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Introduction 

Project  Scope 

Literature  Review 

Consumer Behavior Concepts 

Methodology 

Data Findings 

Recommendations 

Our Story 
Agenda 
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Consumer Innovation 
Consortium 

The purpose of the Consumer Innovation Consortium (CIC) is to build academic-
corporate partnerships that deliver state-of-the-art consumer research to 

corporate leaders in marketing and design innovation, and provide recruiting access to 
a generation of uniquely trained business graduates who combine strategic consumer 
behavior knowledge with the latest research and design techniques. The Consumer 

Innovation Consortium has worked with the following renowned companies:  
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Center for Environmental 
Farming Systems 

About CEFS 
Center for the study of environmentally sustainable 
farming practices in North Carolina & leader in the 

local food movement  
 

Goal: Bring more locally-grown foods -- produce, 
meat, dairy, seafood -- into mainstream retail and 
food service supply chains, thus enhancing food 
security by increasing access to local foods and by 

strengthening the economics of small to mid-
sized farm and fishing operations. 

 
This project is supported by the Agriculture and Food Research Initiative competitive 
grant no. 2013-68004-20363 of the USDA National Institute of Food and Agriculture.  
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Provide retailers with 
unbiased, rigorous 

research using 
experimental 

methods & analysis 
to make decisions 
about whether and 
how to offer locally 

sourced meat. 
	



CIC // CEFS 
Partnerships 



Key Insight: 
Retailers Assume 
High Involvement 

Consumers  
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Task: Create an innovative approach to CEFS research question 

Garner Interest:  
Higher Profit & 
Improved Store 

Perception 

CIC Targeting: 
Low Involvement 

Consumer 

High & Low 
Consumer Involvement 
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Key factors that impact consumers’ intention to 
purchase and willingness to pay 

 

Good Intentions 

Product placement & merchandising for 
optimal messaging  

 

Key Influences 

Local meats influence on consumer’s 
purchasing behavior 

Purchasing Behavior 

Project  
Objectives 
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About FHF 
•  Firsthand Foods (FHF): NC Distributor that sources local 

meats from a network of farmers that raise their animals 
humanely and without by-products, antibiotics or added 
hormones.  

 
•  Grocery retail success highly dependent upon: 

•  Sampling events 
•  Training & product knowledge of employees 
•  Messaging & merchandising 
•  Brand awareness 
 

•  Opportunities: 
•  Unique local food destination within grocery stores 
•  Better distributor / supplier relationship 

 

Initial Research 
Distributor Perspective 
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Consumer Innovation 
Concepts 

Perception Schema Persuasion Involvement 



  

Consumer Innovation 
Concepts 

Perception Schema Persuasion Involvement 
•  Information processed 

through the 5 senses 
•  Does customers’ 

perceptions change about 
the store when organic/local 

food is present? 
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Consumer Innovation 
Concepts 

Perception Schema Persuasion Involvement 

•  High and Low Cultural Capital  
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Consumer Innovation 
Concepts 

Perception Schema Persuasion Involvement 
•  An attempt to influence a 
persons attitudes, intentions, 

motivations or behavior 
•  How can we persuade 
customers to buy local? 
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Consumer Innovation 
Concepts 

•  High Involvement Consumers 
- strong arguments, attention 

to details 
•  Low Involvement Consumers- 

catchy arguments, affect, 
color, pictures 

Perception Schema Persuasion Involvement 
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1 Perception of Local Foods 

2 Effect of Extrinsic Cues 

3 Importance of Convenience 

4 Emphasis on Origin 

5 Habitual Buying Through Persuasion 
 

•  Ambiguous term 

•  50-mile radius is 
considered local 

 
•  300-miles is 

considered regional 

Grunerts	



Onozaka	



Dekhili	



Maynard	



Literature 
Review 

Typhina	
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•  Low Involvement 
Consumers 

 
•  Shopping decisions 

are made in 20 
seconds or less 

 
•  Visual cues affecting 

the subconscious 
evoking mental 
imagery  

Literature 
Review 

1 Perception of Local Foods 

2 Effect of Extrinsic Cues 

3 Importance of Convenience 

4 Emphasis on Origin 

5 Habitual Buying Through Persuasion 
 

Grunerts	



Onozaka	



Dekhili	



Maynard	



Typhina	
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Consumers willingness 
to pay increases up to 

20% for convenient food  

Literature 
Review 

1 Perception of Local Foods 

2 Effect of Extrinsic Cues 

3 Importance of Convenience 

4 Emphasis on Origin 

5 Habitual Buying Through Persuasion 
 

Grunerts	



Onozaka	



Dekhili	



Maynard	



Typhina	
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Due to recent 
events in the news 

regarding food 
borne illnesses, 
consumers are 

more concerned 
on the origin of 

their food 

Literature 
Review 

1 Perception of Local Foods 

2 Effect of Extrinsic Cues 

3 Importance of Convenience 

4 Emphasis on Origin 

5 Habitual Buying Through Persuasion 
 

Grunerts	



Onozaka	



Dekhili	



Maynard	



Typhina	
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•  Dispositional Innovative 
Consumers 

•  Use of Fogg Behavior Model 
(motivation, ability, trigger) 

•  Trigger through social media 
campaigns and creation of 

“elite groups” 

Literature 
Review 

1 Perception of Local Foods 

2 Effect of Extrinsic Cues 

3 Importance of Convenience 

4 Emphasis on Origin 

5 Habitual Buying Through Persuasion 
 

Grunerts	



Onozaka	



Dekhili	



Maynard	



Typhina	
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•  Young, urban, mostly single, demographic with low or moderate income 
•  More prone to visual cues in grocery shopping 
•  Prefer online shopping and self-checkout counters 

•  Middle age, mostly married, higher income demographic 
•  More discriminating in grocery shopping 
•  Focus on quality and service 

 

Time-Pressed Convenience 

Sophisticates 

Middle Americans 
•   High school graduates – blue collar demographic 
•   Pricing is the biggest factor 
•   Nutritional and health information highly important 
•   Active community participants 

Lit Review 
Customer Segmentation 



•  To determine merchandising influences on purchasing behavior of 
local meats  

•  To determine how local purchases influence shopping basket of 
consumers in regards to premium products  

•  To assess demographic influences on purchasing behavior within 
various market settings  
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Consumer Survey 
Intentions 
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1

2 

Likelihood of Purchase 

Purchasing 
Behavior 

Outcome 
Variables 
 
 
 

3 Store Perception 
Demographic Impact  



•  Established shopping-like experience for respondent  

•  Scenario: 
•  Consumer has moved to new area 
•  Visiting unfamiliar grocery store 

•  3 experimental conditions in which consumers saw 1 of 3 packaged 
meat display pictures 
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Consumer Survey 
Development 
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Condition 1: Branded Meat Products 

Our 
Conditions 
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Condition 2: Local Meat Products – Fresh Cues 

Our 
Conditions 
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Condition 3: Local Meat Products – No Cues 

Our 
Conditions 



•  Purchasing decisions questions in various other product categories: 
•  Fruit & Vegetables 
•  Wine & Dessert 
•  Household Item 

•  8 different shopping basket variables with 4-5 pricing options in each 

•  Product Selection Question: Wine Selection 
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Consumer Survey 
Development 
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Consumer Survey 
Development 

Store Perception 

Customer Segmentation  
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Respondent Profile 
Our Results 
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Respondent Profile 
Our Results 
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Respondent Profile 
Our Results 
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Respondent Profile 
Our Results 
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1

2 

Store Perception 

Purchasing 
Behavior 

Through a statistical analysis of the 
survey results, we found 6 distinct 

facets that agree with both our 
hypotheses and literature review 
findings. All of these key findings 

can be grouped into these two main 
categories.  

Results 

Key  
Findings 
 
 
 



34 

Shopper  
Segments 
 
 
 

Less than 
$120,000	



$120,000	


Or More	
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Store Cleanliness Store Decor Knowledgeable Staff 

Store 
Perception 
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AI & HI Shoppers + 
 Local with Fresh Cues   

Store 
Perception 
 
 
 

Average Income Shoppers 
 

Branded = 3.17 
Local with Fresh Cues = 3.68 

Local with No Cues = 3.25 
 
 

High Income Shoppers  
 

Branded = 3.23 
Local with Fresh Cues = 3.41 

Local with No Cues = 3.13 
 
 
 

Store Decor 

5-Point Likert Scale 
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Store 
Perception 
 
 
 

Knowledgeable Staff 

AI & HI Shoppers + Local Meats  
 

HI Shoppers + Local with Fresh Cues 

Average Income Shoppers 
 

Branded = 2.88 
Local with Fresh Cues = 3.29 

Local with No Cues = 3.27 
 
 
 
 
 

High Income Shoppers  
 

Branded = 3.04 
Local with Fresh Cues = 3.33 

Local with No Cues = 3.16 
 
 
 

5-Point Likert Scale 
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Store 
Perception 
 
 
 

Store Cleanliness 

AI & HI Shoppers + 
 Local with Fresh Cues   

Average Income Shoppers 
 

Branded = 3.80 
Local with Fresh Cues = 4.02 

Local with No Cues = 3.82 
 
 

High Income Shoppers  
 

Branded = 3.76 
Local with Fresh Cues = 3.85 

Local with No Cues = 3.64 
 
 
 

5-Point Likert Scale 
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Total Basket Price Product Prices Likelihood to Purchase 

Purchasing  
Behavior 
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HI Shoppers + Local Condition 
AI Shoppers + Fresh Cues  

Likelihood to Purchase 

Purchasing  
Behavior 
 
 
 

7-Point Likert Scale 

4.81	



5.50	
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HI Shoppers Local 
Condition +  

= Higher Basket Price 

Total Basket Price 

Purchasing  
Behavior 
 
 
 

$35.07	

 $38.25	

 8.3%	


 Increase Per Basket 

Per Consumer	
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Use of Fresh Cues –  
Does Not Change Price 

Perceptions for Store Overall  

Total Basket Price Product Prices Likelihood to Purchase 

Purchasing  
Behavior 
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Total Basket Price Product Prices Likelihood to Purchase 

Purchasing  
Behavior 
 
 
 

Visual Cues Increase  
Purchase Likelihood 

8.3% Increase In 
 Revenue Per Consumer 

Attractive Yet  
Inexpensive 
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Defining  Local Extrinsic Cues 
Convenient Locations Cultural Campaigns 

Our 
Recommendations 
 
 
 



•  Literature review documents mention a 
tangible distance when describing local 
products and we believe that by giving 
consumers a definitive number that they will 
then resonate more with local farmers within 
that specific distance. 

 
•  150 Miles = Local 
•  300 Miles = Regional  
•  50 Miles = Homegrown 
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Our Recommendation 
Defining Local 
 
 
 



According to the American Marketing Association, merchandising 
encompasses "planning involved in marketing the right 

merchandise or service  at the right place, at the right time, in the right 
quantities, and at the right price.” 

 
 
Visual Cues in the following areas can help increase customer 
purchase of local food products: 
 
•  Product Placement 

•  Greenery, herbs, vegetables 
•  Store Environment 

•  Cleanliness 
•  Store Décor  
•  Trendy/Cool Facets 
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Our Recommendation 
Extrinsic Cues 
 
 
 



•  Importance of the Origin of Meat 
•  Placement of placards that help personify the farmer 

“Two conditions that are necessary when using both 
region and country origins: a significant portion of the 
target market must be aware of the regions and the 
associations must be relatable and relevant” 
“helps local farmers, higher quality” 
 
“I am all for locally grown products. It makes me feel better to know 
that I am supporting my community.” 
 
“Store providing local meat products provide a benefit to the 
consumer, farmer and community. I perceive local products as 
healthier and safer.” 
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Our Recommendation 
Extrinsic Cues Communication 
 
 
 



How to Optimize Store Display  
•  Within Store 

•  Separation of Sustainable 
•  Specialized Sections 
•  Optimal Obstacles 
•  End Cap 
 

•  Location of Store 
•  Purchasing Perspective 

 
•  Correlation of Lowes & Farmers Market 

•  Transparency “Establishing Trust” 
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Our Recommendation 
Convenient Location 
 
 
 



How to Reach Millennials 
•  “Cause Branding” 
•  Use of Social Media 

•  Instagram 
•  Hashtags 

•  Creation of “Elite Groups” 
•  Transparency / Authenticity 
•  Introducing Customers to “Local Farmer” 

“I like to purchase local products,  
assuming they are reasonably priced, 
 just in case it supports the local economy, 
 i.e. I'm not exactly sure of the impact it would 
have.” 
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Our Recommendation 
Cultural Campaigns 
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Our Recommendation 
Lookbook Utilization 
 
 
 



Impact of Local Meat 
•  8.3% increase in shopping basket expenditures for High Income Shoppers  
•  Increased store perception for High Income & Average Income Shoppers 
 
 
Strong Incentive for Grocery Retailers to Offer Local Meat Products 
 
 

Best Practices 
•  Merchandising Cues  
•  Categorization of Displays 
•  Reaching Millennials  
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Our Recommendation 
Project Overview  
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Thank You! 
 

Questions? 
 


