A i,
ulupono OmniTrak Group Inc.

IIIIIIIIIII

Local Food Market Demand
{0dzRé 2F hWI K

December 2011




A
uluRon

NITIATIVE
E@)@@I‘] w Double the production of local food by 2015.
w Obtain45 percentof energy from clean sources

E[ﬁ]@ by 2020, and’0 percent by 2030.

w Reduce, recycle, or divert waste.
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Goals of Ulupono Initiative




A Why conduct a local food market
ulupono  demand study?

ITIATIVE

» When it comes to buying local food, what are consumers thinking and why?

w We found no publicly available guantitative analysis, so we commissioned a
detailed consumer preference survey to drill down through consumer needs and
wants on six local foods

w We hope these findings can serve as a resource for local businesses, officials,
and consumers to help determine the best opportunities for producing more
local food
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INITIATIVE

w Survey showed: Consumers acro$#h® strongly believe local food is important,
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local food.

w Price is important but not the only thing. Freshness as well as trust in local
businesses are also important.

w Being locally grown was most often the second or third most important quality
that consumers mentioned.




