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Identifying Target Customers
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Target Customer

-Age

-Income & expendable income

-Gender

-Location

-Hobbies
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Segmentation is based on respondent behavior regarding: animal testing, packaging, community issues, supporting companies helping the local community, recycling, and price. 
The Hartman Group - 2014 
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Customer Segments as they relate to sustainability
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Customer Profile



Knowledge
Explain your actions, position, priorities so that consumers 

understand why sustainability matters to you; don’t preach, 

teach or admonish 

Practicality
Consumers are pragmatists and need a reason to believe; 

don’t make sustainability a tradeoff problem for consumers 

Faith
Provide evidence that choosing you will have an impact; 

don’t put the responsibility on the consumer for making a 

difference
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Address Barriers: Make it easy



1) Communicate in a way that resonates with 

them: regularly and consistently

2) Be connected to them through multiple 

marketing channels: regularly and consistently

3) Utilize community resources: regularly and 

consistently. 

Once you know WHO your customer 

is, HOW do you reach them? 



ONE Thing
What is the ONE thing you want your 

customers to know or remember about 

your business?

Creating Content that Sticks
Getting clear about what you want to share about your biz



Boilerplate Language: 
• Tagline

• Elevator Speech

• The One-Pager/Paragraph

Creating Content that Sticks
Getting clear about what you want to share about your biz



The Catch-All
• Developing a list of “types” of content you 

want to share

• Use on social media, blogs, newsletters, etc.

Don’t assume your customers know 

ANYTHING about your business, your values, 

the benefits of your practices, etc. TELL them! 

Then tell them again 

Creating Content that Sticks
Getting clear about what you want to share about your biz



Content planning
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Marketing Outlets
Digital, physical and general marketing best practices



Digital Marketing
Social Media
• Instagram

• Facebook

Website
• Content

• Keywords/SEO

Newsletter
• Building a customer list

• Mailchimp is free & easy to use

Ads/Community Publications
• Tourism, Island Grown, etc. 

• Local publications/radio

Review Sites
• Yelp

• Google

• Trip Advisor



Social Media
• Facebook and Instagram are king in NW WA. 

• Many businesses post to Instagram, and share 

it to Facebook for ease

• Times of day to post: ~8:00am, ~11:30am, 

~4:00-5:00pm, ~8:00pm for optimum viewing

• Photo focused posts (obviously on IG, but FB 

too!), links to events/web links have a weaker 

algorithm

• Create/prepare content in batches for more 

efficiency and day-to-day ease (can use 

hootsuite, social pilot or others)

• Use hashtags on Instagram



Website

• Easy to navigate 

• Content is on point

• Search results : SEO & Keywords

• Photo quality



Newsletter
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Physical Marketing

Signage & Fliers
• 99designs.com

• Local designers

• Canva.com

Ads
• Local publications & community partners

Events
• Great for promotions

• PR list

• Online calendars



Marketing Best Practices

Business 2 Business 
• Co-promotions

• Coupons

Marketing/Content Plan
• Planning ahead for efficiencies

• Utilizing social media scheduling 

platforms

Connecting the Dots
• FB Website

• In person  social media





Wholesale Best Practices

Weekly Fresh Sheets
• Send out consistently

• Regular delivery days

Making New Connections
• Drop off samples at a slow time

• Follow-up

• Be persistent

Customer Service
• Is key! Be professional and accountable

• Quality and upfront communications

Co-Promotions
• Make it easy for buyers to tell your story:

• Shelf cards, boilerplate text + photo

• Feature where you can find your products



Community Resources



Offers seasonal and eat local educational materials related to the brand for 
key partners across the community to use (Farmers Market, Media, 

Producers, etc) 

An advertising and promotional campaign focused on increasing consumer 
awareness and purchases of local in grocery stores and restaurants

A place-based brand and labeling strategy for producers and buyers to 
use  

Eat Local First
Goal: Increase the purchase, recognition and 

consumption of locally produced and grown food















SUCCESSES

“ I have had great response from using the Eat 

Local First Campaign as a way of communicating 

my business philosophy. This organization and 

campaign has been invaluable in connecting with 

other like-minded businesses and consumers.”

“It unifies a group of people working toward the 

same goal.”

“I think the campaign is terrific. There is definitely 

brand recognition, and it gets people interested 

in local food.”



Thank you!

Sara Southerland
Food & Farming Program Manager

Sustainable Connections

sara@sustainableconnections.org

(360) 647-7093 x114

www.sustainableconnections.org

www.eatlocalfirst.org 


