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It’s more important than ever for ornamentals and 
fresh produce growers to work collectively as a 
united front, especially in a general election year. 
This was a central message from NFU Horticulture 
and Potatoes Board chair Martin Emmett at the 

British Protected Ornamentals Association (BPOA) 
technical conference, held at Stoneleigh Park, 
Warwickshire, in January.

Mr Emmett, a director Tristram Plants in West Sussex, 
said that the priorities for the ornamentals sector were 
often aligned with that of the food sector, which is often 
more of a focus for the government.

“Unity is strength,” he said. “And by working together, 
we get the best outcomes for all.”

Mr Emmett highlighted how this point was 
demonstrated in January with the publication of an 
article in The Guardian newspaper entitled: New Brexit 
checks ‘pose existential threat’ to UK fruit and flower 
growers. 

Imports regime ‘defied logic’
Elsewhere, he said new import controls requiring 
high-risk plants, including those for planting, to be 
checked at Border Control Points (BCPs) “defied logic” 
and were  “a very real concern”.

Highlighting fears of delays and damage to plants, he 
added: “They [the BCPs] are not really going to make a 
key contribution to maintaining our biosecurity. I cannot 
be assured that they can do a very effective check on what 
is a small space that we have at the border. I just do not 
believe it’s going to be possible.”

He said it would be better if consignments of plants 
could continue to be inspected at a Place of Destination 
(on growers’ nurseries).

On a more positive note, he informed delegates that 
there is currently a suggestion that the government is 
going to be making more investment in the horticulture 
sector. “The focus in the first instance is on the food 
sector – but the NFU ask is that this aid always includes 
the ornamental sector.”

Mr Emmett was one of many guest speakers to give 
advice to delegates at the conference. Another speaker,  
Dr Jonathan Scurlock – the NFU’s chief adviser, 
renewable energy and climate change – reminded growers 
that, in 2019, the NFU set out its vision for agriculture 

Unity for ornamentals
Growers at the BPOA conference are told producers need to work 

together for the best outcomes, reports Rachel Anderson

Ornamentals

(and horticulture) to achieve a net zero contribution to 
climate change across the whole of agriculture production 
by 2040.

The emphasis is currently on helping the industry to 
achieve this target through resource use efficiency. This 
includes, for example, boosting energy efficiency and  
the use of on-site renewables such as solar and onshore 
wind power. 

Mr Scurlock also reminded delegates of Defra’s 
Improving Farm Productivity rooftop solar scheme, 
which is open to all farm types, including horticulture. 
The scheme has a minimum grant of £15,000 and so 
small-to-medium rooftops (40-100kW) are included,  
he said.

As growers strive to become more energy efficient, they 
are also adapting to producing their crops in peat-free 
media. Neil Bragg, of Substrates Associates, warned that, 
when using peat-free growing media, “you’re always going 
to need extra nitrogen when you start – this is critical.”

Mr Bragg advised ornamental producers to take a leaf 
out of soft fruit growers’ book. “You’ve got to feed around 
it [the growing media]. The soft fruit growers have 
already done this – they’ve been 95% coir since around 
2005. So, what do they do as soon as they get the coir 
slabs? They wet them up and feed them up with calcium 
nitrate – and eventually move over to another feed. Now 
that tells you that they are anticipating that there’s going 
to be some high nutrient demand.”

Mr Bragg also advised growers that, while peat-free 
materials may seem dry on the surface, they can actually 
be quite moist immediately below. He added that peat-
free materials are also likely to be high in potassium, and 
possibly chlorides and sulphates – but they may be low in 
calcium, magnesium and phosphorous.

“It’s a new learning experience,” he said.
Dr Joanna McTigue, from Horticulture Crop Protection 

Ltd, noted that the sector should be aware of the need to 
use up any parallel crop protection products – commonly 
referred to as ‘copy products’ – that they may have in 
store. These products were due to be withdrawn from the 
UK this June. Companies can, however, now apply for a 
two-year extension to this deadline – but it’s possible that 
not all of them will apply. 

“So, some products will still be withdrawn this June,” 
warned Ms McTigue. P
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What do you do?
We’re a fourth-generation family 
business and are part of the Berry 
Gardens Growers co-operative which 
sells its fruit through Driscoll’s. We 
have two seperate businesses: Place 
UK and Phaseolus. 

Place UK handles fruit-growing, 
arable cropping, frozen fruit, 
packing and processing, 
and labour, while our 
sister company Phaseolus is 
an individually 
quick freezing (IQF) 
pulses business.

Fruit for thought
Place UK Ltd managing director and NFU Horticulture and 

Potatoes Board member Pieter van Egmond lifts the lid on 

his fruit growing and arable business, and discusses the 

challenges facing the wider horticulture sector

Meet the grower

We farm across 500 hectares with 
soft fruit and rhubarb accounting for 
120 hectares of that area. Fruit is all 
cropped under tunnels or in 
greenhouses. We grow forced rhubarb 
January to March and then open 
ground crop until early autumn.

How long is your growing season?
It diff ers from fruit to fruit but, for 
example, we plant strawberries in our 
heated greenhouse in early January 

and harvest commences early April. 
We continue harvesting this 

crop until early November. 
Tunnel-grown 
strawberries come to 
maturity from early 
May and cropping 
continues well into the 

autumn. With 
raspberries, for instance, 

we won’t start harvesting 
until mid-May, but will continue 

through until October.

How do you harvest?
Everything is currently done by hand. 
We have accommodation on site for 
around 550 people on our International 
Farm Camp, which is predominantly 
taken up by seasonal workers for our 
fresh fruit season. 

We have a labour requirement all 

The grower: Place UK Ltd
Location: Norfolk
Crop: Strawberries, raspberries, 
cherries, blackcurrants, rhubarb, 
beans and pulses
Representing the business: 
Managing director, 
Pieter van Egmond

Place UK is a family-owned 
business founded in 1954 by 
John Place after his father, 
Frank, started farming on the 
land in 1920. The business is now 
in its fourth generation with Tim 
Place as its current group 
chairman and his son, Ben, 
joining the commercial team.

The business provides all its 
services under one roof as a 
manufacturer, retailer, and food 
service company, with a diverse 
range of o� erings spanning 
frozen and soft fruits, pasta, rice 
and pulses and grains.

Place UK produces some 
5,500 tonnes of individually 
quick frozen (IQF) beans and 
pulses each year, with a total 
frozen volume of 7,000 tonnes. It 
is one of the only UK soft fruit 
farm with the ability to wash 
and IQF freeze its own fruit.

Between its own direct 
recruitment and the Seasonal 
Worker Scheme, it employs 
about 1,000 seasonal 
workers over a year, with on-site 
accommodation for about 550 
people. In addition to a team of 
dedicated welfare o�  cers 
on-site to o� er 24/7 support, the 
business has an array of facilities 
for sta� , including a canteen, 
shop, gym, football pitch and 
basketball court. It also ensures 
all of its workers are registered 
with the local GP surgery and 
holds fortnightly visits from HSBC 
Bank to help workers with 
opening bank accounts and to 
o� er free fi nancial advice.

“You treat 
people 

properly and 
they come 

back"
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A n NFU press release 
highlighting the plight of 
the British potato has 
successfully raised 
awareness of the 

difficulties potato growers have 
endured these past few years and the 
need for more government support for 
the sector.

Issued to nationwide media outlets 
in June during the run-up to July’s 
general election, the press release 
outlined how the past three years have 
seen potato growers deal with drought, 
floods and months of heavy rain. It 
explained that a number of growers 
have had to make the difficult choice of 
reducing production to minimise 
losses – and the relentless wet weather 
has put many more growers’ potato 
production weeks behind schedule. 

Potatoes in the  
public eye

Rachel Anderson looks at how the ‘Save Our Spuds’ campaign has successfully 

brought the challenges faced by potato growers to public attention

Potatoes

The article also noted how the 
costs of inputs like fertiliser 
and energy for storing 
potatoes have remained 
unsustainably high, with 
the compound cost of 
production in the sector 
increasing by 28% during 
the past two years. 

With potatoes being a 
traditional British staple, the 
press release said that the government 
must focus on building the resilience, 
confidence and profitability of British 
potato farms. By doing so, “the great 
British potato” can continue to grace 
family dinner tables long into the 
future, it said.

Rupert Weaver, adviser for the NFU 
horticulture and potatoes team, said: 
“There’s currently a huge amount of 

focus from government on food 
security and so the NFU has 

been keen to use this 
momentum to showcase 
the fact that potato 
growers are very resilient 
and have dealt with an 
unprecedented number  

of different challenges 
very well. 

“The sector has the potential 
to grow its self-sufficiency and is part 
of the food security solution. But there 
are certain measures of support that 
potato growers need from government 
in order to give them the confidence to 
invest in the future and help safeguard 
the future of their crops.”

Following its release, the article 
quickly became known as the ‘Save our 
Spuds’ campaign and attracted the 

28%
– how much the 

cost of production 
has increased over 
the past two years
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HORTICULTURE MEMBERS BY SECTOR

5,756
MEMBERS RECEIVE 

HORTICULTURE
QUARTERLY

ACRES BY REGION

NORTH 11.5%  

MIDLANDS 36.1%

EAST 41.1%

SOUTH 10.3%

WALES 1%

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

horticulture industry.
Published four times a year it is 

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

These members are the top 
professional growers of field 

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

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

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

key figures and a balanced insight into 
the industry.

This publication is an exclusive 
benefit of membership and provides 
advertisers with an unparalleled 
opportunity to reach an exclusive cross 
section of the entire horticultural 
market.         

NATIONAL COVERAGE
– MEMBERS BY REGION

For horticulture and potato members of the NFU

Media information Statistics

It’s the only magazine out there that 
covers the whole potato and edible 
and ornamental horticulture industry 
from a growers perspective, and it’s 
current format means it gets passed 
around and read by several people in 
the business. It’s good to have an 
informative publication that you can 
sit down and read, with a cup of tea, 
away from the computer screen

Guy Poskitt

35%
POTATOES

22%
FIELD

VEGETABLES

10%
SOFT FRUIT

15%
ORNAMENTALS

10%
TOP FRUIT

7%
SALAD

MEDIA
INFORMATION
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Propelled by political, 
consumer and shareholder 

interest, retailers and big 

businesses are leading the 

charge on climate concerns 

in the food supply chain, with big 

ambitions and some big results.

A deep dive into corporate 

sustainability strategies reveals several 

key themes. Amongst them, that not all 

net zero targets are equal and that, by 

carrot or stick, suppliers will be 

expected to measure and report on 

carbon emissions, if they aren’t already.

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

every major supermarket and food 

business. All retailers and big food 

companies have targets (of some form) 

for reducing and removing emissions 

and understanding them, and the 

implications for suppliers, is important 

for growers. However, an inspection of 

corporate sustainability plans 

published in 2021/22 reveals huge 

inconsistencies in the targets. 

There are several examples of targets 

that do not satisfy the Science-based 

Targets (SBTi) standards for net zero 

(see panel), and others where 

communications around targets are 

Who’s the greenest 
of them all?

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

of the horticulture sector's biggest customers

Supply chain

Supply chain

lacking in clarity and might be accused 

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

sustainability goals are wrong, as it’s 

an unregulated market. However, it’s 

safe to say that some aren't as good 

as they initially sound. 

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

reduction and net zero in its 

sustainability plan, and at no point 

makes a claim to be net zero ahead of 

the end point. A detailed strategy is in 

place to reduce as much carbon, and 

other GHGs, as possible from its own 

operations (scopes 1 and 2) and its 

supply chain (scope 3) before offsetting 

any residual emissions that cannot be 

reduced before 2040. 
Marks and Spencer is committed to 

a net zero target of 2040. It does 

include an early net zero target for its 

own business for 2035, which is out of 

scope 3 is concerned. Based on the best 

available information, their actual net 

zero target is 2050. Waitrose and 

Morrisons have since announced that 

they are re-establishing targets for all 

scopes in line with the SBTi standard.

Tricky territory
In fairness to retailers, they are all 

having to move fast when it comes to 

climate policy and carbon impacts. 

Targets that may have seemed 

reasonable two years ago can quickly 

become out of date, and understanding 

scope 3 requirements and emissions 

measurement is a mammoth task. 

Most companies covered in this 

report acknowledge that their targets 

will need to be reviewed regularly. 

There is also a recognition that 

companies with large scope 3 emissions 

tails linked to food and farming need 

guidance and flexibility on how to 

calculate, measure and mitigate 

emissions. The SBTi is publishing 

specific guidance, due later this year.

Several retailers are focused on 

‘working with’ suppliers to reach their 

climate and sustainability goals, with 

the livestock sectors perhaps further 

ahead. Yet, large suppliers who 

represent 75% of a category are also 

being obliged by retailers to make 

significant progress independently on 

carbon as a condition of future business. 

To this end, suppliers are already 

being tasked with setting their own 

science-based targets to help retailers 

reduce scope 3 emissions. The bottom 

line is that, whether by a carrot or stick 

approach, pressure on big business to 

decarbonise will filter down to 

suppliers, who will be expected to 

lower their own impacts in turn. P

line with the standards. However, M&S 

doesn’t lead with this, and overall the 

targets are transparent, with a more 

detailed roadmap due in 2022 with 

clear targets across all three scopes.

Lidl GB is committed to reaching net 

zero by 2050, through its parent 

company. The retailer has a 

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

scope 3 reductions are 
being tackled through a 

‘supplier-led’ approach.

Scope for improvement
Asda is partially there on its climate 

targets, with the right vision for 

reaching net zero, but much more work 

to do on data, delivery, and measuring 

and target setting for scope 3. It’s 

worth noting that former owners 

Walmart came under fire in the US for 

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

Waitrose all publicise their climate 

plans with a very early net zero target 

of 2035. Yet, this only applies to scopes 

1 and 2, with insufficient detail where 

Corporate climate targets explained:

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

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

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

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

indirect emissions from the generation of purchased electricity. 

Scope 3 includes all other indirect emissions that occur in a 

company’s value chain, including those associated with producing 

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

The Science-Based Targets initiative (SBTi) 

This has become the globally-accepted standard for companies 

setting carbon reduction targets. The SBTi is a partnership between 

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

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

practice in emissions and net-zero targets and independently 

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

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

atmosphere are equivalent to the greenhouse gases being removed 

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

interpretation in different ways and the SBTi is concerned that 

corporate net zero targets are being approached inconsistently, in 

particular, the range of emission sources and activities included in 

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

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

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

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

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

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

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

keeping global temperature increase below 1.5°C.

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

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

residual GHGs are removed and net zero reached. 

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

they will for grocery retailers, food service companies and big 

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

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

long term.

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

the long-term targets are met.

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

by calculating carbon emissions and compensating for what is 

produced via carbon offsetting projects in line with an 

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

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

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

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

Tesco,  
Sainsbury’s, 

Morrisons and 
Waitrose all 

publicise their 
climate plans with a 
very early net zero 

target of 2035
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Stepping out
Daily walking with the wife and our 
dog, where we can talk about the 
day and put the world to right.

I can't live without...

Gordon Stokes is an NFU Horticulture and 

Potatoes Board member and head of 

farming at Southern England Farms, growing 

several thousand acres of brassicas and 

courgettes in the South West including 

all-year-round caulifl owers and greens 

All the trimmings
A Sunday roast with the family. It's 
usually an excuse to use the BBQ 
and to enjoy catching up with our 
grown-up kids for the week.

Cornish miles
Going for a run, preferably along the 
beautiful Cornish coastline. A great 
way to destress.

farming at Southern England Farms, growing 
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