Title:
Are Online Shoppers Aware and/or Interested In Learning About Direct-To-Consumer Market Outlets?

Authors: 
Dominique Gumirakiza, Stephen King, and Thomas Kingery 
Western Kentucky University
Department of Agriculture

Abstract:
Online shopping is increasingly becoming popular among consumers and businesses (Kotler and Armstrong, 2012 & Rigby, 2012). Regardless of this popularity, levels of awareness for direct-to-consumer market outlets are still unknown. Nor is it known whether online shoppers are willing to learn about such market outlets in their communities. This study uses data collected from a stratified randomly selected sample of 1,205 online shoppers. Results indicate the 38 percent of online shoppers are not aware of marketing strategies for local fresh produce in their area. 43 percent are aware of marketing strategies for organic produce in their area. 20 percent are not aware of any market outlets for local fresh produce in their communities. Age, female, WIC & food stamp, and interests in CSA positively explain the likelihood of learning about direct-to-consumer market outlets. Those who did not attend farmers’ markets recently and those who are skeptical to shop fresh produce online are less likely to learn about the market outlets. This study is useful to fresh produce growers and agricultural marketers. It provides an understanding of levels of awareness about fresh produce markets among online shoppers. It also contains critical information that marketers could use to increase the awareness targeting consumers with specific characteristics.
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