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2023 SponsorsThe Benefits of Marketing Food-
Producing Plants as Local
This e-GRO Alert covers information related to marketing the 
benefits of local plants with an emphasis on research related 
to consumer behavior toward food-producing plants.

Figure 1. Vegetable Transplants For Sale 
In North Carolina In 2022. 
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Local foods and plants have been 
gaining in popularity for many years. 
During the economic downturns of 
the 2008 Great Recession, 
consumers wanted to keep more 
money in their local economies by 
buying local produce. Additionally, 
they wanted to help their household 
budgets resulting in an increased 
interest in growing their own food. 
Since the Great Recession, demand 
for local produce and interest in 
growing produce have increased 
with a big bump during the Covid-19 
pandemic when more people stayed 
home and had more time to invest in 
their home landscapes and gardens. 

The USDA defines local as less than 400 miles from origin of the product or within the 
state where the product was produced. Given this definition of local, one means of 
promoting the local origins of food-producing plants is using state marketing programs 
(e.g., Minnesota Grown, Pick Tennessee Products, Fresh from Florida). These programs 
communicate the connection to the specified state and have marketing materials (e.g., 
brands/logos, signage, website directories/availability) available to growers. The goal is 
to encourage awareness and purchasing behavior through using these materials. As the 
programs gain recognition, consumer purchasing behavior is positively impacted. 
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Figure 2. Locally Grown Microgreens in Tennessee in 2022.
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Knowing who buys local products and what 
factors drive consumer preferences for 
local food-producing plants is important. 
This information can be used to position 
products and tailor marketing efforts to 
better align with consumer needs. 

Millennials are more receptive to local 
plant production than older consumers 
(McGinnis et al., 2020). This is beneficial 
given that Millennials are starting 
families, first-time homebuyers, and have 
disposable income. They are tech savvy 
and experience-oriented. They also are 
the largest generation with the highest 
spending potential. As a result, they are a 
great group to target with local food-
producing plant promotions.

Some of the main drivers of local food-
producing plant sales are the local 
economy, improved quality perceptions, 
and environmental benefits (Khachatryan 
et al., 2017). Factors that improve 
purchase likelihood include in-state and 
U.S. origins, visual attention to the state 
marketing program logo (Fresh from 
Florida), and organic production methods. 
A 2021 study found that consumers’ state 
food identities impact buying behavior but 
vary widely and do not always align with 
actual agriculture production within the 
state (Moreno & Malone, 2021). However, 
consumers were more likely to purchase 
local products that aligned with the 
identity. The implication is that knowing 
what people expect (i.e., the “identity”) 
and aligning locally produced products 
with those expectations, may encourage 
sales.

Together, the research indicates that 
consumers have positive associations with
plants grown locally, many of which have 
remained consistent over time. Based on 
these studies, several marketing insights 
were generated. 
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Key Marketing Insights:

1.If you sell your products within the 
state where they are grown, 
communicate that information to your 
customers (e.g., signs, online content, 
tags, branding).

2.Consider ways to engage Millennial 
consumers.

• Experience activities or events
• Child activities or events
• Online promotions and content

3.Use point-of-sale information to inform 
customers about the benefits of 
purchasing local plants. Align the 
benefits with information that is 
valuable to customers (i.e., economic, 
quality, and environmental benefits).

4.Consider joining your state’s marketing 
program to leverage their brand 
awareness, online platforms, network 
and marketing materials.

5.Assess your state’s or market’s “food 
identity” and what people expect. Is 
there transferable information that 
could apply to local plants?
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