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We’re there…

Consumer demand 
exists….

Increasingly understand 
what consumers want and 
need….

We need to….

Make it an easy choice….

Be authentic

Keep it fun….

….that’s where Terroir 
comes in!



39% of consumers report buying more local 
products than a year ago.        Organic & Natural 2018



https://www.hartman-group.com

Consumers at the Core 
▪ Decreasing food miles
▪ Shrinking carbon footprints
▪ Workers’ rights

Consumers at the Periphery
▪ Protecting the local economy & environment
▪ Consequently protecting one’s self & one’s 

family

Health, Wellness and Sustainability Lifestyles 

Health + Wellness 2019, Sustainability 2019

Reasons consumers are choosing to buy 
local are diverse – messaging matters

https://www.hartman-group.com/




BUYER RESPONDENT LOCATIONS BY  VISIBLE & 

LESS VISIBLE “LOCAL FOOD SCENE” COUNTIES

67)

73)

“Visible” counties

• Latah

• Bonner

• Kootenai

• Ada

• Blaine

• Whitman

• Spokane

• Columbia

N %

Visible counties 36 54%

Less Visible 

counties
31 46%

TOTAL 67

Source:  DePhelps, Newman, and Saul
College of Agricultural and Life Sciences
University of Idaho



BUYER RESPONDENTS’ INTEREST

IN BUYING LOCAL FOOD PRODUCTS

94%

94%

97%

85%

92%

93%

Want to increase variety of local

products sourced

Want to increase quantity of local

products sourced

Sourced local food products in 2014

"Visible" 

Local Food Scence

"Less Visible" 

Local Food Scence



96%

68%
76%

60%

97% 94% 91% 88%

Support local

producers

Quality Support local

economy

Flavor

TOP-4 MOTIVATIONS TO BUY LOCAL FOOD 

PRODUCTS

"Less visible" counties (n=25) "Visible" counties (n=32)



56%

28%

40%

20%

69%

59%

47%

31%

Differentiate

business

Uniqueness Consumer

demand

Variety

ADDITIONAL MOTIVATIONS TO BUY LOCAL 

FOOD PRODUCTS

"Less visible" counties (n=25) "Visible" counties (n=32)



9%

30%

41%

43%

48%

55%

58%

51%

37%

26%

33%

29%

16%

20%

29%

22%

30%

17%

20%

21%

18%

4%

6%

7%

6%

7%

4%

5%

4%

Certified organic

Grass fed

Humane Animal Treatment

Free range

Pesticide free

Non-GMO

Antibiotic free

IMPORTANCE OF SELECT PRODUCT CHARACTERISTICS 

TO BUYERS (N=56)

Very important Somewhat important Neither important nor unimportant Somewhat unimportant Very unimportant



43%

39%

43%

48%

9%

13%

4%Regionally grown (i.e., 100-400 miles)

Locally grown (i.e., w/in 100 miles)

“Less Visible" counties (n=23) 

Very important Somewhat important Neither important nor unimportant Somewhat unimportant Very unimportant

41%

44%

47%

50%

9%

3%
3%

3%

Regionally grown (i.e., 100-400 miles)

Locally grown (i.e., w/in 100 miles)

“Visible" counties (n=32) 

Very important Somewhat important Neither important nor unimportant Somewhat unimportant Very unimportant

IMPORTANCE OF LOCALLY AND REGIONALLY GROWN TO BUYERS 



https://www.strollingoftheheifers.com/locavore/

2019 Rank
4   Washington
7   Idaho

2018 Rank
11   Washington
12   Idaho

https://www.strollingoftheheifers.com/locavore/


GRAINS ARE PART OF TODAY’S FOOD CULTURE

Restoring flavor

Discovery

Nutrition

Wellness

Community

Art



GRAINS
can address buyers’ top 
challenges to sourcing locally

▪95% Unavailability of specific products

▪87% Inability to access products when needed

▪84% Inability to access the variety of products 
needed

▪80% Price of products

▪79% Lack of distribution system for local products

▪78% Inability to access a large enough quantity





transparent
&

authentic

convenient
&

affordable
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