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• A few results from our recent Customer 
Intercept study of shoppers at Ohio 
Farm and Farmers’ Markets and 
traditional Grocery Stores.

• Close with a few conclusions about 
what this may mean for those selling 
local foods.
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• Customer Intercept Survey 
• August - November 2005

– 6 farm markets
– 4 farmers© markets
– 6 retail grocery stores.

• 1 small town
• 3 were in suburban Columbus
• 2 were urban Columbus stores

• Customers were randomly selected; 18 years of age 
or older

• Participation was voluntary and anonymous  
• Each completed a choice experiment + survey
• About 50% of those approached complied
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Primary reasons to purchase locally grown 
foods

Most 
important

2nd Most 
important

3rd most 
important Total

Freshness 57.49 24.34 9.31 87.47
Taste 17.40 34.29 11.31 62.56

Nutrition 3.52 7.08 10.64 21.15
Safety 3.30 2.88 4.66 10.79

To Support local businesses 12.78 22.79 35.25 70.48
To Support regional economy 1.32 5.75 14.86 21.81

For direct connection with source of food 4.19 2.88 13.97 20.93

Percent citing as:

Primary Consumer Motives for Primary Consumer Motives for 
Purchasing Locally Grown FoodsPurchasing Locally Grown Foods
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Primary reasons to purchase 
locally grown foods

Full 
Sample

Direct 
Market Grocery

Freshness 87.47 86.52 88.73
Taste 62.56 69.23 53.61 ***

Nutrition 21.15 21.54 20.62
Safety 10.79 10.00 11.86

To Support local businesses 70.48 70.00 71.13
To Support regional economy 21.81 16.54 28.87 ***
For direct connection w ith 
source of food 20.93 22.69 18.56

Market Type

Primary Consumer Motives for Primary Consumer Motives for 
Purchasing Locally Grown FoodsPurchasing Locally Grown Foods
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Food Characteristics Meanb
Direct 
Market Grocery

Taste/quality (from past experience) 2.57 2.57 2.57
Price 1.91 1.91 1.90
Ease of preparation 1.62 1.50 1.78 ***
Low trans-fats 1.55 1.48 1.64 *
Low-cholesterol 1.36 1.27 1.46 **
Low-fat 1.23 1.12 1.37 ***
Low-sodium 1.20 1.11 1.32 **
Labeled as natural 1.17 1.23 1.09
Brand 1.17 1.14 1.21
Convenience of packaging 1.09 1.04 1.16
Low calorie 1.07 0.96 1.22 ***
Labeled as organic 1.04 1.14 0.90 ***
Labeled as Heart-Smart 0.96 0.92 1.01

* One, two and three asterisks indicate means for the two groups that are 
significantly different at the 0.10, 0.05, or 0.01 probability levels, respectively.
b Not important=0, Somewhat Important=1, Important=2, very important=3

Market Type

Characteristics Rated Important in Characteristics Rated Important in 
Food Purchase DecisionsFood Purchase Decisions
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Attitude
Full 

Sample
Direct 
Market Grocery

Fresh produce at farmer’s markets is generally 
much more expensive than at the grocery store -0.44 -0.40 -0.50
The foods available at my local grocery are safe 0.36 0.16 0.63 ***
Food purchased directly from farmers is safer than 
from grocery stores 0.22 0.43 -0.07 ***
Pesticides pose a health threat to consumers of 
fruits and vegetables 1.03 1.11 0.92 **
Eating fresh produce (fruit and vegetables) 
reduces the risk of cancer and heart disease 1.36 1.33 1.39
It is important that fruits and vegetables are 
attractive and free of blemishes 0.75 0.59 0.98 ***
a Responses are scored as Strongly disagree=-2, Disagree=-1 Undecided/neutral=0, 
Agree=1, Strongly Agree=2
* One, two and three asterisks indicate means for the two groups that are significantly 
different at the 0.10, 0.05, or 0.01 probability levels, respectively.

Market Type

Consumer Attitudes to Statements Consumer Attitudes to Statements 
Regarding Food Health, Safety and CostRegarding Food Health, Safety and Costaa
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Characteristic None 1-9 10-24 25-49 50-74 75-99 100-149
more than 

150
Pesticide free O O O O O O O O

Organic O O O O O O O O
Locally grown O O O O O O O O

Grown on a family farm O O O O O O O O
Displays the Ohio Proud 

symbol O O O O O O O O

Cents per one-quart carton

Assuming strawberries are priced at $3.00 per one quart carton at your local grocery 
store, how much more (if any) would you be willing to pay for each of the following 
characteristics (Please select one amount in each row)?

Willingness to Pay QuestionWillingness to Pay Question
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Characteristic None 1-9 10-24 25-49 50-74 75-99 100-149
more than 

150

Pesticide free 19.5 17.9 15.4 15.4 11.5 5.0 8.1 7.2
Organic 33.7 15.3 12.1 12.1 11.9 4.1 7.1 3.9

Locally grown 12.0 16.5 22.1 15.4 17.2 5.6 6.7 4.7
Grown on a family farm 16.7 14.0 19.4 17.1 15.8 5.2 8.3 3.6

Displays the Ohio Proud 
symbol 34.6 18.2 16.2 10.9 10.3 3.0 4.1 2.7

Cents per one-quart carton

Assuming strawberries are priced at $3.00 per one quart carton at your local grocery 
store, how much more (if any) would you be willing to pay for each of the following 
characteristics (Please select one amount in each row)?

Response Percentage

Willingness to Pay QuestionWillingness to Pay Question
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Mean 
WTP

Direct 
Market Grocery

Pesticide free 0.32 0.36 0.26 **
Organic 0.24 0.28 0.19 ***
Locally grown 0.31 0.34 0.27 **
Grown on a family farm 0.30 0.33 0.26 *
Displays the Ohio Proud symbol 0.19 0.18 0.19

* One, two and three asterisks indicate means for the two groups that are 
significantly different at the 0.10, 0.05, or 0.01 probability levels, respectively.

Market Type

Consumer Average Minimum Consumer Average Minimum 
Willingness to Pay for Selected Food Willingness to Pay for Selected Food 

Characteristics.Characteristics.
(One Quart of Fresh Strawberries)(One Quart of Fresh Strawberries)
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• This is not an “ anti-trade” message.
• There is an opportunity to earn higher prices

for those who can produce products with 
special attributes – such as locally grown.
– Requires product differentiation
– Direct marketing is one option
– Placing your local product in mainstream grocery 

stores will not be easy or without cost
– Higher prices does not necessarily translate to 

higher profits
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