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Promotion & PR Activity,

— — i

e Look into strategic
approach

o Calendar based activity
e Geographical profile
e Working in partnership




Utilising experience of skills delivery

Development of focussed workshops for
farmers’ market producers

Feedback from market research
Development of best practice
Telephone support



Research Proces S
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 Research process
— Consumer survey
— Producer survey

* Informing longer-term
strategy

« Working with partners
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Fresher, not travelled so far

Support local producers

Support local retailers

Good for environment, not travelled so far
Keeps jobs in this area

More natural product

Knowing where the product has come from
Tastes better

Good value for money

Knowing more about how food is produced
No artificial colours/flavourings

More attention ensuring product is good quality
Cheaper than alternatives

Area has good reputation for food

More fun/interesting to shop for local food
Local products are different

Traditional

Expect product to be organic

A treat
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Taking activities forward

o Consideration of promotional opportunities

 Development routes
— Skills development
— Media use
— Social networking
— Strategic approach
— Funding streams
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