
How to Tell Your Local Food Story 

You learned in the article Five Reasons Your Customers Want Local Food about the key drivers or 

reasons why your customers are willing to go out of their way to shop at a farmers’ market, roadside 

stand, or farm gate and how their world view is favourable to buying local food. 

The next step is for you to tailor your marketing story to your customers’ favourable world view 

towards buying local food.  Your marketing story can be dissected down to four key components 

known as the marketing mix and are typically broken out as the 4 P’s: Product, Price, Place 

(distribution), and Promotion.  However, as marketers we know that we should always try to think 

about our business from the perspective of our customers and unfortunately the 4 P’s model really 

doesn’t accurately capture this perspective. 

So let’s consider an updated model for our marketing mix that considers the same elements as above 

but from your customer’s perspective.  This model is called the 4 C’s and includes: Customer, Cost, 

Convenience, and Communication.  Let’s take a look at the business of selling locally-grown and/or 

locally-produced foods at a farmers’ market, roadside stand, or farm gate from your customers’ 

perspective using each of these elements of the 4 C’s marketing mix. Put another way,  let’s put 

ourselves in the shoes of our customer to help us understand why he or she is bothering to seek you 

out. 

Customer. We know from our analysis in part 1 that your customer wants to know where her food 

is coming from and wants to feel more connected to food and the source of that food.  They also may 

not grow or produce the items you offer at home either due to lack of time, lack of space for a garden, 

or lack of skill either at gardening or in baking things like breads, buns, or pies.  Of course everything 

you offer can also be easily sourced from your customer’s local grocery store so they must perceive 

your product as being better or different than what is available at the grocery store. Food that is 

sourced from a location different than the usual grocery store can also become a conversation piece at 

the family dinner table or when entertaining. 

Cost. This refers to your customer’s cost of acquisition so this includes the cost of the food being 

purchased, plus the cost of fuel to drive to your location, and the extra time to get to your location. 

Many customers expect to pay more for fresh local food. The added freshness and other factors such 

as traceability add value for your customer. Again, there must be a perception that you have 

something better or different to offer than the grocery store in order to pay more for the food itself as 

well as spend extra fuel and time. 

Convenience. It isn’t necessarily convenient for your customer to purchase from you. Your location 

demands extra travel, extra time, and an additional stop by your customers.  However your customer 

is obviously willing to do this in order to get closer to the source of the food and for the ability to 

interact with you as the grower or producer of that food. They are also interested in the experience-

potential of shopping somewhere out of the usual routine. 



Communication. Your customer wants to talk to the person who grew or produced their food, to 

verify traceability, to learn about your production methods, and to hear your story.  This is your 

opportunity to have a conversation with your customers and to emphasize the benefits of buying from 

you: trust, authenticity, traceability, accountability, integrity, plus specific product attributes such as 

freshness, ripeness, richness of colour, and declarations about ingredient freshness and quality in 

prepared foods are the things your customer wants to talk about.  Notice that price was not included 

in the list. Your signage should therefore emphasize the benefits or a particular benefit your customer 

is truly seeking in making the effort to shop where you are located.  A sign such as “Best Apples Ever” 

will gain more attention, greater customer interest and interaction with you, and ultimately more sales 

than if you put out the typical sign stating “Apples $1.99/lb”.  Your customer doesn’t necessarily know 

if $1.99/lb is supposed to be a good deal, but we are also arguing that they don’t necessarily care.  

They aren’t here for a deal. Plus by displaying the pricing as every other vendor typically does, you are 

doing nothing to differentiate yourself. 

A sign such as “Best Apples Ever” provides you with an opportunity to differentiate yourself and 

provides your customers an opportunity to start a conversation with you.  The obvious question your 

customer would ask is “what makes them the best apples ever?” or “what’s so great about them?”  

This provides you the opportunity to tell your story about your processes, your product, your farm, 

your traceability, your experiences, your freshness, and so on.  This type of sign opens the door for you 

to tell your customer everything she wants to hear and therefore creates no question in her mind that 

she wants to buy from you.  Try it and watch as your customers’ head nods in agreement with 

everything you’re saying. Further, your story, the story about your farm, your processes, and your 

products is taken by your customer back home to his/her dinner table and thus becomes your 

advocate to others to also purchase from you. 

Sharing your story and the details about your product and your processes gives you a competitive 

advantage over a product sitting on a grocery store shelf.  In addition, this is also an excellent way for 

you to create differentiation between yourself and other vendors at a farmers’ market and again 

provide yourself with a competitive advantage. And as mentioned, since you are sharing the benefits 

of your local food you are saying exactly what your customer wants to hear and therefore breaking 

down any barriers or objections they may have.  The benefits you share add value to your product over 

and above the value of the food itself and that is worth something to your customers. 
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