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There is a strong tendency to favour locally-produced 
food nowadays. Consumers, economic stakeholders and 
local authorities all endeavour to respond to the challen-
ges of public health education, sustainability  and food at 
the local level. 

The objective of the Localeat is to provide a set of prac-
tical tools for raising the profile of local products. This 
project is based on the efforts of 6 European territories 
to support their local food producers, artisan processors, 
distributors, cooks, chefs and encourage them to use 
local products. 

3 LINES OF ACTION 
- Presenting a common vision of the local product
- Connecting supply with demand
- Marketing, commercialisation and communication

THE PARTNERS
Technicians and elected officials based in France, Belgium, 
Finland and Sweden have been working together for two years 
(2019-2021) to share the best of their experiences in the 6 regions 
below: 

•  Pays de Saint-Brieuc PETR  
(Department for Territorial and Rural Balance) (France)

•  Communauté d’agglomération du Cotentin  
(Cotentin Urban Conglomeration) (France)

•  Haute-Sûre Forest d’Anlier natural park (Belgium)
•  Lundaland ideell förening (Sweden)
•  LEADER Bohuskust oh gränsbygd (Sweden)
•  (TUMA) Tuusulanjärven Maktaily ry (Finland)

THE TOOLKIT
The toolkit represents the fruit of our labour. It illustrates how 
it is possible to produce, sell and purchase food locally. There 
are 15 ‘tool’ sheets via which we share our methods and pointers 
for stimulating and operating local, coastal and rural economic 
activity in your own area. 
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1.
PROXIMITY
•  Communication and transmission  

of product information
•  Locally consumed 
•  Distance between production,  

processing and distribution sites 
•  Social connection
•  Short supply chain (direct sales  

or a single intermediary) 
•  Proximity of producer and consumer
•  Physical interaction between 

 producer and consumer 
•  Traceability

3. 
SOCIAL PRACTICES/ 
EQUITABLE TRADE
•  Value creation for other  

local businesses (tourism)
•  Job creation
•  Socially ethical (fair wages,  

profit sharing, working conditions)
•  Fair and affordable price 
•  New business model creation
•  Promotes food culture
•  Reinforces pride in the wealth  

of the territory

2. 
QUALITY AND EXPERTISE
•  Freshness
•  Flavour 
•  Production and processing method specific to 

the territory
•  Authentic processing (recipe)
•  Processing method respects the taste quality 

of the product
•  Storytelling tradition
•  Nutritional quality 

4. 
AGRICULTURAL, FISHING  
AND LOGISTICS PRACTICES
•  Added value for the environment:  

reduced use of phytosanitary products, 
connection with the soil/landscape/ 
territory, animal welfare, biodiversity,  
in tune with seasons, etc.

•  Produced by well-planned, sustainable  
farming or sustainable fishing and  
aquaculture

•  Limited carbon footprint 

OUR TAKE ON LOCAL PRODUCTS

 “
 A foodstuff produced within a limited geographical  
 area in accordance with defined agricultural and  
 social practices. 
 A local food product guarantees quality and  
 know-how. ” 

There is no absolute definition, but there are a number of factors that identify 
a quality local food product. The 24 criteria constitute an ‘ideal’ local product, 
according to the Belgian, French, Swedish and Finnish experiences. You should 
come up with a definition of your own that relates to your particular region, 
priorities and incentives.
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SOCIAL ECONOMIC AND ENVIRONMENTAL IMPACTS:  
DIRECT AND INDIRECT IMPACTS
The food sector generates employment in rural and coastal areas. Local products inject life directly 
and indirectly into the economic activity of other local businesses, for example those in the tourist 
sector. In addition to their economic benefits, local food products promote social links, agricultural 
awareness of food quality issues, and waste reduction.

CONSUMER CONFIDENCE VIA COMMUNICATION
The various experiences across different regions in Europe reveal that communication is essential to 
promote local food products. The consumers’ assessment of the quality of the product and how far 
it has travelled are crucial. Communicating and transmitting product information is what enables 
consumers to make their assessments, which in turn builds consumer confidence and loyalty. The 
values and qualities they look for are authenticity, cultural identity, production method, know-how 
(seasonality, sustainable agricultural practices), culinary, health and environmental values and 
finally taste and nutritional quality. Regions with a unique natural and cultural heritage stand out. 
Certain products, such as Gaumais pâté and Normandy cider, acquire high added value due to their 
well-defined links to the territory and a particular traditional know-how.

3rd CHALLENGE 
 Creating a socially virtuous business:  
 ADDING ECONOMIC SOCIAL AND ENVIRONMENTAL VALUE 

TEST YOURSELF!  
We suggest a checklist to test the practices of local producers, artisans, distributors and chefs 
relating to the SOCIAL AND ECONOMIC AND ENVIRONMENTAL ASPECTS OF LOCAL PRODUCTS. 

1st CHALLENGE  

 Improving the communication and transmission of product information:  
 COMMUNICATE 

TEST YOURSELF!  
We suggest a checklist to test the practices used by local producers, artisans, distributors and 
chefs relating to COMMUNICATION. 

 
 In addition to the local product definition exercise, it is important  
 to offer solutions for improving local businesses in the food sector.  
 We have identified three factors that give added value to a local product. 
 What aspects of your business need improving? Below are three tests  
 you can use to assess your needs. If you want to look into it further,  
 you’ll find plenty of pointers in the LOCALEAT toolkit on producing local, 
selling local, buying local, thinking local and eating local. 

SHORT SUPPLY CHAIN WITH ECONOMIC BENEFITS
The fact that the producer controls the distribution chain leads to an increase in his/her profit 
margins and can create new jobs in the local area. Short supply chains involve a restricted number 
of players who work closely with each other, growth of the local economy, and territorial and social 
contacts between producers and consumers.

2nd CHALLENGE  
 Reducing the distance between production, processing and distribution sites:  
 MATCHING SUPPLY WITH DEMAND 

TEST YOURSELF!  
We suggest a checklist to test the practices of local producers, artisans, distributors and chefs 
relating to DISTANCE AND PROXIMITY. 
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TEST YOURSELF!  
PUT THE WAY  
YOU COMMUNICATE 
AND TRANSMIT  
INFORMATION  
ABOUT YOUR WORK 
AND YOUR PRODUCTS  
TO THE TEST 
Communication is paramount. It stimulates  
interest in your product, gets it known and  
gives it added value. Good communication  
can strengthen the relationships you have  
with your customers. There are different ways 
of approaching it. To give you a clearer view 
of communication and a better understanding 
of the issue, we have devised a test and some 
action sheets for you to fill in. This will  
hopefully improve the way you communicate 
your products and your business. Producers, 
processors, distributors and chefs form  
a chain along which information on the quality  
of the product should travel. 

1CHALLENGE   
FOR PROMOTING  
LOCAL FOOD PRODUCTS 

CHECKLIST 1

PRODUCERS
 What’s the content? What’s the message? 
•  I communicate about:

 Where the product is produced 
  What the territory is particularly renowned for:  
natural park, biosphere region, UNESCO World 
Heritage site, site of historical, heritage or cultural 
interest, protected designation of origin region, etc.
  The species, breed, variety or breeding method used
  The production ethos (conventional, organic farming, 
sustainable agriculture, biodynamic/permaculture, 
etc.)
  My methods, processes, quality and production  
conditions (technology, feed, processing, seasonality, 
artisan method, specific local/national/international 
know-how, industrial process)
  Size of the business 
  Accessibility: point of interest for tourists, open to  
the public  
  The history of my company
  My commitment to sustainable development  
(for example, role in landscape conservation,  
environmental protection, combating food waste  
or overproduction of packaging)
  Local partnerships

CHEFS AND RESTAURATEURS
 What’s the content? What’s the message? 
•  I communicate about:

  The history of the product prior to culinary  
preparation (where it’s produced, the species, breed, 
variety, breeding method, etc.)
  The work of the producer and/or processor  
(methods, production and/or processing conditions, 
quality)
  The producer’s story/journey
  The distance/life cycle of the product prior to culinary 
preparation
  My know-how (added value) 
  The value of using local products for chefs and  
customers
  Local partners and networks

 How do I communicate? 
•  I communicate about:

  I have a target clientele (niche, general public)  
  I communicate via the product packaging  
  I communicate via displays in shops/restaurants  
or on menus
  I communicate on a special website set up for  
ordering or collective catering

 I use these communication tools:
    Online advertising/social networks
    Written materials
    Videos
    Billboards
 I communicate via:
   Networks
    Markets, fairs  
    Direct sales via the production/ 

processing/sales website
    Direct sales to restaurants
    I organise visits to the farm or company
   As a distributor or chef, I visit farms and/or food 

processing companies so I can provide information 
to customers

   I pass on information about the product’s journey 
to the service staff and salespeople; interface with 
customers

PROCESSORS AND ARTISANS
 What’s the content? What’s the message? 
•  I communicate about:

  The product pre-processing (where it’s produced,  
the species, breed, variety, breeding method, etc.)
  The producer’s processing method, working  
conditions and quality
  The distance/life cycle of the product prior to  
processing
  My process (method)
  My know-how (added value) 
  Local partnerships

DISTRIBUTORS
 What’s the content? What’s the message? 
•  I communicate about:

   The history of the product before it’s processed 
(where it’s produced, species, breed, variety,  
breeding method, etc.)
  The work of the producer and/or processor  
(methods, production and/or processing conditions, 
quality)
  The producer’s story/journey
  The distribution chain (transparency on profit 
sharing, product’s life cycle and carbon footprint, 
impact on local jobs)
  Local partners and networks

TAKE ACTION! 

 Think about the positive answers  
 you’ve given. Do you need to improve  
 or add anything to the way your business  
 operates? 
 Think about the negative answers you’ve  
 given. Is there anything else you need to  
 communicate? 

Developing a communications strategy might be a 
good place to start.   

•  What’s your key message?
•  What’s your target market or group?
•  What channels are most suitable for your com-

munications (e.g. social media, press, advertising 
hoardings, packaging, website, newsletters)? 

•  Make a plan that’s Specific - target a specific 
aspect for improvement. Measurable - quantify 
your progress or at least suggest an indicator 
of progress. Delegable - designate someone to 
be in charge of it. Realistic - set out results that 
can realistically be achieved with the available 
resources. Time-constrained - specify when the 
outcome(s) will be achieved.

•  The objectives for your communication should 
be based on your business aims and clearly  
reflect the results you’re trying to achieve. 

•  Think about what you want your audience to 
know/think/do.

•  Look at the ‘storytelling’ sheet in the toolkit or 
the other action sheets and see if there’s any 
information that could be useful as a starting 
point.

2 action sheets available  
for PRODUCERS and  
ENTREPRENEURS  
TOOL no. 1
Developing a narrative 
around local products  
THINK/WORK
TOOL no. 2
Turning your local food 
product into a tourist  
experience TO DO

2 action sheets available  
for local institutions  
(local authorities, tourist 
offices, natural parks)
TOOL no. 3
Developing a local brand 
TO DO
TOOL no. 4
Organising cookery events 
and contests TO DO

 Improving the communication  
 and transmission of product  
 information: COMMUNICATE 
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TEST YOURSELF!  
TESTING THE  
PROVENANCE OF 
YOUR SUPPLIES
Distance is one of the main factors that define  
a product as ‘local’; the distance between 
producer, processor and consumer should be 
as short as possible. The notion of proximity 
varies from country to country and depends on 
the specific product, and you should take into 
account the whole supply chain when assessing 
the distance. Some supermarket chains stock 
local products where they have partnerships 
with local producers, while products sold at a 
market are not necessarily local; they may be 
supplied by wholesalers who import them from 
the other side of the world. You may also notice 
that short supply chains established recently do 
not necessarily involve direct contact between 
producer and consumer.

The shorter the supply chain, the easier it is to 
preserve authenticity and provide information 
on quality, and the more value your work adds. 

Use this checklist to assess the proximity  
of the products you purchase or use either  
at home or outside your home, including both 
raw ingredients and processed items. 

2 CHALLENGE   
FOR PROMOTING LOCAL 
FOOD PRODUCTS: 

CHECKLIST 1

DEFINING YOUR ‘LOCALITY’
•  I use the following criteria to define  

my geographically local area: 
  the administrative region (province, region, local 
government and neighbouring territories)
  distance in kilometres
  recognised ‘terroir’ (UNESCO, EU geographical indi-
cation protection, etc.)
  local living area
  history
  climate zone - climate conditions to which the land is 
subject 

CATERING FOR CHEFS
•  Proportion of local products in what I supply  

(i.e. ≤ 200km from the processing site)
   0%  25 % 
   50%  75% 
   100 %

Origin of my recipes
   Family 
   Local 
   Regional 
   National 
   International

Number of intermediaries required to make the final 
product 

   0 ou 1  3 
   > 10  Don’t know

I get my raw materials from/via
   My own produce 
   The farm 
   Farmers’ markets 
   Farm shops 
   Online 
   Collective catering 
   Food wholesalers 
   Large retailers

MEALS FOR HOME DELIVERY  
TO CUSTOMERS
•  Proportion of local products in food purchases  

(i.e. ≤ 200km from the processing site)
   0%  25 % 
   50%  75% 
   100 %

I get my ingredients from 
   My own produce 
   The farm 
   Farmers’ markets 
   Farm shops 
   Online 
   Collective catering 
   Food wholesalers 
   Large retailers

•  I get my raw materials from/via
   My own produce
   The farm
   Farmers’ markets
   Farm shops
   Online
   Collective catering
   Food wholesalers
   Large retailers

PROCESSED PRODUCTS FOR ARTISANS 
AND OTHER FOOD PROCESSORS
•  Proportion of local produce in my processed product 

(i.e. ≤ 200km from the processing site)
    0%  25 %
   50%  75% 
   100 %
•  Origin of my recipes
   Family 
   Local 
   Regional 
   National 
   International
•  Distance between production site and processing site
   50 km  200 km 
   1000 km  > 1000 km
•  Distance between processing site and point of sale
   50 km  200 km 
   1000 km  > 1000 km
•  Number of intermediaries required to make the 

final product
   0 ou 1  3
   > 10  Don’t know
•  Type of customer
   Local residents and tourists
   Collective catering and hotels
   Local businesses
   Large retailers

TAKE ACTION! 

 Think about your answers: 
 Would you like to source products nearer  
 to you? Have you defined what you consider   
 to be a local product? Do you need to  
 improve or add anything to the way  
 your business operates? Do you need more  
 information on what’s available locally?  
 Are you ready to join the movement  
 towards using more local products in your  
 work or everyday life? 

•  Finding out exactly what’s on offer locally  
might be a good place to start: meetings  
with producers, group purchasing websites, 
catalogues, websites, partnerships with local 
wholesalers, farm visits, and the great many 
tools that are already out there.

•  Find out how each different trade operates: 
make adjustments to the product (size, recipe, 
etc.), the packaging and the terms of delivery, 
and plan ahead how much you’ll need so that 
producers can anticipate your orders.

•  Adapt menus, recipes and invitations to tender. 
•  Look at the toolkit and see if there’s any infor-

mation that could be useful as a starting point.

2 action sheets available  
for PRODUCERS  
AND ENTREPRENEURS   
TOOL no. 5
Using digital solutions  
to connect supply  
and demand THINK/WORK
TOOL no. 6
Responding to public sector 
procurement contracts TO DO

3 action sheets available 
for local institutions (local 
authorities, tourist offices, 
natural parks)
TOOL no. 7
Organising a farmers’  
and artisans’ market TO DO
TOOL no. 8
Organising trade shows  
to rationalise supply  
and demand TO DO
TOOL no. 9
Prioritising local  
procurement within the 
regulations for public sector 
procurement contracts TO DO

 Reducing the distance  
 between production,  
 processing and distribution  
 sites: MATCHING SUPPLY  
 WITH DEMAND 

RAW PRODUCE
•  Distance between production site and point of sale 

(the catchment area)  
   50 km  200 km 
   1 000 km  > 1 000 km

•  Type of customer
   Local residents and tourists 
   Collective catering and hotels 
   Local businesses 
   Large retailers
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TEST YOURSELF!  

TEST HOW VIRTUOUS 
YOUR BUSINESS IS 
It would be hard to prioritise local food products 
without taking into account the men and wo-
men who work in the sector and the challenges 
it involves for society. To establish supplies of 
a sustainable, local product you have to get all 
the stakeholders in the supply-chain on board 
by guaranteeing a return and decent living and 
working conditions. Changes are often needed 
in order to improve production and ensure that 
economic, social and environmental interests all 
coincide.  

Employment is the main concern for the agricul-
tural and fishing industries. The opportunity to 
create jobs by enhancing quality local products 
should take every sector into account: produc-
tion, processing, commercialisation (including 
logistics), services and the circular economy 
(waste management). 

Use this checklist to consider issues of remune-
ration for producers, equitable sharing of profit 
margins and working conditions to ensure local 
products are also socially and economically 
sustainable.  

3 CHALLENGE   
FOR PROMOTING  
LOCAL FOOD PRODUCTS:

CHECKLIST 3

GENERAL
•  My company is a
   Cooperative
   Association 
   sole proprietorship
•  Size of my production operation
   Family farm (1 - 2 jobs)
   Producers’ cooperative (3 - 20 jobs)
   Semi-industrial (> 20 jobs)
•  Added value of the product
   Processed product with high added value
   Average
   Low
•  Demographic character of the production/ 

distribution site
   Rural
   Semi-rural/peri-urban
   Rural town
•  I’m concerned about maintaining  

a market performance that guarantees  
economic sustainability

   yes     no
•  I’m looking for non-market-oriented effects  

(social, environmental or cultural)
   yes     no
•  My reasons for producing, processing  

or marketing local products 
 Sense of achievement/meaning of work/creativity

   yes     no
 Operational and decision-making autonomy
   yes     no
  Balance between personal achievement  

and participation in a collective movement
   yes     no
  Contributing to a campaign, political activism,  

ethical considerations
   yes     no
  Commitment to enhancement of the regions  

and revival of the local economy
   yes     no

EFFECTS ON EMPLOYMENT 
TECHNIQUES WE USE IN THE COMPANY
•  Production, processing, marketing and waste ma-

nagement techniques or labour-intensive services 
(agricultural techniques, hand-made processes, 
logistics, customer reception, training, advice, re-
using by-products)

   yes     no
•  The activity involves a lot of work and necessitates 

reduced productivity for the sake of product qua-
lity (manual work, absence of tools, small-scale 
warehouse, small batches, acceptance of irregular 
orders)

   yes     no
•  Activities involving changes to the sector (decision 

to use a more labour-intensive type of agricultural 
production, artisan vs industrial processing, selling 
at small shops rather than supermarkets, etc.)

   yes     no
•  Activities involving research and innovation activity 

which creates jobs (new products, new raw mate-
rials, new processes, new distribution models, new 
positions in administration and companies)

   yes     no
•  Entry-level employees recruited
   yes     no

SOCIAL ASPECTS
•  My staff are given regular training 
   yes     no
•  I care about well-being at work
   yes     no

BUSINESS MODEL
•  Awareness of production costs 

   yes     no
•  Method for establishing the sale price
   Detailed     Approximate
•  Method for establishing the price after processing 

   Detailed     Approximate
•  Method for establishing the wholesale price 

   Detailed     Approximate
•  Method for establishing the price after  

transportation 
   Detailed     Approximate

•  Method for establishing the retail price 
   Detailed     Approximate

•  Awareness of value sharing among links  
in the supply chain 
   yes     no

TAKE ACTION! 

 Think about your answers: 
 Do you need to improve or change anything   
 in the way your business operates? 

Your business may have:
• a social, fair-trade or society-oriented aspect
•  strong ties with the territory
•  concern for the environment, the circular  

economy, short supply chains, etc.
There might be a supportive ecosystem  
in your area offering business incubators,  
clubs, networks, support and funding designed 
especially for you.
Look at the toolkit and see if there’s any  
information that could be useful as a starting 
point.

4 action sheets available for 
PRODUCERS AND ENTREPRE-
NEURS   
TOOL no. 10
Changing consumer habits 
THINK/WORK
TOOL no. 11
Bringing a new product to 
market successfully TO DO
TOOL no. 12
Creating educational  
activities TO DO
TOOL no. 13
Organising tourist visits 
involving local produce 
THINK/WORK

2 action sheets available 
for local institutions (local 
authorities, tourist offices, 
natural parks)
TOOL no. 14
Facilitating the installation 
of communal production 
facilities TO DO
TOOL no. 15
Developing a rationale to 
convince people to buy local 
TO DO

 CREATING A SOCIALLY  
 VIRTUOUS BUSINESS:  
 ADDING ECONOMIC  
 AND SOCIAL VALUE 
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TOOL SHEET
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FICHE

DESIGNED FOR

LOCAL SOLUTIONS 

LOCAL EXPERIENCES 

LOCAL EXPERIENCES 

COMMUNICATE N° 1

STORYTELLING AS A TOOL  
FOR MARKETING & COMMUNICATION

PRODUCERS AND 
ENTREPRENEURS

TOOL SHEET 1 - LE STORYTELLING TOOL SHEET 1 - LE STORYTELLING

STORYTELLING AS A TOOL  
FOR MARKETING & COMMUNICATION: 
WHY TELL YOUR (FOOD) STORIES?

 Once known as an alternative approach to more 
classic communication methods, storytelling has become a 
valuable commonplace tool within the context of business 
and marketing to better communicate the core message 
of one’s entrepreneurial endeavour. Nowadays, storytelling 
is broadly used by companies, entrepreneurs and marke-
ting experts to build a strong brand identity and to attract 
consumers/clients to choose one product/service over 
another. Through stories we create meaning and context, 
share experiences and form our identity.

 When it comes to willingness to buy and interact 
with products or services, storytelling has the power to af-
fect the consumers’/clients’ hearts rather than solely their 
reason and intellect. Storytelling can even be used as a 
means to foster an internal company culture and affinity by 
visualising concrete company goals, core values and visions 
for the future in a more creative manner. 

 For storytelling to work and for it to be received 
well, one has to make sure to be truthful and transparent 
in using this tool. Storytelling can go wrong if it is based 
on lies and/or unreasonable exaggeration. It is therefore 
essential to underline that storytelling should always be lin-
ked to real experiences, real events and real emotions. 

 Successful storytelling is just like a good story that 
touches the listener and therefore creates a (positive) fee-
ling, which then leads to a will to engage with the given 
product, service or brand. Storytelling, when done right, 
paints a picture for the listener and hence creates a better 
understanding and fosters action. 

 In practice, storytelling is a way to avoid ma-
king empty, dubious statements or listing facts as to why 
a consumer/clients should choose your product/service. 
By telling a captivating story about your products/service 
and making it relevant to your consumers’/clients’ needs 
and wishes, you will have better luck in shaping solid rela-
tionships to them.

 THINK 
Reflect on your business/product/service: 
•  Key choices, decisions or action that has brought you 

to where you are in the present moment?  
•  Be personal: Use your own experiences
•  Describe feelings, thoughts and reactions.  

Example : “Every morning when we set to sea, I feel 
the cool seawind against my face. Its smell energizes me 
and gives me a sense of calm. It makes me think about 
how my father and his father before him have gone fi-
shing in these same waters for decades. I’m filled with 
pride over my craft and our family business that now 
rests on my shoulders.”

 THINK 
When constructing your narrative, consider all your 
senses and never take for granted that your consumer/
client knows how something feels, smells or tastes. Pe-
rhaps there is a lovely “Kodak-moment” linked to your 
business/product/service – use it, both visually and des-
criptively. Also reflect on how you might be able to state 
dry facts in a more figurative manner.

 THINK 
By formulating a clear purpose, both your story and its 
message will have a direction. This will make it easier for 
the client/consumer to both connect and understand 
what you offer. By stating a clear purpose, you also give 
the client/consumer a role. 

Example : The purpose of your storytelling is to sell 
more weekend holiday packages to city dwellers. In 
your storytelling you then portray an office worker who is 
tired and stressed due to countless hours in front of the 
computer and time spent commuting in public transport 
during city rush hours. You then juxtaposed this reality to 
that of a laid back weekend getaway in the countryside. 
You describe and visualize the purpose of a holiday pac-
kage for this city dweller; how he/she can go from being 
stressed to feeling at ease and relaxed. 

 WORK 
Write down a handful of titles/themes that are relevant 
to your business/product/service and write on separate 
cards. To get started, in a small group or in pairs, draw 
one card at a time and start talking about what kind 
of stories come in mind connected to that specific tit-
le/theme. These small tidbits of stories can later on be 
brought together for a larger, more overacting base for 
your company’s storytelling.

Example: One card could say: 
“My first day in the production kitchen”, “Our first 
labels”,  “Our first customer” etc. 

 WORK 
Describe, describe and describe as well as you possibly 
can. Use language and imagery that create and lead to 
mental images. The receiver will thus have the opportu-
nity to relate to your experience and be touched by it. 
This is how you generate emotional reactions and ulti-
mately a will to act. 

Example : Rather than saying your cheese is artisanal 
and certified organic, show how the cows on your small-
scale farm are treated as beloved family members; how 
they feed on fresh, green grass and how your children 
play with them lovingly. Show even how you milk the 
cows by hand and how you them transform the milk into 
cheese with no machinery involved.

 WORK 
Define what you want the recipients to know, feel or 
do. Say you want to attract more guests to your remote 
countryside bed and breakfast, you might start by des-
cribing your location in such a way that it appeals to 
a stressed, hardworking city dweller looking for an es-
cape. The use of soothing language will create a sense 
of peace and calm. 

Example : “When was the last time you walked barefoot 
through a meadow still humid from the morning dew? 
Have a glass of red wine with your special someone un-
der a starlit sky – Susanna’s Bed & Breakfast awaits you”. 

How do you tell a good story?

1. HARVEST YOUR STORIES

3. PAINT THE PICTURE

2. DETERMINE THE PURPOSE 
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LOCAL EXPERIENCES LOCAL EXPERIENCES 

TOOL SHEET 1 - LE STORYTELLING TOOL SHEET 1 - LE STORYTELLING

 THINK 
Trust in the power of your own stories and dare to communicate them. If you think hard enough it won’t be difficult 
to come up with heartfelt true stories and real human experiences connected to your business/product/service. We all 
have stories to tell, we might just not be that accustomed telling them.

 WORK 
Tell about something that has actually happened, even 
bad or challenging experiences. In this way your story 
(and your company) will be much more reliable and you 
yourself can with a clean consciousness stand for every 
word in your story. Be mindful though, nobody wants to 
solely hear a sob story - always present a solution to your 
problem/challenge/negative experience. 

4. TRUTH IS KING 5. RIGHT TONE, CONTEXT  
AND FIGURE OF SPEECH

Example 1 : 
You own a charming bed & breakfast close to nature 
where you wish your guests to have a soothing and re-
laxing stay away from the city. Unfortunately, there hap-
pens to be a highway close by. 

•  Instead of emphasizing the nature-aspect of the expe-
rience and risk disappointing the guests upon arrival 
due to the proximity of the highway, choose to talk 
about how easy it is to get to your location from the 
city; how close it is and how fast you can be there; how 
it’s “just a short drive away”.

•  It is pivotal to understand which attributes you do 
have and which you do not have. A lack isn’t always a 
lack if looked at from the right perspective.

Example 2 : 
It has become popular to show processes behind the 
scenes even when the end goal is far away. It is okay 
to start an Instagram-account and publish pictures and 
videos from your hotel’s renovation months before 
the actual opening. Show how something didn’t go 
as planned; how a wall had to be torn down; how so-
mething went wrong etc.

•  But remember, if you chose to base your storytelling 
on an obstacle/dilemma/problem that you have faced 
in your business, in the end, always show how you 
solved it or worked your way around it. Storytelling 
should always have a positive/”feel good” tone in the 
end.

 THINK 
At this point, you may want to polish your story and 
make it clearer and sharper so that it truly says what it 
is intended to communicate. Check that your language 
suits your audience and that your context is relevant. If 
you are uncertain, better keep it simple.

 WORK 
Delete unnecessary words and avoid professional jar-
gon. In addition, use the unspoken. Be clear with the 
message, but at the same time let some things just 
glimpse between the lines. In the unspoken, tension, 
meaning and symbolism are created. This brings the 
story to life.

Example 1 : 
“We believe in mouth-watering food. Food that’s deli-
cious, easy to cook, and crazy good for the environment. 
And that’s Oumph! Really good food, made from beans, 
with a climate impact so low that you, and everyone else 
on this planet, can eat it every day. Epic. So welcome to 
Oumph! We’re so happy to have you on our journey!”

•  This text is clearly meant to speak to a young and hip 
audience. In combination with carefully curated ima-
gery, film and package design, the concept of the pro-
duct is crystal clear. Visit website https://oumph.uk/ to 
get a closer look.

EXAMPLES OF GREAT STORYTELLING

Example 1 : 
How to showcase authenticity; an alternative approach

This AirBnB video is about taking the traveller to the 
hidden treasures and away from the beaten track. It 
offers the traveller a way to connect with the place (in 
this case Paris) that goes beyond your average touristy 
experience by inviting the traveller to tap into the very  
soul of the city by offering a more personal relationship 
to the destination. It is also a great example of showca-
sing an alternative perspective on something that eve-
ryone already has a presupposed idea about. 

Link to video: 
www.youtube.com/watch?v=BBcKLDUw61w&fea-
ture=emb_logo

Example 2 :
How to deliver a moral message; show not tell

To talk about a serious issue such as drinking and dri-
ving can be a heavy topic to communicate. To choose 
an unexpected angel – the point of view of a dog – is 
a great way to show not tell. This storytelling strategy 
is an effective way to tap into emotions in an unpredic-
table way. 

Link to video:  
https://www.youtube.com/watch?time_conti-
nue=2&v=56b09ZyLaWk&feature=emb_logo

Example 3 : 
How to communicate inexplicitly; an invitation to a  
location/a product

By asking a rather abstract question “What is the soul 
of Skåne”, the spectator gets a glimpse into the produ-
cers’ realities and therefore also the region and what 
it has to offer. It is a fun and intimate way to present 
tourist information. 

Link to video:  https://www.youtube.com/
watch?v=bqpG6cv4bBs&feature=emb_rel_pause
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TOOL SHEET 2 - TURN YOUR LOCAL FOOD PRODUCT INTO A TOURIST EXPERIENCE

ADDING VALUE TO YOUR PRODUCT

PACKAGING AND TAKING YOUR PRODUCT TO MARKET

DO

IDENTIFY THE KEY VALUES OF YOUR PRODUCT
• Sensory attributes: taste, smell, appearance, texture  ............................................................................................................................
• Health: nutritional value, lifestyle, functional foods (e.g. probiotics)  .....................................................................................................
• Other advantages: price, trustworthiness, identity, well-being, hope  ...................................................................................................
IDENTIFY THE COMPLEMENTARY VALUES OF YOUR PRODUCT
• Sustainable development: little transport required, few or no pesticides, social conscience, fair return for producers .......................
• Links with the culture, heritage, music and architecture of the region ...................................................................................................
• Local production, creation of local jobs, social links ...............................................................................................................................
OFFERING NOT JUST A PRODUCT, BUT AN EXPERIENCE 
• Share what you know ..............................................................................................................................................................................
• Offer a cordial welcome ..........................................................................................................................................................................
• Create experiences  .................................................................................................................................................................................
• Connect the experience to the product’s values and history: local food culture, authenticity ..............................................................
• Be creative (videos, tools, images, stories, games) .................................................................................................................................
• Offer guided tours of the production or manufacturing site ..................................................................................................................

CREATE AN IMAGE FOR YOUR PRODUCT
• Start with your core values ......................................................................................................................................................................
• Add some personal aspects ....................................................................................................................................................................
• Stay true to your image and your team  .................................................................................................................................................
• Dare to be different  ................................................................................................................................................................................
WORK OUT A PRICE: FAIR, AFFORDABLE AND PROFITABLE  
• The perceived value should always be greater than the price  ...............................................................................................................
• The price should always cover your costs, plus a margin  .......................................................................................................................
• A fair price can be calculated against similar products or services. ........................................................................................................
• The margin must be enough to ensure continuity of production and sales ...........................................................................................
• The price may differ depending on the retailer/customer ......................................................................................................................
BUSINESS MODEL: SUSTAINABLE DEVELOPMENT FOR YOUR BUSINESS
(ECONOMIC, SOCIAL, ENVIRONMENTAL)
• Share the benefits along the value chain  ...............................................................................................................................................
• Assess your ecological footprint and impact on the environment ..........................................................................................................
• Connect with business networks .............................................................................................................................................................
• Recruit local employees ..........................................................................................................................................................................
• Work out your business development strategy .......................................................................................................................................
TAILORING YOUR PACKAGING TO THE TYPE OF CUSTOMER   
• Innovative packaging for different types of customers (e.g. small packs suitable for cabin luggage) ...................................................
• Gift or souvenir wrapping  .......................................................................................................................................................................
• Product lines for local museums/hotels (museum chocolates, a special beer for your local hotel, etc.) ................................................

WELCOMING VISITORS SAFELY WITHIN A QUALITY SYSTEM:  
THE USER EXPERIENCE

COMPLIANCE WITH REGULATIONS (IN THE SHOP, ON-SITE VISITS, ETC.)
• Accessibility (disabled access, etc.) .........................................................................................................................................................
• Safety regulations (minimum number of seats, emergency exits, regulations applicable to boarding passengers on a boat, risk as-

sessments) ...............................................................................................................................................................................................
• Regulations relating to food handling, animal health, alcohol, etc ........................................................................................................
• Other authorisations ................................................................................................................................................................................

COMMUNICATE N° 2

Website for Swedish regional promotion:  
https://www.vastsverige.com/en/seafood-safaris/

PRODUCERS AND 
ENTREPRENEURS

TOURISM AND THE OYSTERS  
OF BOHUSLÄN 
 There is a wide range of nature experiences on 
offer along the west coast of Sweden. One of them is the 
oysters, mussels and other types of seafood which tourists 
are invited to gather along with local fishermen. 
 Sweden’s production of oysters and other bival-
ves is limited compared to that of other European coun-
tries. The Pacific oyster is considered an invasive species 
which first made an appearance in 2007. It is prohibited to 
cultivate these oysters, but in Sweden they have the cold 
waters, the nutrients and all the space they need to grow 
in the wild.
 Tourist activity has developed around the Pacific 
oyster, as it is a new arrival in this area and not exploited 
commercially.
 Local companies now offer tourist excursions re-
lated to the oyster for both visitors and local residents. By 
talking about the history and the environment of this unu-
sual product and engaging in awareness-raising activities 
to establish the authenticity of the oyster, these companies 
have managed to add value to a limited resource.
 And by following social media sites such as Kalvö 
Ostron on Instagram, their loyal customers can extend the 
experience.
 The Lysekil Ostron och Musslor company offers 

sightseeing trips in a traditional boat around a small island 
in the archipelago. They use local hotels and get other 
partners involved in the tours, which creates added value 
for both themselves and their partners in the local hospi-
tality trade. Watch this inspirational film: www.kalvoostron.
se and visit the website at www.lysekilsostronomusslor.se 
which tells the story of these companies. The promotional 
website for Swedish regions also offers tours based on sea-
food products: www.vastsverige.com/en/seafood-safaris

Turn your local food product into a tourist experience
This tool is intended for companies. You might be a producer or an artisan processor wanting  

to promote your production activity to tourists and visitors.  
How do you transform your product into tourist merchandise? 
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COMMUNICATE N° 3

The Vum Séi brand:  
https://www.naturpark-sure.lu/fr/projects/vum-sei-produkte/

Developing a local brand
 

Creating a local brand is a way of adding value to a product, a region or a local skill.  
It puts the spotlight on the specific identity and shared values of a marked geographical area.  

You might work for a public institution (local authority, chamber of commerce, etc.) or a private 
organisation (producer group, association, etc.) wishing to develop a local brand.  

Here are two examples and a method to help you assess whether your project is suitable,  
and then guide you through the design and implementation process. 

LOCAL
INSTITUTIONS

VUM SÉI:  
THE LAKE OF LUXEMBOURG BRAND

 The Haute-Sûre natural park in the Grand Duchy 
of Luxembourg has given its backing to the creation of 
an appealing quality of life for the people who live and 
work there, and for this reason the farmers and producers 
there have been encouraged to innovate and employ the 
most natural production practices possible, respecting na-
tural resources such as water and energy. This philosophy 
gave rise to the Vum Séi brand, meaning ‘from the lake’ 
in Luxembourgish. All the products in the brand are made 
within the natural park and are guaranteed high quality. 
The producers have adopted a set of directives to ensure 
breeding practices that respect animal welfare, protection 
of the drinking water, and limited use of pesticides and fer-
tilisers.

The Vum Séi brand also indicates that:

•  The products are created in a sustainable manner that 
respects natural resources, drinking water in particular.

•  The products are made from traditional raw materials 
from the Haute-Sûre region.

•  Artisan products are processed with care, to achieve high 
levels of quality and safeguard the distinctive properties 
of the raw materials.

•  Production and processing is carried out transparently 
and traceably.

•  Products are produced within a cooperative and fair-trade 
system with partners both inside and outside the region.

The brand currently incorporates four product lines:

•  Téi vum Séi: tea, medicinal and aromatic herbs
•  Bléi vum Séi: soap, cosmetic products and sweets
•  Véi vum Séi: meat and charcutierie
•  Gebäck vum Sei: bread and patisserie goods

TOOL SHEET 2 - TURN YOUR LOCAL FOOD PRODUCT INTO A TOURIST EXPERIENCE

MA TO DO LIST

WELCOMING VISITORS SAFELY WITHIN A QUALITY SYSTEM:  
THE USER EXPERIENCE

PROVIDING A QUALITY SERVICE 
• Friendly, efficient service (tell a story, be approachable and efficient) ...................................................................................................
• Tailor the experience to the size and interests of your target audience .................................................................................................
• Convenient opening hours (daily hours, weekends, extended season) ..................................................................................................
• Space and duration of visit adapted to customers .................................................................................................................................

PARTNERSHIPS

DESIGNING A PROJECT IN CONJUNCTION WITH TOURISM PROFESSIONALS
• Joint marketing (online, printed brochures, campaigns).........................................................................................................................
• Development projects - collaboration with tour operators to create experiences (culinary activities, gastronomic tours) ...................
PRODUCT DISTRIBUTION VIA TOURIST OPERATORS
• Gift shops ................................................................................................................................................................................................
• Hotel shops  .............................................................................................................................................................................................
• Local restaurant menus (provide stories for promotion) .........................................................................................................................
CONNECTING WITH OTHERS INVOLVED IN THE TOURIST TRADE
• Partnerships with hotels, museum shops, guides, events, local tourism promoters, tour operators and coach companies .................
• Networking for added value, ideas, support and mentoring .................................................................................................................

FAIT
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Manche Terroir:  
https://normandie.chambres-agriculture.fr/conseils-et-services/diversifier-son-activite/developper-sa-clientele/adherer-a-manche-terroirs/ 

SOURCES AND REFERENCES 

LOCAL EXPERIENCES

THE MANCHE TERROIRS BRAND  
OF NORMANDY 
 Created in 1998, the Manche Terroirs approach 
grew out of a close cooperation between the Chambre 
d’agriculture (Chamber of Agriculture) and the Chambre 
de Métiers et de l’Artisanat de la Manche (Chamber of 
Trades and Crafts of the Manche region), to raise the pro-
file of products from the Manche area in Normandy. 

 Users of the Manche Terroirs collective brand 
have come together to form an association: Agriculture, 
Tourisme et Terroirs de la Manche (ATTM). 

For a product to be included in the Manche Terroirs brand, 
it must satisfy a number of conditions: 
•  It must be produced within La Manche, by a farmer or 

artisan processor.  
•  At least 60% of the raw materials must originate from 

La Manche and/or be produced using local skills or 
techniques. 

•  It must conform to the regulations and practices of the 
profession.

•  It must be tested regularly by a panel of consumers or-
ganised by an independent tasting organisation; to gain 
approval, the product must be given an overall taste 
assessment rating of at least 6.5 out of 10.

Members pay an annual subscription based on their turno-
ver, which entitles them to benefit from the association’s 
services:
•  Membership of a network of producers and artisans.  
•  Joint promotional and marketing activities.
•  Brand awareness and communication tools.

TOOL SHEET 3 - DEVELOPING A LOCAL BRAND

CREATE A QUALITY CHARTER

BRINGING THE BRAND AND ITS NETWORK OF MEMBERS TO LIFE

DEVELOPING A COMMUNICATIONS PLAN 

• Set up a working group with the project partners  .................................................................................................................................
• The working group stipulates the operating rules and specifications to which members must adhere to be part of the brand. .........
• Does the raw material have to be produced within the brand’s geographical boundary? In what proportion? Does the product have 

to be processed locally? Does membership depend on an artisan production process? Do members have to be environmentally 
friendly? Etc  ............................................................................................................................................................................................

• The working group stipulates the conditions for membership of the brand: membership fees, members’ commitment(s) (brand 
communication, participation in the process, etc.), duration of membership ........................................................................................

• Determine the ways in which member commitments are regulated (frequency, self-monitored or by an independent body, etc.), 
guaranteeing the brand’s credibility .......................................................................................................................................................

• Make sure you have all the resources you need for the network to operate effectively (management, communication, commitment) .
• Stimulate the network of members by proposing meetings between members. ..................................................................................
• Carry out evaluations to assess the added value that the brand represents for members: increase in turnover, increase in distribution 

networks, visibility, etc. ............................................................................................................................................................................
• Listen to what brand members and customers are saying and drive the project forward if necessary ..................................................

IDENTIFY THE MAIN TARGET AUDIENCES FOR COMMUNICATION:
• Brand members .......................................................................................................................................................................................
• Distribution network ................................................................................................................................................................................
• Targeted potential buyers (tourists, local population) ............................................................................................................................
DEFINE THE COMMUNICATION ACTIVITIES TO ROLL OUT DEPENDING ON THE TARGET AUDIENCE
Lines of communication activity with potential members:
• Contact producers and artisan processors to introduce the brand to them and gain their interest in joining it: establish a distribution 

network and an additional sales pitch, draw up contacts, etc. ...............................................................................................................
LINES OF COMMUNICATION ACTIVITY WITH DISTRIBUTION NETWORKS: 
• Contact distributor networks and participate in food fairs  ....................................................................................................................
LINES OF COMMUNICATION ACTIVITY WITH POTENTIAL BUYERS: 
• Design an appealing visual identity. Don’t underestimate the importance of this, it’s the first thing that customers will associate with 

the brand. If you don’t have the skills, bring in professional graphic designers who know how to represent the brand’s attributes 
visually .....................................................................................................................................................................................................

• The visual identity must pertain to the brand positioning you’ve determined beforehand. The typography, colours, imagery and 
type of language used must therefore reflect the values you have identified .......................................................................................

• Organise events at local markets or supermarkets to promote the brand. ............................................................................................

 
 

 

 

 

 

 
 

 
 

DO

MA TO DO LIST

WHY A LOCAL BRAND? FAIT

DEFINE THE VALUE ADDED BY CREATING THE BRAND
• Is there already a local brand in your territory that you can join? Are there any particular expectations from producers? What challen-

ges does the creation of a brand have to respond to? Do you want to promote a certain type of product? Or a certain sector? A 
specific geographical area? A local skill or technique? A ‘terroir’? ........................................................................................................

IDENTIFY THE VALUES YOU WANT TO HIGHLIGHT. THERE CAN BE MORE THAN ONE
• The origin of the product; an artisan production process; an environmentally friendly production method .........................................
DEFINE THE GEOGRAPHICAL DEMARCATION OF THE BRAND
• The boundary must be clearly identified but does not necessarily have to coincide with administrative boundaries. It can be based 

on the particular quality of the soil, for example - the ‘terroir’ ...............................................................................................................
PARTNERS  
• Get partners involved who can help take the project forward: professional networks, chambers of commerce, producers, etc. ........

TOOL SHEET 3 - DEVELOPING A LOCAL BRAND
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PREPARE AN OUTLINE OF THE EVENT

MODEL FOR ORGANISING A COOKERY COMPETITION

DO

• Decide who the target audience will be: members of the public (schools, local residents, customers from outside the area via online 
tools, tourists or professionals (artisan processors, producers, elected officials, collective catering managers, etc.) ...........................

• Identify a suitable venue (specially-created digital platform, local fair (food-specific or otherwise), market, public or professional 
trade fair) .................................................................................................................................................................................................

• Choose a type of culinary activity (workshops, contests, cooking demonstrations, challenges) with a theme and/or mandatory ingre-
dient ........................................................................................................................................................................................................

• Work out what kinds of partnership are needed for the funding plan, loans of equipment and staff, venue (food sector professionals, 
food companies, professional organisations, equipment suppliers, etc.), and which media to use for publishing the recipes.............

• Plan the event and set a budget for it (personnel costs, communication, location, venue, contributors, equipment) ..........................
• Draw up the competition rules and send them to an adjudicator (competition context, conditions for participation, duration of the 

event, registration, theme, composition of judging panel, criteria for evaluation and scoring, liability, image rights). Create a web 
page with an online form for chefs to submit their entries .....................................................................................................................

• Select a venue for the competition and seek partners (for funding, recruitment of chefs, etc.) ............................................................
• Announce the contest and recruitment of chefs via a press release, press conference and social media (3 months before the start of 

the contest) ..............................................................................................................................................................................................
• Contact chefs to notify them of that a contest backed by professional organisations is being organised ............................................
• Recruit panel members ...........................................................................................................................................................................
• Collate the entries and go through them with the help of the judging panel if the number of places in the contest is to be limited ......
• Announce the names of the contestants and put together a press kit including photos of the chefs and their recipes. Produce videos 

to showcase the chefs and the products  ................................................................................................................................................
• Communicate with the chefs to explain the proceedings (venue, schedule and timings for judging, equipment available, purchase 

of ingredients, tasting plates, chefs’ uniforms and outfits for the press conference) .............................................................................
• On the day of the contest, put together a team including waiters, a time keeper and a photographer. Organise an award for the 

winner and a press conference to announce the results .........................................................................................................................

COMMUNICATE N° 4

Site de promotion régional suédois :  
www.cma22.bzh/c%C3%B4tes-d%E2%80%99armor/les-ateliers-culinaires-en-c%C3%B4tes-darmor
www.localeat.org/index.php/concours-culinaire-edition-pays-de-saint-brieuc-2021/ 

Organising cookery events and contests 
 

What better way to draw attention to good food and quality products than to hold a cookery 
contest between chefs, or invite people to cook with chefs themselves. This tool explains how to 

organise a cookery event for schools, companies, professionals or the general public. 

LOCAL 
INSTITUTIONS

THE CITÉ DU GOÛT ET DES  
SAVEURS INVITES FOOD LOVERS 
TO PARTICIPATE IN COOKERY 
WORKSHOPS 
 “We discover new flavours and learn new tech-
niques at every workshop, and mingle with and talk to 
different chefs and participants of all ages» says Christelle, 
a customer of the Cité du Goût et des Saveurs de Ploufra-
gan in Côtes-d’Armor, Brittany. The team at the Chambre 
de Métiers et de l’Artisanat des Côtes d’Armor (Côtes 
d’Armor Chamber of Trades and Crafts) who created Cité 
du Goût, have been promoting quality local products and 
assisting the dissemination of knowledge and skills via a 
culinary focus group for 15 years. 
 
 They came up with the idea in the aftermath of 
the ‘mad cow disease’ scare. Consumers at the time had 
become aware of certain livestock practices, and their 
confidence in the food they were buying was severely 
shaken. The aim of Cité du Goût was therefore to publicise 
the skills and techniques of artisan processors and facilitate 
encounters between them and the consumers. 

 The workshops are held in a professional 
kitchen or at the premises of the artisan processor; the 
workshops are open to everyone and there is a charge for 
attendance. Local chefs and artisans take part every year 
and share their expertise with members of the public.  

 The events can also be tailored for schools, bu-
sinesses and local communities, and since 2020 are also avai-
lable as online workshops. Videos of some of the cooking tech-
niques have also been produced. A subscription is required 
to access the content: workshops, demonstrations, etc. 

 In March 2021, a cookery contest was orga-
nised between local cooks from Pays de St. Brieuc, using 
100% local produce. The theme for the competition 
was ‘The Return of Spring’. The four contestants selec-
ted each had to devise two recipes: a hot dish incorpo-
rating the mandatory ingredient - monkfish, and a des-
sert of the cook’s choice using primarily local produce. 

 There are three people in total who work on or-
ganising the annual programme of events, along with ap-
proximately 50 contributors and partnerships with local 
producers. 

TOOL SHEET 4 - ORGANISING COOKERY EVENTS AND CONTESTS 
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MATCHING SUPPLY  
WITH DEMAND N° 5

Using digital solutions to connect supply and demand  
for local food products

PRODUCERS AND 
ENTREPRENEURS

 Until a few years ago, the only direct sales between 
producers and consumers took place at local markets or at 
the farm itself. Nowadays, it’s mainly done through online 
sales. Digital tools are one of the levers for developing 
short supply chains and promoting quality local produce. 
Online sales can reduce the number of intermediaries and 
give producers the power to set their own selling price. 

 Practical, efficient digital tools for consumers 
and producers have been developed in France, Belgium 
and Scandinavia, putting buyers in touch with producers, 
pinpointing where produce can be found locally, and en-
abling orders, payment and delivery arrangements to be 
completed online. 

Overview of 4 innovative services and solutions for produ-
cers and consumers: 

•  REKO RINGS (Finland, Sweden, Belgium)
•  LOCAL FOOD NODES (Belgium, Finland, France, Swe-

den)
•  COCLICAUX (France)
•  CROWDFARMING (Belgium, Finland, France, Sweden)

TOOL SHEET 5 - USING DIGITAL SOLUTIONS TOOL SHEET 5 - USING DIGITAL SOLUTIONS 

3 EASY STEPS  
TO BUYING LOCAL PRODUCE VIA REKO 

1  Find your nearest REKO ring on Facebook and send a 
request to join the group.

2  Look at the posts on the Facebook group page, find the 
item you want and place your order by commenting on 
the post.

3  Pick up your order at the agreed time and place at the 
REKO market. You can pay by Swish (a Swedish payment 
app), or in cash.

3 EASY STEPS  
TO SELLING LOCAL PRODUCE VIA REKO 

1  Find your nearest REKO ring on Facebook and send a 
request to join the group. Join the producers group on 
Facebook as well.

2  Post on Facebook to let buyers know what products 
you’re offering for the next REKO market day. You’ll be 
invited to write something about yourself and your bu-
siness, and post some photos.

3  Deliver your orders at the agreed time and place at the 
REKO market. Get to know your customers!

BENEFITS FOR CONSUMERS

•  You can buy fresh, seasonal produce and know 
where it comes from

•  You have the chance to meet the person who 
grows your food

•  You can buy products you won’t find anywhere 
else

•  You’re supporting the local economy
•  You’re helping to reduce the number of long 

journeys made and unnecessary packaging used
•  Food waste is reduced because all products are 

pre-ordered, and everything that’s produced is 
eaten

BENEFITS FOR PRODUCERS

•  REKO is cost-effective; There’s no charge for  
administration or announcements

•  REKO is a time-saving solution; you only deliver 
pre-ordered goods and delivery is fast

•  You’re selling to people who appreciate your 
products and have chosen them deliberately

•  You can offer small quantities of produce, or just 
a few items, for a limited period

•  You can try out a new activity or test a new  
product

NORWAY
SWEDEN

FINLAND

MAP OF REKO RINGS IN NORWAY,  
SWEDEN AND FINLAND

 THINK 

As a consumer, you want to buy your pro-
duce direct from the producer, but you 
also want efficiency - to do all your shop-
ping at the same place. You also want in-
formation about the produce. 
As a producer, you want to sell your pro-
duce locally and increase your share of 
the profit through direct sales. You want 
orders and payments to be concluded 
before delivery, so you can organise your 
work and production. You’re also looking 
for a free service that connects you with 
your customers. 

 WORK 
REKO Ring
Developed by Finnish farmer Thomas Snellman, REKO rings are a way 
of selling food products locally without the middlemen. In a local REKO 
Ring, you can buy products directly from the producer. It’s simple and 
ingenious!
Dedicated exclusively to the sale of food produce and other agricultural 
products such as wool, leather and beeswax. No resale, no middlemen. 
Buyers and producers make contact via a Facebook group. Products are 
pre-ordered prior to each REKO market; you can’t buy products unless 
you’ve ordered them in advance. Each order is a transaction between 
the buyer and the seller. You’ll find out how often orders can be placed 
and when you can go to the REKO market to pick up your items. Pro-
ducts available to order are posted on the Facebook group page ahead 
of each REKO market day. Buyers place their orders by commenting on 
the Facebook post. This is a free service. It is the responsibility of the 
producers to observe the rules to ensure the products are available.

1. REKO RINGS:  
SELLING LOCAL PRODUCE  
WITHOUT THE MIDDLEMEN
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TOOL SHEET 5 - USING DIGITAL SOLUTIONS TOOL SHEET 5 - USING DIGITAL SOLUTIONS 

 THINK 
As a producer you’re looking for a free digital 
tool to: 
•  create an online store,
•  set up an ordering system,
•  allow your customers to pay online,
•  manage deliveries to different customers 

(place and date).

As a consumer, you want to: 
•  buy local products that you like, from diffe-

rent producers,
•  save time by ordering and paying online,
•  take back control of what you eat.

 THINK 
As a producer, you need: 
•  to sell more, and sell direct to consumers, to 

reduce transport costs and the cost to the en-
vironment 

•  to grow only what you know you will sell
•  to find a platform for advertising and selling 

your produce
•  a logistics provider to transport your goods
•  a dissemination tool to get the word out about 

what you do

As a consumer, you want to: 
•  give the producer the power to set the selling 

price for his/her own produce
•  create jobs and improve social conditions in 

rural areas 

 WORK 
localfoodnodes.org/fr

The LOCAL FOOD NODES platform was created in Sweden 
to connect local producers with local consumers. Producers 
can create an individual online store and conclude transac-
tions online. The platform is available worldwide, in 9 lan-
guages, and is completely free. The goal is to promote local 
food and to regain control of what we eat and the way our 
food is produced.

The result is an open-source digital tool where producers of-
fer their products for sale, local consumers order the things 
they want, and payments go direct from consumer to produ-
cer. The delivery and distribution of products takes place at 
a pre-determined place and time. This is called a ‘node’ - the 
location where consumers and producers meet. This type of 
arrangement allows producers to deliver to several consu-
mers at the same time, and similarly consumers can purchase 
food from a number of different producers.

The platform operates a donation system to help create and 
co-finance a new model for local food production and distri-
bution.

 WORK 
www.crowdfarming.com/fr 

In 2017, brothers Gabriel and Gonzalo Úrculo joined forces 
with Juliette Simonin and Moisés Calviño to create crowd-
farming.com and share their new sales channel with other 
farmers.

The idea is simple: consumers ‘adopt’ a tree in a shared or-
chard, for example, or a goat at a dairy farm, even a chicken, 
etc., for a certain price. The adopter then becomes the owner 
of the item and receives all the produce from it: avocados 
from the tree, cheese from the goat, eggs from the hen, etc.

The products are all super fresh and are delivered straight 
to the owner. Advantages of the system? The farmer knows 
how much to produce right from the start because part of 
his/her production is already sold; there’s no waste because 
the farmer will not over-produce, and will consequently not 
lose money. The consumer/owner is assured of the quality 
and freshness of the produce he/she receives.

Price level: cost-effective - no more than the trade price. On 
top of that, everyone’s happy with not going through diffe-
rent intermediaries so the farmer sees more of the profit.

Rationalised farming and breeding; it’s already attracting 
more than 100,000 people across Europe. You can try it for 
yourself on the crowdfarming.com website, whether you want 
the wine from your own small plot of vines, the Camembert 
made from the milk of your cow, or the oil produced from 
your walnut tree.

2. USING A DIGITAL TOOL FOR  
ESTABLISHING CONTACT, MAKING 
PAYMENTS AND ORGANISING  
DELIVERIES (SWEDEN, FINLAND,  
BELGIUM, FRANCE)

4. ADOPT A FARMER: 
SERVICES WITH HIGH ADDED VALUE 
FOR DIRECT SALES THAT WORK  
EFFICIENTLY (SWEDEN, FINLAND, 
BELGIUM, FRANCE)

 THINK 
As a producer, you’re looking to: 
•  resolve your logistics problems,
•  reduce your transport costs,
•  find a service that’s suitable for your merchan-

dise and foodstuffs (volume, temperature, etc.)
•  join a network of local producers,
•  respond to the requirements of your cliente-

le (individual customers, collective caterers, 
shops, large supermarkets, grocery stores).

 WORK 
coclicaux.fr

The purpose of the Coclicaux co-delivery and co-storage web-
site is to provide a simple service free of charge that establishes 
links between professionals for the pooling of storage and/or 
transport of merchandise to consumer sites. This approach 
means their needs are met in terms of logistics, and the costs 
are shared and therefore reduced. Coclicaux is a win-win solu-
tion which on the one hand gives producers the option of poo-
ling both the storage of their merchandise and transportation 
of it to professional clients, and on the other hand offers these 
professional clients the option to use the network for local pro-
curement, thereby reducing the overall carbon footprint. With 
the Coclicaux approach, producers also benefit from active 
promotion via an interactive map. 

3. JOINT TRANSPORTATION AND  
STORAGE OF MERCHANDISE (FRANCE)
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TOOL SHEET 6 - RESPONDING TO PUBLIC-SECTOR PROCUREMENT CONTRACTS

MATCHING SUPPLY  
WITH ORDERS N° 6

Responding to public-sector procurement contracts
The regulations governing public-sector procurement contracts are one of the main obstacles  

to sourcing local supplies by school refectories, retirement homes and hospitals.  
Placing group orders to ensure a reasonable volume of orders for producers,  

and helping producers with the administrative side of things, are proving to be  
effective in increasing the proportion of local products in collective catering.  

LOCAL 
INSTITUTIONS

PRODUCERS AND 
ENTREPRENEURS

ST. BRIEUC ARMOR CONGLO- 
MERATION; GROUP PURCHASING  
AND HELPING PRODUCERS RESPOND 
TO PUBLIC-SECTOR PROCUREMENT 
CONTRACTS 
 In France, there are different ways of managing 
collective catering: 
•  Direct management: meals prepared by in-house staff, 

with supplies provided via public procurement contracts
•  Semi-direct management:  meals prepared by an exter-

nal service provider under a catering service contract, in 
designated spaces for cooking the meals quickly

•  External management: meals provided by a fully out-
sourced public-sector service

 Under direct management it’s easier to control 
the quality of the supplies, especially if orders are grouped 
and submitted jointly by more than one municipality, for 
example. The St. Brieuc Armor Conglomeration purchasing 
group for organic foodstuffs was set up in 2013. It’s not 
easy for a single municipality to buy from local producers; 
the volumes required are too low, so suppliers are not in-
terested, and the added costs of delivering small volumes 
are prohibitive.

 The operating methods for the group are set out 
in an agreement between the municipalities concerned. 
To inform suppliers of the purchasing policy, the tendering 
regulations clearly state that the contract contains envi-
ronmental conditions. Each member of the group is res-
ponsible for paying their own invoices. The contracts are 
renewable, which ensures ongoing business for suppliers. 
The volumes ordered enable economies of scale. 

 The vital element is the networking between 
producers and cooks/kitchen managers. This work is car-
ried out by the Maison de l’Agriculture biologique des 
Côtes-d’Armor which acts as an intermediary between the 
municipalities and the producers. The signing of a contract 
is actually the final stage in a long process of product tes-
ting to identify the reciprocal requirements of buyers and 
producers. The buyers must be familiar with the products 
(type, packaging, size) and be able to describe them ap-
propriately.

 The producers are satisfied, and some are now 
starting to invest due to this new outlet. Contracts to the 
value of 189,000 euros were awarded by 15 municipalities 
in 2018. 

St. Brieuc Armor Agglomération Sustainable Development Energy Service: www.saintbrieuc-armor-agglo.bzh
Maison de l’Agriculture Biologique 22 (Côtes d’Armor, Brittany):  http://bio22.fr

PRODUCERS: ADAPTING TO THE DEMAND  

BUYERS: PUTTING SOLUTIONS IN PLACE TO FACILITATE  
RESPONSES FROM LOCAL ORGANISATIONS

EMPLOYING AN INTERMEDIARY ORGANISATION TO MATCH  
SUPPLY WITH DEMAND

DO

• Have all the requisite certificates and approvals in place to ensure ability to supply kitchens at school refectories, retirement homes, 
etc. Check the applicable standards from health and veterinary authorities .........................................................................................

• Ability to commit to a long-term agreement with public-sector buyers and supply predetermined volumes ......................................
• Commitment to the local area  ...............................................................................................................................................................
• Sufficient cash flow to tolerate the longer payment terms sometimes dictated by public-sector institutions .......................................
• Meet with colleagues who also supply public-sector institutions ...........................................................................................................
• Awareness of the problems involved in responding to public-sector procurement contracts (legal terminology, number of documents 

to complete and submit) .........................................................................................................................................................................

• Buying locally sends out a strong political message in support of local enterprises and their initiatives ..............................................
• Meet with producers to adapt your requests to the production capacities of local producers (type of produce, packaging and vo-

lume). It is important to start with the problems and specific difficulties that producers face ...............................................................
• Start by placing small orders to test the products and get to know them .............................................................................................
• Ensure all administrative documents are comprehensible (language, volumes, etc.); e.g. attach an explanatory note to the contract 

to make it easier to interpret, and a summary of deadlines and documentation to be submitted ........................................................
• Allow producers sufficient time to respond ............................................................................................................................................
• Give suppliers the opportunity to suggest alternatives. It can be useful to provide guides and training .............................................
• Support the agricultural facilities in your local area too, to allow the local offer to develop  ................................................................
• Educating the palates of young diners is to be encouraged as they are tomorrow’s consumers ..........................................................
• Meet with elected officials and local councils who are going through a similar process .......................................................................
• Be flexible with regard to the contingencies facing suppliers (weather conditions, quality of harvest, etc.) .........................................

 

 

 

 

 

 

THE INTENTION IS NOT TO DO THE WORK OF THE PRODUCER, BUT BE A FACILITATOR OR INTERMEDIARY ORGANISATION SUCH 
AS A CHAMBER OF AGRICULTURE, ORGANIC FARMING INSTITUTION OR LOCAL AUTHORITY CAN EASE TRADE RELATIONS BY:  

• Reporting on tenders published and closing dates ................................................................................................................................
• Analysing calls for tender to confirm if it is appropriate for the distributor or producer to respond ....................................................
• Studying calls for tender and compiling a summary of documents to be submitted with responses; this will ensure producers don’t 

miss out due to an administrative oversight  ..........................................................................................................................................
• Supporting farmers who respond as a group to decide on the task of each one ..................................................................................
• Responding to questions from producers ...............................................................................................................................................
• Organising meetings between buyers and suppliers to identify problems and implement solutions ...................................................
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Organising a strictly local farmers’ and artisans’ market
 

Consumer demand for ‘local’ products of which they know the provenance,  
together with the imperative for producers to offer added value to their produce,  

has led to the establishment of short supply chains. This sheet demonstrates the selection process 
that producers and artisan processors employ in a rural location with marked boundaries.

TOOL SHEET 7 - ORGANISING A STRICTLY LOCAL FARMERS’ AND ARTISANS’ MARKET

DEFINING YOUR VISION OF A LOCAL PRODUCT

DRAFTING THE MARKET REGULATIONS  

MANAGING COMPETITION  

• Define your vision of a local product and rate each potential trader according to the criteria you’ve decided on: proximity to the 
production/processing site (seasonal availability, production method, short supply chain, traceability, etc.) ........................................

• Set out an order of priority for trading at the market:  ............................................................................................................................
               For example: 

                PRIORITY 1 = farmers who welcome visitors to the farm  
                PRIORITY 2 = farmers
                PRIORITY 3 = agricultural cooperatives
                PRIORITY 4 = artisan processors

• All producers and artisans from the local area are admitted even if they are in direct competition with another local producer ..........
• Producers and artisans from the surrounding area are admitted if they sell products that are not available within the municipality .....
• Producers and artisans from further afield are admitted if they represent an established ‘terroir’ (e.g. Lorraine plums, Guérande 

salt) ............................................................................................................................................................................................................

• A minimum percentage of farmers and foodstuff merchants are admitted ..........................................................................................
• JFor certain products, a maximum number of producers are admitted ................................................................................................
• No reselling is allowed; every market trader must be either the producer or the producer’s official representative .............................

MATCHING SUPPLY  
WITH ORDERS N° 7

LOCAL 
INSTITUTIONS

REGULATIONS FOR THE LÉGLISE 
‘TERROIR’ MARKET 
 A market selling produce from the Léglise terroir 
was established in 2013 at the instigation of the local council, 
in collaboration with the Haute Sûre Forêt d’Anlier natural 
park.

The principal objective was to support the local economic 
stakeholders in the area - the local producers - by providing 
a central location for them to sell their products to local re-
sidents and visitors in a rural community comprising 28 vil-
lages and with a population of a little over 5,000. The market 
is held on the first Saturday of each month between April 
and October, and is organised enthusiastically by seven vo-
lunteers throughout the season. The event represents a co-
ming together of all the active forces in Léglise:
 •  producers and artisans,
 •  local consumers
 •  municipal associations that take part in organi-

sing the market, thereby publicising their activi-
ties and deriving useful benefits for developing 
their activities

 •  tourists

 In terms of competition, the prime intention of 
the producers, volunteers and local council in Léglise is to 
promote produce from their own region. One particular 

feature of the Léglise market is that it has the status of a 
private market, rather than being publicly owned. Because 
of this, the organisers are able to restrict access to the mar-
ket to producers who meet the requirements only; not all 
traders are admitted.  

 Guidelines have been drawn up to identify what 
constitutes a local product by matching it against a range 
of 10 possible criteria, each identified with a star. The pro-
ducts offered by a trader must all have a minimum of four 
stars, and one product must have at least six. 

EU Rural Review no. 12: 
Local Food and Short Supply Chains, European Network 
 for Rural Development

Léglise Tourist Office
00 32 (0)63 57 23 52 - o.t.leglise@gmail.com
Rue de Luxembourg, 46 - 6860 Léglise

DO
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TOOL SHEET 8 - ORGANISING TRADE SHOWS TO RATIONALISE SUPPLY AND DEMAND

Organising trade shows to rationalise supply and demand
 

This tool takes a practical approach to the fundamental elements that come into play  
when organising an event designed to promote local produce,  

bringing together players involved in supply with those in demand.

MATCHING SUPPLY  
WITH DEMAND N° 8

LOCAL 
INSTITUTIONS

LES RDV PROALIM,  
A NEW TRADE SHOW FORMAT 
 The Normandy Chamber of Commerce, La 
Manche Chamber of Trades and Crafts and the West Nor-
mandy Chamber of Commerce and Industry have come 
together to co-found a new trade show format that unites 
professionals in the food sector: Les RDV PROALIM (PROA-
LIM meetings).

These meetings take the form of speed meetings - short 
encounters lasting just a few minutes which give buyers 
and suppliers the opportunity to form connections quickly 
and efficiently, with the aim of developing new business 
partnerships.

Participants at the shows include: 

 •  Producers
 •  Food processors
 •  Artisans in the food sector (bakers, meat curers, 

cheese makers, etc.)
 •  Food merchants (grocers, greengrocers, mi-

ni-market owners, etc.)
 •  Wholesalers
 •  Restaurateurs and caterers
 •  Managers of catering establishments

 78 companies took part in 2018. The attendees 
were also able to participate in a conference-discussion 
in the morning: ‘New and emerging consumer trends and 
practices in the food sector: where to focus your innova-
tions and objectives for your local area’. 

The checklist below, developed in conjunction with the co-
owners of Les RDV PROALIM, offers a number of essential 
points to take into consideration when organising an event 
of this type.

Les RDV PROALIM is a registered trademark and can only 
be used under authority.

www.rendezvousproalim.fr/manche
Video on Les RDV PROALIM 2018:  
www.youtube.com/watch?v=rIactBdsFGE&feature=youtu.be

La Manche Chamber of Agriculture:   
normandie.chambres-agriculture.fr
La Manche Chamber of Trades and Crafts: www.artisanat50.fr
West Normandy Chamber of Commerce and Industry:  
www.ouestnormandie.cci.fr

UPSTREAM

ON THE DAY

DOWNSTREAM

DO

AIMS  
• Identify the aims of the event and the target market (producers, food processors, artisans, etc./traders, restaurateurs, caterers, 

canteen managers, etc.) .........................................................................................................................................................................
• Decide on the time allowed for each meeting depending on the availability of the target participants .............................................
ENGAGEMENT AND COMMUNICATION
• Actively engage professionals (an essential step in the organisation of the event), using a variety of communication channels: phone, 

email, partner-intermediaries, press, social media .................................................................................................................................
• Ensure there’s a balance between the different types of participant (types of seller, types of buyer and geographical location) .......
REGISTRATION
• Open the registration period for participants and compile a run-down of the companies and their products or expectations ..........
• Sort through the applications and confirm registrations .......................................................................................................................
• Ask participants to pay a deposit to confirm their attendance on D-day  .............................................................................................
• Produce an online catalogue containing descriptions of the participants .............................................................................................
MATCHING
• Ask participants to choose which professionals they wish to meet .......................................................................................................
• Use a software programme if there are more than 30 participants to be matched  .............................................................................
• Draw up a schedule of meetings depending on the number of participants, and allow time for informal meetings ...........................
ADVICE
• Inform participants and help them prepare for their meetings (introducing their company and products, preparing a questionnaire 

to gather the information they need from their interlocutors, etc.). The meetings are fairly short and should be used to the best 
effect. ......................................................................................................................................................................................................

NETWORKING 
• Distribute the catalogue containing details of the participants to all on arrival ....................................................................................
• Act as intermediary; introduce any participants available for informal meetings to each other ...........................................................
ROLL-OUT OF MEETINGS
• Distribute the meeting schedules on D-Day. Some participants may be approached by professionals they hadn’t previously targeted 

and withdraw from the meeting if they are not aware of it beforehand. Results show that these meetings can lead to new openings ..
• Act as time keeper. Make sure the meeting slots are strictly adhered to ..............................................................................................
LOGISTICS
• Enlist a big enough team to cover all the organisational aspects ..........................................................................................................
• Set up clear signage and reserve car park spaces nearest to the meeting hall for participants who will be bringing equipment .......
• Assign a numbered table to each meeting and make sure participants who bring samples to show don’t have to move around ......

EVALUATION
• Prepare two feedback questionnaires; one to be filled in straight away by the participants, the other a few months later after the 

economic benefits have been assessed and new partnerships created ................................................................................................
• Hold a review meeting with the organising partners  ............................................................................................................................
ORGANISING THE NEXT EVENT
• Allow sufficient time between events to ensure the attendance of different professionals .............................................................................
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TOOL SHEET 9 - PRIORITISING LOCAL PROCUREMENT 

PRIORITISING LOCAL PROCUREMENT WITHIN THE REGULATIONS  
FOR PUBLIC-SECTOR CONTRACTS

 
For public-sector institutions, the desire to favour local suppliers often comes up against legal 

constraints, in particular the restriction on geographic preference. This sheet summarises the range 
of solutions available to local authorities for obtaining local supplies at the best price. 

MATCHING SUPPLY  
WITH ORDERS N° 9

LOCAL 
INSTITUTIONS

AGRILOCAL,  
a public-sector procurement tool  
to support local purchasing 
 To support local purchasing without circumven-
ting the French public-sector procurement code, there are 
solutions at every stage of the procurement process: 

•  Identifying requirements: the allocation of orders invol-
ves dividing procurement contracts into a number of sub-
groups called ‘lots’, which may be allocated separately to 
different suppliers.  

•  Sourcing: matching what’s available locally as closely as 
possible with what the buyer is looking for. 

•  Drafting the contract: by clearly defining the purpose and 
the technical and administrative clauses, you can adapt 
your contract to suit local suppliers. 

•  Evaluating bids: selecting award criteria and weightings. 
•  Execution of the contract: monitoring, reviewing to en-

sure good communication between all parties.

 Agrilocal is a national association that was set up 
in 2013. Its purpose is to bring together stakeholders in 
the collective catering sector with local producers, via an 
online platform that operates in line with public-sector pro-
curement regulations. Agrilocal is not an online catalogue, 
it’s an ordering tool that’s free to use, at https://www.agri-
local22.com. It operates at département level. The inten-

tion is to boost the local economy by supporting outside-
the-home catering.
As well as operating on a paperless basis, Agrilocal also 
helps by upholding the 3 principles of public-sector pro-
curement: 
 
 1. Transparency of procedures
 2.  Freedom of access to all supplier raw materials
 3. Equal treatment of all candidates 

In 2019, the turnover generated by AGRILOCAL in Côtes 
d’Armor was 250,000 euros. The main obstacles remain 
the need to anticipate orders and the deadlines imposed. 
There are also plans to carry out logistical studies to avoid 
multiple deliveries.

TERRA NOVA report: Les enfants passent à table  
https://tnova.fr/rapports/les-enfants-a-table-accelerer-la-tran-
sition-alimentaire-dans-les-cantines-scolaires

LOCALIM guide: 
agriculture.gouv.fr/localim-la-boite-outils-des-acheteurs-pu-
blics-de-restauration-collective

IDENTIFYING REQUIREMENTS

SOURCING

COMPILING THE OFFER

EVALUATING THE BIDS

DO

IDENTIFY WHAT YOU NEED AND IN WHAT QUANTITIES, PLUS OTHER REQUIREMENTS (quality certification, organic farming, etc.)
• Identify the overall categories of products that you need without going into detail ............................................................................
• Quantify amounts in line with the what’s available locally (if the lots are too small, the order will not attract suppliers and there will 

be the added cost of delivery) ...............................................................................................................................................................
• Think about how the goods are packed and reducing the packaging required, as well as the order units and sizing.........................
• Specify the quality you require (quality seals, certification, etc.) ...........................................................................................................
• Decide the frequency of deliveries ........................................................................................................................................................
• Set a budget ...........................................................................................................................................................................................

MATCH THE REQUIREMENTS OF THE BUYER AS CLOSELY AS POSSIBLE WITH WHAT’S AVAILABLE FROM LOCAL PRODUCERS 
• Familiarise yourself with every aspect of the products by testing them (precise name, weight, order units, volume, packaging,  

nutritional and health values, provenance) ............................................................................................................................................
• Get to know the suppliers, their production capacity, visitor capacity, social action, quality certifications etc. ...................................

• Express your requirements in terms of maximum number of intermediaries allowed and delivery time, to favour local responses ...
• Describe your quality expectations: freshness - shortest acceptable time between harvest and delivery, nutritional and organoleptic 

properties ...............................................................................................................................................................................................
• Include clauses concerning production methods: seasonal availability of products, breeding conditions, animal welfare (distance 

travelled by the animals, born and raised in the same place, type of feed, type of breeding), management of packaging, carbon 
footprint, etc. ..........................................................................................................................................................................................

• Include your communication requirements: traceability guarantees, compulsory educational visits or other awareness-raising activities ...
• Add clauses concerning the suppliers’ social action (vocational development) ....................................................................................
• Allow flexibility on tariffs to adapt to market fluctuations and product variations ................................................................................
• Adopt a clear method of contract follow-up: establish regular meetings, summary reports from the supplier ...................................
• Include financial penalties and conditions for non-renewal and termination of the contract ................................................................

THE SELECTION CRITERIA MUST BE LINKED TO THE PURPOSE OF THE CONTRACT AND THE CLAUSES. EVALUATE BIDS IN TERMS OF: 
Product quality  • Organoleptic and culinary qualities of the products. Indicator: all product data sheets ...........................................
  • Product traceability. Indicator: supplier’s ability to prove the provenance of the produce .......................................
  • Food safety, management of health alerts, management of allergens. Indicator: description of production process,
   company quality procedures .......................................................................................................................................

  • Performance in terms of environmental protection. Indicator: quality certification or procedures, description of 
  production method, staff qualifications and experience, machinery  .........................................................................

  •  Performance in terms of direct supply. Indicator: number of intermediaries .............................................................
  • Social criteria: performance in terms of vocational development for disadvantaged people. Indicator: number of  

  social integration, partnership with a social integration operator or internal arrangements, supervision and staff  
  training methods, qualifications of staff and supervisors ...........................................................................................

  • Economic criteria. Indicator: guarantees of fair remuneration for producers (in accordance with article R. 2152-7  
  of the French public-sector procurement code) .........................................................................................................

Price •  Set the weighting of the price criterion at 35% maximum .........................................................................................

  • Management of orders from receipt of order form to sending the invoice. Indicator: work methodology ..............
  • Management of returns, non-availability. Indicator: work methodology ....................................................................

Criteria that 
favour ecological 
and social tran-
sitions

Qualité des  
services associés
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TOOL SHEET 10 - CHANGING CONSUMER HABITSTOOL SHEET 10 - CHANGING CONSUMER HABITS

N° 10

Changing consumer habits
 

Today’s consumers are mindful of the messages that advocate buying local,  
healthy and sustainable produce.  

The aim of this tool is to underpin this tendency at local business level.

ADDING ECONOMIC  
AND SOCIAL VALUE

PRODUCERS AND 
ENTREPRENEURS

 THINK 
Consumer behaviour depends on 
motivation (the urge to do so-
mething) and ability (level of difficul-
ty in accomplishing it), but it is also 
influenced by triggers. 

As a local producer or a local bu-
siness, how can you get people to 
buy more local products?  

What motivates people, why would 
they want to change?
-  Physical sensations: pleasure, pain, 

e.g. a pleasant taste or smell.
-  Emotions: hope/pride or fear/guilt, 

e.g. the hope of good health by using 
healthy local products or pride in hel-
ping local producers earn a living.

-  Social reasons: your actions can lead 
to being embraced or rejected by a 
certain social group.

What makes people able to do  
something?
- Historical perspective
-  Disposable income
-  Physical effort required, e.g. it’s easier 

to take the car and do your weekly 
shopping at the supermarket

-  Mental energy, e.g. large families 
don’t have the time and energy to 
look for local products in each indivi-
dual producer’s store

- Habit/routine

What are the triggers?  
A trigger attracts attention and 
prompts action; the trigger is what 
ultimately pushes a consumer to act.
-  Smelling or tasting something
-  Marketing
-  Low price or special offer

 WORK 
CHALLENGE 1 : 
What can I do to change these 
motivations?
CHALLENGE 2 : 
How can I make life easier for 
consumers?
CHALLENGE 3 : 
What triggers can I use to 
change consumer behaviour?

Motivation and ability are in-
ternal elements specific to the 
individual consumer, while trig-
gers are external factors. For 
producers, distributors and arti-
san processors, it’s easier to set 
up triggers such as events, farm 
shops or online sales without ne-
glecting the desires and abilities 
of the consumers. 

1. UNDERSTANDING CONSUMER BEHAVIOUR

Buying local can have other added effects too; it can make a big difference. Money spent locally benefits the local eco-
nomy. Your money is re-used locally for other benefits and services, and has positive effects on economic sustainability 
and the local community (see here, for example: www.lm3online.com). 

 THINK 
Your motivation and your ability to buy local products as a consumer also de-
pends on who you are, because consumers are not all alike. People who are 
committed to protecting the local environment and the local economy, for 
example, or are worried about their health, will be more inclined to buy local 
products. 

The following factors seem to have an effect on buying local products:
- RURAL/URBAN   - SIZE OF FAMILY
- INCOME  - VALUES/LIFESTYLE

 WORK 
As a business owner, you should 
think about who your customers 
are and what your main objec-
tive is. 
CHALLENGE 4 : 
Who are the consumers I’m 
targeting?

2. TARGETING CONSUMERS WHO ARE MOTIVATED  
AND ABLE TO BUY LOCAL PRODUCTS

 THINK 
It’s not easy for a producer or business owner to in-
fluence consumer motivation or ability. Online sales, 
farm shops, events can help change habits. Bear in mind 
that if consumers are not able or motivated, your mar-
keting strategy may not answer your expectations.

 WORK 
Here are some tips to help you make your products more 
accessible to consumers and give them a clear message. 
Your product should be consistent with the lifestyle of 
your consumers and the way they want to be seen by 
others. 

3. TAKE ACTION TO CHANGE  
CONSUMER BEHAVIOUR

OBJECTIVE MAKE THE PRODUCT 
DESIRABLE

MAKE THE PRODUCT VISIBLE AND EASY  
TO BUY TURN IT INTO A HABIT

MAKE THE PURCHASE 
ACCESSIBLE

TRIGGERS SMELL/TASTE MARKETING LOW PRICE

Communication Augmenter l’accessibilité

SAMPLE ACTION Produce good quality food Narrative (why your product is 
healthy and sustainable)

Sell via grocers’ shops, markets, 
farm shops, online Bulk sales

Organise culinary activities Create a map, app or a guide 
 for finding producers

Offer discounts, promotional days, 
special offers

Hold tasting sessions Local vouchers or coupons  Motorway services Special offers

Make sure your product matches 
the image your consumer wants 

to convey of him/herself
Loyalty card for local shops

Consumer groups via a food 
hamper subscription for delivery 

or collection  
Local or city-wide vouchers 

Organise events Sell in places where they usually 
do their shopping

Form a link with another brand, 
co-branding  

Annex yourself to a marketing 
event for another product  

with a bigger marketing budget
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TOOL SHEET 11 - BRINGING A NEW PRODUCT TO MARKET SUCCESSFULLY 

Bringing a new product to market successfully 
 

From initial idea to marketing, there are several stages to go through when developing  
a new product. It is essential to take into account customer expectations.  

Once the product is marketable, your communications have to be effective to make it appealing.  
This tool suggests some paths you might take for this journey as an entrepreneur.

ADD ECONOMIC  
AND SOCIAL VALUE N° 11

PRODUCERS AND 
ENTREPRENEURS

New jams from Normandy get the 
green light from competition judges 
 Having the quality of your product distinguished 
among the other entries in a competition can be a great 
launch pad before you take it to market. An award-winning 
product is a guarantee of quality, which gives it a certain 
media visibility and reassures consumers. 
 
 Many different competitions are held every year, 
both general and specialist; each one an opportunity to 
test new products!
 
 ‘Les Confituriades’ is the world jam championship. 
It is held annually on the third weekend in August at Beau-
puy, a town in Lot-et-Garonne in the Grand Marmandais re-
gion, the second-biggest jam producing region in France.

 Lait Douceur de Normandie, an artisan workshop 
located in the Manche district of Normandy producing 
‘confitures de lait’ (caramel sauces) and other delicacies, 
entered the competition for the first time in 2020 and walk-
ed away with second prize for its red mountain fruits jam in 
the ‘traditional’ class, and a jam made with red Normandy 
fruits in the ‘unconventional’ class. Stéphanie LEBLOND 
and Sylvie PHILIPPON are now preparing to take these 
jams to market. They have been creating innovative and 

unusual products successfully in their workshop for around 
20 years. «It takes about two years from having the initial 
idea to going to market.»

 Lait Douceur de Normandie, a limited liability 
company, was established in 1997 by Stéphanie LEBLOND, 
who comes from a family of farmers and producers of dairy 
products. She started up her own enterprise at the family 
farm, where she developed her first product - confiture de 
lait. It was initially sold at markets, then direct from the 
farm and at delicatessens in La Manche region, and final-
ly extended further into Normandy and beyond. In 2007, 
Sylvie PHILIPPON joined the company specialising in the 
production of confiture de lait and confectionery; an en-
terprise with its own production centre and point of sale in 
an outbuilding at the farm, in a sector with no competitors. 
Tours are held regularly to showcase the manufacturing 
process they use for their products.

 The checklist below has been devised in conjunc-
tion with Stéphanie LEBLOND; a process that can help you 
develop your own new product. 

LAIT DOUCEUR DE NORMANDIE website:   
www.lait-douceur.com

THE IDEA

PRODUCT TESTING AND TASTING 

BEFORE GOING TO MARKET

MARKETING THE PRODUCT

• Listen to your customers and don’t be afraid to talk to them about what they would like and what they need  .................................
• Participate in regional initiatives (food fairs, etc.) to find out what the stakes are in your local area ....................................................
• Keep an eye on what goes on around you (Michelin-star chefs, social media, food fairs) and follow the trends  ................................

• Design the product in-house if you have the technical capabilities  ......................................................................................................
• Tests can be carried out by a laboratory. Tell them what your constraints are, possibly related to your company ethics (e.g. no addi-

tives, etc.) ...............................................................................................................................................................................................
• Taste the product yourself ......................................................................................................................................................................
• Have family and friends taste it too .......................................................................................................................................................
• Let customers taste it in store, where applicable ...................................................................................................................................
• Give samples to your professional clients, where applicable .................................................................................................................
• You may want to employ in a specialist agency that organises consumer testing to assess the organoleptic qualities of the product ...
• Modify the recipe if necessary, depending on the feedback, and go through the tasting cycle again ................................................

PRESERVATION TESTING AND DETERMINATION OF SHELF LIFE
• Carry out preservation tests by varying the temperature for what’s known as ‘cold chain break’ (leaving the container open, expo-

sure to sunlight, natural ageing, etc.). These tests are to enable confirmation of the product’s stability and determine the expiry 
date ........................................................................................................................................................................................................

 > In France, the procedure for carrying out expiry date analyses and age testing are set out in standard NF V01-003 of December 
2018

• You can get these tests done by a laboratory ........................................................................................................................................

PRODUCT IDENTITY
• Identify the target market for your product ...........................................................................................................................................
• Choose a name for the product and create attractive packaging depending on your target market and company identity ..............
• Professionals can be employed to assist with this step (communications agency, graphic designer, etc.) ...........................................

• The product can go to market incrementally. Start by making small product runs and put them out for direct sale (if you have your 
own outlet), then increase production if sales go well and customer feedback is positive ...................................................................

• Make sure the distinctive nature of the product when produced in small batches is maintained when you decide to increase produc-
tion. You may need to modify the recipe. ..............................................................................................................................................

 > Increasing the amount of ingredients in a recipe alters cooking times, which may affect the taste and texture of the finished product.  
• Decide what your message should be and the appropriate communication channels for promoting the product, depending on the 

target market you identified earlier .......................................................................................................................................................
• Set up an introductory offer to tempt customers to try the product .....................................................................................................
• Offer tastings at retailers, markets and trade fairs  ................................................................................................................................

DO
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TOOL SHEET 12 - CREATING EDUCATIONAL ACTIVITIES

Creating educational activities
 

Giving children a lead role in their discoveries: farm activities. Children develop their capacity for 
thinking through activity. This sheet offers ways of introducing them to food products and local 

trades, and helping them acquire the cultural, scientific and artistic tools to understand their diet.

ADD ECONOMIC  
AND SOCIAL VALUE N° 12

LOCAL 
INSTITUTIONS

PRODUCERS AND 
ENTREPRENEURS

Giving children a lead role in their 
discoveries: farm activities 
 The Haute-Sûre Forêt d’Anlier natural park in 
Belgium organises school activities in the region’s seven 
municipalities. The park facilitators have two objectives for 
these farm-based activities: 
 •  To let the children take a leading role in what 

they discover, «because you protect what you 
know and love»

 •  To create a link between farmers and children in 
these villages, and ultimately between farmers 
and consumers

 The intention of the facilitators is to embrace the 
children’s need to learn by using their senses, so all the 
activities take place at a farm where the children can see, 
hear, taste and handle local products in a very real sense. 

 The activities are prepared in close collaboration 
with the farmer. This usually takes place in the village where 
the school is located, the idea being to ‘put the farm at the 
centre of the village’. The team meet up with the farmer to 
discuss the activity and gather the information they need 
to prepare a game. What animals are kept on the farm? 
What plants are grown? What crops are cultivated? Is there 
any processing of the produce? What equipment is used 

on the farm? The aim is to show the children that farmers 
do more than one job: vet, mechanic, market gardener, ani-
mal breeder, secretary, etc. It’s hard to incorporate all this 
in a learning workbook because every farm is different. 

 Once the game has been adapted to the parti-
cular characteristics of the farm, the park team takes the 
children along for a half-day visit. The children are divided 
into four teams and each team is given a puzzle box, each 
box representing a season. They ask questions about the 
animals and what they eat, the machinery and the buil-
dings, and have to write down the answers in a notebook 
during the visit. The children may be allowed to help with 
the farm work, depending on the farmer: milking the cows, 
looking after the calves, mulching, tasting the farm pro-
duce, etc. Then they all gather round a model of the farm 
to sum up their visit, saying what happens on the farm in 
the different seasons. 

 To complete the experience, the park also offers 
workshops where wheat is ground into flour and milk is 
churned into butter; the workshops are held at the farm 
or in the classroom (access to a kitchen is required). The 
children are given a recipe to take away, or a little pot of 
the butter or flour they’ve made themselves. 

GETTING PEOPLE INVOLVED AND DEFINING YOUR OBJECTIVES

DEVELOPING THE CONTENT 

• Bear in mind that children learn through all their senses and have to participate and be involved in the learning process ................
• Understand that the support of facilitators is essential. Field activities are more meaningful than teaching the topic inside the four 

walls of a classroom. Designing basic tools and handing them out to teachers (notebooks, games, learning folders, etc.) without 
the activity or the encounter does not bring the tools to life; they will soon be forgotten and discarded ..........................................

• Work closer with organisations and institutions which provide environmental education and have teams of facilitators ....................
• Establish contact with a knowledgeable person (e.g. a fisherman or farmer) .......................................................................................
• Train teachers in presentation skills upstream (face-to-face or teaching videos) ...................................................................................
• Establish a learning objective, e.g. 
 Examples : 
 > discover the essential link that man needs with water, nature and agriculture in order to eat ..........................................................
 > raise awareness of a fishing industry or food production in the vicinity of the school .......................................................................
• Identify a key message: why do this activity? .........................................................................................................................................
 List different ways of getting the message across:  
 > Playing a game
 > Using the senses
 > Experimenting
 > Using the imagination (stories and tales)
 > Meetings
• Understand the learning objectives for each educational level to ensure the activity corresponds to teacher expectations ..............
• Set up a scientific committee or committee of experts to work with who can reinforce the theoretical content. Meeting with a pro-

ducer can also be a good source of information from the field  ............................................................................................................
• Involve end users from the design stage of the activity to ensure the end result will be appropriate. Don’t be afraid to try it out with 

a class group ...........................................................................................................................................................................................

VISITS, OUTINGS, ACTIVITIES
• Identify:  ..................................................................................................................................................................................................
 - Target audience: age, class 

- Type: treasure hunt, visit, outdoor activity, ramble, nature activity, farm visit, classroom work 
- Themes:  
- Timing:  
- Place:  
- Duration:   
Notes: teaching materials available, additional activities, logistical constraints, equipment required

• Ask teachers to book events in advance to allow time to prepare everything ......................................................................................
• Involve teachers and students in the decision where to hold the activity (parents, neighbours, local producers, etc.) .......................
• Prepare the activity with the producer, cook, processor, etc. (breed, culture, processing workshop, buildings, machines, etc.) ........
• Comply with safety and sanitary regulation ...........................................................................................................................................
• Engage a facilitator for the day of the outing ........................................................................................................................................
• Plan a game to encourage children to seek information during the visit ..............................................................................................
• Allow time for a hands-on session in the workshop ...............................................................................................................................
• Include a plenary session where the children can demonstrate what they’ve learnt during the outing ...............................................

LEARNING FOLDERS/WORKBOOKS: Learning folders prepare children to take part in the activity.
• Write an introduction on the content and instructions on how to use it: procedure, instructions ........................................................
• Include a theory section for the children so they understand the subject: teachers, educators. The theory section should include the 

objectives of the activity, target age groups, theory content, answers to the exercises and evaluation sheets. ..................................
• Put together some activity sheets for inclusion, e.g. for 3-6 year-olds: drawing, tracing, sensory activities, join the dots, drawing 

round shapes, etc.  .................................................................................................................................................................................
• Invent a character, a learning buddy to follow instructions and encourage the children to learn by identifying with him ...................
• Clarify the stages: PREPARATION (design, practicing verbal presentations, preparing materials, observations) - PROCEEDINGS 

(description of main activity) - EXTENSION (field trip, theatre play, choreography, colouring) ............................................................

DO
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TOOL SHEET 13 - ORGANISING TOURIST VISITS INVOLVING LOCAL FOOD PRODUCTSTOOL SHEET 13 - ORGANISING TOURIST VISITS INVOLVING LOCAL FOOD PRODUCTS

N° 13

Organising tourist visits involving local food products
 

You might work for a local authority or tourist office and are wanting to promote  
the local food products in your region to visitors: offer them a guided gastronomic tour!  

Here are a few ways to ensure your project is successful. 

ADD ECONOMIC  
AND SOCIAL VALUE

LOCAL 
INSTITUTIONS

 THINK 
Select the most appropriate produ-
cers, artisans or restaurants depen-
ding on what you’re aiming for. De-
fine your vision of a local product and 
what constitutes a tourist product for 
visitors. 
•  Services: tastings, visits, direct sales, 

cooking activities
•  Themes: seafood, discovering a par-

ticular region, etc.

Decide on the criteria to use when se-
lecting enterprises to include in your 
gastronomic tour or on your app:  
•  Proportion of local food products 

the company uses
•  Availability of a story to tell about a 

product
•  Good experience with customers/

tourism value

•  Authenticity
•  Consistent with core values identi-

fied  
•  Opening times coincide with tourist 

seasons 
•  Able to accept visitors 
•  Promoter of existing local brands, 

quality marks, etc.
•  Company is a member of the tourist 

office

 THINK 
To ensure visitors get the best possible experience and producers, processors 
and restaurateurs achieve maximum added value, it is crucial to work out the 
itineraries and experience you’re offering in advance. 

ITINERARY  
•  Will your tourist product involve 

one itinerary or more than one? You 
could devise a special itinerary for 
groups to places that can accom-
modate large numbers of visitors, 
and another one for individual 
excursions. You could also plan 
different routes using different 
modes of transport. 

•  Should your itinerary attract visitors 
to little-known areas (a balance of 
coastal and inland areas)?

•  Do you want to offer a special 
itinerary for the flagship products of 
the region (lobster, scallops, beers, 
etc.)?

•  Would it be appropriate to link your 
gastronomic tour with other the-
mes, such as the local heritage?

VISITOR EXPERIENCE
•  How long will the tour last and how 

far will visitors have to travel?
•  What modes of transport will you 

use (car, bus, walking tour, bike)
•  What season?
•  How will you organise transfers to 

the tour location for visitors arriving 
via different modes of transport - 
train station, airport, hiking trails?

•  Will there be a charge for the visits 
or will they be free? 

•  Is visitor safety guaranteed in the 
facilities you’re visiting (factories, 
farms, etc.)?

•  Can you establish any links with 
events and demonstrations in the 
region?

 WORK 
When you’ve agreed on the 
purpose of your tourist pro-
duct, it’s time to: 
•   Designate a project leader
•   Identify a minimum or maxi-

mum number of enterprises
•   Set out some rules and a 

charter or common agree-
ment to clarify your vision 
or fundamental values, the 
financial conditions (costs of 
participation in the circuit, 
remuneration for farmers and 
businesses), the terms of par-
ticipation and organisation of 
the network. Example: Route 
des saveurs du Trégor-Goélo, 
more information here:  
www.laroutedesaveurs.com/
la-charte/

•   Meet with the entrepreneurs 
and present your project to 
them.

 WORK 
Draw your route the old-
fashioned way with a map, or 
using an internet app, and set out 
the terms for participation and 
payment, in conjunction with the 
network of companies you’re in-
cluding in the tourist experience. 

Next it’s time for communicating: 
•  Identify your target audience
•   Work out a marketing plan
•   Draw up a plan of action to 

promote the tour online via 
social media

•   Attend to your public relations 
and partnerships (hotels, local 
authorities)

•   Get started on designing 
presentation materials for the 
tours: maps (printed, app, we-
bsite), signage; compile a brief 
description of each enterprise 
involved, the work they do and 
their products. It’s important 
to indicate their opening hours 
and keep the information 
updated.

•   Why not issue passports with a 
stamp to validate each stage of 
the tour?

1. CHOOSE SOME LOCAL ENTERPRISES  
TO INCLUDE IN THE TOUR - PRODUCERS,  
ARTISAN PROCESSORS, RESTAURANTS, ETC.

2. WORK OUT THE ROUTE
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TOOL SHEET 14 - FACILITATING THE INSTALLATION OF COMMUNAL PRODUCTION FACILITIES

Facilitating the installation of communal production facilities
 

This tool offers a support mechanism for agricultural development:  
a subsidy for communal investment in facilities for the production, advancement,  

processing, storage and marketing of foodstuffs. 

ADD ECONOMIC  
AND SOCIAL VALUE N° 14

LOCAL 
INSTITUTIONS

EU Rural Review no. 12:   
Local Food and Short Supply Chains, European Network  
for Rural Development

Wallonia Public Service, General Operational Directorate  
for Agriculture, Natural Resources and Environment, Department  
of Development, Rurality, Waterways and Animal Welfare 
@: hallrelaisagricole@spw.wallonie.be

FORMULATING A POLICY THAT ENCOURAGES RELOCATION

SELECTING ECONOMIC PLAYERS TO RECEIVE SUPPORT

• Formulate a policy which supports the production, promotion, processing, storage and marketing of local foodstuffs.....................
• Allocate a budget envelope, e.g. 4 million euros over a period of 6 years ...........................................................................................
• Organise a call for projects targeting certain sectors: set out the financing arrangements, ceilings, eligible expenditure, support for 

setting up the project and selection criteria ..........................................................................................................................................

Compile an application procedure to include: 
•  How the project links with the stated priorities  ........................................................................................................................................
• Description of the project: location, partners, farmers involved, types of product ...................................................................................
•  A socio-economic analysis of the territory: requirements of the economic players, opportunities and markets identified, existing or 

projected collaborations ............................................................................................................................................................................
•  A detailed description of the planned investments: physical and technical features of the Hall Relais Agricole (buildings and  

installations) ................................................................................................................................................................................................
•  The management principle and procedures to guarantee optimum functioning of activities at the Hall Relais Agricole: coordination 

with farmers and users, governance system, etc. ......................................................................................................................................
•  A draft business plan   ................................................................................................................................................................................
•  The potential for job creation    .................................................................................................................................................................
•  A risk analysis identifying the main risks that could compromise or delay the project .............................................................................
•  A detailed work plan for the project   ........................................................................................................................................................
•  Estimated budget and financing plan for the Hall Relais Agricole project  ...............................................................................................
•  Draft internal regulations for the Hall Relais Agricole, to include the following elements as a minimum: access to any users who can 

prove their status as farmers; the building and installation premises involved in the projected Hall Relais Agricole; aims of the Hall 
Relais Agricole; governance system; involvement of farmers in the governance system; financial terms and conditions of access for 
use or procurement of the Hall Relais Agricole by farmers; description of the responsibilities of all parties and requisite insurance 
commitments.. ............................................................................................................................................................................................

HALLS-RELAIS AGRICOLES 
 Wallonia is actively encouraging the establish-
ment of short supply chains in the interests of sustainable 
development and supporting productive, financially profi-
table family farms. A cooperative approach among produ-
cers is favoured, as it means the costs and risks involved 
with investments can be shared, complementary skills can 
be exploited and full commitment by each partner is as-
sured. 

 With the development of the Halls Relais Agri-
coles in 2011 the Wallonia region has enabled a network 
of processing facilities to be established with local govern-
ment subsidies. Assistance from the ‘Hall-Relais-Agricole’ is 
designed to support producer groups, cooperatives, pro-
motional organisations and public authorities to promote, 
process, store, package and/or market agricultural produce. 

 
 
 
 
 
 
 
 
 
 Grants of up to 200,000 euros allow projects to 
go ahead with funding for consultancy, operations and in-
vestment in fixed equipment. This funding mechanism gi-
ves projects a boost and creates a local dynamic among 
the producers involved. By starting over with new tools for 
processing and diversification, and relocating processing 
operations, Wallonia is also expecting to see a positive ef-
fect on employment in the agriculture sector. 

 Examples include support for a new poultry and 
rabbit abattoir operated by an agricultural cooperative, 
and a shared processing workshop for organically-farmed 
fruit and vegetables. Projects include a group of three far-
mers who have set up La Grange aux Céréales (Grange C) 
to construct buildings for storing, sorting, packing and pro-
cessing organically-produced grain from the Haute-Sûre 
Forêt d’Anlier natural park into pasta and biscuits. 

DO
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Developing a rationale to convince people to buy local
 

How do you convince elected officials, parents and agents  
to use more local products in collective catering?  

What mechanisms exist to reduce the impact of the additional costs and remove logistical obstacles?  

This tool offers a series of points that have arisen from local experiences. 

ADD ECONOMIC  
AND SOCIAL VALUE N° 15

LOCAL 
INSTITUTIONS

TERRA NOVA report: 
Les enfants passent à table, 2020
http://tnova.fr/rapports/les-enfants-a-table-accelerer- 
la-transition-alimentaire-dans-les-cantines-scolaires

BRUDED report:  
17 retours d’expériences pour développer le bio local en restauration collective:
www.bruded.fr/document-technique/17-retours-dexperiences-pour-developper-une- 
restauration-collective-bio-et-locale
Examples from municipalities in Pays de St. Brieuc (Hillion, Plérin, La Méaugon, 
Saint-Alban (France). Contact: contact@pays-de-saintbrieuc.org 

Hillion, not so much a school  
refectory as a school ‘restaurant’ 
 There are still obstacles to local sourcing for col-
lective catering establishments, in spite of a positive trend. 
Some of the stumbling blocks are practical issues: cost, 
quantities available locally, logistical problems, complex 
local authority procurement contracts, etc. But food is also 
a reflection of our vision of society and the changes we 
would like to see for it. The obstacles to buying quality 
local food have arisen from differences in this vision. 

 We sometimes talk about the duo between 
canteen chefs and mayors as a success factor for increasing 
local sourcing for a refectory. A motivated cook may have 
to work with a limited budget, untrained staff and kitchen 
equipment that’s unsuitable for preparing raw ingredients, 
in the same way that a mayor may come up against the 
municipal council. The local people are also players in this 
situation - students, parents and senior citizens. 

 In Hillion, a town of 4,097 inhabitants in 
Côtes-d’Armor, Brittany, the mayor and the school head 
chef have succeeded in increasing the proportion of qua-
lity local products used in collective catering since 2014. 
They both share the same objectives. The changes were 
introduced to increase the proportion of fresh ingredients, 
and therefore the purchase of produce, and an agent was 
recruited for the purpose. There have never been any ob-

jections to the increased budget. The town now plans to 
develop a municipal vegetable garden. In terms of the lo-
gistics involved, adaptation is required by means of ratio-
nalising orders and having sufficient covers to generate a 
profitable market and optimise deliveries. 

 In terms of the project overall, incorporating qua-
lity local products could not have been done without some 
fundamental work on portioning, monitoring the amount 
of waste and favouring home-made dishes, desserts in 
particular. The lunch break has become an opportunity to 
tell the children the story of their meal and where food 
products come from, for a new menu to be drawn up 
each month by the children themselves, and for an extra 
member of staff to be recruited to supervise mealtimes.

TOOL SHEET 15 - DEVELOPING A RATIONALE TO CONVINCE PEOPLE TO BUY LOCAL

LIMITING ADDITIONAL COSTS 

REDUCING LOGISTICAL CONSTRAINTS (PACKAGING, EQUIPMENT, DELIVERIES)

FOSTERING A POLITICAL PROJECT AND VISION OF SOCIETY

INVOLVE ELECTED OFFICIALS, STAFF, GUESTS, FAMILIES AND TEACHERS

• Use seasonal produce ............................................................................................................................................................................
• Adapt recipes to nutritional recommendations (fewer expensive ingredients such as meat, more wholesome, inexpensive ingre-

dients such as vegetable protein and whole grains) ..............................................................................................................................
• Reduce food waste by monitoring leftovers on plates and serving dishes ...........................................................................................
• Pass on the savings made from purchasing quality products ................................................................................................................
• Adapt servings to the type of diners (peel and slice apples, slice cheese, offer sliced or self-serve bread, reduce the amount of meat 

for young children) .................................................................................................................................................................................
• Schedule regular vegetarian meals ........................................................................................................................................................
• Revise menus to include fewer items (4 instead of 5, leave out the cheese, etc.) which also reduces serving time ............................
• Review the layout of the restaurant: display the main course options before the starters, reduce the number of options, offer diffe-

rent sized plates .....................................................................................................................................................................................
• Set up a ‘swop’ table in self-service establishments; what one diner doesn’t want can be swapped with another for something 

else .........................................................................................................................................................................................................
• Cook at low temperatures (appropriate equipment needed to save time and energy) ........................................................................

• Ideally, have a suitable kitchen for preparing meals on site and an area for preparing fresh, raw, unprocessed items ..............................
• When contracts expire, renegotiate them with a stipulation for local produce ...........................................................................................
• Work with a local central kitchen for deliveries if the kitchen has cook-and-serve facilities, a vehicle and suitable equipment ................
• Operate a group ordering and delivery system with other municipalities, establishments or customers ...................................................
• Order produce from producer groups  ..........................................................................................................................................................
• Use distribution platforms ..............................................................................................................................................................................
• Reduce the constraints linked to public contracts .........................................................................................................................................

• Contribute to the reputation and appeal of the establishment and the town by offering quality meals ..............................................
• Create jobs (new posts, facilitator in the school refectory, cook and cook’s help for peeling and preparation) ..................................
• Foster links between town and country, social cohesion and educating future citizens .......................................................................
• Promote public health ............................................................................................................................................................................
• Improve water quality .............................................................................................................................................................................
• Assume any additional costs and logistical constraints judiciously ........................................................................................................
• Encourage the agricultural transition and changes in production methods  .........................................................................................
• Target everyone for collective catering; social justice on food ..............................................................................................................
• Comply with legislative and regulatory requirements ...........................................................................................................................
• Develop a strategy with the desired objectives and share it (health, environment, waste, education, local development, etc.) ........
• Use local networks: chambers of agriculture, organic farming groups (discussions, round tables, etc.) ..............................................
• Work on reducing packaging (especially plastics). Develop practices geared towards home-made dishes, desserts in particular. .....

• Raise awareness among elected officials and management with feedback from other municipalities and establishments .................
• Understand the production practices used by farmers and fishermen (technical, healthcare, environmental, etc.) .............................
• Teach cooks new recipes or how to use new ingredients available through suppliers (cooking techniques, different cuts), repeat 

training for kitchen teams to cascade information.................................................................................................................................
• Make lunch break a time for learning and teaching in terms of eating well ..........................................................................................
• Create a comfortable, more intimate atmosphere for diners and call it the ‘school restaurant’ rather than the ‘school refectory’ ..........................
• Improve working conditions for agents (quality, ergonomic clothing and equipment) .........................................................................
• Train serving staff and teachers ..............................................................................................................................................................
• Offer educational activities (meetings with producers, garden visits, kitchen tours, educating the palate, parents’ visits) .................  
• Take an incremental approach to test feasibility: start with one meal per week made from 100% local produce, for example ..........
• Draw on associations, groups or collectives of cooks and collective catering managers......................................................................
• Communicate on good practices in collective catering .........................................................................................................................
• Involve children in creating menus .........................................................................................................................................................

DO



LOCALEAT COOPERATION PROJECT


