Let’s make eating an experience, not just a habit:
By Tamra Watson, UDAF Marketing Specialist
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Today, consumers and food
businesses have alternative
buying/selling options: farmers
markets, community supported
agriculture (CSA) programs, local
specialty stores, and even online
sales.

Farmers Markets:

Utah supports more than 45
markets state wide, offering local
communities a buffet of local
fruits, vegetables, eggs, cheeses,
breads and other added-value
products.

While most markets will close at
the end of this month, some
markets in Utah, both in Salt Lake
City and Cedar City have opted to
keep their markets going year
round. Many communities have
also opted to add a “farmers
market” portion to holiday expo
and celebrations. Markets are
generally free to attend for the
public, but require their vendor s to
pay a booth fee.

Community Supported Agriculture

Community Supported Agriculture
is a way for consumers to be
directly involved with the
farm/farmer that grows their food.
At the beginning of the season,
CSAs sell “shares” — an upfront
cost that enables the farmer to
plant his/her crops — and in return,
the farmer promises a weekly
delivery of seasonal produce from
the farm.

Utah has more than 30 CSAs
statewide, with a variety of options
and seasons. A bit of research is
recommended to consumers prior
to making a decision — some

people love the variety of
vegetables offered in a CSA,
encouraging them to try to new
recipes — and others prefer the
traditional garden menu.

During the winter months, most
CSAs will offer added-value
products (i.e. jams, snacks, etc), to
increase the marketing value of
their “share.” Local specialty food
entrepreneurs have used this
market to introduce new specialty
iteams.

Local Specialty Stores:

Most stores within the state will
offer 20 to 25 local products -
generally consisting of more
perishable items like milk, eggs and
ice cream, at similar prices of their
competitors.

However, some stores will
naturally shine when it comes to
product differentiation,
specializing in specialty meats,
cheeses, breads and sweets.

These types of stores are generally
interested in finding the next-best-
product and frequently interview
potential vendors.

Company Owned Stores/Online:

Utah food vendors love to interact
with their consumers. Many food
manufactures have a store or sales
office onsite that one can enjoy
fresh product.

Many food companies offer food
or farm tours to educate
consumers on their growing and
processing practices. Generally
tour information is found on the
organization’s website or social
media pages.

In addition, many Utah products
are featured at local conventions
and events. When attending an
event, take note of the brand and
then search for it later online.
Many of the small food businesses
are willing to ship product directly
to your door. Others offer
giveaways via social media
channels.

Consumer Power

With the added options, it will be
interesting to observe how the
food industry will evolve.

Some entrepreneurs claim it will
follow Darwin’s survival-of-the-
fittest (or richest), and others
preach and sell in the name of
community survival and food
security.

However, it is the consumer that
will have the ultimate power, to
vote with their dollars, who shall
decide what direction the industry
will follow.

The question remains, as to
whether that consumer will make
his/her choice based on
convenience and habit, or “put
their money where their mouth is.”

And so we return to the
statement/challenge in which we
began - Eating should be an
experience, not a habit.



