
The Five Reasons Your Customers Want Local Food 

You know your customers want local food, but do you know why?  Understanding why your customers 

are demanding local food will help guide your marketing decisions, allowing you to differentiate yourself 

from your competitors, and to maximize your profitability. 

We have identified five key drivers of the trend to demand local foods. These include: 

1. Aging population. As of 2011, half of all Canadians were 40 years old and over. Baby boomers, 

aged 51 to 67 years old as of 2013, number 9.7 million or 28.6% of our total population.  The 

baby boomers have exerted a major influence on everything over the course of their lives from 

toys, to music, to mortgage rates, to food trends and continue to represent a relevant and 

significant market force.  With age come changes in food and beverage preferences, smaller 

appetites, and greater concern for one’s health. 

 

2. Income level. Approximately half of the baby boomer population are at the highest point in their 

careers/work lives and therefore at their highest income level. This same group has also already 

undergone major life expenditures such as putting the children through college or trade school, 

or paying/contributing to the cost of weddings for their children.  They are also at the point 

where their mortgage is paid off. Their disposable income is at its highest point in their lives and 

is further increased by the massive transfer of wealth from their parents who were very diligent 

savers all their lives.  With increased disposable income comes reduced price sensitivity when 

shopping for food, the ability to easily afford higher quality foods, and dining out. 

 

3. Increased incidence of food allergies/food intolerance. There seems to be greater incidence of 

digestive issues associated with food for consumers of all ages.  Consumers tend to indict 

processed foods, chemical-sounding ingredients in processed foods, excessive use of sugars and 

fats in processed foods, or the use of growth hormones.  This leads to greater consumer interest 

in whole unprocessed foods as these are perceived as being the healthiest for them.   

 

4. Increased concern for health. Most Canadians report being more concerned about their health 

now than they were two years ago.  As a result they report that they are buying healthier food 

at the grocery store and eating more often at home. 

 

5. Increased concern about food safety. More than 60% of Canadians perceive these as serious 

threats to their health: the amount of sodium in processed foods; additives and preservatives in 

processed foods; additives and preservatives in meat products; pesticide use with fruits and 

vegetables. 

Peoples’ food safety concerns have led to greater consumer interest in knowing the source of 

their food – traceability. Food safety incidents in the news have resulted in our having less trust 

of foods from other countries, particularly China and even the USA.  Foods from Canada rank 

the highest for perceived safety among Canadian consumers.  Canadians have a greater trust for 



Canadian producers and processors than they do of producers and processors from other 

countries. 

Buying local food provides consumers with the opportunity to feel a greater connection with 

their food and with the people who produce it.  There is a greater sense of perceived food 

safety.  The opportunity for the consumer to talk directly to the producer or processor of a food 

product provides the consumer with greater assurance about the traceability, processes, and 

practices used by that producer or processor.  It is no surprise then that the increased 

prevalence of local food is seen as a positive development by more Canadians than any other 

development in food because local foods as perceived as being healthiest. 

When we ask people to define local, most will think about geography and reference a location 

or area relative to themselves.  This may range from “my back yard”, “my town or city”, to “our 

province” or “a certain region of our province”.  Some may even suggest “our province plus the 

neighbouring provinces, plus a few neighbouring states”.  We all seem to have a different view 

as to what it means for food to be local.   

However when you consider the drivers that we just discussed, location or proximity seems 

more like a feature of local than a true benefit.  We would like to suggest that the benefits of 

local that your customers seem to be wanting include concepts such as trust, authenticity, 

traceability, accountability, and integrity.  These are the things your customers are seeking when 

they go out of their way to shop at a farmers’ market, at a roadside stand, or at the farm gate.   

So the good news for you as a marketer is that your customers’ world view is favourable to 

buying local food.  We will discuss in Part 2 how you can tailor your marketing story to this world 

view for maximum effectiveness and profitability. 

 

Jeff Fidyk, B.Comm 
Business Development Specialist 
Food Commercialization & Marketing 
Manitoba Agriculture, Food and Rural Development 
Jeff.fidyk@gov.mb.ca 
 

  

mailto:Jeff.fidyk@gov.mb.ca

