIVE ON THE FUTURE

Whut are your own plans for future involvement in X?

Where do these pluns fit into your overdl pluns for the
farm operaution?

Would you still describe yourself primarily as a farmer
or..?

Succession pluns re. fumily furm operation?

What do you see us the future of this kind of activity in
geherul?

Is there potential for more farmers to become
involved in this kind of uctivity?

Would you encouruge them to do so?

Are there unmet support heeds for furmers looking to
get involved in this kind of activity? Describe

How might some of the barriers/difficulties you
experienced be overcome?

Whut specific supports might the Rural Development
Programme (i.e. LEADER) provide ygoiny forward?

Whut support could be provided by other sources
(e.y. Dept. Agriculture, Teugusc, HSE, etc.)
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