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WHY LOCAL

For Consumers, 

it’s about more 
than just distance.



1. Determine customer familiarity with the term “sustainability”

2. Understand how customers define sustainability, both in general and as it relates to grocery 
stores.

SUSTAINABILITY
What does sustainability mean to consumers?

Key 
Insights

Sustainability appears to be a well-known and respected term. 
Many customers state this is very to somewhat important to them, 
with many taking steps to live more sustainably.

Customers had a wide range of sustainability definitions, with 
many focusing on the actions that make up sustainability like 
recycling, local, and environment impacts. These all made up the 
underlying definition of sustainability: being conscious of and 
reducing our impact on the environment today, so that we can 
ensure the future (of our planet, environment, society, and 
human race).

With grocery stores, customers are focused on the actions of 
stores when they define sustainability for them. This includes 
limiting waste, plastic, packaging and increasing local products.

Consumer Insights, C Space, Sustainability Definition Feb 2021

More…. 

✓ Local products

✓ Compost/recycle

✓ Natural/organic foods

✓ Encouraging reusable bags

✓ More energy efficient store 

buildings

✓ Partnerships with eco-friendly 

companies 

Less…. 

× Packaging

× Plastic (single-use 

bags)

× Waste

× Processed foods
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MOST OFTEN PURCHASED LOCAL
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New York
(n=253)

Vermont
(n=92)

New Hampshire
(n=207)

Massachusetts
(n=89)

Maine
(n=347)

2020 
RANK

2017
RANK

2020 
RANK

2017
RANK

2020 
RANK

2017
RANK

2020 
RANK

2017
RANK

2020 
RANK

2017
RANK

Fresh Produce 1 1 Fresh Produce 1 1 Fresh Produce 1 1 Fresh Produce 1 1 Fresh Produce 1 1

Chicken 2 2 Chicken 2 2 Seafood items 2 2 Seafood items 2 3 Seafood items 2 2

Ground Beef 3 5 Beef (cuts of) 3 3 Chicken 3 3 Chicken 3 2 Chicken 3 3

Beef (cuts of) 4 3 Ground Beef 4 4 Beef (cuts of) 4 4 Beef (cuts of) 4 4 Beef (cuts of) 4 4

Bread/Bagels/
Rolls

5 4 Seafood items 5 8 Ground Beef 5 5 Ground Beef 5 5 Ground Beef 5 5

Seafood items 6 6 Bread/Bagels/Rolls 6 7 Turkey 6 7 Bread/Bagels/ Rolls 6 7 Bread/Bagels/Rolls 6 6

Turkey 7 7 Turkey 7 5 Bread/Bagels/Rolls 7 6 Turkey 7 6 Turkey 7 7

Breakfast Pastries, 
Muffins, Donuts

8 8 Fine Cheese 8 6 ᶧSausage/Bacon 8 N/A Home Meal Solutions 8 9
Breakfast Pastries, 
Muffins, Donuts

8 9

ᶧSausage/Bacon 9 N/A ᶧSausage/Bacon 9 N/A
ᶧDeli Meats and 
Cheeses

9 9
Breakfast Pastries, 
Muffins, Donuts

9 10 ᶧSausage/Bacon 9 N/A

ᶧDeli Slicing/Sandwich 
Meats and Cheese

10 11
ᶧDeli Slicing/Sandwich 
Meats and Cheese

10 9 Game Meats 10 14
ᶧDeli Slicing/Sandwich 
Meats and Cheese

10 8
ᶧDeli Slicing/Sandwich 
Meats and Cheese

10 10

MOST IMPORTANT BY STATE, FRESH
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MOST IMPORTANT BY STATE, CENTER

New York
(n=248)

Vermont
(n=95)

New Hampshire
(n=207)

Massachusetts
(n=89)

Maine
(n=347)

2020 
RANK

2017
RANK

2020 
RANK

2017
RANK

2020 
RANK

2017
RANK

2020 
RANK

2017
RANK

2020 
RANK

2017
RANK

Eggs 1 1 Eggs 1 1 Eggs 1 1 Eggs 1 1 Eggs 1 1

Milk 2 2 Maple Syrup 2 3 Milk 2 2 Milk 2 2 Milk 2 2

Maple Syrup 3 3 Milk 3 2 Maple Syrup 3 3 Maple Syrup 3 3 Maple Syrup 3 3

Honey 4 4 Honey 4 4 Honey 4 4 Butter 4 4 Butter 4 4

Butter 5 5 Butter 5 5 Butter 5 5 Cream 5 7 Honey 5 5

Cream 6 8 Cream 6 7 Cream 6 6 Honey 6 5 Cream 6 6

Yogurt 7 7 Yogurt 7 6 Yogurt 7 8 Ice Cream 7 6 Ice Cream 7 7

Ice Cream 8 6 Ice Cream 8 8 Ice Cream 8 7 Yogurt 8 8 Yogurt 8 8

Jam or Jelly 9 9 Jam or Jelly 9 9 Jam or Jelly 9 9 Jam or Jelly 9 9 Jam or Jelly 9 9

Nut butters 10 11 Jerky 10 12 Nut butters 10 11 Coffee 10 10 Jerky 10 14



PERCEPTIONS OF WHAT CONSTITUTES LOCAL
“MY STATE” MARKS THE CUTOFF WHERE RESPONDENTS NO LONGER BROADLY IDENTIFY A FRESH PRODUCT AS LOCAL. 

Degree Of Localness By Proximity:  Fresh | T2B

Among Total (n=1005)

My Neighborhood

My City / Town

My State

New England

The Northeast

The United States

North America

78%

76%

45%

7%

6%

6%

5%

79%

77%

52%

12%

10%

8%

6%

25 miles
59%

50 miles
38%

100 miles
18%

300 miles
7%

500 miles
6% 1 day’s drive

35%

2020 2017

Vermont 55% 51%

Maine 49% 60%

Massachusetts 46% 66%

New Hampshire 51% 59%

New York 28% 31%

g

-7%

-11%

-20%

-8%

+ 16%

A1a. Please indicate the degree to which you would consider a fresh grocery product (e.g., fresh fruits and vegetables, fresh meat and poultry, freshly baked bread, fresh salsa, etc.) to be local if it were produced, grown or manufactured. Tested on 
10 pt. scale (1 – Not at all Local to 10 – Completely Local). Data shown is Top 2 Box response.
State base sizes: New York (n=256), Vermont (n=96), New Hampshire (n=211), Massachusetts (n=91), Maine (n=351)

2020
2017
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CONSUMER DEFINITION OF LOCAL
Acceptance of out of state local items by state 
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Importance of Local Drivers | By Total
Base: Total 2020 Ranking 2017 Ranking

ᶧ Carries local items that you care about 1 N/A
Offers good local selection for every season 2 2
Offers local products in a wide variety of categories 3 5
Has local products that maintain their freshness 4 1
Offers a wide variety of local products in the fresh departments (produce, meat, bakery, deli, seafood) 5 3
Makes it easy to find local products in the store 6 7
Has lots of local product options within the categories where it offers local products 7 4
Has signage that makes it easy to identify local products in the store 8 11
Has great pricing on local products 9 6
ᶧ Is reliable in accurately labeling products as local 10 N/A
Highlights support for local farmers, producers and suppliers 11 9
ᶧ Defines local in a way that resonates with you 12 N/A
Offers a wide variety of local products in the center aisles of the store 13 10
Different from other stores in how much it truly supports the values it promotes 14 14
Features local items in each department or aisle throughout the store 15 13
Organizes local products together in each department or aisle of the store 16 12
Gives information about who grew, manufactured or produced its local products 17 15
Highlights support for local community programs/schools 18 19
Provides additional information about the local products it offers 19 8
Educates customers on the benefits of buying local products 20 17
Provides information about the number of local farmers, producers and suppliers represented in the store 21 16
Provides information about the number of local products carried in the store 22 18

MORE 
IMPORTANT

LESS 
IMPORTANT

E2. Please indicate how much you agree or disagree that each of the following statements describes {INSERT STORE} overall.
ᶧ Drivers added in 2020

9

LOCAL DRIVERS



CONSUMER 
DEFINITION OF 
LOCAL MEAT
Where an animal was raised 
and likely spent the majority of 
its life is most important
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OTHER
ATTRIBUTES
SOUGHT

✓ All Natural – no antibiotics or 

hormones

✓ Humane Treatment

How animals are raised 

correlates to the quality of 

the food for human welfare. 

Hartman Group: Organic & Natural Report 2018
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Company Confidential

95%

3%
1%1% 1% 1%

White/Caucasian
Asian/Pacific Islander
Hispanic
Native American/Alaska Native
Other
Prefer not to say

Sustainability Survey Participants (2021)
(source: Hannaford Insights Aisle community)

78% Female

22% Male

Gender

Ethnicity

221
Participants

12%
7%

12% 10%
18%

24%
17%

Under
$25k

$25k -
34,999

$35k -
49,999

$50k -
69,999

$70k -
99,999

$100k
and

above

Prefer
not to

say

Income

State

Generation Birth Years

6% Silent 1927-1945

40% Baby Boomer 1946-1964

30% Gen X 1965-1980

24% Millennial 1981-2000

Generation

% Maine

% New York

% Vermont

% New Hampshire

% Massachusetts

25% Retired

22% Working from home due to COVID-19

16%
Considered essential and still working 
outside the home

11% Unemployed due to COVID-19

9% Working from home and typically do

6% Unemployed prior to COVID-19

11% Not tagged

Employment Status During COVID-19

C Space, Sustainability Definition



Company Confidential

91%

3%
1%1% 3% 1%

White/Caucasian

Hispanic

Asian/Pacific Islander

Black/African American

Other

Prefer not to say

Meat Sourcing Survey Participants 2020
(source: Hannaford Insights Aisle Community)

78% Female

22% Male

Gender

Ethnicity

217
Members

12%
7%

12% 10%
18%

27%

13%

Under
$25k

$25k -
34,999

$35k -
49,999

$50k -
69,999

$70k -
99,999

$100k Prefer
not to

say

Income

State

Generation Birth Years

5% Silent 1927-1945

39% Baby Boomer 1946-1964

31% Gen X 1965-1980

24% Millennial 1981-2000

Generation

31% Maine

23% New York

16% New Hampshire

13% Massachusetts

17% Vermont

22% Working from home due to COVID-19

24% Retired

16%
Considered essential and still working 
outside the home

12% Unemployed due to COVID-19

7% Working from home and typically do

7% Unemployed prior to COVID-19

11% Not tagged

Employment Status During COVID-19

C Space, Local Meat Sourcing, November 2020



Generation

3% 22% 30% 41% 5%

Gen Z Millennials Gen X
Baby 

Boomers
Mature/

Silent

Gender

34% 66%

Ethnicity

93%

1%

3%

3%

Caucasian/white

African-American
Hispanic

Other

Marital Status

62%
Married

Urbanicity

11% 44% 45%
Urban Suburban Rural

IncomeAverage HH Size

2.4 23% 16% 22% 34% 5%
<$35,000 $35,000-

$49,999
$50,000-
$74,999

$75,000+ Prefer Not 
to Say

State

NY
26%

VT
10%

NH
21%

ME
35%

Demographics
Base: Total (n=1005)

S1. Please select your gender.
S2. In what year were you born?
S3. What is your 5-digit zip code?

Z1. Which of the following best indicates your total annual household income for the past 12 
months, before taxes?
Z4. Which of the following best describes your marital status?

Z7. Which of the following categories describes your race?
Z8. Which of the following best describes the area you live in?
F1. Including yourself, how many people do you buy groceries for?

15

Male Female

Survey Participants (2020) Info for slides 4-9 



Survey Info for slides 4-9 
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QUOTAS 

Hannaford Region

• Maine 25%
• New York 26%
• New Hampshire 21%
• Vermont 10%
• Massachusetts 8%
NOTE: Mild weighting was applied to ensure final 
data are representative of Hannaford footprint

DATA COLLECTION APPROACH 

• Online, self-administered ~20 - 
minute survey among n=1005 
qualified respondents, recruited via 
traditional online panels – providing 
a total footprint view. 

Data Collection Dates: 
• Feb 7th, 2020 – Feb 24th, 2020.

QUALIFICATIONS 

• Ages 18+
• Identifies as the primary or shared 

household grocery shopper
• No sensitive industry
• Lives in Hannaford Trade area
• Over 10% of overall shopping for 

food, groceries and household items 
is done at Hannaford

• Non-rejecter of local (does not say “I 
will never seek them out”)

Methodology
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