


In an age where consumers’ buying decisions are being determined  
by environmental factors, as well as a strong desire to support their  
local community, it is no surprise that our clients are increasingly
interested in food provenance and sustainable sourcing. This is evident 
in the retail sector where farmers’ names and photographs are now 
appearing on packaging. The total retail market for locally sourced food 
is £1.4bn and it is growing year on year. A leading supermarket currently 
sells £400m of locally sourced product and in the next three years they 
expect this to reach £1bn.

At Sodexo, we define sustainability as bringing together economic, social 
and environmental factors. This includes sourcing products from the 
local region, reducing carbon emissions through the use of consolidated 
deliveries and moving to more environmentally friendly packaging and 
disposables. Buying sustainably sourced produce, along with recycling 
and improving fuel efficiency are key areas where our clients believe  
they can make a positive difference. 

While it may be relatively easy to commit to a policy of paper recycling, 
introducing, for example, a strategy of buying sustainably sourced 
produce is more complex. For instance, what does local mean? Does 
it mean within a ten-mile radius a, 50-mile radius, or just anywhere in 
the UK? Is it always better for the environment to buy locally sourced 
produce? Should we be buying local products only when they are in 
season? What happens when there is crop failure at a local level?

We have considered all of the challenges around this hotly debated issue 
and have developed a strategy that we feel strikes the right balance 
between commercial pressures and meeting our clients’ demands for 
local and regional produce. 

The case studies that we have presented in this brochure have come 
about through our determination to develop close working relationships 
with our suppliers and producers.

We will continue to seek out producers who share the same ethos  
as Sodexo.

Steve Jobson
Buying director for Sodexo
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Sodexo is developing 
a strategy to source 

products on a 
regional basis

The term local is not legally defined and can 
therefore cause some confusion. The fact is that  
no single region or country is self-sustaining.  
One of the key challenges of meeting the demands 
for locally sourced produce is simply that local 
means different things to different people. While 
some customers might consider local to mean 
produce from their own country, others will  
consider local to be produce from farms in their 
local community. According to the IGD (Institute  
of Grocery Distribution) – the leading research body 
for the food and grocery industry – 41 per cent of 
consumers believe local means produce grown  
or reared within ten miles of their home. 

While such definitions of local vary, the reasons 
customers prefer to buy locally sourced produce 
remain consistent. The perception is that local 
produce is fresher and tastier, it is better for the 
environment because it hasn’t travelled so far and  
it supports the local farming community. In addition, 
local produce has a quaint charm: there’s a story 
behind the food, and a human face with which 
consumers can empathise. 

Historically, Sodexo’s strategy has been developed 
in line with guidelines issued by the UK Department 
for Environment, Food and Rural Affairs (Defra), 
which considers local to mean produce sourced 
in the UK. We have taken this a step further by 
developing a strategy to source products on a  
regional basis, with a focus on provenance: 
personalising food and providing chefs, clients  
and customers with information on the  
provenance of products. 

We spend £24m pa with our top five direct food 
suppliers – of which £15m is currently spent on 
UK-sourced produce. We continue to work in 
partnership with these suppliers to promote and 
enhance our regional sourcing strategy, but that  
is not to say we are not supporting local farmers  
and growers. In fact, we are focused on developing 
long-term relationships with producers who practice 
and support sustainability as we put safeguarding 
the future of UK farming at the top of our agenda.

For a company of our size, the demands for 
sustainably sourced produce and the costs 
associated with that have to be carefully balanced 
with the need to provide our clients with a 
consistently high quality service. We also have  
to consider other issues such as seasonality, 
volume, variable demand and health and safety.  
We are working alongside our like-minded suppliers 
to incorporate the best regional produce – the best 
quality and the best in season – to ensure our clients 
receive consistently good food with a story to tell.

Giving food  a face



Seasonality is an issue that many of 
us take for granted. We have come 
to expect a whole range of fruit and 
vegetables to be available on the 
supermarket shelves, irrespective 
of the time of year. Unfortunately, 
seasonality and local sourcing do not 
always fit together. However, Barfoots 
of Botley is perfectly placed which 
means it can effectively extend the 
growing season of many of its products 
to meet consumer demands.

Barfoots is a family-run business, set 
up in the 1970s to grow sweetcorn 
and semi-exotic vegetables in the UK 
or, to be precise, right on the south 
coast in Pagham between Hampshire 
and West Sussex.

“We have the warmest climate in the 
UK,” explains Barfoots farm director, 
Nathan Dellicott. “We also have the  
best light levels in the country 
because we sit right behind the Isle 
of Wight, which acts as a natural 
cloud break.”

This natural phenomenon, alongside 
the flexibility of 4,500 acres of varying 
farmland, means that Barfoots 
can extend the season of produce, 
such as courgettes, asparagus and 
rhubarb, by as much as a couple of 
months each year. 

As a way of thanking Mother Nature, 
Barfoots is committed to giving 
something back to the environment:

“We use environmentally sound 
farming techniques, recyclable 
packaging when possible and 
collapsible bins to help transport 
produce to market,” says Nathan.

“We also have a philosophy of 
sustaining and enhancing the  
local countryside. For every piece 
of land we take for farming we 
introduce natural habitats such as 
reservoirs and grassland, to help 
wildlife flourish.”

That wildlife ultimately improves 
the quality of the vegetables and 
reduces the need for fertilisers 
and pesticides. “Natural habitats 
encourage pollinators to visit our 
crops,” Nathan explains. “And if 
our crops are ever under attack 
from aphids, we have natural-born 
predators in the hover flies that 
inhabit our reservoir.”

With food this good, Barfoots takes 
no risks in ensuring what the 
consumer buys is of the highest 
quality. Nathan concludes: “After 
harvest, we continue to care for our 
produce by providing a service which 
is truly from seed to sale - we grow 
the produce, pack it and present it 
to market so we can guarantee the 
highest quality for our customers.”

Barfoots supply a range of products 
through our nominated supplier, 
Pauleys, including crispy sweetcorn.

Consider the IGD’s research that found 41 per 
cent of consumers view local produce to be that 
grown or reared within ten miles of their home. 

Not every product can be grown locally – there  
is a limited range and, even then, certain  
produce will not be available all year round.  
This is exactly why Sodexo has adopted a  
regional approach which focuses on sustainability, 
seasonality and provenance rather than just how 
far away the product is grown or reared.

Admittedly, those consumers who believe firmly 
in the textbook local approach could possibly get 
tomatoes, for example, all year round from the 

farm ten miles down the road. However, those 
tomatoes are unlikely to satisfy all the reasons 
that consumers give for buying locally.

There’s nothing better than a juicy tomato ripened 
in the English summer sun, whereas a tomato 
grown in a hot house under an intense heat lamp 
in November tends to lack flavour. And, it may 
also be more environmentally friendly to ship 
naturally grown tomatoes in from Spain than 
using the vast amount of energy necessary to 
power hot houses in the UK. In addition to being 
vastly fuel inefficient, the glass hot houses are 
rarely made from recyclable materials.

Following the long running BSE 
and foot and mouth issues in the 
UK, consumers are now much 
more interested in the provenance 
of the beef they eat. To reassure 
consumers that they are only 
getting the best quality meat, 
companies like Alec Jarrett Limited, 
based in south Gloucestershire, 
have put traceability and quality at 
the very top of their agenda.

Alec Jarrett Limited is a family 
business spanning some 70 years 
with a longstanding commitment  
to excellent quality beef, impeccable 
customer service and the highest 
hygiene standards throughout 
production. 

“Quality and traceability are 
paramount,” says livestock 
manager, Mark Jarrett. 
“We ensure our animals are kept 
under the best conditions, their 
welfare is checked on a regular 
basis by our veterinary surgeon, 

and we have procedures in place 
to follow each animal from birth to 
plate through the passport system. 
Our farms operate to FABBL 
standard (Farm Assured British 
Beef and Lamb) and are audited  
on a regular basis.”

Mark’s father and managing 
director of the business, Bob 
Jarrett, explains: “The meat 
industry is monitored by 
government bodies to help  
ensure meat processors adhere 
to EU regulations. Our meat-
processing factory is EFSIS (Global 
technical standard for food safety) 
accredited and we also carry 
out regular microbiological and 
chemical testing so we can give  
our customers peace of mind  
that our finished products are 
produced to the highest standards.

“We take extreme care during our 
processes and our own livestock 
procurement officers visit farms on 

a regular basis to ensure the  
best quality and welfare standards  
are maintained. Our finished 
products are produced using  
the latest packaging systems to  
ensure our customers can deliver 
excellent eating products to the 
consumer with a complete farm  
to plate history.”

For Sodexo, traceability of produce is absolutely 
crucial. If we cannot trace every single product back 
to the original supplier, farmer or grower,  
we cannot give our customers guaranteed safety.

“Whatever we purchase, we have to be able to 
guarantee that it is safe to eat,” says divisional 
director of Sodexo’s environmental health and 
safety business, Safegard, Nick Warwick.  
“As such, we have processes and procedures 
in place to make sure that all of our preferred 
suppliers meet not only national food safety 
standards but also fall in line with our own strict 
code of practice.”

Before Sodexo goes into partnership 
with a potential supplier, the 
Safegard business carries out an 
audit to ensure the supplier is 
operating to the high standards  
of food safety assurance that  
Sodexo requires. 

“We are answerable to our customers,” says Nick. 
“So, ultimately, we are responsible for checking 
that our suppliers are operating their business 
safely and managing risk effectively.”

While Sodexo’s regional sourcing policy supports 
local communities, all suppliers must go through 
the same process. “It may be tempting for our unit 
managers, especially if our clients are demanding 
locally sourced produce, to go to the butcher or 
farm shop down the road to make cash purchases,” 
Nick explains “but from a company perspective 
we lose traceability in this instance and that could 
potentially put us in a very vulnerable position.”

In order to protect our business and ensure our 
customers’ safety, it is imperative that Sodexo 
audits every new supplier and continues to do so 
regularly. This will ensure we uphold best practice 
and most importantly, that our customers get a 
consistent service and the best quality produce.

Food safety is vital

From farm to plateNature’s friend
Case study  Barfoots of Botley Case study  Alec Jarrett Limited

  Seasonality and
sustainability



Sodexo in Ireland is committed to sourcing 
as much produce as possible from farmers 
and growers in Ireland to minimise food 
miles and reduce its carbon footprint, while 
simultaneously meeting clients’ demands 
for local produce. Beef, pork and lamb are 
all sourced through two major suppliers 
who buy meat directly from local farmers. 
The Irish Food Board, Bord Bia, has a 
scheme in place to control and monitor 
meat from farm to plate. Sodexo is part  
of the scheme, as are our Irish suppliers 
and farmers, which means we can 
guarantee traceability.

Similarly, all fresh poultry in our Irish 
business is reared and processed in Ireland 
– even the feed comes from local mills.  
Our supplier, Crossgar, has the mark of 
quality accredited by Bord Bia and uses  
only local farmers for chicken and turkey.  
All of our cheese comes from the leading 
dairy specialist in Ireland, Glanbia 
Consumer Foods, complete with full 
traceability to the cow. Our fish suppliers in 
Ireland are strategically based around the 
coast to ensure they get the best quality fish 
direct from trawlers, which means we can 
give our customers guaranteed freshness.

While not all fruit and vegetables can 
be sourced from Ireland, we work in 
partnership with suppliers to ensure 
customers get the freshest, best-in- 
season produce, which is locally sourced 
wherever possible.

We put  
regional sourcing

The Department for Environment, 
Food and Rural Affairs (Defra) 
defines local produce as being 
that sourced in the UK. However, 
as the market for locally sourced 
produce continues to grow 
and consumers become more 
interested in sustainable sourcing 
and food provenance, Sodexo has 
developed a regional sourcing 
strategy.

Together with our core suppliers, 
we aim to meet our clients’ 
growing demands for more locally 
sourced produce.  

Ireland supports 
home-grown 
produce

Prepared for perfection
What started life as a potato farm in 1958 has evolved over 
the years and is now a major supplier of prepared fruit and 
vegetables across Scotland, but it has still kept its family 
roots. Montrose-based Stirfresh has certainly responded 
to customer demands over the years. Since Alex Stirling 
started the family business as a humble potato farm 50 
years ago, his son Andrew has helped the business grow 
in size and reputation.

Stirfresh is a brand name that was launched in 2001 as 
the family business developed from just growing potatoes 
to washing and packing them and then finding a niche in 
prepared vegetables. The company now grows carrots, 
broccoli, cabbage and leeks and, for additional fruit and 
vegetables, turns to neighbouring farms for supplies.

“We’ve certainly grown over the years,” says Stirfresh 
managing director, Andrew. “We now have 2,600 acres of 
farmland for our prepared fruit and vegetable business. 
We have moved on a long way from 1958 when it was just 
two or three people washing potatoes in buckets. We now 
employ some 40 people in our factory, have customers 
spread across the breadth of Scotland and in northern 
England, have cold storage space for up to 8,000 tonnes  
of produce and own six refrigerator vans which set out 
every night to deliver produce to our customers.”

As a closely-knit family business, we ensure that quality 
assurance is upheld and that sustainability remains high 
on the agenda.

“Traceability is very important to us – we can 
guarantee it from field to plate,” explains Andrew. 
“Sustainability is also a key priority. We encourage our 
customers to return the flat pack delivery boxes so we 
can reuse them, and we’re looking into biodegradable 
bags and alternative energy sources.”

In addition, Stirfresh owns a herd of 250 cattle that  
are fattened for beef. “We feed our cattle all the 
leftover peelings from our prepared fruit and 
vegetables business,” Andrew continues.  
“Nothing is wasted!”

on the map

Scotland
Scottish beef is world renowned for its 
excellent flavour. Fish is also very popular, 
due to the vast coastline and hundreds of 
islands, rivers and lochs.

North East
Craster kippers have long been a 
succulent favourite on British breakfast 
tables and Pease Pudding “hot” is one of 
the most famous dishes of the region.

North West
Traditional products include Morecambe 
Bay shrimps, Cheshire cheeses, black 
puddings and Eccles cakes.

South West
Dairy cows graze on the lush grass in 
the South West and produce high quality 
milk which is made into award winning 
cheeses, yoghurts and cream.

Wales
The rugged hills and valleys are perfect 
for rearing tender and tasty lamb and 
laverbread (made from seaweed) is a 
regional speciality.

East Midlands
Cropwell Bishop creamery makes creamy, 
rich stilton with milk from Nottinghamshire, 
Derbyshire and Leicestershire.

West Midlands
The Vale of Evesham is known as the fruit 
and vegetable basket on England and 
is particularly famous for its delicious 
asparagus.

East Anglia
The fertile dark soil of East Anglia is perfect 
for root vegetables, especially carrots.

Ireland
The clean waters surrounding Ireland 
produce an abundance of succulent
mussels, oysters and prawns.

South East
During the summer months, Barfoots of 
Botley’s sweetcorn is at it’s best

Case study  Stirfresh



It might not be the prettiest fish in the sea, but the 
red gurnard is set to become the new cod. For years, 
fishermen have thrown red gurnard overboard as an 
unwanted by-catch of trawl fishing, or chopped them in 
half and used them as bait in lobster pots.

There’s no denying it’s an ugly beast and it can be tricky 
to fillet. However, for those in the know, red gurnard 
is “British fish at its best”. In fact, Tom Aiken, owner of 
Chelsea’s eco-friendly fish and chip shop, Tom’s Place, 
hails gurnard as one of his favourites.

It is time we all savoured the moist, firm, white flesh 
of the gurnard. After all, it is a British fish found off the 
coast of Devon, Cornwall, the North East and Scotland, 
so it fits neatly into Sodexo’s regional and sustainable 
sourcing strategy. What’s more, the gurnard even won 
the Billingsgate School Sustainable Seafood Award 2008.

Gurnard is just one of a number of under-used 
UK species that Sodexo and supplier M&J Seafood 
are looking to promote to help ease the pressure on 
other North European stocks. In fact, M&J Seafood has 
blocked endangered and unsustainable species such  
as Mediterranean bluefin tuna and shark, as it 
continues to focus on increasing its range of species 
that have been certified for sustainability by the Marine 
Stewardship Council. 

By refusing to sell endangered species and taking the 
initiative to help customers understand the issues and 
the alternatives open to them, Sodexo can generate real 
change and help to slow down and reverse over-fishing.

Sodexo is committed to increasing the amount of under-
used species on its menus. Recipes are being developed 
to include species such as gurnard and are available on 
Sodexo’s recipe database.

Back in 1996, Stilton cheese was awarded Protected 
Designation of Origin (PDO) status, which means 
only three counties can produce the king of cheeses 
– Nottinghamshire, Leicestershire and Derbyshire.
Nestling on the border of Nottinghamshire and 
Leicestershire is Cropwell Bishop Creamery – one of the 
lucky few granted the honour of making Stilton cheese, 
and they have a multitude of awards recognising the fact 
that they do it extremely well too.

As well as supplying Stilton to Sodexo, Cropwell Bishop 
Creamery has a whole host of prestigious clients, 
including Waitrose, Fortnum & Mason and Daylesford. 
Over the past 25 years, business for Cropwell Bishop 
Creamery has boomed five-fold, and the creamery now 
produces some 1,000 tonnes of Stilton every year. Despite 
the success, the company has not lost its roots. It’s a 
family-owned and family-run business, currently in its 
fourth generation and many of the 50 or so employees  
live locally and have given as many as 25 years service  
to the company.

So, what’s the key to success? “Our whole focus is  
on quality,” says managing director, Ian Skailes.  
“To make really super cheese consistently you need 
experience, commitment and attention to detail –  
we’ve got all three in abundance.” 

Those qualities are critical when it comes to making a 
sophisticated cheese like Stilton. After only 24 hours 
in a vat the curds are “hooped” and placed in special 
blueing rooms in which the temperature and humidity is 
closely controlled to ensure the steady growth of the blue 
mould. The cheeses are constantly turned by hand over 
eight weeks and pierced with stainless steel needles to 
encourage the blue veining process that will produce the 
best Stilton. According to Ian, that perfect Stilton comes 
after 12 weeks of maturing and is best tasted at room 
temperature. He adds: “There’s no standard Stilton, but 
we produce our cheese to our own selfish tastes – creamy 
and well-blued. It seems our customers agree and share 
our taste for quality.”

Cropwell Bishop Stilton is one of many regional cheeses 
available at Sodexo units through supplier The Cheese Cellar. 
Sodexo’s managers can check for cheeses in their local area 
through the cheese sourcing map on Sodexo’s intranet.

While Sodexo is committed to meeting the 
varying demands for regional and sustainably 
sourced produce, we are also working hard to 
minimise our impact on the environment by 
reducing food miles.

For a business of Sodexo’s size, operating a 
textbook local model of delivery, would actually 
have a detrimental impact on the environment. 
For example, at a local level, it may appear that 
using several smaller vehicles over a shorter 
distance for our deliveries would be more 
beneficial for the environment. 

However, to consider the same scenario at a 
global level across our business, there would be 
more vehicles on the road making more frequent 
deliveries and increasing our carbon footprint.

Therefore, our initiatives to reduce food miles 
have been designed from a company-wide 
perspective and include rationalising both the 

number of suppliers and the number of product 
lines going to our client sites. By reviewing site 
ordering patterns and introducing minimum 
orders, we are discouraging the little and often 
delivery profile which has a negative impact on 
the environment. 

We are working with our core food distributors 
to introduce multi-temperature vehicles, which 
allows ambient and chilled goods to be delivered 
together, rather than using a separate vehicle  
for each.

Sodexo’s distributors are also committed to 
converting their fleets of delivery vehicles to 
bio-diesel, which is more fuel-efficient and can 
potentially reduce carbon emissions by five  
per cent. In addition, new and sophisticated  
software and in-cab technology will help with  
the design of route plans to reduce miles and 
limit inefficient driving practices.

Driving towards a

Beauty is only skin deep

Obsessed with quality

greener future

“
”

Our initiatives to  
reduce food miles 

have been designed 
from a company-wide 

perspective 

Our strategy will take on board all of these 
initiatives to cut out an estimated 280,000 
deliveries across our food distribution network. 
Potentially that equates to 1.5 million fewer 
food miles every year, easing the strain on the 
environment by as much as 465 tonnes of carbon 
dioxide emissions annually.

Case study  M&J Seafoods

Case study  Cropwell Bishop Creamery



Sodexo’s sustainable sourcing strategy means that 
we are focused on providing customers with the best 
quality and best in season produce – and we want to 
tell them all about it. There is a growing awareness 
amongst our chefs of the need to highlight on menus 
where possible, where our food is sourced or reared. 
“It creates interest for our customers and gives  
them an appreciation for food and its provenance,” 
says Sodexo’s craft and food development director,  
David Mulcahy.

Alongside our key suppliers – who are equally keen 
to demonstrate how they are meeting the increasing 
demand for sustainably sourced produce – we feature 
regular campaigns within our client sites to help 
communicate to customers that we are listening  
to them. 

Promotions such as British Food Fortnight, Seafood 
Fortnight, From the Market and British Favourites are 
all geared towards helping our customers understand 
what we are doing from a sustainable sourcing 
perspective, as well as educating them about where 
food comes from.

Similarly, at Sodexo sites in Ireland there are table 
talkers which feature recipe ideas using regional 
ingredients, stories about farmers and growers, as 
well as information about our Healthwise initiative.

“We play a major role in educating our customers 
about food, its provenance and how we are focused on 
bringing them the best ingredients,” David adds. But 
the education doesn’t stop with our customers – our 
chefs are constantly developing their knowledge too.

Our senior executive chefs from across the business 
meet quarterly at the National Craft Forum to discuss 
topical issues, including sustainability. They have 
monthly product development forums where they 

taste new products coming into season, and they 
regularly attend study trips and workshops organised 
by Sodexo. Most recently, our chefs have developed 
their butchery skills at a beef farm in Shrewsbury and 
learnt about under-used species at Billingsgate fish 
market. In addition, at the annual Sodexo Chef  
of the Year competition, all chefs are encouraged  
to use sustainable and regionally sourced produce in 
their dishes. 

David concludes: “Together with our suppliers and our 
chefs, we are working towards giving our customers 
more choice and a better understanding of the issues 
around sustainable sourcing to help them make the 
choice and that ensures they get the best quality and 
best in season produce.

“To help us educate our chefs and customers we 
are working on a ‘back to basics’ approach where 
traditional dishes and seasonal produce feature in 
menus throughout the year.”

“
”

Traditional dishes and 
seasonal produce feature 

throughout the year 

and education
Communication


