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Understanding Local from a Consumer Perspective

Company Overview

The leading market research 

resource for consumer insights, 

knowledge acquisition and 

actionable analysis

Offering the most 

provocative deep dive into 

consumer culture and trends 

that fuels innovation

Looking beyond the 

purchase to understand the 

wider lifestyle contexts of 

shopping

Founded: 1989

Headquarters: Bellevue, WA

Employees: 45

Staff Composition: Fulltime professionals with PhDs in anthropology, sociology 

and psychology, combined with visual analysts and linguists, MBAs, marketers 

and innovators.

Products & Services: Customized and syndicated primary consumer research, 

expertise with qualitative and quantitative research methodologies, strategic 

consulting in innovation and marketing, consumer and market trend analysis.
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Understanding Local from a Consumer Perspective

Research Methods

Quantitative:

ÅProprietary and syndicated 

studies

ÅConsumer panel research

ÅSegmentation studies

ÅRasch item response

ÅDiscrete choice conjoint analysis

ÅMultinomial logistic regression

Qualitative:

ÅRetail anthropology

ÅIn-home interviews

ÅSocial network parties

ÅOnline observations

ÅShop-and-talk tours

ÅAt-shelf intercepts

ÅDay in a life tracking

ÅLanguage analysis

The information in this presentation, unless otherwise noted, is taken 

from The Hartman Groupôs Pulse Report: Buying Local from a 

Consumer Perspective, published in February 2008.  
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Understanding Local from a Consumer Perspective

The Trend Toward Quality: 

Local as a Key Mark of 

Distinction

P A R T

1
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Understanding Local from a Consumer Perspective

Consumer Behavior 

Itôs a changing worldéand there is a changing consumer:

Åno one set lifestyle

Åno one specific type of consumer 
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Understanding Local from a Consumer Perspective

Consumers are Aspiring to Live a ñBetterò Life

Physical Emotional Social Spiritual

Individual        Family        Community        World

ADOPTION

PATHWAY
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Understanding Local from a Consumer Perspective

Deep Past ïThe Heyday of Packaged Foods

Time period : circa  1930sï1980s

Main Quality Distinction: home-made vs. store 
bought

Site of Quality Evaluation : the domestic kitchen; 
ñMomò was the sole arbiter and creator of quality food

Role of Packaged Foods : packaged foods were seen 
as different from fresh foods but equal in quality

Image sourced from GettyImages.com

Expectations of  Food Companies :

Å Dependability and consistency 

Å Uniformity promised by modern branding

Å Convenience innovations that simplify meal preparation

Å Flavor distinction through the miracle of food processing

Emotional Orientation to Food Companies : Excitement, Gratitude, 
Acceptance
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Understanding Local from a Consumer Perspective

Yesterday ïNutrition Cues are Key

Time period : 1980s-2000

Main Quality Distinction: junk food vs. nutritious 
food

Site of Quality Evaluation : ingredient list and 
nutrition facts panel

Role of Packaged Foods : Only packaged foods 
with some ónutritionalô value could play on a level 
playing field with fresh ingredients in terms of quality

Expectations of  Food Companies :

Å Products with nutritional value

Å Products with indulgence value

Emotional Orientation to Food Companies: 
Appreciation, but expectations for companies to 
evolve their products to suit consumersô changing 
lifestyles
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Understanding Local from a Consumer Perspective

Today ïQuality is Being Redefined as ñFreshò

Time period : Present

Main Quality Distinction: fresh vs. processed

Site of Quality Evaluation : retail experience

Role of Packaged Foods : packaged foods are 
a second choice to fresh foods inside grocery 
retail environments; the contest between center 
store and the grocery perimeter is palpable

Expectations of  Food Companies :

ÅIncreased introduction of ñfreshò products

Å Innovation around legacy packaged goods products

Emotional Orientation to Food 
Companies : Wariness regarding slow pace of 
change.  Dismissal of food companies that arenôt 
keeping up with consumers.
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Understanding Local from a Consumer Perspective

Retailers are Leading the Evolution in Fresh
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Understanding Local from a Consumer Perspective

Another Trend Taking Place Today: Consumer 

Distinction Between Industrial Food and Real Food


