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 Of those respondents who would not buy LG/P wood products if they were 

available, eight said they “don’t really need any wood products.” This is in support of the 

opinion leader belief that consumers who buy LG/P agriculture don’t have a lot of 

demand for wood products. Education may be necessary in order to inform consumers 

about what constitutes a local wood product. Some consumers thought that any product 

bought at a local hardware or lumber store was a local wood product. This is supported 

by the perceived indeterminate status and low visibility of local wood products 

articulated by opinion leaders. 
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  Figure 4. Local wood products purchasing by consumers of LG/P agricultural       
products in the Pioneer Valley of western Massachusetts (N=44). 
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Figure 5. Hypothetical intention to purchase local wood products by 
consumers of LG/P agricultural products in the Pioneer Valley of western 
Massachusetts (n=44). 
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4. RECOMMENDATIONS/SUGGESTIONS 
 

Buy Local agriculture campaigns such as that in the Pioneer Valley recognize the 

important role of consumers and consumer attitudes in establishing and maintaining 

robust markets for LG/P agricultural goods. Local wood producers would benefit from 

identifying their target customer base and implementing a promotional campaign that 

appeals to the salient attitudes of their target consumer.    

Consumer attitudes are dynamic and are influenced by a range of factors (Beckett 

and Nayak 2008; Ajzen 1991), including information, social and cultural norms, beliefs, 

values and perceptions (Ajzen 1991; Ajzen and Fishbein 1980). Claims made by 

respected others, such as opinion leaders, play a significant role in the development of an 

individual’s attitude toward a certain product (DuPuis 2000; Ajzen 1991). Therefore, 

providing consumers with information about the benefits of local wood products through 

labeling, branding or other promotional efforts will directly influence attitudes towards 

local wood products (Tokarczyk and Hansen 2006; Ajzen 1991). 

   Producers of local wood products may benefit from expanding their own 

knowledge of consumers. Gaining insight into existing consumer attitudes and beliefs 

through market research and test marketing, such as that done by CISA, would enable 

producers to deliver effective marketing messages that resonate with consumers (Allen 

and Hinrichs 2007). Promotional messages must appeal to consumers psychological 

concerns (Tokarczyk and Hansen 2006).  The promotional campaign by CISA included 

paid and unpaid advertising and outreach events. This two-pronged approach built 

awareness of locally grown foods and, importantly, established relationships between 

producers and consumers based on trust (O’Hara and Stagl 2001).   



 47 

As opinion leaders pointed out, successful producers understand the attitudes and 

beliefs of their target consumer, and position themselves in order to appeal to consumer 

attitudes and beliefs. Additional training of producers in marketing, communication, 

retailing or related areas is likely necessary for success in promoting local wood products 

(Tokarczyk and Hansen 2006). Collaboration and cooperation among producers and other 

stakeholders is also critical (Feagan 2007). By collaborating with a wide range of 

stakeholders, such as architects, homebuilders, landowners, and others, producers of 

wood products can build a broad base of support through the creation of support networks 

(Murdoch 2000). Again, this may require marketing, communication or other skills 

beyond those related to wood production. 

Though forests provide important ecosystem services (e.g. Costanza et al. 1997) 

consumers may not understand the role of local wood products markets in ensuring 

forests exist for future generations. Education emphasizing the complex relationship 

between keeping forests as forests and consuming local wood products may provide a 

foundation for a local wood products campaign. 
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APPENDIX 1. OPINION LEADER BIOGRAPHIES 

 
 
 
Richard Burke: Mr. Burke began working for the USDA in 1976 as a loan officer for 
the Farmers Home Administration, which later became the Rural Development Agency. 
In his 33 years working for the USDA he held various supervisory positions and worked 
on several programs to enhance farm viability. Most recently, he was working for the 
State of Massachusetts as the Director of Agricultural Business Programs. In 2009 Mr. 
Burke was appointed to the position of State Executive Director of the Farm Services 
Agency, a position he currently holds. He works directly with farmers and producers on 
financial assistance, farm loans and commodity production as well as direct marketing. 
He has a B.A. in Forestry and Natural Resources from the University of Massachusetts.  
 
Daniel Finn: Mr. Finn works for Pioneer Valley Local First (PVLF), a subsidiary of 
Businesses Alliance for Local Living Economies (BALLE) on efforts to enhance the 
viability of local communities through promoting local businesses. He serves on the 
Executive, Marketing and Membership, and Events Committees for Pioneer Valley Local 
First, and regularly attends BALLE conferences on local economies. Prior to PVLF, Mr. 
Finn worked for the New England Businesses for Social Responsibility. He has a B.A. in 
Environmental Studies.  
 
Elisa Campbell: Ms. Campbell is an Environmental Activist for various boards, groups 
and committees.  She has been involved with the Sierra Club, and most of her efforts in 
the past two decades have been to protect Massachusetts’ state-owned public lands.  
Ms. Campbell served as a member of the Board of Managers for the state’s Department 
of Environmental Management from 1995 through 2000. She is active with the Wildlands 
and Woodlands organization and she is also a free-lance columnist for the Amherst 
Bulletin where she publishes monthly opinion pieces on environmental issues and 
conservation planning.  
 
Jay Healy: Mr. Healy and his family have owned and operated the 475-acre Hall Tavern 
Farm since the early 1900’s. Today the forests of Hall Tavern Farm have been 
transformed to an economically and environmentally sustainable forestry operation 
through employing innovative forest management practices that protect the natural 
habitat and optimize more profitable ways to operate.  In 2002, Mr. Healy received a 
grant from the Massachusetts Farm Viability Program through the Department of 
Agricultural Resources that enabled him to expand his business operation. Each year, he 
targets 10 to 15 acres of woodlands for forest improvement. Mr. Healey was a former 
state legislator and agricultural commissioner.  
 
Margaret Christie: Ms. Christie served as CISA's executive director from 1997-1999, 
when the “Buy Local / Be a Local Hero” program was launched, and interim executive 
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director in 2008. She is currently in charge of new project development at CISA and is 
focused on infrastructure and research projects related to large-volume sales of locally 
grown products. Prior to joining CISA, Ms. Christie worked for the University of 
Massachusetts Integrated Pest Management Program and the Northeast Organic Farmers 
Association. She has a bachelor of science degree in sustainable agriculture from The 
Evergreen State College and a master of science degree in rural sociology from the 
University of Wisconsin-Madison. 
 
Charlie Thompson: Mr. Thompson works as a forester for GMO Renewable Resources, 
one of the largest Timber Investment Management Organizations in the world. He serves 
as a member on the Technical Steering Committee for the Massachusetts State Forestland 
Management Committee. He was previously the Executive Director of the New England 
Forestry Foundation.  
 
Bob O’Connor: Mr. O’Connor coordinates land conservation programs for the 
Massachusetts Executive Office of Energy and Environmental Affairs. He works on 
agriculture and forestry issues, and participates in discussions about forest policy in the 
Forest Forum and beyond. He has worked at various jobs in state agencies for the past 25 
years. He runs the Massachusetts Forest Forum, which has as one of its main goals to 
emphasize and strengthen value-added local wood processing and marketing. He has a 
Bachelor of Arts in Forestry from SUNY Syracuse and a Master of Science in 
Administration from the University of Massachusetts. 
 
Mary Jordan: Ms. Jordan is the Director of Agricultural Development for the 
Massachusetts Department of Agricultural Resources, Division of Agricultural Markets. 
She has served as Director since 1996, when she was appointed by then Commissioner 
Jay Healy. The Division of Markets works to promote the growth and viability of 
Massachusetts’ agricultural markets locally, regionally and nationally. Ms. Jordan 
oversees all of the programs within the Division of Markets, including Commonwealth 
Quality Program, Farm-to-School Initiative, “Mass grown and Fresher” Logo, Specialty 
Foods and Value-Added Production, Farmers Markets, and Export Development. Ms. 
Jordan works closely with over 50 agricultural and commodity organizations as well as 
with a broad-breadth of local, state, and federal level entities. She received a Bachelor of 
Arts from Framingham State College in 1987. 
 
CS Wurzberger: Ms. Wurzberger is the manager of marketing at Our Family Farms. Her 
background and expertise are in marketing, and recently she began working on various 
aspects of Buy Local marketing and consumer research.  
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APPENDIX 2: SURVEY QUESTIONARRES 
 
 

Interview Questions: Opinion Leaders 
 
FIRST TASK: INFORM THE PARTICIPANT OF THE SURVEY RESEARCH 

 
1. Explain my role as a researcher doing research on local agriculture in the 

Pioneer Valley. Explain that I am a Masters student at the University of 
Connecticut. 

2. The purpose of the research is to better understand why people buy locally 
grown agricultural products in the Pioneer Valley. The results of this 
research will be published in a thesis and a peer-reviewed journal. 

3. Explanation of ethical issues: “I anticipate the interview should take no 
more than one hour and you may stop it at any time”; “answer any and all 
questions you choose, and refuse to answer any question”; “may I disclose 
your name in my report or would you prefer to be anonymous?” 

4. Permission to audio-record: “may I record this interview or would you 
prefer I not record it?”  
 

PART 1:  
 
Opening (trust-building) questions: 
 
1. Can you tell me when you first became aware of the “Buy Local” 

phenomenon, or when you first became engaged in it? 
 

2. Can you tell me about your employment history? Education? 
 
Addresses the consumer attitudes and beliefs 
 
3. In general, why do you believe more people buy locally grown or produced 

agricultural products every year? What prompts them to do this? 
 

4. Specifically, why do you think people in the Pioneer Valley buy locally grown 
or produced agricultural products? If more than one reason, which is most 
prevalent? What are the consumer attitudes and beliefs?  
 

 Addresses the various actors making competing claims 
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5. How did the Buy Local phenomenon evolve in the Pioneer Valley? When did 
it begin? Gain traction? How has it changed over time? Why has it been so 
successful here?  
 

6. Who are the proponents of the Buy Local agriculture phenomenon? Are there 
opponents? Has this changed over time, and if so, how? Why? 

 
 

Addresses the local wood products movement/potential 
 

7. Are you aware of locally grown or produced wood products in the Pioneer 
Valley? If so, can you tell me about this? When did you first become aware of 
or engaged with them? (e.g. Homegrown wood) 
 

8. Do people in the Pioneer Valley buy locally grown or produced wood 
products? If so, why? What are the concerns of consumers of local wood 
products? Are there certain locally grown/produced wood products that are 
popular? 

 
9. What barriers do you see that would prevent people from purchasing local 

wood products? What are advantages? 
 

 Addresses the various actors making competing claims 
10. How did locally grown or produced wood products evolve in the Pioneer 

Valley? When did it begin? Has it gained traction? When? Has it changed? Is 
it successful and if so, why?  
 

11.  Are there proponents of locally grown or produced wood products? Are there 
opponents? Has this changed over time? What changed? 
 

12. Are people involved in the Buy Local agriculture movement also involved 
with locally grown or produced wood products?  
 

 
     Closure  
 
13. Is there anything else you would like to tell me? Did I miss anything? 

 
14. Can you suggest anyone else you believe is close to the Buy Local agriculture 

movement *(or locally grown/produced wood products) that I should speak 
with? How can I reach them? 
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Survey Instrument: Consumers 
 
Hello. My name is Charlotte Rand and I am a graduate student at the University 
of Connecticut. I am doing research on the Buy Local agricultural phenomenon in 
the Pioneer Valley, and part of my research involves a survey of consumers. 
Please help yourself to an information sheet with more details. Would you mind 
taking 2-3 minutes to answer a few questions? 
 
Opening (trust-building) questions: 

 
15. Do you buy locally grown or produced agricultural products (Yes; No; Don’t 

know)? If so, how often? 
 Daily 
 Weekly 
 Monthly 
 Yearly 
 Other 
 Don’t know 

 
16. What do you buy, and where do you go to buy it? 

 
 Addresses consumer attitudes and beliefs 
 

17. Why do you buy locally grown or produced agricultural goods?  
 Supports local economy 
 Conserves rural landscape 
 Protects the environment 
 Fresher and better quality food 
 More socially responsible 
 Other 
 Don’t know 

 
18. If more than one reason, which is the strongest? 

 Supports local economy 
 Conserves rural landscape 
 Protects the environment 
 Fresher and better quality food 
 Lower carbon footprint 
 Better price 
 Fair wages for laborers 
 Other 
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 Don’t know 
 

Addresses the various actors making competing claims 
 
19. Where do you get information about locally grown or produced agricultural 

goods? 
 Local Farmers 
 Friends  
 Family 
 Media *( Radio  TV   Advertisements) 
 Non-profit organizations 
 Government agencies/workers 
 Other 
 Don’t know 

 
20. Do you follow local environmental issues, and if so, what issues are most 

important to you (Yes, No, Don’t know)? Do you follow local political 
issues? Which political issues are most important? What about local social 
issues? Which social issues are most important? 

 
Addresses local wood products  
  
21. Do you buy locally grown or produced wood products (Yes; No; Don’t 

know)? If so, how often?                               
 Daily 
 Weekly 
 Monthly 
 Yearly 
 Other 
 Don’t know 

 
22. If yes, why do you buy locally grown or produced wood products? If more 

than one reason, which is the strongest? 
 Supports local economy 
 Conserves rural landscape 
 Protects the environment 
 Better quality 
 More socially responsible 
 Other 
 Don’t know 

 



 54 

 
23. If yes, are there certain locally grown/produced wood products you 

specifically buy or you would buy if available? 
 Paper 
 Construction timber 
 Artisan wood crafts 
 Landscaping timber 
 Other 
 Don’t know 

 
 

24. Is there anything more you would like to tell me? Did I miss anything? 

 
 
Thank you for taking the time to answer my questions.  
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