
Willingness to pay for 
local  fruits and vege-
tables 
The survey elicited information 
about consumer willingness to pay 
for locally-grown fruits and vegeta-
bles.  Of particular interest was the 
willingness to pay a premium over 
the lowest retail price of these prod-
ucts.  For sake of convenience Wal-
Mart prices for conventionally-
grown products were chosen to rep-
resent the lowest retail prices.   

With respect to locally-grown con-
ventional products, farmers’ market 

respondents were willing to pay 
18.7% more than the corresponding 
Wal-Mart prices, on average, while 
general consumers were willing to 
pay an average premium of only 
6.8% .  Only 10% of farmers’ market 
consumers were unwilling to pay 
any premiums, while the corre-
sponding figure for general consum-
ers was 39%. 

With respect to locally-grown, or-
ganic products, farmers’ market con-
sumers and general consumers were 
willing to pay a premium of 19.5% 
(on average) and 8.4% (on average), 
respectively.   
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More than half of farmers’ market 

consumers were willing to pay a pre-

mium between 10%-20% over Wal-

Mart prices for organic vegetables, 

while approximately one-third of gen-

eral consumers were willing to pay 

similar premiums. 

Therefore, the results of the survey con-

firm expectations that farmers’ market 

consumers are willing to pay more than 

those who typically do not shop at farm-

ers’ markets.  However, the results show 

that there is opportunity for local grow-

ers to obtain a modest premium from all 

types of consumers, provided they sell 

those products that are in demand. 
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Goa ls  and  jus t i f i ca t i on  

Many small-scale commercial fruit and vegetable producers in Kentucky have little 

land and labor resources to commit to production, which translates into limited pro-

duction possibilities.  Their outlets for fruit and vegetable sales are usually farmers’ 

markets, roadside stands, community-supported agriculture (CSA),  friends, and 

neighbors.  In order to maintain a satisfied clientele, these producers must carefully 

consider the types of fruits and vegetables that they might want to offer for sale.   

Wise producers encourage feedback from their customers which includes informa-

tion about the types of fruits and vegetables that they want, and about preferred va-

rieties.  Useful data could also come from surveys of consumers concerning their 

vegetable and fruit preferences and information about willingness to pay.  Since 

most limited-resource producers are not able to survey the general public, land-grant 

institutions typically conduct such surveys and report the results to producers.  

This fact sheet reports results of a 2013 survey of consumers about their demand for 

fruits and vegetables.  The focus was on annual vegetables and small fruits that are 

typically grown in Kentucky at a small scale.  The survey also elicited demographic 

information from the respondents, which included their gender, ethnicity, age group, 

education level.  Additionally, the perceptions of respondents towards purchasing 

locally-grown vegetables were also investigated.  Two groups of consumers were 

surveyed: the general public and farmers’ market patrons. 

Results of the survey can be found on the following pages.  These results show that 

certain fruits and vegetables are in greater demand than others.  Also, consumers 

mention certain varieties of vegetables that they preferred over others.  Consumer 

demographics from survey respondents are discussed in detail.  Therefore, these 

results should be used as a production guide for farmers wanting to target the spe-

cific demographics in their marketing plan.   

Other survey results provided information about product pricing; consumers were 

asked to report how much they were willing to pay over the “lowest” retail price 

that they expect to pay for fruits and vegetables.  For sake of convenience, the low-

est retain price was indicated in the questionnaire as “Wal-Mart price” because, in 

most cases, food buyers in Kentucky find prices at Wal-Mart to either lower or 

comparable to prices in other retail outlets.  Respondents were asked to report if 

they were willing to pay a premium over the corresponding Wal-Mart price for 1) 

locally-sourced, conventionally-grown product, 2) locally-sourced, organically-

grown product, and 3) locally-sourced, heirloom vegetables. 

Sid Dasgupta, Alex Philipchik, Grant Curran, & Kalvin Rucker    

Who were surveyed? 
 Faculty and staff of Kentucky State 

University 

 Church congregations in Frankfort and 

Lexington, Kentucky 

 Farmers’ market patrons in Frankfort 

and Lexington, Kentucky 

 

 

This project was funded by 
the Beginning Farmers’ and 
Ranchers’ Development Pro-
gram of the National Insti-
tute of Food and Agriculture 
(NIFA) of the USDA. 
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Survey results from respondents among 

general consumers 

Demographics of the 

“general public” sam-

ple (N= 54) 
 Gender: Females (57%) 

 Age classes:  

 20s or younger (15%); 30s 

(22%); 40s (30%); 50s 

(20%); 60s or older (13%) 

 Ethnicity:  

 African American (48%); 

Caucasian (37%); Hispanic 

(2%); Asian (6%); Other 

(2%) 

 Household size: 3.24 ± 1.59 

 Highest education level:  

 High-school graduate 

(6%); some college educa-

tion (28%); 4-year college 

degree (30%); Masters’ 

degree (15%); Ph. D. 

(20%) 

 

 Other popular vegetables were  
sweet onions,  green beans, 
bell peppers, & sweet potatoes 

 Peas, eggplant,  Serrano pep-
pers, & Chayote were the least 
popular vegetables 

 Other less-popular vegetables 
were arugula, kale, scallions,  
green garlic tops, Swiss chard 

 Popular fruits were: water-
melon, cantaloupe, apples, 
strawberries, grapes, & cher-
ries 

 Parsley & Basel were popular 
herbs 

Preferred vegetable varieties in-
cluded green bell peppers, ro-
maine lettuce, cherry and Roma 
tomatoes, and fingerling and rus-

The general public surveyed in-
cluded faculty and staff at Kentucky 
State University, and  consumers 
from Frankfort, Kentucky.  The total 
number of “general” respondents 
was 54. 

The popular and unpopular vegeta-
bles, fruits, & herbs as indicated by 
the general respondents were: 

 Sweet corn, broccoli, carrots, & 
tomatoes were most popular  
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Food perceptions  of 

general consumers 

 Only 24% considered support-

ing local farmers “very impor-

tant”  

 65% knew the difference be-

tween conventional and organic 

products 

 33% knew the difference be-

tween heirloom and hybrid 

vegetables 
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Sixty-one farmers’ market patrons 
completed the survey.  They indicated 
fruit and vegetable preferences that 
were distinct from the choices made 
by the general consumers.  The graph 
on this page illustrates the percentage 
of respondents exhibiting preferences 
for specific fruits and vegetables. 

The results from this preference data 
show that tomatoes and onions were 
the most popular items, followed by 
sweet corn and bell peppers.  This 
result is very different from the pref-
erences of general consumers, who 
considered broccoli and carrots to be 
highly popular items.  Broccoli and 
carrots were less popular among 
farmers’ market respondents.  Black-
berries, raspberries, kale, scallions, 
arugula, peas, and eggplant were 
more popular among farmers’ market 
respondents than the general consum-
ers.   

Fruits and vegetables that were un-
popular among farmers’ market re-
spondents were collard greens, green 
garlic tops, and “Hispanic” vegetables 
such as tomatillos, Serrano peppers, 
and chayote.  These vegetables were 
also unpopular among the general 
consumers; however, farmers’ market 
patrons had a higher opinion of aru-
gula and kale.   

Similarities in preferences for fruits 
and vegetables between the two con-
sumer groups in descending order of 
popularity included sweet corn, spin-
ach, green beans, green onions, lettuce 
mix, cucumber, garlic, head lettuce, 
and cauliflower.  

Not surprisingly, proportionately 
more farmers’ market patrons 
considered it important to support 
local farms: 79% of these 
respondents considered such 
activities to be “very important”, 
which is significantly more than the 
24% of general consumers who felt 
the same way. 

Almost three-quarters of these 
consumers indicated that there was 
a difference between organic and 
conventional fruits and vegetables 
and 52% knew the meaning of 
heirloom vegetables. 

Survey results from 

farmers’ market 

consumers 

Food perceptions  

among farmers’ 

market respondents 
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Demographics of 

farmers’ market con-

sumers (N=61) 
 Gender: Females (46%) 

 Age classes:  

 20s or younger (16%); 30s 

(10%); 40s (18%); 50s 

(31%); 60s or older (20%) 

 Ethnicity:  

 African American (5%); 

Caucasian (90%); Other 

(2%) 

 Household size: 2.48 ± 1.19 

 Highest education level:  

 High-school graduate 

(3%); some college educa-

tion (18%); 4-year college 

degree (44%); Masters’ 


