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Project Title:  Marketing and Promotion of Regional “Buy Local” Campaigns 
 
Project Summary:   
 

The growing demand for locally grown foods and agricultural products provides a tremendous 
marketing opportunity for many farmers, food producers, retailers, restaurants and other businesses in 
the State’s farm to table network. Consumers are seeking local produce for a variety of reasons and 
many are willing to pay a premium for local products.  

As a result of this demand, a timely and significant marketing opportunity exists for New York’s 
specialty crop industry. Even with the current state of the economy, the locally grown movement 
continues to grow and garner interest among shoppers.   

However, as consumers have become more educated in the potential benefits of buying local, 
many are seeking products that are produced as nearby as possible. For this reason, and to meet this 
increasingly more localized demand, a number of regional “buy local” campaigns have been created 
throughout the State in the last several years. These campaigns have defined boundaries based on 
working agricultural landscapes reflecting local cultural identity. They serve to provide a range of 
services and/or activities to help local producers market their products and to assist consumers in 
identifying regional products.  

 The purpose of this project was to provide critical resources to these regional “buy local” not-
for-profit organizations to build capacity for increased sales and to meet the demands of consumers 
who are becoming more informed and savvy regarding local food sources. NYSDAM’s Regional “Buy 
Local” Campaign Development project distributed SCBG funds to market and promote organizations in 
each of New York State’s tourism regions (as defined by I LOVENY) to develop and promote regional 
brands. 
 
Project Approach:  
 

NYSDAM developed a Marketing and Promotion of Regional “Buy Local” Campaigns program 
whereby eleven agricultural regions within the State would have the opportunity to work with the 
Department to develop, market and promote “buy local” campaigns/brands that reflect each region’s 
geography, agricultural production, local cultural identity and other unique attributes or specialties.   
 

In February of 2011, the Department requested and received an extension to implement this 
program in order to more fully develop quality regional campaigns in eight (8) of the State’s eleven (11) 
tourism regions.  A new RFP was issued offering a total of $18,550 available per region.  Of those funds, 
$2,800 was set aside for creating each region’s brand and $2,750 per region to be used for the 
development of a marketing/media plan.  The remaining $13,000 was to be used for the 
implementation of the marketing/media plan.  (Those regions that already had a brand developed 
and/or marketing/media plans deemed acceptable by the Department were credited such funds for the 
implementation of their approved marketing/media plan).   
 

Each regional group that received grant funds was required to recruit specialty crop 
members/participants within their region; survey participating producers, processors and buyers to 
obtain baseline local sales data; develop a marketing/media plan, in coordination with the Department; 
implement the marketing/media plan, in coordination with the Department and track the number of 



specialty crop businesses that participate in their campaign as well as their percentage increase in 
annual specialty crop sales.  
 

The implementation of the regional campaign programs was a result of each region working 
with experienced individuals such as Board of Directors of established regional marketing/promotion 
groups, Cornell Cooperative Extension, NY Tourism Professionals, Marketing and Media Specialists, and 
Growers and Producers, who had a strong interest in increasing the consumer awareness in food and 
specialty crops that are locally grown.   

 
Shortly after the execution of their contract, one of the regions withdrew their contract citing 

the reason that there wasn’t enough time to fully implement their marketing/media plan to the 
satisfaction of their stakeholders.   The regional marketing group was reimbursed for work completed 
before their decision to withdraw from their contract with the Department of Agriculture and Markets. 
 

The 10 remaining regions used several methods to recruit specialty crop members such as 
presentations at meetings, emails to regional campaign membership, outreach to producers on 
maintained local food guides and directories as well as individual phone calls and in-person discussions.   
Four (4) regions developed their own survey to enable them to ask the questions they felt would be 
most beneficial to them.  Examples of the surveys that were sent are attached. The surveys were sent 
via e-mail or postal service.  Over 450 surveys were sent from the four (4) regions and there was a 30% 
response rate.   

 
 
One of the newly developed regional groups surveyed 37 specialty crop producers to obtain 

general information on the importance of the logo development and the marketing/media plan.  They 
felt it was very important to receive their feedback as they were the core group of stakeholders who 
would be implementing the program.   Several of their findings were:  40% felt it was important to have 
a colorful logo that consumers can quickly identify, 38% felt it was important to have a logo that 
identifies the county of origin for the specialty crop, 36.1% felt it was important to conduct marketing 
and promotion training and workshops for specialty crop producers, 48% felt it was very important to be 
able to identify local foods at farmers’ markets and grocery stores, and 44% felt it was important to have 
a marketing/media campaign to build awareness of the local specialty crops that are available.   

 
An established Regional “Buy Local” program reported an estimated increase of 19% of specialty 

crops members joining their Regional “Buy Local” Program from February 2012 – August 2012.  Another 
established regional group surveyed their specialty crop producers and there was a 61% increase in sales 
this season from the 11 out of 18 producers surveyed and if they extrapolate to the rest of the survey 
list, then 137 out of 225 producers that were part of the campaign experienced an increase in sales.  
They also reported that 4 out of 11 (36%) producers experienced an increase in sales this season and 
indicated it was from the sale of local foods.  This region also surveyed consumers and discovered that 
36 out of 40 (90%) consider that buying local is rather important or extremely important whereas only 
10 out of 18 (55%) of specialty crop producers rated buying local as rather important or extremely 
important.  This regional group concluded that these results represent a missed marketing opportunity 
and that the producers should be capitalizing more on consumer interest in local foods through more 
consistent and widespread promotion using all types of media.   

 
 



Six (6) regions chose to not survey their participating producers, processors and buyers at the 
time of this report because they wanted to have an executed contract in place before starting work, 
thus delaying the implementation of their marketing plan.  If these regional groups moved forward with 
the implementation of projects before having a fully executed contract, they would have done so at 
their own risk and may not have been eligible for reimbursement of their expenses under New York 
State procurement law and procedures.   

 
All 10 of the regional groups had fully executed contracts in place by the end date of the grant 

period.  The costs submitted for 9 regional groups were for projects approved according to the terms of 
their contracts.  The project costs for the 10th regional group will not be reimbursed with USDA Specialty 
Crop Block Grant Program funds.   

 
There were very creative and innovative marketing activities that were used to implement the 

various projects such as:   web development, public relation activities, print advertisements, radio and 
television spots, a farmer’s market token program, brochures, tote bags and signage.  Examples of 
projects are attached.  In each case specialty crops were the focus of the marketing activities.   

 
Several regional groups were able to promote events and increase consumer awareness of the 

availability of specialty crops by utilizing the marketing/media materials that were produced, there was 
an increase in the use of social media on their websites and the preliminary online traffic and social 
media statistics were showing that their campaign was having a positive impact.   
 
Goals and Outcomes Achieved 
 

This project offered a valuable opportunity to initiate or expand marketing efforts for regional 
groups throughout the State.  Regional marketing campaigns were enhanced in six  (6) of New York’s  
eleven (11) regions and  four(4) new regional “buy local” campaigns were developed.   

 
It was difficult for the regional groups to achieve the 12% increase in annual specialty crop sales 

because the majority of the regions didn’t begin their projects until late September to early October and 
therefore a comparison from last year to this year wasn’t possible.   

 
The six (6) regional groups that had a campaign in place were able to have a professional 

independent marketing firm evaluate their current marketing strategy and provide constructive 
comments and suggestions on methods to increase consumer awareness of the specialty crops 
grown/produced within their region, to drive traffic to local farms and markets, resulting in increased 
sales of local specialty crops.  This was very helpful for the regions and specialty crop producers. In many 
instances, the funds were not available to have the regions’ current marketing strategies evaluated.   
 

The four (4) regional groups which developed a “buy local” campaign for their regions were able 
to contract with marketing firms of their choice to provide them with customized business/marketing 
plans delineating how their regional programs could be structured and how to promote and support 
networking connections between local agricultural producers consumers.   The outcomes achieved were 
the creation of regional logos to be utilized in the branding campaign, the creation of marketing plans, 
and the support of regional producers and other community stakeholders into the project.   

 
There were seven (7) regions that received initial funding.  Five (5) of the regions  had an 

existing regional branding program in place.  Two (2) regions did not have a program.  There was a delay 



in the implementation of the program as well as the execution of the contracts with each region after a 
program decision was made that the regional groups had the option to either utilize an agency of their 
choice for the development of their marketing/media plan, or to utilize the services of the professional 
advertising agency on retainer with the Department of Agriculture and Markets.    

 
The four regions either did not submit a proposal or had a plan that did not fit with the criteria 

delineated in the Request for Proposals.  Therefore, to meet the measurable outcome to develop a 
regional program in eight of the State’s eleven tourism regions, the Department contacted organizations 
in each of the four regions that had a branding program asking if they would consider partnering 
together to submit an application to develop a regional branding program.  This resulted in an additional 
delay in the implementation of the programs and the execution of the contracts in the four regions.     

 
There were approximately 1,000 specialty crop members/participants from eight (8) of the 

regions who participated in the Regional “Buy Local” Program as of the time of this report.  Examples of 
successful outcomes to date as a result of this campaign are:   

 
“…Media coverage and advertising results thus far have initiated a high level of interest, 
cooperation and positive forward movement across the tourism and agricultural 
industries…” 
 
“…a goal was set of increasing consumer membership by 10% which translated into 30 
new members.  To date, we have achieved that goal by signing on 64 new consumers…” 
 
“…we were successfully able to promote several local specialty crop events this fall and 
were able to distribute our promotional items….early feedback indicates that the items 
are being well received…” 
 
“…use of the website to search for specialty crops has increased….new content has been 
added to the site about purchasing and preparing specialty crops…” 
 
“…the program is helping to coalesce a county-wide market coalition that we have been 
trying to create for several years.  This coalition will help our struggling direct-market 
producers work together to share resources and ensure best practices for small markets 
in rural areas…”   
 
“…11 out of the 18 farms (61%) experienced an increase in sales this season….4 out of 11 
(36%) producers experienced an increase in sales this season…..” 
 
“…we held a farmers’ market at the end of August which featured products and farmers 
specializing in specialty crops.  We estimate that with the funding we received that over 
2,500 people attended this event which is almost 1,000 more than last year….”   

 
As a result of this funding, the  regional groups were  able to educate the community about local 

specialty crops available in their region, focus on creating awareness for the consumer about the 
benefits of local foods, the promotion of farms who are direct selling, assisting chefs in sourcing local 
ingredients, and the promotion of restaurants  serving local foods.  This was accomplished by the 
development of websites, print, radio and television advertisements, production of marketing materials 
such as rack cards, banners, aprons and tote bags.   



 
 
Beneficiaries  
 

This regional branding project was designed to offer assistance to all 11 regions in New York in 
order to influence consumers and provide significant sales benefits to specialty crop producers in each 
region.   

We estimated that at least 500 New York specialty crop stakeholders would directly benefit 
from this project by participating in a regional “buy local” campaign.  Eight (8) of the ten (10) 
participating regional groups have reported that an estimate of over 400 specialty crop members  are 
participating in the campaign and as the projects continue to be implemented we  anticipate this 
number will increase significantly.  In addition, the campaigns to date, have benefited not only the active 
participants in each program but all of the State’s specialty crop producers from the generic promotional 
aspects and consumer education/awareness activities related to “buy local” that these project offered.  

 
Lessons Learned   
 

NYSDAM staff learned several lessons as a result of this program.   One of the most important 
lessons we learned was to have future project start dates correspond with the growing season for the 
specialty crop producers.  It was difficult for the regions to report the increase in sales and economic 
development because their projects did not begin until late September to early October and their 
completion date was November 2012.   

 
 We also learned that gathering measurable outcomes from several regional groups proved to be 
challenging.  Given the delays in finalizing contracts and commencing projects some groups were able to 
progress further than others with respect to developing and administering surveys.   Although the grant 
is formally terminating we plan to continue to follow up with the regional groups with respect to the 
surveying of their specialty crop producers.    In the future, a template of an appropriate survey should 
be provided to each region to make the process less daunting and to collect consist core information 
from each region. This issue was compounded by the complex structure of the funding and contracts 
with each region.  Even with this emphasis project requirements were not sufficiently met.  A simpler 
structure for funding and contracting would be in order in the future. 
  
 Finally, we learned that for all of the regional programs to flourish, additional funding needs to 
be provided to them.  This funding would also provide the Capital District Region an opportunity to 
develop a regional program.    
 
Additional Information 
 
 Examples of the marketing materials that were produced through this project are attached.   
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