




13ISSUE 12ISSUE 12

that initial order in place. It is creating more business for 
them, otherwise we would be undoing some of the positive 
work by putting more vehicles out on the road. 

It also wouldn’t work unless Waste Knot is involved in the 
whole process and we are totally transparent with each other. 
With Nature’s Choice, Vernon’s understanding of what we’re 
trying to achieve, a great line of communication, a rock-solid 
relationship and a real desire to make it work allows us to 
make things happen in a way that everyone benefits from. 
It’s never been a box-ticking exercise for them and that’s 
brilliant.

We’re unique in the way that we work and one thing that 
I know for sure is that we’re more transparent than other 
companies. Because of our relationship with growers, I can 
tell anyone who grew the product and where, who harvested 
it and when, why it was harvested at that time and why 
it became surplus to requirements. All of our product is 
rescued – we don’t grow it for our customers – and no-one 
else is able to supply surplus fruit and veg to anything like 
the same volume or quality as we do.

What would you say to other 
wholesalers who might like to work 
with you?

We’re always more than happy to have a 
conversation with wholesalers who are 
interested in stocking Waste Knot and 
having it as an essential part of their CSR 
initiatives. There are plenty of customers out 
there looking for support in meeting their 
own sustainability aims – this helps them 
do that without really changing anything. 
Getting the communication right to the 
front-line chefs is important, of course, and 
we’ll always help with that too. Surplus 
product might not always turn up in exactly 
the format they’re used to – it’s produce 
that is fresh from the field; muddy, bumpy 
and wholesome – just the way UK produce 
should be.

     We work 
alongside the 
traditional way 
of doing things; 
rescuing product 
that would 
otherwise go to 
waste and giving 
chefs the challenge 
and reward of 
making great food 
from seasonal 
ingredients.

Nature’s Choice makes its customers 
aware of what products are available and 
what they will be able to order over the 
next few weeks. Our experience shows that 
this approach encourages many chefs to 
adapt menus to incorporate rescued surplus, 
reconnecting with nature’s seasonal cycles 
and discovering new ingredients.

You’re a few years down the line 
from launch now - do you feel you’re 
making a difference and what are 
your objectives moving forward?
 
I do feel like we’re making a difference 
and during the pandemic when hospitality 
businesses were forced to close, Waste Knot 
became FareShare’s biggest fruit and veg 
supplier. Our main driver is to help people; 
be it the UK agriculture industry or those 
benefitting from FareShare’s incredible work. 
Fortunately, we already had the logistics in 
place to be able to make a difference quickly 
and efficiently. Being able to shift our focus 
to supply them in such large volumes during 
the lockdowns is in my opinion our biggest 
achievement to date. 

It’s not just the fact that we’re making sure 
that less produce is being wasted, but we’re 
also having a positive impact on climate 
change and environment protection. The less 
food that is grown for human consumption, 
but then burnt, thrown away or fed to 
animals the better.  

There is still far too much fresh produce 
being wasted and a lot of businesses who 
want to back British agriculture and reduce 
the environmental impact of their supply 
chain. They know that whatever changes 
they make to do things the right way will be 
worth it in the long run and we can help in 
their journey getting there. 

Surplus produce is no less valuable or 
worthwhile than its Class 1 counterpart and 
we will continue until every overlooked fruit 
and vegetable is able to find its rightful place. 
I’d love to work with more companies at 
New Covent Garden to this end. Just get in 
touch and we can see how we may be able to 
work together.
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British Food Fortnight (BFF) is the largest 
annual national, food celebration organised 
by Love British Food, during the traditional 
time of harvest festival, and invites 
communities and organisations across 
the country to celebrate the diverse and 
delicious, high-quality food produced by 
British growers and manufacturers.

This year was the 20th BFF – it was first 
held in response to the Foot and Mouth 
crisis and the impact it had on British 
farming. The aim throughout the years has 
always been to boost domestic consumption 
of British food and, in doing so, to create a 
robust home market that gives farmers and 

Showing our 
support for 

British growers
New Covent Garden Market is an official partner of British Food Fortnight, 
which this year ran from September 18th through to October 3rd.

Pictured: DDP Ltd's vintage porter's barrow 
was out in full splendour at customer 
Coughlans, as the bakery showcased the 
incredible range of British produce it uses 
as ingredients in its delicious baked goods. 
Posters were placed around the Market to let 
people know what was fresh and in-season 
as they looked for all things British 

new suppliers selling into the Market every 
year.

“There is always excitement when the 
British season for any product begins – the 
demand for homegrown fruit and vegetables 
remains very high from our customers 
across the retail and hospitality sectors, and 
of course from their customers too. We’re 
proud to be able to support British Food 
Fortnight, as it reflects our passion for what 
we do, and we feel our support is mutually 
beneficial, as it allows us to showcase 
the market to a huge and very targeted 
audience.”

producers the confidence to continue to farm 
and produce quality food.

The list of supporters is wide and varied – 
from schools, hospitals and care homes, to 
restaurants, hotels, supermarket chains and 
independent retailers.

This year saw many, many more 
organisations sign up to celebrate, says Love 
British Food founder Alexia Robinson. 
“There has never been a more important 
time for us to focus on British soils for 
stability in our food supply. British Food 
Fortnight is a proven strategy for promotion 
in putting British food first, across both the 
public and private sectors,” she adds. “With 
the British public’s appetite for British food 
and drink growing all the time, interest in 
this year’s event hit record highs.” 

Several traders in the fruit and vegetable 
market celebrated BFF and we took a batch 
of images of seasonal produce around the 
Market to share widely through our social 
media feeds and through the wider media. 
A series of articles also appeared in Love 
British Foods online newsletter The Source, 
which has more than a million subscribers, 
highlighting the value of the Market to the 
British food supply chain and, in particular, 
to our customer base in London and the 
South East of England.

A set of beautiful posters featuring British 
fresh produce appeared around the market 
for the duration of the annual celebration 
and through active engagement with other 
supporters, we ensured that the NCGM 
message was heard loud and clear.

“While we of course sell world class, 
seasonal fresh produce from all corners of 
the globe, the Market is extremely proud 
of the relationships we have with the 
British growing community,” says Rebecca 
Barrett, head of strategy, partnerships and 
communications at Covent Garden Market 
Authority. “Many of the businesses here 
have been working with the same suppliers 
for several decades, through generations of 
families on both sides, and there are also 



Please help to
keep the market
clean, tidy & safe

020 7720 2211
hello@cgma.co.uk

• Max. 20mph (5mph in car parks)
• Follow all road signs 
• Close HGV doors when driving
• Slow down & stop for pedestrians 
 at crossings & rainbow crossings

• Only to be operated by trained drivers 
• Wear high-vis & protective shoes
• Be aware of pedestrians & vehicles
• Don’t stand on fork or overload
• Annual Thorough Examinations

• Up-to-date Fire Risk Assessments
• Fire equipment is for emergencies 
 only (not for use as door stops) 
• Report damaged equipment 
 immediately—it could save lives
• Keep fi re exits clear at all times

• Use the bins to recycle food waste, 
 cardboard & plastic
• Use the toilet facilities provided
• Take steps to reduce COVID risk
• No smoking, alcohol, drugs or 
 fi reworks on site



I do not use and the good thing 
is, because they know me so well, 
everyone knows the standards I 
need and they will tell me if they 
don’t have it on any given day,” 
he explains.

“I buy the majority of my 
product from New Covent 
Garden. In Whitstable, I’m at the 
heart of the Garden of England 
and from my shop I can be at 
one of the local strawberry 
farms in six minutes. They pick 
every day, so it makes sense 
to buy from them during their 
season. It’s also one thing less 
to carry back from the market 
and I have a lot to fit into 
my van! I’m also blessed with 
local cherry, raspberry and 
asparagus growers – all less 
than 20 minutes away from me. If it is grown 
on my doorstep, I’ll buy it here. Having said 
that, Matt at P&I sells Chris Bones’s caulis and 
he’s in Broadstairs, which isn’t far from me. But 
I just don’t have the time to get down to Chris 
these days, so it’s as easy for me to get it in 
the market.”

What is it that keeps David coming back to 
the market after all these years? “New Covent 
Garden gives me the capacity to provide huge 
variety to my customers. Previously, the owner 
of the shop stocked somewhere between 60 
and 70 lines of fruit and veg – my old market 
stalls used to specialise in nine or 10. I looked at 
all the shelves and thought ‘how am I going to 
fill them?’. At the market though, there is always 
something new, fresh and inspirational and 
I now stock somewhere in the region of 200 
different lines of fruit and vegetables,” he says.

“The customers love it. Gone are the days 
where they just asked for ‘a tomato’. We now 

Market Times - a sustainable future
As we announced in our previous issue, Market Times will no longer be posted out to subscribers outside the 
Market. You can still pick up a copy when you are at NCGM, at one of the cafes or from the CGMA office in the 
Food Exchange. We will continue to email our extensive database and attach a PDF version when each issue is 
published. If you are not on our mailing list, send your name and email details to hello@cgma.co.uk and if you 
would prefer not to receive Market Times, you can also unsubscribe. Thank you. 

David Jackson runs Staines Farm Shop on 
Whitstable High Street. He is a regular 
customer at New Covent Garden Market, 
driving in four nights a week (Sunday, Monday, 
Thursday and Friday) to walk the market and 
select premium fresh produce for his own 
shop and a group of customers in the idyllic 
town on the Kent coast. 

He has been a regular face at the market 
for four decades. “I first came to the market 
for my own business on January 6, 1983,” says 
David (Jacko to most in the market). “I’d been 
to the market prior to that when I worked 
as a Saturday lad for a guy with a market 
stall. When I started up on my own, aged 17, 
I’d saved up to get a van, borrowed a bit of 
money off my dad and soon I had market 
stalls in Canterbury, Ramsgate, Herne Bay and 
Whitstable. 

“The market stalls stood me in good stead for 
quite some years – it only really changed when 
they changed the Sunday trading laws. The 
only places that used to be open on a Sunday 
were the markets; they were the life of all 
retail really. Between 24 and 30 coaches used 
to arrive at Ramsgate every day, for example 
- it was huge! But when the markets began 
to dwindle a bit, I picked up a few restaurant 
deliveries and I’m very fortunate that I supply 
most of Whitstable High Street as well as a 
couple of good local schools,” he says.

“Staines Farm Shop already existed and 
the guy who had it used to buy out of New 
Spitalfields Market. I didn’t think he was doing 
a particularly good job and I took on the name 
above the door eight years ago.” 

David certainly puts the miles in - walking the 
whole of buyers walk every night he’s in to find 
product that meets his specifications. “I will buy 
from whoever has got the best quality on the 
day. There isn’t a single firm in the market that 

stock 10 or more types of tomato and 
they really buy into the variety on offer,” adds 
David. “I try all sorts – a bit of snake fruit or 
galangal, I’ve got customers who’ll try anything 
weird and wonderful and it’s great to be able 
to introduce it to them. Obviously, people’s 
palates have altered as they’ve travelled more 
extensively, but if they’ve seen Jamie Oliver 
cooking with something on the TV the night 
before, you can bet your bottom dollar we’ll 
sell out of it by 11am the next morning!”

Coming to market is a commitment he’s happy 
to make, and one that’s much appreciated by 
the traders, but what’s David’s routine? “The 
alarm goes off at 9pm, I have half an hour for 
a shower, a cup of tea and some toast, check 
for any late orders, and then I’m on the road.  
By the time I get back to the shop, unload and 
oversee the main orders, I’ll have done the best 
part of 10 hours. Ideally, I can leave it to the 
team then, get home for a couple of hours sleep 
and get the rest of the day to myself,” he says.

Happy
Customer
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