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In brief  

Governm ent, cam paigners and celebrity chefs are encouraging people to eat w ith the seasons. In the 

w ords of Eat Seasonably – a governm ent-backed initiative – this m eans “better value, better taste 

and a better deal for the planet”. 

But does in-season food from  a superm arket – w here m ost people buy m ost of their food – live up to 

the prom ises that are m ade for it? Is it really better for the planet? And how  should a responsible 

retailer respond to the calls for them  to act on this issue? 

In this short discussion paper w e exam ine the evidence and m ake recom m endations. W e propose 

that superm arkets should consider greater seasonal variation in their product ranges as one possible 

outcom e – not a goal in itself – of a concerted strategy to im prove the environm ental and social 

footprints of their supply chains. Seasonal m arketing should be seen as one of a package of w ays 

that retailers can help m atch dem and to variability in supply, and should be carefully m onitored for 

its effectiveness in prom oting w ider objectives of cam paigns on seasonal food, including green 

citizenship and healthy eating. 
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1. Introduction 

Governm ent, cam paigners and celebrity chefs are encouraging people to eat w ith the seasons. In the 

w ords of Eat Seasonably – a governm ent-backed initiative – this m eans “better value, better taste 

and a better deal for the planet”, w hether you grow  your ow n or you buy it. 

Since the m ajority of food is bought in m ultiples, buying seasonal food, for m ost people, m eans 

buying it from  a superm arket. Indeed, Tesco, Sainsbury, W aitrose and M & S all back Eating 

Seasonably.  

But does in-season food from  a superm arket live up to the prom ises that are m ade for it? Is it really 

better for the planet? And how  should a responsible retailer respond to the clam our for them  to act 

on this issue? 

This paper offers a brief analysis and recom m endations. It draw s on w ork com m issioned by The Co-

operative from  the Food Ethics Council, a charity w hich provides independent advice on ethical 

issues in food and farm ing. 

 

2. Who says we should eat seasonal food? 

Eat Seasonably gives a concerted boost to a variety of recent efforts to prom ote seasonal food. O f 

course, the am ount w e eat of all sorts of foods – from  salad to chocolate – varies through the year 

anyw ay according to the w eather, festivities and m arketing: food retailers already have seasons 

m uch the sam e w ay that fashion retailers do. Cam paigns like Eat Seasonably are about bringing our 

consum ption patterns into line w ith seasonal changes in food production. They argue that there is a 

public interest in doing so.  

Thus, governm ent has picked out eating seasonally as one of five ‘environm ental behaviour goals’ 

relating to food. A  bevy of TV  chefs, from  H ugh Fearnley-W hittingstall to Gordon Ram say, have 

spoken up for seasonal food. The N ational Trust, the RSPB and the W om en’s Institute are am ong 

the charities supporting Eat Seasonably.  

Sustain, the alliance for better food and farm ing, argues that eating seasonal fresh produce is one of 

the best w ays w e could cut our greenhouse gas em issions – and has therefore attacked retailers for 

hijacking the term  ‘seasonal’ to sell cake, w ashing pow der or out-of-season fruit.1 

Superm arkets have responded by celebrating and prom oting seasonal food w ith recipe ideas, in-

store sign posting, m agazine features and price prom otions. W aitrose, for instance, began offering 

discounted bags of British seasonal vegetables in the autum n of 2008. Tesco’s Greener Living 

w ebsite advises custom ers that cutting food m iles is one of the best w ays to reduce their carbon 

em issions, “and one of the best w ays  of m inim ising your food m iles is to look for British-grow n 

produce that is in season”.2  
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3. Why eat seasonal food? 

Com m on sense suggests that foods consum ed during their traditional grow ing seasons should be 

lighter on the environm ent, needing less heating, chem ical fertiliser and plastic sheeting to flourish. 

In-season fruit and vegetables can be at their freshest and, being abundant, they should also be 

cheaper. So, it seem s, w e all w in. 

At least as im portant, though, is that there appear to be few  losers. Research for D efra has found 

that, unlike m any of its other ‘environm ental behaviour goals’, the idea of eating seasonally chim es 

w ith consum er aspirations.3 The IGD  reports that tw o-thirds of consum ers aspire to buy food in 

season.4 

In short, then, the logic of public cam paigns to prom ote seasonal food is that: 

� Encouraging people to consum e m ore in-season fresh produce – particularly fruit and vegetables 

– can directly yield sustainability, health and cultural benefits. 

� That this consum er dem and w ill support m ore sustainable supply chains and production 

system s. 

Figure 1 outlines this argum ent in greater detail. The cam paigns seek to unlock a virtuous circle in 

w hich low er prices and high quality bring consum er dem and m ore closely into line w ith seasonal 

variations in the fresh produce offered by low -input production and distribution system s.  The m ain 

public benefits expected to spill out of this are: 

- Smaller ecological footprint. In-season food is expected to use few er non-renew able 

resources and, in particular, result in low er greenhouse gas em issions. D efra says “a sim ple but 

significant step tow ards a m ore sustainable diet is to eat m ore fruit and vegetables w hen they 

are seasonally available, as they generally require less energy to produce and tend to cost less”.5 

The focus is on food produced close enough to the point of consum ption that any savings in 

production are not undone by energy-intensive transport and refrigeration, w hich is variously 

taken to m ean local, regional or British produce. 

- G reen citizenship. Eating seasonal food is seen as a stepping stone to other changes tow ards 

m ore sustainable lifestyles. Eat Seasonably is the first of five cam paigns by W e W ill if You W ill, a 

project com m issioned by Gordon Brow n and led by the heads of the N ational Trust and B& Q , 

w hich aim s to “encourage the m ass m obilisation of individuals tow ards m ore sustainable 

lifestyles”.6 

- Food education. Eat Seasonably cam paigners have lam ented the “shocking state of ignorance 

am ongst the 'convenience food' generation about w hat is in season w hen”.7 D efra says the 

initiative w ill “reconnect [people] w ith the food they are eating and the seasons in w hich it’s 

grow n”.8 

- H ealth and w ellbeing. Since seasonal cam paigns focus on prom oting high quality, low er 

priced, seasonal fruit and vegetables, they are expected to com plem ent public health efforts to 

encourage people to eat ‘5 a day’. It has also been suggested that seasonal eating m ay encourage 

a m ore varied diet.9 Eating w ith the seasons is also associated w ith em otional capital and w ider 
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quality of life benefits – as N igel Slater puts it, “There is som ething deeply, unshakeably right 

about eating food in season”.10  

- R ural development. Inasm uch as in-season also m eans local, regional or national produce, the 

cam paigns also com plem ent efforts to prom ote rural developm ent by ‘buying local’, ‘buying 

British’ and celebrating regional specialities.  

 

Figure 1: The benefits expected from seasonal eating. 
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4. Does it live up to its promises? 

W hat is the evidence that in-season food, bought from  a superm arket, can m ake good on the public 

benefits it is expected to deliver?  

 

Smaller ecological footprint 

A  handful of Life Cycle Analysis (LCA) studies have com pared fresh fruit and vegetables produced at 

different tim es of the year and in different places 

O ne study of apples consum ed in Europe com pares fruit produced in Europe and in the southern 

hem isphere.11 It finds that it takes significantly m ore energy to produce and distribute apples that 

are produced outside the m ain EU  grow ing season. In season, the European apples use m uch less 

energy than those that are im ported, w hereas out of season they use a little m ore. 

Another study com pares greenhouse gas (GH G) em issions from  lettuce for the U K  m arket grow n in 

the U K  and in Spain.12 Supplying out-of-season lettuce from  Spain produces m uch low er em issions 

than supplying out-of-season lettuce from  the U K , but significantly higher em issions than supplying 

U K -grow n lettuce in-season. The study concludes “W hilst recognising the sm all sam ple size, the 

com parative analysis of the different supply chains does suggest that seasonality can be an 

im portant variable w hen defining the best choice of lettuce from  an environm ental point of view ”. 

Analysis of salad crops, green beans and broccoli by som e of the sam e researchers concludes that “In 

term s of year-round im pacts, eating fresh produce w hich is in season represents the low est 

environm ental im pacts”.13 

H ow ever, not all the research detects this sam e pattern. The Co-operative com m issioned a detailed 

com parison of GH G em issions from  straw berries supplied to them  from  Scotland and from  Spain 

during their m ain respective grow ing seasons.14 The carbon equivalent footprint figure for a 400g 

Scottish punnet w as 0.867g, w hereas for a Spanish punnet – reaching consum ers outside the m ain 

U K  grow ing season – it w as 0.587g. O ver a third of the carbon footprint of the Scottish straw berries 

w as dow n to the off-site decom position of peat that the farm  uses as a bedding m aterial. 

So the research that is available on this issue suggests that fruit and vegetables produced in-season 

in the country w here they w ill be consum ed can be less GH G- and energy-intensive, but they are not 

necessarily so. O ther differences in production, transport and storage can outw eigh any seasonal 

effect.  

In considering how  im portant it is to change different aspects of our consum ption habits, w e not 

only need to com pare the GH G-intensity of products but also the am ounts that w e consum e. So, for 

exam ple, w hile air freighted fresh produce is highly GH G-intensive, because w e eat relatively sm all 

am ounts of it, it accounts for just 0.3%  of total U K  em issions.15 W hile cuts m ay be needed in every 

area to reach the U K  target of an 80%  em issions reduction by 2050, the total scope for reductions 

from  changing how  w e eat fruit and vegetables is less than for other parts of our diet. Fresh fruit 

and vegetables account for 2.5%  of the U K ’s overall em issions com pared w ith 8%  for m eat and dairy, 

suggesting that m ore substantial GH G reductions m ight be available elsew here w ithin our diets. 16 
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As it happens, the environm ental footprint of m eat and dairy production can also vary through the 

seasons, but that not been the focus of the m ajor cam paigns. 

As w ell as energy use and GH G em issions, seasonality m ay also be a factor in agricultural 

biodiversity. A  dem and to extend dom estic grow ing seasons m ay reinvigorate the m arket for 

traditional varieties w ith a range of cropping tim es. Equally, how ever, it m ay result in the 

introduction of exotic species. Greater agricultural biodiversity w ill not necessarily result from  

people eating m ore seasonally. 

A  report by D efra in 2008 concluded that of 12 changes tow ards a sustainable lifestyle that 

governm ent w as encouraging people to adopt – w hich also included using cars less for short trips, 

increasing recycling and w asting less food – eating m ore food that is locally in season w ould m ake 

the least difference to GH G em issions and provide little benefit to biodiversity.17 It questioned 

w hether this should rem ain one of its 12 m ain goals. 

 

G reen citizenship 

The sam e D efra report that argued eating m ore seasonally w ould have a relatively sm all im pact, also 

highlighted that people w ere m ore w illing and able to act on this than on m any other of the 

governm ent’s environm ental goals.18 The goal of w asting less food w as m ore popular still, w hile the 

other food-related goal – to adopt a low er im pact diet, w hich m ight m ean eating less m eat and dairy 

– w as the least popular of the 12. 

Behind these assessm ents of how  m uch different w ays of achieving a m ore sustainable lifestyle 

chim e w ith the public at large is in-depth research w ith a w ide-range of people. Successive studies 

have reiterated that eating seasonally is relatively popular.19  

So, even if the direct environm ental benefit of eating seasonally is com paratively m odest, its 

acceptability m akes it – like food w aste – a feasible place to start a conversation w ith citizens about 

the sustainability of their lifestyles and their food. Indeed, previous w ork for D efra by Green 

Alliance found that groups w orking on sustainable developm ent considered that eating local food in 

season m ight be a catalyst that leads people then to change their lifestyle in m ore significant w ays.20  

W hile it is plausible that eating seasonally m ay be a gatew ay to other form s of sustainable living, 

careful research to m onitor the effects of cam paigns such as Eat Seasonably w ould be needed to 

establish w hether this idea holds in practice. Evidence that other changes in behaviour can have a 

catalytic effect w ould not seem  sufficient to support the assum ption that prom oting seasonal eating 

is likely to have that effect. N or w ould retrospective studies show ing that eating seasonally led to 

other changes in lifestyle for people w ho are already ‘green consum ers’, since their attitudes and 

concerns m ay be different from  those of other groups w ithin the population. 

 

Food education 

Research in 2009 by YouGov, for Eat Seasonably, found that a quarter of 16-24 year-olds think peas 

are in season throughout the year. Four percent of those aged over 55 thought the sam e.21 

In a 2006 study, 70%  of people aged over 60 could correctly identify the seasons of classic British 

fruit and vegetables, as opposed to 25%  of 18-24 year olds.22 Another poll, the sam e year, found that 

one in five people thought oranges could be grow n in the U K  and less than a quarter of young people 
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knew  apples w ere picked in the autum n.23 A  2002 survey of shoppers in the U K  found that 96%  of 

the public do not know  w hen straw berries are in season.24 

O verall there appears to be strong evidence that public aw areness is generally low  of w hich foods are 

in season w hen, and w hich can be readily grow n in the U K , though older age groups score better. 

The effectiveness of cam paigns to highlight seasonality in increasing public aw areness of traditional 

U K  grow ing seasons is not know n, and w ould need to be dem onstrated by research to m onitor the 

results of current and future initiatives. 

It is also possible that even if cam paigns succeed in increasing know ledge of traditional U K  grow ing 

seasons – and see ‘im proved’ poll results in future – they m ay not result in the kind of reconnection 

or understanding that cam paigners w ant. It m ight be argued that a critical understanding of w here 

our food currently com es from  and the technologies that are used to provide the sam e foods year-

round w ould be m ore valuable in em pow ering consum ers and underpinning changes in their 

lifestyles. By com parison, the sim ple ‘5-a-day’ m essage has spread very effectively yet has not been 

m atched by changes on a com parable scale in fruit and vegetable consum ption.25 

 

H ealth and w ellbeing 

Seasonal m arketing can be very effective at selling food and other products – that is w hy it is so 

heavily used to prom ote foods such as chocolate. Likew ise concerted m arketing efforts such as the 

W inter Berries Cam paign, Aldi’s ‘super 6’ and The Co-operative’s ‘m ix your colours’ cam paign, can 

boost sales of fresh fruit and vegetables. W hile it is quite plausible, it does not how ever follow  that 

seasonal m arketing is a particularly effective w ay to increase sales and consum ption of fresh 

produce. The devil w ill be in the detail and only careful m onitoring of actual cam paigns can reveal 

w hat w orks and w hat doesn’t. 

Even if seasonal m arketing cam paigns w ere to increase total sales of fresh produce, that m ay not 

m ean that m any m ore people reach achieve their ‘5-a-day’. If produce that is abundant and in season 

is cheaper, that m ay m ean that people are m ore inclined to w aste it. Conversely, inasm uch as 

m arketing that celebrates seasonal abundance em phasises the high-quality of this produce, less food 

m ight be throw n aw ay. In short, w e do not know  w hat effect different seasonal cam paigns m ight 

have on fresh fruit and vegetable consum ption, and, even if sales rise, w e w ould need in-depth 

consum er research to be certain of any benefit. 

A  further benefit som etim es claim ed for seasonal food is that, being fresher, it is m ore nutritious 

than food that is stored over a long period, w hether for local consum ption or in transit.26 W ith som e 

exceptions, such as frozen peas, storage is associated w ith m icronutrient loss and chem ical analysis 

show s in season, local produce to be fresher and healthier. H ow ever, the nutritional benefits of 

eating fresher produce appear to be m arginal com pared w ith the benefits of sim ply eating m ore fruit 

and vegetables.27 Furtherm ore, out-of-season produce that is trucked to the U K  from  southern 

Europe or flow n in m ay be stored in transit for a sim ilar period to in-season fruit and vegetables 

produced w ithin the U K . 

It has also been suggested that eating seasonally m ay encourage a m ore varied diet.28 W hile w e could 

find no research on this topic, it is w orth noting that eating few er out-of-season exotic fruits and 

vegetables could offset any increase in the variety of dom estically produced foods that people 

consum e. 
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M ore plausible, perhaps, is the notion that varying your diet over the course of the year and in line 

w ith w hat is m ost readily available m ight im prove our w ellbeing for non-nutritional reasons. There 

is plenty of personal testim ony to support this claim . H ugh Fearnley-W hittingstall w rites, for 

instance, that “Shopping and cooking seasonally is not a high-m inded duty or a restrictive chore but 

a liberating pleasure. The dow nside of…  infinite year-round choice is a kind of options paralysis – 

there’s so m uch on offer that you don’t know  w here to start.”29 Psychologist Barry Schw arz has 

fam ously called this ‘the paradox of choice’, suggesting that lim iting choice can benefit m ental 

health and w ellbeing.30  

 

R ural development 

Buying products from  a particular locale, region or country im plies varying consum ption seasonally 

and supports that territory econom ically. H ow ever, all produce com es from  som ew here and there is 

nothing intrinsically better about supporting producers w ho are closer to you geographically. M ore 

interesting is to consider w hether buying locally and seasonally changes the relationships betw een 

producers and consum ers in w ays that are beneficial for rural developm ent. 

W hen people talk about buying local food they often refer to farm ers’ m arkets, vegetable box 

schem es and other form s of direct sale. In this report, though, w e are concerned w ith superm arkets. 

Can cam paigns that encourage consum ers to dem and local, regional or British produce significantly 

alter the relationship betw een retailers and producers, w hich affects how  m any pence from  every 

pound spent on food goes to rural com m unities? 

Producers offering products for w hich there is lim ited supply and high dem and are in a stronger 

bargaining relationship w ith the superm arkets they sell to. If cam paigning stim ulates dem and for 

fruit and vegetables produced in places and under conditions that restrict supply, then it should 

increase the pow er of producers to bargain w ith retailers. 

Case studies of how  producers have been affected by superm arkets introducing local or regional 

sourcing policies suggest that producers involved in such schem es have benefited.31 H ow ever, such 

benefits are not unique to local or regional sourcing: initiatives such as Fairtrade can also change the 

relationship betw een retailers and producers, and their rural developm ent benefits have been 

subjected to greater scrutiny.32  

H ow ever, if seasonal U K  produce substitutes for im ported food then producers in other countries 

w ould lose out. In som e countries, exports of food to the U K  and other parts of Europe provide a 

source of incom e and investm ent that it w ould be difficult to replace. In Sub-Saharan Africa, for 

exam ple, over 100,000 rural people are em ployed in the fresh fruit and vegetable export sector and a 

further 100,000-120,000 m ore jobs exist in support services.33 

 

D emand and supply 

In assessing the public benefit of prom oting seasonal food through superm arkets it is also 

im portant to exam ine the relationship betw een dem and and supply. D oes it follow  that food w hich 

is in-season and produced w ith few er external inputs w ill be cheaper? Is that low er price likely to be 

passed on to superm arket custom ers? W ould a greater dem and for particular kinds of produce 

during their traditional grow ing seasons result in low er w aste in the supply chain, w hich could offer 
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significant environm ental benefits? If people did eat m ore seasonal food, w hat w ould they be 

substituting it for? 

� Production cost. As the costs to the environm ent of agricultural inputs such as fuel are not 

fully reflected in the prices of those inputs, it does not follow  that food costs less if it has caused 

less harm  to the environm ent. Som etim es it w ill, but other factors such as international oil 

prices and the cost of labour m ay have a m ore direct effect. 

� Consumer prices. Farm  gate prices for products do not directly reflect the cost of production, 

and the prices retailers charge consum ers do not sim ply track farm -gate prices. Factors that 

influence these relationships include forw ard planning, w hich m ay affect how  m uch of a product 

gets planted, vagaries in the w eather, w hich dam age harvests, and different retailers’ system s 

for deciding prices and distributing products to their stores, w hich m ay offer or m ore or less 

flexibility to push low -cost production flushes through the system  to consum ers.  

� W aste and efficiency. Eating m ore of foods w hen they are naturally abundant m ight seem  to 

offer potential to reduce the am ounts of food that get w asted in the supply chain and thereby 

yield m ajor environm ental benefits. H ow ever, inasm uch as the volum es of a food that get 

planted are based on projections of dem and, the real w aste issue is how  flexibly the supply chain 

and m arketing can m atch consum ption to an unpredicted variations in supply. Creating 

distribution, pricing and m arketing system s that can respond rapidly to changes in availability 

m ay also benefit w orkers, since oversupply puts pressure on pay and em ploym ent, w hile 

intensive w ork to fulfil prom otions in the event of undersupply can lead to exploitation.  

� Substitution. W hich foods people w ould substitute seasonal produce for w ould have a m ajor 

bearing on the environm ental and health consequences, yet is unknow n. H ealthy eating 

research suggests people don’t necessarily substitute fruit for fruit, for exam ple. If w e ate apples 

by habit, and they w eren’t available, w e m ight eat crisps instead, rather than straw berries. This 

behaviour is affected by m arketing and price, am ong other factors. W hen people do sw ap fruit 

for fruit, they do not necessarily eat sim ilar volum es of the substitute. H ow  m uch apple or 

straw berry you eat is in part determ ined by the unit size and character of each, by how  they are 

presented and so on. The price and the environm ental footprint per unit volum e of an in-season 

straw berry m ay, in any case, be higher than the price and environm ental footprint of an out-of-

season apple. 
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5. What should supermarkets do? 

This brief analysis suggests that it is uncertain w hether encouraging people to buy seasonal food 

through superm arkets w ould m eet the objectives that cam paigners and governm ent are hoping to 

achieve. H ow  should a responsible retailer act in the context of this uncertainty? H ow  should 

environm ental groups and other organisations that scrutinise retail behaviour assess superm arket 

responses to this issue? 

O ne approach has been to try and delineate a definition of seasonality that w ould help to ensure 

that foods regarded as being in-season actually did have a low er environm ental footprint. Sustain, 

for exam ple, has defined seasonal food as “m inim ally stored, refrigerated or treated w ith post-

harvest treatm ents, and not grow n using unnecessary energy inputs such as heated greenhouses, 

polytunnels or heated soil”.34  

The N ew  Econom ics Foundation has proposed defining seasonal food as: (a) produced w ithout using 

fossil fuels to alter air tem perature and/or light levels; (b) having little seasonal difference betw een 

the areas of production and consum ption; and (c) being stored for few er than a defined num ber of 

days (e.g. 10) post harvest or in low  energy storage system s.35 

Such definitions m ight be used as a reference point for deciding w hether retailers are supporting 

environm ental goals w hen they are m arketing seasonal products. But w hile greater clarity in 

defining w hat people m ean by ‘seasonal’ is helpful, w e do not believe it is sufficient to ensuring that 

cam paigns to prom ote seasonal eating live up to their am bitions.  

So how  should a responsible retailer respond to calls for them  to act on this issue? W e recom m end 

that they should consider greater seasonal variation in their product ranges as one possible outcom e 

– not a goal in itself – of a concerted strategy to im prove the environm ental and social footprints of 

their supply chains. Seasonal m arketing should be seen as one of a package of w ays that retailers can 

help m atch dem and to variability in supply, and should be carefully m onitored for its effectiveness 

in prom oting green citizenship and healthy eating. 

Specifically, w e recom m end that retailers: 

� H ave a clear, overarching environm ental strategy that explains how  the retailer w ill reduce total 

supply chain em issions in line w ith the U K  target of 80%  by 2050, that focuses efforts w here 

scientific evidence show s there are m ajor GH G savings to be m ade, and that system atically 

addresses w ider environm ental issues such as w ater scarcity, biodiversity and w aste. 

� O penly lobby governm ent to m ake dom estic and international policy changes to ensure that the 

environm ental costs of production are reflected in the price of food. 

� Ensure that their pricing and distribution system s are equipped to m inim ise the w aste from  

flushes in supply, passing higher than forecast volum es and low er unit prices through to their 

custom ers. 

� U se this flexibility in their pricing and distribution system s to offer suppliers greater security of 

dem and as an incentive to invest in m ore sustainable production system s. 
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� Pilot, nationally or locally, seasonal m arketing cam paigns designed alert custom ers to natural 

variability in the availability of foods, and to celebrate this as an opportunity to eat high quality 

produce at a low er cost. The cam paigns should: 

� Run throughout the year, rather than focusing only ‘celebrity’ seasonal produce like 

asparagus.  

� Be used to m arket produce in w ays that respect the concern of stakeholder groups that 

seasonal m essages should not be used to sell food that has been produced or stored in w ays 

that are know n to be highly energy intensive. 

� Experim ent w ith including non-U K -grow n foods that are im ported in bulk and have defined 

production seasons, such as citrus fruits, and also m eat, dairy and fish from  relevant 

production system s and fisheries. 

� Avoid claim ing direct environm ental benefits from  eating in-season produce since these 

could potentially be m isleading, though greater seasonal variation m ay be highlighted as an 

outcom e of prom oting low er input production system s and offering producers greater 

security of dem and. 

� U ndertake or com m ission consum er research to m onitor the effects of these cam paigns on fresh 

fruit and vegetable consum ption, substitution behaviour, household food w aste and other 

sustainable lifestyle choices. 

� Com plem ent seasonal m arketing w ith cam paigns that increase consum ers’ aw areness of and 

appetite for natural variations in food production, such offering fresh produce in greater range 

of sizes and shapes.  

 



  14 

6. Notes

                                                             

1 Sustain (2008) Ethical hijack: w hy the term s “local”, “seasonal” and “farm ers’ m arket” should be defended 

from  abuse by the food industry. Sustain, London. http://w w w .sustainw eb.org/pdf/Ethical_H ijack.pdf 

2 Tesco (2009) Your guide to U K  foods in season. 

http://w w w .tesco.com /greenerliving/at_hom e/articles/seasonal_food_in_spring.page [accessed 16/06/09] 

3 O pinion Leader (2007) Public understanding of sustainable consum ption of food – a research report 

com pleted for D EFRA by O pinion Leader. D efra, London. 

http://randd.defra.gov.uk/D ocum ent.aspx?D ocum ent=EV 02045_6700_FRP.pdf 

4 IGD  (2005) Connecting consum ers w ith farm ing and farm  produce. Cited in H am pson (2006) 

D ifferentiation: a sustainable future for U K  agriculture. RASE, Stoneleigh. 

http://w w w .rase.org.uk/activities/publications/articles/differentiation_report.pdf 

5 D efra (2009) Eat seasonably cam paign launched. Press release, 29/05/09. 

http://w w w .defra.gov.uk/N ew s/latest/2009/seasonal-0529.htm  

6 W e W ill if You W ill (2009) H om e page. http://w ew illifyouw ill.org/ [accessed 16/06/09] 

7 D aily Telegraph (2009) Young ignorant of seasonal foods, say cam paigners. D aily Telegraph, 27/05/09. 

http://w w w .telegraph.co.uk/foodanddrink/foodanddrinknew s/5393767/Young-ignorant-of-seasonal-foods-

say-cam paigners.htm l 

8 D efra (2009) Eat seasonably cam paign launched. Press release, 29/05/09. 

http://w w w .defra.gov.uk/N ew s/latest/2009/seasonal-0529.htm  

9 Prince, R  (2008) Seasonality is a lost culture in Britain. Telegraph 10.05.08. 

http://w w w .telegraph.co.uk/opinion/m ain.jhtm l?xm l=/opinion/2008/05/10/do1006.xm l 

10 Slater, N  (2005) The kitchen diaries. Cited in H am pson, S (2006) D ifferentiation: a sustainable future for 

U K  agriculture. RASE, Stoneleigh. 

http://w w w .rase.org.uk/activities/publications/articles/differentiation_report.pdf 

11 M ilà i Canals L., Cow ell S.J., Sim  S., Basson L. (2007): Com paring dom estic versus im ported apples: a focus 

on energy use. Env Sci Pollut Res 14 (5) 338–344. http://w w w .scientificjournals.com /sj/espr/Pdf/aId/9186 

12 H ospido, A., M ilà i Canals, L., M cLaren, S., Truninger, M ., Edw ards-Jones, G. and Clift, R. (2009) The role of 

seasonality in lettuce consum ption: a case study of environm ental and social aspects. The International 

Journal of Life Cycle Assessm ent (D O I 10.1007/s11367-009-0091-7). 

13 M ila I Canals, L. et al. (2008) Life cycle assessm ent of dom estic vs im ported vegetables. CES W orking Paper 

01/08. 

14 The Co-operative Group (2009) Sustainability report 2008/9. http://w w w .co-

operative.coop/upload/Sustainability/Report0809/dow nloads/The% 20Co-

operative% 20Sustainability% 20Report% 202008-09.pdf 

15 Garnett, T. (2008) Food and clim ate change: the significance of airfreight. Presentation, 040/04/08. 

16 Garnett, T. (2008) Food and clim ate change: the significance of airfreight. Presentation, 040/04/08. 

17 D efra (2008) A fram ew ork for pro-environm ental behaviours. D efra. 

http://w w w .defra.gov.uk/evidence/social/behaviour/pdf/behaviours-jan08-report.pdf 



  15 

                                                                                                                                                                                             

18 D efra (2008) A fram ew ork for pro-environm ental behaviours. D efra. 

http://w w w .defra.gov.uk/evidence/social/behaviour/pdf/behaviours-jan08-report.pdf 

19 D efra (2008) A fram ew ork for pro-environm ental behaviours. D efra. 

http://w w w .defra.gov.uk/evidence/social/behaviour/pdf/behaviours-jan08-report.pdf.  

20 Green Alliance (2006) Achieving a step-change in environm ental behaviours. Green Alliance. 

http://w w w .greenalliance.org.uk/uploadedFiles/O ur_W ork/AchievingStepChangeEnvtalBehaviours.pdf 

21 D aily Telegraph (2009) Young ignorant of seasonal foods, say cam paigners. D aily Telegraph, 27/05/09. 

http://w w w .telegraph.co.uk/foodanddrink/foodanddrinknew s/5393767/Young-ignorant-of-seasonal-foods-

say-cam paigners.htm l 

22 Cited in H am pson, S (2006) D ifferentiation: a sustainable future for U K  agriculture. RASE, Stoneleigh. 

http://w w w .rase.org.uk/activities/publications/articles/differentiation_report.pdf 

23 Triodos Bank/Farm ers W eekly (2006) M agazine survey. Cited in H am pson, S (2006) D ifferentiation: a 

sustainable future for U K  agriculture. RASE, Stoneleigh. 

http://w w w .rase.org.uk/activities/publications/articles/differentiation_report.pdf 

24 ICM  Research (2002) Seasonality and shopping, Safew ay’s. July. Cited in Sustain (2003) Good food on the 

public plate: a m anual for sustainability in public sector food and catering. Sustain, London. 

25 Cabinet O ffice (2008) Food m atters: tow ards a strategy for the 21st century. Cabinet O ffice. 

26 W addington, P (2004) Seasonal food: a guide to w hat’s in season, w hen and w hy.  Eden Project. 

27 M acM illan, T (2007) RELU  food chain research: im plications for policy. RELU , N ew castle. 

http://w w w .foodethicscouncil.org/files/RELU -report.pdf 

28 Prince, R  (2008) Seasonality is a lost culture in Britain. Telegraph 10.05.08. 

http://w w w .telegraph.co.uk/opinion/m ain.jhtm l?xm l=/opinion/2008/05/10/do1006.xm l 

29 Fearnley-W hittingstall, H  (2008) W hy seasonality m atters. 

http://w w w .rivercottage.net/FoodM atters/31/W hySeasonalityM atters.aspx 

30 Schw arz, B. (2005) The paradox of choice: w hy m ore is less. H arper Collins. 

31 E.g. ASD A (2009) Local sourcing. http://w w w .asdasupplier.com /w hat-is-asda/local-sourcing [accessed 

16/06/09] 

32 Ruben, R. (ed) (2008) The im pact of Fair Trade. W ageningen Academ ic Publishers. Raynolds, L.T., M urray, 

D . and W ilkinson, J. (2007) Fair trade: the challenges of transform ing globalization. Routledge. 

33 V orley, B. (2008) Air freight and Africa: trade off environm ent and developm ent? Presentation, 04/04/09. 

34 Sustain (2008) Ethical hijack: w hy the term s “local”, “seasonal” and “farm ers’ m arket” should be defended 

from  abuse by the food industry. Sustain, London. http://w w w .sustainw eb.org/pdf/Ethical_H ijack.pdf 

35 Sum berg, J. and Sharpe, L. (2009) Is it possible to find a m eaningful definition of the term  ‘seasonal food’? 

N ew  Econom ics Foundation. 

 



     

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Food Ethics Council 
39-41 Surrey Street 
Brighton BN1 3PB 
United Kingdom    
 
t: +44 (0)1273 766 654  
f: +44 (0)1273 766 653  
 
info@foodethicscouncil.org  
www.foodethicscouncil.org 
 
The Food Ethics Council is a company limited by guarantee (03901671) 
and a registered charity (1101885). 
 

 


