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Consumer TrendsConsumer Trends

 Organic Organic spinachspinach
 Taco BellTaco Bell
 Artisanal, farmstead, craftArtisanal, farmstead, craft--scalescale
 Local, fresh, nutritional superiorityLocal, fresh, nutritional superiority
 GoGoûûtt de Terroirde Terroir
 Slow Food and ChefSlow Food and Chef’’s Collaboratives Collaborative



Empire State PollEmpire State Poll
WinterWinter 20042004

Two Two questionsquestions: : 
New York State ResidentsNew York State Residents’’ Views on Local FoodViews on Local Food

1.1. Which statement most accurately reflects your view Which statement most accurately reflects your view 
of locally produced of locally produced food?food?

1 = 1 = ““ReallyReally not importantnot important””
2 = 2 = ““[I buy it] as long as I don[I buy it] as long as I don’’t have to go out of my wayt have to go out of my way””
3 = 3 = ““I go out of my way to buy local foodI go out of my way to buy local food””

2.2. What ONE thing would motivate you to buy more What ONE thing would motivate you to buy more 
local food?local food?



New York State ResidentsNew York State Residents’’
ViewsViews on Local Foodon Local Food

Which statement most accurately reflects your view of Which statement most accurately reflects your view of 
locally produced food?locally produced food?

1 = 1 = ““ReallyReally not importantnot important”” 21.5%21.5%
2 = 2 = ““[I buy it] as long as I don[I buy it] as long as I don’’t have t have 

to go out of my wayto go out of my way”” 41.1%41.1%
3 = 3 = ““I go out of my way for local foodI go out of my way for local food”” 37.4%37.4%

N =N = 785785



WhatWhat One Thing Would Motivate You One Thing Would Motivate You 
ToTo Buy More Local Buy More Local Food?Food?

Empire State PollEmpire State Poll
N= 770

Response No. %
Greater Convenience/Availability/Accessibility 214 28%
Competitive Pricing/Affordable 124 16%
Combination of factors 103 13%
Good Quality/Freshness/Taste 82 11%
Knowing I'm helping economy/community/farmer 71 9%
Unknown/Don't know/Nothing/Doesn't Matter 49 6%
Knowing it is Organic 42 5%
Marketing/Labeling 30 4%
Health-related factors 23 3%
Motivated Already 20 3%
Selection 12 2%
   total 770 100%



Producer TrendsProducer Trends

 Growing number of advanced direct marketersGrowing number of advanced direct marketers
 Growing number of larger producers looking Growing number of larger producers looking 

for alternativesfor alternatives
 Growing number of new producers with Growing number of new producers with 

limited production experience but who have limited production experience but who have 
business savvy business savvy 







AVECAVEC
AgriculteursAgriculteurs en en ventevente collective collective 

directedirecte en en RhôneRhône AlpesAlpes

 Today: 21 store network in the Today: 21 store network in the RhRhôônene--AlpesAlpes

 MISSION:MISSION: To defend the direct sale, the farm products To defend the direct sale, the farm products 
and the collective sale. To contribute to the recognition of and the collective sale. To contribute to the recognition of 
the direct collective sale and to be the direct collective sale and to be the centerthe center of resources of resources 
and councils for the collective points of and councils for the collective points of sale.sale.







UNIFERMEUNIFERME

 Began in 1978 Began in 1978 
 7 producers7 producers
 Mission:Mission:

oo havehave the producers presentthe producers present atat the the salesale
oo be transparentbe transparent on the origin of the on the origin of the 

products products 
oo strengthen thestrengthen the bond with the bond with the 

consumersconsumers





UNIFERMEUNIFERME

 12 farms (25 families, 40 individuals)12 farms (25 families, 40 individuals)
 Open Open yearyear--round,round, 7 7 days a weekdays a week
 Sales floor square feet: 3,000Sales floor square feet: 3,000
 2,000 customers per week2,000 customers per week
 2 million in sales per year ($180K per farm)2 million in sales per year ($180K per farm)
 2 farmers always present2 farmers always present
 Only farmers answer customer Only farmers answer customer questionsquestions



Approximately 3,000 sq. ft. of sales floor

Products:
dairy products (cow and goat) 
fruits 
poultry and eggs 
foie gras 
pork-butchery 
beef 
honey 
jams 
fruits with syrup 
farmhouse bread 
vegetables 
wines 















The Country HandThe Country Hand
FridayFriday and and Saturday,Saturday, 8h008h00––19h0019h00



Farmers of Farmers of DombesDombes

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 SaveursCountry Saveurs

Tuesday  through Saturday:
8h30 – 12h30 and 15h00 – 19h00 
Sunday: 8h30 – 12h30



The The Country(woman) Country(woman) 
MarketMarket



Au TerroirAu Terroir



ValfermeValferme



Keys to SuccessKeys to Success

 Producers have mastered productionProducers have mastered production
 Producers are comfortable with cooperationProducers are comfortable with cooperation
 Producers are willing to give up some individual Producers are willing to give up some individual 

brand identitybrand identity
 Producers are in close geographic proximityProducers are in close geographic proximity
 Producers are flexibly specializedProducers are flexibly specialized
 There is sufficient variety of products There is sufficient variety of products 
 There is a consumer base There is a consumer base thatthat can support a storecan support a store



Anatomy of a Anatomy of a Failure:Failure:
The Harmony MarketThe Harmony Market

 Poor management of the grocery coop Poor management of the grocery coop 
 Bringing in products from neighboring statesBringing in products from neighboring states
 UndercapitalizationUndercapitalization
 Poor Poor locationlocation
 CompetitionCompetition from two new wholefrom two new whole--foods foods 

businesses in the businesses in the communitycommunity



ChallengesChallenges and Questionsand Questions

 European models donEuropean models don’’t necessarily work in t necessarily work in 
North AmericaNorth America

 WhatWhat elseelse??



Alternative ModelsAlternative Models



Other Alternative ModelsOther Alternative Models

 CouldCould a single farmer own the store and a single farmer own the store and 
support other farmers in the support other farmers in the community?community?

 Could CSAs Could CSAs shareshare a distribution a distribution point?point?
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