
     Consumer market research indicates that 70% of  
consumers buy local products at their regular retail grocery 
store and 50% buy local at a Farmers Market.  Idaho 
Preferred works in both retail channels to increase awareness 
and purchase of  local products. A seminar in Boise allowed 
members to hear from retail partners and meet one-on-one.  
Statewide retail partnerships with Paul’s Markets, Albertsons 
and Walmart included custom signage, in-store 
demonstrations and sampling, Idaho Preferred produce bins, 
print ads, Facebook mentions and special events during the 
height of  harvest season.  Whole Foods, the Boise and 
Moscow Co-Ops, Ridleys, Swensons, Rosauers, Broulims and 
Atkinsons Markets are also identifying local products in their 
stores.  
     To assist Farmers Market vendors in effectively marketing 
their products directly to consumers, Idaho Preferred and 
ISDA hosted a web-based Farmers Market workshop that 
was available to producers statewide.

Idaho Cheese

     Connecting Idaho agriculture producers with those who 
work in the foodservice industry is an important part of  the 
Idaho Preferred program. Idaho Preferred hosted two tours 
focused on expanding chefs’ knowledge of  local products 
available in Idaho and how they are distributed to restaurants. 
In July, over 50 chefs and culinarians participated in the first 
Idaho Preferred “From Row to Restaurant” Tour. Participants 
toured a vegetable farm, orchard, vineyard, hop farm and 
lamb and poultry operations to learn about foods produced in 
Idaho and how to source these products for their menus.  
Idaho Preferred now works with several restaurants and 
foodservice members that are promoting local products on 
their menus.  In addition, Idaho Preferred is working with 
distributors to get more local products in the warehouse 
making it easier for their customers to source local products. 
      In September, Idaho Preferred along with Sockeye 
Brewing hosted a hop harvest tour. Chefs, retailers, beverage 
managers, and other foodservice industry representatives 
learned about hop production, harvesting, drying and baling. 
Idaho is the third largest hop grower in the nation and has one 
of  the fastest growing craft brew industries. Idaho Preferred 
wants to make sure that the hops and the barley going into 
these Idaho beers are locally sourced! 

Food service

     Idaho ranks in the top three states nationwide in cheese production, yet finding Idaho cheese at retail is 
difficult. At the request of  Walmart, Idaho Preferred began working with Idaho cheese manufacturers and 
packaging companies to bring an Idaho branded cheese product line to the market.  In 2012, the Idaho 
cheese label was rolled out in 7 Walmart stores and met with great consumer acceptance and sales.  Today 
Idaho brand cheese is found in all 24 Walmart stores statewide and sales will top $2 million annually.  Similar 
products are now available in select Albertsons stores in southern Idaho and Yokes Markets in north Idaho.

     Idaho Preferred also promotes Idaho’s nursery and 
forest products industries. Locally grown nursery items are 
acclimated to local weather conditions making them the 
perfect option for Idaho consumers.   Idaho Preferred 
promotes local nursery items with online advertising on 
KTVB.com. Google and Facebook. In addition to the ad 
campaign, Idaho Preferred provides point of  sale materials 
to several nursery retail members and this year participated 
in a special Mother’s Day Planting event at Walmart stores 
featuring Magic Dirt and local flower starts.
     To promote the awareness and purchase of  Idaho 
forest products,  Idaho Preferred partners with the Idaho 
Forest Products Commission on a radio and print 
advertising campaign in northern Idaho.  Ads remind 
consumers to look for locally produced lumber, shingles, 
manufactured items and paper products.  Idaho Preferred 
forest product members are also adding the logo to their 
lumber wrap to increase awareness of  local wood 
products.

Nursery & Forest Products

farm to school
     Farm to School is a term used to describe a broad 
spectrum of  efforts to connect local foods and 
agriculture with schools, teachers and students.  
Projects include educational materials for the 
classroom, local foods in school lunch, breakfast and 
snacks, school gardens and more.  
     Idaho Preferred, in partnership with Idaho State 
Department of  Education and Idaho Agriculture in 
the Classroom, leads the local farm to school effort.  
Incredible Edible Idaho posters featuring 28 food 
crops grown in Idaho are distributed to over 700 
cafeterias statewide to teach about production and 
nutrition associated with these crops.  In addition, My 
Idaho Plate and teacher curriculum packets are 
provided to teachers upon request.  
     According to USDA’s Farm to School census 
about 50% of  Idaho schools report involvement in a 
Farm to School program and spend about 15% of  
their food budget on local products.  Idaho Preferred 
will work to increase that participation through a 
series of  4 workshops planned in 2015 funded by a 
USDA Farm to School Conference and Events grant. 

Member education
     Each year Idaho Preferred conducts a 
membership survey to determine what programs 
are effective and what additional programs are 
needed. The most recent survey found that Idaho 
Preferred participants wanted educational 
seminars focused on social media, retail marketing 
and food safety.    
     As a result, Idaho Preferred hosted a retail 
training and social media workshop in February. 
Attendees spent the morning learning about social 
media and how it can help increase awareness of  
their business and products.  The afternoon 
provided information on techniques for selling to 
retailers and concluded with one-on-one meetings 
between producers and buyers from Wal-Mart, 
Boise Co-Op, Albertsons and Whole Foods. This 
workshop enabled several Idaho Preferred 
participants to successfully place their products on 
the shelves of  these local retailers.
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     To increase awareness of  Idaho food and agriculture 
products, Idaho Preferred television ads aired across the 
state for five weeks during the summer-fall harvest season.  
Because funding for these ads came from USDA Specialty 
Crop funds, the ads featured fresh fruits, vegetables, wine 
and nursery products.  Program funds supported an 
additional eight weeks of  on-line advertising throughout the 
year including Facebook, KTVB.com banner ads and 
Google Adwords. Digital advertising was very effective in 
driving consumers to the Idaho Preferred website.

Advertising 

updated Website & other social media efforts
     In 2014, the Idaho Preferred website was updated with a fresh new look and an increased emphasis on seasonal 
availability of  local products. A major component of  the upgrade was a mobile version of  the website making it easier for 
consumers to find local products from their smart phones. Idaho Preferred members have the option to provide 
information to profile their business on the Idaho Preferred website including detailed information about their company, 
where their products can be purchased and photos or logos. Consumers can sign up to “Take the Local Pledge” and 
receive a “What’s in Season” magnet and a monthly e-newsletters that highlights Idaho Preferred members’ products, 
seasonal local food availability, upcoming events and more. 
     Idaho Preferred is continuing to increase awareness on its Facebook page through weekly posts and currently has over 
1200 likes on this popular social media site.  In 2014, an Instagram account was created to work in conjunction with the 
e-newsletter, monthly blog and facebook posts to build awareness of  Idaho agriculture products, promote what is in season 
and highlight Idaho Preferred members.  Idaho Preferred members are encouraged to provide information to be used on 
all of  the Idaho Preferred social media channels.  
     A series of  short educational videos that highlight Idaho crop production was created in 2014. The series launched in 
June and featured apricots, followed by cherries, peaches, apples, and winter squashes/pumpkins. These videos can be used 
for consumer education as well as by teachers in the classroom to increase students’ knowledge of  Idaho agriculture. 
Videos can be viewed on the Idaho Preferred website or at the Idaho Preferred channels on YouTube or Vimeo. 

consumer events
     Idaho Preferred also works to build awareness and promote Idaho 
Preferred members and products through consumer events. In 2014, 
Idaho Preferred participated in several events including Locavore’s 
Night Out in Driggs, a local food event attended by food and 
beverage buyers and retailers. Participating companies sampled and 
sold their products in the Idaho Preferred booth at this annual eastern 
Idaho event. In addition, Idaho Preferred participated in Sippin’ in the 
City and Savor Idaho events hosted annually by the Idaho Wine 
Commission.  Samples and recipes using locally sourced ingredients 
were offered to over 1200 consumers through these two events. New 
to the events calendar this year was Taste 208, a tasting event focused 
on the spring release of  the best local beers, wines, spirits, and food in 
Idaho. Idaho Preferred provided local food samples and promoted 
Idaho products to over 600 consumers at the event.  
     This year Idaho Preferred partnered with St. Alphonsus Regional 
Medical Center Employee Wellness program to offer a new “Farm 
Fresh” program. This program provided all employees of  St 
Alphonsus in Boise and Nampa the opportunity to order boxes of  
peaches, nectarines, pears, apples, melons, sweet corn and summer 
and winter vegetables.  The Farm Fresh program was offered in 
September and October and in total delivered over 17,000 pounds of  
fresh healthy produce to nearly 300 hospital employees. 
     In addition to many consumer-direct promotions, Idaho Preferred 
works to increase consumer awareness of  Idaho food and agriculture 
through educational events.  Staff  are called upon to speak on local 
agriculture and food issues throughout the year and across the state, 
often coordinating panels of  producers, chefs, retailers and school 
foodservice professionals.  Interviews with local and national media 
also led to positive media stories about local food and agriculture 
topics.

consumer market research
      Every other year, Idaho Preferred commissions the University of  Idaho Social Science Research Unit 
to conduct consumer market research to track the success of  marketing programs and strategies.  Results 
from the 2014 survey of  600 consumers across Idaho found that 52% of  consumers have seen or heard 
the Idaho Preferred name or logo.  Of  those individuals, 61% had seen the message in the media and 37% 
had seen it at a grocery store.  Awareness is highest among 18-34 year old residents – a critical food-buying 
demographic. Thirty percent of  consumers reported that they are buying more local products and 55% 
said about the same – and the most often stated reason for buying local products was to support local 
farmers, followed by freshness, quality and health benefits.  When asked if  they were willing to pay more 
for local products, 64% said yes and of  those willing to pay more, most reported that they would pay up to 
15% more for local products.  These results show that media and retail strategies have been effective in 
maintaining awareness of  the Idaho Preferred program and that consumers want to buy more local 
products to support Idaho farmers and ranchers – and are willing to pay a premium to do so.
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