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Additional analyses conducted on the
Results Consumer Knowledge of Locally-Grown To better understand consumer knowledge of what data from the four surveys will be used to
Common responses to demographic questions were: female (79.9%), Caucasian (82.9%), member of a  While it is often suggested by local producers produce items are grown in the Mid-Atlantic region, further investigate the relationship
two-adult household (53.1%), no children in the household (64%), under the age of 50 (51%), an that food considered “locally grown” is participants were asked to indicate, from a list of over between consumer demographics and
associate level or technical degree or less (60.6%), and an income of $75,000 or lower (62.2%). produced within a 100 mile radius of the 40 common supermarket produce items, what they psychographics, and purchasing
Purchasing Behavior/Retail Outlets from which Local Produce were Purchased consumer (The Food Institute & The Hartman  believed was grown in the region. A significantly larger attitudes, behavior and knowledge of
Pertaining to purchasing behavior, a significantly larger percentage of Washington D.C. participants Group, 2008), it is necessary to understand percentage of participants age 65 and older, compared local produce and food products.
reported purchasing fruits and vegetables from farmers’ markets compared to Richmond, Philadelphia, the consumers’ definition of the term. A to participants age 21 to 24 and 25 to 36, reported
and New York City participants (Figure 1). When compared to Philadelphia participants a significantly = majority of participants (77.4%) did indicate that corn, potatoes, and tomatoes are grown in the Additional information is available at:
larger percentage of New York City participants reported purchasing these items from farmers’ markets, that they consider “locally grown” to be Mid-Atlantic region (Figure 4). Those age 65 and older www.midatlanticspecialtycrops.com
and a significantly lower percentage of Richmond participants compared to Baltimore participants. within a distance  of 100 miles from their were also more likely to indicate that corn and
When asked to identify where they primarily purchased fruits and vegetables when locally-grown place of residence (Figure 3). When tomatoes were grown in the region compared to iterature Gited
produce was “in-season,” more than half of participants (60%) selected “grocery/supermarket” (Figure responses were examined further, the most participants age 37 to 48. Additional differences are ot Ol Newslation Tha Hae e e 2008,
2). The second most selected outlet “farmers’ markets/CSAs/on-farm market” was identified as the common selected distance was 26 to 50 miles apparent when comparing responses of more mature T e e
outlet of choice during this period by 29% of participants. Pertaining to other options presented, from their place of residence (selected by age groups (e.g. 37 to 48 and 49 to 64) to the N 3008, it Tt s bomalocat

)

“specialty store,” “supercenter,” and “warehouse” were only selected by 3% of the participants, 28% of participants), with an additional 21% responses of consumers who identified with the 21 to
. . . . . Funding provided by the USDA Specialty Crops Research Initiative,
respectively, while other outlets were selected by 1% or received no responses. selecting 51 to 100 miles. 24 and 25 to 36 age groups. NIFA Award Number 2008-51180-04891
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