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alternative agricultural Markets Study

Farmers’ markets are more popular than ever. Our study found that from August 2011 to September 
2012, 72 per cent (1.1 million) of Alberta households visited a farmers’ market.  
 Photo courtesy Edmonton Tourism.

Earlier this year, the Canadian Food 
Inspection Agency (CFIA) began an 
in-depth review of current federal food 
labelling regulations, guidelines and 
policies.

Until that review is complete, the CFIA has 
agreed to allow a much broader geographic 
definition in food marketers’ use of the 
word “local”.

Historically, CFIA has interpreted terms 
such as “local” and “locally grown” to mean 
a food that originated either within a 50-
km radius of the place where it was sold, 

What makes ‘local’ food local?
or within the same or an adjacent “local 
government unit” (for example, a town, 
county or municipality).

But the agency said it now recognizes this 
approach is outdated and does not reflect 
current food production practices or 
consumer needs and expectations.

Therefore, the CFIA’s new interim policy 
recognizes “local” as food produced in the 
province or territory in which it’s sold — or 
as food sold across provincial borders but 
within 50 km of the originating province or 
territory.

The new interim policy was implemented 
in May of this year, and will stay in effect 
until the agency’s labelling review is 
complete.

However, the agency emphasized that 
claims such as “local” are voluntary, and 
that food marketers’ use of the term is still 
subject to rules on false and misleading 
claims in both the Food and Drugs Act and 
Consumer Packaging and Labelling Act.

It is the responsibility of the food producer 
and/or marketer to comply with applicable 
legislation and regulations. 

 2004, Alberta Agriculture  
 and Rural Development 
established a baseline estimate of the value 
of farmers’ markets and farm retail, and 
began to study their potential for growth.  

Since then, the study has been repeated 
twice (2008 and 2012). The 2012 study 
found that farmers’ markets are more 
popular than ever:  from August 2011 to 
September 2012, 72 per cent (1.1 million) 
of Alberta households visited a farmers’ 
market.

“More consumers are looking to purchase 
local food from Alberta producers, which is 
wonderful news for farmers’ markets and 
the agriculture industry in our province,” 
says Eileen Kotowich, Farmers’ Market 
Specialist, Alberta Agriculture and Rural 
Development. 

continued on page 2
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“We’re seeing higher attendance at markets, 
new markets are being established each 
year, and the value of farmers’ markets has 
increased substantially,” says Kotowich.

Indeed. 

Since 2004, the market value of farmers’ 
markets has tripled, reaching $724 million 
last year. Of that total, $598 million (83 per 
cent) of market expenditures were on food 
grown or made in Alberta. 

continued from page 1

Market Study Highlights
On average, Alberta households spent $671 
at farmers’ markets annually in 2012, and 
approximately $55 per visit.

Farmers’ markets remain the primary 
alternative market from which Albertans 
purchase their food. 

Other markets examined in the 2012 study 
include farm retail, Community Supported 
Agriculture (CSA)/box programs and 
restaurants which use Alberta-grown or 
made ingredients.  

CSA/Box Programs
•  Alberta household purchases from CSA/

box programs averaged $564.

•  Of that, $356 was spent on food grown or 
made in Alberta. 

•  Almost 50% of Alberta consumers are 
unfamiliar with CSA/box programs, 
making it an untapped market 
opportunity.

Restaurants Serving Local Food
•  Consumers spent $374 million at 

restaurants serving local food.

•  Restaurants sourcing Alberta food earn  
more than a 40% price premium. 

•  Almost 25% of Alberta households chose 
restaurants because they use Alberta 
ingredients. 

•  Over 22% had heard of Dine Alberta.

Farm Retail
•  Market value for farm retail in 2012 was 

$154 million.

•  Almost 95% of total farm retail 
expenditures were made on food grown 
or made in Alberta. 

•  Average per visit spending at farm retail 
remains steady at $115. 

•  Only 35% of the population knew ‘a lot’ 
or ‘something’ about farm retail, making 
it an underutilized market opportunity.

Market Opportunities
•  Greater awareness enables market 

expansion.

•  Low consumer familiarity with farm 
retail, CSA/box programs and restaurants 
serving local food indicate unrealized 
market opportunities. 

•  Customer retention and more frequent 
visits needed for continued farmers’ 
market growth. 

•  New customers are critical to farm retail 
growth; considerable opportunity among 
current customers as well. 

potential Growth in Market Value 
november 2012 - november 2013
(in millions)
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Alternative

15%

Rural

23%

Mainstream

23%

Specialized

22%

Fringe

17%

Shopper Segments
The mix of stores favoured for food grown or made in Alberta
+ More likely to    - Less likely to     • Over-represented in these groups

Alternative 15%
+  Restaurants, health, 

natural or organic food 
stores, CSA/ box program, 
supermarkets

-  Convenience, ethnic 
grocery, small grocery, 
mass merchandisers, club 
stores

•  Calgary Census 
Metropolitan Area (CMA)

Fringe 17%
+  Drug stores, convenience 

stores (also mass 
merchandisers, ethnic food 
stores)

-  Supermarkets, restaurants, 
farmers’ markets

•  Rural residents

Rural 23%
+  Farmers’ markets, small 

grocery stores, farm retail
-  Supermarkets

•  Rural residents

Mainstream 23%
+  Supermarkets, club stores, 

mass merchandisers
-  farmers’ markets, farm 

retail, restaurants

•  Residents of major urban 
centres

Specialized 22%
+  Specialty stores, farmers’ 

markets ($$$), ethnic 
grocery stores, health, 
natural or organic food 
stores

-  Convenience stores, small 
grocery stores, mass 
merchandisers

•  Calgary Census 
Metropolitan Area (CMA) 
and Edmonton Census 
Metropolitan Area (EMA)

distinguishing demographic characteristics
  High(er) propensity to purchase Low(er) propensity to purchase

 Farmers’	 •	45-55	years	 •	Older	singles 
 Markets	 •	Married/couple	households	 •	Small	centres	(<10,000	pop) 
	 	 •	Mid	to	high	income	and	education 
	 	 •	City	of	Calgary,	large	urban	centres

 Farm Retail •	Young	families	(children	up	to	12	years) 
	 	 •	35-44	years 
	 	 •	Mid	to	high	income 
	 	 •		Increase	with	decrease	in	population	size	 

especially rural (farm and non-farm)

 Restaurants using •	Empty	nesters	 •	55+	years 
 Alberta Ingredients	 •	University	degree 
	 	 •	Calgary	Census	Metropolitan	Area	(CMA)

 CSA / Box Programs •	<45	years 
	 	 •	Older	families	(teen	and	grown	children) 
	 	 •	City	of	Edmonton
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 is published up to four times per year and is available online  
at www.explorelocal.ca. For further information about anything you’ve read here, or to be 
included on our email list, please contact Robyn Berg at robyn.berg@gov.ab.ca.

Field Notes is sponsored by Growing Forward 2, a federal-provincial-territorial initiative.

Uninspected meat cuts from 
an approved facility will have 

the word(s) “uninspected” 
or “uninspected not for sale” 

stamped on the wrapping and 
cannot be sold or used as 

ingredients in other products 
that are being sold such  

as meat pies.

For more information about 
 this and other government  

regulations that may affect you, 
visit the Resources section  

at www.explorelocal.ca.

Upcoming events

it’s the law!
a regular Field Notes feature 

highlighting government  
regulations which may affect  
your local market business.

For more information  
on any of these events, visit 
www.explorelocal.ca and click 
on the “events” tab.

MentoRSHip oppoRtUnity
The Alberta Agriculture and Rural 
Development’s Business Management 
Incubation Project is looking for food 
processing businesses that would 
benefit from mentorship by seasoned 
food industry experts. If your 
business could use the expertise of 
an experienced mentor, contact ron.
lyons@gov.ab.ca or 780-980-4363.

Bio-indUStRial oppoRtUnitieS 
FoR HeMp & Flax in nW aB
Oct. 10, 2013, 8:30am - 1:30pm free
Pomeroy Hotel & Convention Centre 
11633 - 100 St., Grande Prairie
Learn about potential business 
opportunities utilizing hemp and flax  
to advance Northwestern Alberta’s  
bio-economy. 

Space is limited. Register now:  
wade.chute@albertainnovates.ca  
or 780-450-5411.

explore new Media Webinar Series:
intRodUcinG GooGle+
Oct. 15, 2013, 9am - 10am, free
Presenter: David West
This web session gives an overview 
of one of the fastest-growing social 
networks. David will explain why 
Google+ is a critical part of any 
business strategy. 

Space is limited. Register now:  
cindy.cuthbert@gov.ab.ca or  
780-538-5287 (dial 310-0000 first  
for toll-free access).

BUildinG a cUltURe oF  
Food SaFety WoRkSHopS 
Nov. 6, 2013, 9am - 3:30pm 
$35/person 
Leduc Agri-Food Business Centre 
6547 Sparrow Drive

Nov 13, 2013, 9am - 3:30pm 
$35/person 
Airdrie Agriculture Centre,  
97 East Lake Ramp NE
Learn what is meant by “food safety 
culture”. Discover the benefits to your 
business. Understand what regulations 
impact your business. Hear from your 
peers how food safety strategies 
impacted their businesses.

To register: krista Miller, Alberta 
Farm Fresh Producers Association, 
info@albertafarmfresh.com or 
800.661.2642. For more information: 
karen.goad@gov.ab.ca or  
780-538-5629.

BUSineSS adViSoRy  
BoaRd WoRkSHop
Nov. 7, 2013, $100+GST (includes 
lunch), Leduc
Learn about the roles, composition 

and benefits of an Advisory Board, the 
recruitment and compensation criteria, 
the meeting structure and how to be 
an effective Advisory Board member. 
Hosted by The Enhancing Business 
Performance Project, and supported by 
Growing Forward 2 funding.

Contact ron.lyons@gov.ab.ca or  
780-980-4363 for more information.

BUildinG yoUR cSa Model: 
StaRt-Up, deVelopMent and 
expanSion WoRkSHop
Thursday Nov 14, 9am - 3:30pm
$25/person, or 2 for $45
Red Deer County Office
An introduction to various CSA models, 
with interactive presentations delivered 
by 4 diverse speakers from Alberta, 
Vancouver Island and Washington 
State. After the workshop, participants 
can choose to sign up for one-on-one 
coaching with one of the speakers. 

Contact melisa.zapisocky@gov.ab.ca 
or elaine at 780.835.7531 for details.

explore new Media Webinar Series:
intRodUcinG pinteReSt
Nov. 19, 2013, 9am - 10am, free
Presenter: David West
Pinterest is a content curation network 
where users share images online via 
“pins”. Find out why it’s a big deal for 
your new media strategy. 

Space is limited. Register now:  
cindy.cuthbert@gov.ab.ca or  
780-538-5287 (dial 310-0000 first  
for toll-free access).


