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Recent sales and market share

Prepared by British Growers Association
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Total British Picked Crop 2018/19 to 2022/23

Gala All Other Desserts Braeburn Total Pears Bramley Cox

Total British picked crop

Variety Final 
18/19

Final 
19/20

Final 
20/21

Final
21/22

Final 
22/23

Gala 66.7 74.6 71.7 68.8 87.9
All Other 
Desserts* 30.9 31.7 32.2 32.8 34.9

Braeburn 30.7 32.0 30.0 31.9 40.9

Total Pears 23.2 19.7 17.1 14.9 14.6

Bramley 21.8 14.8 17.9 12.1 16.5

Cox 19.0 13.5 12.4 8.8 11.5

TOTAL 192.3 186.3 181.3 169.3 206.3

* Breakdown on next slide
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Final Picked Crop 21/22 Final Picked Crop 22/23

Picked crop breakdown: All other desserts
Variety Final Picked 

Crop 21/22
Final Picked 
Crop 22/23 

Jazz 6.5 8.6

Other Desserts* 9.0 8.2

Cameo 5.0 7.4

Smitten 1.8 2.4

Red Prince 2.7 1.9

Jonagold 2.3 1.6

Magic Star 1.0 1.4

Junami 1.2 1.2

Red Windsor 1.8 1.1
Egremont 
Russet 1.5 1.1

Total 32.8 34.9

* Approx 40 Varieties Under 1kT each



Class 1 sales
Season review to date

Prepared by British Growers Association
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19/20 20/21 21/22 22/23

Dessert apple sales to multiples

Variety 19/20 20/21 21/22 22/23

Braeburn 24.0 19.8 19.7 27.9

Cox 10.1 8.3 6.7 7.4

Gala 53.5 47.9 44.3 55.8

Other Desserts 21.2 18.6 18.7 20.3

Total Desserts 108.8 94.6 89.4 111.4

August to April each year
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19/20 20/21 21/22 22/23

Bramley sales to multiples

Variety 19/20 20/21 21/22 22/23

Bramley 8.5 9.0 7.1 6.3

August to April each year



Pear sales to multiples
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19/20 20/21 21/22 22/23

Variety 19/20 20/21 21/22 22/23

Conference 13.0 12.5 11.0 9.7

Other Pears 1.6 1.2 1.1 0.8

Total Pears 14.6 13.7 12.1 10.5

August to April each year



Total apple and pear sales to multiples

0

20

40

60

80

100

120

140

Total Apples Total Pears Total Apples & Pears

‘0
00

 T
on

ne
s

19/20 20/21 21/22 22/23

Variety 19/20 20/21 21/22 22/23

Total Apples 117.3 103.6 96.5 117.7

Total Pears 14.6 13.7 12.1 10.5

Total Apples 
& Pears 131.9 117.3 108.6 128.2

August to April each year



Retailer sales and market share data

Prepared by British Growers Association



Sales to multiples and retailer market share
19/20 20/21 21/22 22/23 Grocery 

Market 
Share*

‘000 
tonnes % of total 000 

tonnes % of total 000 
tonnes % of total 000 

tonnes % of total

Aldi 21.3 16.1% 21.3 18.2% 24.0 22.0% 26.1 20.4% 10.1%

Asda 3.4 2.6% 3.1 2.6% 2.2 2.0% 6.1 4.8% 14.0%

Booths 0.3 0.2% 0.3 0.3% 0.3 0.3% 0.3 0.2% N/A

Co-op 6.8 5.2% 5.1 4.4% 4.4 4.1% 4.8 3.7% 5.7%

Iceland 2.0 1.5% 2.1 1.8% 1.3 1.2% 1.2 0.9% 2.2%

Lidl 12.1 9.2% 9.5 8.1% 13.9 12.8% 18.2 14.2% 7.6%

M&S 4.4 3.3% 4.7 4.0% 4.6 4.2% 5.3 4.1% N/A

Morrisons 12.4 9.4% 11.2 9.6% 8.3 7.6% 9.1 7.1% 8.7%

Sainsburys 25.4 19.3% 25.5 21.8% 21.4 19.7% 21.2 16.5% 14.9%

Tesco 31.6 24.0% 25.3 21.6% 20.0 18.4% 27.0 21.1% 27.0%

Waitrose 10.7 8.1% 7.4 6.3% 6.9 6.4% 6.9 5.4% 4.5%

Others** 1.5 1.1% 1.5 1.3% 1.4 1.3% 2.0 1.6% 5.2%**

Total 131.9 100% 117.0 100% 108.6 100% 128.2 100% 100%

* Grocer Market Share: Kantar data12 weeks ending 16/04/2023
** Others: Ocado, Symbols and Independent

Sales from August to April each year
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British apple sales vs supermarket market share

https://www.britishapplesandpears.co.uk/supermarket-sales-data/

September 2022

Share of British apple sales
Grocery market share



https://www.britishapplesandpears.co.uk/supermarket-sales-data/

October 2022

Share of British apple sales
Grocery market share

British apple sales vs supermarket market share



https://www.britishapplesandpears.co.uk/supermarket-sales-data/

November 2022

Share of British apple sales
Grocery market share

British apple sales vs supermarket market share



https://www.britishapplesandpears.co.uk/supermarket-sales-data/

December 2022

Share of British apple sales
Grocery market share

British apple sales vs supermarket market share



https://www.britishapplesandpears.co.uk/supermarket-sales-data/

January 2023

Share of British apple sales
Grocery market share

British apple sales vs supermarket market share



https://www.britishapplesandpears.co.uk/supermarket-sales-data/

February 2023

Share of British apple sales
Grocery market share

British apple sales vs supermarket market share



https://www.britishapplesandpears.co.uk/supermarket-sales-data/

March 2023

Share of British apple sales
Grocery market share

British apple sales vs supermarket market share



https://www.britishapplesandpears.co.uk/supermarket-sales-data/

April 2023

Share of British apple sales
Grocery market share

British apple sales vs supermarket market share



Share of British apple sales
Grocery market share

British apple sales vs supermarket market share
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BAPL Campaigns



Reduced budget, increased focus

SOCIAL MEDIA AND 
WEBSITE

REACTIVE CONSUMER 
PRESS OPPORTUNITIES

RETAILER ENGAGEMENT 
+ TRADE PRESS 

RELATIONS

CRISIS AND ISSUES 
MANAGEMENT



• New agency to maximise reduced budget
• 2023 results to date:

• 1.6% fan/follower increase
• 7.72% engagement rate (industry average: 0.08% to 0.96%)

• 348k post impressions
• 800% increase in web visitors from social compared to same period last year

• Fresh website content to engage visitors

Social media and website – building on success

SOCIAL MEDIA MESSAGING
#OrchardWatch

#ValueAtTheCore
Buying British
Health benefits



Campaigning trade media relations



Campaigning trade media relations



Reactive consumer media
Extensive national and international coverage driven in large part by trade media coverage



Reactive consumer media



• Regular newsletter (every two months)
• The Fruit Grower column (every two months)
• January 2023 all member BAPL meeting
• BAPL AGM in March 2023

Member and stakeholder comms



• SWS wage rate
• SWS permit operators
• Meeting (Feb): Mark Spencer, Farming Minister; 

Helen Whately MP; Kelly Tolhurst MP with Mark Gaskain
• Written submission for House of Lords Committee on 

Horticulture Sector: 
https://committees.parliament.uk/call-for-evidence/3065/

• Oral evidence to House of Lords 20th April 2023
https://www.britishapplesandpears.co.uk/house-of-lords/

• GCA meeting
• Westminster briefing pack
• Defra and opposition meetings sought
• “Sunak’s Summit” on food security

Lobbying

https://committees.parliament.uk/call-for-evidence/3065/
https://www.britishapplesandpears.co.uk/house-of-lords/


Reinvigorating the category



Launch of British apple season 2023
The issues
• Date of British apples in depth in 

store gets later every year

• Lack of delineation of British in-
store - union jacks on most packs 
but not all, no POS, no ‘theatre’

The plan
• Sales to start from the end of 

September/early October 
(British Apple Month)

• Create in-store theatre – invest in 
retail



Reinvigorate the category

COLLABORATE FOCUS INVEST

Co-ordinated retailer 
promotions and investment

British Apple Month in 
October

Investment to drive 
consumer behaviour



Joint supplier meetings with each retailer to:
• Sell in Great British Apple Month
• Seek primary aisle-end support for British Gala throughout October
• Explore investment activity:

• Free new season British apple sampling – instore or in car park
• Packaging – increased emphasis on union jack
• POS – logo investment

• Growers – hero images in-store on walls, at fixture, at checkout
• Digital/social promotions – work with retailers’ digital team to put British apples into all online 

media and onto their social channels

• Brief supermarkets on investment from BAPL
• Press releases 
• Retailer social ads

The reinvigoration plan



BAPL Investment
Social media advertising to target 

each supermarket’s shoppers
Press releases to generate 

editorial news coverage Great
British
Apple
Month



ü British Gala apple sampling in-store (in say 50-100 stores)

ü Life-size posters of UK apple growers facing checkouts in all stores

ü Union Jack POS at apple fixtures
ü Best aisle-end support for British apples and pears

ü Clear ‘British apple’ visibility for online shoppers
ü Social media promotion for British apples and 

amplification of BAPL social posts

ü Marketing support for British Apple Month
ü Aim to exceed share of British apple sales vs grocery market share

What is great support for British apples?

Great British
Apple Month

OCTOBER



Grower returns, energy costs and inflation



Andersons’ briefing paper
Gala apple cost of production 2023

Combined output of growers interviewed would represent at least 70% of all UK production

“We have decided to quit 
apple growing in two  

years’ time after 40 
years of growing fruit.”



The core issue: inflation vs returns

19.2%
17.0%

23.0%*

0.8%
All food

(ONS Mar 2023)
Lowest cost apples
(ONS Sep 2021-22)

Grower costs
(Promar Nov 2021-22)

Grower returns
(Dec 2021-22)

British Apple & Pears Ltd - Review % Inflation 

* Of which energy costs are up by 133% (Dec 2022 vs Dec 2021)

Tree planting
Renewal is 1.5 million trees (5%), but only 500k planned and 
330k planted = 22% of what should have been planted 

The Independent 
9 May 2023





The positives
• UK supermarkets offer an excellent route to market for 

British growers:
o Slick logistics 
o Efficiencies of sales and relationships
o Effective partnerships (on the whole)
o Profitable returns until 5-7 years ago: NLW/SWS wage rates, 

super inflation of 2022

• Resulting grower investment:
o All BAPL surveyed growers (2021) said they would be investing 

in biodiversity measures in the future
o Six out of ten growers stated they would have post and wire 

growing systems only and no standard orchards in five years’ 
time 

o Over 1 million trees/year planted for last 7-10 years
o Significant investment in new varieties and season extension



A RESET ON RETURNS

What do growers need?

Meaningful cost of 
production and 

inflation discussions

A fairer share of the 
price the shopper is 

paying

A return that 
reflects growers’ 

costs



Grower 
business 

failure

The potential consequences

A decline in 
orchard 

investment

A decline in 
ESG 

investment

A reduction in 
supply

An increase in 
retailer scope 3 
emissions and 
water footprint



Grower insights and Q&A



Today’s panel

Ali Capper

Executive Chair 
British Apples 

and Pears

Tom Hulme

A C Hulme & 
Sons

Mark Gaskain

Gaskains Ltd 
and Prime 

Produce Ltd

Tony Harding

Worldwide Fruit 
Ltd

James Simpson

Adrian Scripps 
Ltd

Ross Goatham

A C Goatham & 
Son



Retailer Webinar
MAY 2023



1. EAMU’s/EA’s:
• Horticulture Crop Protection Ltd live15th April 2023
• Activity for 2023 agreed with crop associations
• CEO starts mid June – Simon Conway – Vitacress MD

2. Pest & Disease Research:
• BAPL Technical Committee to meet three times/year
• Projects tendered and live
• Biochar: Innovate UK funded; LCA data; address scope 3 challenges

Both funded by voluntary grower subscription.

R&D Update


