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Consumer lirends

Organic spimach

Paco I5ell

Attisamal, farmsticad; cratt-scalc
IDocall ftesh, nuthtional supeHonty
Gotit de dictron:

Slow lioed and Cheirs Collalborative




Empire State Poll
Winter 2004

1I50) AUESHIONS
New: York State Residents” Views on lLocal Eood

1o Which statement most accurately tetlects yout: view:

ot locally produced food?

"= “Reallynot impottant™
2,= I buy it| asflong as I don’t have to go) out of my: way’”
5 = 1l g0 out of my way to buy local food™

2. What ONIE thing would moetivate you to) by mote
local food?




New: York State Residents’
\iews oni Local Foed

Wiich statement most accutately: ictlccts, yout vicw; of:
lecally produced iood?

= “Really not important™ 241576
2,= “[ll buy, 1t| as long as Il donrt haye

£O) o0 OUL Of My Way 41456

5 = 1 go out ot my way tor local food™” 37.4%

N = 785




What One Thing Woeuld Vietivate You
e Buy: More; Local Eood?

Empire State Poll

Response

Greater Convenience/Availability/Accessibility
Competitive Pricing/Affordable
Combination of factors
Good Quality/Freshness/Taste
Knowing I'm helping economy/community/farmer
Unknown/Don’'t know/Nothing/Doesn't Matter
Knowing it is Organic
Marketing/Labeling
Health-related factors
Motivated Already
Selection
total




Producer lirends

n Growing numbet of advanced ditect matketess

m Growing numiyet otelaroct producetsilooking

for alternatives

n Growing numiser ot new: pProducets, witi
limited production expeticnce bt wiho hayve
business savvy




& 1300-France. com







AVEC
Agriculteurs en vente collective
directe en Rhone Alpes

m Tloday: 21 stotc network mi the Rivone-Alpes

. VILSSIOIN: o g /crid 71 a0 Saley Wi an i proansss
and Hereoleorersales S0 coninte oM e ecos o)
e ae0) GOVCOHNE SAIE and 1o e e Gelel o) 1esomiees
aNa CONTIBIS 01 HIELCONECHNEL DO O SAle:




AW
A ey L b

TR R orm
B B i s

_"u.—n
R -t
B i 0 e

A L L e L Db

E A s Tl
B B &

CETE )

A L e
IR0 iy
B, Bk Ty 0T 7

l.huh-uhﬂi
T e
L, T

R, s B

HALME AMRE
Fromerrn b Weews

S L ey
T

1sEaE
'.hﬂ_-h_-
L | & Forir

o A

I [ QPET SRS

LK BT Famryper
08T

I | YT ==Y

LR Fragr de Pasvs e
Bl SH

Ep v e,
LI ) o

B e 7 R TR

F g

B L D e
A b el
B, W 0 i

A La Bk e
e gy
LT 1IN

'.'ﬂuu
L Ly

e, o T
e

I i sl o < e
LR TR

M s Bt i e e

P Ty
= s i

11 e Lampgsmdes.

THH L iy Sy
NG TELTES







UNIFERIVIE

m Beoan 1n-1976
7 producets
m Mission:
o lave theproducess presentat the sale

o' IDE tranSpaAtcat O thec O o the
PLOAUCHS

o strcnothicn the bond with the
CONSUMCLS







UNIFERIVIE

[ 2} tatmas (25 tamilies, 40/ individuals)

Opent yeat-tound, 7 days a weck

Sales tloor squate ficet: 55000

2,000F customets pet week:

2, million mrsales per yeat (180K pet fatm)
2, farmers always present

Only farmers answer customet questions
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Products:

\ .
dalry products ico and g'oat)

Approximately 3,000 sq. ft. of sales floor
















MNos pyoaiits du Terrodr er direct ! By’ Nos produits ou Terroir en direct |







The Country Hand

IFriday and! Saturday, 8h00—19h00
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Farmers off Domibes

15 farmers providing fish,
pigmeat, ox, lamb, ostrich,
poultry, ducks, rabbits, pork-
butchery, foie gras, snails, pots,
cow and goat cheeses, eggs,
seasonal vegetables and fruits,
bread, jams, honeys, Cerdon,
wines of Bugey, fruit juice...




Country: Saveurs

Tuesday through Saturday:
8h30 — 12h30 and 15h00 — 19h00
S I m _ Sunday: 8h30 — 12h30
. —l"'IF ]
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Keys to Success

Producets have mastered production
Producess are comiortable with cooperation

Producets atc willing to) ofve ufp some individual
piand idcmtity

Producets atc il close gcographic proximiiy
Producets atc tlexibly specialized
Iihere 1s sutficicnt Varcty O products

I'here 1s 2 consumer base that can SUPPOLt 4 store




Anatomy. ofi a| Eailure:
he Harmony Viarket

Poor management of tie SroCet COOP
Bitinoine i1 products Hom Neiohly O StALCES
Undctcapitalization

Poorlocation

(Competition fHom: two new whole-1oods
PUSINESSESHNAI thie comimuimity,




Challenges and Questions

m Buropean models don't necessatily wotk i
Notithr Aretica

m \What else?




Alternative Viodels

N EB R A S K A
FOOD COOPERATIVE




Other Alternative Models

m Could 2 single fatmer owinl the store and
SUPPOLt Gthct fAFMEES 1 the community?

a Could CSAS share 2 distbution point?
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