Britain's favourite fresh produce magazine since 1895
By Michael Barker
Wednesday 25th September 2019, 14:31 GMT

Farmers 'trusted
by consumers'
New AHDB report shows high degree of
trust among UK public, but stresses
more can still to be done to engage
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“Agriculture is trusted, but that trust is not

that trust for the benefit of industry and

trust in agriculture and where

blind. As an industry, we must drive out

the consumer.”

improvements can be made.

instances of bad practice, engage with
consumers and constantly strive to
improve our ways of working. Being
trusted and transparent is crucial and this
report explores how we can deepen

AHDB conducted the study with consumer
research organisation Blue Marble,
interviewing 1,500 people to see how their
views can be used to deepen
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