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Create an efficient, low-cost marketing vehicle for local produce 

1. EXECUTIVE SUMMARY 
 

1.1. This report explores how Government can work with local producers to increase 
consumption of local produce, thereby decreasing greenhouse gas (GHG) emissions 
associated with food miles.    

1.2. An assumption could be made that most members of the public would choose and 
prefer local food supply over imported food, because it is good for the overall 
economy, provenance and quality is assured. However, considerable work needs to 
be done to ensure customers are aware of what food can be supplied locally, the 
benefits of buying local, and working towards making local produce a realistic choice 
because it is competitively priced and easy to get hold of. 

1.3. The Department for Enterprise (DfE) and the Department for the Environment, Food 
and Agriculture (DEFA) are committed to supporting growth and diversification in the 
local food and drink sector.  

1.4. The overarching aim of DEFA’s Food Matters Strategy is to grow the economic 
contribution of local food and drink on the Island from £75 million a year to at least 
£125 million by 2025. 

1.5. Similarly schemes such as the Isle of Man Food and Drink Festival have made strides 
in raising public awareness in Manx Produce. 

1.6. Agriculture and Fisheries Grants are also available from DEFA to help develop local 
businesses and support is also available from the Department of Enterprise with a 
range of schemes offering financial and practical assistance (see Annex A). 

1.7. Outside of Government, the Isle of Man had a local Food Assembly that was 
modelled on the UK version. The local site was run through the parent website in the 
UK. When the UK website discontinued this ended the Isle of Man Food Assembly. 
Enquiries suggest the UK Food Assembly had not proved a success due to low take 
up. The Isle of Man, meanwhile, had the largest turnover in the UK and was 
achieving £7,000 a week up until the scheme ceased.  

1.8. This report recommends the following actions:  

• Work with the private sector to re-launch an Isle of Man Food Assembly – 
whilst the operation of the food assembly would be the responsibility of the 
private companies involved, Isle of Man Government could help to facilitate 
by allowing the online ordering system to sit on the Department of 
Environment, Food and Agriculture’s Food and Drink website. There is also 
potential to fund the website for a year which will both help to launch the 
service and also demonstrate confidence in local suppliers.  
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• Continue running the Food and Drink festival. As it is a popular event on the 
local calendar the Food and Drink festival attracts around 8,000 over the 
course of a weekend.  

• Consider developing a Food Education Centre to promote agriculture and 
horticulture and local produce.  

• Develop addition marketing campaigns for local produce, such as a ‘Love 
Local’ scheme and ‘Buy Local’ gift cards (in development).  

2. THE CHALLENGE 
 

2.1. To create an efficient, low-cost marketing vehicle for local produce. 

2.2. Identified aims: 

• To encourage and enable cooperative farming (potential in - 
production/harvesting/storage/marketing/delivery) 

• to encourage healthier choices through sales of seasonal, local produce 
• to create an effective marketing model for customers 
• to reduce food miles overall. 

3. THE OPPORTUNITY 
 

3.1. 86% of respondents to the Climate Change Mitigation Strategy Consultation (Isle of 
Man Government, 2019) (results published in August 2019) support reducing 
emissions from agriculture and land use. 

Isle of Man Food and Drink – Food Matters Strategy 

3.2. The overarching aim of the Isle of Man Food Matters Strategy (2014) is to grow the 
economic contribution of local food and drink on the Island from £75 million a year 
to at least £125 million by 2025. 

 

Figure 1 Isle of Man food retail sector, Extract from Food Matters Strategy 2014  
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3.3. Schemes such as the Isle of Man Food and Drink Festival have made strides in 
raising public awareness in Manx Produce. 

3.4. The Department for Enterprise (DfE) and the Department for the Environment, Food 
and Agriculture (DEFA) are committed to supporting growth and diversification in the 
local food and drink sector.  

3.5. Agriculture and Fisheries Grants are available from DEFA to help develop local 
businesses and support is also available from the Department of Enterprise with a 
range of schemes offering financial and practical assistance (see Annex A). 

3.6. Eligibility for DEFA’s Agriculture and Fisheries Grants is based around the following 
principles: 

• That the business is a registered food and drink business on the Island 
• that the business uses local primary produce 
• the business should promote and predominantly/only use local primary 

produce (where available to do so). 

3.7. The Agriculture and Fisheries Grant Scheme makes grants available for the           
purposes outlined in Figure 2.            

 

Figure 2 Agriculture and Fisheries Grant Scheme eligibility extract from: 
www.iomfoodanddrink.com/food-business-grants 

The Provenance label 

3.8. There is no legal definition of what “local” specifically is. This means that often food 
purchases are made on the understanding that it has been locally sourced but was, 
in fact, sourced off Island. The Isle of Man Food Provenance Label ensures local 
means local. Products go through a rigorous criteria test of all of its ingredients and 
where they were sourced before acquiring the provenance label. This scheme is 

http://www.iomfoodanddrink.com/food-business-grants


Work Package 24  IMPACT Report Appendix 29 
 

4 
 

managed by DEFA to provide an independent assessment of each product that is 
listed. There are currently 700 products listed under the Provenance Label. 

IOM ‘Taste’ and ‘Harvest’ schemes 

3.9. Taste Isle of Man is an independently assessed quality assurance scheme designed 
to help visitors make an informed choice on where to eat and drink on the Island.  

Recommendation– Develop a ‘Love Local’ Campaign 

1. IOM Agricultural Retail Cooperative – The Food Assembly Model 
2.  The Food and Drink Festival 
3. IOM Food and Drink Website 
4. The Knockaloe Classroom 
5.  Introduction of ‘Buy Local’ Gift Cards 
 

3.10. Key areas for promoting local produce: 

• Quality and provenance of local produce – non factory farmed, the food is produced 
using fewer artificial inputs meaning its quality is improved 

• awareness of food miles savings from buying local produce 
• promoting the fact that every £1 spent on local food is worth £1.83 to the local 

economy 
• eat less meat, but eat local meat - grass fed accreditation, provenance label, 

traceability – non factory farmed and organically produced which is better healthier 
for the planet and us 

• potential for growth of a £75m sector (employment/revenue) 
• overall reduction in red meat intake for environmental and health reasons (The IPCC 

report on Climate Change suggests that switching to plant based diets could both 
free up land and reduce carbon dioxide emissions (IPCC, 2019)).  

Isle of Man Farmers Marketing Cooperative – The Food Assembly Model 

3.11. The Food Assembly is an online portal Farmers Market. The original model was 
founded in France in 2010 and was motivated by increased interest in improved 
diets, healthy eating and sustainable lifestyles.  Around nine countries have adopted 
the Food Assembly with France alone having 836 branches across the country (The 
Farmers Guardian, 2018) (source – The Farmers Guardian (2018), “A rural initiative 
helps to connect farmers to their local communities”, UK, Guardian (viewed Sept 
2019).  

3.12. This scheme provides an opportunity for consumers to buy direct from a range of 
local suppliers via a website with defined collection points. As orders are paid for in 
advance only the exact products are brought to collection points allowing for 
minimal, if any, waste.  
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3.13. The Isle of Man had a local Food Assembly that was modelled on the UK version. 
The local site was run through the parent website in the UK. When the UK website 
discontinued this ended the Isle of Man Food Assembly. Enquiries suggest the UK 
Food Assembly had not proved a success due to low take up. The Isle of Man, 
meanwhile, had the largest turnover in the UK and was achieving £7,000 a week up 
until the scheme ceased.  

3.14. The original Isle of Man Food Assembly had one monthly collection point in Douglas. 
A re-launched scheme would benefit from being rolled out in other areas of the 
Island to offer customers the chance to walk or cycle to collect their order and 
therefore reducing use of vehicles. This could also encourage making use of existing 
community buildings such as church halls, town halls and public libraries, therefore 
offering potential to increase footfall and use of community buildings. 

 

 

 

3.15. Food Assembly statistics state that the average distances of a product sold through 
the Food Assembly is 26 miles. This figure would be considerably lower in the Isle of 
Man. Making collections into more of a local, farmers’ market type event would 
enable customers to meet their suppliers and understand more about where on the 
Island their food was sourced and/or prepared and is also an opportunity for local 
businesses to increase their local profiles and demonstrate their efforts towards 
sustainable farming. 

 
 
The Food and Drink Festival 

3.16. For 11 years the Food and Drink festival has been a popular event on the local 
calendar. The festival attracts around 8,000 over the course of a weekend. It attracts 
sponsorship from local businesses as well as celebrity chefs who provide 
demonstrations to the public not only in the preparation of food but also on reducing 
food waste. Around £200,000 spent over the course of the weekend (DEFA, 2019) 

Meat Free Mondays – IOM school initiative  

3.17. Aim - Small steps to make big changes! 

3.18. Primary schools have introduced “Meat Free Mondays” across the Island. This could 
be developed further across the community to introduce ‘Meat Free Mondays’ at a 
national level so that it becomes a normal, cultural choice. As school children have 
already been introduced to this they will be able to influence their parents and carers 
into adopting “Meat Free Monday” as the norm.  

 

 

Figure 3 Food assembly in numbers extract from: Food Assembly  
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3.19. This could be an opportunity to encourage local businesses to get involved such as 
local restaurants focus their Monday menu on meat free options or supermarkets to 
offer promotions on Mondays for meat free alternatives. This has the mutual 
advantage of ensuring the customer still spends within their chosen, local 
supermarket for produce whilst influencing small behavioural change. 

3.20. A social media campaign could encourage those taking part in “meat free Monday” to 
share photos and recipe ideas for vegetarian and vegan foods. This could be an 
opportunity to educate on the benefits to reducing food waste.  The Isle of Man has 
a strong identity online with a large network on Facebook and other social media 
discussing Manx life. From this, it would be possible to identify and utilise local social 
media influencers to encourage uptake of the scheme. 

3.21. There would be little or no cost attributed to this as it can be incorporated into 
existing Food and Drink campaign. 

Manx Mondays 

3.22. As a softer approach towards change in buying and in dietary habits, residents could 
be encouraged in much the same way as “Meat Free Mondays” to source only local 
produce and share recipes based around food that has been sourced entirely locally. 
This can also help to encourage customers to “think seasonal’’ in terms of the 
produce they purchase. 

Ongoing education and awareness 

3.23. One option would be to recruit an educational specialist in climate, agriculture and 
food. 

3.24. University College Isle of Man runs an Agriculture and Horticulture course which had 
zero take up in 2018. By engaging children at a younger age and encouraging 
sustainable agriculture and horticulture as a realistic career choice within the school 
environment will increase interest in this area.  

3.25. A building is available on the site of Knockaloe Farm in Patrick which could be 
adapted into a classroom and host a range of subjects including food and drink 
produce, agriculture and biodiversity. 

3.26. Preliminary Cost - £70,000 for refurbishment of classroom and recruitment of a 
suitably qualified education professional. They would be employed by DEFA and offer 
on-site classes for the development of practical skills as well as outreach in local 
schools and the community. 

3.27. The space could also be used for other community classes delivered by the third 
sector and non-government organisations (NGO’s) such as the Manx Wildlife Trust, 
Manx Woodland Trust and Permaculture IOM. 
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3.28. Further investigatory work and a business case would need to be prepared to 
support this work. 

Local food advertising 

3.29. Currently there are planning restrictions on advertising in the countryside 
(https://www.gov.im/media/992450/townandcountryplanning_controlofadvertisemen
ts_regulations2013.pdf) 

3.30. Therefore it may be necessary to explore ways to make it easier for local producers 
to target their advertising in specified areas giving them low cost marketing options. 

‘Buy Local’ Gift Cards 

3.31. DEFA are currently exploring introducing a secure gift card for local produce. 

3.32. A company called MICONEX has been identified. There would be no outlay costs for 
this as it can be managed through ongoing Food and Drink Marketing campaign. 
MICONEX would manage the system so no outlay costs involved.  

3.33. Any scheme like this should promote and encourage local brand loyalty. To further 
promote this loyalty cards offer discounts to regular customers or other benefits to 
encourage more local spend? 

Diversification of local produce  

3.34. DEFA offer a crop underwriting scheme which could help farmers to expand and         
diversify.          

3.35. Some recent island examples of diversification include: 

• Knockaloe Beg – transformed agricultural land into accommodation and 
farm shop 

• IOM Goats – Now producing cheese, meat, clothing and offering goat yoga 
on site 

• Ballakarran – From sheep farming into a mobile farm shop 
• The Dairy Shed – From dairy farming to producing yoghurts 
• Glendown Farm – From dairy and sheep farming into shepherd’s huts and 

holiday cottages 

3.36. Diversification success stories should be shared and celebrated. 

3.37. Farmers have an opportunity to work with the Department for Enterprise (DfE) and 
apply for funding and support to encourage their business model of diversification. 
See Annex A for full breakdown of DfE funding available. 

Vertical Farming 

https://www.gov.im/media/992450/townandcountryplanning_controlofadvertisements_regulations2013.pdf
https://www.gov.im/media/992450/townandcountryplanning_controlofadvertisements_regulations2013.pdf
https://www.mi-cnx.com/
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3.38. A significant increase in sales of local produce will require farmers to look at options 
to increase stock levels. One way to achieve this would be through vertical farming.  

3.39. The UK Climate Change Committee tested the impact of vertical farming by assuming 
10-50% of horticultural products are moved indoors and found that this process 
releases a relatively small amount of land (reaching 83,000 hectares in the higher 
case) given that the area of cropland used for horticulture is just 3.5% 

3.40. Even with vertical farming remaining an option for the Island there is a current 
shortage in appropriate industrial units able to power this activity.  

*N.B. Vertical farming is covered in more detail in Work package 4 (Explore potential 
for vertical farming and work with the industry on development opportunities)* 

4. THE ACTIONS 
 
Food and Drink Marketing Campaign 

The food assembly 

4.1. Work with the private sector to re-launch the Food Assembly – whilst the operation 
of the food assembly will be the responsibility of the private companies involved, Isle 
of Man Government could help to facilitate by allowing the online ordering system to 
sit on the Department of Environment, Food and Agriculture’s Food and Drink 
website. There is also the potential to fund the website for a year which will both 
help to launch the service and also demonstrate confidence in local suppliers.  

4.2. Identify a Douglas property for a central Food Assembly base as well as other 
locations around the island to act as delivery hubs – there is the potential to make 
use of unused public property and community buildings such as Town Halls and 
Libraries as well as existing Farmers Markets. 

4.3. Aim to launch Food Assembly website at high profile local event such as the Royal 
Show or Food and Drink Festival. 

4.4. Estimated cost - £3,000. 

The food and drink festival 

4.5. Continue running the Food and Drink festival. As it is a popular event on the local 
calendar the Food and Drink festival attracts around 8,000 over the course of a 
weekend.  

4.6. Around £200,000 spent during the weekend ensure that the event breaks even each 
year. 

4.7. Cost - £70,000. 

Re-launched food and drink website 
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4.8. The soon to be re-launched Food and Drink website will now feature media, blogs 
and other up to date information. The site will include an interactive map to show 
what farm shops and nurseries are in the area the user is accessing the site from 
which will raise awareness of the availability of local food. 

4.9. Cost - £10,000. 

Education and awareness 

4.10. The Knockaloe Classroom requires some development work to make it fully 
accessible. This could be achieved for approximately £9,000. 

4.11. Recruitment of a teacher to offer education on agriculture and food. 

4.12. Cost - £50,000 annually. 

Social Media Campaign 

4.13. Additional costs were considered to run any marketing campaign to support the 
above initiatives but this could be absorbed into IOM Food and Drink’s ongoing work 
within DEFA which closely works with Island producers and has an ongoing strategy 
to increase awareness of local food production. There is also a marketing 
professional within the Food and Drink team.  

4.14. The campaign may benefit from a social media specialist to build messaging and 
audience quickly. This could be achieved per annum at a cost of £10,000. 

4.15. Cost - £15,000. 

5. IMPACTS AND POTENTIAL MITIGATION 
  
Reduction in red meat consumption 

5.1. Whilst reducing consumption of meat has a positive impact in terms of zero carbon 
commitments it has the potential to have detrimental impact on cattle farmers in 
particular. 

5.2. Farmers should be given the support to identify ways to diversify and/or look to 
carbon smart technology to ensure making best use of the land and also encouraged 
to produce other types of meat that are less carbon intensive (although all meat 
production is more carbon intensive than producing plant based foods). 
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6. THE COSTS AND RETURNS 
 

ANNUAL COSTS 
TOTAL - £148,000 
Food and Drink Festival - £70,000 

 
The Food and Drink Festival takes around 
£200,000 allowing it to break even 

 
Knockaloe Classroom - £50,000 reducing t  
approximately £40,000 after the first year 

 

The Knockaloe Classroom and teacher could 
offer benefits to preparing our young people 
for a range of careers in agriculture, 
horticulture, biodiversity and working in the 
outdoors  

*A full impact assessment, costing and 
business case would need to be completed 
to assess the full value of this initiative* 

ONE-OFF COSTS 
TOTAL - £13,000 
Launch the Food Assembly - £3,000  Build in to Food and Drink website 
Food and Drink website - £10,000 (already 
committed) 

Due to launch 

OPTIONAL ADDITIONAL 
TOTAL - £15,000 
Social Media Manager to run local food 
campaign for one year - £15,000 

This is a cost that should be considered as a 
robust social media campaign would require 
a skilled social media manager to build an 
audience, encourage input from the public 
as well as setting targets and monitoring 
analytics to measure success 

 

7. THE RISKS (INCLUDING POSITION ON THE RISK MATRIX) 
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Affordability   - risk rating 6 

• Isle of Man food and produce is not competitively priced enough to ensure 
the customer opts for the local choice 

• potential to price out those most in need 
• there is a lack of wholesale suppliers on the Isle of Man which would help to 

drive down prices 
• an option to reduce tax on local produce to drive down price was explored 

but as most local producers don’t pay income tax this was seen as not worth 
taking any further within this report 

• the potential to place charges on imported produce to bring imported 
products pricing in line with local produce should be considered – however 
this has not been analysed and included for this report due to time 
constraints. 

The Food Assembly   - risk rating 4 

• The Food Assembly model requires 17% of sales from suppliers. Smaller 
suppliers may find this difficult to sustain 

• Producers will have to keep the website updated themselves – risk of lack of 
updated information and loss in sales due to time constraints and potential 
lack of digital skills 

• Whilst the consumer is rightly protected under the Consumer Protection Act 
(Isle of Man Government, 1991) - Distant Selling Regulations may impact 
sales as consumers have not had the opportunity to view the product before 
purchasing. However, running regular events for the Food Assembly will 
give customers access to produce and an opportunity to increase confidence 
before buying. 

Supermarkets   - risk rating 3 

• A campaign to encourage the Food Assembly and encouraging customers 
away from the supermarket model may damage relationships with 
supermarkets and the significant value they bring to the Island’s economy. 
This could be mitigated by encouraging supermarkets to have a local display 
– an area that just sells local produce (this is already happening on a small 
scale across the UK so local branches of supermarkets should be receptive 
to this kind of initiative) 

8. THE CO-BENEFITS (THE POSITIVE BENEFITS ASSOCIATED WITH 
THE CLIMATE ACTION) 
 

8.1. Healthier lifestyle choices by steering away from processed foods to locally produced 
food with clear food miles and provenance (see also Work Package 15) 
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8.2. Farmers ability to diversify quicker and become carbon smart because of increased 
demand at a local level 

8.3. Increased national pride in local produce and becoming the natural choice when 
shopping for food and drink produce 

8.4. Increase in active travel with Food Assembly customers being able to collect their 
goods from a local collection point 

9. CONCLUSION 
 

9.1. Agriculture is an embedded part of Manx culture and the majority of residents will 
live within a short distance of a local farm. The established Manx Food and Drink 
scheme is well placed to continue to support local produce on the Island and there 
are some marketing vehicles already embedded in local life such as the Food and 
Drink Festival which attracts around 8,000 people a year. An assumption could be 
made that most members of the public would choose local food supply over imported 
food because it is good for the overall economy and quality is assured but 
considerable work needs to be done to make local produce the first choice because it 
is competitively priced and easy to get hold of. The Food Assembly model may help 
to raise the profile of local business and demonstrate to the public the range of 
produce that is on offer. Some people may be surprised, for example, to know that a 
local farmer is working on supplying Quinoa an increasingly popular ingredient for 
the health conscious diet. The Food Assembly model will bring farms and other 
produce as close as possible to people’s front doors and allow the public to meet the 
producers and ask questions around the farms where the food is produced and why 
it is good to buy local.  

9.2. A marketing campaign to run alongside the Food Assembly Model will give local 
producers confidence that Government is committed to supporting them through a 
substantial period of change – change in farming practices and change in consumer 
habits and demand.  

9.3. Ongoing education starting at primary school with children given the opportunity to 
visit local farms and taste and touch locally grown food will accompany any 
marketing campaign. By helping children to understand the value of local food and 
health benefits that buying local can provide will help to create overall change 
encouraging their parents to change habits. 
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Annex A 

Department for Enterprise Funding Schemes 

1.1. Taken from DfE Grants Assistance Factsheet - 
https://www.gov.im/media/1364119/grants-assistance-factsheet-feb-2019.pdf  

 

https://www.gov.im/media/1364119/grants-assistance-factsheet-feb-2019.pdf
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Annex B 

IOM Agricultural Census and Statistics 

1.1. https://www.gov.im/about-the-government/departments/environment-food-and-
agriculture/agriculture-directorate/agriculture-statistics/  

https://www.gov.im/about-the-government/departments/environment-food-and-agriculture/agriculture-directorate/agriculture-statistics/
https://www.gov.im/about-the-government/departments/environment-food-and-agriculture/agriculture-directorate/agriculture-statistics/
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Annex C 

Current Livestock and crop data 
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