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Dingley Dell Pork
Company introduction
Dingley Dell Pork is a third generation pork producer with a 350-acre, outdoor pig farm in 
Suffolk, England. The Dingley Dell brand was established during 1999 and is based on the 
philosophy of animal welfare, taste and sustainability. Its focus is the high-end restaurant sector, 
both domestically and internationally, with Dingley Dell Pork on the menus of some of the top 
restaurants in the world.

Snapshot: Dingley Dell Pork
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Snapshot
Industry
Meat

Location
Suffolk, England

Timeframe
• Established: 1999 (Dingley Dell Pork brand)

• Established exports: 2013–15

• Finalised brand positioning: 2016

Transformation
Disease outbreak wiped out entire stock in 1998 
 Delivering 400 pigs per week for processing 
and supplying some of world’s top restaurants

Key investments
• Invested in genetics breeding program with 

JSR, acquiring proprietary genetics through 
Red Duroc breeding stock

Key markets
Hong Kong, Singapore, Jersey

“It became evident to us that the supermarket sector was not the right channel for us 
and our switch into food service has been a revelation. We now have an audience who 
want to listen to our story, understand what we have to offer and are willing to pay a 
premium for the exclusive quality we remain faithful to.” 

“At the start we were selling a perception, with the taste we brought in science and 
with the conservation you are adding emotion and politics. We want to make people 
feel good when they are cooking with or eating Dingley Dell Pork.” 

Mark Hayward, Dingley Dell 

Tools/Models
Through an ongoing, iterative ‘customer development’ process, Dingley 
Dell identified the appropriate customer for its premium product, 
and refined its ‘whole product’ offering over time in order to deliver 
maximum value to these customers.
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Critical Success Factors
1. Focus on customer development; discovering and listening to customers and 

refining the product so that it best meets customers’ needs

“We learned from our mistakes and adapted the business as well as the brand. First it 
was about welfare, then we made it about taste, in a scientific way, now we have added 
the environment and we think we have a model that works, not only for us but also 
our supply chain partners and consumers who share our passion for sustainable food 
without compromise.” 

Mark Hayward, Co-Founder, Dingley Dell

2. Focus on delivering a ‘whole product’ to customers; high animal welfare, 
sustainable, marbled pork, innovative products, chef educational tours and 
dedicated brand ambassadors 

3. Commitment to developing long term, collaborative partnerships within the 
value chain 

“Most meat processors don’t get the idea of having a farmer as a partner, offering a 
supply chain they would otherwise never have. Martin understood this from the outset 
and has invested significantly in the development of our brand and our business, for 
mutual benefit.” 

Mark Hayward, Co-Founder, Dingley Dell

4. Appreciation of the critical need for value chain partnerships to deliver value to 
each participant 

“We often argue who has the balance of power in our relationship (Dingley Dell and 
Direct Meats). The reality is that one does not work without the other. If you took Dingley 
Dell out of my business it would devalue my business, without a shadow of a doubt and 
vice versa.”

Martin Blackwell, Managing Director, Direct Meats

5. Investment in creating demand pull for the Dingley Dell brand, through key high 
profile accounts and building interest among its customer community

“We realise that in order to grow our export business we have to build the brand – we 
need consumers pulling our product through the chain instead of us pushing our product 
on to markets prematurely and running the risk of commoditisation.” 

Mark Hayward, Co-Founder, Dingley Dell

Dingley Dell Pork
Suffolk, England
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Why you should read the full 
case study

• In-depth explanation of the customer 
development process

• Real world examples of value chain 
partnerships 

• Detailed analysis of Dingley Dell’s 
approach to creating demand in key 
export markets

Dingley Dell Pork full case study  
 dpird.wa.gov.au

Author of the case study
Professor Andrew Fearne
Norwich Business School, University of East Anglia, 
United Kingdom

dpird.wa.gov.au

Disclaimer: The information contained in this document comprises general 
information only and is not intended as financial or investment advice. The 
information is provided in good faith but the Department of Primary Industries and 
Regional Development makes no representation or warranty as to its completeness 
or accuracy. You should not act or fail to act on the basis of any information in 
the document. Persons accessing this document should obtain independent 
professional advice before making any financial or investment decision based on 
information contained in it. The Department of Primary Industries and Regional 
Development accepts no liability whatsoever, including in negligence, for loss 
or damage caused by use of or reliance on this document and the information 
contained within it.
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